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Presentation Overview 
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The Curbside Value Partnership GoalsThe Curbside Value Partnership Goals
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Current Sponsors

National Sponsors:
Local Sponsors:



What We Do in Each CommunityWhat We Do in Each Community
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What We Do NationallyWhat We Do Nationally
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Why Educate?

Average revenue 
per new bin per 

year: $94

Money from wasted recyclables can go 
here….

Or… it can go here…. 



Baton Rouge Success Story
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Denver Success Story
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Ten Tips for Marketing Recycling
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Branding 101
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Opportunities for Branding Are 
Everywhere!
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Common Web Site Blunders

Lengthy 
URL

Non-consumer 
friendly 

information

Contact information 
and titles as home 

page content

No way to sign 
up for info on-

line

One-way 
communication



Effective Web Site Usage

The “Basics”
are easy to 

find

Newsletter 
sign-up

Info for 
kids and 
teachers

Easy search 
functions

Easy to remember 
URL (also 

www.sfrecycles.org)

Tag-line and 
branding

News headlines 
versus boring 
program info



If You Do Nothing Else …

� ������	�
�
�	�
�8�&
 #
1�!�!9�1
������
���	

� ���"
%���
���������
���	
��$	

� ����

���.��

� �	��
��
���	:
��������

��%��������
%����

� ��	��	
��
	���

��$�����	



Public Relations
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Pitch Angles to Consider
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Look Who Is Talking!

• Who speaks for your program or 
organization?

• What do they say?

• Is everyone on message?

• How to ensure consistency

• Consider training or mock interviews



What IS Social Marketing?

• Layman’s terms: “Attempting to change
behavior to achieve social good.”
– Recycling

– Teen pregnancy
– Healthy eating

• Resources:
– Alan R. Andreasen’s, Marketing Social Change

– Nedra Kline Weinreich’s, Hands-On Social 
Marketing

– Doug McKenzie-Mohr and William Smith, 
Fostering Sustainable Behavior

– Social Marketing Quarterly



Questions to Ask Yourself

• What is the nature or scope of the issue?
• What factors do you want to address?
• How?
• What do you want your audience to do?
• What are the most important characteristics 

of the audience that must be considered?
• What are YOU going to do to make the 

behavior more desirable?
• What are you going to say?
• What is your timeframe?
• What resources will you need?
• How will you know if you are successful?



Social Marketing Campaign At-a-
Glance



Utilizing Social Marketing 
Principals
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Saving $$ on Communications
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Measuring Success
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CVP Toolkit 



Additional Resources

� ��������������������������������
� ���$���� ��
 	������$���

� �	
���
����������	
���
����������	
���
����������	
���
���������
� �� ����8���
�����+����
"����:��	����;���$�	��$�	� =

� ������
���������������
���������������
���������������
���������
� +������7�	1�
����?��
�
�
��;���$������<��	1�
���$� 	� =
� 7�@��2��<7��	�A�:������
���;���$� ��$��� =


