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Agenda

• Overview of Halton Region
• Presentation Objective
• Key Take Aways
• Halton Waste Management Overview
• “More Blue and Green For A Better Planet” Strategy
• Successes, Challenges, Outcomes
• Q & A
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Regional Municipality of Halton

Halton Region Population

Burlington 164,415
Halton Hills 55,289
Milton 53,939
Oakville 165,613
Total 439,256
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Case Study Objective

To demonstrate how Halton 
Region successfully 
implemented a solid change 
communications strategy, 
which influenced wide-spread 
adoption of the new residential 
waste diversion practices and 
met the goal of diverting 60% 
of waste.
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Key Take Aways

Participants will learn how :
• This social marketing program worked  - a solid change 

communication strategy built on listening to an 
environmentally evolved public 

• The program was built on the cornerstone of 
communication excellence - the RACE formula and two-
way communication principles

• Communications overcame a “perfect storm” and rebuilt 
resident trust

• Halton now has an effective model for communicating 
change within the Region
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Halton Waste Management -
Background
• Diversion rate approximately 42% - consistent over 

several years
• Landfill would be full by 2023 with existing 

programs 
• Public ahead of the curve: asking Council to look at 

“greener” methods to divert waste
• In 2005, pilot GreenCart project of 5000 households 
• Pilot identified need to roll-out GreenCart program 

Region wide to maximize waste diversion



7

New Program = Change Behaviour

• Weekly collection of the GreenCart 
• Weekly collection of Blue Box for recycling 

(previously every other week)
• Collection of garbage every other week with 

a six bag/can limit (previously weekly with a 
six bag/can limit).
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Why Change?

• Changing behaviour allows residents the 
opportunity to “do their part”

• Increased residential waste diversion
• Extend Halton’s landfill life by seven years to 2030
• Reduce greenhouse gases = better air quality
• Raise awareness of the 3Rs – communicate,

communicate, communicate
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Communications Planning: 
RACE Formula
•Strategic communication planning 
approach endorsed by Canadian Public 
Relations Association (CPRS)

•Four principles of:
– Research 
– Analysis
– Communication
– Evaluation
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RACE
R = Research
• GreenCart demonstration/pilot program in 2005 
with 500 homes to gain baselines 

• Best practice review of neighbouring municipalities
• Literature review of 40 articles from 22 academic 
databases

• Extensive public consultation– an opportunity to 
listen and connect = two-way communication

• Advisory Committee Consultation (waste, 
diversity, seniors)
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RACE
A= Analysis
• Residents will participate more in recycling 
programs when pick up is more frequent

• Residents’ were already environmentally inclined –
“green movement”/strong momentum

• Residents wanted to know “how” to participate 
rather than “why”

• Residents would respond to messaging about 
contributing to the health of the planet
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RACE
C =Communication
• Strategy rooted in social marketing to influence 
action by promoting benefits, overcoming barriers

• Key messages: simple steps for participation, ease 
of use, contributing to the environment

• “More Blue and Green for a Better Planet,” “Do your 
part – use your GreenCart”, Rethink your waste”

• Message promoted through creative channels and 
tactics

• Friendly frog character  - widespread appeal
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Communications Tactics

Traditional 
• Newsletters
• Testimonials
• Information package
• “How to videos”
• Stickers, magnets
• Displays
• Transit, movie theatres
• Advertising

Two-way
• Events
• Open Houses
• Door to door canvassers
• Surveys
• Contests
• School and community 

workshops
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Ready, Set – Launch!
What went well

• The communications strategy
worked! 

• Overwhelming response in support by
residents

• First month – 80% participation in GreenCart, 
volume of Blue Box materials increased by 60% 

• Goal of 60% residential diversion rate met
• Access Halton - Average 5,850 calls/month before 

new programs, 29,400 during April launch
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Challenges – A Perfect Storm

• High participation rates = record high volumes of 
materials curbside

• New contractor, new crew, new routes to learn
• Significant collection delays, more trucks needed!
• 3,000 phone calls to Access Halton in one day
• Had to pull back, reflect and regroup 

communication efforts 
• Reputation management critical
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Launch
Everyone Rolled Up Their Sleeves
• Communications focused on thanking residents for 

their overwhelming participation and identified 
additional efforts 

• Continually updated staff, stakeholders about route 
delays 

• Kept finger on the pulse of the community to 
understand where residents frustrations were 
coming from 

• Asked for patience and provided reassurance
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Launch
Everyone Rolled Up Their Sleeves
• Communication was ongoing and transparent and 

reflected support from Chair and CAO’s offices to 
front line staff

• Able to regain trust, maintain momentum and most 
critical, residents’ participation in the new programs.
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RACE
E = Evaluation
• Post launch Ipsos Reid Communications Survey

(July 2008)
– Over 90 per cent of respondents now using the 

GreenCart and Blue Box 
– Over 85 per cent “got the environmental message” –

personally felt it very important to use both the Blue 
Box and GreenCart. 

– 57 per cent of respondents were aware of the 
Region’s goal to divert 60 per cent of waste away 
from the landfill site.
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Communications Evaluation 

• 92% recalled the GreenCart information package
• 73% have used the acceptable items magnet
• 90% recalled the Waste Management Guide and 

Collections Calendar
• 50% have read WasteLess News
• 6/10 residents could recall key

messages
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Waste Management Participation 
Study (July 2009)
• GreenCart participation 72% (urban 79%, Rural 60%)
• Blue Box participation 93%
• 87.7% of households place three 

bags of garbage, or less, at the 
curb every other week

• Number of households with
garbage out on wrong week
only 7.5%
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Program Continues to Grow

• Implementing GreenCart at townhouse complexes 
(90% of townhouse complexes complete)

• Researching best practices for implementation into 
apartment buildings

• 56 schools using GreenCart 
• Most Regional facilities
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• This social marketing program worked – a solid 
change communication strategy built on listening to 
an environmentally evolved public more than ready 
to change behaviour

• The program was built on the cornerstone of 
communication excellence – the RACE formula and 
two-way communication principles

• Effective model for communicating change which is 
influencing future programs

Conclusion
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Conclusion
• Communications helped to forge a strong 

partnership with residents in moving forward for a 
“greener” Halton

• Communications overcame a “perfect storm” and 
rebuilt resident trust

• Reputation was maintained with a commitment to 
service and two-way communication

• Continue to work with residents to help protect the 
environment and extend the life of Halton’s landfill, 
an investment worth protecting.
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Questions?
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Samantha Booth
samantha.booth@halton.ca
1-866-442-5866 x 7881

John Watson
john.watson@halton.ca
1-866-442-5866 x 7484

Contact


