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Recycle, MI Campaign 



• What is Recycle, MI? 

A statewide marketing campaign that aims 
to connect, proclaim, and remind 
Michiganders of the recycling opportunities 
around them.  



Effective
Communication

What Is Effective Communication?
Conveying a specific message to your target audience to 
achieve identified goals.

The message must be received and understood by 
someone in the way it was intended.

What Are the GOALS of Effective 
Communication?

• Create a common perception

• Change behaviors

• Share information





Recycle, MI Project guides 

oWhat is our program Goal? 

oWho is our target audience? 

oWhat tools and resources are available to us before, during, 
and after? 



Why Understand Your Audience?

•Know your audience to know what data you need to collect 
•Create the right content for the right people.
• Create content the benefits your audience’s needs.
• Remember who you are communicating with (external versus 
internal

• Outside of Your Organization (Residents, Customers, Haulers, etc.)

• Inside of Your Organization (Staff, Co-Workers)



Why Understand Your Audience?

• People are motivated by different reasons.

• Demographic factors affect participation & the means in which 
information is received.

• There are barriers to participation.
• You are not your audience.
• Know your audience’s vocabulary.

• Understand the habits of your audience.



Target Audiences: MRC vs. Recycle, MI

MICHIGAN RECYCLING COALITION 

oPotential members- Recycling Professionals, 
Coordinators, Communities, Businesses, Non-
profits, etc. 

oCurrent Members- connecting with tools and 
updates  

oProfessional Recyclers

oPolitical Officials 

oPress and Media

RECYCLE, MI 

oResidents of Michigan- including employees 
from places where Michiganders live, work, 
and play 

oRecycling Coordinators- Those who would 
benefit from free tools 

oRecycle, MI Partner Program Partners-



How People Prefer to Receive Information



Which of the following ways would 
you prefer a company communicate 
with you?

EMAIL TEXT
PHONE CALL SNAIL MAIL



72% of consumers chose email when 
asked, “In which of the following 

ways, if any, would you prefer 
companies to communicate with 

you?”



What Can Data Tell You?

• What Customers/Members Are Thinking And Doing 
• How Money Is Being Spent  

• About Program Effectiveness 
• How To Make Data Supported Decisions 
• Who Is Participating and Who Isn’t 



B
O
D

B
O
D

B
O
D

B
O
D

B
O
D

B
O
D

B
O
D

B
O
DB

O
D

B
O
D

B
O
D

B
O
D

B
O
D B

O
D

B
O
D

Where are 
our Board 
Members 
From? 



How Do We 
Gather Data 
from the tools 
that we have?

Data & Analytics from --
Digital Marketing
 Directories
 Surveys
Websites
 Social Media







Digital Marketing: E-Newsletters

 Cost-efficient, effective communication channel

 Provides a higher response rate because it is being sent to a more receptive 
audience. Of those that opt in to email messages from a brand, 95% find these messages 
somewhat or very useful.

E-newsletters drive website traffic



How long do you spend reading an 
electronic newsletter? 

1 MINUTE
3 MINUTES
5 MINUTES





Digital 
Marketing:

Analytics

• Keep it brief & aim for a click. Adding video to an 
email can increase click rates by 300%.

• Exciting, informative subject line. Personalizing 
subject lines see 26% more opens.

•You are 6x more likely to get a click-through from 
an email campaign than you are from a tweet.

• There are 3x more email accounts than Twitter and 
Facebook accounts combined.

• 57% of email subscribers spend 10-60 minutes 
browsing marketing emails during the week.

• 72% of consumers chose email when asked, “In 
which of the following ways, if any, would you 
prefer companies to communicate with you?”







E-Newsletter: Analytics

 Provides instantaneous trackable results

 Identifies undeliverables so an effort can be 
made to correct them and resend them



MRC Newsletter 





The Case for Mobile

Mobile matters: 41% of emails are opened on a 
mobile device.

 23% of readers who open an email on a mobile device 
open it again later.

Mobile email will account for 15 to 70% of email 
opens, depending on your target audience, product 
and email type.

 30% of consumers now read their email exclusively on 
mobile devices



Comparison by Industry Chart – Open Rates

The average open rate across all 
industries is 24%





E-Mail Metrics Worth Tracking

 Open Rate
 Click-through rate
 Conversion rate
 Bounce rate; Unsubscribers; SPAM reports
 List growth rate
 Email share/forwarding rate
 Overall return on investment



Recycling Directories







Based on the data from the recycling 
directory analytics, what subject 
would you choose as the focus of 
your upcoming educational 
campaign:

E-WASTE HHW
RECYCLE RIGHT OTHER



• If you chose “E-waste” why?
• If you chose “HHW” why?
• If you chose “Recycle Right” why?
• If you chose “other” what would be the focus 
and why?



MRC directory



Surveys

• Event/Satisfaction – HHW, Recycle Event, MRF Tour, 
Presentation/Assembly, etc.
• Informational – Outreach and Education, Protocols, etc.

• Paper or Digital
• Know your audience…administer a survey now or later? How likely 
are they to log in and participate at a later date?
• Not everyone is digitally connected.



Surveys
GOALS
• Have a clear purpose

• Easy to administer
• Easy to take
• Produce accurate data

• Let you confidently make 
informed decisions

PURPOSE 
• Get answers

• Evoke discussion
• Base decisions on objective 
information
• Compare results







Source

October 1 – Novi October 15 - Southfield

Number of 
Respondents

Percentage of 
All Sources

Rank Top 5
Number of 

Respondents
Percentage of 
All Sources

Rank 
Top 5

Postcard Mailing 65 26.9 1 140 43.5 1

RRRASOC E-Newsletter 9 3.7 26 8.1 4

Municipal Newsletter 7 2.9 9 2.8

Called RRRASOC 0 0 0 0

Called Municipal Office 0 0 7 2.2

RRRASOC Website 2 .8 14 4.3 5

Municipal Website 6 2.5 33 10.2 2

Unspecified Website/Online 29 11.9 3 12 3.7

Family/Friend 22 9.1 5 13 4.0

Newspaper 23 9.5 4 12 3.7

Radio 0 0 1 .3

TV 1 .4 0 0

City Calendar 2 .8 32 9.9 3

Flier 32 13.2 2 2 .6

Email (unspecified) 11 4.5 5 1.5

Other 33 13.6 16 4.9

TOTAL 242 322



Qualitative Responses and Survey 
Monkey



In Person- Member/Attendee Feedback



Sharing Data as a tool-

How to 
drive 

traffic?

What do 
people 
want to 
know? 

Can this be 
another data 

point?

Which 
audiences 

care?

Can time 
and 

resource 
efficiencies 

help? 

Before, 
During, 

and After 
Collection



oCan Raise awareness

oCan show connections 

oCan provide a new way to engage

oCan motivate different audiences  

oCan allow for real time data collection

Sharing the data-



Signage- Proclaim and remind! 



Recycle, MI - www.RecycleMichigan.org

49



#RecycleMI

http://recyclemichigan.org/2016/12/26/be-a-part-of-recyclemi/


Social media! - #RecycleMI









1 month in results! 
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We want to develop a new Website, what 
information is best to use? 

What 
Content 

Management 
System? 

What 
content?

What 
kind of 
images?

How to 
interact? 

Which 
communities?What 

wording?



Who is our target audience? 
Michigan Recycling coalition  vs. Recycle, MI

MICHIGAN RECYCLING COALITION 

oPotential members- Recycling Professionals, 
Coordinators, Communities, Businesses, Non-
profits, etc. 

oCurrent Members- connecting with tools and 
updates  

oProfessional Recyclers

oPolitical Officials 

oPress and Media

RECYCLE, MI 

oResidents of Michigan- including employees 
from places where Michiganders live, work, 
and play 

oRecycling Coordinators- Those who would 
benefit from free tools 

oRecycle, MI Partner Program Partners-



How do you think this data could inform a new Recycle, MI 
website? 

• Content

• Menu Items 

• Design capabilities 

• Graphics 

• Etc. 



Website & Social Media Data

THE KEY IS FREE! 





Choosing a new system-



How do you think this data could inform a new Recycle, MI website? 

• Content
• Menu Items 
• Design capabilities 
• Graphics 
• Etc. 



What we ended up doing- Content design 



Your data shows your success
Are you reaching your goals and target audiences? 
Do you have the information you need? 
Even if you don’t understand what you’re going to use it for, if there is an 
opportunity to gather it you should ! You never know what you may need it for: 

oProgram Planning
oGrant Applications
oAward Applications
oBudgets
oAudience Engagement 
oFun Facts



Free Resources 
•Website Analytics- Google Analytics, Google Search Console,

•Social Media- Opt in to Twitter analytics, Facebook Insights, Instagram Insights

•Survey Tools- Kahoot, Survey Monkey, Google Forms, Doodle

•Email- MailChimp, Google Groups, 


	http://Kahoot.it
	Slide Number 2
	Tracy Purrenhage�Program Coordinator�Iris Waste Diversion Specialists
	Recycle, MI Campaign 
	Slide Number 5
	Effective Communication
	Slide Number 7
	Recycle, MI Project guides 
	Why Understand Your Audience?
	Why Understand Your Audience?
	Target Audiences: MRC vs. Recycle, MI
	How People Prefer to Receive Information
	Which of the following ways would you prefer a company communicate with you?
	Slide Number 14
	What Can Data Tell You?
	Slide Number 16
	How Do We Gather Data from the tools that we have?
	Slide Number 18
	Slide Number 19
	Digital Marketing: E-Newsletters
	How long do you spend reading an electronic newsletter? 
	Slide Number 22
	Digital Marketing:��Analytics
	Slide Number 24
	Slide Number 25
	E-Newsletter: Analytics
	MRC Newsletter 
	Slide Number 28
	The Case for Mobile
	Comparison by Industry Chart – Open Rates
	Slide Number 31
	E-Mail Metrics Worth Tracking
	Recycling Directories
	Slide Number 34
	Slide Number 35
	Based on the data from the recycling directory analytics, what subject would you choose as the focus of your upcoming educational campaign:
	Slide Number 37
	MRC directory
	Surveys
	Surveys	
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Qualitative Responses and Survey Monkey
	In Person- Member/Attendee Feedback
	Sharing Data as a tool- 
	Sharing the data-
	Signage- Proclaim and remind! 
	Recycle, MI - www.RecycleMichigan.org
	#RecycleMI
	Social media! - #RecycleMI
	Slide Number 52
	Slide Number 53
	Slide Number 54
	1 month in results! 
	We want to develop a new Website, what information is best to use? 
	Who is our target audience? �Michigan Recycling coalition  vs. Recycle, MI
	How do you think this data could inform a new Recycle, MI website? 
	Website & Social Media Data
	Slide Number 60
	Choosing a new system-
	How do you think this data could inform a new Recycle, MI website? 
	What we ended up doing- Content design 
	Your data shows your success
	Free Resources 

