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Salford Service Change Support 

Working in partnership with Salford City council (SCC), Recycle for Greater Manchester 
(R4GM) developed and delivered a campaign to support the introduction of the service 
change, from fortnightly to a 3 week residual collection. The campaign was delivered on 
two phases. Phase 1 covered 8 neighbourhoods over a six month period (May to 
November 2016); Phase 2 covered 5 neighbourhoods over a two month period (April to 
March 2017) 

Aims of the campaign 

1. Facilitate and support the introduction of the new 3-weekly general waste collection, 

2. Door knock all the households to talk about the service change and carry out a 

customer satisfaction survey  

3. Take bin orders and requests  

4. Trial the provision of caddy liners pick up points 

5. Engage with residents via community events. 

Campaign activities 

Areas targeted 

Boothstown, Cadishead, Irlam, Little Hulton, Pendlebury, Swinton, Walkden and Worsley. 

Door knocking 

A survey was designed to make residents aware of the service changes and to help 
address recycling barriers. Residents were able to order recycling containers to encourage 
and increase participation across all recycling bins.  

SCC designed a customer satisfaction survey, this could have been answered at the door, 
or residents could do it online. An information leaflet ‘Recycle in the right bin’ was 
delivered to all residents with the link to the survey, this survey was promoted via social 
media outlets and a £150 prize draw was used to incentivise residents to complete the 
survey. 
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Salford Service Change Support 

Results 

Phase 1 

In this phase, 4,948 residents were spoken to during the campaign period. Only 36% of 
residents spoken to had all their recycling bins. Significantly, over half of the residents 
reported not to recycle food waste as they did not have a food and garden bin.  

Our survey also showed that there were other items that were not being recycled. Only 
14% recycled aerosols, 22% recycled aluminium foil and 24% recycled tetrapaks. 
Highlighting the opportunities for improvement in terms of items of can be diverted from 
the general waste bin.  

A total of 3,488 bin orders were taken, the majority for food and garden recycling bins.  

Phase 2 

In phase 2, 5,614 residents were spoken to during the campaign period. Again as with 
phase one only 43% of residents spoken to had all their recycling bins. We also found that 
31% of residents did not recycle food waste.  With only 26% recycling aerosols, 35% 
recycling aluminium foil and 36% recycling tetrapaks,  

A total of 2,450 bin requests were taken, the majority for food and garden recycling bins. 

Caddy liner pick up points 

 

The take up of free caddy liners by Salford has been very low, to try an increase 
awareness and access to liners, SCC agreed to include a question for the best place 
residents would prefer to pick up the free liners during the phase 1 survey. Residents 
preferred to access liners from their local gateway centres, council’s one stop shop, and 
libraries.  
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Salford Service Change Support 

Using this feedback, we trialled providing liners through 6 Salford council Gateway 
centres. They each received a box of liners and resident information leaflets. Twenty 
promotional posters were displayed across the area to promote the new pick-up points for 
free liners. Data from November 2016 showed that 400 liners had been collected from all 
the locations. By popular demand the scheme was extended to include 2 local libraries. In 
total during the campaign 40 boxes were delivered to the different collection points. 

Having the caddy liners easily accessible had a positive impact on the number of residents 
ordering food waste recycling bins.  

Digital 

A hashtag #RecycleMoreSalford was developed for the campaign to help promote the 
campaign, the online satisfaction survey and the new pick up points for the caddy liner 
trial.  

Online survey results 

 

Surveymonkey was used to promote the ‘customer satisfaction survey’, to encourage 
residents to take part a £150 prize draw was offered. This survey was promoted via 
Twitter, Facebook and as a pop up invitation on the most visited Salford recycling centre 
information page on the recycle for Greater Manchester website. 

Phase 1 

A total 163 residents took part in the survey. Overall recycling service satisfaction was 
66%, 81% of residents found the crews to be helpful and polite, and 60% were satisfied 
with how often the bins were collected. 

Phase 2 

A total of 139 residents took part in the survey overall satisfaction with the recycling 
services scored 72%. 52% of residents found the crews to be helpful and polite and 51% 
were satisfied with how often the bins were collected.  



 

 
5 recycleforgreatermanchester.com

Salford Service Change Support 

Overall results are generally low, but it is not surprising as the survey came at the time of 
the service change. 

Community engagement 

To promote the campaign and correct recycling behaviours, engagement stands and drop 
in session were held at key locations. Information leaflets and recycling themed 
promotional items were given away to raise awareness about recycling. By meeting with 
residents it was possible to identify barriers and issues encountered by residents when 
recycling. 

Schools and colleges were approached to invite them to visit the recycling education 
centres. Unfortunately uptake was very low and only 4% of eligible schools opted in for the 
free education visit. 

Lessons learnt 

Running a recycling campaign at the same time as the service change proved problematic 
on the door step as residents saw the surveying team as part of the council team 
promoting the service change. It is recommended that some time is left between the 
service change roll out and the surveying of the service. Ideally the support should be 
undertaken before the service change takes place. 

Having a service change survey and a customer satisfaction survey made the time the 
surveyor was at the door too long and this may have had an impact on the number of people 
completing the survey. A shorter surveys may have been more effective. 

The pop up invitation on the R4GM website proved very beneficial and a great tool to use in 
the future. 

To increase the intake of schools and colleges attending the education centres a free coach 
can encourage involvement. 

Conclusions 

The cost effectiveness of the campaign make it affordable to be replicated in other areas. 

The benefit of including the customer service survey is questionable. A survey like this can 
be better measured as a ‘before’ and ‘after’ service change roll out. 

However the campaign provided many households the opportunity of getting their all 
recycling bins. It is expected that this will have a positive impact on the recycling rates 
moving forward. 

 


