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About This Project

This project presents initial research conducted by Amplify for Change (Amplify) to help
guide strategic thinking for the design and management of education and outreach to
Arlington County’s target audiences for the Zero Waste (ZW) Plan. Research and examples
come from leading municipalities and Amplify’s experience with behavior change
communications. This information is a foundation for future information gathering that will
assist in further developing understanding of the County’s target audiences. The successful
best practices in community outreach and engagement identified in this document should
be considered when developing the ZW Plan. Lastly, suggested next steps, including
questions for community engagement, are also included.

A key finding from the research is that education and outreach employed wisely, alongside
a smart ZW policy and a supportive ZW infrastructure, is crucial to material diversion.
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Arlington County Key Facts and Figures

• Population 225,200
• Type of Housing 65% Multi-family
• Total households 106,300
• Households with no kids 

or no kids under age 18 78%

• One-person households 39% 
• Two-person households 33% 

• Average age 34 years
• Education level 40% with a graduate degree
• 1 in 2 residents migrated from another state or country in the 

past five years
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Policy 
Regulation

Education  
& Outreach

Services and 
Infrastructure

Three Drivers of Zero Waste Success

Know your target 
audiences and tailor 

your communications 
to influence behavior 

change

Well-implemented 
zero waste policy is a 
key driver in eliciting 
behavior change 

A supportive zero waste 
infrastructure motivates 
target audiences to 
change their behavior
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Education & Outreach Insights

Education 
& 

Outreach

Do you 
know 
how?

Are you 
motivated?

Limited Household Space
Life Stressors
Unclear System

Confusion

Environmental
Social Justice

Social Pressure

Much of the framework below is a summary of research conducted in Austin, TX. Their major finding 
was people need strength in at least two of the pie chart’s three areas to recycle effectively and that 
people who have strength in all three are more likely to be all-star recycling enthusiasts. Education & 
Outreach can be tailored and targeted to provide guidance to help people in these three areas on 
these topics.

Is it easy?
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About Personas

Personas serve as reliable, realistic and simplified representations.
They are snapshots that can capture a collective group’s key
motivations and barriers to waste management. They don’t
represent accurately any single person or address the nuanced
needs of every resident, rather they focus on major needs and
observations. All behavioral personas presented here exist in each
target audience. of the most prominent behavioral patterns.

FINAL DELIVERABLE 7



Five Behavioral Personas for Recycling

Lessons from Austin
• Personas are transferable to other 

cities / communities

• Value in behavioral personas is the 

pinpointing of key triggers to 

address in education and outreach

• Each behavioral persona is present 

across all target audiences

• People are dynamic – continually 

learning and can move into 

different persona types
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Source: Five behavioral personas were developed through community-based research by the Austin TX Resource Recovery department. More 

information can be found here:  https://drive.google.com/file/d/0B1h7yUJL74THaE1HYjJWQUlzRlU/view

https://drive.google.com/file/d/0B1h7yUJL74THaE1HYjJWQUlzRlU/view


Key Characteristics of Each Persona
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Persona Behavioral Characteristics

The Analyst Not  recycling at home, but will recycle if: 1) social pressure is applied and a clear system is present, or 
2) if they are convinced by the personal impact, environmental impact, or impact on their community.

The Enthusiast Recycles consistently at home and likely to make trips to a reuse or recycle drop-off center (e.g., 
Goodwill). Considers themselves a good steward of the environment. Has high potential to teach and 
inspire others to recycle.

Under Pressure In general doesn’t contribute to single stream recycling, but will donate old items or collect cans to 
help others. If basic needs are met, has potential to recycle given education and tools.

Lone Recycler If on their own, would recycle really well. But living with housemates who do not recycle, they feel 
alone in the fight. They struggle to set up or maintain recycling systems from lack of support.

The Well
Intentioned

Not recycling at their full potential due to gaps in knowledge and systems. Are motivated by visions of a 
better future and goals of fitting into a progressive society.



Target Audiences
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Multi-

Family 

Property 

Owners/ 

Managers

Non-

English 

Speaking 

Households

Multi-

Family 

Residents

Target 

Audiences

Visitors/

Tourists

Custodial 

Staff

Commercial 

Business 

Owners

Target Audiences and Outreach Best Practices

Amplify reviewed data from Arlington County to better define target audiences. We also conducted

research and summarized national survey findings that provided insights about each group's motivations

and concerns related to ZW engagement. For outreach best practices, we researched exemplary programs

online and conducted interviews to flesh out findings. The graphic below is applied to the next several

slides to help organize and categorize the slides for ease of understanding.
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Arlington County’s 
Multi-Family Target Audiences

1. Age 25 – 35

2. Young Families

3. Age 65 and above

4. Non-English Speaking

5. Low-Income Residents

Understanding Arlington’s Housing Stock

MF 
Residents
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Sample Persona Template: 
Non-English Head of Household

12

Background: 
• Lives with multiple people in a 

one to two bedroom apartment
• Works two jobs
• Busy lifestyle

Barriers: 
• Lives in MF community where space and collection logistics are 

very often challenging 
• Language barrier can create confusion

Prefers to Receive Information:
• In-person
• Community-based cultural or religious organization 
• Radio, tv, print in spoken language

Motivated in Management of Waste: 
• Recycles cans, paper and single use 

bottles, but unclear on what else can 
be recycled

• Willing to walk to ground floor to 
recycle material

• Donates old clothes

Ease:
Knowledge:
Motivation:

1……………………………….5

MF 
Residents

Awareness       Buy-in      Owner        Champion
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Outreach Best Practices

• Connect directly with residents. Giving property managers educational materials 
to distribute to residents is a strategy that research has shown to be highly 
unreliable for reaching residents.
• Deliver frequent communications on waste reduction, reuse, and recycling. 

While multi-family residents generally know how and/or want to recycle, they 
benefit from frequent recycling communication.

• Actively engage when educating. Studies conducted in Washington state 
demonstrate that multi-family recycling and food waste collections benefit from 
active education methods such as doing resident orientations during move-in, 
door-to-door outreach, and property manager trainings.

MF 
Residents
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Outreach Best Practices

• Proactively address space & system barriers.
• Ensure recycling and waste receptacles are conveniently located next 

to one another with clear labels and color-coded bins using colors 
consistent across Arlington County.

• Ensure sufficient garbage capacity – if garbage containers are full 
before collection day, residents have nowhere but recycling containers 
to put garbage.

• Ensure sufficient capacity for recycling and composting.
• Encourage residents to have carrying containers/bags to collect and 

transport recyclables from their unit to the central collection area.

• Incorporating these best practices and providing a supportive recycling infrastructure can lead to 
dramatic improvements. 

MF 
Residents
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Case Study: Start with the Data

• Washington’s Kitsap County is home to Naval Base Kitsap, the third-largest 
naval base in the country, which draws thousands of service personnel and 
their families to the area. Apartment buildings in this area experience high 
turnover, and many residents arrive from parts of the country not typically 
associated with recycling fervor. Still, in a pilot project for Kitsap County, 83 
percent of apartment residents surveyed said that recycling was “very 
important” or “somewhat important” to them personally. Two-thirds of 
residents reported recycling either “most items I know are recyclable” or 
“everything I can.” 

15

Kitsap County, WA
Population: 266,414
Race: 83% White
Households: 98,250
Median Household 
Income: $65,017

• On-site audits of garbage and recycling containers at Kitsap apartments backed up residents’ claims: 
Recycling containers were brimming with recyclable material and had relatively low levels of 
contamination.

• The bottom line: Regularly review waste collection data and conduct occasional audits for each 
multi-family property to assess need for outreach and education. 

MF 
Residents
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Case Study: Make direct contact 

• Seattle, WA struggled to effectively reach residents in over 145,000 multi-
family households. As a result, the city changed course; instead of relying 
on landlords to relay the recycling message, they created mail lists with 
individual tenants’ addresses and sent recycling information directly to 
them. They also developed a system to routinely send newcomers in both 
single-family and multi-family settings information packets. 

Seattle, WA
Population: 724,726
Race: 69% White, 14% Asian, 
7% Black
Households: 304,157
Median Household Income: 
$74,458

• Because multi-family units often have high turnover, Seattle invests in reiterating the rules and 
messaging at individual buildings. Robert Milligan, Vice President of operations for the Closed Loop 
Fund, believes the ongoing education push is key to residents’ buy in. But he cites other common 
denominators for success across properties and regions. “You need a well-implemented plan. There 
should be ongoing tracking of participation. You need custodians’ support. And recycling should be 
convenient for residents.” Multi-family participation in Seattle’s recycling program has since increased. 

• The bottom line: Connect with stakeholders directly and frequently to help ensure they get the 
message.

MF 
Residents
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• Property owners/managers often feel they have other more urgent priorities.
• Consider developing building codes for ZW space requirements that are specific to different 

property types
• It’s difficult to standardize guidance for multi-family buildings because they vary greatly in size 

and layout - ‘not a one size fits all’ system.
• Provide a help-line and on-site technical assistance to address things like not having 

adequate space to accommodate dumpster enclosures in parking lots.
• There is high turnover among residents and onsite property managers
• Frequent re-education is critical to success.

Outreach Best PracticesMF 
Property 
Owners/ 

Managers
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Outreach Best Practices

• Focus on convenience. Help owners and managers make it easy for residents.
• Create a collection point on each floor.
• Put recycling bins wherever there are trash dumpsters. 

• Provide owners and managers easy access to materials via a toolkit or website. While meeting 
with multi-family owners can be beneficial, they should also be able to find information on waste 
diversion whenever they need it. 
• Provide support to owners and managers. Prepare for owners and managers to come back with 

questions; create staff capacity to follow-up immediately. A good first impression establishes a 
positive on-going relationship. 
• Actively engage residents in waste diversion process. Identify resident champions and build a 

green team with volunteer residents.

MF 
Property 
Owners/ 

Managers
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Outreach Best Practices

• Informational signs and posters should be easy to read with simple graphics and colors and 
posted in common areas such as laundry rooms, mail depots, workout centers and the manager's 
office. 

• Recruit a “green team” of apartment volunteers to provide internal maintenance and support for 
the program. The team could help to keep the collection site clean, to make sure materials are 
sorted properly, to help elderly or disabled residents recycle and to offer suggestions for 
improvement. 

• Submit articles to multi-family newsletters.

• Provided that affordable multi-family housing properties have proved in other markets to require 
more tailored technical assistance support than other market sectors.

MF 
Property 
Owners/ 

Managers
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Case Study: Focus on infrastructure

• Montgomery County, MD is working with property owners, who are required 
to provide recycling service, to improve recycling in multi-family units (27%* 
compared to 61% of all home types) in the county. A main focus is on 
infrastructure.   “At some properties there isn’t a single parking space to spare. 
You have to get creative to figure out how to accommodate the dumpster 
enclosures,” says Eileen Kao, Chief of Waste Reduction and Recycling for 
Montgomery County. Her staff visits every property assessing layouts, physical 

constraints and waste volumes.

20

Montgomery County, MD
Population: 1 million

Race: 60% White, 20% 

Black, 15% Asian

Households: 367,764

Median Household 
Income: $100,352

• The bottom line: To yield meaningful results, education won’t do it alone. Focus on collection logistics 
and continually evaluate the process to improve efficiencies and effectiveness.

• They focus on convenience, advising property owners to have a collection point on each floor. They 
suggest putting recycling bins wherever there are trash dumpsters. And the county provides each 
unit with a handled, six-gallon baby blue bin that residents tote to trash rooms and feed contents 
into chutes. There is also the language barrier, as many residents speak no or little English. 
Montgomery County’s ‘Recycling Made Easy’ brochures, produced just for multi-family households, 
are translated in 11 languages. Bilingual staff and volunteers also provide community outreach.

MF 
Property 
Owners/ 

Managers
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*Reported recycling rates include credits for waste to energy ash recovery.



Non-English Speaking Target Audience

• About 1 in 3 Arlington County 
households speak a language other 
than English at home
• 107 languages spoken by families of 

Arlington Public School students
• About 15% of Arlington’s population is 

Hispanic or Latino — the third highest 
percentage (after Prince William 
County and Loudoun County) in the 
Washington metropolitan area

Non-English 
Speaking

Households
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• Montgomery County’s ‘Recycling Made Easy’ brochures, produced for multi-family households, 
are translated in 11 languages. Bilingual staff and volunteers provide community outreach.

• San Francisco’s Recology brands their three cart system: Compost, Recycle, & Landfill.  
Synchronicity of their message with their extensive outreach are hallmarks of their success. They 
do education in multiple languages customized to the neighborhood or the individual, and their 
website content is available in six languages.  Also, they do onsite educational visits for residents 
that are having difficulty separating into the three carts. 

• The bottom line: conduct a mini-research study to pilot test materials, images and messaging 
with this audience.

Outreach Best Practices
Non-

English 
Speaking 

Households
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• San Francisco’s ZW plan includes the 
Food Service Waste Reduction 
Ordinance which requires food 
vendors and restaurants in San 
Francisco to use compostable or 
recyclable to-go containers. Outreach 
materials are in multiple languages 
(see example).

Outreach Best PracticesCommercial 
Business 
Owners

• Collection capacity is critical for success
Insufficient collection capacity is a growing issue because changes in the composition of 
recyclables, especially increases in cardboard and plastics, mean that recyclables take up 
more space now
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Outreach Best PracticesCustodial 
Staff

• Engage custodial staff. They are your ‘eyes and ears on the 
ground’. 
•Build an implementation plan that integrates custodial 

staff engagement and buy-in.
• Consider language barriers and cultural norms.
• Use bilingual staff and volunteers for outreach.
• Engage on site with staff and discuss space limitations and other 

collection logistics barriers.
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Outreach Best Practices

• Proactively address waste from large events
• Every event held in San Francisco is required to include a recycling plan in event permit 

applications. San Francisco Environment offers free recycling/composting consultations for 
event planners, and will provide the Fantastic Three bins (trash, recycling, composting) for on-
site use.

• Engage hotels/motels to find opportunities to reduce waste
• Encourage hotels/motels to donate partial soaps and amenities collected from rooms 

to Clean the World, an organization that collects used soap and hygiene products 
and repurposes them for distribution to impoverished communities around the world.

• Along with in-room recycling bins placed next to trash receptacles, use posters depicting what 
can be placed in the recycling bin. 

Visitors
Tourists
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https://cleantheworld.org/about-us/
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Outreach Best PracticesVisitors
Tourists

• Learn from your collectors where the empty 
public space bins are often located.
• Leverage community leaders to spread 

the word.
• Use public space to advertise (side of 

recycling trucks and bins, bus stop 
billboards, sides of buses).

• Understand the objections or barriers to 
recycling and how to address them with 
your community in mind.

• Use the combination of the 3 C’s for bins. 
Convenience, clarity, color – and signage can 
increase the volume of what hotel guests 
recycle
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Engagement Session: Suggested Questions

Note: Consider segmenting questions into separate categories for garbage, recycling and food waste 
composting.

• Where do you keep your recycling/garbage material prior to collection by the County hauler? 

• What is space limitations do you have to store your recycling/garbage? 

• What’s your household’s/office’s/property’s system for collecting, storing and recycling items?

• What are some of the system storage and collection challenges you experience?

• How would you improve the current County recycling/ garbage collection program?

• Would you be receptive to Pay As You Throw policies?
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Engagement Session: Suggested Questions 
(cont’d)
• What motivates you to recycle? 

• What motivates you to reuse material? 

• What motivates you to reduce waste consumption?

• What comes to mind when you hear ”zero waste management”?

• What would it take to get you to change your behavior to fully support Arlington’s zero waste plan?

• What do you think will be the most important information the County needs to share with residents, 
tourists and business about the zero waste plan?

• How do you like to receive information?
• What community organization partnerships would be helpful for communicating the zero waste plan?
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Next Steps

• Learn more about target audiences through in depth interviews and/or surveys; incorporate five 
persona types with findings.

• Routinely gather waste collection data for each multi-family property to develop an understanding of 
high-, medium-, and low-priority sites for outreach and education.

• Identify the best and most cost-effective channel(s) to conduct frequent outreach to the five target 
audiences.

• Develop surveys for residents, managers and custodial staff to assess recycling/ZW awareness and 
behaviors, track responses by multi-family building to help tailor future communication to questions 
and needs.

• Develop a comprehensive list of actions to engage target audiences (e.g., monthly educational forums, 
resident orientations during move-in, door-to-door outreach, property manager trainings).

• Identify communication goals and metrics.
• Develop simple, brief survey questions to use as follow-up after disseminating each communication to 

a target audience.
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Appendices
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Appendix A. Key References

• Sorting It Out: The State of Multi-family Recycling in Washington State
• Multi-family Recycling: Challenges and Strategies
• Multi-family Myth Busting 
• Data USA, Arlington County, VA
• Arlington County Affordable Housing Indicators
• 14 Ways to Improve Community Recycling Rates
• The Influence Of Signage And Proximity Of Recycling Bins On The Volume Of 

Recycling Materials Generated At A Hotel
• Zero Waste Case Study: Austin
• U.S. Census Bureau
• Kelley Dennings, SME
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http://recycle.meridian.mi.us/apartment/Sorting_it_Out-The_State_of_.pdf
https://resource-recycling.com/recycling/2016/01/14/multi-family-mythbusting/
https://resource-recycling.com/recycling/2016/01/14/multi-family-mythbusting/
https://datausa.io/profile/geo/arlington-county-va/
https://housing.arlingtonva.us/wp-content/uploads/sites/15/2017/05/2016-Indicators.pdf
http://blog.bigbelly.com/14-ways-to-improve-community-recycling-rates
http://jrsamenities.com/files/The_Influence_of_signage.pdf
https://www.epa.gov/transforming-waste-tool/zero-waste-case-study-austin
https://www.census.gov/quickfacts/fact/table/US/PST045217


Appendix B. Maps

• Maps are included as a general reference to aid in developing a
strategic outreach strategy that also considers community
partnerships with schools, churches, community centers, grocery
stores, and social gathering spots like playgrounds and parks.
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Multi-Family Residents
Low Income Location by Census
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Low/moderate income 
location by housing cost

• MARKs, are apartments that have 
rents that are affordable to low-
and moderate-income households 
by virtue of the age, location, 
condition and/or amenities of the 
property. These properties do not 
have a limit on income for tenants 
and thereby serve low- and 
moderate-income households as 
well as households with higher 
incomes. The rent is not regulated 
by the County or any other public 
agency.

• 30% APS students qualify for 
free/reduced meals
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• This map is interactive and shows 
concentrations of households with 
children. 

• Next step: research how outreach to 
households with children compares to 
those without children

• Source: 
https://statisticalatlas.com/county/Virgini
a/Arlington-County/Languages

Multi-Family Residents
With Children
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https://statisticalatlas.com/county/Virginia/Arlington-County/Languages


General location 
of Non-English 
Speakers
• Source: 

https://statisticalatlas.com/county
/Virginia/Arlington-
County/Languages
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