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BACKGROUND 

•  2008: Provincial Recycling Rate was 77% 
•  AB Gov’t issued 3‐yr mandate to achieve 85%  
•  Home Recycling: 90% / Out‐of‐home: 50% 



ALBERTA MODEL 

•  Containers under 1L = 10cents 
•  Containers over 1L = 25cents 

Depot Depot Depot 

Consumer 

ABCRC 

ABCRC is the provincially 
incorporated product steward 

responsible for the collection and 
processing of all used beverage 
containers across Alberta 



OUR CHALLENGE 

Increase the provincial 
recycling rate from  

70% to 85%  
by the end of 2011 

Increase the provincial 
recycling rate from  

77% to 85%  
by the end of 2011 



OUR STRATEGY 

•  Increase Out‐of‐Home Convenience 
•  Unify Recycling Communications 
•  Develop integrated Social Marketing ‘Rallying Cry’ 
using the power of Social Media, to: 

 Change Consumer Behaviour & Habits 



WHAT IS SOCIAL MARKETING? 

The systematic application of marketing, along 
with other concepts and techniques, to achieve 
speciUic behavioural goals for a social good 



WHY SOCIAL MEDIA? 

•  Build, maintain a reputation, or drive awareness of a 
particular product or message (en masse) 
•  Grass‐roots ability to reach an increasingly growing 
number of consumers in real‐time 
•  The new “tool” for effective and credible delivery of a 
message that is more viral than bought 

Video 



ACHIEVING SOCIAL 
MARKETING SUCCESS 

  85% 
Overall 

AWARENESS 

INTENT 

PARTICIPATION 

AWARENESS 

  85% 
Overall 

(’96 – ’08) 

Motivate 

Remove 
Barriers 

2009 ­ 2011 



DON’T BE A TOSSER 

•  Target Audience: 18 – 25 year old males 
•  Negatively stigmatize non‐recycling behaviour 
•  Employ crass, slapstick male‐focused humour 
•  Focus on single‐serve beverage containers during          
key consumption times 



Dontbeatosser.com 
•  Built with Facebook interoperability 

•  Easy access to Uinding a Depot in Alberta 
•  No connection to ABCRC (corporate brand) 
•  Centralized “hub” to support all campaigns 



Dontbeatosser.com 
•  Centralized “hub” to support all campaigns 



OUTTING TOSSERS 





STREET TEAMS 

MANDATE: 
Deliver high‐level visibility and support at events 
where large volumes of single‐serve beverage 
containers are consumed and tossed into the trash 

  Outting Tossers (at www.dontbeatosser.com) 
  Facebook Group Fan Pages 
  Twitter Onsite Event Activities/Updates 



STREET TEAM ­ Results 

2009  2010  B/W 

# of EVENTS  115  249  116% + 
Potential 

Audience Size  4,092,600  6,381,750  55% + 

# of BINS 
PLACED 

1,227  4,047  229% + 



BACK TO SCHOOL 

•  First‐ever Post Secondary School focused campaign 
  Leveraged the spirit of competition among youth 
  Supported by Street Teams onsite at over 10 campuses 
  Secured on‐air radio advertising, print and  posters 
  Sent PR kits to major media outlets and on‐campus groups 
  Frosh Week through Thanksgiving 







BACK TO SCHOOL ­ Results 

•  Over 860,000 empty beverage containers recycled 
•  Touched over 150,000 students (target demo) 
•  Generated strong online engagement by youth target 
•  Changed students’ behaviour at a key consumption 
time 



SHOW US YOUR BEST 
ENDZONE DANCE 
•  Onsite Social Marketing presence at Grey Cup Festival 
•  Online voting for best dancer at mock endzone stage 
•  425 videos uploaded in 4 days 
•  Winner announced on Breakfast Television  
•  Distributed 115+ recycling bins to key event venues 



SHOW US YOUR BEST 
ENDZONE DANCE ­ Results 

Experienced 900% increase in trafUic to  
www.dontbeatosser.com  



BUCK THE LINE at  
Calgary Stampede 

•  First‐ever Augmented Reality campaign in Alberta 
•  “Buck the Line” VIP access to Nashville North on‐park 
•  Media partnerships: Calgary Sun and Country 105FM 
•  Onsite recycling infrastructure (20+ Caravan Pancake Breakfasts)  



•  During 18 days of contest we increased site trafUic by 500% 
•  15% of site visitors entered the augmented reality contest 

BUCK THE LINE ­ Results 



AD TRACKING Results 
What do you Recall from any advertising ? 

General recycling message/ how to recycle  21% 
Recycling is good for environment  12% 
“Don’t Be a Tosser”  10% 
Milk jugs and cartons can be returned for deposit  9% 
Recycle empty cans and bottles  7% 
Deposit mentioned/ get money back  7% 
Recycling logo/ symbol  6% 
Images of empty bottles/ containers  6% 

•  The need to recycle was the #1 strongest message 
delivered 



CONCLUSION 

•  2008: Provincial Recycling Rate was 77% 
•  AB Gov’t issues 3‐yr mandate to achieve 85% 

•  2009: Provincial Recycling Rate was 81.3% 
•  2010: On‐track to achieve 83.5% 


