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EXECUTIVE SUMMARY 

Background 

Approximately 34 percent (274,901 tons) of King County’s overall disposed waste in 2011 was 

compostable or potentially compostable.1 To address this issue, curbside yard waste collection service 

was made available to 99 percent of King County residents living in single-family homes. 2 However, 

county-wide subscription rates for this service are at 67 percent and at 46 percent for single-family 

households in Waste Management service areas regulated by the Washington Utilities and 

Transportation Committee (WUTC).3  

 

Waste Management (WM) and King County Solid Waste Division (SWD) participate in a Recycling and 

Commodity Revenue Sharing Agreement (RSA) in service areas regulated by the WUTC. In 2013, as a 

part of this agreement, WM and King County SWD initiated a door-to-door outreach and educational 

effort to further increase the diversion of compostable materials by increasing yard waste collection 

subscription rates in the WUTC-regulated areas of the County.  Waste Management contracted with the 

project team to provide assistance in designing, implementing, and evaluating this pilot project. The 

primary goals of the project were to:  

 Maximize single-family curbside yard waste collection service sign-ups at the lowest cost.  

 Increase customer loyalty to and satisfaction with Waste Management and King County through 

professionalism and high quality customer service. 

 Deliver effective customer education to reduce contamination and sustain participation in the 

curbside yard waste collection service over time. 

For this project, our goal was to visit up to 10,000 homes in King County WM WUTC areas, focusing on 

homes with garbage and recycling but without curbside yard waste collection service. Our team’s goal 

for this work was for 1,000 new homes in the WM WUTC services area to subscribe to curbside yard 

waste collection services as a result of this outreach effort. 

Project Approach 

Between February and September 2013, the project team developed and implemented a targeted door-

to-door outreach campaign for single-family customers in King County WUTC-regulated areas served by 

WM. Key tasks included: 

 Targeting customers and developing outreach collateral; 

 Training outreach staff and customizing technology solutions to support in-field outreach;  

 Performing door-to-door outreach;  

                                                           
1
 King County. (2012) 2011 King County Waste Characterization and Customer Survey. Seattle, WA: Prepared by The project 

team Consulting Group. 
2
 Curbside yard waste collection service includes green waste, food scraps and food soiled paper, compostable paper, and other 

biodegradable items acceptable by King County’s composting processors. 
3
 Waste Management. (2012) Revenue Sharing Plan: 2012 Service Snapshot in King County, Washington. Seattle, WA: Prepared 

by Cascadia Consulting Group. 
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 Collecting, tracking, and reporting outreach data, as well as anecdotal outreach staff and 

customer feedback; and 

 Providing ongoing quality control, evaluation, and project management.  

The specific outreach strategies employed for this project included: sending targeted WM customers an 

introductory letter, and then deploying trained WM outreach staff to visit these customers at their 

doorstep, offering education and an opportunity to sign up for curbside yard waste collection service.  

Results 

During this grass roots door-to-door outreach effort, the team made contact with a total of 12,015 

single-family customers. All 12,015 received a personalized introductory letter, tailored to the specific 

WUTC WM district where they resided (North or South). Among these customers, outreach staff visited 

9,244 homes. A total of 7,174 received a second communication from WM outreach staff, either a leave 

behind leaflet (3,286) or a conversation at their doorstep (3,888). Outreach staff visited customers in 

nine of the twelve cities contacted during this effort, including: the unincorporated areas of Auburn, 

Bothell, Federal Way, Redmond, Renton, Seattle, and Woodinville and the incorporated areas of 

Newcastle and Sammamish. These cities were spread across three WM districts (North Sound, South 

Sound, and Seattle).  

A total of 298 customers signed up for curbside yard waste collection service, for an overall sign-up rate 

of 2.5 percent (of all 12,015 customers contacted through the project) and a per customer sign-up cost 

of $352.28. The sign-up rate was slightly higher at 2.9 percent for customers that spoke with outreach 

staff at the door (114 sign-ups out of a total of 3,888 customers that spoke with staff at the doorstep).  

When customers signed up for curbside yard waste collection service at the doorstep, outreach staff 

encouraged them to pledge to recycle their food scraps and food soiled paper among other actions. In 

exchange for their pledge, each customer received two Cedar Grove Composting coupons for compost 

products. Of the 53 customers that signed up at the door and pledged to recycle food scraps and food 

soiled paper, 51 percent (or 27 customers) redeemed coupons at local Fred Meyer supermarkets.  

Summary and Recommendations 

This project was designed as a pilot grass roots effort to inform future efforts designed to achieve similar 
objectives. One-on-one customer interactions provided insight into common barriers to signing up for 
curbside yard waste collection service and the incentives needed to increase food scrap and food soiled 
paper recycling. The following primary recommendations are based on key project outcomes and 
lessons learned in the field: 

 Focus future door-to-door outreach efforts in areas known to have few “No Solicitor” signs at 

residences. A total of 22 percent of all customers visited for this project had these types of signs 

posted. Other forms of outreach and communication should be explored for areas with many 

“No Solicitor” signs. 

 Assess how sign-up and cancellation rates change throughout the year, and focus outreach and 

communications resources to maximize customer sign-ups and retention. Due to the WUTC RSA 

2013 cycle, this project assessed sign-up rates only during summer months. 
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 Test the effectiveness of different incentives, mandatory subscription policies, and rate options 

in increasing curbside yard waste collection service sign-ups. Curbside yard waste collection 

service is currently voluntary in the WM King County WUTC areas, and customers most 

commonly cited cost as the primary barrier to signing up for service. 

1. BACKGROUND AND PROJECT GOALS 

Background  

Waste Management (WM) and King County Solid Waste Division (SWD) participate in a Recycling and 

Commodity Revenue Sharing Agreement (RSA) in service areas regulated by the Washington Utilities 

and Transportation Committee (WUTC). The goal of the Revenue Sharing Agreement (RSA) is to increase 

recycling rates in areas of King County where solid waste collection services are regulated by the WUTC. 

In King County, WUTC areas compose 23 percent of the total customer base served by WM.4 These 

customers also span two contract cities, Sammamish and Newcastle, which have established franchise 

agreements with WM and adhere to WUTC-governed service requirements and rates.  

 

WM and King County SWD have initiated a wide range of efforts to increase residential recycling rates as 

part of the WUTC RSA. Most recently in 2011 and 2012, RSA efforts included:5 

 Curbside collection efforts to increase curbside garbage, recycling, and yard waste service 

subscription rates using direct mail, print and online advertising, and Spanish-language 

materials. 

 Residential customer focus groups to investigate recycling knowledge, behavior and awareness. 

 Programs that test the effectiveness of incentives and pledges on recycling and composting 

participation. 

 Community outreach efforts to educate the public about various recycling programs. 

 Multifamily best practice research and pilot programs. 

The King County SWD, through the County’s Draft Comprehensive Solid Waste Management Plan has set 

a goal to achieve a 55 percent recycling rate by 2015 and a 70 percent recycling rate by 2020, where the 

recycling rate includes subscription recycling and organics collection. Because food scraps and food 

soiled paper is one of the largest components of recyclable materials present in the disposed garbage 

stream going to Cedar Hills Regional landfill, projects that increase food scrap and food soiled paper 

recycling represent a key opportunity to meet the County’s recycling rate goals. 

Approximately 34 percent (274,901 tons) of King County’s overall disposed garbage in 2011 was 

compostable or potentially compostable.6 As part of King County’s plan to divert this valuable resource 

                                                           
4
 Waste Management. (2012) Revenue Sharing Plan: 2012 Service Snapshot in King County, Washington. Seattle, WA: Prepared 

by Cascadia Consulting Group. 
5
 Waste Management. “Revenue Sharing Agreement Activities, Increasing Waste Diversion in King County.” Accessed September 

20, 2013. http://your.kingcounty.gov/extranet/dnrp/swd/MSWMAC_&_SWAC/SWAC percent20- percent20WM percent20RSA 
percent20June percent2015 percent202012.pdf. 

http://your.kingcounty.gov/extranet/dnrp/swd/MSWMAC_&_SWAC/SWAC%20-%20WM%20RSA%20June%2015%202012.pdf
http://your.kingcounty.gov/extranet/dnrp/swd/MSWMAC_&_SWAC/SWAC%20-%20WM%20RSA%20June%2015%202012.pdf
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from the disposed garbage stream, the SWD has made curbside yard waste service available to 99 

percent of all single-family county residents in the county. These residential customers live in areas with 

access to curbside garbage service.  

County-wide, 67 percent of single-family households with curbside garbage service are currently 

subscribing to curbside yard waste collection service. About 12 percent of these yard waste customers 

put food scraps and food soiled paper in their yard waste cart.7 In the WM WUTC areas, only 46 percent 

of all single-family households currently subscribe to curbside yard waste collection service.8 The Grass 

Roots Campaign detailed in this report was designed to increase the number of single-family residents 

that participate in curbside yard waste collection service in these areas.  

Project Goals 

Waste Management and King County SWD initiated a door-to-door outreach and educational effort to 

increase the diversion of compostable materials by increasing curbside yard waste collection service 

subscription rates in the WUTC areas of the County. The primary goals of the project were to:  

 Maximize single-family curbside yard waste collection service sign-ups at the lowest cost.  

 Increase customer loyalty to and satisfaction with Waste Management and King County through 

professionalism and high quality customer service. 

 Deliver effective customer education to reduce contamination and sustain participation in the 

curbside yard waste collection service over time. 

To accomplish these goals, the project targeted 10,000 single-family homes, with an ultimate goal of 

signing up 1,000 new curbside yard waste subscription customers in WM WUTC areas. 

In a parallel effort, WM, King, and Snohomish Counties conducted a behavioral study of single-family 

residential customer recycling in King and Snohomish County WUTC areas.9 The draft report from this 

project is cited in this report. 

2. OVERVIEW OF PROJECT APPROACH 

Between February and September 2013, the project team conducted a door-to-door outreach campaign 

in King County WUTC areas served by WM. This project targeted single-family residents with curbside 

garbage service but without curbside yard waste collection service. The door-to-door outreach approach 

was designed to increase the number of residents subscribing to curbside yard waste collection service, 

provide personalized recycling and composting education to these customers, and strengthen 

relationships with WM and King County SWD as service providers.  

                                                                                                                                                                                           
6
 King County, 2012. 

7
 King County, 2012. 

8
 Waste Management. (2012) Revenue Sharing Plan: 2012 Service Snapshot in King County, Washington. Seattle, WA: Prepared 

by Cascadia Consulting Group. 
9
 Waste Management. (2013) Waste Management Behavior Study. Oceanside, CA: Prepared by Action Research. 
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Planning 

The project team coordinated closely with Waste Management and King County SWD to design a project 

approach that aligned with key project goals and objectives. The planning activities are described in 

more detail in the next two sections. 

TARGETING CUSTOMERS 

The project team worked collaboratively with King County SWD’s GIS department to target non-yard 

waste garbage service subscribers in WM WUTC areas. This targeting approach was designed to 

maximize the potential for new sign-ups, thereby enhancing the cost effectiveness of this project. The 

team filtered the WM WUTC customer list using the methodology described in Figure 1 below.  
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Figure 1. Methodology to Filter WM WUTC Customers for Outreach  

 

  

Identified 15 ZIP codes containing single family households in WM 
WUTC areas with curbside garbage and recycling and with no yard 

waste service.

22,255 customers

Filtered remaining homes by lot size using a range of 5,000 sq. ft. –
40,000 sq. ft. and 11,500 sq. ft. as a mid-point lot sized (based on 
lot sizes in Bellevue and Kirkland, areas with high curbside yard 

waste subscription rates) (Figure 1)

Selected the largest “clusters” or high density areas of 
customers with no curbside yard waste service and within 

reasonable proximity from the Seattle city limits 

Removed additional outliers - i.e. addresses in extra-
urban areas that might require significant travel time, 

homes in Enumclaw/Maple Valley and 
Duvall/Carnation that were located at a long distance 

from the Seattle city limits. 

13,035 customers

Approved addresses for outreach efforts and King 
County GIS "walk list" (route) creation (Figure 2)

12,053 customers
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Figure 2. Map of key ZIP codes     Figure 3. Map of clusters for “walk lists” 

  

DEVELOPING OUTREACH MATERIALS  

Once the target residential customers were identified, the project team developed outreach materials 

for direct mail and door-to-door outreach efforts. These materials included: 

 Two versions of a direct mail letter, one for South and another for North WUTC ratepayers 

(Attachment 1). 

 Leave behind leaflet (Attachment 2). 

 Pledge form, with Cedar Grove Composting coupons as a sign-up incentive (Attachment 3). 

The direct mail letters were customers’ first introduction to the project and included information on 

curbside yard waste collection service and associated rates. The leave behind leaflet was a second point 

of communication for customers that were not home at the time that outreach staff visited their area. 

The leaflet provided information on yard waste collection service and a WM hotline number for 

customers to sign-up for service over the phone. The pledge form was designed to be an engagement 

tool for customers that signed up for service to agree to an additional behavioral action related to 

recycling or composting. As an incentive for signing up and making a pledge, customers received two 

Cedar Grove Composting coupons that were attached to the pledge form. WM provided three additional 

education brochures for outreach staff to distribute to customers in the field: Recycling Guidelines, 

Residential Compost Collection Guidelines, and the “Your King County Residential Recycling Guide” 

booklet (Attachment 4).  

Two primary incentives were provided for residents that signed up for curbside yard waste collection 

service at the doorstep and pledged to collect food scraps and food soiled paper to place in their new 

bins. Compostable bags were provided to residents for collecting food scraps and food soiled paper in 

the kitchen. In addition, Cedar Grove Composting contributed two “Buy Two, Get One Free” redeemable 



2013 RSA TASK 6: Grass Roots Campaign 

 October 2013 10  

coupons for outreach staff to provide to each resident that signed up for curbside yard waste collection 

service at the door and made a pledge to change their behavior on the pledge form. These coupons 

could be redeemed at Fred Meyer supermarkets or at Cedar Grove Composting retail locations. 

Training, mobilization, and outreach 

A total of four WM outreach staff representatives delivered outreach services for this project. They wore 

Waste Management uniforms so that customers could visually identify the team at a glance. The team 

used electronic tablets (iPads) to efficiently support outreach tracking and reporting efforts. WM, King 

County SWD, Cedar Grove Composting, and project consultants conducted a full-day training for 

outreach staff. The staffers were trained to speak on a variety of topics related to food scrap and food 

soiled paper recycling and how to use the yard waste cart, including tips on how to minimize odors and 

pests, tips about how to transport materials from the kitchen to the cart, the closed-loop nature of 

composting collected yard waste, food scraps, and food soiled paper.  

Training materials developed for this project included: 

 Outreach staff training presentation. 

 Frequently asked questions document (Attachment 5). 

 “At the Doorstep” script (Attachment 6). 

The project team obtained required outreach permits from the incorporated cities of Sammamish and 

Newcastle in order to visit customers at their doorstep. Police departments were also contacted in 

advance of staff visiting each of the nine cities included in this project. 

Data collection, tracking, and reporting 

This project utilized many new technology solutions to support more efficient outreach, information 

tracking, and reporting processes. Project-specific email accounts for outreach team managers and staff 

were created to facilitate on-going team communication. The project team also utilized the Door-to-

door Mapper iPad web application (Figure 4) to plan outreach visits and record detailed customer 

information during field outreach. Field and project managers had remote access to this information as 

well as the ability to download daily reports in an easy-to-sort spreadsheet format. This web application 

enhanced project management capabilities, eliminated time spent on data entry, and allowed for more 

time for quality control processes to ensure data accuracy reduced the amount of time spent on data 

entry.  

 

http://www.mapitnsee.com/DoorAdmin/
http://www.mapitnsee.com/DoorAdmin/
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Figure 4. Door to Door Mapper App 

 

 

Finally, Google Fusion maps (Figure 5) gave the project team the ability to translate addresses into geo-

coded locations and attach “meta-data” to each address, allowing the outreach staff to have customer 

data on hand during site visits, including collection service levels and customer names. As with the Door-

to-door Mapper, Google Fusion increased efficiency for the delivery of outreach services. The Door-to-

Door Mapper and Google Fusion integration gave outreach staff the capacity to geo-locate the 

addresses relative to the staff real-time location while in the field, removing the need for pre-

determined routes, MapQuest routing, paper maps, or field staff coordination.  

Figure 5. Google Fusion Maps with associated meta-data (in box) 

 

Quality control, evaluation, and management 

Quality control, evaluation, and management support were important to all phases of this project. On a 

weekly basis, the project team compared the Door-to-Door Mapper data from outreach staff with 

customer sign-up information from WM’s database. Data management and quality control included the 

weekly reviews of outreach services performed, sign-up rates, customers visited, and quantitative 

progress against targets and goals. Outreach staff and managers met on a bi-weekly basis. Managers 

https://sites.google.com/site/fusiontablestalks/
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also accompanied staff on home visits to provide performance feedback to improve the quality and 

effectiveness of interactions throughout the duration of outreach activities.  

The project team staff provided on-going quality control on all walk lists by removing customers that 

had signed up for curbside yard waste collection service between the outreach launch date and the date 

that staffers moved into a new area (Attachment 7).10 Outreach launched on June 18, 2013 and 

concluded on September 6, 2013.  

The results of project outreach efforts are detailed in the next section. 

3. SUMMARY OF RESULTS  

This project was the first WUTC door-to-door outreach effort funded through the RSA. An overview of 

the project outcomes, costs, and field observations are detailed in this section.11 

Project Outcomes 

During this grass roots door-to-door outreach effort, our team made contact with a total of 12,015 

single-family customers. All 12,015 received a personalized introductory letter, tailored to the specific 

WUTC WM district where they resided (North or South). Among these customers, outreach staff visited 

9,244 homes. A total of 7,174 received a second communication from WM outreach staff, either a leave 

behind leaflet (3,286) or a conversation at their doorstep (3,888). Outreach staff visited customers in 

nine of the 12 cities contacted during this effort, including: the unincorporated areas of Auburn, Bothell, 

Federal Way, Redmond, Renton, Seattle, and Woodinville and the incorporated cities of Newcastle and 

Sammamish. These cities were spread across three WM districts (North Sound, South Sound, and 

Seattle).  

OUTCOMES BY OUTREACH STRATEGY 

As illustrated in Figure 6 below, a total of 7,174, or 60 percent of customers targeted for this project 

received two types of outreach or communications from the project (the direct mail, and either a leave 

behind leaflet or a face-to-face interaction). A total of 2,070 customers (22 percent) had “No Solicitor” 

signs. These customers were not eligible for a second communication from outreach staff. 

                                                           
10

 “Walk lists” refer to the subsets of addresses that targeted customers were grouped. These lists were designed for outreach 
efficiency and aggregated addresses by proximity to each other, not only by ZIP code or city designation.  
11

 All data analyzed in this report was accessed on September 16, 2013. 
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Figure 6. Total Customer Communications 

 

As illustrated in Figure 7, 298 customers signed up for curbside yard waste collection service after 

receiving communication from the WM outreach team. The majority of sign-ups (167) occurred after 

receiving two communications: the direct mail and a leave-behind leaflet or face-to-face interaction with 

outreach staff. A total of 131, or 41 percent of all curbside yard waste collection service sign-ups 

occurred after receiving the direct mail communication.12 Out of the 167 sign-ups that received two 

different types of communication, the highest sign-up rate resulted from customers that participated in 

in-person interactions at the doorstep (82 customers, or 28 percent of the total number of customer 

sign-ups).  

                                                           
12

 Some customers received a visit from an outreach staffer after recently signing up for the service; however, because this visit 
occurred post-sign-up, it was attributed to the direct mail communication. 

12,015

9,244 

3,888
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Figure 7. Total Sign-Ups by Source 

 

To assess the effectiveness of the various outreach tactics employed for this project, we compared sign-

up rates based on the number and type of communications and outreach customers (Table 1). A total of 

446 customers signed up for service in the WM WUTC during this project timeframe, with 298 signing up 

after receiving communication from the project and 148 signing up without receiving any 

communication from the project. Of the 12,015 customers that received some form of communication, 

298 customers signed up for curbside yard waste collection service, an overall sign-up rate of 2.5 

percent. Sign-up rates were highest (2.9 percent) if the customer received both the direct mail letter and 

a face-to-face visit at their doorstep. Of all customers visited, 2.1 percent chose to sign up for curbside 

yard waste collection service at the time they were visited at the doorstep. Sign-up rates were lower if 

the customer received the direct mail and a leave-behind leaflet (1.6 percent). Rates were even lower if 

the customer only received the direct mail communication (1.1 percent). There was a 2.3 percent sign-

up rate for customers that received a second communication (either spoke with a staffer or received a 

leave-behind leaflet). 

 

Table 1. Total Sign-Up Rates for Various Project Outreach Strategies 

Communication Type  
# of Sign-

Ups 
Total Recipients 
of Comm. Type 

 percent 
Sign-Ups of 

Total  

Overall Project   298 12,015 2.5 percent 

One Communication (Direct Mail Only)  131 12,015 1.1 percent 

Two Communications (Direct Mail + 
Leave Behind) 

 53 3,286 1.6 percent 

0 131 82 53 32

0 50 100 150 200 250 300 350

Total Sign-Ups by Source

Direct Mail Only Direct Mail + In-Person Sign-Up

Direct Mail + Leave Behind Direct Mail + Spoke with a Staffer

Second Communication Occurred- 167One Communication Only-131

(298 Total Sign-Ups)
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Two Communications (Direct Mail + 
Spoke with a Staffer) 

 114 3,888 2.9 percent 

Two Communications (Direct Mail + In-
Person Sign-Up) 

Subtotal of 
Spoke with a 

Staffer 
82 3,888 2.1 percent 

Two Communications (Combined)  167 7,174 2.3 percent 

No Communication  148 10,240 1.4 percent 

Cost Analysis 

Total project and per unit sign-up costs are presented here to help Waste Management, King County 

SWD, and the WUTC compare this campaign to other RSA efforts to increase residential recycling 

participation and rates. 

Table 2 presents project cost information by task to inform future planning efforts. Project management 

costs have been distributed equally across all tasks. Project costs include labor time for outreach and 

professional consulting staff as well as expenses associated with producing educational materials. 

Table 2. Cost by Project Task 

Task and Notes Costs 

Task 1. Design and Plan Outreach Campaign   $        16,625  

Task 2. Prepare and Mobilize Outreach Team  $        19,608  

Task 3. Direct Mail   $        12,604  

Task 4. Conduct Outreach  $        41,336  

Task 5. Evaluation  $        11,937  

WM Educational Collateral Expenses  $        2,868 

Total Cost for Project  $       104,978 

 

Estimated unit costs per sign-up are reported in Table 3. The second cost per sign-up excludes one-time 

project costs that can be eliminated or greatly minimized to replicate this type of projects in the future.  

Table 3. Estimated Unit Cost per Sign-Up 

Costs Included Unit Cost per Sign-Up 
Total Fully Inclusive Project Cost (298 Sign-Ups)  $          352.28 

Project Cost Excluding One-time Planning and Evaluation Costs  $          256.43  

Field Observations  

In addition to the quantitative results obtained through this outreach project, field staff recorded 

anecdotal observations during the outreach process, including observations related to: location, 

common barriers to customer sign-ups, and customer feedback. 
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LOCATION 

The following table lists the cities in the WUTC areas of King County by the three Waste Management 

Districts (Figure 8). 

 Figure 8. Waste Management Districts in the WUTC 

Districts 

North Sound South Sound Seattle 

Sammamish 

Redmond 

Bothell 

Woodinville 

Carnation 

Kirkland 

Auburn 

Federal Way 

Seattle 

Newcastle 

Renton 

Burien 

 

North Sound: Housing in WM’s North Sound district varied greatly from dense subdivisions to large, 

rural lots. Customer reception to the project team outreach efforts also varied widely between and 

within communities.  

In Woodinville, customers were generally quite receptive to outreach staff yet seemed to already have 

established strategies for managing yard waste, like onsite composting, especially those with a relatively 

large lot size.  

The Sammamish area had a large number of “No Solicitation” signs. Many customers reside in suburban 

sub-divisions and were not as receptive to outreach staff as in other WUTC areas.  

The Redmond area was highly variable, from sub-divisions to farmland, and from enthusiastic customers 

to dismissive ones. One outreach staff person noted that lot sizes seemed larger in this area, with many 

areas having no sidewalks. Customers frequently mentioned bears and the need for bear prevention 

strategies with regard to garbage and recycling management and collection. 

South Sound: The South Sound area included a mix of rural and suburban housing stock. Generally, 

customers in the rural areas seemed more skeptical of the value of curbside yard waste collection 

service and composting. 

Seattle: The Seattle area was fairly receptive to outreach staff. Many east Renton customers appeared 

to have large lot sizes. A 96-gallon cart was viewed as insufficient capacity for the large amount of yard 

waste generated at these sites. “No Solicitation” signs were rarely observed in these areas.  

Staff visiting areas in all districts noted that some customers claimed to dump their yard waste in nearby 

green belts even though green belt areas have “No Illegal Dumping” signs posted. Many customers 

seemed resistant to signing up for curbside yard waste collection service because they perceived 

dumping in the green belt as being a viable and free alternative. 
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KEY BARRIERS TO SIGN-UPS 

The barriers to customer sign-ups captured in Table 4 below were derived from outreach staff 

observations and notes. 

Table 4. Most Commonly Cited Customer Barriers to Signing Up for Curbside Yard Waste Collection 

Service (As Observed by Outreach Staff) 

Most Commonly Cited Customer Barriers 

Financial 

High cost of curbside yard waste collection service. 

WM charges to collect yard waste from the curb and then Cedar Grove 

Composting profits financially by selling the finished product. 

Curbside yard waste collection container/cart sizes are too small or are too large to 

meet customer needs. 

Level of Effort 

Customer already composts yard waste at home (i.e. backyard composting), or use 

an alternative yard waste disposal method (i.e. dumping in green belts). 

Participating in curbside yard waste collection service requires too much time and 

effort to capture, sort, and properly dispose of yard waste, food scraps, and food 

soiled paper. 

Customer already pays a landscape company to dispose of their yard waste. 

Customer not interested, unless they are required to do so (i.e. government 

mandate). 

Education and 

Perceived Need 

Customer has never heard of food scrap and food soiled paper recycling. 

Customer is renting the residence, is a new homeowner, or is about to move out of 

the targeted residence. 

Customer emphasizes that they are “great recyclers,” and do not see yard waste, 

food scraps, and food soiled paper composting as a form of recycling. 

Customer says they just “don’t need” curbside yard waste collection service. 

 

The most common barriers noted by outreach staff seemed to align with key findings from the recently 

completed WUTC residential behavior study. For example, cost was the most commonly cited barrier for 

customers when deciding whether to sign up for curbside yard waste collection service. The second 

most prevalent barrier was the lack of a perceived need for the service. This was either because 

customers had never heard of composting or food scrap and food soiled paper recycling, or they already 

had an established system for disposing of this waste. (Many said they put their food scraps and food 

soiled paper in the garbage, and they use compost piles for yard waste or dump the debris in nearby 

green belts.) 

EDUCATIONAL MATERIALS  

Over the course of this project, staff distributed some form of educational materials to 2,428 customers 

at the door, or 62 percent of customers that spoke with a staff person. Outreach staff indicated that the 

most popular outreach piece was the “Residential Compost Collection Guidelines” (Attachment 4). 

Customers recognized “Your King County Residential Recycling Guide” (Attachment 4) and often stated 

that they had already received it in the mail.  
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BioBag compostable bag samples were generally popular with customers that were already interested in 

composting their food scraps and food soiled paper with their yard waste. However, the bags generally 

did not interest customers that were new to the concept of recycling food scraps and food soiled paper. 

4. LESSONS LEARNED AND RECOMMENDATIONS 

This project was designed as a pilot grass roots effort to inform future outreach projects designed to 
achieve similar objectives. One-on-one interactions with customers facilitated a deeper understanding 
of the barriers and incentives to increasing the adoption of targeted behaviors. These behaviors 
included signing up for curbside yard waste collection service and placing yard waste, food scraps and 
food soiled paper into the designated collection carts. The following recommendations are based on 
customer interactions and the outcomes of this project. We have organized the lessons learned and 
recommendations into the following three primary groups.  
 

 Door-to-Door Outreach – Applications or ideas specific to the door-to-door outreach efforts. 

 Policies and Incentives – Recommendations related to potential policies and incentives. 

 Educational Materials – Recommendations for communications and outreach materials to 

increase and sustain full participation in curbside yard waste collection service over time. 

Door-to-Door Outreach 

Door-to-door outreach adds value as an approach to reaching customers: it helps start a dialogue about 

recycling and enhances customer relationships. We know doorstep interactions have at least doubled 

sign-up rates and anticipate these customers will be more likely to retain their curbside yard waste 

collection service year round. As expected, door-to-door outreach is more time intensive than other 

types of outreach approaches.  

Lesson Learned: About 22 percent of all customers targeted for this project had “No Solicitation” 

signage on their premises. According to a related King County Ordinance (Attachment 8), customers 

who live in these areas are protected from solicitation by placing a physical sign on their premises.  

Recommendation: Because the majority of customers with “No Solicitation” signs were located in larger 

housing development plots in the North UTC, we recommend that future projects obtain prior approval 

from Home Owner Associations or neighborhood watch groups in order to more effectively penetrate 

these neighborhoods. Alternatively and because it can be difficult to anticipate “No Solicitor” signs until 

physically visiting homes, direct mail or other types of outreach may be more appropriate and cost 

effective. 

Lesson Learned: Advanced technology methods allowed the project team to create efficiencies in data 

entry and tracking, staff management, and real-time mapping and routing. The WUTC areas presented 

navigational difficulties for door-to-door outreach staff, including very long driveways, varied rural and 

sparse clusters of homes, and difficulty locating specific addresses. Staff indicated that outreach in these 

areas would have been much more difficult to perform had it not been for the use of the iPad mapping 

software and the ability to locate and re-route themselves in real-time while in the field. 
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Recommendation: Consider investigating and using technology solutions to increase project efficiencies. 

Because the iPad application collected detailed information on customer interest level, we recommend 

following up with these customers after the door-to-door portion of outreach occurs. The follow-up 

could be a direct mail postcard or a phone call, encouraging customers to signup up for curbside yard 

waste collection service. This would likely increase the overall customer sign-up rate. 

Policies and Incentives 

Customers most commonly cited cost as a barrier to signing up for curbside yard waste collection 

service. Therefore, WM and King County SWD may consider investigating different rates (i.e. embedded 

yard waste rates) and incentives to increase curbside yard waste collection service sign-ups. Policies 

such as mandatory collection or organic material disposal bans could also be considered. King County 

SWD could also investigate the viability of every-other-week curbside garbage service. 

Lesson Learned: Many customers were skeptical or resistant to paying for curbside yard waste collection 

service, with some stating that they would not sign up until service was “required” by the government. 

Recommendation: King County SWD may consider mandated subscription to yard waste service, every-

other-week garbage service, or other policies to increase sign-ups in WUTC areas where this service is 

currently voluntary.  

Lesson Learned: Many WUTC customers expressed that the cost of curbside yard waste collection 

service was too expensive. Some incentives may help to overcome this financial barrier. 

Recommendation: Incentives can dramatically increase sign-up rates. The results from the behavior 

study report noted that 42.6 percent of customers would be interested in curbside yard waste collection 

service if there were reduced rates or financial incentives.13 It is important to note that incentives should 

be appropriate for the targeted customer demographic. For example, a kitchen container for 

transporting food scraps and food soiled paper may be less appealing or applicable for someone that is 

not already educated about food scrap recycling. For future projects, we recommend engaging 

customers in helping determine incentives that would be of the most value to them. 

Educational Materials 

Waste Management and King County SWD have a suite of educational materials currently used to 

support communications and engagement across a wide range of customer groups and outreach efforts. 

The recently completed behavior study results and recommendations should inform refinements to 

existing materials and the development of new ones. 

EDUCATION 

Lesson Learned: This project reinforced the need to clearly explain why curbside yard waste collection 

service is important to WM customers in WUTC King County areas. Many customers are unfamiliar with 

composting food scraps and food soiled paper, and do not understand the value of this practice. 

                                                           
13

 Waste Management, 2013. 
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Recommendation: The project team recommends examining past WM customer sign-up data to 

determine when these rates are highest and lowest. These trends could help determine when WM 

should focus resources on performing outreach and targeted communications. The project team also 

recommends deploying personalized mailings as well as special promotions to encourage new sign-ups 

during these peak seasons.  

RETENTION 

Lesson Learned: The behavior study report states that customer commitments are important to 

sustaining recycling participation.14 Customers that pledged to sign up for curbside yard waste collection 

service and place food scraps and food soiled paper in the yard waste cart were eligible for Cedar Grove 

Composting coupons. These coupons were redeemed by 51 percent of these pledging customers.  

Recommendation: Coupons similar to the Cedar Grove Composting coupons could be considered as 

incentives for future outreach efforts. Further incentive tactics, like the Food Cycler15 incentive program 

could create urgency and further customer commitments to separate food scraps and food soiled paper 

to deposit into their yard waste cart. 

Recommendation: WM could monitor subscription retention rates for customers that pledged to 

participate in the curbside yard waste collection service during outreach efforts to see if retention rates 

for these customers are higher for this group of customers that pledged and redeemed their coupons.  

Recommendation: To inform service retention efforts, the project team recommends exploring 

different engagement strategies and data tracking approaches. For example, WM might examine 

customer subscription data from the past to identify peak cancellation periods. Outreach could be 

focused during these peak periods, encouraging customers to retain their curbside yard waste collection 

service. Reminder mailings could also provide valuable information to help customers to be 

knowledgeable about their service and maintain it. These mailings could include information about 

right-sizing collection service levels and seasonal reminders, such as depositing yard debris from storms, 

pumpkins, turkey bones, and spoiled food in the yard waste cart.  

SUMMARY  

This pilot project tested a new grass roots, door-to-door outreach approach to increase single-family 

customer curbside yard waste collection service sign-ups in King County WUTC areas served by Waste 

Management. The project increased sign-up rates, yielding a higher rate of sign-ups compared to 

customers who did not receive outreach through this project. This outreach approach also provided 

valuable education to customers about collecting yard waste, food scraps, and food soiled paper for 

composting, and helped strengthen the relationship between customers and WM and King County. 

  

                                                           
14

 Waste Management, 2013. 
15

 Waste Management, “Are You Ready To Take The FoodCycling Pledge?”, Accessed October, 1, 2013. 
http://www.wmfoodcycling.com/. 

http://www.wmfoodcycling.com/
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ATTACHMENTS 

1. Direct Mail Letter (South King County) 

2. Leave Behind Leaflet 

3. Pledge Form with Cedar Grove Composting Coupons 

4. Waste Management Educational Materials: Recycling Guidelines, Residential Compost Collection 

Guidelines flyers, and the Your King County Residential Recycling Guide booklet 

5. Frequently Asked Questions 

6. At the Doorstep Script 

7. Walk List Maps 

8. No Solicitation County Ordinance  
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ATTACHMENT 1. DIRECT MAIL LETTER (SOUTH KING COUNTY) 
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ATTACHMENT 2. LEAVE BEHIND LEAFLET 
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ATTACHMENT 3. PLEDGE FORM W/ CEDAR GROVE COMPOSTING COUPONS 
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ATTACHMENT 4. WASTE MANAGEMENT EDUCATIONAL MATERIALS 

Recycling Guidelines (4A)
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Residential Compost Collection Guidelines (4B) 
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Your King County Residential Recycling Guide booklet (4C) 
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ATTACHMENT 5. FREQUENTLY ASKED QUESTIONS 
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ATTACHMENT 6. AT THE DOORSTEP SCRIPT 
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ATTACHMENT 7. WALK LISTS 

Bothell Walk List 
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Federal Way North 
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Federal Way South 
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Newcastle East 

 

Newcastle West
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Redmond 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



2013 RSA TASK 6: Grass Roots Campaign 

 October 2013 38  

Renton 
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Skyway East 

 

Skyway West 
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White Center East 
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White Center West 
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Woodinville Walk List 2A 

 

Woodinville Walk List 3A 
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ATTACHMENT 8. NO SOLICITATION COUNTY ORDINANCE 

 

 


