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executive summaryletter of transmittal
3/28/2022
Misty Adams
Environmental Programs Coordinator
Arlington City Hall
101 W Abram St
Arlington, Texas US

Dear Mrs. Adams

We at Appoint Consulting are pleased to present to you our plans book that will describe, at length, our plans to deliver your mes-
sage to the people of Arlington, Texas. Over the course of weeks, Appoint Consulting has collaborated to create a cohesive plot that 
will educate your audience on the proper process of recycling effectively. This plan book contains our research (both primary and 
secondary), a S.W.O.T. analysis, the insights we’ve gained in our research, a budget summary and finally, our recommendations on 
how to proceed with your message.

Your consideration is greatly appreciated by our team. Should you have any questions or concerns, you can reach our team at 
972-624-9982 or Appoint@mavs.uta.edu 

Sincerely,
Appoint Consulting

Recycling and living life sustainably can play a big  role in ensuring future generations will have a healthy planet to call home.  
Indeed, during our research, we found that 83.78% of our participants believe in the importance of households to be environ-
mentally friendly. Despite this, 43.78% of research participants noted that the recycling process in Arlington is far too time-
consuming. In addition, more than a third of our research participants reported that they do not clean their recyclables before 
putting them in their recycling bins. 

Therefore, It’s evident that Arlington residents lack understanding of the recycling processes despite being advocates for recy-
cling. It can be seen in Arlington’s huge contamination problem - facilities have reported as high as 43% in contamination rate 
and consistently receive items that are unusable or unrecyclable, ultimately causing the materials to be transferred to landfills.

Thus, our firm was tasked with creating a campaign that will educate Arlington citizens on how to properly recycle and in-turn 
aid the city in reducing the contamination rate.

The City of Arlington has employed Republic Services, a waste collection company, to pick up Arlington’s recyclable materials. 
Operating in over 35 states with over 70 recycling plants, Republic Services is a leader in the waste collection industry. In 2019, 
the company revealed long-term sustainability goals to push the industry to be “even more environmentally responsible.”
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Here at Appoint Consulting, we  want to help with those goals and realize that the most pertinent objective at this time is to reduce 
the contamination rate through educating Arlington citizens on the proper steps in disposing of their recyclables. And so, we’ve put 
together a campaign titled “Recycle Smart, Play your Part.”

 For this campaign, our plan is to introduce a three-phase campaign over the course of nine months that will not only teach residents 
about contamination but also, give them the resources to help efficiently engage in the recycling process. Our team has designed 
both digital and print media for the campaign and organized interactive events, which will explore innovative, unique ways to bring 
the overall message to Arlington’s residents. In the end, our “Recycle Smart, Play Your Part” campaign will aid Arlington in its recycling 
and sustainability efforts.

Client Challenge to the Agency
To create a campaign that will teach Arlington residents how to properly and more efficiently help the city in its recycling 

efforts. The end goal is largely to reduce the high rates of contaminated recyclables received to the city.
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OUR MISSION, 
OUR VISION 
AND OUR VALUES

A Marketing and Advertising Agency that helps brands to drive trans-
formational growth. Our Mission is to build marketing strategies that 
drive significant results for our clients.  

We partner with clients to capture market share by connecting with 
the right consumers across all channels at every stage of the custo-
mer journey and increasing customer life-time value.

Our team thinks outside the box and challenges the status quo becau-
se Appoint Consulting actively builds culture and prioritizes creati-
vity, innovation, and passion for our client goals.

secondary 
research
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Despite the challenges of today’s recycling market, the City of Arlington continues to focus its efforts on recycling its clean materials. Trash 
and recycled materials are picked up twice a week in Arlington and sorted at the Republic Services Material Recovery  Facility which will 
eventually be sold to end-users where the items will be repurposed.

For instance, Constellium takes recycled aluminum from Arlington, other metals go to DFW recyclers, and mixed paper and cardboard are 
sent to the Packaging Corporation of America. The success of a recycling program depends on delivering high-quality materials to these 
end-users – but more often, what is disposed of in the recycling bins is not recyclable and is contaminated. At the expense of the city of 
Arlington, Republic Services must manually sort the trash carefully and correctly in order for items to be recycled effectively.

According to the U.S. Environmental Protection Agency, the biggest challenge in recycling is that most Americans do not understand 
what, how, and where material needs to be recycled, which leads to materials being thrown in the general trash bin and or contami-
nated items being put in the recycling bins.

To add to the issue, in 2017 China banned imported recyclable material from the United States of America, which led to labor short-
ages in many American recycling facilities as they struggled to meet the demands for processing materials, this includes facilities 
such as Republic Services. In fact, Texas falls at #12 for its recycling efforts compared to other states in the U.S.

#1 Connecticut

#2 Vermont

#3 Minnesota

#4 Califronia

#5 Oregon

#6 Maine

#7 Iowa #8 Wisconsin

#9 Pennsylvania

#12 Texas

#10 New York

#11 Indiana

5.1 The city of arlington, TX

5.1.1. TRASH AND RECYCLING SERVICES

TEXAS RANKS #12 IN RECYCLING EFFORTS 
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Based on an assessment of Arlington’s garbage and recycling page, it’s clear that the page contains useful 
material. When checking the website through a mobile device, it was found that the website was very mobile 
friendly - all of the contents were displayed neatly and the load time for clicked links was quick. However, the  
website  (via  computer  access)   could   use   a   few improvements. For   example,   the   homepage layout could 
be updated in order for the information to be more easily found by users. It  is recommended to rearrange the 
menu links to the top of the page to streamline quicker access to these pages. Furthermore, images  such as 
video and picture content could be updated to make the website appear more modern, clean and  aesthetically 
pleasing. Lastly, to ensure better efficiency, the website could improve its optimization.  For example, there 
are 26 images found without descriptions and at least 7 links found without anchored text or images.

5.1.2. Evaluation of Website

Mobile Friendly 
Website

Garbage & recycling web page

Multiple Links under one tab

Visually pleasing images 
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Based on a 2018 survey conducted by Mason-Dixon on behalf of the Carton Council, 85% who recycle are majority in the age range of 18 

to 34 with an overall report of 92% of that age group saying they recycle to some extent. The next highest would be in the age range of 35 

to 49 years old with an overall 89 % reported of that age group that is actively recycling. In fact, Gen Z and millennials make up the most 

active and consistent recyclers as well as the most likely to encourage and teach others to recycle. Based on these findings, it can be con-

cluded that the best audience to target is those in the age ranges of 35 to 49 and 65+.

As reported in the Arlington Satisfaction Survey, Arlington was rated 53% good in 2019 and 58% good in 2020. However, when asked 
about the perception of the city committed to going green only 35% agreed in 2019 and 36% agreed in 2020. In addition, when asked 
about the reason for living in Arlington, only 9% agreed that it was because of its city services in 2019 and 14% in 2020. However, it should 
be noted that from 2019 to 2020 there was a 6% increase in the quality of recycling from 75% positive rating to 81% positive rating.

5.1.3. Trash and Recycling Survey

5.2. International Recycling
IIt's reported that on average Americans produce three times more waste than the rest of the world and unfortunately, most of that 
waste ends up in landfills. (2022’s Best States at Managing Waste) It’s likely that by 2050 global waste will grow 3.4 Billion tons. 
(Parker, T.) Different countries use different methods to tackle recycling and sustainability. For example, in countries such as the United 
Kingdom and Germany, recycling is regulated by the government. While in other countries, consumers are forced by law. Some methods 
prove to be very beneficial by encouraging and educating citizens about recycling and can be a source of inspiration for other countries to 
improve their recycling system. 

5.1.4. City Services Satisfaction Survey 
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5.3. National Recycling
The challenge that all states deal with is the lack of space for their trash. According to the U.S. Environ-
mental Protection Agency, “uneaten food takes up the most space in our landfills, making up nearly a 
quarter of all waste.” (2022’s Best States at Managing Waste.) A few simple things that can be done to 
cut down the amount of waste the U.S. generates is buying foods that are packaged in recycled mate-
rial or material that is able to be recycled and composting food waste at home level. This will decrease 
solid waste in the U.S. by 20-30% (2022’s Best States at Managing Waste.), and not only will this help 
our recycling problem but also help draw down greenhouse gasses in the atmosphere.

Maine has the highest recycling rate in the U.S. followed by Vermont, Massachusetts, Connecticut, New York, New Jersey, Oregon, Minne-
sota and Michigan. These states have a “bottle bill” and curbside recycling infrastructure. The bottle bill “requires a minimum refundable 
deposit on beer, soft drink, and other beverage containers in order to ensure a high rate of recycling or resume,” according to BottleBill.org. 
(Pokovba, A.) These states have great implementations, however they are beyond the scope of developing our campaign as we would have 
to get involved with the City and other Government officials. Also Vancouver, Canada  implemented the Upcycle Vancouver Project that  
“promotes firms that have integrated material recovery and reuse into business models,” that way they can reuse materials that are useful 
for others such as contractors, store’s or individuals. Using recycled items in different ways can help decrease the amount of waste going 
into the landfills. We can all agree that working together can help make a change in the world. 

5.2. International Recycling
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“In 2018 there were 292.4 million tons or 4.9 pounds per day of waste produced. About 32.1% of the waste was recycled or composted.” (US 
EPA,OAR.) During the holidays, especially Thanksgiving and New Year’s there was 43% extra waste nearly doubling our typical weekly total. It 
is important that Americans understand what materials can be recycled, how they can be recycled, the correct process to prep the materials 
and eliminate contamination, and where to take recycled items to prevent the nation from suffering any complication in all aspects; finan-
cially, physically and even emotionally.

5.4. State of Texas RecyclingWaste produced 
per months

5.5. North Texas Region Recycling
The North Texas region diversion rate is increasing, but it is lower than the national average of 34%. (STATE OF THE REGION RECYCLING REPORT 

DALLAS-FORT WORTH.) Majority of single-family residents in DFW now have access to curbside recycling however most apartments and busi-

nesses are doing little to reduce waste and increase recycling materials. North Texas cities have implemented new policies to help dispose of 

waste in a useful way. For example, Fort Worth passed a local ordinance that multi-family buildings are required to offer recycling programs for 

them to use. “Allen, Euless, Cedar Hill, Lewisville, and Little Elm signed sole franchise agreements with their respective haulers that include re-

cycling services for multi-family residents.” (STATE OF THE REGION RECYCLING REPORT DALLAS-FORT WORTH.)

 Good recycling policies will need to be pushed in order to see changes. That includes being consistent across the city and the region to help 

minimize any confusion residents might have about recycling as well as providing these recycling programs all throughout cities and states.

This system is used to help recycle easier and be more convenient for the consumer-waste will be separated when it goes to the landfill. Also, 
this would help reduce collection costs by throwing away everything into one recycling bin that then collection trucks would have done way 
easier and quickly. 

According to the LawnStarter article Texas ranked as 12th for 2022’s Best States 
at Managing waste. As of March 2022, the State of Texas has a total of 129 land-
fills and the DFW area is “Based on estimated disposal and compaction rates in 
2013, these landfills had a total remaining capacity of about 435,551,694 tons, 
or about 50 years altogether.” To add to this, many other cities like Lewisville, FT 
worth and Midlothian are very close to reaching their capacity. Texas follows the 
single-stream to recycle which is “a collection program in which recyclable ma-
terials-often paper cardboard, plastics, aluminum, tin and steel cans, cardboard, 
and glass- are disposed of in one bin to be later processed and sorted at a ma-
terials recovery facility.” (STATE OF THE REGION RECYCLING REPORT DALLAS-
FORT WORTH.) 
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6.1. Purpose of the Study

6.2. Research Questions
In our survey, we asked a total of 27 questions. These questions measured the opinions of Arlington residents toward recycling, their 
knowledge of the process of recycling and collecting general demographic information. These were some of the findings that populated 
the highest percentage and stood out the most:

i. When asked about the general household opinion of recycling, 83.78% believed it was important for households to be environmen-
tally friendly, while 80.89% believed it was important for households to recycle. Though, the lowest percentage of participants believed 
that the recycling process in Arlington was too time-consuming at 43.78%.

ii. When asked if recycling was important to the participants' households, 43.33% strongly agreed, with 30% saying they encourage oth-
ers to recycle. 

20

primary
 research

The purpose in conducting a survey was to gain current knowledge and awareness of the opinions and feelings of Arlington residents 
regarding recycling, sustainability, and the waste management city service within the region. The survey method was an ideal choice as 
it helped us reach a large number of participants, while also quantifying specific data from our close-ended questions. The information 
we gained aided our research to find patterns within our target audience and helped us understand what they could best benefit from, 
which ultimately improved our recommendations and ideas for the campaign.



iii. When asked if all plastic household items are recyclable 40% disagreed, while 24.44% agreed. With paper household items, 48.31% 
agreed that they were all recyclable and 23.6% disagreed. Lastly, with glass items, 41.11% agreed they were all recyclable and 24.44% 
disagreed. 

iii. When asked if all plastic household items are recyclable 40% disagreed, while 24.44% agreed. With paper household items, 48.31% 
agreed that they were all recyclable and 23.6% disagreed. Lastly, with glass items, 41.11% agreed they were all recyclable and 24.44% 
disagreed.

iv. When asked if a household’s recyclable containers have been emptied, rinsed, and dried before putting them into the bin, 34.44% dis-
agreed. While 34.83% felt neutral when asked if recycling materials collected by Arlington were contaminated.

v. When asked if a participant's household received communication from Arlington about recycling, 32.95% agreed. While 49.43% felt 
neutral when asked if the recycling information from the city was useful. 

vi. When asked how participants would prefer information about recycling, the most preferred methods were from social media at 
22.36% and email at 23.63%.

6.3. Research Methodology
The survey was created through an online survey software called QuestionPro. It was distributed 
through a QR code or a website link, which could be easily accessed through a mobile device. The sur-
vey was given to 489 people but was completed by 112 total participants, with 99 participants veri-
fying that they were Arlington residents. In addition, the survey had an 89.29% completion rate and 
took an average of three minutes to complete. The highest percentage of survey participants were in 
the age group of 18 to 24 years old at 22.73% and 35 to 44 years old at 21.59%. Meanwhile, 38.64% of 
participants have reported living in Arlington for 21+ years. Finally, the survey participants consisted 
of 72.73% female and 25% male.

6.4. Research Findings 
Based on our survey questions and the final results, we found that many of our survey participants 

were advocates of recycling and prioritized being an environmentally friendly household, however, there 

seemed to be confusion amongst survey participants about what household items were actually recy-

clable or accepted by the city of Arlington. For example, when it came to plastic items, a majority agreed 

that not all items were recyclable, but the second-highest percentage believed they were all recyclable. 

For plastic and glass items, a majority agreed they were recyclable and the second-highest percentage 

disagreed that they were all recyclable. 
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a majority do not understand how 
contamination could potentially 

slow down or completely prevent 
the effectiveness of recycling.

89%

there seemed to be con-
fusion amongst survey 

participants about what 
household items were 

actually recyclable or 
accepted

The survey had a 89% 
completion rate and took 
an average of three min-

utes to complete



 Meanwhile, a majority reported that their recycled items weren’t emptied, rinsed, or dried and that a majority also felt neutral about re-

cyclables being contaminated. Based on these findings, our team was led to believe that although Arlington residents consider recycling 

as important, a majority do not understand what items can actually be recyclable or accepted and how contamination could potentially 

slow down or completely prevent the effectiveness of recycling.

6.5. Research Conclusions
Based on the research, it can be concluded that the campaign would be most effective if it focuses on educational outreach about re-
cycling and sustainability to Arlington residents. What can be understood is that Arlington residents believe in recycling and would like 
to participate in being more environmentally friendly but are not equipped with the correct information to recycle successfully.  Further-
more, in the survey it was found that a majority of participants (32.95%) received communication from Arlington about recycling but that 
a majority (49.43%) felt neutral about that information being useful.  Therefore, the educational outreach in this campaign needs to be 
easily accessible, digestible, and distributed on a platform that would best reach the target audience, which the survey reported as either 
email communication or social media communication.

6.6. Recommendations for Further Research
In order to gain further research, it is recommended that the City of Arlington also use a qualitative approach to diversify its data find-
ings. An example of a qualitative method would be to create focus groups or personal interviews with Arlington residents to ask open-
ended questions, which would further aid the research to better understand the opinions of residents regarding recycling in Arlington.
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Opportunities Threats

8.1 target audience
Upon conducting research and collecting quantifying survey data. Adults aged 35-55 years old can be described as the ideal target audience. 
These residents will particularly be females as that was the largest part of participants in our primary research study. Males seemed to be 
less inclined to participate with just 24.14% of them answering the survey as opposed to 73.56% of the survey responses who were females. 
Most of the residents that responded have lived in the City of Arlington for 21 years or more.

8.2 Messaging
In the supplemental data that was collected it can be gathered that a low level of understanding is had by the individuals that participated 
in the primary research survey as well as Arlington residents who partook in the city satisfaction surveys when it comes to the definition of 
contamination. Another key piece of information that was gathered from the participants in the primary research survey was that 34.44% 
of all households disagreed that all containers they recycle had been emptied, rinsed and cleaned before placing them into their bins. Lastly, 
41.11% of all households believed that all glass was recyclable, further reinforcing the need for better recycling education.

8.3 media
Based on the survey that was conducted, the attitude towards the City of Arlington’s website and information regarding recycling resources 
was 49.30% neutral and 29.58% agreed that it was useful. Regarding receiving information from the City of Arlington, participants preferred 
to receive their information via email at 24.60% and the next highest being 20.32% which was social media

32 33



34 35



3736



38 39



40 41



42 43



44 45



46 47



48 49



50 51



SINGLE  
POST

5352



53 54



56 57



5958



60 61



62 63



64 65



6766



68 69



7170



68

RECYCLE SMART                        PLAY YOUR PART


