Appendix 33
Signage Toolkit

e Bin the Know: Preliminary Research from Keep America Beautiful shows how receptacle color,
shape and labeling influence recycling participation; from Resource Recycling

e Small Steps, Big Impact: Social Marking and Its Impact on Passenger Behavior,
by Liza Milagro (Hartsfield-Jackson Atlanta International Airport, ATL) in Airport Magazine

e Seattle-Tacoma International Airport (SEA) Container Labels

e Seattle-Tacoma International Airport (SEA) Poster

e Signage Photos and Samples from Case Examples
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BIN THE KNOW

Preliminary research from Keep America shows how receptacle color,
shape and labeling influence recycling participation.
BY BRENDA PULLEY, KELLEY DENNINGS AND KAITLIN PHELPS
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Since the 1990s, curbside and drop-off recycling has grown

substantially — nearly 90 percent of households now have
access, according to recent surveys from Moore Recycling
Associates, the American Forest and Paper Association and others.

Unfortunately, public space recycling has not kept pace. Recy-
cling options are woefully insufficient in parks, malls, streetscapes
and other civic and communal locations. Much of this is the result
of limited infrastructure, mostly collection bins, for on-the-go
recycling. A study from Keep America Beautiful in 2009 concluded
only 12 percent of public spaces have recycling bins.

While recycling is one of the easiest environmental behaviors to
adopt, insufficient access to recycling bins is still the primary barrier
when it comes to public space recycling. To improve convenience
—and ensure “correct” recycling — providing the correct bins is
fundamental.

Not all bins, however, are created equal. Some bins are easily
recognized as recycling receptacles, and others are presumed to be
for trash only. And when it comes to labeling bins, the average
person may be woefully confused about the terminology employed
by experts. To better understand which features make a recycling
bin recognizable to the public, George Washington University and
Keep America Beautiful partnered to conduct an online survey,
completed in 2014. The survey gathered data about how recycling
bin shape, color and labeling can influence recycling behavior and
participation.

Bin shape: corners vs. round

To rate recognition of bin shape as it relates to disposal method,
photos of bins in the same color were shown to survey respondents.
They were asked to select shapes they associated with “recycling,”
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“compost” and “trash” (see Figure 1).

In general, the results show that while there is more variety in
bin shapes identified as recycling, there is also a greater chance of
confusion. Specifically, the survey found:

¢ Round bins are most often identified as “trash.” More than
half (56 percent) of survey respondents identified a round bin
as one designated for garbage. The rectangular shaped bin
was most frequently identified as a recycling bin (56 percent).
However, roughly one-third of respondents also identified the
wireframe (37 percent) or square (35 percent) bin shapes as
recycling containers.

* Bins with corners are most identified for “recycling.” What
differentiates a trash bin from a bin for recycling? More than
half of respondents identified a bin with corners (either square
or rectangular) as a recycling bin.

* Bins for “compost” are least identifiable. No shape was
recognized as a compost bin by more than one-third of re-

Survey methodology

Designed in partnership with Monique Turner at George Wash-
ington University, the survey was distributed to multiple audienc-
es: a random purchased Survey Monkey sample, a sample of Keep
America Beautiful and George Washington University contacts,
and a convenience sample of Purdue University students and fac-
ulty. Given time constraints, the sample size varied from 489 to
697, as not all questions were asked of all audiences. While the
audiences are varied, analysis of the data did not show a large
amount of variability in the responses among groups, so the data
was analyzed as one sample.




spondents, suggesting that bin shape

is not currently an important factor in

recognizing a compost bin. The results
may also indicate compost bins are not
common enough to be associated with
a particular shape.

Consistent results
for bin color

Earlier research has suggested that for trash,
recycling and composting bins, colors can
be used to communicate the intended use
of a bin (source: Montazeri, Gonzalez,
Yoon, & Papalambros, 2012). To test this
finding, survey respondents were shown the
same bin in five different colors and asked
to select the colors they associated with the
each bin type — recycling, trash and compost
(see Figure 2). Survey findings were fairly
consistent:
* Gray bins were most identified as
“trash.” The gray bin was cited by
78 percent of respondents as a
garbage bin, with brown a distant
second (24 percent).
¢ A large majority consider blue bins
“recycling.” Blue bins are most
frequently identified as recycling (79
percent). At the same time, 39 percent
associated green with recycling.
¢ Brown and green bins hit the mark as
“compost.” Survey respondents were
least certain about the color of a compost
bin, but about half selected brown (51
percent) or green (41 percent). Brown
was also associated with trash for many
respondents, suggesting green may be the
most appropriate color for compost.

Lids point way

for recycling
To identify whether a particular lid design
affects perceptions and behavior, survey
respondents were shown pictures of various
bin lids, each with a different cutout shape
and one “lift” lid (one that had no cutout).
Figure 3 shows the lid images used in the
survey. Respondents were asked to match
each lid type with one item from a set of
materials — plastic water bottle, newspaper,
banana peel, glass beer bottle and candy
wrapper.
The results suggest that people have
a fairly consistent understanding of what
some lids have been designed to collect:
¢ Lids with a circular cutout were
most often associated with “round
beverage containers.” The majority
of respondents associated a circle with

Figure 1 Bin shapes

Figure 3

Bin lid cutouts

plastic (81 percent) and glass (66 per-
cent) bottles.

* A clear majority identified a slit
cutout as an indication of “paper.” A
long, narrow slit was associated with
newspapers by 81 percent of respon-
dents.

¢ A circle/slit combination was not
straightforward. A lid with both a
circle and a slit was associated with
plastic by 56 percent of respondents,
but glass (51 percent) and newspapers
(54 percent) were also often listed as
associations.

¢ No cutout means no clear material as-

sociation. The bin with no opening on
the lid was most associated with trash.

“Mixed recycling”
best for all recyclables
in one bin

Because the industry has seen such clear
growth in single-stream recycling, in which
all recyclables are placed in one bin, the
survey asked respondents about their under-
standing of the terms “commingled,” “sin-
gle-stream” and “mixed” recycling. Results
suggest that signage should employ the term
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“mixed” to indicate placing all recyclables in
one container.

Respondents were split on whether
these terms all carried the same definition.
The 52 percent of survey respondents that
did not think these terms were the same
were asked to define what they thought
would go in a bin labeled with each term.
Over three-quarters (77 percent) of the
subset of respondents said “mixed” recy-
cling indicated that all recyclables can go
in the same bin. Meanwhile, 61 percent
of the subset said “commingled” meant all
recyclables could go in and only 11percent
associated “single stream” with that action.

Potential for confusion
in bin signage

To gauge the effectiveness of different features
of bin signage, survey respondents were
shown five labels and asked to choose which
materials they were certain could be placed in
a bin with that label (see Figure 4). For sim-
plicity, the survey focused solely on recycling,
rather than compost or trash bin signage.

I’s always assumed that images help
clarify recycling signage, but the survey
found that the use of photos is far from
straightforward and raises the need for
further research. For example, showing
images of one material example may cause
some uncertainty about the recyclability of
items not shown. Furthermore, images with
no text may amplify the confusion of what
should be put in the bin. It is important to
note that the images used in this research
were commonly recyclable materials, and
images of uncommon or more confusing
items may have had a different effect on
understanding.

Labels with words and no images showed
the strongest results. For “always recyclable”
materials, the survey showed signage with
the best results uses the words — cans, paper
and bottles — and no images. A majority of
respondents (over 85 percent) recognized soda
cans, soda and water bottles and newspapers as
recyclable without an image.

Word choice influences individuals in
different ways. Over 80 percent of respon-
dents understood that soda cans as well as
water bottles were recyclable for all signage
conditions. But, for example, the word
“plastic” pushed respondents to believe
non-recyclable plastic items, such as plastic
bags, could be put in the bin. In addition,
the word “bottle” caused respondents to
think of both plastic and glass. When the
word “bottle” was present with no image,
over 80 percent of respondents said they
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would recycle it. Yet, when an image of a

water bottle was present, only 40 percent

indicated they would recycle the glass bottle.
The use of images alone may decrease

recycling. For some materials, using just

an image of a commodity may decrease the

recycling of that item. For paper bags, for

instance, when there was no image (just
words), 80 percent indicated they would
recycle the paper bag. But when a mixed
paper image was shown (no words) there
was a 25 percentage point decrease in the
number of people that said they would put
the bag in the bin. In regards to a soda
bottle, when only words were used, nearly
90 percent indicated they would recycle the
item. But when a water bottle image was
shown, just 65 percent of people said they
would divert the plastic soda container.

Next steps: expanding
on results

Survey findings indicate the need for con-
sistent, research-based recycling messaging
and intentional bin selection to improve
recycling participation as well as decrease
contamination. To build on survey out-
comes, Keep America Beautiful is focused
on two public education initiatives that will
establish a more favorable return on invest-
ment from recycling programs.

The first of these is Keep America Beau-
tiful’s efforts with a number of national and
state organizations, as well as the U.S. EPA,
to embark on research that will explore
developing a recommendation for a stan-
dardized color, shape and size for organics/
compost diversion bins.

Keep America Beautiful is also partner-
ing with Purdue University’s Office of Sus-
tainability to complete in-the-field research
around recycling messaging, including the
use of icons and targeted words. The study
will investigate barriers around specific
recycling behaviors and identify models for
improved recycling on campuses and other

public spaces. RR

Brenda Pulley is senior vice president,
recycling at Keep America Beautiful. Kelley
Dennings and Kaitlin Phelps are both for-
merly with Keep America Beautiful.

For more details on the Keep America
Beautiful survey reported in this article,
download “Public Space: Recycling, Com-
posting and Trash Bin Design and Signage,”
a KAB best-practices guide for designing
public space recycling bins. That guide
and other public space-related case studies,
templates, behavior studies and resources are
available at americarecyclesday.org/
public-space-recycling-resources.

Reprinted with permission from Resource
Recycling, PO. Box 42270, Portland, OR
97242-0270; (503) 233-1305, (503) 233-
1356 (fax); www.resource-recycling.com.



SUSTAINABILITY

SMALL

. BIG IMPACT:

SOCIAL MARKETING AND ITS IMPACT ON PASSENGER BEHAVIOR

BY LIZA MILAGRO

esigning a recycling program
Dfor an organization as dynamic

as Hartsfield-Jackson Atlanta
International (ATL), entails rigorous
planning but that is only the
beginning. The ongoing passenger
and employee education program
that targets core barriers is where
the heavy lifting comes in. Behavior
modification requires process
management and information
inputs designed to influence
pro-environmental behavior and
is identified as Core Barrier #1
to recycling.

Sustainability is the new normal,
and airports are stepping up their
“green game,” while sending a
message to their competitors around
the world. As the passenger airport
industry pursues “top seed” in
passenger traffic, the world’s busiest
airport is unmasking the blueprint
for a sustainable social marketing
plan to maintain the coveted spot
of top dog and perhaps add one
of the world’s greenest airports to
its accolades.

It began with the development
and activation of ATL’s Asset
Management and Sustainability
Department, publishing the
management plan, then creating
the brand #Greening ATL, which
communicates the collaborative
successes to employees,
passengers and the public. What
is #Greening ATL? GreeningATL
reflects the airport’s commitment to
achieving and measuring the triple
bottom line — people, planet and
profits — while working toward
becoming one of the greenest
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#aoreeningAlL

airports in the world. The program
underscores our efforts to carry on
the rich legacy of Hartsfield-Jackson
by planning for a sustainable
future. The airport has pledged to
plan, build, operate and maintain
a sustainable, integrative approach
to achieve measurable results that
positively impacts the airport
community, key stakeholders and
the environment. Greening ATL
is where thinking green becomes
routine, trash is cash, and
sustainability is sexy.

In 2012, when ATL committed
to reducing its waste 90 percent by
the year 2020, our passenger traffic
was a mere 93 million annually,
and the materials and resources
weighed in at 18,000 tons generated
by passengers. Today, with 104
million passengers and 22,000 tons
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per annum, an aggressive approach
is required. ATL’s Green Team
identified recycling contamination
and low diversion rates directly
relate to a lack of understanding,
communications and inconsistent
labeling practices. The use of
single-use packaging materials

has grown exponentially over the
past 60 years and consumption
yields the by-product referred to as
waste. Once thrown away, it is out
of sight and no longer considered a
problem. The life cycle of resources
is misunderstood but is a barrier
that can be overcome. Simply

put, people don’t know how to
separate, and when it’s separated,
what happens next, where it goes,
or how their behavior can have a
positive impact on the airport’s
resource management goals. Trash
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is defined as something worth little
or nothing, inferior or worthless.
This definition contradicts what
is found in airport waste streams,
as they are composed of about 89
percent divertible materials, if
organized properly. That leaves only
11 percent of the stream to figure
out. Policies, infrastructure and the
processes developed in planning
are prerequisites necessary for
supporting the increase in activity
a social marketing campaign
can generate.

At ATL, planning began with
the clear intention of creating
a perspective shift through
internal and external social
marketing campaigns that would
feature forward facing eco-action
messaging. This messaging is being
gradually incorporated into every
layer of operations on a macro level
to include standardized recycling
labels and having an annual awards
luncheon to celebrate stakeholder
successes on a micro level. When it
comes to managing materials and
resources, ATL is taking a leading
industry role with its on-site Green
Acres ATL Energy Park project. This
project is the airport’s innovative
full-stream recycling facility that
will allow ATL to process the
materials generated by passengers.
It is our end game. The facility will

DELTA AIRPORT
CONSULTANTS, INC.

www.deltaairport.com
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take a circular economic approach
to handling valuable commodities
and maximizing the value within
the stream. The goal is to achieve
zero waste by 2020. Because

there are no composting facilities
near Atlanta, diverting organic
commodities is difficult not only
for the concessionaires but also for
local restaurants. Green Acres will
change all of that. ATL is taking
steps to organize the stream so
that, when the facility is prepared
to receive materials in late 2018,
the integrity of the commodity is
preserved, behavior modification
will have begun, and recyclables
will achieve the highest and

best use.

It’s a tremendous undertaking to
embark upon developing an on-site
facility. However, its success is
directly related to communicating
the commitment to separating
materials properly before its arrival.
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“The #Greening ATL message
is woven into the social strategy
at ATL,” Jai Ferrell, ATL’s airport
director of marketing and brand
services, explained. “While we
increase frequency significantly
during Earth Month and other
global sustainable programs, the
continuous message externally
keeps the conversation on
sustainability ever present. From
messaging about water conservation
to using the bathroom mirrors to
inform the passenger how
many gallons they have been a part
of saving due to our bathroom
fixtures, the key is to engage and
inform our passengers and partners
on ways to include sustainability in
their day-to-day lives.”

During Earth Month in April 2017,
passengers were to be greeted by the
launch of the “I'm GreeningATL”
campaign. This campaign uses
internationally recognized, locally
based and visiting influencers
to participate in a call to action
for recycling right. It will engage
passengers to take selfies when they
are refilling their water bottles,
texting for water conservation,
recycling, etc. and tag @ATLAirport,
and use #Greening ATL when they
post the image to a social media
platform. The social media team
will in turn manage and track
engagement by the number of
impressions created and increased
diversion reporting. That is
where standardized recycling
labels become a tool to reduce the



Fgree ﬂiﬁgATL designed to achieve 2 million

#GreeningATL impressions for the
month of April. IMPRESSIONS =
ENGAGEMENT = DIVERSION.
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the airport prepares to roll out Recycling is a behavior
rebranded recycling bins, food court i}t requires individuals to
kiosks, the Sustainable Food Court appreciate and internalize the

Initiative, an enhanced procurement long-term benefits for all people,
plan, a fleet of Big Belly solar units the community, and the global

externally, a construction waste ecosystem. Social marketing

confusion further. Recycle Across management plan, standardized programs are a powerful tool for
America has developed a design labeling, and software for recording making that happen. N
that takes the user back to the basics  data in real time. All aspects
of learning, using color coding and are designed to reduce volume
pictures addressing the information ~ and contamination. Adding to Liza Milagro is resilience and sustainability
input aspect of Core Barrier #1 its accolades, ATL will become manager for Hartsfield-Jackson Atlanta
to recycling. the first airport to kick off this International Airport. She may be reached at

ATL’s stakeholders soon will epic recycling revolution using a Liza.MllagroGATL.Com.
experience a recycling reboot as strategic social marketing campaign
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STAY CONNECTED WITH THE AAAE APP

Don’t miss a thing—download the app to access AAAE resources, including:

Member Profiles — Update your profile information from your phone or tablet.
= Meetings — View upcoming AAAE meetings and use the app to register, plan your session schedule,

download handouts and more.

Information — Access to AAAE.org resources at your fingertips.
Notifications — Get the latest news and updates as they happen with notifications.

New information and features are being added all the time so keep checking your app for the latest updates.

4 Download the AAAE App | aaae.org/app
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Thanks for pitching in. | .

Together, we recycle waste from the terminal :|| & } G
(

and aircraft to keep it from ending up in landfills.
See those big blue bins out on the tarmac? h
They're filled with recyclables that will become

new products. Hgw great {gthat! '
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Window clings in gate hold room; courtesy of Port of Seattle
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Standard signage recycling can wraps; courtesy of San Francisco International Airport
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SFO | Waste Receptacle Project | February 2, 2017
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Standard signage integrated on recycling cans; courtesy of San Francisco International Airport




Standard signage integrated on waste station; courtesy of San Francisco International Airport
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Standard signage integrated on waste and recycling cans; courtesy of San Francisco
International Airport



Standard signage integrated on waste stations; courtesy of San Francisco International Airport



Standard signage in Materials Recovery Area; courtesy of San Francisco International Airport



Standard signage on Materials Recovery Area compactors; courtesy of San Francisco
International Airport
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Concessionaire back of house recycling signage,
courtesy of Sacramento International Airport



Concessionaire back of house waste signage,
courtesy of Sacramento International Airport



