COLORADO
L 4
Coca-Cola Foundation Grant
Recycling Advertising Campaign
August 2020 — January 2021
Overview:

Recycle Colorado proactively reached over 5.2 million residents in three communities between
August 2020 and January 2021 with a recycling ad campaign highlighting the importance and
benefits of recycling. A total of 8,435 tons of curbside recycling was collected from the three
communities during that same timeframe, helping them maintain consistent recycling rates
during a turbulent period when COVID-19 increased overall waste collection by 25-30%.

Six recycling messages were marketed to three Colorado

THE ,
W' communities with single-hauler residential recycling. The
goals were to increase overall recycling collection and to test

FOUNDATION which recycling message(s) resonated the best.

Front Range Communities

The three Front Range cities of Commerce City, Longmont, and Thornton were chosen for their
similar demographics and because all three municipalities offer single-hauler residential
recycling.



t RECYCLE COLORADO
4

Table 1. Population data for participating cities.

Longmont
2018 CO

Demographic Facts Demographics US Census 2013
Population 97,273 97,261
Median Household Income 574,242 574,242
Income % lower than poverty line 9.60% 9.60%
Home ownership 60.70% 60.70%
Median home value $362,500 $362,500

Ethnicity

Hispanic 25.20% 25.20%
Non Hispanic White 68.10% 68.10%
Non Hispanic Black 1.10% 1.10%
Non Hispanic Native American 0.50% 0.08%
Non Hispanic Asian 3.10% 3.10%
Other language spoken at home 20.60%

Commerce City

2008 CO
Demographics
60,392
577,065
11.60%
74.00%
$320,100

49.20%
41.90%
4.20%
0.40%
1.80%

US Census 2019

60,336
577,065

11.60%

74.00%
$320,100

49.20%
41.90%
4.40%
0.09%
2.00%
33.30%

Thornton
2019 CO

Demographics US Census 2019
142,672 141,464
579,411 579,411
8.80% 8.80%
72.80% 72.80%
$322,200 $322,200
34.20% 34.20%
56.10% 5. 10%
2.00% 2.10%
0.30% 1.00%
4.80% 4,90%
24.60%

From Colorado’s State Demography Office (https://ais.dola.colorado.gov/apps/ProfileDashboard2/) and

United States Census Bureau

(https://www.census.gov/quickfacts/fact/table/commercecitycitycolorado.lovelandcitycolorado,longmontcitycolo

rado,US/PST045219).
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Recycling Message Themes

Recycle Colorado created six unique recycling ads in English and Spanish. Themes for the ads
were selected in an effort to increase overall recycling collection and to promote general



https://gis.dola.colorado.gov/apps/ProfileDashboard2/
https://www.census.gov/quickfacts/fact/table/commercecitycitycolorado,lovelandcitycolorado,longmontcitycolorado,US/PST045219
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awareness about recycling and why it is important for Colorado. One message was advertised
per month over six months. The themes included:

August

General recycling education

Separation Anxiety?

Know Before You Throw

éIndeciso sobre qué puede reciclar?
Inférmese antes de desecharlos

RECYCLE COLORADO

RECYCLECOLORADO.ORG

November

CO behind the National average

Colorado recycles 50% less than
the rest of the U.S.

Colorado recicla 50% menos
que el resto del pais.

We can do better, iPodemos mejorar,
(olorado! (olorado!

RECYCLE COLORADO

RECYCLECOLORADO.ORG

September

Product Transformation

Recycling makes
things new again!

iEl reciclaje vuelve a hacer las cosas nuevas!

Recycle bo give materials Rexiclar para regalar
antlhet life. materiales obra wida.

RECYCLE COLORADO

RECYCLECOLORADO.ORG

December

Recycling for job creation

Recycling creates
(olorado jobs.
El reciclaje crea empleos
en Colorado.

Recycling creates 9x more (rea 9 weoes mis trabajes
Jobs Eham landfiling. que el vertido,

RECYCLE COLORADO

RECYCLECOLORADO.ORG

October

Rinse to Recycle

Recycle it Right

Empty. Rinse. Recycle.

Reciclelo bien.
Vacio. Enjuague. Reciclar.

L

- st .
Know Before Inférmese antes
You Throw de desecharlos

RECYCLE COLORADO

RECYCLECOLORADO.ORG

January

Recycling for a better future

Are you looking out for

Colorado’s future?
RECYCLE TODAY FOR A BETTER TOMORROW.

éle importa el futuro de Colorado?
RECICLE HOY PARA UN MARAMA MEJOR.

Know Before Inférmese antes
You Throw de desecharlos

RECYCLE COLORADO

RECYCLECOLORADO.ORG
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Communication Methods
A cross media optimization strategy was used to reach the greatest target audience while
reinforcing ads through three different advertising media.

1) Digital media:
o Google Display Ads was chosen for digital media. It allowed us to test a variety of
images, headlines, and ad copy for each ad and subsequently rank performance.
Google Display Ads eliminated the need to constantly monitor public comments and
guestions, which can be time consuming.
o The Google Display Ads received 5,259,133 impressions.
o The campaign prompted 14,698 clicks which directed residents' to their respective
City's website recycling page to learn more about their community's recycling
programs.
2) Exterior signage:
o The ads were displayed at two bus shelters in each participating city. The locations of
the bus shelters changed each month to best cover the geographic areas in each city.
The ads could be easily seen by motorists and public transportation riders. This was
also one way to ensure people lacking internet access could see the ads.
o The bus shelter ads received an estimated 1,776,000 — 4,448,000 impressions.
3) City communications:
Each City was provided with customized collateral that could be promoted during our
advertising campaign and beyond. We believed that messaging coming directly from the
community would reinforce the advertising campaign sponsored by Recycle Colorado. For
these reasons, Recycle Colorado collaborated with each city to produce:
o Recycling flyer that could be included with a city newsletter and/or posted to the
city’s website. (See Appendix)
o Video clip featuring each city’s landmarks and a statement from the Mayor or city
official about the importance of recycling in their community. (See Appendix)

Data Tracking

This recycling advertising campaign had two distinct goals. The first goal was to increase overall
recycling rates in each of three cities. The second goal was to test which recycling message(s)
resonated best with the residents of each community. With these goals in mind, we pursued
two data tracking protocols, one for each goal.

1) Digital media:

Digital media advertising was done through Google Display Ads. These Display campaigns show
digital ads on a variety of websites, mobile apps, and YouTube channels based on a variety of
audience targeting criteria, including geography, language, interests, and behaviors. In addition
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to audience targeting, these Google Display Ads campaigns used an automated bid strategy in
an attempt to show ads to the most people possible in each selected city. This bid strategy is
referred to as cost-per-thousand viewable impressions (vVCPM) bidding, which tries to generate
the most impressions for every dollar spent.

However, in early January, the last month of the project, after seeing a steady decline in
performance, the bid strategy was changed from vCPM to "Maximize Clicks." Normally, this
change in bid strategy should decrease the cost-per-click (CPC), while simultaneously increasing
the cost-per-thousand impressions (CPM). However, after changing the bid strategy to Maximize
Clicks in January, we saw a significant and unexpected increase in BOTH clicks and impressions
along with notable decreases in CPCs and CPMs. In other words, to our surprise, all
performance metrics improved.

Each month we specified that the ads should be served to residents in each of the respective
cities. Individuals with their browsers set to English received the English version of the ad, while
individuals whose internet browser was set to Spanish received the Spanish version of the same
ad. We benefited from Google Display Ads’ ability to test various combinations of images,
headlines, and copy. We wanted to see what images resonated best and what headlines
inspired the most action. The measurement of success we used for each ad was the
click-through rate. Clicking on an ad would take the viewer directly to their city’s recycling
website for additional information about waste hauling and recycling services in that specific
city.

Results from the Google Advertising Campaign

Since two different campaign strategies were used, we show two separate charts to best
indicate results from each time period:

- August 2020 — December 2020: Strategy was to maximize total ad views (Impressions)
- January 2021: Strategy was to maximize total number of clicks (CTR) through
remarketing
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Strategy:
Maximizing clicks

SK 1

[ |
e Strategy:
Maximizing ad views
) 124
2K
1K

Aug 2020 Sep 2020 Oct 2020 Now 2020 Dec 2020 Jan 2021

Bl Commerce City [l Longmont [l Thornton

During the six months of the ad campaign, the ads received 5,259,133 views and inspired
14,698 individuals to click the ad to receive more recycling information.
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Table 2. Dashboard of overall results from Google Display Ads.

English Campaign Performance

Month of Year - Cost Impressions Clicks CTR CPM CPC

Aug 2020 $146532 656,420 681 o10% I 52 2 I $215

Sep 2020 4143756 £19.925 390 0.06% I L2 5360 I
Oct 2020 $143092 587592 431 0.07% I sz« 5332
Nov 2020 §1,42544 647,014 384 0.06% I $2 20 I $3.7
Dec 2020 £1,43898 603,105 346 0.06% I 23 $40c I
Grand total $7098.22 3,120,056 2,232 0.07% $2.31 $3.23

Jan 2021 $1,2441 1695974 9,702 057+ SO7 N 5073 I
Grand total $8,442.33 4,816,030 1,934 0.25% $1.75 $0.71
Spanish Campaign Performance

Month of Year - Cost Impressions Clicks CTR cPM cPc

Aug 2020 $84.53 3736 66 021 I oo 52 I

Sep 2020 $69.00 27589 47 0.17% I $2.50 I 5147 I

Oct 2020 £7572 29,064 42 0.14% I 2o I 5 =0 I
Nov 2020 $81.09 31,274 43 0.14% I 250 550 I
Dec 2020 $67.68 26,018 29 o1 I oo 23 I
Grand total $378.08 145,681 227 0.16% $2.60 $1.67

Jan 2021 £253.82 297422 2537 BESE EEEGED R |
Grand total $631.90 443,103 2,764 0.62% $1.43 $0.23

English & Spanish Combined Campaign Performance

English & Spanish Combined - Cost Impressions Clicks CTR CPM CPC

Grand total $9,074.24 5,259,133 14,698 0.28% $1.73 $0.62

Impressions: Number of times the ad was served; Clicks: The action of ‘clicking here’ to see more

information (directed viewers to their City’s recycling website); CPM: Cost per 1,000 impressions; CPC:
Cost per click; CTR: Click-through rate.

Since the change in January’s bid strategy significantly changed the results, we segregated
January data.

o August 2020 — December 2020: Strategy was to maximizing total ad views (Impressions)
o January 2021: Strategy was to maximize total number of clicks (CTR)
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Table 3. English-only Google Display Ads.

English Campaign Performance

Month of Year - Lol Impressions Clicks CTR CPM CPC

Aug 2020 $1,465.32 656,420 681 o10% I $2.23 I $215 0
Sep 2020 $1,437.56 619,925 390 0.06% N 232 5o
Oct 2020 $1,430.92 587,592 431 0.07% I 224 332
Nov 2020 $1,425.44 647,014 384 0.06% Il $2.20 N $3.71 I
Dec 2020 $1,438.98 609,105 346 0.06% $23cHE S+
Grand total $7,198.22 3,120,056 2,232 0.07% $2.31 $3.23

Jan 2021 $1,2440 1695974 9,702 os57 I 07 5013
Grand total $8,442.33 4,816,030 1,934 0.25% $1.75 $0.7

Table 4. Spanish-only Google Display Ads.
While Spanish speakers were more expensive to reach (higher CPMs), this audience had higher CTRs and

lower CPCs. This indicates ads resonated with this audience even more than with English speakers.

Month of Year - Cost Impressions Clicks CTR CPM CcPC

Aug 2020 $84.53 317K 66 021% I $2cclE 5.2 EE
Sep 2020 $69.00 27.6K 47 017 S50 $.47EE
Oct 2020 $75.78 297K 42 0.14% Il s2c/ I .60
Nov 2020 $81.09 313K 43 0.14% Il $259E  $.5o
Dec 2020 $67.68 26K 29 0%l 260 5233
Grand total $378.08 145.7K 227 0.16% $2.60 $1.67

Jan 2021 $253.82 297.4K 2.5K oss% I sossHEEEE $o.70 N
Grand total $631.90 443K 2.8K 0.62% $1.43 $0.23

Gauging Success of the Online Recycling Advertising Campaign

Recycle Colorado prioritized impressions (number of views) as our primary goal. We also used
click-thru rates (CTR) as a barometer for how the content prompted viewers to want to learn
more. The English versions of the ads collectively had a .25% CTR while the Spanish versions of
these ads had a .62% CTR. The aggregated weighted CTR for both ads was .28%. However, those
statistics represent aggregated results from two different campaign strategies:

- August 2020 — December 2020: the strategy was to maximize impressions. During this
time period our average CTR was 0.07% for the English version of the ad, 0.16% for the
Spanish language ads, and a weighted 0.075% for both

- InJanuary, we changed to a maximum click strategy which succeeded in increasing our
CTR for the English language ad to 0.57%, the Spanish language ad to 0.85%, and a
weighted average of 0.61% for both.
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General All Industry Index:
The Median CTR for Google Display ads was 0.47% for all industries during COVID-19 according
to Wordstream’s 2020 Study on Pay Per Click Benchmarks during COVID-19. This data, however,

does not take into consideration the bid strategy used, nor the specific purpose of the ad, and
thus renders it difficult to make a true comparison.

Comparable Public Awareness Campaigns:

A better way to determine Recycle Colorado’s Google Display Ad results is against comparable
public awareness campaigns, of which we offer two examples:

1)

2)

A green business campaign for a city on Colorado’s Front Range had a campaign goal to
increase awareness and participation of companies participating in its Green Business
Program. This campaign had a CTR of 0.07% (ours is 0.07%), CPC of $0.32 (ours was
$3.23), and CPM of $0.24 (ours was $2.31). Similar to the recycling awareness campaigns
being run in Commerce City, Longmont, and Thornton, this Green Business awareness
campaign was more about generating increased awareness for participating businesses
among the general public, and did not include any specific/direct calls-to-action (CTAs)
other than to "Click here to see the list of Green Businesses" or "Shop your local Green
Businesses." Given the broad awareness goals and "softer" CTAs, this Green Business
Google Display Ads campaign saw click-through rates (CTRs) similar to that of Recycle
Colorado's Google Display Ads campaigns.

A tourism campaign for a city on the Front Range had a campaign goal of increasing
public awareness, interest, and economic activity for local businesses for both local and
drive-market audiences. This campaign rendered CTR of 0.09% (ours is 0.07%), CPC of
$2.26 (ours was $3.23), and CPM of $2.01 (ours was $2.31). Similar to the recycling
awareness campaigns being run in Commerce City, Longmont, and Thornton, the goal of
these tourism display campaigns was to generate increased awareness, and did not
include any specific/direct calls-to-action (CTAs) other than to "Shop Local" or "Support
Local Businesses." Given the broad awareness goals and "softer" CTAs, these Google
Display Ads campaigns saw click-through rates (CTRs) similar to that of Recycle
Colorado's Google Display Ads campaigns.

Which Recycling Message Resonates Best?

Each month emphasized a different recycling theme:

(o)

O O 0O 0o o

August: General recycling education

September: Product transformation

October: Rinse to recycle

November: Colorado’s recycling rate is behind the national average
December: Recycling for job creation

January: Recycling for a better future


https://www.wordstream.com/blog/ws/2020/04/06/google-ads-benchmarks-during-covid-19
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Our first ad in August focusing on general recycling education showed the best performance
(based on highest CTR and lowest CPC). It is unclear if this ad performed the best due to it being
the first ad seen by our audience or because it was the most appealing. The general trend was a
slowly decreasing performance of the ads, until January when a change in bid strategy created
some pleasantly unexpected high CTRs and low CPC.

August
August’s ad focused on general recycling education and showed general categories of

recyclables accepted in the cities’ curbside recycling programs. This ad performed the best
(during the first 5 month of a bid strategy to maximize views) which may have simply been due
to it being the first message seen by our audience.

Interesting Observations:
® Images of recyclable materials only were favored over images of materials that also
included a person.
® The headline calling attention to Colorado was clicked on more frequently than the
individual city name

Google Display Ads allowed us to test a variety of images, headlines and ad copy. It
auto-combines assets to create a multitude of creative looks. Google Display Ads ranked the
performance of the attributes allowing us to understand which elements performed the best.
The ranking structure is based on Google’s historical performance data.

Below are various Google Display Ad combinations served to viewers.
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Google Display Ads — August

* Best combination
Example of your image ad at 300=250 Example of your native ad at 300x250

N -
- RS
:::;:Phave recycling separation %

Recycle Colorada Open >

CELORADE

Let's Recycle
More, Colorado

#" elp us divert waste from

landfills by committing to
Recycling 101 -

Recycling 101

>

Below is how Google Display Ads ranked the various headlines, ad copy, and images we used.

Rankings: Headline, Copy, Image

Asset Asset type Performance
Let's Recycle More, Thornton Headline Good

Let's Recycle More, Colorado Headline Best

Know Before You Throw Headline Good

City of Thornton Recycles Headline Good
Recycling 101 Headline Good

Know what to recycle and do your part to make your community and state a better place.  Description Good
Bottles, cans, magazines, mail, newspaper, cardboard, and glass can be recycled. Description Good

Help us divert waste from landfills by committing to recycling more. Description Best

Did you know? All these items can be recycled. So don't toss them in the garbage bin. Description Good

Good Good Best
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Spanish version:

* Best combination

of '
J th Recicla mas, Commerce
. City
Ei . Recycle Colorado

N

= |
Recicla ma‘s' Commerce City Vamos a reciclar més, Thornton
—~ poen = ;Sabia que todos estos pusden ser
b o reciclades? Mo los ponga en & >
colsmpo 1000 &l & coLoaspo DOt O basure regular, .
Otd « &
J o R
=
E|
C
El ABC del o
Inforrmese artes de
reciclaje desecharios El ABC del
" reciclaje
Rankings: Headline, Copy, Image

Asset Asset type Performance
El ABC del reciclaje Headline Good

Vamos a reciclar mas, Colorado Headline Good
Informese antes de desecharlos Headline Good

Vamos a reciclar mas, Longmont Headline Good

¢Sabia que todos estos pueden ser reciclados? No los ponga en el bote de basura regular.  Description Best

Se puede reciclar botellas, latas, revistas, correo, periodicos, cartony vidrio. Description Good

Cuando sabe reciclar, esta contribuyendo a que su ciudad y todo el estado mejoren. Description Good
Comprométase a reciclar, y asi evitaremos mandar tanta basura al vertedero. Description Good
Informese sobre qué articulos pueden ser reciclados. Description Good

Good

© -
-

Best
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September:

September’s ad emphasized product transformation and how recyclable materials can be
transformed into new, valuable products. We showcased glass since Colorado is fortunate to
have a circular loop for recycled glass.

Interesting Observations:

* This ad performed especially well in Commerce City. We hypothesize a few reasons. First, the
look of the new glass bottle is familiar to customers who frequent mercados which still sell
carbonated beverages in glass bottles. The familiarity may have made this ad more personable.

Secondly, many workers drink soda products on a daily basis again making the ad more
relatable.

* There was no clear winner in the ad Headline.
e Combining the words recycling and sustainable in the same ad copy performed the best.

* Google Display Ads - September
Best combination

Example of your image ad at 300x250 . Example of your text ad at 300x250 'l. i ] "—- 0]
e Gy ¢
\ i Recirculate Materials,

Recycle

Recirculate
Materials,
Recycle

Recyclables Get Transformed

"" Recycling is the most sustainable

way to create the products youuse | >
mmmmm every day.
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Google Display Ads — September

Rankings: Headline, Copy, Image

Asset Asset type
Recycling Creates New Products Headline
Give These Products a New Life Headline
Recirculate Materials, Recycle Headline
The Future of Your Recyclables Headline
Recyclables Get Transformed Headline
Your recyclables can be transformed into new products you use every day. Description
Recycling is the most sustainable way to create the products you use every day. Description
Recycling creates new products without using extra materials and energy. Description
By recycling, you help give everyday products a whole new life. Description
Save unnecessary waste, energy and materials to create new products simply by recycling.  Description

Performance
Low
Good
Good
Good
Good
Good
Best
Good
Good
Good

Google Display Ads - Spanish

No clear winners — they were all “good”

Retselos. Reciclelos.
t Los materiales reciclables se transforman en

_ ruevos productos de use diarno. >
COLORADO Recycle Cokaco -l
El futuro de los Example of your native ad at 300x250
reciclables

C El reciclaje vuelve a hacer las

C€Osas nuevas.

cooRARD

Recycle Colorado Abrir >

Cin s

se transforma

Al reciclar, se crean nuevos
productos sin gastar energia ni
materiales nuevos.

COLORADO

Deles un nuevo
uso

e “
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Google Display Ads — September

Rankings: Headline, Copy, Image

Asset Asset type Performance
Reciclar crea cosas nuevas Headline Good
Reuselos. Reciclelos Headline Good
El futuro de los reciclables Headline Good
Deles un nuevo uso Headline Good
Lo reciclable se transforma Headline Good
Recicle y evite crear basura y gastar energia en cosas nuevas. Description Good
Alreciclar, le da un nuevo uso a productos de la vida diaria. Description Good
Alreciclar, se crean nuevos productos sin gastar energia ni materiales nuevos.  Description Good
Los materiales reciclables se transforman en nuevos productos de uso diario.  Description Good
El reciclaje es la manera mas sostenible de crear productos de uso diario. Description Good
October

October’s ad reverted back to an educational message with a “Rinse to Recycle” theme.
Contamination is a problem cited by all three Cities and associated haulers. This ad served as a
reminder to put only clean materials in the recycling bin.

Interesting Observations:
e The top ranked image was that of the empty bottles rather than a person rinsing a can.
e The ad copy emphasizing water savings performed the best.
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Google Display Ads - October

Example of your image ad at 300x250

"0 O

Rinse It To Recycle It

__,..__‘

Rinse It To
Recycle It

Rinsing recyclables only

takes a few seconds and

saves lots of water in the
long run.

Google Display Ads - October

Rinse to Recycle

Headline, Copy, Image Rankings

Best combination

km\/
\

Rinse It To
Recycle It

RECYCLE
COLORADO

Are You Recycling
Right?

in the long run

4032 % 2110 Good

XER v
® h 1200 x 628 Best

e
[ ] ~ 1200 x 628 Good

Asset Asset type Performance
Know Before You Throw Headline Low
Recycle It Right Headline Good
Empty. Rinse. Recycle. Headline Good
Rinse It To Recycle It Headline Best
Are You Recycling Right? Headline Best
Be sure to empty and rinse your recyclables before putting them in your bin. Description Good
Are you recycling right? Be sure to empty, rinse, and shake dry your recyclables. Description Low
Recyclables should be emptied, rinsed, and shaken dry to properly recycle. Description Good
Rinsing only takes a few seconds and saves water and energy. Description Good
Rinsing recyclables only takes a few seconds and saves lots of water in the long run.  Description Best
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Google Display Ads — October
Spanish

. COLORADO
OLORADO)

Enjuagué antes de
reciclar.

Inférmese antes

¢Esta reciclando bien?
de reciclar.

No se olvide de iar y enjuagar los

Best combination

Google Display Ads — October
Span|5h [ ] H 4032 x 2110 Good
® Xﬂ .._J.’, 1200 x 628 Best
[\ ]
Rinse to Recycle o BN [
Headline, Copy, Image Rankings
Asset Asset type Performance
Enjuague antes de reciclar. Headline Good
Vaciar. Enjuagar. Reciclar. Headline Good
Reciclelo bien. Headline Best
{Esta reciclando bien? Headline Good
Inférmese antes de reciclar. Headline Good
Enjuagar los reciclables solo toma unos segundos y ahorra agua y energia. Description Low
Los materiales tienen que estar vacios, enjuagados y secos para poder reciclarlos bien.  Description Good
No se olvide de vaciary enjuagar los reciclables antes de desecharlos. Description Good
{Estad reciclando bien? No se olvide de vaciar, enjuagar y secar lo reciclable. Description Good
Enjuagar los reciclables solo toma unos segundos y ahorra mucha agua a largo plazo. Description Best




t RECYCLE COLORADO
4

November

The goal for November’s ad was to provide motivation for Colorado to catch up to the U.S.
national recycling average. The ad draws attention to the inconvenient fact that Colorado is 50%
behind the national recycling average. We used mountain images which are familiar and a
common sense of pride for Coloradoans. While Colorado boasts numerous high peaks, we are
ironically dwarfed by our low recycling rates.

Interesting Observations:
® The best headline formatted statistics as a sports score “CO 17% vs. US 35%.”
e The “It’s time to catch up” scored low and perhaps invoked a negative connotation.

Google Display Ads — November

* Best combination

We Can Do Catch Up,
Better, Colorado Colorado

Colorado 17% vs.
US 35%
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Google Display Ads — November

Ad 4- CO behind National Average ——
Rankings: Headline & Copy

Asset Asset type Performance
Catch Up, Colorado Headline Good
CO Lags Behind National Avg. Headline Good
We Can Do Better, Colorado Headline Good
Colorado 17% vs. US 35% Headline Best
Elevate Our Recycling Rate Headline Low
On average, Colorado recycles 50% less than the rest of the United States. Description Best
Colorado recycles only 17% of its waste compared to the national average of 35%. Description Good
Colorado has fallen behind the national recycling average by 50%. Description Good
The US recycling average is 35%. Colorado’s is just 17%. It's time to catch up. Description Low
40% of Coloradans don't recycle regularly. Help us catch up to the national average. Description Good

Google Display Ads — Spanish

1 l Best combination

Colorado 17%
vs. USA 35%

Podemos mejorar,
Colorado

orado esta debajo
medio nacional

Ponte al dia, Colorado
El es

de reciclaje en un 50%

MAS INFORMAC.... CO debajo de promedio nacional p—
A =

L En promadic, Coloraco recicla 50% b

- 5
menos que e resto oel pais
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Ad 4- CO behind National Average
Headline & Copy Rankings

Asset Asset type Performance
Podemos mejorar, Colorado Headline Best
Colorado 17% vs. USA 35% Headline Good
CO debajo de promedio nacional Headline Good
Tenemos que reciclar mas Headline Good
Ponte al dia, Colorado Headline Good
Colorado solo recicla un 17% de la basura, comparado con el promedio nacional de 35%. Description Good
El 40% de la poblacién de Colorado no recicla. Aytadenos a alcanzar el promedio nacional.  Description Best
Colorado esta debajo del promedio nacional de reciclaje en un 50%. Description Good
El promedio de reciclaje nacional es 35%. En Colorado es 17%. jHay que ponernos al dia. Description Good
En promedio, Colorado recicla 50% menos que el resto del pais. Description Good
December

The emphasis for December’s ad was recycling for job creation. Recycling creates nine times as

many jobs as landfilling. With the economy being weakened by COVID-19, we felt this was a

strong message.

Interesting Observations:

e The best image showed the most number of people.

® The use of statistics, “9x as many jobs,” did not perform as well as the more general,
“jobs...really start to add up” ad copy.




‘ RECYCLE COLORADO

Google Display Ads — December

* Best combination

RECYCLE COLORADO
ims Recycle for Job Creation

You Support Jobs by Recycling

Whe ycle: you help creste 91 mere
Ji lorada than landfi ng °

COLORADD,

couonano Recycle for Job Creation
Recycling creales 9x more Colorado
Recycling Creates jobs than landfiling. Do your part for RECYCIG for Job

our economy

CO Jobs Creation

When you recycle, the jobs right here
in Colorado really start to add up.

Google Display Ads — December

Asset Asset type Performance
You Support Jobs by Recycling Headline Good
Recycle for Job Creation Headline Best
Recycling Creates 9x More Jobs Headline Good
Help Create More Local Jobs Headline Best
Recycling Creates CO Jobs Headline Low
When you recycle, the jobs right here in Colorado really start to add up. Description Best
Support the local workforce by recycling, which creates 9x more jobs than landfilling. Description Low
Recycle for job creation. Recycling creates 9x more jobs than landfilling. Description Good
When you recycle, you help create 9x more jobs here in Colorado than landfilling. Description Good
Recycling creates 9x more Colorado jobs than landfilling. Do your part for our economy.  Description Good

Bestimage © Ss Good

images
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Google Display Ad: December ads

* Best combination SpamSh

Ayude a crear
mas trabajos

e ?_ y . o MAS INFORMACION
Ayude a,crear

Recicle para crear
mas trabajos

empleos

Apoye la creacion de empleos,
reciclando. Crea mas trabajos que el
proceso de vertidero.

El re

e

December: Ad 4 — Recycling for Jobs

Headline, Copy, and Image Rankings - Spanish

Asset Asset type Performance
Ayude a crear mas trabajos Headline Best
Reciclar crea empleos en CO Headline Good
El reciclaje crea mas empleos Headline Good
Al reciclar, apoya el trabajo Headline Good
Recicle para crear empleos Headline Good
El reciclaje crea 9 veces mas empleos que el proceso de vertidero; apoye nuestra economia Description Good
Cuando recicla, los empleos en Colorado empiezan a aumentar. Description Low
Recicle para crear empleos, reciclar crea 9 veces mas trabajos que el proceso de vertidero Description Good
Cuando recicla, crea 9 veces mas empleos que los que crea el proceso vertidero en Colorado  Description Best
Apoye la creacion de empleos, reciclando. Crea mas trabajos que el proceso de vertidero. Description Best

Best image Good

images
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January

The intention of January’s ad was a call of action to recycle for Colorado’s future. To bookend
the campaign, we used the same image of recyclable materials as was used in the first ad, along
with Colorado’s state flag.

Interesting Observations:

e The Colorado state flag has a strong positive connotation and thus was selected for the
customized image.

e The best ranking Spanish ad copy was conversely ranked lowest in it’s English translation,
“Recycling creates a better future by reducing energy use and creating jobs.” This seems to
indicate that messaging on energy use and job creation resonate better with Spanish
speaking communities.

e This ad resonated particularly well in Commerce City where (unknown to us), the
community ran simultaneous ads promoting its 10-year Comprehensive Plan which
paralleled our messaging of creating a better future.

Google Display Ads — January

* Best combination

Example of your image ad at 300x250

Recycle for Colorado's Future
-

[" ar tomomow fo o

Example of your native ad at 300x250

O

COLORADO

Recycle for

Colorado's Future Tomorrow
Our Future Depends On Us .

Recycling ensures a better future by
Do us proud Colorado, recycle reducing energy use and creating jobs.
today for a better tomormow.

1 CLOSE LEARN MORE
f: Are you looking out for Colorado’s Close I Learn Mare |
future? Recycle today for a...

Recycle Colorado Learn More >
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Google Display Ads — January

Headline and Copy Rankings

Asset Asset type Performance
Create a Better Tomorrow Headline Good
Recycle for a Better Future Headline Good
Recycle Today for Tomorrow Headline Good
Recycle for Colorado's Future Headline Best
Our Future Depends On Us Headline Low
Recycle for the environment, your community, and everyone who calls Colorado home.  Description Good
Do us proud Colorado, recycle today for a better tomomrow. Description Good
Recycling creates a better, cleaner, and healthier tomomow for Colorado. Description Best
Recycling ensures a better future by reducing energy use and creating jobs. Description Low
You can help ensure a better future for all Coloradans simply by recycling more. Description Good

Google Display Ads — January

Spanish
p - ‘ * Best combination

iLe importa el futuro de
Colorado? Recicle hoy para un...

COLORADO

Recycle Colorado Mas informacion » 5
El futuroen
nuestras manos.

Reciclar protege el medioambiente, la
comunidad y a toda la poblacion de
Colorado.

—

“Recicle para.un
mejor futuro.
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Google Display Ads — January
Spanish

Headline and Copy Rankings - Spanish

Asset Asset type Performance
Recicle para Colorado. Headline Good

Recicle para un mejorfuturo. Headline Best
Construya un mejor mafiana. Headline Good
Elfuturo en nuestras manos. Headline Good
Reciclar crea unfuturo mds sano y saludable para Colorado. Description Good
Reciclando protegemos el futuro, pues usamos menos energiay creamos mas empleos.  Description Best
Ayudenos a crear un mejor futuro para Colorado, reciclando. Description Low

Haznos sentir orgullosos, Colorado. Reciclemos para un mafiana mejor. Description Good
Reciclar protege el medioambiente, la comunidad y a toda la poblacion de Colorado. Description Good

Demographic Observations from Google Campaign

Age & Gender

Overall, women have a slightly higher click-through rate (CTR) when compared to men. This is
particularly true of older women. However, younger men 18-24 and 25-34 showed stronger
performance than women of the same age. (see data charts in Appendix)

Parental Status

Overall, users who are a Parent appear to have better performance compared to users who are
Not a Parent or Unknown. This includes significantly higher click-through rate (CTR) and lower
cost-per-click (CPC). (see data charts in Appendix)

Household Income (HHI

In general, it appears users in the lower 50% of HHI have the best performance with the highest
click-through rate (CTR) and lowest cost-per-click (CPC). Conversely, users in the top 10% HHI
have the lowest CTR and highest CPC. This trend holds true across all three communities, but is
most pronounced in Commerce City with the largest delta in CTR between the lower 50% and
top 10%. (see data charts in Appendix)
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Device Type
When using a "vCPM" (maximum click) bid strategy from August 1 - December 31st, we can see

that computers account for roughly 35% of cost and impressions and 10% of clicks. While these
clicks from users on computers were significantly more expensive, they also likely represent a
highly engaged audience since many computer users are unlikely to click on Display ads.
Conversely, when the bid strategy was changed to "Maximize Clicks" in January, we see that
Google Ads showed very few impressions to computer users since the algorithm also
"understands" that computer users are less likely to click on Display ads compared to mobile
users. (see data charts in Appendix)

Exterior Signage: Bus Shelter Ads

To expand viewership of the ads, the campaign used exterior signage on bus shelters, which
could be easily seen by motorists, pedestrians, and public transportation riders. A bilingual
version of the recycling ads were displayed at two bus shelters in each of the three cities. The
locations of the bus shelters changed each month to best cover the geographic areas in each
city. Viewership of the ads ranged from 100,000 — 552,000 impressions each month depending
on location. That equates to an estimated 1,776,000 — 4,448,000 impressions during the
six-month campaign.

Examples of bus shelter bilingual ads
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City Communications

Each city was provided with customized collateral that could be promoted during our
advertising campaign and well beyond. We believed that messaging coming directly from the
community would reinforce the advertising campaign sponsored by Recycle Colorado. For these
reasons, Recycle Colorado collaborated with each city to produce a:

o Recycling flyer that could be included with a city newsletter and/or posted to the
city’s website. (See Appendix)

o Video clip featuring each city’s landmarks and a statement from the Mayor or city
official about the importance of recycling in their community. (See Appendix)

Each city was appreciative of the customized collateral. They used it as an opportunity to
promote recycling using many communication vehicles including social media posts on
Facebook, Twitter, Nextdoor, and YouTube. The videos were played on local TV stations, at Rec
Centers, and in City facilities and were posted on the cities’ websites. Longmont also wrote a
press release about the recycling advertising campaign.

Data tracking- Recycling Rates

The second goal of the campaign was to increase overall recycling rates in each of the three
cities. Only cities with single haulers were selected for this project. In that way, we could best
consolidate current and historical data on waste diversion. Throughout the six-month project
we tracked total waste sent to landfills compared with total recycling weights to measure each
town’s curbside-only recycling rates. We compared curbside recycling rates from the 6-month
advertising campaign to the same time period from the previous year. A total of 8,435.43 tons
of recycling was collected from all three Cities during the 6 months of the recycling ad
campaign. We saw slight increases in Longmont’s and Thornton’s recycling rates and a slight
decrease in Commerce City’s recycling rate which we attribute to a) opt-out of recycling bin b)
change of haulers c) addition of off-site cardboard collection sites and d) COVID-19. We believe
COVID-19 negatively impacted the results of all three Cities. As we take a closer look at how
each City performed individually, please note:

o COVID-19 impacted residential recycling rates. General consensus from haulers we
consulted with is that a significant spike in waste and recycling weights occurred early in
the COVID months of April —June and continued at increased levels over the remainder
of the year.

o Nationally, Republic Services saw a 25% increase in trash volumes. "In a typical
household folks are generating before the pandemic around four pounds per person per
day, but now that's increased 25% to 30%. So folks are generating way more than four
pounds per person per day," says Tania Ragland Castaneda of Republic Services, one of
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the largest solid waste collection and processing services in the nation.” News source.
Across their Colorado municipalities they saw a 5-10% increase in waste and a 2-3%
increase in recycling starting in late March and lasting until May. The proportionally
larger increase in waste compared to recycling negatively affected the results of our
campaign producing lower recycling rates due to COVID-19.

o Only residential curbside recycling data is included in these findings. The data does NOT
include commercial recycling, drop-off recycling, or compost.

A snapshot comparison of each City’s recycling rates during the course of the 6-month
campaign. The lighter colored line represents data from the previous year.

3 City Curbside Recycling Comparison

Commerce City

Thornton

A total of 8,435.43 tons of curbside recycling was collected across the three Cities:
e 3,974.33 ton from Longmont
e 2,845 tons from Thornton
e 1,616.10 tons from Commerce City


https://abc7.com/covid-19-pandemic-plastic-waste-landfills/7906927/
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Individual City results:

Longmont

Longmont showed variability in its curbside recycling rates during the 6-month campaign.
Overall, there was a 1.49% increase in curbside recycling compared to the same time period of
the previous year. We perceive any increase as a strong outcome considering the amount of
waste generated during COVID-19 which weakened overall recycling rates.

Longmont Curbside Recycling Rates

35.00
Year 8/2019-1/2020 W Year 8/2020-1/2021
20.00 Av. rate 26.00% Av. rate 26.25% Increase of 1.49%
25.00
20,00
15.00
10.00
2.00
0.00
August September October November December January
Year 8/2019-1/2020 24.54 24.77 24.60 25.66 29.01 27.45
W Year 8/2020-1/2021 26.45 25.79 27.27 29.65 27.64 28.17

Thornton:

Thornton experienced a fairly consistent increase in curbside recycling rates during the 6-month
campaign culminating in a 0.003% increase overall from the same timeframe in the previous
year. There was also a considerable increase of waste due to COVID-19 which diluted the
overall recycling rates.
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Thornton Curbside % Recycling Rates
Year 8/2019-1/2020 mYear 8/2020-1/2021

j:ﬁ Av. rate 12.12% Av. rate 12.41% Increase of 0.003%
14.00
12.00
10.00
8.00
6.00
4.00
2.00
0.00 August Sept. October MNovember December January
Year 8/2019-1/2020 11.71 11.40 10.58 10.75 13.58 14.67
W Year 8/2020-1/2021 11.11 11.48 11.41 11.58 13.68 15.25

Commerce City

Commerce City experienced a consistent month over month increase in curbside recycling rates
during the 6-month campaign. Commerce City experienced an overall decrease of 3.19% when
comparing recycling rates of the 6 months of our ad campaign versus the same 6 months of the
previous year. We attribute these reasons to the decrease:

1.

4,

Commerce City provided an opt-out of recycling option in 2020. Residents were given a
choice of turning in their recycling bin for a second trash bin. This was done in an effort to
decrease contamination rates. A decrease in recycling collection was anticipated.
Commerce City changed its waste/recycling hauler in January 2020. We suspect variations
between each company’s data collection methodologies may have contributed to the
reduction of curbside recycling reported from January 2020 onward.

In October, Commerce City started two new cardboard dog house recycling drop- off sites at
Eagle Point and Bison Ridge in. A significant amount of cardboard (12 tons/month) was
collected in these community locations for residents and businesses to use. With a second
option for residential recycling of cardboard boxes, it may have detracted from recycling that
otherwise would have been collected curbside.

There was also a considerable increase of waste due to COVID-19 which diluted the overall
recycling rates.
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Commerce City Curbside Recycling Rates
Year 8/2019-1/2020 W Year 8/2020-1/2021
20.00 Av. rate 16.54% Av. rate 13.35% Decrease of 3.19%
18.00
16.00
14.00
12.00
10.00
8.00
6.00
4,00
2.00
000 August Sept. October Nowvember December January
Year 8/2019-1/2020 14.74 16.34 16.40 17.15 19.04 15.59
W Year 8/2020-1/2021 11.93 12.03 13.07 13.52 14.57 14.96
Conclusion:

There is a desire for more recycling outreach and education from the public and municipalities.
Recycle Colorado’s 6-month recycling ad campaign was well received and most appreciated by
the three Cities we partnered with. A desire for more collaboration with Recycle Colorado has
been expressed for future projects. The campaign achieved its objectives of community-wide
outreach with over 5.2M impressions, and drove traffic to the Cities’ websites 14,698 times
where residents could learn more about their communities recycling programs. We witnessed
the importance of Spanish language ads which showed higher engagement than the English
versions of the same ads. There was a slight increase in recycling rates (with the exception of
Commerce City) which is to be considered a success in a turbulent period of COVID-19 when
trash collection outpaced recycling. While it is difficult to know the full positive impacts of this
recycling ad campaign, Recycle Colorado remains committed to further advancing recycling
efforts across Colorado.
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Appendix:

Recycling flyers customized for each City.

Thornton - English Recycling flyer:

YOU CAN BE A

PRO RECYCLER

Step 3: Know Before You Throw

The following items CANNOT be recyded.

Use these helpful 3-Steps to develop NO plastic bags, plastic filmwraps,
Bl e
o b Bagr - Imiba: Retarn platic bags, e e gy store coliecion b 1 e prepety secyded
NO styrofoam
Step 1: Download the e
City of Thornton Recycles app = | o _
el e

and rejere remindery aboul recycing rvmis and programs,

b _
L
5

Be sure to empty your recyclables
directly into your recycling bin.
Bagged items CANNOT be recycled.

I Place in [he garbage

bt g 7 o
[ N

NO yard waste
Wny? (rarac muafenal orlamunates; o ey Labies;
Iorsinadk: Fird B nex] Teee BranchComepest @rop -oiT event on our wetnie

s v e

NO scrap metal, spare auto parts
Wy Thesie ihevmed e e iecycling Midsthinery
Il Place in ihe gartuge o drop off o & srap melal reoyding cenier

40 fcrns Hes

City of
%Thtgrntnn

Thanke, Momban, for beiping o rcyoke mane aod recroie befler, *
For mare information,
RECYCLE
pleae - L COLORADD
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Thornton — Spanish Recycling flyer:

USTED PUEDE RECICLAR
COMO LOS EXPERTOS

Siga estos 3 pasos para reciclar bien

Paso 1: Instale la aplicacion sobre
reciclaje de la Municipalidad de Thornton

Eeta apluaon grabuita be permetiny ver las hararies de veoada,
1 enberarie solire programas y eveslos e recclae.

Vacie los reciclables y pongalos
directamente en el bote.

MO SE PUEDE reciclar objetos en bolsas.

Paso 3: Informese antes de desechar
Lo sigubsntes articubos NO SON reciclables,

MO RECICLE bolsas ni enveltorios de plistico,
tampaco burbujas de embalaje
Pr g Poiud s el o aRaria
resan s Tale st Dok » erwailionor de plisto 1 ks bodes e meockape de los susermencader.

peg =
NO RECICLE poliestireno
Poe que? Bl poestivena 20 bechi e un 955 e e
o B4 reiakie fidiclart

e G ORI en s B

@ NO RECICLE servilletas, toallas y pafiuelos de papel

Ehar i Porgue i fiben, Sem cébiles v o el 96 Suewirl producies.
e e poverias n BB

0 Fages 1w
Siaghons et Tt

N0 RECICLE desechos de jardineria

P Qe POTAR |3 lena AN CSNLaTIR ot Berkaties

Nsabe e averigaar 1 rueia pigna web b el priamg eveala oe
e o BT (PR

(A p—

MO RECICLE trozos de metal, autopartes
ihor e Prorgue daon L maguinaria.

e d: poneries en 1 Bt 0 dorari en cesibes o recicia de metal

City of
%Thtgmton

{aias, Tharnion, por reciclar mds y correciamenie. ‘
i RECYCLE
escribangs 3 eevironmentabenvicesia Thorml onll), pov. COLORADO
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Longmont — English Recycling flyer:

YOU CAN BE A PRO RECYCLER

Use these helpful 3-Steps to develop
good recycling habits

Step 1: Know Before You Throw

Toe folluwing items CANNOT b recrcled im your curbside recyailing bin,
for mory information on whry il o Tl Iy kngracsl -mcpd

NO plastic bags, plastic film wraps

Wy i1 et [anglend i The recyding equipment.

Beslead: Fefum st bags, g and i b3 sy stoee oodleciion
e b3 b peaperty mecpcied.

NO Styrofoam™ food containers

W ysodarm b5 e recyCkable in o ared

Iesteank: Flace: in St and iy 12 15 alemmative Lake- ey
Tocdconianer

NO paper towels, napkins and tissues
WAy s e stvong anmuph b be renyTied e e paper prodets.
Istmad: Pl omgsind of Lrie diolh nrale howes,

NO scrap metal, coal hangers, spare auto parts
Wey? Maeis terri dirmiage: the recydling machnéry.

et g Ihem 1o e Wl ciion oenter and place £ 0 Ihe
pecid srag metsl colection bin

@) M0 greasy pizabores

Whtg? The it g s i irapeisble | ol s ppes fberi.
Ieesimad: H gomary plee compursl. | ol please recycle.

Longmont — Spanish Recycling Flyer:

.
Step 2: Download the Waste Services app l
0w free Longmenl Waste Services mobile app can help
with all your recycling-related questions.
+ Wandering whal can and can] bt secycled? Sarply seach the e i the g _

Ll il k] b i, conigrlid o it i
e e - 0 ot ke et O

 Wiew the:cobiection ihedue i find yoe trash, recycing and compest piciup davt.
+ Liarm about el mikerion Servioes, Changes 19 your Coection Retes, Jed Mo

Step 3: Rinse to Recycle

e sure b wmipty, lightly rima your cecyclable qas, botthes and jars
Inefore patting them i Fou necying bia.
ledd with reiidhoe il chisie odoft il Slirict peshi i pout
Ibim and at the processing cenlers.

@ Thaniks, Longmont, for helping w5 recycle mare and recycle better.
LOMNGMONT  Foramswer ta trequenty ashed questions, mose information,

CRLBRAEE

"'\W oe o recycing pick-up Emes and dates in wourama, il owrwelite e £
'\q__/ e i hongment-tecyches. COLORADO
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RECICLAR COMO UN EXPERTO

Siga estos 3 consejos para reciclar bien

Consejo 1: Inférmese antes de reciclar

Los siguientes articubrs WO vam en el bote de reciclaje.
Parai taber por gt Sebemes wciclar y i, visibe bitpe Lty ongmont -reoves

NO recicle botsas ni envoltorios de plastico
Bhut i Prvgue 5= enveddan e s miuings secidaionss.

Teabe e deseiar botsas 'y esvollonis g plishan en ke botes g
TR O I, SUDRTI i

NO recicle envases de comida de poliestireno
o il ProliesTieery 1oy e pupece veciar
Tk e S Lo sy  ura oo g e i para Bevar comis,

Trab dhe: ponerin en o compoitaie 3 Lt ol de matierial

NO recicle toallas ni paiuelos de papel o servilletas
k er el Fergue s MRr Son (DS p o DTl (32 Sy producles.

NO recicle trozos de metal,
colgadores de ropa o autopartes

e U PO S 35 MR
Trake dhc el o (ot e Reictaje e ongrmont ¢ plngalas
o el ke P medaes.

@ N0 recicle cajas grasosas de pizza
o gul? frgun L grina hace impribie ueparar s b de cartdn,
Teae e porérier en o compatlae 5ing Bdla gririeta, 4 e puede reridar.

Consejo 2: Instale la aplicacién @
de los Servicios de Desechos
Nuestra aplicacion responde a sus preguntas sobre reciclaje.

« it b cema reciclar? Eseriba of oo del i para v 4 debe reciclrs, _
‘e n ol composiaje oven LB Al poaked separarien Licimenie.

= Revie o horang de tmleorion de Basura, secicige y (ompoilae.
+ Entireus sobre servos esperabies e (oleron, Cambsos &n L ndas y .

Consejo 3: Enjuague
Msrgiineis de vacke v enjuagar s Latas, balells y emvases de plistic
ane e veciclaries. Les nesiduas cawsas males cloers que alraen piites
0 GRS ¥ £0 ot peir e reciclae.

iy
e &
LONGMONT Paca cbismes s nformacién, Sespeiar s e e
= s fesches de colection, visite RECYCLE
- it ity loagemont-recycles COLORADO
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Commerce City - Bilingual Recycling Flyer

Designed to be a mailer
Front side in English

BE A PRO RECYCLER
Use these 3 helpful steps to develop good recycling habits

Step 1: Rinse to Recycle

[Empty, rinst and dry your recprlables before placing thes in yoar
iecpiling bif e with fesadee (il conlhminabe A enlist lobd.

Step 2: Know Before You Throw

Thi following items CAMNOT be recycled.
Lo et absal Commence CRy's pecpcling qubdeines af Cgemrcom /ooy

ﬁ Plastic bags, film wrap & bubble wrap @mmlmwm;
ﬁ Yard waste @ Greasy plzza bowes g Styroloam

Step 3: Know What Can Go

Ba you part by helpiag i recych maie ol Bhese itemi:
 Papur god cardboant: maganne, newipaper, Ml + Plstes water ang mil jugs, lood Ty,
+ ( pntamers glam. dlumaum, aerssol cam, (anlors  + Eaged plashs: bovs, Mowey pols, oraes, buckets

1
N C
Y&lmmmc Thank you for belaing Commence City recyche beffer
| CITY i e b 34 Ty FECE cglli_g\'"‘CALgo
City videos

Reverse side in Spanish

RECICLE COMO LOS EXPERTOS
Siga estos 3 pasos para reciclar bien

Paso 1: Enjuagar
Yave, enjiorue 1 que ks artiuler antes de redichrios
Cuanda ritia secies, puedhes conlamins toda b carpa.

Paso 2: Informese antes de reciclar

Los siguientes articulas NO s& rediclan.
W i Sobee s Bormmas de recidlape de (ammeice [Ty &1 (o oom/fecythe.

Boksas de pldsticn, envolturas Trezers de metal,

de plistico y dhe burbejas. witoparies
Desechos de Cajas grasosas Espuma de
jardineria de pizza poliestinema

Paso 3: Sepa qué desechar

Ioyidencs recickasds il arbivsles.
* Papel y carkder wevitas, periodions, armes.  + (PSR! eneases de ague y leehe. frasas de comida
= Emwases e v, ahamine, Lt de sonol CHaE ¢ PLISINDS AU SRS, ks, Baldes. Cane

Graiad por haver que (ommerce Ry recicle mejar
Wi informascion en (Sgon tom/ eyt RECYCLE

COLORADO

N
e

Video clips featuring each City’s landmarks and a statement from the Mayor or city official
about the importance of recycling in their community was created for each City.

Thornton: https://www.youtube.com/watch?v=gaAcXNJIB4g

Longmont: https://www.youtube.com/watch?v=YXAQKzSRrBs
Commerce City: https://www.youtube.com/watch?v=xbziFhbvT6Q

All Collateral Assets:

https://drive.google.com/drive/folders/1G k4JqTRchAvEeshkOSUMS05pROFyTYz



https://www.youtube.com/watch?v=gaAcXNJIB4g
https://www.youtube.com/watch?v=YXAQKzSRrBs
https://www.youtube.com/watch?v=xbziFhbvT6Q
https://drive.google.com/drive/folders/1G_k4JqTRchAvEeshk0SUM505pROFyTYz
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Demographic Observations from Google Campaign- Charts

Age & Gender

How do age and gender impact performance?

$1,08599

@ 5toss
@ 251054
@ S5toss
@ Undetermined @ Undetzrmined
Overall, women have a slightly higher click-through rate [ e @ g4
(CTR) when compared to men. This is particularly true of
older women, but younger men 18-24 and 25-34 showed
stronger performance than women of the same age.
o 4
@ 18034

@ =5toes
@ Undetermined 0.03%

@ otes

o Ll 'ﬁ,‘.y‘ » 4:\(«(@3 q‘-'“.'
e

/ Aavg. cp

Female Male Undetermined Grand total

Age CTR Avg.CPC CTR Avg. CPC CTR Avg. CPC CTR Avg. CPC
181024 0.08% $3.02 009% $2.44 _ $148 0.08% f2m
25t034 0.06% $399 0.07% 1364 _ $1.86 0.06% $3.79
35todd 0.09% 5299 007% $3.41 0.07% $282 0.08% $319
45ta54 0.09% $296 007% $328 0.06% $295 0.08% $3n
55t064 :H:*:H:H:HI*H:’: $245 0.06% $353 0.04% f':ﬁ:‘:ﬁ:ﬁ#:‘& 0.08% $2.88
Undetermin.. 0.07% 5316 007% $290 0.06% $314 0.06% $313

« aosx w7 oo [ o o

Grand to... 0.09% $2.82 0.07% $3.39 0.06% $317 0.08% $3.08



RECYCLE COLORADO

Parental Status

How does user Parental Status impact performance?

- Overall, users who are a Parent appear to have better Parental Status - e e Clicks L s £
perfermance compared to users who are Not a Parent or 1 Not a parent 0.09% $294 $17.84
Unknown. This includes a significantly higher click-through rate

(CTR) and lower cost-per-click (CPC). 2. Parent $2]0310 778307 813 - $219 $1918
« Impressions among Parent, Not a Parent, and Unknown are 3 Uniancan Has00 490 o0 e i
more-or-less equal so this finding does appear to be influenced by

the raw numbers of impressions or clicks. Grand total $7,380.80 3,178,746 2403 010%  $266  $4963

«+ Although a variety of factors could be impacting these results,
one potential takeaway is that Parents may be more likely to M cTR [ Avg.CPC
engage with recycling ads (i.e. higher CTR) due to their interest 3
and concern in their children's future.

cR
dvg. CRC

+ Future campaigns targeted at Parents specifically may provide
even stronger results, but with under % of total impressions,
targeting Parents exclusively would also significantly limit the
audience size in our three target communities.

Mot 3 parent Parent Unknown

® Not a parent @ Not a parent
@ Parent @ Parent
@ Unknown @ Unknown

ity / cTr / cPc / Clicks [ impr.

Commerce City Tharnton 7Lcngmcnt Grand total
Parental Stat... CTR CPC Clicks Impr. CTR CpC Clicks Impr. CTR CPC Clicks Impr. CTR cpC Clicks Impr.
Nota parent % $231 - - 0.09% $289 - - 0.07% - - - 0.09% $2.94 1IK 1,337,883
Parent - $199 - 296954 - 5214 268 255526 $253 184 225827 0.15% 5219 813 778,307
Unknown 007% $291 150 | SIBET5 0.07% $298 154 (5sanes | 0.09% 5262 186 - 0.07% $2.84 490 1,062,556

Grand total on% $2.40 916 1,053,321 010% $2.67 784 1,0320.. 0.09% $3.03 TO3 10934 0.0% $2.66 24K 3178746




RECYCLE COLORADO

Household Income (HHI)

How does user Household Income (HHI) impact performance?

+ In general, it appears users in the Lower 50% of HHI have the best performance
with the highest click-through rate (CTR) and lowest cost-per-click

317170
(CPC). Conversely, users in the Top 10% have the lowest CTR and highest CPC.

2 243,409 28
+ This trends holds true across all three communities, but is most pronounced in L

Commerce City with the largest delta in CTR between the Lower 50% and Top 33 40% N3.085 167
10%. 4 41-50% 137938 151
+ One implication could be that higher HHI correlates to lower engagement with 5 Lower 50% 520,935 _
recycling messages (i.e. CTR). However, another possibility could be that higher —

HHI individuals are already well-versed with recycling in their communities and ol SRS =

therefore are less likely to respond (and click through) on recycling ads.
Similarly, lower HHI individuals could have higher CTRs since they don't yet
know about recycling. Without additional data, it becomes difficult to determine
the underlying cause.

7 Unknown

Grand total 0.09% $3.26 1,036,415 2177

Il CTR I Avg. CPC

Avg CPC

@ Unknown

Longmont Therniton Commerce City Grand total
HHI CTR CPC Impr. Clicks CTR CcpC Impr. Clicks CTR CPC Impr. Clicks CTR cpC Impr. Clicks
m-20% 0.05% - 109,879 0.06% - 103777 58 0.09% 3313 103514 78 | 0.07T% $4.03 317170 192
1-30% 006% % 83179 a2 79288 78 EB% §247 80942 E7 | 0.09%  $283 2434. 218
3-40% 0.09% $274 70,216 0.06% - 72523 0.08% §312 70,296 55 | 0.08% $3.31 213,035 167
41-50% £237 43877 244 48357 $218 45704 51 0I3% $229 137,938 15
Lower 50% $236 148,529 5208 185794 §182 186,612 - 014% $2.02 520,935 681
Top 10% 0.05% - 185472 0.06% 167,226 B6 | 0.06% $4.65 506,0... 258
Unknown 0.05% $!.EZ - 0.05% £530 - ﬁ 0.05% $3.59 1,097.. 510
Grand t... 0.07% 4368 1,060,414 010% $2.90 982,508 785 | 0.09% $3.26 3,036,415 2077




RECYCLE COLORADO

Device Type

What devices are people using?

+ When using a "vCPM" (maximum views) bid strategy, we can see that computers
account for roughly 35% of cost and impressions and 10% of clicks. While these clicks
from users on computers were significantly more expensive, they also likely
represent a highly engaged audience since many computer users are unlikely to
click on Display ads.

August 1- December 31, 2020 (VCPM bid strategy)

@ mobils 15K
R L S o
S o e |
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G00K
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@
4 200K
£
@ TV screens o
Aug 2020 Oct 2020 Dec 2020
Sep 2020 Mov 2020
600
@ mobile
de p 400
o
0 200
W romputers A‘;g 2020 Oct 2020 Dec 2020
Sep 2020 Now 2020
Device Cost Imp. Clicks - CTR Avg.CPC Avg.CPM
mobile $4,52090 1843473 1908 010% $237 $2.45
devices with
full browsers.
tablets with $548.54 221544 39 014% 172 $2.48
full browsers
computers $250685  1200,707 232 0.02% $10.81 $209
TV screens $0.01 13 4] 0.00% 50.00 $0.73
Grand total $7,576.30 3,265,737 2,459 0.08% $3.08 $2.32
Maximum view strategy uses computers, tablets,
and mobile devices
August 1- December 31, 2020 (vCPM bid strategy)
600K
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o
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Sep 2020 Nov 2020

« Conversely, in January when the bid strategy was changed to "Maximize Clicks,” we see
that Google Ads sh d very few i i to computer users since the algorithm
also "understands" that computer users are less likely to click on Display ads compared
to mobile users.

« In January, although CTR was significantly higher and CPC and CPM were significantly
lower, this appears to be significantly influenced by device type, which was a result of
bid strategy.

January 9-31, 2021 (Maximize Clicks bid strategy)
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dev th "
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Jan 2021
15M
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@ tablets with 2 ™
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@ computers g 500K
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® tabietswith 5 =
ull browsers
@ computers "
036 @ TV screens Jan 2021
Device Cost Imp. Clicks - CTR Avg.CPC Avg.CPM
maobile 391424 1,468,747 10161 0.69% $0.09 3062
devices with
full browsers
tablets with g8z 322959 1830 0.59% %010 5057
full browsers
computers 5293 4,364 n 0.25% $027 $0.67
TV screens $0.08 a5 1 1.055% 50.08 $0.89
Grand total $110006 1,796,188 12,063 0.67% $0.09 $0.61

Maximum click strategy is heavily reliant on
mobile devices.

January 9-31, 2021 (Maximize Clicks bid strategy)
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