
 

 

Category: Education Campaign 

Company: Prominent and East Cambridgeshire District Council 

Entry title: Be like Michael, recycle! 

 

 
Brief and objectives: 

Prominent provides a full-time PR service for East Cambridgeshire District Council (ECDC). 

They allocated a budget for a campaign designed to educate the community on the merits of 

recycling.  

Objectives: 

 To educate residents on the importance of recycling 

 To create a campaign that was visually stimulating and had longevity. 

 

Rationale behind campaign, including research and planning: 

We chose schools as our target audience and specifically targeted them.  

This allowed us to prove ourselves as a strategic agency - because we knew getting adults 

recycling would come from educating their children at school who would bring the message 

home.  

It was a decision to work backwards – identifying the carrier of the message, working out 

how to engage with them and how that message could be translated for other audiences.  

We surveyed primary school teachers to discuss curriculum requirements. We researched 

term dates and looked at how our campaign could fit around these for maximum exposure. 

We agreed that the campaign needed a “face” and came up with a mascot - recycling 

champion Michael Recycle. 

We created a detailed timeline of how to bring this character to life including a competition, 

social media channels, the creation of a costume and merchandise. 

The logistics of the whole campaign relied on this timeline. 

 



Strategy and tactics, including creativity and innovation: 

We introduced ECDC to another of our clients – Matthew Townshend Productions, an expert 

in theatre in education, to discuss how he could help Michael interact. 

We decided what Michael looked like would be in the hands of the new generation of 

recyclers. 

This aspect of the campaign was designed to be imaginative and visual but more 

importantly, was an opportunity to work directly with the real vehicles for change in the 

community – young people.  

The competition: 

Our school competition asked for help designing Michael.  

As an incentive, the council offered a £50 cash prize to the winner and £250 for the winning 

school. 

There were 232 entries. 

The winner – picked by a panel of judges - was Brooke Smith from Littleport Community 

Primary School. 

The nine-year-old was invited to work with our in-house graphic designer to digitalise her 

drawing so he could be used across marketing materials. 

Michael was then officially launched with radio and media coverage. 

The character: 

We asked our client Matthew Townshend Productions to write an interactive play based 

around Michael to be delivered to schools. 

We also sourced and commissioned a costume designer who agreed to our tight deadlines 

and our budget. 

The drama workshops were delivered by a team of student actors led by Matthew. 

This aspect gave students at Anglia Ruskin University the opportunity to stage and produce 

their first show. 

It was a cost-effective solution for the council, tied in with the education aspect of our 

campaign and gave the students material for their final dissertation work.  

The show: 

Life-size Michael worked with groups of children age 7-11 to negotiate the world of recycling 

in shows tailored to meet the learning objectives of the school curriculum. 

Performances were open to all Key Stage 2 children in East Cambridgeshire.  

Participating schools received an education pack written with the help of a qualified teacher. 

 



Implementation of tactics: 

To assist with the character reaching a wider audience, we created a twitter handle for 

Michael and issued recycling facts and figures.  

We created daily ‘did you know’ graphics and Michael answered questions from the general 

public. 

He was also wheeled out to markets, fairs, fetes and open days.  

This led to even more local press coverage as well as Michael getting to meet people face-

to-face. Children were queuing up to have their photograph taken with him after meeting him 

at school. 

We capitalised on the character’s popularity by offering the recycling team from Littleport 

Primary a trip to the Council Chamber to take part in a mock election on recycling issues. 

We created a second character – Justine Binnet – to go up against Michael in a debate. The 

election was attended by BBC Radio Cambridgeshire who broadcast it live on air. 

The campaign continued to build momentum after we created wrap-around designs for all 

the recycling lorries in East Cambridgeshire. 

This launched phase two of the campaign – proving its longevity. 

After all, Michael falls under the ‘Making East Cambs a Great Place to Live’ section of the 

council’s Corporate Plan and is designed to inspire and engage the whole community. 

To do this Michael was used as the face of the council’s new waste service, playing a pivotal 

role in the Bringing the Waste Home campaign and appearing in the promotional video. 

This campaign saw the council introduce an optional second blue bin for recycling for homes 

in the district. 

This led to a crackdown on fly-tipping which received extensive press coverage and a front 

page splash in the local paper. 

 

Measurement and evaluation:  

The competition: 

 Had 232 entries 

 Engaged with 32 schools with education material shared with approximately 10,000 

pupils 

The performance: 

 Engaged with 210% of the number of children it set out to reach 

 Allowed student performers to use the project for their dissertation 



 Received praise from children - who were willing and active participants - and their 

headteachers 

 Meant schools acknowledged where improvements on visibility and awareness of 

bins for waste and recycling could be made 

The campaign: 

 Saw a 226% increase in followers on twitter. 

 From June 2017, tweets from the account generated 114,000 impressions, 96 link 

clicks, 241 retweets and 242 likes 

 Resulted in two feature-length segments on BBC Radio Cambridgeshire and front 

page coverage in the local paper as well as over 10 other pieces of coverage in the 

one East Cambridgeshire-based newspaper 

 Resulted in 600 requests for an extra blue bin over a four-month period. The first to 

receive their bin was a dinnerlady who found out about the scheme by meeting 

Michael in a school. 

 Saw 40 tonnes of rubbish collected in a nine-day crackdown on fly-tipping. Publicity 

surrounding this and new penalty notices means there have been zero reports of fly-

tipping in the last month. 

 
 

Budget and cost effectiveness: 

The total budget for Michael Recycle was £10,000. (£4,000 for the performance). 

ECDC wanted the production to reach at least 500 children in the district at a cost of £8 per 

head. 

All slots were booked out and we reached 1,053 children at a cost of £3.80 per head. 

 

 


