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February 7, 2008

Federal Trade Commission/Office of the Secretary
Room H-135 (Annex.B)

600 Pennsylvania Avenue, N.W.

Washington, D.C. 20580

RE: Green Guides Regulatory Revnew, 16 CFR Part 260, Comment, Project No.
P954501

Comments of the National Recycling Coalition Regarding
the Federal Trade Commission’s Guides for the Use
of Environmental Marketing Claims

The National Recycling Coalition, Inc., (NRC) is based in Washington D.C. and was founded in
1978 as a not-for-profit organization whose objective is to eliminate waste and promote a
sustainable economy through advancement of sound management practices for natural resources.
We have thousands of members across the country that include local, state and regional recycling
coordinators, government regulators, recycling advocates, large consumer product companies,
manufacturers that use recycled content in their product line, small entrepreneurs and recycling
processors. Our members are in the business of recycling materials generated from homes, offices
and industrial units large and small, rural and urban. As a broad-based Coalition, NRC represents
all aspects of recycling.

NRC is pleased to comment in response to the FTC’s systematic review of its Guides for the Use
of Environmental Marketing Claims (the Guides). We understand that the FTC will hold one or
more hearings on specific issues that should be addressed during the FTC review, and we look
forward to participating in those sessions and providing additional comment as appropriate.

For over 25 years, the NRC has supported product labeling for recyclability and recycled content.
Although only one aspect of environmental marketing claims, recycling claims are integral not
only to consumer education but also to the success of our nation’s efforts to divert and recover
materials from the waste stream and realize recycling’s many environmental benefits. As a
result, NRC strongly supports improvements to the FTC Guides that will produce accurate and
useful information for the consumer.
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1. NRC’s recent research confirms the continuing need for accurate environmental
marketing and labeling to motivate and assist consumers in their recycling behavior.

In 2007, NRC undertook a major research project to find out what is already known about
recycling behavior in the U.S., specifically around perceptions, attitudes, iconography, and
messages. The focus was on factors that could be influenced by a national communications
campaign, not on logistical issues such as curbside pick-up availability. NRC wanted to find out
more about the “sometimes™ recyclers rather than the “always” or “never” recyclers, since this
was the group we have the best opportunity to motivate to recycle more frequently. However, our
research provided important insights into the value of education and information on establishing
and maintaining recycling behavior. ’

As part of the research, over 90 existing articles and studies were reviewed as a predicate to our
primary research, using ethnographic studies, to confirm the behavioral elements of recycling
behavior, particularly the differences between “always” and “sometimes™ recyclers, and how to
bridge the gap. The complete bibliography for the NRC research can be found in the Appendix.

In general, we found our target audience of “sometimes” recyclers believes that recycling is
important, but they just don’t do it consistently. In order to boost the recycling behavior of the
“sometimes” recyclers, we will need to increase their motivation using a combination of positive
feelings (emotional drivers), appeals to their self-image (aspirational drivers), and logical reasons
(rational drivers). We know that people derive personal satisfaction from participating in
recycling activities, as it appeals to both community interest (altruism) and self interest.

Among the barriers to regular recycling, one study identified inconvenience (37%) and lack of
knowledge about what is recyclable (34%) as key barriers. In one study, 51% of respondents said
they rely on “the symbol on the package™ to which items are recyclable. Knowledge of recycling
procedures and belief in one’s ability to recycle are significant predictors of recycling behavior.

Education around what is recyclable boosts recycling behavior by mcreasmg perceived
competence and decreasing perceived difficulty.

Our research goes on to indicate that a combination of communication techniques may yield
significant gains in terms of recycling compliance. Programs that combine education with
incentives, steps that make the recycling behavior easy, or individual behavioral commitments are
more effective than simply informing people about conservation opportunities. Positively framed
messages manifest a significantly higher level of belief and a more favorable attitude.
Communication around recycling is. more effective when it is vivid concrete, and personal.

In sum, greater awareness about what is recyclable can spur higher levels of recycling behavior.
However, that message must also be credible, and that is the value of the Guides -- fo ensure that

the recycler can depend on the accuracy of environmental messages associated with consumer
products and services.

2. Guides for environmental marketing claims that establish credibility, are equitably
applied, and rigorously enforced also influence organizational behavior and
motivate product and service organizations to invest in sustainable practices.

Product and service providers of all sizes are establishing or have established sustainability goals
and programs in response to the demand for socially responsible behavior by customers and by
society at large. These programs require significant investment in business practices that may



include redesign of products and packaging design,. Wchanges 2@ 5 production processes,
modification of supply chains, and changes to distribution practices. As only. one~e,xample NRC
has first-hand knowledge of its members’ efforts to optimize;the firictiGnality bf patkaging while
minimizing the environmental impact. Recyclmg is greatly enhanced when packages with high
materials recovery value are used. These companies’ best interests are sérved when the public is
aware of these efforts and can use environmental claims and 1conography to inform and motivate
their recycling behavior.

However, sustainability measures may quickly lose their value to organizations and businesses if
the public is non-responsive to environmental claims due to ignorance, confusion, or lack of faith
in the in the credibility of claims. In that environment, competitors who make no investment in
sustainable practices gain advantage, and the overall recycling system is harmed by the use of
non-recyclable materials or materials of low value that contaminate and compromise the materials
value chain.

3. NRC urges the FTC to conduct a hearing focused solely on environmental claims
associated with recycling.

NRC believes that a number of critical aspects of recycling have evolved over the past 10 years to
suggest that environmental claims related to recycling require careful examination by FTC as the
basis for any changes to the Guides. We recommend that the hearing focus, at a minimum, on the
following issues:

- Consumer awareness and motivation (as outlined above)

- The role of environmental claims in business/corporate sustainability plans and
programs

- The relative value of qualitative guidelines vs. quantitative standards for
recyclability and recycled content claims.

- The enforcement process and the enforcement capacity of FTC that ensures
credible, equitably applied guidelines. :

- “New” materials, such as electronic waste, or problematic products, such as
plastic shopping bags, and the impact on recycling and the associated guidelines

- An assessment of certification programs and their value for consumer awareness
and education. v

- Areview of the value of SPI Plastic Resin Codes

- A review of critical terminology, such as “sustainability, “carbon neutral” and
other climate change terms. '

- Given the multi-participant nature of the recycling system, the accuracy and
“ownership” of environmental claims on recycling.

We appreciate this opportunity to support the FTC in its review of the Guides, and we look
forward to additional participation with you on these vital issues. Please feel free to contact me if
you have any questions or comments on any of the above.

Kate M. Krebs
Executive Director

Attachment



Appendix
Bibliography of Research on Consumer Behavior and Recycling

Aceti, Jan. (2006). “Market research results and recommendations for improving
recycling efforts in the Tunxis region.” Aceti Associates, Arlington, MA.

O (2005). “The Oakdale neighborhood recycling campaign.” Massachusetts Department
of Environmental Protection.

0 (2005a). “Door hanger and door-to-door visits: Testing strategies to promote
participation in curbside recycling.” Massachusetts Department of Environmental
Protection.

O (2005b). “Management company interviews: Promoting fluorescent lamp recycling in
the commercial sector.” Aceti Associates, Arlington, MA.

O (2004). “The school recycling incentive program: Increas’ing recycling participation
using communitybased social marketing.” Aceti Associates, Arlington, MA.

0 (2003). “Using normative feedback to increase recycling participation in the town of
Dedham.” Massachusetts Department of Environmental Protection.

0 (2003a). “Using feedback to increase drop-off recycling participation.” Massachusetts
Department of Environmental Protection.

J (2003b). “The Dunkin Donuts Strategy for Maximizing Recycling by Office
Employees.” Aceti Associates, Arlington, MA.

0 (2003c). “The feedback sign strategy: Increasing recycling participation using
community-based social marketing.” Aceti Associates, Arlington, MA.

0 (2002). “Recycling: Why people participate; why they don’t.” Aceti Associates,
Arlington, MA.

0 (2002a). “Multifamily recycling: Barriers and opportunities.” Aceti Associates,
Arlington, MA.

00 (2002b). “Why consumers buy green; why they don’t.” Aceti Associates, Arlington,
MA.

0 (2002c). “The commitment strategy: Increasing recycling participation using
community-based social marketing.” Aceti Associates, Arlington, MA.




0 (2002d). “The curbside door hanger feedback strategy: Increasing recycling
participation using community-based social marketing.” Aceti Associates, Arlington,

[1 (2002¢). “The outreach volunteer strategy: Increasing recycling participation using
community-based social marketing.” Aceti Associates, Arlington, MA.

Ajzen, L. (1991). “The theory of planned behavior.” Organizational behavior and human
decision processes. ‘
50:179-211.

'American Forest & Paper Association (2005). “Executive Summary: 2005 AF&PA
Community Survey.” American Forest & Paper Association: 4.

Arkkelin, D., J. Schroeder, et al. (2000). Why Some People Don't Recycle: Environmental
- Concern, Recycling Knowledge, Reasons For / For Not Recycling and Future
Commitment to Recycling. Annual Meeting of the Midwestern Psychological
Association, Chicago, Illinois, Valparaiso University.

Aronson, E. and M. O’Leary. (1982-1983). “The relative effectiveness of models and
prompts on energy conservation: A field experiment in a shower room.” Journal of
Environmental Systems, 12: 219-224.

Asch, S. (1956). “Studies of independence and conformity: A minority of one against a
unanirmous majority.” Psychological Monographs, 70: 9 (Whole No. 416).

Bagozzi, R. P. and P. A. Dabholkar (1994). “Consumer recycling goals and their effect

on decisions to recycle: A means-end chain analysis.” Psychology and Marketing 11(4):
28.

Bamberg, S. and Schmidt, P. (2003). “Incentives, morality, or habit? Predicting students’
car use for university routes with the models of Ajzen, Schwartz, and Triandis.”

Environment and Behavior, 35
(2): 264-285.

Bamberg, S. (2000). “The promotion of new behavior by forming an implementation
intention.” Journal of Applied Social Psychology, 30:1903-1922.

Bandura. A, and D. Cervone. (2000). “Self-evaluative and self-efficacy mechanisms
governing the motivational effects of goal systems.” In E. T. Higgins and A.W.
Kruglanski (eds.), Motivational science: Social and personality perspectives.
Philadelphia: Psychology Press.

Bratt, Christopher. (1999). “The impact of norms and assumed consequences on
recycling behavior.” Environment and Behavior, 31: 630-656.




Burns. S. M. (1991). “Social psychology and the stimulation of recycling behaviors: The
block leader approach.” Journal of Applied Social Psychology, 21(8): 611-629. Carlson,
A. E. (2001). “Recycling Norms.” California Law Review 89(5): 70.

Cartier, D. M. (1997). “Recycling at Work: WastevReductio'n and Recycling in the Las
Vegas Hospitality Industry,” Bachelor’s Thesis for Department of Environmental Studies
at University of Nevada Las Vegas: 6.

Cheung, S. F., D: K.-S. Chan, et al. (1999). “Reexamining the Theory of Planned
Behavior in Understanding Wastepaper Recycling.” Environment and Behavior 31(5):
27.

* Cialdini, R. B., R. R. Reno, et al. (1990). “A Focus Theory of Normative Conduct:
Recycling the Concept of Norms to Reduce Littering in Public Places.” Journal of
Personality and Social Psychology 58(6): 38.

Davies, J., G. R. Foxall, et al. (2002). “Beyond the Intention-Behavior Mythology: An
Integrated Model of Recycling.” Marketing Theory 29(2): 87.

De Young, Raymond. (2000). “Expanding and evaluating motives for environmentally
responsible behavior.” Journal of Social Issues, 56:509-526.

0 (1989). “Exploring the difference between recyclers and non-recyclers: The role of
information.” Journal of Environmental Systems, 18:341-351.

0 (1993). “Changing behavior and making it stick: The cdnceptualization and
management of conservation behavior.” Environment and Behavior, 25 (4): 485-505.

Diaz Meneses, Gonzalo and Asuncion Beeril Palacio. (2005). “Recycling behavior: A
multidimensional approach.” Environment and Behavior, 37: 837-860.

Ebreo, A., Hershey, J. & Vining, J. (1999). “Reducing solid waste: Linking recycling to
environmentally responsible consumerism.” Environment and Behavior, 31 (1): 107-135.

Ebreo, Angela and Joanne Vining. (2001). “How similar are recycling and waste
reduction? Future orientation and reasons for reducing waste as predictors of self-
reported behavior.” Environment and Behavior, 33: 424-448.

Ewing, Gordon. (2001). “Altruistic, egoistic, and normative effects on curbside
recycling.” Environment and Behavior, 33: 733. Gamba, R. J. and S. Oskamp (1994).
“Factors influencing community residents' participation in commingled curbside
recycling programs.” Environment and Behavior 26(5): 26.

Gilg, A., S. Barr, et al. (2005). “Green Consumption or Sustainable Lifestyles?
Identifying the Sustainable Consumer.” Futures 37: 24.




Gillilan, Sheryl, Carol M. Werner, Lynne Olson and Dorothy Adams. (1996). “Teaching

the concept of precycling: A campaign evaluation.” Journal of Environmental Education,
28 (1). ' .
]

Guagnano, G. A., P. C. Stern, and T. Dietz. (1995). “Influences on attitude-behavior

relationships: A natural experiment with curbside recycling.” Envirbnment and Behavior,
27(5):699-718. o

Guideline. (2007). “American attitudes toward recycling.” Report prepared for DDB
Seattle by Guideline, New York, NY. '

0 (2007a). “Marketing the environment.” Report prepared for DDB Seattle by Guideline,
New York, NY. Hartman Group. (2007). “The world of sustainability.” The Hartman
Group, Bellevue, WA.

Heckler, Susan E. (1994). “The role of memory in ﬁnderstanding and encouraging
recycling behavior.” Psychology and Marketing, 11 (4): 375-392.

Hopper, J. R. and J. M. Nielsen. (1991). “Recycling as altruistic behavior: Normative and
behavioral strategies to expand participation in a community recycling program.”
Environment and Behavior, 23(2):195-220.

Hormuth, Stefan E. (1999). “Social meaning and social context of environmentally
relevant behavior: Shopping, wrapping, and disposing.” Journal of Environmental
Psychology, 19: 277-286.

Hornik, Jacob, Joseph Cherian, Michelle Madansky and Chem Narayana. (1995).
“Determinants of recycling behavior: A synthesis of research results.” The Journal of
Socio-Economics, 24 (1): 105-127.

Iconoculture. (2007). “Environmental Trends.” Report prepared for DDB Seattle by
Iconoculture, Minneapolis, MN.

Ipsos. (2006). “Reflections on the waste collection, disposal, and recycling industry: A
presentation to the National Recycling Coalition.” Report prepared for the NRC by Ipsos,
Washington, DC.

0 (2006a). “NRC follow-up 091106.” Report prepared for NRC by Ipsos, Washington,
DC.

Kaiser, Florian G., Gundula Hubner and Franz X. Bogner. (2005). “Contrasting the
theory of planned behavior with the value-belief-norm model in explaining conservation
behavior.” Journal of Applied Social Psychology, 35 (10): 2150-2170.

Kaiser, F. G. and A. T. A. Shimoda (1999). “Responsibility as a Predictor of
Environmentally Responsible Behavior.” Journal of Environmental Psychology 19: 11.




Kalinowski, Catherine M., Gary D. Lynne and Bruce Johnson. (2006). “Recycling as a
reflection of balanced self-interest: A test of the metaeconomics approach.” Environment
and Behavior, 38: 333-355.

Katzev, R. and T. Johnson. (1987). Promoting energy conservation: An analysis of
behavior research. Boulder, Colo.: Westview Press, Inc.

Knussen, Christina, Fred Yule, Julie MacKenzie and Mark Wells. (2004). “An analysis of
intentions to recycle household waste: The roles of past behavior, perceived habit, and
perceived lack of facilities.” Journal of Environmental Psychology, 24: 237-246.

Kotler, P., N. Roberto and N. Lee. (2002). Social marketing: Improving the quality of life.
Thousand Oaks, Calif.: Sage Publications, Inc.

Lindsay, James J. and Alan Strathman. (1997). “Predictors of recycling behavior: An
application of a modified health belief model.” Journal of Applied Social Psychology, 27
(20): 1799-1823.

Lord, K. R. (1994). “Motivating recycling behavior: A quasiexperimental investigation of
message and source strategies.” Psychology and Marketing, 11 (4): 341-358.

Mannetti, L., A. Pierro, et al. (2004). “Recychng Planned and self—expresswe behavior.”
Journal of Envzronmental Psychology 24: 10.

McKenzie-Mobhr, D. and W. Smith. (1999). Fostering sustainable behavior: An
introduction to communitybased social marketing. Gabriola Island, B.C.: New Society.

McKenzie-Mohr, D. (2000). “Fostering sustainable behavior through community-based
social marketing.” American Psychologist, 51: 531-537.

McKenzie-Mohr, D. (2000). “Promoting Sustainable Behavior: An Introduction to
Community-Based Social Marketing.” Journal of Social Issues 56(3): 10.

McKenzie-Mohr Associates and Aceti Associates. (2002). “Community based social
marketing recycling pilot.” City of Waltham, Mass.

Mendleson, N. and M. J. Polonsky (1995). “Usmg strategic alliances to develop credible
green marketing.” Journal of Consumer Marketing 12(2): 16.

Meneses, G. D. and A. B. Palacio (2005). “Recycling Behavior: A Multldlmensmnal
Approach.” Environment and Behavior 37(6): 25.

Meneses, G. D. and A. B. Palacio (2006). “Different kinds of consumer response to the
reward recycling technique: Similarities at the desired routine level ” Asia Pacific
Journal of Marketing and Logistics 18(1): 18.




Mobley, Amy S., Todd S. Painter, Eric M Untch and H. Rao Unnava. (1995). “Consumer
Evaluation of recycled products.” Psychology and Marketing, 12 (3): 165-176.

Morris, L. A., M. Hastak, et al. (1995). “Consumer Comprehension of Environmental
Advertising and Labeling Claims.” The Journal of Consumer Affairs 29(2): 23.

National Recycling Coalition. (2005). “Focusing on beverage container recovery — New
research, challenges, and opportunities.” National Recycling Coalition, Washington, DC.

Nyamwange, M. (1996). “Public perception of strategies for increasing participation in
recycling programs.” Journal of Environmental Education, 27, 4, 19-22.

Oom do Valle, P., E.Reis, J. Menezes and E. Rebelo. (2004). “Behavioral determinants of

household recycling participation: The Portuguese case.” Environment and Behavior, 36:
505-540.

Oom do Valle, P., E. Reis, J.Menezes and E. Rebelo. (2005). “Combining behavioral
theories to predict recycling involvement.” Environment and Behavior, 37: 364-396.

Oskamp, S., Burkhardt, R. L., Schultz, P. W., Hurin, S. & Zelezny, L. (1998). “Predicting
three dlmensmns of residential curbside recychng An observa’uonal study.” Journal of
Environmental Education, 29, 2, 37- 42.

Schultz, P. W., S. Oskamp and T. Mainieri. (1995). “Who recycles and when: A review
of personal and situational factors.” Journal of Environmental Psychology, 15: 105-121.

Schultz, P. W. and S. Oskamp (1996). “Effort as a Moderator of the Attitude-Behavior
Relationship: General Environmental Concern and Recycling.” Social Psychology
Quarterly, 59(4): 10.

Scott Daniel. (1999). “Equal opportunity, unequal results: Determinants of household
recycling intensity.” Environment and Behavior, 31: 267-290.

Seguin, Chantél, Luc G. Pelletier and John Hunsley. (1999). “Prediéting environmental
behaviors: The influence of self-determined motivation and information about perceived
environmental health risks.” Journal of Applied Social Psychology, 29 (8): 1582-1604.

Seligman, C. and J. E Finegan. (1990). “A two-factor model of energy and water
conservation.” In J. Edwards, R. S. Edwards, L. Heath, and E.J. Posavac (eds.), Social
influence: Processes and prevention. New York: Plenum Press.

Shaw, P. J., J K. Lyas, S.J. Maynard and M. van Vugt. (2007). “On the relationship
between set-out rates and participation ratios as a tool for enhancement of kerbside
household waste recycling.” Journal of Environmental Management, 83: 34-43.




Shrum, L. J., Lowrey, T. M., & McCarty, J. A. (1994). “Recycling as a marketing
problem: A framework for strategy development.” Special Issue: Psychology, marketing,
and recycling. Psychology and Marketing, 11, 4, 393-416. '

Stern, P. C. (2000). “Toward a coherent theory of environmentally significant behavior.”
Journal of Social Issues, 56(3): 407-424.

Thogersen, J. (1996). “Recycling and morality: A critical review of literature.”
Environment and Behavior 28(4): 22.

Werner, Carol, Jane Turner, Kristen Shipman, F. Shawn Twitchell, Becky R. Dickson,
Gary V. Bruschke and Wolfgang B. van Bismark. (1995). “Commitment, behavior, and
attitude change: An analysis of voluntary recycling.” Journal of Environmental
Psychology, 15: 197-202. .

Werner, C. M. & Makela, E. (1998). “Motivations and behaviors that support recychng ”
Journal of Environmental Psychology, 18, 4, 373-386.

Wemner, C. M., R. Stoll, et al. (2002). “Clinical Validation and Cognitive Elaboration:

Signs That Encourage Sustained Recycling.” Basw and Applied Social Psychology 24(3):
20. /

Wire, S. L. (2006). “Seattle's get-tough recycling policy seems to be having effect.”
Associated Press State & Local Wire.

Yankelovich Inc. (2007). “10 things about environmentalists.” Yankelovich Inc., Chapel
Hill, NC.






