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Setting Objectives, part 2
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Exercise 1:
Objectives, Audience
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Some Possible Barriers
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Pessible Audience
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Audience Research
Methods
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Exercise 2:
Audience Research
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Developing Strategies
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When it comes to your lawn, act naturally.

“I pledge to use my weed

Local Hazardous Waste Management Program in King County
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Improve Your Recycling IQ

See if you know what CAN and CAN'T be recycled.

Recycling YES %

KRN

Bagaed Juice boxes  Milk cartons  soy milk

plastic bags boxes

Llé®

e
=
Paper or frozen - Round dairy
food boxes Plastic bottles tubs

{all colars)

¥ BE

Flliboltex Mall, magazines, mixed
paper and catalogs

Newspapers

—
“"‘-‘d
Phone books Shradded
Paper bags Cardboard paper
(bagged)
e 3
e s,/
%

Metal hangers Metal cans
Aluminum Matal hangers

cans

. Glass bottles
i J and jars

e
e £
Plastic food
bags Frozen food
bags
~—

Plastic food Plastic
boxes or trays cups
Pr iption

i ‘ N plastic food

boxes

W

Paper plates & napkins

Styrofoam
packaging

£
=
-_Ii 4
- ¥

Asrosol cans Light bulbs

t@ Recycling NO

Toxic product  Fail
containgrs

Zip-locking
bags

® ¥

Lids, caps, CDs
tops

Foam Paper cups &

take-nut Blastic

containers utensils

F
) }‘
Alkaline Chip bags

batteries

Foil trays

Glassware

Ceramics

Recyclables should be empty and clean; no food or soiled materials.
Put glass in Glass Only separate container.

www.seah‘l'e.gov/uﬁf/services/recych’ng ® (206)684-3000 ® TTY/233-7241
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EXxercise 3:
Developing Strategies
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