
Key Facts:

• A social media behaviour change campaign in 
Wales which aimed to encourage the recycling of 
clothing, rather than putting clothes in the 
general rubbish bin

• The campaign directed the audience to the 
Recycle for Wales Recycling Locator, which 
advises the best way to recycle in local area

• It included enhanced amplification and support 
through local partners to encourage recycling at 
kerbside where possible

• Activity resulted in an increased number of 
clothing searches completed on our Recycling 
Locator.

Key facts Overview  What we did Results and 
impact  

Case study 

Company: WRAP

Project: BIG Closet Clear Out social media campaign

Sector: Not-for-profit

Company size: SME

Product or service: Behaviour change campaign
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Overview 

Campaign objective

Encourage citizens to recycle their clothing in Wales by 
running a The Big Closet Clear Out social media campaign.  

Aims and measurements

• Engagement - Number of likes, shares and comments

• Increase recycling rates of clothes at kerbside (where 
available) - Monitor clothing collection tonnage data

• Encourage use of the Recycle for Wales Recycling 
Locator - Measuring link clicks, Recycling Locator 
searches for textile and clothes recycling

• To understand what could be achieved with limited 
external spend

Channels

Facebook – two posts per week

Twitter – two posts per week

Target audiences and call to action

1) All of Wales – recycle clothes (visit Recycling 
Locator to find out how)

2) Specific local authority residents   – recycle 
clothes at kerbside

Insert image / quote here 

Recycling locator:
recyclenow.com/local-recycling

https://www.recyclenow.com/local-recycling
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What we did 

• Developed a plan (key messages, timings etc)

• Contacted Local Authorities who do kerbside collection 
in Wales to ask them to share to give the campaign  
momentum

• Developed social media posts (Inc. any relevant 
translation)

• Created tracked URLs to monitor performance

• Scheduled posts within social media platform

• Launched and monitored

Challenges

Limited targeted reach

• With limited external spend we had limited reach as we 
didn’t have spend allocated to promotion

• As the campaign also went out via our existing Love 
Your Clothes UK-national channel so posts were 
reaching current Love Your Clothes followers who are 
more likely already recycling clothes, which could mean 
that impact on increasing recycling rate was limited. 

• Our plan was also to use Local authorities who collect 
textiles at kerbside to share posts to give the activity 
momentum however response to this was low.

Differences in recycling schemes

• Clothes recycling options vary between local authorities, 
which could lead to confusion and minimise behaviour 
change. 

• To counteract this, all posts were designed to direct 
consumers to the Recycle for Wales Recycling Locator, 
where they could enter their postcode to find out how 
to recycle where they live. 
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Results and impact 

• The campaign saw an uplift in the number of textile and 
clothing searches on the Recycling Locator

• Prior to the campaign, textile searches made up 13.8% 
of all searches, which rose to 20.1% during the 
campaign period

Learnings and next steps

• Given the success of the campaign in a relatively short 
period, without significant promotion, it’s clear that this 
could be repeated – although it is advised that more 
specific targeting and budget

• Engage support as early as possible in the planning to 
allow them to prepare and plan support

• Next steps will be to assess how this campaign 
impacted on tonnage of clothing recycled at kerbside

Insert image/quote  here 

 Same time 

frame previous 

to campaign 

Campaign period 

All textiles searches on Recycle 

for Wales Locator (clothing, 

linens, shoes etc.) 

1,165 

 

1,633 

 

  Of which were just clothing 669  

 

933 

 

Link clicks from campaign posts   

 From Facebook 0 290  

 

  From Twitter 0 52   

 

 



Disclaimer

While we have tried to make sure this case study is accurate, we cannot accept responsibility or be held legally 
responsible for any loss or damage arising out of or in connection with this information being inaccurate, incomplete 
or misleading. This material is copyrighted. You can copy it free of charge as long as the material is accurate and not 
used in a misleading context. You must identify the source of the material and acknowledge our copyright. 

You must not us the material to endorse or suggest we have endorsed a commercial product or service. For more 
details please see our terms and conditions on our website at ecap.eu.com

Case studies were generated as a result of activity carried out for ECAP


