
Anti-flytipping campaign in Leith
Creative resources, 27.02.2018 

FLYTIPPING  PREVENTION  CAMPAIGN  IN  LEITH, 14TH MAY - 30TH JUNE  2018



C
o

n
te

n
ts

1. How Leithers see flytipping key research 
findings

2. The elements of the prevention campaign

3. Campaign results



1. How Leithers see flytipping 
key research findings
We had two focus group sessions with residents, carried out an online survey and prepared ten 
stakeholder interviews with Leith Walk councillors, housing associations and factors, local businesses, 
community groups and charities. You can find a summary of the key findings on the next page.



How Leithers see flytipping Research findings

• The vast majority of people understand what flytipping is. 

• 80% of them see it as a significant problem that affects their lives.

• They say the worst thing about it is that it makes the neighbourhood uglier.

• Flytipping is part of a more complex set of problems on-street drinking, graffiti, 
dog mess, littering, social deprivation.  

• Most Leithers think the primary cause of flytipping is sheer laziness.

• The second most common reason they gave was that they thought that special 
uplifts were expensive. 

• Their third reason was the lack of information on how to get rid of bulky items. 

• Most people were unaware of the £5 per bulky item uplift charge. 

• For some, even a £5/item charge was an obstacle. 

• They told us that heavy-



Who are we talking to in this campaign?

•
dump stuff on the street. 

• Some of them arrive from outside the area (people mentioned van drivers, landlords, tradespeople 
during our consultations) so they may not care as much about the neighbourhood.

•
other options.



What are the key messages we wanted to get 
across?

• Stop flytipping.

• Learn about the different ways to dispose of things responsibly.

•

• Report dumped items on https://www.edinburgh.gov.uk/flytipping so that it can be collected quicker 
before it attracts more flytipping.

• Help spread the word: talk to your neighbours about the campaign and share campaign posts on 
social media.

• Let's send a clear message to people passing by and dumping stuff that we won't tolerate them 
ruining our neighbourhood. 

https://www.edinburgh.gov.uk/flytipping


Where and how were we getting the message across?

• With a launch event that creates some buzz, like the outdoor living-room made of flytipped items.

• With press ads and editorial in the local Leither magazine.

• With posters in community spaces.

• With fluorescent messaging on bins and pavement stencils.

• With weatherproof outdoor posters featuring local people and their views on flytipping, attached to the 
Dalmeny St Park railings.

• With a colourful, useful magazine-style booklet delivered to every household in the area.

• With social media.



Look and feel

We needed some visual and verbal glue that would immediately resonate with Leithers. 

This is a campaign for Leithers. It needs to engage them.



2. The elements of the prevention 
campaign



We invented a new word.





We wanted an iconic theme to 
draw the campaign together, one 
which Leithers might relate to. 

What could be more iconic than 
Trainspotting?





Local outdoor posters
An outdoor poster campaign that showcases local people and their views on flytipping.















Indoor posters
For community notice boards, cafes, bars, chippies, schools and charity shops











Print adverts and article
In The Leither magazine







Bin stickers and pavement stencil







Booklet
Delivered to 4,000 households in the test area 
(Albert St Easter Rd Lorne St Leith Walk)



Front cover



P2-3
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Back cover



Social media
Continuously, for six weeks on Facebook, Twitter and Instagram.
On the next page there are just two examples.



If you spot flytipping call 0131 608 1100.

.
Actually, it does matter. Flytipping costs Scotland £11 
million a year. 

Social media



Limited edition T-shirts and badges
Promotional material for volunteers and winners of the Sunshine booklet quiz.





Campaign launch event and video
On 13th May we launched the campaign on Dalmeny Street. We created an on-street living room from dumped 
furniture we collected in Leith. You can watch a video of the event here:  
https://www.facebook.com/Leithersdontlitter/videos/1110731162435273/





Campaign overview
Media-mix.



4000 booklets

Outdoor posters

Indoor posters

Bin stickers and 
pavement 
stencils

Social media
Badges and
T-shirts

Press ads in 
The Leither 

Launch event 
and video



3. Campaign results



• The campaign reached over 100,000 people on social media

• The campaign launch generated articles in the Edinburgh Evening News, Edinburgh Reporter, 
The Broughton Spurtle, was mentioned in the Scottish Parliament and on BBC Radio Scotland.

• Online survey results:
• 9 out of 10 respondents found the campaign useful

• 85% of people now feel their community is better informed on how to tackle flytipping

• More than half of the respondents said they were now more willing to report flytipping. This is confirmed by the 

• The campaign was noticed and liked. (Only 4% of all advertising campaigns have that impact.)

•
per item fee did not increase (£5 per item is still an obstacle for many.)

Summary of the results



Zero Waste Leith is a project funded by Zero Waste Scotland and the European Regional Development Fund and supported by the following organisations:


