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Division Overview
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Services Provided (1-4 unit buildings):
• Garbage (weekly)

• Recycling (every other week)

• Organics Collection (weekly)

• Large Item Collection (weekly)

• Yard Waste (Apr. – Nov.)

• Clean City Services:
• CleanSweeps

• Litter Clean-Up Supplies

• Adopt-A-programs

• Graffiti Abatement

• Voucher Program

• Event Recycling Services



Organics program history

• Pilot program 2008

• Consultant study 2012 - 2013

• Drop-offs 2014 - 2022

• Citywide roll-out 2015 - 2016
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Year
Sign-up 

rate

Annual 

tons

2015 31.82% 825

2016 40.54% 3,385

2017 43.66% 4,763

2018 46.18% 4,844

2019 48.24% 5,301

2020 49.94% 6,087

2021 51.22% 5,838



Citywide collection methods 
studied (2012-2013)
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Collection Method:

1. No SSO Collection (SSO to WTE facility)

2. Collect SSO Alone

3. SSO Commingled with Yard Waste 

4. SSO Co-collected with Yard Waste (Blue Bag)

5. SSO Co-collected with Garbage (Blue Bag)

Definitions:
Commingled: SSO and yard waste placed together in one cart.
Co-collected:  SSO in ‘Blue Bag’ placed in same cart as yard waste or 
garbage with the intention of separating the two materials.



Current program

• No extra cost to 
participate, but must sign 
up to receive a cart

• 52.65% of customers have 
signed up (over 56,700 hh)

• Organics are composted 
SET’s commercial facility 
that uses aerated static 
piles
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When in doubt, throw it out.



• Began opening while waiting to 
roll-out curb/alley program

• Sign up required (no cost)
• 20 drop-off sites 

• Over 3,100 signed up

• Carts locked in summer months 
to prevent contamination 

6

Drop-off sites

City run

Community 
sponsored



Curb / alley project planning

• Allow 12-18 months for planning and preparation
• Buy trucks
• Order carts and parts
• Hire staff
• Contract for processing

• Education and roll-out plan

• Identify risks, and plan contingencies  

• Use a phased roll-out of services, if possible

• Identify how to collect and store data
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Educational methods
• Direct mail, utility bill inserts

• Website, social media, on-hold messages

• City TV channels, YouTube
• Videos (English, Spanish, Hmong, Somali)

• Council Member newsletters

• Internal call center (7 FTEs)

• Advertising campaigns (2016, 2018)

• Neighborhood & community education
• Events, recycling block leaders, intern work, 

tours

• Field staff education 
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Organics Recycling campaigns
2016: It’s good for the environment, it’s easy, save money
2018: My way to participate;

My reason for participating



Direct mail

• “Sign Up Now” Postage Paid Reply Card
• 2016: 7.5% signup to 25% signup within 1 

month of first mailing (no translations)

• 2017: 2% increase in sign-ups 1 month after 
second (translated) mailing

• Pre-translated 
into Spanish, 
Hmong, Somali



Welcome kit

11Coupons no longer included



In person education
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• Staff attend 70-100 neighborhood and 
community events each year 

• Door-knocking in areas with 
lower signup rates

• Recycling Block Leader program

• Annual bus tour to compost site
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Word of Mouth
30%

Direct Mail
15%

Utility Bill 
Inserts

10%Radio Ads
9%

Digital
(Facebook, Ads, Articles, 

Unsure)
6%

Print
(Ads, Articles, Unsure)

5%

Other
(Not Listed/Unsure)

4%

Outdoor 
(Bus/City Truck Ads, 

Billboards)
2%

Events
4%

TV 
(News Stories, Public 

Access, Unsure)
1%

Door-Knocking 
16%

Ad Campaign Measurement Period: 5/23/16 - 7/17/16

Ad campaign summary (2016)

Ad campaign stats:

• Over 26.5 million 
impressions

• 5 hours of radio 
time

• Over 1,740 new 
sign-ups for 
program during 
measurement 
period
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Targeted campaign (2022)

• Target: 13 neighborhoods (under 30% sign up rates)
• Direct mailer (pre-translated)

• Utility bill insert (pre-translated)
• Social media (inc. translated)
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Targeted campaign (2022)
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Education through field 
staff
• Tags left on carts for contamination 

or other issues
• Follow-up notification mailed to resident

• Seasonal reminder cart hangers
(educational only - left on all carts)
• Yard waste not accepted in organics carts

• Not all paper products are accepted
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Organics sorts
• Sort truck-loads of organics each year

• 2018 & 2019 = 0.68% contamination
• 2021 = 1% contamination

• Contaminants:
• Plastic lined paper products 
• Recyclables
• Non-compostable plastic bags 

• Edible food:
• 3.72% - 7.23% (avg. 5.6 % / 241 lbs) of edible food per 

truck
• Most common: potatoes, oranges (inc. clementines), 

onions, carrots, limes, lemons, and apples
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2022 Capture Rate Study: 
Organics cart details

• 55% of organics cart set out

• 17.8% (34 households) 
didn’t have a garbage cart 
set out for sorting*

• 9.8% contamination found in sort

• Hand sort findings

• 2021 1%

• 2019 0.68%

• 2018 0.68%

• Collection crew leaving 
educational tags is effective 
at reducing contamination Garbage

5.8%

Food scraps
50.6%

Wasted food
23.5%

Other 
compostable

5.6%

Compostable 
paper
3.7%

Yard waste
3.4%

Paper 
(recyclable & 
compostable)

3.4%

Recyclables 
(curbside)

4.0%

Organics cart composition

* Data for homes with organics cart out is not finalized



Successful program needs

• Opt-in program = commitment to do it right

• Good education / outreach

• Verification of how program is going & feedback 
loops
• Composter and collection crew

• Residents

• Clean organics diverted to make a quality product

• Markets for finished compost
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Minneapolis Solid Waste                      
& Recycling

Kellie Kish

Recycling Coordinator

Kellie.kish@minneapolismn.gov

612-673-3536
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