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Keep Scotland Beautiful 

is the independent 

charity which 

campaigns, acts and 

educates on a range of 

local, national and global 

environmental issues 

which affect people’s 

quality of life. It is 

committed to making 

Scotland clean and 

green, today and 

tomorrow. 
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Our brand family 





Annual clean up campaign 

organised each year in the 

spring time. 

 

250,000 volunteers took 

part 

 

1,100 tons of litter lifted from 

the landscape 

 

All 32 local authorities in 

Scotland provided support 

 

_________________________________________________________________ 
 

5 

National Spring Clean 2012 



“Probably the largest mobilisation of people 

in Scotland, for a civic purpose, since the 

second world war” 

 

A leading Scottish Journalist 

_________________________________________________________________ 
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National Spring Clean 2012 



_________________________________________________________________ 
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Political engagement 



Campaign Launch 
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Paul Wheelhouse MSP 

Minister for Environment and Climate Change 

(Scottish Government) 

Scottish Government backing in 

November 2011 
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WHAT IS CLEAN UP SCOTLAND? 

Clean Up Scotland (CUS) is the 

mass-engagement campaign which 

aims to quickly remove litter and 

mess so that Scotland shines when 

the world is watching in 2014, and 

to gradually change behaviour so 

that littering becomes as socially 

unacceptable in the future as drink-

driving is now.  

 

We want Scotland to be the 

cleanest country in Europe by 

2020. 

www.cleanupscotland.com 

@cleanupscotland 

/cleanupscotland 

http://www.cleanupscotland.com/
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THE SCALE OF THE PROBLEM AND COST  

• The Scottish Government estimates that litter costs us £78 million 

every year – a major drain on our country’s and our local 

authority resources. 

• Keep Scotland Beautiful original research demonstrates that  

• 71% of Scots have seen someone dropping litter in the last 

three months. 

• Over 92% think it is important that we are litter-free for the 

international events being hosted in Scotland in 2014. 

• 64% believe litter is the responsibility of local authorities, 

18% believe it’s the responsibility of people. 

 

NOT JUST ABOUT LITTER – the 6 incivilities that impact on the citizens of Scotland 



• Scotland is beautiful 

 

• But we have a 

problem 

 

• We can fix it 

 

• Now is the right time 

for action 

OUR KEY MESSAGES 
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• The real gains for the country and for 

those charged with keeping it clean are 

evident when we stop dropping litter in 

the first place. Behavioural change is 

required. 

 

• Strong and consistent campaign 

messaging – we want to make dropping 

litter as socially unacceptable in the 

future as drink driving is today. 

 

 
CAMPAIGN ELEMENTS – LONG TERM BEHAVIOUR CHANGE 
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High importance on social media in the short term – potentially broadcast 

media channels in the future, dependent on resources. 

 

Benchmarks are there to measure change – LEAMS, Scottish Household 

Survey and our own opinion research. 



 
CAMPAIGN ELEMENTS – THE PLEDGE 
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MAKING A DIFFERENCE – COMMUNITY 

ENGAGEMENT 

• Over 175,000 people have taken part in 

over 1,500 events registered since March 

2013; momentum is building. 

 

• Utilising KSB’s unique reach across 

communities, volunteer groups, schools, 

corporates and local authority partners. 

 

• KSB supplying recruitment, motivation 

and co-ordination effort, including fulfilling 

duty of care obligations. 

 

• Leveraging established relationships and 

procedures with local authorities. 
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BUILDING A NATIONAL COALITION 

An impressive and growing cross-section of Scottish society is backing the campaign, including 

• The public sector & its agencies 

• The private sector, business groups and their representatives 
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MEDIA AND POLITICAL IMPACT 

The campaign has 

established a high profile in 

the media, particularly in 

local press and local radio. 
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OUR OFFER TO LOCAL AUTHORITIES 

• Co-ordinated and motivated volunteer 

base. 

 

• A common branding proposition with 

which to build public understanding and 

motivation. 

 

• Long-term action to change behaviour –

reducing the long-term cost of cleansing 

operations. 

 

• Communications and branding support. 

 

• A national profile for a local problem – 

the national consistent campaign that 

local authorities have been looking for. 
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LOCAL  AUTHORITY ENGAGEMENT 

1. Website endorsement 

2. Localisaltion of the campaign 

3. Integration with existing council campaign 

activity 

 



Local Authority Backing 
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Impact 

. 

We are 8 months in to the Campaign and we ARE seeing a difference 

 

We stimulated action on the first ever national Litter Strategy to be 

launched by the Scottish Government 

 

We have investment from every local authority (ave £3k) 

 

We will launch the Clean Scotland Charter on 22 November – a 

partnership commitment by COSLA, SOLACE and Scotland’s local 

authorities 

 

We have stimulated the conversation and local people are willing to 

engage; community pride is a big driver for voluntary activity 
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For Northern Ireland 

Seize the opportunity 

 

Get behind the efforts of TNI – they mean business 

 

Empower communities to take action. This is about 

hearts and minds 

 

National and local governments MUST invest – this is a 

spend to save initiative 

 

Corporate giving will follow if government shows the 

way 

 

This is the right time for action; there has been a call to 

engage at a European level 
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For Northern Ireland 

. 

Thank You 
 

Please contact me at: 

 

Derek A. Robertson 

Chief Executive 

Keep Scotland Beautiful 

 
 

derek.robertson@ksbscotland.org.uk 

 

www.keepscotlandbeautiful.org.uk 
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