
Consumer Comms Workshop
Thursday, 3 August 2023



2

Statement of Competition Compliance

All meetings of Deposit Return Scheme Ireland CLG t/a Re-turn are conducted in accordance with 

relevant competition laws. This meeting shall not enter into any discussion, activity or conduct that 

may infringe, on its part or on the part of its Members, any applicable competition law.

You are therefore reminded that you will refrain from discussing any information which is 

confidential to your company and/or which, if disclosed, might reasonably be expected to 

influence the commercial strategy and/or competitive position of any other party receiving that 

information.  You are in the best position to judge what is, and what is not, commercially sensitive, 

or confidential and so responsibility lies with you in the first place.

However, by way of example, Members shall not discuss, communicate, or exchange any 

commercially sensitive information, including, but not limited to, non-public information relating 

to prices, marketing and advertising strategy, costs and revenues, trading terms and conditions 

with third parties, including purchasing strategy, terms of supply, trade programmes or distribution 

strategy. This applies not only to discussion in formal meeting but also to informal discussions 

before, during and after meetings.
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Agenda

 

Introduction – housekeeping and 
competition compliance policy

11 – 11.10

Objectives of Workshop 11.10-11.20

Recap of Comms Progress to date 11.20 – 11.40

Breakout session 11.40 – 12.15

Feedback & Discussion 12.15-12.45

Wrap up and next steps 12.45-1pm
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Objective of the Consumer Communications 
Workshop

The objective of the workshop is :

▪ To build on the Retailer Toolkit to leverage greater brand coverage and 

messaging at POS / POP

▪ To present overview of national ad campaign concepts and discuss 

opportunities to collaborate on communications campaigns with Re-turn 

▪ To understand potential challenges for all stakeholders 

▪ To align the consumer communications approach of all stakeholders in the 

coming months, ensuring a successful lead in and launch of the national 

deposit return scheme. 
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Re-turn Consumer Research

Consumer research by Amarach in February this year 

included 30 questions delivered to an 18-55+ ABC1/ 

C2DEF demographic of 1,000 people nationwide.  

*Key points of interest from research include:

• 89% of consumers agree that recycling drinks 

containers reduces litter and pollution

• 82%  of the population consider the impact their 

recycling behaviour will have on future generations 

at some level

• 74% think that placing a monetary value on drinks 

containers will incentivise consumers to move away 

from a throwaway culture to one of returning 

valuable materials



Brand Development
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Re-turn Comms  to date

Brand Assets 

• Technical & Labelling Specification 

Manual

• Producer Guidelines & Logo Assets

• RVM Brand Guidelines & Assets

• Retailer Toolkit & Assets

• Guidelines
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RVM Branding

RVM Branding   

RVM External 
Enclosures 
branding
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Posters /Notices

• Guidelines
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• Guidelines

 

Shelf Price Cards
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• Guidelines

 

Till Receipt
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Pull-ups Shelf Wobblers
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• Guidelines

Security GatesCheckout Dividers
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Retailer  Handout
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• Guidelines

 

Ad Campaigns 
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Retailer Staff Info



National Ad Campaign



THE PROBLEM

THE INSIGHT

People are confident in their existing 
recycling behaviours but, the launch of 

Re-turn will set a new standard.

People will typically choose to keep things “as is” 
even if they understand that changing their behaviour 

would ultimately lead to a better outcome. 

THE STRATEGY
Inbue positive emotion into the desired behaviour and help 
people to plan their actions in an exciting and engaging way. 

THE STRATEGY



CONCEPT ONE

BRING IT BACK



THE RE-TURN REMIX
Remix of the classic track Bring It Back

to educate and inform our audience on what Ireland’s new deposit return scheme is all 

about and what you can do to play your part. 

It’s a light-hearted way of telling a serious message, using an iconic music track 

(sang by an Irish artist) to create 

a strong association and memory structure in people's minds

For cutdowns, we’ll focus on reinforcing the key messages around the initiative 
- How simple it is to do, what cans/bottles you can deposit, showing how you 
can build a habit of Re-turning - whilst continuing to create memory structures 

through the song.



RE-TURN
BRING IT BACK : THE EXECUTION STYLE



RE-TURN
BRING IT BACK : THE EXECUTION STYLE



RE-TURN

BRING IT BACK : Extending the campaign

Adjacent OOH

We’ll create social and digital 
billboards that allow us to have 
interaction between Re-turn ads 
and beverage brand ads. For 
example, A drinks ad finishing a 
can and a hand from a 
neighbouring Re-turn ad taking the 
bottle from the coke ad into the 
Re-turn ad.
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Communications Challenges

As Re-turn launches to the general public on 01 February 2024, there are a number of 

communications challenges: 

• Ensuring consumers are aware and understand why the national Deposit Return 

Scheme is being introduced in Ireland

• Ensuring a full understanding of how the Scheme will operate from 1 February

• Ensuring consumers understand that the Deposit is not perceived as a tax/levy  

• Managing the transition period to minimise consumer confusion on start date of 

Deposit Return and subsequent roll-out

• Providing full support to Retailers at POS/POP to ensure a positive, informed 

launch to consumers, with minimum complaints.



Break Out Session
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Questions

• Are there particular methods of communications /messaging  that would be effective in driving 
consumer awareness?

• How can we work together to raise awareness and understanding for both retail staff and 
consumers about the deposit return scheme, making sure they fully understand how it works and 
why it's beneficial?

• What do you believe are the biggest challenges we face in introducing the Deposit Return Scheme 
and how can we approach to mitigate 

• Are there opportunities for Re-turn to partner with Retailers in-store or provide POS for consumer 
awareness & understanding  that resonate with the customer base

• Are there any opportunities for promotional initiatives with Producers that can elevate the 
visibility of the deposit return scheme?

• What brand assets would be most valuable / effective for consumer awareness
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