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HOPE CARIBBEAN 
1.0 Introduction 

• Improper Waste Management has proven to be a great problem in Jamaica. As a result, Jamaica Environmental 
Trust (JET) launched The Clean Coasts Project (CCP) in 2014 aimed at addressing poor waste management and 
resulting marine debris in Jamaica.

• JET in February 2015 launched a public education campaign under CCP- Nuh Dutty Up Jamaica. The campaign 
aimed to increase public awareness about the impacts of improper solid waste disposal on public health, 
livelihoods, property and the marine environment; to educate the public on practical steps to improve waste 
disposal habits; and to encourage behavior change/proper waste disposal practices. 

• In July 2015, JET commissioned The Nuh Dutty Up Jamaica Campaign Evaluation which was carried out by Hope 
Caribbean. The results from that study indicated an 89% overall campaign recall. The campaign has continued 
since 2015 and has included new materials and messages. 

• JET was desirous of doing a follow-up study to evaluate The Nuh Dutty Up Jamaica Public Education Campaign in 
2019. 

• To this end Hope Caribbean submits the following report to evaluate the effectiveness of the The Nuh Dutty Up 
Jamaica Public Education Campaign over a four year period.  The results of this study was tracked against 2015, 
to determine the campaign’s relevance, effectiveness and overall impact. 
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HOPE CARIBBEAN 2.0 Objectives 

• The overall objective of the project was to evaluate public awareness regarding solid waste management in Jamaica, including better waste 
disposal practices.  The research was geared at enabling key stakeholders to understand: 

• Level of awareness of the NDUJ campaign and current communications

• The communication elements that had been most effective in conveying the key campaign message

• Whether the NDUJ has had a positive impact on individuals’ attitude and behaviour towards solid waste management 

• Specifically, the project therefore measured:

• Level of awareness of the NDUJ campaign and current communications

• Reach of the various communication tools

• Comprehension of the message

• Specific likes and dislikes

• Perception of the campaign (benefits and disadvantages)

• Change in attitude and behaviour as a result of the campaign

• It was also proposed that the campaign evaluation assess the impact of the campaign on behavior.  This was explored by measuring the 
extent to which exposure to the campaign was related to the appropriate behaviour.

• Exposure was measured in terms of basic awareness (campaign recall) as well as intensity of exposure measured through more detailed 
knowledge and multiple source exposure. 
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HOPE CARIBBEAN 
3.0 Methodology 

• In order to achieve the project objectives, a multiphase approach was proposed. In the first 
phase, the quantitative method of survey research was employed. In the second phase the 
qualitative research methodology of focus group discussions (FGD) was employed. 

Phase 1: Quantitative Phase

• A total of 400 males and females were interviewed. The primary target for the NDUJ campaign 
was the adult population 18 years and older from middle and lower income socio economic 
backgrounds. This included social media users and employees of hotels in resort areas such as 
Ocho Rios and Negril. 

• Respondents were intercepted in central locations such as shopping centres and parks. Data was 
collected using a structured instrument developed in collaboration with the client. 

• The previous wave’s evaluation was conducted in KMA, St. Elizabeth and Ocho Rios. However, this 
wave’s study was conducted in Kingston, St. Catherine, St Elizabeth, Clarendon, St. James, St. Ann 
and St. Thomas. Inclusion of these parishes accounted for 75% of the population. 
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Respondents
(N=400)

%

GENDER 

Male 50%

Female 50%

SE 

ABC1 27%

C2 35%

DE 38%

AGE 

18-29y 36%

30-39y 26%

40-49y 22%

50y and over 12%

PARISH 

KSA 25%

St Elizabeth 10%

St. Ann 10%

St. Catherine 25%

Clarendon 10%

St. James 10%

St. Thomas 10%



HOPE CARIBBEAN 3.0 Methodology

Phase 2: Qualitative Phase:

• The qualitative method of focus group discussions was employed among the identified target population. A total of 4 focus 

group discussions were held in Kingston and St. Ann. Final target group details were guided by the results of the survey phase. 

The FGD composition is detailed below:   
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FGD Gender Age
Socio-economic 

group

1

KMA; Mixed gender
20-35y ABC1

2 20-35y C2D

3

Rural; Mixed gender
20-35y C1/C2

4
20-35y C1/C2



HOPE CARIBBEAN 4.0 Executive Summary 
SUMMARY: OVERALL CAMPAIGN RECALL
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Overall Campaign 
Recall: 

99%

Ad recall: 
86%

Tagline 
Recall: 96%

Logo Recall:  
70%

Jingle 
Recall: 96%

*Total Ad Recall represents a count of all those who recalled an NDUJ ad/social media video. 

Universal Awareness achieved for the overall Campaign 
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Overall 
Campaign 

Recall: 
99%

*Overall Campaign represents a count of all those who 
recalled any of the specified elements of the NDUJ campaign

4.0 Executive Summary 

SUMMARY: CAMPAIGN EFFECTIVENESS

52% 
behaving 

differently

63% 
thinking 

differently

95% rated 
campaign 
well: Top 3 

box



HOPE CARIBBEAN 

4.0 Executive Summary 

Spontaneous Awareness 

• The NDUJ Campaign experienced increased spontaneous awareness over the period (81% in 2019 vs. 57% in 2015). The 
majority (65%) noted that they had recalled Nuh Dutty Up Jamaica from the ads on garbage disposal, an increase from 
previous wave (33%). 

• Television remained the main source of exposure (90% in 2019 vs 82% in 2015). 

• Overall, ads were said to encourage 51.7% of respondents to discuss the message with family/friends/co-workers.  

• Despite the ads notable impression on respondents, 48.3% had never discussed the ad and noted that they had never 
thought about doing so (45%). Interestingly, another 19% stated that everybody already knew about the ads/should know 
not to litter.

Prompted Awareness 

• The NDUJ Campaign, inclusive of ad, tagline, logo and jingle, had an overwhelming prompted ad recall for almost all 
respondents (99%). 

• The jingle experienced almost universal prompted recall (96%), an increase over the period (68% in 2015).  

• The Animated PSAs had the highest recall of all the PSAs probed. Specifically, the Anti-littering PSA 1 (bottle from 
vendor to the sea) (53% in 2019 vs. 45% in 2010), followed by Anti-littering PSA 2 (flooding) (44% in 2019 vs. 38% in 
2015) and the newly introduced Composting PSA (39%). 

• The campaign also experienced increased awareness of its tagline (96% in 2019 vs. 82% in 2015) and logo (70% in 2019 vs. 
43% in 2015)over the period. 
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HOPE CARIBBEAN 

4.0 Executive Summary 

Response to Specifics of NDUJ Ads

• The noteworthy impact of the PSAs were also expressed in the qualitative phase, with the animated PSAs having 
the greatest impact. Overall, these ads were liked because they showed the effects of littering. They were also well 
liked for their youthful, animated and humorous concept, as they were thus able to appeal to all ages. 

• The animated PSAs’ mascot, the rat, resonated with respondents and was thought to be suitable for the message 
being communicated. However, the rat was thought to be used inappropriately in various instances.  

Rating of the NDUJ campaign

• The campaign received high ratings: 

• Almost three-quarters (71%) rated it overall as excellent/very good. This was an increase from the 58% who 
rated the campaign excellent/very good in 2015.

• Just over three-quarters (79%) rated the ads as a good fit to encourage Jamaicans to dispose of their garbage 
properly.

• Over a half (55%) as effective to encourage Jamaicans to dispose of their garbage properly.

• Participants from the qualitative phase gave an 8-10 rating on the animated PSAs’ on effectiveness. 
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HOPE CARIBBEAN 4.0 Executive Summary 

Self-Reported Impact 

• Among respondents, the campaign was viewed as having had an impact on both their thoughts and 
behaviour. More than half (63%) indicated that they thought differently and 52% stated that they behaved 
differently as a result of the campaign. 

• Specific self-reported impact was that most agreed that they “talked to people they saw littering and told 
them to stop” (63%), “talked to their children about littering” (59%) and “talked to coworkers about 
littering” (57%).

• Future intention to engage in appropriate behavior was also high, regardless of engagement in the 
campaign. This was seen in at least 8 in 10 being very likely to intend to always use a garbage bin, carry 
personal garbage until a bin is available and bag household garbage for collection. 

• Although, the composting PSA received great reviews, those indicating that they would be very likely to 
compost in the next 7 days was considerably lower (36%). This could possibly be attributed to the thought 
that composting as illustrated in the composting PSA was a very tedious task which required much effort 
and time. 
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HOPE CARIBBEAN Points to Consider 

Education: Strengthening the Campaign 

• Overall campaign recall increased over the period. Specific recall was highest for the animated PSAs, specifically the 
Anti-littering PSA 1 (bottle from vendor to the sea) and Anti-littering PSA 2 (flooding). These were the two original 
PSAs from the campaign’s 2015 inception, thus, these would have had a longer air time than the other animated 
PSAs. It was also found in the qualitative portion that majority were unaware of the other animated PSAs, 
nevertheless their content was lauded and well-liked. NDUJ should consider giving the other animated PSAs 
increased air time and so increase their recall and impact. 

• The intention to practice appropriate garbage disposal behavior was high. However, actual behavior was 
considerably lower, specifically carrying personal garbage until finding a bin. The campaign could seek to address 
carrying personal garbage as a focal point to strengthen this behavior.  

• Additionally, composting should also be considered as a another focal point of the campaign. This is so, as the 
Composting PSA had the highest recall of all newly introduced PSAs. The PSA had received a 10 rating in the 
qualitative phase, specifically because it demonstrated the usefulness of waste. Focusing on composting could lead 
to increased likelihood of engaging in composting. Qualitative feedback suggested that likelihood to compost may be 
hampered by the perceived difficulty of proper implementation. Viewers also comforted themselves with the fact 
that they currently engaged in some sort of composting. This was invariably the throwing of vegetable and fruit 
waste at the base of trees. 
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HOPE CARIBBEAN 

Points to Consider 
Education: Strengthening the Campaign cont’d 

• Social Media Vlogs and videos were considered as being very informative, but had low recall. Efforts could be 
made to convert social media/vlog content into PSAs. These should raise awareness as to the specific effects of 
plastic pollution on the environment and alternatives to plastic commodities. 

• Every community is different; each having its own issues in relation to improper waste disposal. As such it is 
suggested that NDUJ incorporates a tailored training session in communities to address issues that directly affect 
their garbage disposal methods.                          

Infrastructure: Strengthening Actual Correct behavior 

• Lack of garbage bins was also a crucial element of improper waste disposal. The model community aspect of the 
campaign was lauded and well-liked. As such, more community interventions could be done to provide the 
necessary infrastructure that would promote correct garbage disposal behavior. 

• Infrequent/non- collection of garbage was another crucial element of improper waste disposal. Although, the 
intervention done in communities to provide garbage bins were lauded, infrequent/non- collection of garbage 
was still an issue that needs to be addressed. In addition to NDUJ’s intervention plan in communities, allowances 
should be made to collaborate with NSWMA as a garbage collection partner.  This could be facilitated through 
residents/gate keepers of these communities who could discuss with NSWMA to find cost effective and efficient 
ways of garbage collection. 

• To encourage behaviour change/proper waste disposal practices, it is suggested that NDUJ lobby for policies that 
incentivize adherence. This could be done from a community level, especially in those areas where littering and 
pollution are currently a problem. 
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HOPE CARIBBEAN 

Summary of Findings
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HOPE CARIBBEAN 

5.1 Awareness of the NDUJ Campaign 
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HOPE CARIBBEAN 

57%

81%

2015 2019

Chart 1a: Unprompted Ad 
Awareness 2015 vs. 2019 

% of respondents 
(N=400)
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Q. Do you recall seeing or hearing ads or 
programs focusing on garbage disposal? Q. Where did you see or hear the advertisement?

2015 
(n=228)

2019 
(n=325)

TV 82% 90%

Radio 22% 37%

Other 7% 8%

Facebook 4% 11%

Bins/Garbage bins 3% 0%

You Tube 2% 7%

Word of mouth 2% 5%

NSWMA Garbage 
trucks 1% 0%

Billboards 0% 14%

Posters 0% 8%

Instagram 0% 6%

Twitter 0% 2%

Newspapers 0% 8%

Chart 1b: Where Ads Seen Or Heard 2015 vs. 2019 
% of respondents

• Overall, spontaneous recall for the Nuh Dutty Up 
Campaign increased almost three-fold from 18% in 
2015 to 53% in 2019. 

• Spontaneous recall was measured using unprompted 
recall of “Nuh Dutty Up Jamaica” among persons who 
recalled seeing or hearing messages or 
advertisements  focused on garbage disposal.  

• In 2019, more persons recalled having seen ads on 
garbage disposal when compared to the previous 
wave (2019: 81% vs 2015: 57%). (Chart 1a)

• Television remained the primary source of 
spontaneous recall (90% in 2019 vs 82% in 2015). 
(Chart 1b)

SPONTANEOUS RECALL 
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8%

3%

3%

5%

5%

7%

8%

11%

22%

33%

3%

0%

3%

3%

0%

3%

4%

16%

14%

65%

Don't remember

Man throws bottle into water

Cartoon/animated ad

How to dispose of garbage/Control your
waste/Proper garbage disposal

Seperate plastics from garbage/plastics
to be disposed of in particular ways

Man throws bottle in the water and
cause flooding

If you dispose of garbage improperly it
has an effect on on someone else

Keep wi island clean/ Keep jamaica
environment clean

Do not litter

Nuh dutty up Jamaica

Chart 2a: Specific Elements Of Garbage Disposal ads 
Recalled

YR. 2019  vs 2015
% of who recalled garbage disposal ads 

2019 (n=325)

2015 (n=228)

YR 2019
(n=325)

Keep our island Jamaica clean 32%

Dispose of your garbage responsibly 24%

Take better care of your environment 18%

Nuh dutty up Jamaica 17%

Don’t litter 17%

Littering makes us sick, causes rats 4%

To be environmentally conscious 4%

Recycle 3%

When you litter it gets into the sea 2%

Reduce single use plastic 2%

When your garbage gets in the gully it 
contaminates your food

1%

When you throw your garbage on the road it 
gets in the gulli 1%

Don’t litter while on the drive driving/walking 1%

• In 2019, more Jamaicans recalled ads 
related to garbage disposal and more 
recalled NDUJ as a specific element of 
these ads.

• The majority (65%) noted that they had 
recalled Nuh Dutty Up Jamaica from the 
ads on garbage disposal, an increase 
from previous wave (33%).  (Chart 2a) 

• The main message of the ads, correct 
garbage disposal and keeping 
surroundings clean, was the message 
recalled by all. (Chart 2b)

Chart 2b: Message Communicated 2019 
% of respondents who recalled garbage disposal ads

SPONTANEOUS RECALL 



HOPE CARIBBEAN 

SPONTANEOUS RECALL 

• The ads further prodded many who recalled them to 
action. Specifically, a half (51.7%) reported having 
discussed these ads with persons in their sphere of 
influence. (Chart3a)

• Those who had never spoken to anyone noted that 
they never thought about doing so (45%). 
Interestingly, another 19% stated that everybody 
knows already about the ads/should know not to 
litter. (Chart 3b)
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2%

5%

9%

10%

45%

My friends are not littering

Don’t think it's necessary

Everybody should know not to
litter by now

Everybody knows about it
already

Never thought about it

Chart 3b: Reasons why haven’t spoken to 
anyone about the campaign

% of respondents 
(n=157)

51.7

48.3

Chart 3a: 
Have you ever discussed the message of the 

campaign with any friends/family/co-
workers?

% of respondents
(n=325) 

Yes No
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82%

43%

96%

70%

Tagline Logo

Chart 4a: Prompted Tagline and Logo  Recall
% of respondents 

(N=400)

YR 2015 YR 2019

2%

15%

27%

68%

0%

45%

22%

46%

Do not pollute Jamaica
ecosystem/Keep
Jamaica clean/No

polluting

Don't throw things on
the ground/Don't litter

Dispose of your
garbage properly

Keep your environment
/surroundings  clean

Chart 4b: What Tagline Means To 
You?

% of respondents

2019 (n=383) 2015 (n=326)

AWARENESS OF TAGLINE AND LOGO (PROMPTED)

• The campaign also experienced increased awareness of 
its tagline and logo.

• Prompted recall of the tagline increased by 17% from 
82% in 2015 to 96% in 2019.  (Chart 4a)

• Awareness of the logo increased by 63% from 43% 
awareness in 2015 to 70% awareness in 2019. (Chart 4a) 

• The tagline synonymous with “keeping your 
environment clean” (46%) and “don't throw things on 
the ground/don’t litter” (45%). (Chart 4b) 

• While TV remained the primary source of recall for the 
logo, there were notable increases in logo awareness 
from billboards, posters and Facebook.  (Chart 4c)

Chart 4c: 
Where NDUJ logo seen

YR 2019 
(n=360)

YR 2015 
(n=175)

TV 63% 54%

Billboards 26% 8%

Posters 14% 3%

Facebook 12% 5%

Bins/Garbage bins 11% 13%

Newspaper 8% 3%

Shirt 6% 3%

NSWMA Garbage trucks 4% 3%

Bus Stops/Bus Sheds 3% 0%

JUTC bus 3% 0%



HOPE CARIBBEAN OVERALL RATING OF THE NDUJ CAMPAIGN 
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55%

79%

71%

Effective in encouraging Jamaicans to dispose of
their garbage properly

A good fit to encourage Jamaicans to dispose of
their garbage properly

Overall rating of the “Nuh Dutty Up Jamaica” 
Campaign 

CHART 5:
RATING OF THE CAMPAIGN TOP 2 BOX

% of respondents rating excellent/ Very good 
(N=400)• The campaign received high ratings with 71% rating it

overall excellent/very good. This was an increase from
the 58% who rated the campaign excellent / very good
in YR 2015.

• The campaign was also rated highly by most as being a
good fit (79%) and effective (55%) to encourage
Jamaicans to dispose of their garbage properly.



HOPE CARIBBEAN 

SELF-REPORTED IMPACT
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44%

33%

63%

52%

Made me think differently Made me behave differently

Chart 6a: 
NDUJ Campaign Made Think  or Behave Differently 

% of respondents 
(N=400)

YR 2015 YR 2019

• In addition to increased recall, the NDUJ campaign’s continuation 
through to 2019 increased its likely impact.  This was shown in 
increases in self-reported impact of the campaign on 
respondents’ thinking and behaviour.  

• In 2019, more than a half (63%) reported that the campaign made 
them think differently and 52% reported that it made them act 
differently. (Chart 6a)

• In 2019, reported impact of the campaign on respondents 
thinking appeared to be the less transactional “be clean/ stop 
littering” (11%) to broader considerations such as “proper 
garbage disposal” (22%), “how personal behavior affects the 
country” (13%) and how garbage harm even sea life (the fish) 
(8%). (Chart 6b & 6c)
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4%

5%

5%

6%

7%

10%

13%

30%

0

0%

8%

4%

0%

5%

22%

4%

11%

13%

Makes you aware of how garbage can
cause damage

Never realized how garbage harm fish

Awareness of surroundings/Pay more
attention

Caring for country

Thinking about flooding

Thought about proper garbage disposal

Started to notice how dirty
everyewhere was

Makes you want to be clean/stop
littering

How our behaviour affects our country

Chart 6b: How NDUJ Campaign Made Think Differently 
% of respondents

2019 (n=251)

2015 (n=157)

Q. If YES ASK: In what way did it make you think differently? DO NOT READ LIST

2%

2%

2%

2%

3%

3%

8%

23%

21%

52%

2%

2%

20%

15%

40%

0% 20% 40% 60% 80% 100%

Other

Don't throw garbage in rivers

Recycles plastic bottles

Sorting garbage

Don't throw garbage in the gullies

More careful in garbage disposal

Sensitize others about proper garbage disposal

Not littering/Keeping environment clean

If don't see garbage bin I keep my garbage till I
reach home

Throwing garbage in the garbage bin

Chart 6c: How NDUJ Campaign Made Behave Differently 
% of respondents

2019 (n=206)

2015 (n=121)

Q. If YES ASK: In what way did it make you behave differently? DO NOT READ LIST



HOPE CARIBBEAN 

SELF-REPORTED IMPACT

• Among respondents, the campaign was viewed as having had an impact on both their thoughts 
and behaviour.  

• Most agreed that after seeing or hearing the campaign they were empowered to discuss 
littering and not littering with others.   

• Specifically, most agreed that they “talked to people they saw littering and told them to stop” 
(63%), “talked to their children about littering” (59%) and “talked to a coworker about littering” 
(57%). (Chart 7)
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HOPE CARIBBEAN SPECIFIC IMPACT OF NDUJ CAMPAIGN: 

“AFTER SEEING OR HEARING THE CAMPAIGN…”

63%
59% 57%

35%
28%

56% 58%

48%

22% 23%

0%

20%

40%

60%

80%

100%

 I talk to people i saw littering
and told them to stop.

 I talk to my children about
littering

 I talk to my co-worker about
littering

 I organized a clean up
campaign for my community/

beach/ school/ other

I used to liter/throw garbage
into gullies/rivers and I stopped

Chart 7:   Specific Impact of NDUJ Campaign: 
After seeing or hearing the campaign….

% of respondents reporting strongly agree/agree
(N=400)

YR 2019 YR 2015
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HOPE CARIBBEAN INTENDED BEHAVIOR, SELF-REPORTED BEHAVIOUR AND 

CAMPAIGN EXPOSURE
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• Overall, the vast majority indicated appropriate behaviour intention. Specifically, most were very likely to 
intend to always use a garbage bin (91%), carry personal garbage until a bin is available (80%) and bag 
household garbage for collection (84%). (Chart 8a)

• Intention to compost was notably lower with a third (36%) indicating being very likely to engage in this in 
the next 7 days. Behaviour intention was similar regardless of awareness and engagement with the 
campaign. (Chart 8a)

• While most indicated strong appropriate behaviour intention, fewer translated this into consistent action.  
Despite the noted decline between intention and action, it remained that the majority was always using a 
garbage bin (61%) and always bagging household garbage of collection (68%). It was just over a half who 
indicated always carrying personal garbage with them until a bin was available (53%). (Chart 8b)

• The lower reported actual behaviour shows room for improvement and could be considered as possible 
direct focal points for future campaigns. Additionally, the lower likelihood of carrying personal garbage  
should be noted and is a clear area which can be addressed in future campaigns and activities. 



HOPE CARIBBEAN Chart 8a & b: Specific Impact of NDUJ Campaign vs. Intended Behaviour: Top Box
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61%

53%

68%

60%
54%

69%

59%

49%

68%
63%

56%

69%

Always use a garbage bin Carry personal garbage
home/until a bin is available

Bag household garbage for
NSWMA trucks to collect

Chart 8b: Actions done all the time after seeing campaign 
(based on self-report)

% of respondents reporting “all the time”

Total sample (N=400) Aware of NDUJ (n=383)

Low Engagement (n=179) High Engagement (n=217)

91%

80%
84%

36%

91%

81%
85%

36%

88%

79%
86%

35%

93%

81% 82%

37%

Always use a garbage bin Carry personal garbage
home/until a bin is available

Bag household garbage for
NSWMA trucks to collect

Use some of your garbage
to make compost

Chart 8a: Intended Behaviour
% of respondents reporting “very likely”

Total sample (N=400) Aware of NDUJ (n=383)

Low Engagement (n=179) High Engagement (n=217)



HOPE CARIBBEAN 

CAN LITTERING/ILLEGAL DUMPING BE SOLVED? 
(Source: Qualitative Phase)

• During the qualitative phase, participants noted that since the inception of the campaign in 2015, 
streets in some area appeared cleaner.  Despite this, participants noted that littering still existed 
as children were not taught to dispose of their garbage properly. Participants further noted that 
these children ultimately became ‘nasty adults’ who litter and dispose of their garbage incorrectly. 

• Majority were of the view that there were persons who had no alternative but to litter, either 
because there were no bins and/or infrequent garbage collection. 

• For littering to be solved, everybody has to make a decision to do the right thing. These ads make 
it impossible for ignorance to be an excuse. The creative and innovative way in which the 
information is presented through the campaign is digestible, thus reaching to everyone and has 
the potential to translate into behavioural change.  
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HOPE CARIBBEAN NDUJ ADS ARE NECESSARY:
(Source: Qualitative Phase)

• The NDUJ campaign and comprising messages were thus endorsed as necessary. 

• The campaign messages were  seen as providing a starting point to inform and influence 
appropriate garbage disposal practices. The campaign was perceived as necessary to build 
awareness and educate the population about proper waste disposal practices. 
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HOPE CARIBBEAN NDUJ ADS ARE NOT ENOUGH
(Source: Qualitative Phase)

• Waste disposal was seen as a complex issue which needed a multi-faceted approach to solve.  The NDUJ ads were perceived as an 
important starting point but were also seen as  insufficient to effectively solve the national problem of inappropriate waste disposal. Most 
participants explained that the correct and appropriate behaviour could be established and maintained by additional efforts done in 
collaboration with other entities.

• In order to adequately solve littering, it was believed that there needed to be a comprehensive approach inclusive of education, 
infrastructure, policies and enforcement as detailed below. 
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• NDUJ campaign- ads, 
community invasions, 
town hall meetings

Education 

• Frequent Garbage 
Collection 

• Proper Garbage bins

Infrastructure 
• Incentivize proper 

garbage disposal 

• Fines for littering and 
dumping 

Polices 

• Stricter enforcement 
of policies to ensure 
that proper behavior 
is adhered to

Enforcement
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5.2 Attitudes to Littering 
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HOPE CARIBBEAN 
Nuh Dutty Up Jamaica Campaign Engagement 

 In order to explore campaign impact, a measurement of engagement was developed using prompted awareness
of NDUJ ads. These ads included:

• Animated PSAs

o Anti-Littering PSA 1 (bottle from vendor to the sea)

o Anti-Littering PSA 2 (flooding)

o Anti-Littering PSA 3 (littering affects tourism)

o Plastic Bag Ban Animated PSA

o Road Code Animated PSA

• Nuh Dutty Up Di Road PSA

• Composting PSA

• Road Code (Bus Ride, Taxi and Bus Stop)

• Reduce Single-Use Plastic PSA

o Reduce use of plastic bags and Styrofoam boxes

o Skip the Straw

• Nuh Dutty Up Jamaica Jingle Original

• Nuh Dutty Up Jamaica Jingle- Christmas Lyric Video

 Low engagement was calculated as those aware of 1 to 3 ads and High engagement as those aware of 4 or more
ads.
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Low 
engagement

45%
High 

engagement
55%

CAMPAIGN ENGAGEMENT
% Of Respondents

(N=400)



HOPE CARIBBEAN Littering: Correct Knowledge

• Overall, correct knowledge was high among respondents. At least 9 in 10 had correct knowledge in terms of
the effects of improper garbage management on the environment, marine life and food. This was true despite
awareness of NDUJ, and level of engagement with the campaign. (Chart 12a)

Attitudes

• Respondents also displayed positive and appropriate attitudes to littering. At least 9 in 10 stated that they
endorsed that they could make a difference by throwing away their garbage properly and they were very
conscious of littering. Similarly, at least 9 in 10 disagreed saying that, as long as its only small bits and pieces I
don’t worry too much, dropping litter isn’t a problem if I know it is going to be cleaned up, I don’t feel any way
about leaving litter and places are do dirty these days it doesn’t matter if I leave litter. (Chart 12b)

Behaviour

• Nevertheless, at least half of respondents occasionally drop things and drop litter by accident. This was evident
in the 6 in 10 who strongly agree/agree that they sometimes drop litter, 5 in 10 occasionally drop litter and 1 in
10 drop litter because there are no garbage bins or the garbage bins were so full that they had no choice.

• Further to this, it was only 3 in 10 who stated that they strongly agree/agree that they don’t drop litter and
never would. (Chart 12c)
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Chart 12a: Correct Knowledge of the Effects of Littering: Top 2 Box (Strongly Agree/Agree)
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Chart 12b: Attitudes to Littering: Top 2 Box (Strongly Agree/Agree)
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Chart 12c: Behavior towards littering: Top 2 Box (Strongly Agree/Agree)
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HOPE CARIBBEAN 
Attitudes to Littering vs. Dumping Garbage 

- Positive Attitudes in theory do not amount to Positive Attitudes in context 
(Source: Qualitative Phase)

• Garbage management was not thought of in isolation as proper vs. improper waste disposal.  In fact, participants were of the view that 
littering and illegal dumping were two different concepts. With this comes stark differences in attitude, behavioUr and perceptions of both 
concepts. 
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HOPE CARIBBEAN Attitudes to Littering vs. Illegal Dumping Garbage

(Source: Qualitative Phase)

• Both littering and illegal dumping of garbage were thought of as ‘big’ problems in Jamaica. Illegal 
dumping was believed to be a big problem because it was considered to be done in large quantities and 
in places that were not designated for dumping. Littering, on the other hand, was considered because of 
its future effect, that is ‘it adds up’. Overtime small amounts of garbage become big problems if they are 
not disposed of properly. 

• The majority were of the view that persons who littered were ‘nasty’ or merely a product of their 
environment and culture. This is so as they were not taught to properly dispose of garbage as children. 
They noted that these kinds of behavioUr were inherent and learnt from a tender age. 

“I teach my children not to litter” 

“I was at school and a little boy just throw tomato and lettuce through the window on the 
corridor”
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HOPE CARIBBEAN 

Attitudes to Littering vs. Illegal Dumping Garbage

(Source: Qualitative Phase)

• On the other hand, there were those who believed that littering was excusable in certain 
circumstances. If there was no bin present or keeping the garbage was unsanitary or an inconvenience, 
some would deem it understandable. Despite this, it was still seen as littering, an unacceptable 
behaviour. 

• Disposing of garbage on an existing garbage heap on the side of the road was not described of as 
littering. Participants stated that a heap implied that someone was assigned to clean it up, especially in 
areas such as markets and towns. Some participants considered throwing their garbage in a heap a 
lesser evil than just randomly tossing the garbage anywhere. 

• Overall, the majority admitted to littering in certain circumstances. This, they noted, was at times a 
conscious behavior, but at other times was unconsciously done.  

“I throw di bottle on di ground, look how long mi a  look fi a garbage bin. Me? Mi naa walk 
wid it so long” 

“I just sling it (diaper) over the wall in the open lot. I never have no where to put it” 
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HOPE CARIBBEAN Attitudes to Littering vs. Illegal Dumping Garbage

(Source: Qualitative Phase)

• Dumping of garbage was thought of as a behavior done by certain kinds of people. If it was 
believed that a person or entity who could afford to dispose of their garbage properly, but chose 
to dispose of it incorrectly then they  were perceived as “nasty” and lazy. On the other hand, 
there were those who had no choice such as persons living in remote areas who had no or 
infrequent collection of garbage. 

“Where I live the main road have all the resort them, so the main road garbage truck 
come more frequent than the back road one. So people from back road come round and 
dump their garbage. Anywhere it land, it land , as long as it on the main road” 

“Where I live garbage truck don’t come regular so man in the area who have a pick-up 
charge for them to take up we garbage. We pay them a 5 bills, we nuh know wey them 
carry it. We nuh care” 

“I never see a garbage truck yet, we either dump it or burn it” 
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HOPE CARIBBEAN 
The Dynamics of Waste Disposal
- Evaluating the Response to Garbage Disposal Scenarios
(Source: Qualitative Phase)

• Five scenarios were probed to better understand the participants’ attitude towards littering and Illegal dumping. Based 
on responses, four (4) attitudes were established:

• Understandable littering: 

• This attitude was characterized by “littering with a conscience” i.e. throwing garbage in an existing pile. The 
pile brought about the assumption that it was an unofficial garbage  collection site that had been formed 
with the expectation of future collection. While still considered littering, it was a more acceptable form, 
especially if there was no bin or bins in proximity were full. Additionally, getting rid of the garbage was of 
importance, as keeping it would be considered an inconvenience. The young man throwing the garbage in 
the pile/heap of garbage on the roadside was an example of acceptable littering

• Unacceptable littering:

• Participants noted that there were scenarios where littering was unacceptable and could have been 
avoided. These scenarios, though true to life, took into account instances where garbage was small enough 
to be carried. The persons who partook in such behaviors were considered “nasty” and “lazy.” The young 
man throwing the sweetie paper on the ground in the bus and the mother throwing the soiled diaper in 
the bushes were examples of unacceptable littering. 
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HOPE CARIBBEAN The Dynamics of Waste Disposal
- Evaluating the Response to Garbage Disposal Scenarios 

(Source: Qualitative Phase)

• Understandable Dumping:

• In situations similar to the mother dumping her garbage in the gully these were considered to be a 
result of culture and condition. In these cases, culture was seen as traditional practices of garbage 
disposal i.e. dumping or burning of waste.  

• The lack of proper infrastructure was seen as another contributing factor to illegal dumping. This 
behaviour was also associated with specific areas.  

“I lived there all my life and I have never seen a garbage truck yet. I come see them 
burning garbage so that wah me do too” (St Ann)

“I go my friend house, she live on the gully side and she just fling di garbage in the 
gully” (Kingston)

• Illegal Dumping:

• This was defined as disposing of a large quantity of garbage in an area not designated for dumping. 
These included public spaces as well as private property and any places that had a ‘no dumping sign’. 
Persons indulging in this behavior were thought of being as ‘nasty’ and ‘lazy’. They were thought of 
as being in a position to do better but chose not to. This behavior was deemed unacceptable. 

“They just don’t want the garbage to be their problem” 

“They don’t want to spend money to dispose of it properly” 
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HOPE CARIBBEAN The Perception of Waste Disposal
- Response to Garbage Disposal Scenarios 

DROPPING THE SWEETIE PAPER IN THE BUS

“That’s littering” 

“Him nasty, him coulda put inna him pocket” 

“If I am in a bus I put in my pocket” 

“keep it in him bag”

“If it accidentally drop I not going pick it up”

“I have done that before”

THROWING THE DIRTY DIAPER IN THE BUSHES WHILE 
TRAVELLING 

“Mary have a baby, she must be prepared”

“She nasty”

“When I go to country an di change my child diaper I put in a bag 
and keep it at my foot until I reach my destination”

“I have done that before.. I just sling it over the wall in the open 
land”

“It is not acceptable, but she is going to do it any way”

BUSINESS THROWING GARBAGE IN A HEAP ON THE ROADSIDE

“That’s is illegal dumping”

“If it is business places they can come together and build a bin”

“he should go to jail”

“He should be educated to do better”

“He should set an example”
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HOPE CARIBBEAN The Perception of Waste Disposal
- Response to Garbage Disposal Scenarios 

MOTHER THROWS GARBAGE INTO THE GULLY

“She is nasty…That is illegal dumping”

“There’s no disposal structure, it’s not good but they don’t have a 
choice”

“That breed up rat and cockroach”

“Nasty she coulda burn it”

“Water pass through the gully, so if it block up it can affect us”

“It’s a thing in a certain area… based on culture and circumstances”

“I just look away because people will disrespect you”

MAN THROWS GARBAGE IN PILE

“Somebody a go pick it up”

‘I have been in that situation, I think that if they going to take up 
rest, they can take up mine too”

“Not going to be too rough on him”

“The heap is acceptable if there is no garbage bin near by” 

“When we pass it the next day, it gone so we know somebody pick it 
up”

“I will call it littering with a conscience” 

“I do that too”
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HOPE CARIBBEAN 

5.3 Animated PSAs
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HOPE CARIBBEAN 
Response to the Animated PSAs
(Source: Qualitative Phase)

• Overall, most focus group participants reported being aware of the animated PSAs.

• Anti-Littering PSA 1 (bottle from vendor to the sea) and Plastic Bag Ban Animated PSA had a
higher awareness than the other animated messages. Overall, the PSAs were liked because
they showed how littering affected the individual as well as the economy. This was
especially true for the Anti-Littering ad 2 (flooding) and the Anti-Littering ad 3 (littering
affects tourism).

• Generally, the animated PSA were well liked for their youthful, animated and humorous 
concept. They were thought to appeal to all ages and their content was clear and well 
communicated.    

• The PSAs received an 8-10 rating on effectiveness. Overall, the animated PSAs received high 
ratings and were perceived as being the most effective set of PSAs in the campaign, needing 
little to no improvement.
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HOPE CARIBBEAN Response to the Animated PSAs
(Source: Qualitative Phase)

• The majority of the participants recalled seeing the rat, specifically, the scene with the rat 

floating on the bottle.  The rat was thought to be a suitable mascot for the ads. 

• However, a few were of the view that the rat was at times used inappropriately. This was 

specific to: 

• The rat making a bigger garbage bag in the Plastic Bag Ban Animated PSA- “Why 

him a make a bigger bag” , “Cause him like garbage so more trash fi him run up 

an down inna” 

• The rat carry its useable shopping bag – “How the rat a do the right ting” 

• The rat scuba diving – “Rat nuh like water so that don't make no sense” , “Him 

just nuff so how him reach deh so” 
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HOPE CARIBBEAN Response to the Reduce Single Use Plastic PSAs
(Source: Qualitative Phase)

• This was one of the most seen animated PSAs from the campaign. This was largely due to the 
plastic ban being a topical issue. 

• The initial response to this PSA sparked debate on the quality of alternatives provided in place of 
plastic bags. The general consensus was that plastic bags were necessary to dispose of garbage 
and were reused to carry other items. 

“The paper bag just tear out” 

“I cant remember to carry my shopping bag”  
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HOPE CARIBBEAN 

Chart 13a: Prompted Awareness of Animated PSAs
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Q. What animated ads did you see? 
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2015 2019

• Anti-littering PSA 1 (bottle from vendor to the sea)
came out on top as the PSA with highest prompted
awareness (53% in 2019 vs. 45% in 2015), followed
by Anti-littering PSA 2 (flooding) (44% in 2019 vs.
38% in 2015). Both PSAs enjoyed an increase in
prompted recall over the period.

• These PSAs were followed by newly evaluated Road
Code Animated PSA (33%), Plastic Ban Animated PSA
(25%) and Anti-littering PSA 3 (littering affects
tourism) (23%).



HOPE CARIBBEAN 
Chart 13b: Where Ads seen 
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• At least 8 in 10 noted that they had seen animated PSAs on television. 
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Chart 14: Animated PSAs Communicated

Q. What do you think the animated advertisements are saying to you?

• The main messages communicated by the 

PSAs were:

• Keep our island clean (37%), 

• Nuh Dutty Up Jamaica (25%)

• Dispose of your garbage responsibly 

(25%). (Chart 14)
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Chart 15a & b: Likes and Dislikes for Animated PSAs

Q. What do you like about the ad(s)? 
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Q. Is there anything you dislike about the advertisement?

• Animated PSAs were specifically 

liked because the  message was 

good/positive (51%) and fun/catchy 

(24%). 

• The majority (93%) had no specific 

dislikes for the animated PSAs. 
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5.4 Nuh Dutty Up Di Road PSA
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HOPE CARIBBEAN Response to the Nuh Dutty Up Di Road PSA

(Source: Qualitative Phase)

• The Nuh Dutty Up Di Road PSA received a lackluster response. Words used to describe this PSA 
were along the lines of ‘not  inclusive’, even though participants were of the impression that all 
social classes participated in carnival. 

“Too uptown”

“Caters to a certain class”

• The majority were unaware of this PSA. The few participants who saw the PSA noted that they had 
seen it on television. 

• Participants noted that this ad was encouraging persons to invest in reusable cups and 
biodegradable lunch boxes. The PSA was liked for its initiative in addressing the litter issues 
experienced during carnival prior to the event. 
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HOPE CARIBBEAN Response to the Nuh Dutty Up Di Road PSA

(Source: Qualitative Phase)

• A few thought it was a good initiative. The message that was received was that even when having 
fun, we should not litter 

“I like it there is an energy to it” 

“Served its purpose” 

• With some minor improvements, the ad was thought to be suitable to be re-aired during the next 
carnival period. Improvements included: 

o Showing patrons actively disposing of garbage along the carnival route

o Include garbage bins with the ‘Nuh Dutty Up Jamaica’ Label to show where they 
should dispose of their garbage – “show bins to look out for along the way”

o Minimize on the introduction portion and ‘get to the point’ of the ad
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HOPE CARIBBEAN 

Chart 16a & b: Prompted Awareness of Nuh Dutty Up Di Road PSA
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82%

Chart 16a: Prompted Awareness of Nuh
Dutty Up Di Road PSA
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Yes No
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Chart 16b: Where PSA seen
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• There was low prompted 
awareness of Nuh Dutty Up Di Road 
PSA with only 18% citing that they 
knew the ad. 

• Of those aware of the PSA, the 
majority noted that they had seen 
the PSA on television (75%). (Chart 
16a & b)
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Chart 17: Nuh Dutty Up Di Road Ads Communicated

Q. What do you think the animated advertisements are saying to you?

• The Nuh Dutty Up Di Road PSA was said 
to communicate keep our island clean 
(32%) and dispose of your garbage 
responsibly (29%). 
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Chart 18a & b: Likes and Dislikes for Nuh Dutty Up Di 

Road PSA

Q. What do you like about the ad(s)? 
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Chart 18b: Specific Dislikes for the Nuh
Dutty Up Di Road PSA

% of respondents
(n=73)

Q. Is there anything you dislike about the advertisement?

• The Nuh Dutty Up di Road PSA 
was specifically liked because the 
message was seen as 
good/positive (42%). 

• The majority had no (92%) 
dislikes for this PSA. 
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5.5 Composting PSA
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HOPE CARIBBEAN Response to the Composting PSA

(Source: Qualitative Phase)

• This PSA was seen by majority of participants. Though the two composting PSAs were linked, most 
participants reported only seeing one.  

• Though participants reported being currently engaged in some form of composting such as the throwing 
of vegetable and fruit waste at the base of trees, this PSA provided them with an alternative way. This 
PSA was perceived to be aimed at educating the general public on how to compost

“Informative” 

“Interesting” 

“To the point” 

• Patria-Kay Aarons was thought to be very eloquent and detailed in her instructions. A few noted that 
they had even attempted to follow the steps communicated. However, this was not followed through by 
many as they thought it was a tedious task which required much effort and time. 

• The PSA had received a 10 rating because it demonstrated to participants that their waste was useful. 
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Chart 19a & b: Prompted Awareness of Composting PSA
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Chart 19b: Where PSA seen
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(n=156)• Prompted Awareness for this newly 
introduced PSA was cited by just over 
one-third of respondents (39%). 

• Those recalling Composting PSA 
noted that they had seen it on 
television (90%). 
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Chart 20: Composting PSAs Communicated

Q. What do you think the animated advertisements are saying to you?

• The main message communicated in the 
PSA were we should use some of our 
garbage for compost (29%). 

• This was followed by you can turn natural 
waste into soil (17%) and keep our island 
clean (12%). 



HOPE CARIBBEAN 

Hope Caribbean Co. Ltd., September 2019 61

1%

1%

3%

8%

10%

26%

34%

0% 20% 40% 60% 80% 100%

Like the song

It is children friendly/kids can
relate to it

It is fun/catchy

Learnt something new

Nothing

Like how she showed you how to
compost

Message is good/positive

Chart 21a: Specific Likes for the Composting 
PSA

% of respondents
(n=156)

Chart 21a & b: Likes and Dislikes for Composting PSA

Q. What do you like about the ad(s)? 
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Q. Is there anything you dislike about the advertisement?

• Majority stated that the PSA was 
liked specifically because the 
message is good/positive (34%) and 
like how she showed you how to 
compost (26%). 

• Majority (97%) had no specific 
dislikes for the PSA. 
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5.6 Reduce Single-Use Plastic 

Content
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HOPE CARIBBEAN 
Response to the Reduce the Use of Plastic Straws Social Media Video “Skip 

the Straw”
(Source: Qualitative Phase)
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• This video was thought to be very informative, as it enlightened the general public 
about the inhumane effects of plastic straws i.e. effects on marine life. The video also 
provided environmentally friendly alternatives. Additionally, it explained why plastic 
straws were banned. 

• Participants were moved by the real life events presented in the video, which increased 
the effectiveness of the video. 

• Though some described the presenters as ‘boring’, the overall video was thought to be 
“relatable,” “organized” and “giving facts.”

• The video received high ratings for its effectiveness and was thought to communicate 
the message well. It was suggested that images of the effects would have made the 
video even more effective.
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Social Media Video “Skip the Straw”
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Chart 22a: Prompted Awareness of 
Reduce Plastic Straws 
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Chart 22b: Where Social Media Video seen
% of respondents

(n=42)
• One in ten (10%) indicated prompted 

awareness for the ‘skip the straw’ 
social media video. 

• Of those who were aware, most cited 
the incorrect response as to where 
the social media video was seen 
(television, 79%). 

• 17% of respondents cited the correct 
response that they had seen the 
video on social media. 
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Chart 23: Reduce Single Plastic Straws Social Media Video “Skip the 

Straw” Communicated 

Q. What do you think the animated advertisements are saying to you?

• Respondents were unable to provide accurate 
responses as to the message this social media 
video communicated. 

• Some respondents noted that they didn’t pay 
attention, so they were not sure of the main 
message (14%). 

• Others proposed that the main message was 
the scandal bag ban (14%) and take better care 
of your environment (10%). 
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Response to the Reduce Single Use Plastic Social Media Video “Reduce use of 

plastic bags and Styrofoam boxes ”
(Source: Qualitative Phase)
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• This social media video was believed to be aimed at encouraging patrons to reduce the use of single 
use plastic by utilizing re-usable bags and food storage containers. Majority of the participants 
perceived this video to be ‘boring,’ despite the valid information provided.  The tips provided were 
appreciated, but participants wished that the presenters had a more vibrant presence. 

• It was noted that to carry a plastic container to a cook shop/restaurant was a bit unrealistic, as most 
establishments would not be likely to entertain this initiative.

“ No restaurant is going to take that… they are going think they serving more”

“I wouldn’t walk with my plate, it doesn’t look appropriate”

“It look like me a beg food”

• There were also some concerns expressed about the reusable bags provided. They were considered 
weak and of poor quality. Participants suggested that the government should ensure that reusable 
bags coming on the market were of good quality before distribution.
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Chart 22a & b: Prompted Awareness of Reduce Single-Use Plastic Social 

Media Video “Reduce use of plastic bags and Styrofoam boxes ”

7%

92%

1%
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• Reduce use of plastic bags and Styrofoam 
boxes had 7% prompted awareness. 

• Just under a half (43%) of those aware of 
the ad indicated that it was informing the 
public about plastic bags.

• A quarter indicated that they didn’t 
remember (25%) what the social media 
video was about.
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Chart 24a & b: Likes and Dislikes for Reduce Single Use Plastic Social 

Media Video “Reduce use of plastic bags and Styrofoam boxes ”

Q. What do you like about the ad(s)? 
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Chart 24b: Specific Dislikes for the 

Reduce Single Use Plastic 

% of respondents
(n=28)

Q. Is there anything you dislike about the advertisement?

• The reduce use of plastic bags and
Styrofoam boxes social media video
was liked by more than a half because
message is good/positive (61%).

• The majority (96%) who were aware of
this social media video noted that they
had no specific dislikes.
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5.7 Road Code PSAs
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HOPE CARIBBEAN Response to the Road Code PSA

(Source: Qualitative Phase)

• The Road Code PSAs were by far the most loved among the batch. Participants appreciated the 
authenticity of the situations and the personality of Bella Blair. 

“It’s reality, its what we do everyday… Jamaican people feisty”

• There were (3) different scenarios and all received high praise. Despite this, the majority had 
never seen the PSAs or had only seen one of the ads presented. It was suggested that these ads 
be given more push on mainstream media platforms, because they were thought to be very 
effective and entertaining. 

“It’s interactive; quick and fass”
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Chart 25a & b: Prompted Awareness of Road Code PSA
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Chart 25b: Where PSAs seen
% of respondents

(n=168)
• More than half (58%) were unaware of 

any versions of the Road Code PSA.

• Taxi Road Code PSA received the 
highest prompted awareness (33%). 

• Among those who recalled the PSAs, 
the majority indicated that these ads 
were seen on television (85%). 
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Chart 26: Road Code PSAs Communicated

Q. What do you think the animated advertisements are saying to you?

• The majority noted that the Road Code PSAs 
communicated the messages of:

• Keep our island clean (25%)

• Nuh Dutty Up Jamaica (21%) 

• Dispose of your garbage responsibly 
(20%). 
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Chart 27a & b: Likes and Dislikes for Road Code PSA

Q. What do you like about the ad(s)? 
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Chart 27b: Specific Dislikes for the 
Road Code PSA
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Q. Is there anything you dislike about the advertisement?

• Just under a half (46%) noted that the 
Road Code PSAs were specifically liked 
because the message was 
good/positive (46%). 

• The majority (95%) noted that they 
had no dislikes for the PSAs. 



HOPE CARIBBEAN 

5.8 Christmas Jingle/Lyric Video
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HOPE CARIBBEAN 
Response to the Christmas Jingle/Lyric Video

(Source: Qualitative Phase)

• The Christmas remix of the infectious melody of the Nuh Dutty Jamaica theme song received mixed 
reviews. While some were intrigued to hear another version of the beloved song, it was thought to be too 
fast, hence difficult to follow.  The lyric video was thought to be lacking in aesthetic appeal. This video 
could have been improved with the inclusion of animation/graphics instead of still pictures.

• The video received ratings between 5-7 on its effectiveness. It was said to not be as appealing as the other 
ads. 

“It not catchy” 

“Did not make an impact on me”

• Despite the concern, it was deemed suitable for the season and with a few improvements could be 
reused.

“Can play at Christmas time”

“Seasonal”  

Hope Caribbean Co. Ltd., September 2019 75



HOPE CARIBBEAN 

Chart 28a & b: Prompted Awareness of Christmas Jingle/Lyric Video
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• The Christmas Jingle/Lyric Video had 
a 9% prompted awareness. 

• Those aware of the lyric video noted 
the incorrect source of exposure, 
television (74%). 

• It was 12% who cited the correct 
source of exposure, social media. 
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Chart 29: Christmas Jingle/Lyric Video Communicated

Q. What do you think the animated advertisements are saying to you?

• The Christmas Jingle/lyric video was said 

to communicate keep our island clean 

(41%) and to a lesser extent Nuh dutty

up Jamaica (29%) and don’t litter (21%). 
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Chart 30a & b: Likes and Dislikes for Christmas Jingle/Lyric 

Video 

Q. What do you like about the ad(s)? 
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Chart 30b: Specific Dislikes for Christmas 
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Q. Is there anything you dislike about the advertisement?

• The Christmas Jingle/lyric video was 
specifically liked because the 
message was seen as good/positive 
(44%). 

• The vast majority (97%) of those 
aware of the Christmas Jingle/lyric 
video noted that they had no 
dislikes. 
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5.9 Original Jingle/ With Key Message
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HOPE CARIBBEAN Response to the Original Jingle/ With Key Message
(Source: Qualitative Phase)

• The jingle received overwhelming response. It was generally thought of as catchy, giving a good message and 
appealing for all age groups. Participants noted that at times they would sing out the lyrics of the song as well as 
hear others indulge in same. The majority shared the sentiments that the jingle need not to be changed and was 
effective in bringing across the message of proper waste disposal. 

• However, a few noted that Jamaicans might be so used to the song that it hasn’t affected a behavior change. They 
noted that majority of persons may know the song but have gotten immune to its message. 

“You might just see a man a flig a bokkle and a sing Nuh Dutty Up Jamaica” 

“We get used to it” 

“We hear it playing and sing, we not even a look on the TV to see what going on” 

• A few noted that it may need to be revamped so that it remains current and grabs persons’ attention to its 
message. 
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Chart 31a & b: Prompted Awareness of Original Jingle/ With Key Message
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% of respondents
(n=385)• Almost all respondents (96%) were aware 

of The NDUJ jingle.  This was a 41% 
increase over 2015 where two-thirds 
(68%) were aware of the jingle. 

• The NDUJ jingle was believed to 
communicate Keep our island clean (58%) 
and Nuh Dutty up Jamaica (49%). 
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Chart 32a & b: Likes and Dislikes for Original Jingle/ With Key 

Message

Q. What do you like about the ad(s)? 
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Q. Is there anything you dislike about the advertisement?

• The NDUJ jingle was specifically liked 
because message was good/positive 
(41%) and it is fun/catchy (40%). 

• The majority (96%) had no dislikes for 
the jingle.  
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Chart 33: NDUJ Social Media Interaction 
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2019 2015

• There was increased interaction with NDUJ Social media.
Specifically, just over a third of respondents (34%) reported
having interacted with NDUJ’s Social Media accounts, an
increase from 2015 wave (8%).

• Participants were more likely to engage in watching Nuh
Dutty Up Jamaica campaign on YouTube (22% in 2019 vs.
3% in 2015). Followed by liked the Nuh Dutty Up Jamaica
campaign on Facebook page (16% in 2019 vs. 3% in 2015)
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HOPE CARIBBEAN Chart 34: Prompted Awareness of NDUJ Personalities/Spokespersons 
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2015 2019• Prompted awareness of NDUJ personality/spokespersons 
improved over the period. 38% of respondents did not 
know the NDUJ personality/spokespersons, a significant 
decrease from 2015 wave (84%). 

• Current NDUJ personality/spokespersons were virtually 
unknown. This is so as at least 1 in 10 had prompted 
awareness of Patria-Kay Aarons (13%) Elaine Thompson 
(8%) and Sevana (3%). 

• Dutty Berry (27%) and Bella Blair (24%) were identified by 
approximately a quarter of respondents as the NDUJ 
personality/spokespersons.
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Response to NDUJ Personalities/Spokespersons 

(Source: Qualitative Phase)

• Overall, focus group participants were of the view that the personalities/spokespersons 

were not doing enough to promote the campaign. This was so as they were not actively 

engaged in pushing the agenda. 

• It was suggested that individuals who were more influential needed to be ambassadors of 

the campaign. Individuals such as Prince Pine, Deno Crazy and Candy Baddy were 

suggested. 
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5.12 Model Community Documentary
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HOPE CARIBBEAN Response to the Model Community Documentary

(Source: Qualitative Phase)

• The majority were unaware of this aspect of the NDUJ campaign. 

• Overall, this initiative was lauded for attempting to tackle the problem of improper garbage 
disposal. 

“Like the approach taken to bring garbage bins, so if there are garbage around them they 
can not say it is because there is no bins”

“It is a good start/effort”

• However, it was noted that the initiative should not only be done in areas aligned with the tourism 
sector. This is so as garbage is an island wide problem. Additionally, participants suggested that 
there be a follow-up to investigate if garbage management has improved. 

“The attempt is good but the monitoring and evaluation will have to come into place to 
see if it was effective”

“After they distribute the bins in Nine Miles who going come for it because no truck comes 
up here”

“This is only a part of the solution”
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5.14 Media Consumption 
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Chart 36: Time Local Station Watched Most Often
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Television Jamaica CVM Television 

2015
(n=276)

2019
(n=273)

2015
(n=88)

2019
(n=48)

Morning 17% 24% 9% 31%

Mid-morning 3% 4% 2% 6%

Afternoon 8% 8% 9% 19%

Late Afternoon 1% 5% 1% 2%

Evening 31% 30% 23% 31%

Night 47% 57% 57% 71%

No special Time/ Throughout 
the day

5% 11% 7% 2%

Other 1% - 1% -

No answer 1% - 1% -
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Chart 37: Program On Local Station Watched Most Often
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Television Jamaica CVM Television 

2015
(n=276)

2019
(n=273)

2015
(n=88)

2019
(n=48)

News 74% 73% 78% 70%

Smile Jamaica/ CVM at Sunrise* 11% 5% 1% 6%

Nothing special 3% 9% 3% 10%

Digicel Rising Stars 2% 7% - -

Series (eg. Suits, Teen Wolf) 1% 1% 2% -

Movies 1% 1% 2% 2%

Soap Opera (eg. It seems beautiful, 
Strange Love and Generations)

3% 1% 14% 8%

JIS 1% - 1% -

Cartoons 1% 8% - 2%

Sports 1% 2% - 10%

* Program applicable to specific local station 
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Chart 38a & b: Local Radio Listenership
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Often
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• The majority (70%) indicated that 
they listened to the radio.  This was 
similar to the 2015 wave (69%).  

• As with the previous period, the 
radio stations listened most often 
were:
• Irie FM (27% in 2019 vs. 25% 

in 2015), 

• RJR (24% in 2019 vs. 14% in 
2015) 

• Mello FM (15% in 2019 vs. 8% 
in 2015)
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Chart 39: Time Local Station Listened Most Often
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IRIE FM RJR FAME FM MELLO FM

2015
(n=65)

2019
(n=75)

2015
(n=38)

2019
(n=66)

2015
(n=21)

2019
(n=17)

2015
(n=21)

2019
(n=42)

Morning 46% 48% 63% 53% 38% 59% 38% 50%

Mid-morning 19% 20% 13% 27% 19% 18% 5% 14%

Afternoon 15% 19% 21% 27% 19% 29% 29% 33%

Late Afternoon 5% 15% 5% 11% 10% 12% 19% 10%

Evening 11% 25% 18% 21% 24% 18% 19% 24%

Night 12% 19% 3% 14% 0% 18% 5% 24%

No special Time/
Throughout the day

17% 28% 13% 18% 29% 29% 10% 17%

Other 5% - 0% - 0% - 0% -

No answer 3% - 0% - 0% - 10% -

• At least 4 in 10 noted that they 
listened to Irie, RJR, Fame and 
Mello FM in the morning. 

• This was similar to 2015 wave 
with at least 3 in 10 indicating 
same.  
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Chart 40: Program On Local Station Listened Most Often
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2015
(n=272)

%

Music 24%

News 9%

Nothing in particular 13%

Allan and Dorraine/Paula 5%

Ron Muschette 4%

Lady Renee 4%

Muta (Stepping Razor/ Cutting Edge) 3%

Elise Kelly 3%

Barry G 3%

Morning Program/ Talk Show 3%

Hotline 2%

Cliff Hugh’s 2%

Wake Up Call 2%

Don’t know 6%

No answer 3%

2019
(n=280)

%

No specific program 23%

News 13%

Supreme Ventures Live Draw 1%

The Mayor’s Parlour 1%

Back to the Bible 2%

Life and Relationships 1%

Barry G Live 8%

Mello Day Break 5%

Gospel Train 1%

Easy Skanking with Elise Kelly 5%

Music 17%

Hotline 4%

Lady Renae 3%

Mutabaruka 2%

Don’t remember 4%

Burga Man 2%
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• The majority (73%) stated that they used 

social media, a slight decrease from the 
2015 wave (75%). 

• Facebook (63% in 2019 vs. 74% in 2015) 
remained the social media sit visited most 
often, despite its decrease over the 
period. 

• Instagram (38% in 2019 vs. 13% in 2015) 
was the second most visited social media 
platform which increased over the period. 
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FACEBOOK INSTAGRAM

2015
(n=218)

2019
(n=182)

2015
(n=37)

2019
(n=111)

Several times per day 62% 66% 87% 94%

Once per day 12% 11% 11% 13%

More than once per 
week

15% 8% 0% 4%

Once per week 4% 8% 0% -

Every other week 1% 1% 0% -

Once per month 2% 4% 0% -

Less Often 5% 2% 3% -

No answer 1% - 0% -

• Of those using Facebook, more than 
half (66%) stated that they visited 
platform several times a day. 

• Among those using Instagram. 
almost all (94%) indicated that they 
visited Instagram several time per 
day. 


