MPOEKT BG051P0001-7.0.07-0192
,»,O6MeH Ha onuUT 1 06PN NPAKTUKK B NPOBEKAAHETO HA MHPOPMALIMOHHN KAMMAHUK 33 E C@
pasgenHoTo cbbupaHe U TpeTUpaHe Ha oTnaabum — EKoTpeitH”
BbArapusi
MpoeKTbT ce ocbLiecTBABa ¢ GUHAHCOBATa NOAKPena Ha onepaTMBHa Nporpama ,Passutve Ha YoBeLKuTe \,r\i

ecypcn”, cbduHaHcMpaHa oT EBponeiickua coumnaneH ¢oHA Ha EBponeiickma cblos. .
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Husecmupa 6v6 éauemo bvoewe!

HAPDYHUK

Aobpu npakmuku u pabomeuwu nogxogu 3a BvBeXkgaHe Ha uHoBamuBHU Memogu u
nogxogu B BbA2apus npu op2aHusupaHe u npoBekgaHe Ha UHhOpMaUUOHHU kamnaHuu B8
obracmma Ha pa3geAHOMO MpemupaHe Ha omnagbuu

GUIDEBOOK

- Best practices and approaches for the introduction of innovative methods and
approaches in Bulgaria for organising and implementing information campaigns in
separate waste treatment
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HacToAWMAT HapbYHWK € NOATOTBEH B pamKuTe Ha npoekT BGO51P0001-7.0.07-0192 ,06meH Ha onuT v Jo06pu NPAKTUKM B NPOBEXKAAHETO Ha
MHGOPMALMOHHM KaMNaHUK 33 pa3fenHoTo cbbupaHe M TpeTupaHe Ha oTnagbum — EkoTpeliH”, peanusupar ot ,Ekobynnak” ALl B NapTHbOPCTBO C
,Komnanus ne Naeac AHoHumac — Meausa” (MopTtyranus) u ,UeseHT3oyH” OO/,

MpoeKTbT ce ocbliecTBsBa ¢ pUHAHCOBATA NMOAKPEna Ha onepaTueHa nporpama ,,Passutue Ha YoBeLlwKuMTe pecypcu”, cbduHaHcupaHa ot EBponeiickun
Cblo3 ypes EBponeiickma coumnaneH GoHa,

0O6wwa uen Ha npoekKrTa:
e U3rpaxpaHe Ha nnatpopma 3a NpeHoC Ha UAEeM 1 NIaHOBe 3a NogobpasaHe Ha 06pa3oBaHMETO, 0B6yYeHMETO U KBanudUKaLmMATa Ha paboTelute
33 ebeKTUBEH Npexos KbM ,,3e/1eHa” MKOHOMMUKa.

CneumduuHM Lenmn Ha NpoeKTa:

e Pa3BuTMe Ha YOBELLUKUTE PECYPCU B MEAMUTE M OpraHusauuuTte (BKa. pupmu, HMO 1 06LMHM), CBbP3aHM C NpoLLeca Mo ynpasaeHve Ha oTrnagbLu

e O6MsAHa Ha MEXAYHapPOAEH ONWT, 3HaHUA U AO6PU MPaKTMKM NPU OpraHM3auMaTa M NPoBeXAaHeTo Ha MMP M MHOOPMaLUMOHHU KamnaHuK B
o6s1acTTa Ha pa3AenHoTo CbbMpaHe 1 TPETUPAHETO Ha OTNAAbLIM KaTo €/IEMEHT OT ,3e/ieHaTa MKOHOMMKA”

Lienesa rpyna:

e KypHanucTu oT 6bArapcku Meauu, KOUTo NOAroTBAT MHGOPMALMOHHM MaTepuani 3a ,3eNeHaTa” MKOHOMUKa U OpraHu3aLLMm, OCbLLEeCTBABALLM
MHGOPMALMOHHM KamnaHun

e JlMua, 3aHMMaBaLLM Ce C BPb3KU C obLiecTBeHOCTTa B opraHusauuu (Bka. pupmu, HMO 1 0bLWMHM), cBBP3aHM C Npoueca No ynpasieHue Ha
oTnaabum

HapbyHUKBT e noarotTeeH ot ,EBpokoHcyaTaHTc Bbarapusa C.A.” AL,

The present Guidebook was prepared in the framework of project BGO51P0001-7.0.07-0192 “Exchange of experience and best practices in the
implementation of information campaigns for separate collection and treatment of waste - EcoTrain”, implemented by “Ecobulpack™ AD'in partnership
with ,Companhia de Ideias Anonimas — Media” (Portugal) and “EventZone” OOD.

The project is implemented with the financial support of operational programme “Human resources development”, co-financed by the European
Union through the European Social Fund.

General project objective:
e Establishment of a platform for the transfer of ideas and plans to improve education, training and workforce skills for effective transition to a
"green" economy.

Specific project objectives;

e Development of human resources in the media and organisations (including companies, NGOs and municipalities) associated with the process of
waste management

e Exchange of international experience, knowledge and best practices in the organization and implementation of PR and information campaigns in
the separate collection and treatment of waste as part of the 'green economy'

Target group:

e Journalists from the Bulgarian media that prepare information materials for the "green" economy and organisations carrying out information
campaigns

e Persons engaged in public relations in organisations (including companies, NGOs and municipalities) associated with the process of waste man-
agement

The Guidebook has been prepared by Euroconsultants Bulgaria S.A. AD.

BvBegeHue

YnpasneHneto Ha OTnagbuuTe Uenn yBenuyaBaHe Ha edJEKTMBHOCTTa OT NON3BAaHETO Ha pecypcute U HamMaiABaHe Ha
oTpuuaTenHuTe B'b3ﬂ,el7ICTBMH BbpPXy OKOJIHATa Ccpeda U 34paBeTo npe3 ueama XuM3HeH UUMKDBA Ha CbOTBETHUTE pecypcu.
CbluecTBeH efleMeHT OT TOBa yrnpasseHue e pasaenHoTo C'b6MpaHe Ha oTnagbuuTte U TAXHOTO NocneaBallo Onon3oTesopABaHe.

Bbarapus nosiara sHa4YUTENHU YCUANSA B Ta3M MOCOKA, a CYNEHCTBOTO HM B EBponeinckus cbio3 ot 2007 r. Hacam, KbM CTpaHaTa HU
ce NOCTaBAT U peauLa U3UCKBAHWUA B Ta3n 061acT, YNETO HEM3NBAHEHUE e CBbP3aHO U C PUHAHCOBM HaKasaHuMA. [loCTUrHaTOTO
KbM MOMEHTA He € MaJIKO, HO Ca HYXXHW AOMbAHUTENHWN YCUINA 33 MOCTUTAHE Ha cpeaHuTe pasHMwa 3a EC.

EQHOBpPEMEHHO C TOBa, pa3gensaHeTo Ha OTnagbuuTe e OCHOBHATa AeWHOCT, KoATo [opTyranna m3bupa KaTo HauuH 3a
peluaBaHe Ha npobaemuTe B 06/1aCTTa Ha USMEHEHWETO Ha KauMmarta. MoHacTosLLem, CTpaHaTa perucTpupa 4obpu pesyntatu
Mo OTHOLEHME PELMKAMPAHETO M OMNOI30TBOPSABAHETO HAa HAKO/IKO BUAA OTNaAbLM, NO-CNeuManHo OTNaabLmTe OT ONaKoBKM
M rpafckuTe oTnagbum: 71% ot nopTyranumte cbbmpat pasaesnHo oTnaabumute cu (oT6ennassaiku pbeT ¢ okono 30% 3a nepuog,
oT 5 rogmHu), AoKaTo cpegHaTa CTOMHOCT 3a EBponeiickua cbio3 e 78%.

3a MOCTUraHeTO Ha TaKMBa pPe3y/aTaTi, OT KPMUTMUYHA Ba)KHOCT Ca NPOLECUTe MO MOBMWABaHE Ha MHPOPMMPAHOCTTa Ha
pasnnyHUTE coumanHu rpynu. GopmynmpaHeTo Ha KOHKPETHa KamnaHusa 1 M360pbT Ha KOMYHMKALMOHHKW KaHanu cneasa aa
6baaT cbobpaseHn NPaBUIHO C LieneBata rpyna, 3a 4a 6baat NoCTUrHaTV U XKenaHuTe pesyaTtati. [onSma 4acT oT KamnaHuuTe,
nposexaaHun B MopTyranusa, ce OTAnYaBaT C MPOCTUYKM, HO 3aNOMHSALLM Ce NOCAAHUA, 3anaraikM Ha HAKOWM NPOBOKATUBHM U
HeCTaHAapPTHU UAen, NOCTUraLLM CUAHO U TPAMHO Bb3AeNCTBUE BbPXY LienesaTta ayauTopms. BaxHO 3a ycnexa Ha KamnaHuute
€ U MHTEH3UBHOTO M3MO0/I3BaHE Ha TeNEeBU3MATA KaTo KaHasl, Ypes KOMTO NecHOo ce AOCTMra A0 MOo-LMPOK KPbr Xopa.

BaxHa pons 3a (bOpMMpaHETO Ha Harnacu n HaBnuu 3a pasaeniAaHe Ha oTnagbuuTe cpea HaceieHNeTo umat O6paBOBaTEI]HVITe
n OG\/‘-IMTEI]HVITE nporpamu, CBbp3aHn C \/CTOVIHVIBOTO pPa3BnUTUE N 0Na3BaHETO Ha OKO/IHATa cpeja. Tesun nporpamu ca HaCo4yeHun
KbM yyeHnuuTe OT BCUYKU KNacoBe U BKAKOYBAT U3NB/IHEHUETO Ha p33H006pa3HM AGVIHOCTVI B yYnnunuata, B KOUMTO AelaTa
Hay4aBaT 3al0 TpﬂﬁBa Aa C'b6VIpaT Pa3fenHo oTnagbunTe U Kak NPaBuUIHO Aa ro NPaBAT, KAaTO MO TO3U HAYUH Y TAX Ce d)opMMpa
Nno-eKos1Iorn4yeH ayx.

YTBbpAeH MeTog 3a B3aMMCTBaHE Ha YyXAMA ONuUT B AadeHa cdepa e M3yyaBaHeTo M aganTUPaHOTO npuaaraHe Ha Aobpu
NPaKTUKK, KOETO 3HAYMTENHO NOAMNOMara 1 yCKopsaBa pellaBaHeTo Ha AadeH npobiem.

B KOHTEKCTa Ha HaCTOALIMA NPOEKT, 40BPUTE NPaKTUKM BK/IKOYBAT METOAM, NOAXOAM U MPOrpamu, CBbP3aHM C 0BydYeHUeTo,
opraHv3aumaTa v NPoBeXAaHeTo Ha MHPOPMALMOHHM KamnaHuM B 061acTTa Ha pasgenHoTo cbbupaHe U TPeTUPaHETO Ha
otnagbumuTe. [lobpuTe NPaKTUKK, CbLLO TaKka, MoraT Aa ce OnpeaensaT, KaTo Hai-eduKaceH (C Hall-ManKko ycuausa) u Hai-
edekTMBeH (gaBalw, Han-4obpu pes3ynTaTM) HauMH 33 M3MBAHEHWETO Ha 3adauyu, 6asMpaHM Ha MoBTapseMu npoueaypu,
[0Ka3aHW BbB BPEMETO Cpej, LUMPOK Kpbr OT Xopa.

M3xoxaainKkn oT Tasm AedpuHMLMA, B HACTOALLMA HAaPBYHKUK ca npeacTaseHun 16 o6pu npaktmku ot NopTyranmna un 10 ot apyru
CTpaHu-4YeHKM Ha EC, CBbpP3aHM KaKTO C NPOBeXAaHeTo Ha MHGOPMAaLMOHHM KaMnaHuK B 061acTTa Ha pa3genHoTo cbbupaHe
1 TPEeTUPaHETO Ha OTNaAbLM, Taka U NPeACTaBALM Pa3NINYHK 0BYYUTENHM NPOrPamum C AOKa3aH yCrex.
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Introduction

Waste management aims to increase the efficiency of use of resources and to reduce negative impact on environment and
health throughout the life cycle of resources. An essential element of good governance is the separate collection of waste and
its subsequent utilization.

Bulgaria is making significant efforts to do so, as our membership in the European Union since 2007 has placed a number of
requirements in this area as failure to meet them results in financial penalties. What has been achieved so far is significant, but
further efforts are needed to reach the EU average.

At the same time, separation of waste is the main activity that Portugal has selected as the way to solve the problems related to
climate change. Currently, the country has registered good results in terms of recycling and recovery of several types of waste,
especially packaging waste and urban waste - 71% of the Portuguese recycle their waste (an increase of 30% over a period of
five years), while the average for the EU is 78%.

To achieve such results, the process of raising the awareness amongst various social groups is crucial. The formulation of a spe-
cific campaign and the selection of communication channels should correspond to the selected target group and the desired
results. Most of the campaigns that have been carried out in Portugal are characterized by simple but memorable messages,
emphasizing on provocative and unconventional ideas, achieving a strong and lasting impact on the target audience. Important
for the success of the campaigns is the intensive use of television as a channel through which reaching wider audience is easier.

An important role in forming the attitudes and habits for waste separation among the population have the educational and
training programmes related to sustainable development and environmental protection. These programmes are aimed at
pupils of all classes and include the implementation of various activities in the schools where children learn why they need to
recycle and how to properly do it, thus forming a more environmentally friendly spirit.

A validated method for successfully applying the experience of other people in a certain field is the study and application of
best practices which significantly support and accelerate the resolution of a problem.

In the context of this project, best practices include methods, approaches and programmes related to the training, organiza-
tion and implementation of information campaigns on separate collection and treatment of waste. Best practices can also be
defined as the most efficient (with least effort) and most effective (giving the best results) ways to perform tasks, based on
repeatable procedures proven over time among a wide group of people.

Based on this definition, this Guidebook presents 16 best practices from Portugal and 10 practices from other EU member
states, related both to the implementation of information campaigns in separate collection and treatment of waste, as well as
present different training programmes with proven success.

Aobpu npakmuku om lNopmyaaaus

npu obyyeHuemo, op2aHusauyussma u hpoBe>kgaHemo
Ha uHcopMauuoHHU kaMnaHuu 3a pa3geAHo
cvbbupaHe u mpemupaHe Ha omnagbuu

Good Practices from Portugal
in the training, organisation and
implementation of information
campaigns for separate

waste collection and treatment



,Mucau 3a )kenAmomo™

Pense
amarelo.

Alude 0 amblente.
Ajude muita gente.

ValorSul e KomnaHua, KOATO OTrOBaps 3a TPETUPAHETO U OLEHKaTa Ha BUTOBUTE OTMaLbLM

(okono 950 000 ToHa roAuWHO), reHepupaHuM oT 19 o6wmMHM Ha JlucaboH M 3anagHa

MopTyranua, KaTo npunara MogepHa cMCTEMa 3a MHTErpupaHoO ynpaBaeHWe Ha rPagckute otnagblu. HelHata mucusa
e fa npuara WwaaAwo oKoHaTa cpega M UKOHOMUYECKMW YCTOMYMBO TPETMPAHE M OMOA30TBOPABAHE HA OTNAAbLMTE.

dupmata e egHa OT BoZeLmTe NO OTHOLEHME HAa 06paboTBaHETO Ha OTNAAbLM B CTPaHaTa. Td, CbLLO TaKa, e nposena
MHOeCTBO yCMeLHU KaMnaHMKM B 061acTTa Ha pa3geiHoTo cbbupaHe. Mo To3U HauMH, Ypes NPOEKTU 1 Pa3IMYHKN KaHau
3a monynapusMpaHe, KOMMNAHMATA OT AEH Ha AeH NOoBMLWABa rOTOBHOCTTA HA XopaTa Aa CbOMpaT pa3fae/iHo oTnagbunuTe

CU U Oa NPOoABABAT 3arpuUXeHOCT 3a OKO/ZIHATa cpeaa.

KamnaHuata ,Mucam 3a »KbATOTO” BK/IOYBA CTUMY/IM 3a Pasfe/iHO U3XBbP/SHE Ha MAaCcTMAcoBM BYTWAKM C Len

yBenuyaBaHe Ha 6posA peumKaMpaHM NAacTMacoBM M34envA W NocTUraHe Ha
,LLlefieBnTe CTOMHOCTK” 3a CTpaHaTa, onpegenenu ot EC.

3a Tasu uen, ValorSul gapasa 2,5 eBpo 3a pa3/IyHM COLMAIHWN Kay3u 3a Bcekn 20
6YTUNKM, U3XBBPAEHU B XKbATU KOHTElHepW. [0 TaKbB HauMH, He caMo ce Lenu
NMoBULLABaHE Ha YyBCTBUTENIHOCTTa M MOBUIN3MpPaHe Ha 06LLEeCTBOTO 3a pa3ae/IHOTO
M3XBBbPASHE HA N1ACTMACcOBUTE BYTU/IKKM, HO Ce HacbpyaBa M CONNAAPHOCTTA, KaTo
ce OKa3Ba NMOMOLL, Ha XopaTa B 3aTPYAHEHO COLMANHO MOJIOKEHME.

e [IpOMOUMOHANHM KaHaAW: Peknamun B TeNE€BU3NOHHN HOBUMHU U B TbProBCKU
LeHTpoBe

e (CnoraH Ha KamnaHuATta: ,Mucam 3a Kbatoto. [NOMOrHM Ha OKONHaTa cpesa.
MomorHu Ha MHoro xopa.”

e ®uHaHcMpaHe: YacTHO PUHAHCKMpaHe

& valorsul

Pense amarelo.

Ajude 0 ambiente. Ajude muita gente.

20 garrafas de piiistico no ecoponto = 2.5 céntimos.
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“Think of the yellow"

ValorSul is a company that is responsible for the assessment and treatment of
household waste (about 950,000 tons per year) generated from 19 municipalities
of Lisbon and Western Portugal, applying an advanced system for integrated
management of urban waste. Its mission is to implement environmentally friendly
and economically sustainable treatment and recovery of waste.

The company is one of the leaders in waste management in Portugal. It has also
conducted numerous successful campaigns in the field of recycling. Thus, through
projects and various promotional channels, the company increases day-by-day
people’s willingness to recycle and their concern about the environment.

The campaign “Think of the yellow” includes incentives for separate disposal of
plastic bottles in order to increase the number of recycled plastic products and
achieve the target values for the country set out by the EU.

For this purpose, ValorSul donates EUR 2.5 for various social causes for every 20
bottles discarded in the yellow containers. In such a way, they not only aim at raising
the awareness and community mobilization for separate disposal of plastic bottles,
but also encourage solidarity by supporting people in difficult social situation.

Promotional channels: Advertisements on TV news and in shopping centres
Campaign slogan: “Think Yellow. Help the environment. Help many people.”

Funding: Private funding




Ha2paga ,EBponelicku cuH cpaaz”

ABAE (Acounauus ,EBponeiicku cuH ¢nar”’) e HenpaBUTENCTBEHA OpraHU3auma 3a
YCTOMYMBO pa3BUTUE, peanusmpalla AeVHOCTU B MOPTYrasioesnyHUTE AbpPKasu.
CoblLo TaKa, TA NpoBeXKAa Pa3sHOO6pPa3HM KammnaHUK, HacoYeHU KbM MHPOpMUpaHe
Ha NOPTYrasiCKUTe rpaxgaHu OTHOCHO 3HAYEHMETO Ha YMcTaTa WM 34PaBOCNOBHATA
OKO/IHA Cpefa, B TOBA YMC/I0 HAa MecTaTa 3a pasB/ieveHMe N OTAMX, KAaTo NAaXKoBeTe.
ABAE npoBega erkerogHa KamnaHus 3a BpbYBaHe Ha Harpagata ,,EBponeiicku cuH
¢dnar” Ha nnarkoBe M AXTKAYH6OBE, KOMTO OTrOBApPAT HAa HAbOP OT KPUTEPMM 33 eKoNOTMYHA Be3onacHocT 1 yaobcTeo Ha
notpebuTennTe, KaKTo M 3a NPefoCcTaBsAHE Ha MHOPMALMA U OCBEAOMEHOCT MO Pa3/IMYHN EKONOTUYHU BbNPOCH.

ABAE

ASSOCIAGAD BANDEIRA AZUL DA EUROPA

)

Pe3ynTaTbT OT KaMNaHWATA € HacbpyaBaHe HA €KOJ0rocbobpasHOTO ynpas/ieHWe Ha naaxkoseTe B [lopTyranwus.
Jlaypeatute Ha Tasu NPECTUXKHA Harpaga nosyyaBaT HaLMOHANHA U3BECTHOCT U ce NMONyAApPU3NPaT KaTo eaHu OT Hali-
nobpute B EBpona, No TO3u HAUYMH NPUBANYANKM AOMBAHUTENHN TYPUCTY.

¢ [IpOMOLMOHaNHM KaHanu: U3nox6bu (c nnakaTu, passcCHABALM EKOMOTMYHATa YyBCTBUTENIHOCT Ha paiioHa w
HEeroBma KOAEKC 3a NoBefeHUe) Ha Ny6/IMYHU MecTa, B TYPUCTUYECKM OBEKTU, B HAKOM YyBCTBUTE/IHU PAViOHN U B
TypucTuyeckute opucu, KakTo 1 oTneyaTBaHe Ha Bpolypu, pnaepu U TYPUCTUHECKU BECTHULM

e CnoraH Ha KamnaHuAaTa: ,Hne gonpuHacame 3a onasBaHeTo Ha NPUPOLHUTE PECYPCU, KOUTO NnoanomaraT 6baeLLeTo
Ha Typuama”

e duHaHcupaHe: PoHaaumMATa 33 eKonornyHo obpasoBaHue B EBpona (FEEE), BKAOUYBALLA HAKOMKO MEXAYHAPOAHM
opraHu3aLmmn, KOMTO HacbpyaBaT AEWNHOCTUTE 3a NOBMLWIABAHE Ha OCBEAOMEHOCTTa M 06pa3oBaHNETO 3a YCTOMUMBO
pa3BuTue B noseye oT 60 cTpaHu

Award "European Blue Flag"

ABAE (Association “European Blue Flag”) is a non-government organization for sustainable development that is
implementing activities in the Portuguese speaking countries. It also conducts various campaigns aimed at informing
the Portuguese citizens on the importance of clean and healthy environment, including the places for entertainment
and relaxation, such as beaches.

ABAE conducts an annual campaign for giving the award “European Blue Flag” to beaches and marinas that meet a
set of criteria for environmental safety and convenience of users, and provides information and awareness on various
environmental issues.

The result of the campaign is the promotion of environmental management of beaches in Portugal. The winners of this
prestige award receive national prominence and are promoted as belonging to the best in Europe, thus attracting more
tourists.

* Promotional channels: Trade shows (with posters explaining the environmental sensitivity of the area and its code
of conduct) in public places, in tourist sites, in sensitive areas and tourist offices; and printing brochures, flyers and
tourist newspapers

e Campaign slogan: “We contribute to the preservation of the natural resources that support the future of tourism”

¢ Funding: The Foundation for Environmental Education in Europe (FEEE), including several international organizations
that promote activities to raise awareness and education for sustainable development in more than 60 countries

Caontribuimos puaira preservar
0% recursos naturais sustentando
um turismo com futuro
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& ’ ,MaAku neaeHu” (“Fraldinhas")

KamnaHuata ,Manku neneHn” nma 3a uen Aa Hacbpuu NPOMAHaTa Ha HaBMLMTE B CEMeiCcTBaTa, KaTo nonyasapusunpa
M3MN0/3BaHETO Ha MejieHN 3a MHOToKpaTHa ynoTpeba, JONPUHACAMKM 3a HamansBaHe Ha obema Ha reHepupaHuTe
oTnagblUy, B cboTBeTCTBME C MNaHa 3a NpeBeHUMs Ha rpagckuTte otnagbum B MopTyranus. NMoKkpuBalku TeputopmaATa
Ha UAnaTa CTpaHa, KamnaHWATa BKJIOYBA NPeSOCTaBAHETO Ha KOMIMJIEKTU OT MesieHW 3a MHOroKpaTHa ynoTtpeba B
POAMAHUTE LOMOBE, KAaKTO U Ha CeMeCTBa, O4aKBaLLM AgeTe. CbLo TaKa, KaMMNaHWATa e NoAKPeneHa OT AOCTAaBYMLM Ha
TaKMBa NesieHn, MPefoCTaBsALLM OTCTbIKA OT LieHaTa um.

MHuMumatnBata uma ocobeHo 3HauyeHMe, Tbil KaTo TOBa € MasIko Mo3HaTa Tema cpej, cemelicTBaTa C Jeua. Ypes

peanusauuaTa U poauTenMTe OCb3HaBaT, Yye MesieHWTe MOraT Aa Cce PeumKaupaTt, a ToBa MMa rofism NPUHOC 3a
€K0/10rocbobpasHoOTO pa3BUTUE Ha 06LLECTBOTO. KamnaHMATa U3UrpaBa 3abeekuTeHa PO U NOCTUra ABHW Pe3yATaTy.

e [lpomMouMOHaNHU KaHanu: HTepHeT, TeNeBU3NA, PeKNaMHM KaMMNaHUK

e CnoraH Ha KamnaHuAaTa: ,Hacbpyasalite N3N0A3BAHETO Ha NeaeHM 3a MHOroKpaTHa ynotpeba u gonpuHacaiTe 3a
HaMaNIABAaHETO Ha NPOM3BOACTBEHUTE OTNALbLN.”

e ®uHaHcupaHe: ValorSul (KomnaHus, KOATO OTroBaps 3a TPETUPAHETO U OLLEHKaTa Ha BUTOBMTE OTNAABLUMN, FeHepPUpPaHu
B 19 0bwuHM Ha /lncaboH 1 3anagHa NopTyranns) 1 MUHUCTEPCTBOTO Ha OKOMHaTa cpeaa Ha MopTyranua

“Fraldinhas" (“Little diapers")

The campaign “Little diapers” aims to promote a change of habits in families by promoting the use of cloth diapers,
helping to reduce the volume of waste generated in accordance with the Plan for the prevention of urban waste in
Portugal. Covering the territory of the entire country, the campaign includes the provision of sets of cloth diapers in
maternity homes and in families expecting a child. Also, the campaign is supported by the providers of such diapers by
offering a discounted price.

The initiative is particularly important because this is a little known topic among families with children. By its
implementation parents realize that diapers can be recycled, and this can greatly contribute to the development of an
environmentally sound society. The campaign has played a prominent role and has achieved tangible results.

e Promotional channels: Internet, TV, advertising campaigns

e Campaign slogan: “Encourage the use of cloth diapers and help reducing manufacturing waste”

e Funding: ValorSul (company responsible for the assessment and treatment of municipal waste generated in 19
municipalities of Lisbon and Western Portugal) and the Ministry of Environment of Portugal



Mpozpama ,Eko yuuAauwa”

MexayHapogHaTa nporpama 3a o6pasoBaHue B 061aCTTa Ha €KONOrMATa U YCTOMUMBOTO
passuThe ,EKO yumamnwa“ ce npunara MsKIOUYUTENHO ycnewHo B MopTyranus, Kato
uenTa e Aa NOBULIM OCBEAOMEHOCTTA Ha YYEHUUUTE NO OTHOLWEHUE Ha Npobaemute
Ha YCTOMYMBOTO pPasBUTUE Yype3 0byyYeHWe B KaacHaTa cTasa M AeWHOCTM B 0BLLHOCTTA.
YueHnumMTE MoraT Aa u3bupat OHOBa, KOETO MCKAT 4@ HaNpPaBAT, KaKTO M HauMHUTE Aa
Hay4aT noBeye 3a OKO/IHATa cpeja M 3a ToBa Kak Aa A onassaTt. OcBeH TOBa, Te y4yacTBaT B MpoLieca Ha B3emaHe Ha
peLleHns KoM TOYHO AeMHOCTM Aa Ce U3NbHABAT B TEXHUTE yUMIMLLA.

OT cBOA CTpaHa, ynpasaTa Ha yYMAuLaTa HacbpyaBa M3MbAHEHWETO Ha AeMHOCTMTE No NporpamarTa.

MporpamaTa npu3HaBa M Bb3Harpaxgasa pabortaTa Ha yyeHWUMTe 33 NoAobpaABaHe HA NPeACTaBAHETO Ha YUMIMULLETO
B 06/1aCTTa Ha €KONIOTMYHOTO ynpasaeHune. Cblo Taka, CTUMY/MPa Cb34aBaHETO Ha HaBMLUM 3@ aKTMBHO yyacTue upes
BK/lOYBAHE Ha AeuaTa M MIageuTe BbB B3eMaHEeTO Ha pelweHua. MoTueBmupa ce HeobxoAMMOCTTa OT NPOMAHA Ha
OTHOLLUEHMETO M Bb3NPUEMaHE Ha YCTOMUYNBO NOBEAEHUNE B eXKeAHEBUETO.

[obpute NpaKkTUKK ce NPeACcTaBAT aKTMBHO, KaTo MO TO3M HauMH ce yKkpensa paboTaTa B Mperka Ha HauMOHANHO U
MeXAyHapo4HO paBHMLLe. ToBa, OT CBOA CTPaHa AONPMHACA 3a Cb34aBaHETO Ha MECTHM NapTHbOPCTBA U CUHEPTUN.

B pamKuTe Ha nporpamarta ,,EKo yunmaumiua“ ce peannsmpat pasHoobpasHU MHULMATUBM, KaTo:

e Valorfito” npeanssuKkaTencTeo: To MMa 3a Liea Aa MOTUBMPA AeLaTa U MAaguTe Xopa Aa U3CNeABaT CblLecTByBaLuTe
3eMefenICKM NPaKTUKN B PErMoHa, B KOMTO YKMBEAT, KaKTO M A3 NpuBIAeYe BHUMAHMETO UM KbM 3HAYEHWEeTo Ha
NPaBUNIHOTO YNpaBAeHME Ha OMAaKOBKWUTE HA HAKOM OT MPOAYKTUTE, M3MO0/3BAaHM B CE/ICKOTO CTOMAHCTBO, Mo-
CneumanHo Ha XMMMNYECKUTE BELLLECTBA OT PacTUTE/IeH NPOU3X04

e KamnaHus ,3ambpcaBait No-Manko”: TA Npeav3BMKBA MIaauTe Xopa Aa HabnwogdaeaT, Tb/KyBaT, AOKNaABaT U
HamMMpaT No-yCTOMYNBM peLleHna Ha npobaema c oTnagbLmTe

e C/AvBM 33 CMET: MHULMATMBATA MMA 33 LeN A3 HAaCbPUM PELMKANPAHETO Ha M3M0A3BaHOTO OIMO 3a FOTBEHE

e (CbbupaHe Ha TOHEpP KaceTu: MHWULMATMBATA LM Aa HAaCbpuM yYeHUuuTe 4a cbbupaTt U LEeHAT TOHep KaceTuTe 3a
61aroTo Ha TAXHOTO YYUAULLE

¢ [lpoMoOLMOHaNHM KaHanu: HTepHEeT 1 AeMHOCTM B yYnaunwaTa
amnaHuATa: ,HayyeTe noseue 3a OKONHATa cpesa M Kak ga a onassare.”
: ®oHpoBe Ha EBponeinckua cbio3

Programme “Eco Schools”

The international educational programme in the field of
environment and sustainable development “Eco Schools”
has achieved great success in Portugal as its aim is to raise
the awareness of students on sustainable development
issues through classroom and community activities.
Students can choose what they want to do, how to learn
about the environment, and how to protect it. Furthermore,
they are involved in the decision-making process on which
activities to implement in their schools. In turn, the schools’
administrations promote the implementation of programme
activities.

EStny,

The programme recognizes and rewards students’ work to improve the school’s performance in the field of environmental
management. Also, it stimulates the creation of habits for active participation by the inclusion of children and young
people in decision-making. The need to change attitudes and to promote sustainable behaviour in everyday life is
motivated.

Good practices are presented actively, thus strengthening networking at national and international level. This, in turn,
contributes to the creation of local partnerships and synergies.

The “Eco Schools” programme develops a diverse set of initiatives, such as:

¢ Valorfito challenge: it aims to motivate children and young people to research on existing agricultural practices in the
region as well as to draw attention to the importance of proper handling of packages of some of the products used
in agriculture, more particularly phytochemicals

e Litter less campaign: it challenges young people to observe, interpret, report and find more sustainable solutions to
the problem of waste

¢ Sailing for oil: it aims to encourage the habit of valuing used cooking oil

e Cartridge collection: it aims to encourage students to collect and value ink cartridges and toners for the benefit of
their school

¢ Promotional channels: Internet and activities in schools
e Campaign slogan: “Learn more about the environment and how to protect it”
e Funding: European Union funding




Obpa3oBameAHa npo2pama ,Ecovalor”

,Ecovalor” (,EKoueHHOCT”) e nporpama 3a €eKONOIMYHO
obpasoBaHMe U OCBEAOMEHOCT, HACOYEHA WU3KAOUYUTENIHO KbM
yumnuiHaTa obwHoct. Craptupana npes 2002 r., B MOMeHTa
Teye HelMHOTO egMHALEeceTo U3gaHue.

MoanomaraHuTe AeMHOCTU HabnAraT Ha CbCTE3aHMETO MeEXKAOY
yunnuuiaTta 3a pasgenHo cbbupaHe Ha NAacTMacoBU U MeTanHM
oTnafdbUM OT ydyacTBallMTe B MHULMATMBATa obpasoBaTesNHu
3aBefeHMA. B pamKkuTe Ha Tasu AeWHOCT ce Bb3HarpakaasaT
OHe3M yunauua, KoMTo ca cbbpanu pasaenHo Ha-ronsMo KoMYecTBO OTNaabuUm B abCONOTHU LMbpU U Ha raBa oT
HaceneHueTo.

Ypes HacbpuaBaHe Ha KOHKYpPeHUMATa MeXAy YYMAWLLATA, YYEHUUMTE MMaT Bb3MOMKHOCT fa Cb34aBaT noBeye
BPB3KM MOMEXKIY CVM M A3 3anoyYyHaT Ja nosiaraT noseye ycu/WsA, 3a Aa NOCTUIHAT NOCTaBeHWTe cu uenu. Toea BoaM
00 paswupsaBaHe Ha AeMHOCTUTE MO pasgenHo cbbupaHe Ha OTMaAbLM U A0 PasnpocTpaHeHMe HA KOoHuenuusaTa 33
NoJ/Ie3HOCTTa OT PEeUMKIMPAHETO cpesa 3HaunTeneH 6poi yunauwa B NMopTyranus, KaTo NnporpamaTa obxBalla AOpw Hai-
MaJIKuUTe yYeHULM.

e [lpomouLMOHanHM KaHanu: Mnakati 1 KOHPepeHLMM B yunanwaTa

e CnoraH Ha KamnaHuATa: Ecovalor ce ocHoBaBa Ha KoHuenuuaTa Ha TpuTte R: Reduce, Reuse, Recycle (Hamanw,
M3MoN3Bali NOBTOPHO, PeLMKANPat).

e  ®uHaHcupaHe: OT EBponelickma cbto3, HaLMOHAaNHU U 0BLWMHCKM dOoHAO0BE

Educational programme “Ecovalor”

“Ecovalor” is a programme for environmental education and awareness, designed exclusively for the school community.
Launched in 2002, it is currently having its eleventh edition.

Supported activities focus on the competition between schools for separate disposal of plastic and metal waste from
the educational establishments participating in the initiative. As part of this activity rewards are given to those schools
which have accumulated the greatest amounts of waste that is disposed of separately, both in absolute numbers and
per capita.

By encouraging competition between schools, students have the opportunity to create more connections with each
other and start making more efforts to achieve their goals. This leads to the expansion of the activities of separate waste
collection and dissemination of the concept of utility of recycling among a significant number of schools in Portugal, as
it covers even the youngest pupils.

e Promotional channels: Posters and conferences in schools
Campaign slogan: Ecovalor is based on the concept of the three R: Reduce, Reuse, Recycle
¢ Financing: European Union, national and municipal funds
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Mpo2pama 3a ekoAno2u4yHO obpa3oBaHue,
HacoyeHo kbeM mBbpgume 6umoBu omnagouu

Tasu nporpama e nH1uumpaHa B obwmHa Jlypec, umalia HaceseHme oT okoso 200 000 aywu n Hammpalua ce B 6a13oct
[0 ctonuuata JIncaboH, Kato ce M3Mb/HABA C y4aCTMETO Ha KomnaHuaATta ValorSul. HeilHaTa uen e ga wHdopmupa
M/1laguTe Xxopa OTHOCHO Ba*KHOCTTA Ha NpoLeca Ha PeLMKaMpaHe, 3a Aa Ce NOCTUTHE NPOMSAHA B OTHOLLUEHNETO UM KbM
npupogaTta v Aa UM ce nNpesocTaBy MbpBOHaYaHa MHOPMALLMA OTHOCHO Pa3fenHoTo CbbupaHe Ha OTNagbuUM.

KamnaHuATa e HacoyeHa KbM pPasaenHoTo cbbMpaHe Ha Bb3MOXKHO HaW-rofiaM 6poit ONaKOBKU B KbJTUS KOHTENHEP.
3a 4a yCBOAT 3HAaYEHMETO HAa PELMKAMPAHETO, KNAacoBeTe B YYMIMNLLATA C€ HAacbpyaBaT Aa Ce CbCTe3aBaT 3a Pas3/IMYHM
Bayyepu, KOMTO Ce MeYesaT OT K/aca C Hal-MHOTO KMIorpamu CbbpaHM OTNALbLM B XKbIATUA KOHTENHED.

EdeKTMBHOCTTa Ha NporpamaTa ce Ab/XKU Ha paKTa, ye ce U3NbAHABA Ha MECTHO HWBO, KaTo NO TO3M HauyMH ce A0CTUra
MaKcMManHo 61M3Ko A0 xopaTa, No-CneunanHo A0 yYeHUUMTe B yYMaAuWwaTa u ypes Tax — A0 TeXHUTe poauntenn. Tosm
NPOEKT NOoKa3Ba BUCOKa epEKTUBHOCT, TbiA KaTo Ce M3MbJ/HABA OT U 33 MeCTHaTa 06LLHOCT U NPMBAMYA BHUMAHUETO Ha
BCUYKM, MO TO3M HAYMH HaCbpUaBaliKM OTTOBOPHOTO NOBeAeHME N0 OTHOLWEHME Ha OKOMHaTa cpeda.

B pamkuTe Ha NpoBeXAaHUTE MO NPOrpamaTa CbCTe3aHUA EKUMU OT YYACTBALLUTE YUMAULLA NOAABAT NPOEKTU, CBbP3aHU
¢ npepaboTKaTa Ha TBbPAY BUTOBM OTMAAbLM M OTPA3ABALLM BAXKHOCTTA HA Pa3feNHOTO CbbMpaHe Ha OMaKoBKUTe OT
M3NosBaHWTe NPOAYKTU. Mo TO3M HAYMH ce NOoCTUra NPOMsAHa B NMOBEAEHWETO MO OTHOLIEHME Ha OTNAAbLUTE KAKTO B
YYUNULLATA, TaKa M B CEMENCTBATA HA yYeHUUuTe.

e [lpomouMOHaNHM KaHanu: MnakaTi U pasaMYHU MeponpuUATUA
B yuMauwaTa

e CnoraH Ha KamnaHuaTa: “No Amarelo é Limpinho”
(,He e »®bATO, @ € YNCTUYKO”)

e ®uHaHcupaHe: BlogrkeTa Ha obwuHa Jlypec

Environmental education programme
O S focusing on solid waste

This programme, implemented with the participation of the company ValorSul, has been initiated in Lures municipality,
located near the capital Lisbon with a population of about 200,000 people. Its purpose has been to inform young people
about the importance of the recycling process in order to achieve change in their attitude toward nature and to provide
initial information on the separate waste collection.

The campaign focuses on the separate collection of the greatest possible number of packages in the yellow container. To
learn about the importance of recycling, classes in schools are encouraged to compete for various vouchers, which are
won by the class with the most kilograms collected waste in the yellow container.

The efficiency of the programme is due to the fact that it is executed at local level, thereby close to the people, and in
particular, to school children and through them - to their parents. This project shows high efficiency, as is performed
by and for the local community and attracts everyone’s attention by encouraging responsible behaviour towards the
environment

Within the contests, part of the programme, teams from the participating schools submit projects related to solid waste
treatment and reflecting the importance of separate collection of the packages of the used products. Thus, behavior
change regarding wastes is achieved both in the schools and in the families of the pupils.

e Promotional channels: Posters and other events in schools
e Campaign slogan: “It is not yellow, but it’s cleaner”
e Financing: Budget of the municipality Lures




HauuoHaAeH koHkypc 3a MAage)kku penopmaku
3a okoAHama cpega

KOHKypCBbT € HacoyeH KbM HacbpyaBaHETO Ha MHTepeca KbM HayyHUTe M3cnenBaHus B 061acTTa Ha yCTOMUYMBOTO
pasBuUTUE U pellaBaHeTo Ha NpobnemuTe Ha OKOMHaTa cpeda. Tol MMa 3a Uen Ja CTUMYAMPA KYPHAAUCTUYECKUTe
3a710K6u cpes yyeHuumTe B [opTyranuna v ga NognomorHe Cb3aBaHeTo Ha KauyecTBeHW PaboTu B pasMuHKN GopmaTu:
Ha XapTUeH HOCUTEeN, CHUMKK U BUZEO.

HaunoHaNHUAT KOHKYpPC HacbpyaBa Cb3gaBaHETO Ha MaTepuanu oT Maaau penoptepu. ToBa ce MOCTUra, Kato ce
npeausBMKBaT yYeHULMUTE OT CpegHUTe yyunulia Aa uscneasaT npobaemute Ha OKOMHAaTa cpeda AOKaTo pa3BMBaT
CBOMTE XKYPHAMCTUYECKM CNOCOBHOCTH.

Ta3n yHUKaNHa KamnaHuA [oBex4a A0 popmMupaHe Ha MOo-yCTOMUYMBM OTHOLIEHWUA MEXKAY YYEeHULMUTE, CBbP3aHu C
HaMMpPaHEeTO Ha pelleHus, 3acAaralm npobsemuTe Ha OMasBaHETO Ha OKO/HaTa cpeda. CbyeTaBaHETO Ha Pas/IMYHK
06/1aCTU KaTo KypHaNUCTMKA U GpoTorpadms AaBa Bb3MOXKHOCT Ha YYEHULUTE A3 OTKPUAT CBOATA BPb3KA C NpMpoaaTa
M [a ce npuyyaTt 43 M3BbLPLIBAT MPOYYBaHWUA, 3a A3 NOCTUTHAT No-
3a4b1604eHO pa3bupaHe Ha TemaTa, KaTo Mo TO3M HaYMH NOBULIABAT
0CBEAOMEHOCTTA CU OTHOCHO MpeaM3BMKaTeNCTBaTa U Bb3MOMKHUTE
peleHus.

KOHKypCbT ce e [oKasan Kato [obpe 3amucieHa U yCnewHo
peanusMpaHa M3BbHK/AACHA [AEMHOCT, MO3BOAABALLA HA y4YeHUuuTe
[a BUAAT Npe3 HOBa NepcnekTnBa HAKOW OCHOBHM U fobpe no3HaTu
npobaemu.

¢ [IpOMOLMOHANHU KaHanu: BeCTHUUM, VHTEpPHET U AeAHOCTU B
yynnmwiata

e (CnoraH Ha KamnaHuAaTa: ,Mnaau penopTepu 3a oKo/HaTa cpega”’

e ®uHaHcupaHe: Ny6aMYHK cpeacTBa

National contest for youth
environmental reports

Concurso
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2013 encourage journalistic talent among pupils in
Portugal and to support the creation of quality
materials in various formats: paper, photos and video.

The national contest encourages the creation of materials from young
reporters. This is achieved by challenging secondary school students to
explore environmental issues while developing their journalistic skills.

This unique campaign has led to the formation of more stable relations

between students involved in finding solutions to problems affecting the environment. The combination of different
arts, such as journalism and photography has allowed students to discover their connection to nature and to get used to
conducting studies to gain a deeper understanding of the subject, thereby increasing their awareness of the challenges
and possible solutions.

The contest has proven to be a well designed and successfully implemented extracurricular activity, allowing students to
find a fresh perspective on some basic and well known problems.

e Promotional channels: Newspapers, Internet and school activities
e Campaign slogan: “Young reporters for the environment”
e Funding: Public funds
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Biosfera

KaMnaHus 3a noBuwaBaHe Ha ocBegomeHocmma

Jbuoccepa”

,brnocdepa” e ceaMnyHO TeneBM3MOHHO MNpeaaBaHe, KoeTo ce usnbyea no RTP2, eguH ot
oblLecTBEHUTE TENEBU3NOHHM KaHanu B lMopTyranva, KOeTo e AOCTbMNHO M oHAalH. LenTta
Ha NpeaaBaHeTo e Aa MOBULIKW O0CBEAOMEHOCTTa Ha LUMpPOKaTa obuiecTtBeHOCT B [opTyranma
OTHOCHO rM06anHUTE eKoNorMYHM NpPobaeMu, KakTo M Aa Aade CbBeTU UM UAEeU KaKk aa ce
nonarat rpuyu 3a naaHeraTta 3ems.

MNpenaBaHeTo ce n3nbysa ot 2008 1. U e egHO OT Hali-rnegaHuTe no RTP2.

B Hero ce 3acsarat MHOXKeCTBO TEMM OT MHTEPEC 3a LIMPOKaTa Nyb/nKa, CBbP3aHM C ONa3BaHeTo
Ha BOAMTE, EKOIOTMYHUTE NOAXOAMN B Pa3BUTMETO HA CE/ICKOTO CTONAHCTBO, Bb30OHOBseMaTa
eHeprus, peumnKIMPaHeTo Ha OTNagbunTe U ona3BaHeTo Ha buopasHoobpasmneTo. CbLyo TaKa,
ce M3/1bYBaT PENOPTAXKM U MO CNeUnPUYHM TEMU, KaTo HaMpP. HAYMHUTE 33 HEYTPaAU3UpPaHE Ha
YTaMKUTE, KOUTO Ce OTKPUBAT B MOYBUTE B PE3YATAT Ha HE3AKOHHOTO U3XBbPJIIHE HA TOKCUYHMU
BELLLEeCTBa, U3MON3BAHETO HA EKO/MIOTUYEH AM3aliH 3@ YCTOMYMBO MHTErpMpaHe Ha crpaaute
B OKOJIHAaTa cpeja, HauMHUTe 3a ynaBsHE Ha 3aMbpCABALLMTE YacTMUM B rpagoBeTe upes
33CaXKAaHeTo Ha HOBW PACTUTENIHN BUAOBE U T.H.

YcnexsT Ha TO3M MPOEKT ce Ab/IXKW Hal-BeYe Ha M3MNO0/A3BaHETO HA TEeNEeBU3UATA KaTo KaHan
3a nonynapusnpaHe Ha UAeu, KakTo M Ha Cb3[aBaHETO Ha OHMaWH GopmaT 3a OHe3U, KOUTO
NposBABaT MNO-TONSM UHTEPEC M UCKAT Aa HayyaT NnoBeye 3a TOBA, KOETO MOTaT Aa HanpaBsAT 3a
npupogaara.

e [lpomoumoHanHW KaHanu: MW3nbyBaHe no
HaUMOHaNEeH TeNeBU3NOHEH KaHan, MHTepHeT

e (CnoraH Ha KamnaHuATa: “fa 3anasum
0bKpbrKaBawaTta HU npupoaa”

e ®@uHaHcupaHe: Ot RTP2, nopTyranckm

obLLecTBeH TeNIeBU3NMOHEH KaHan

gL ¥ “Biosphere” campaign
to raise awareness

BidsStera

“Biosphere” is a weekly television show aired on RTP2, a public television channel in Portugal, which is also available
online. The aim of the programme is to raise the public awareness in Portugal on global environmental problems and to
give advice and ideas on how to care for the Earth.

The TV magazine is broadcasted since 2008 and is one of the most watched in RTP2. It covers many topics of interest
to the general audience related to water conservation, environmental approaches in the development of agriculture,
renewable energy, recycling of wastes and biodiversity conservation. Also, reports are broadcasted on specific topics,
such as ways to neutralize the sludge found in the soil as a result of illegal dumping of toxic substances, the use of
eco-design for sustainable integration of buildings in the surrounding environment, ways to capture emissions of dust
particles in urban areas by growing new plant varieties, etc.

The success of this project is mainly based on the use of television as a channel for the promotion of ideas, and is a result
of the creation of an online format for those who are more interested and want to learn more about what we can do
for our nature.

* Promotional channels: Broadcast on national television networks,
internet

e Campaign slogan: “To preserve the surrounding nature”

e Financing: RTP2, a Portuguese public TV channel

‘.

Virakleptnias 1




M3M0N3Ba TENIEBU3MATA, BK/IIOYUTEIHO TEJIEBU3MOHHO LWOY C rofifiMa ayautopus. Nopaam ToBa T4 € MHOTO ebeKTUBHaA B
obpa3oBaHeTo Ha xoparTa.

M3nbyBaHa ot 2006 r. Hacam, B pybpurKaTa ca bunm npeacTaBaHN MHOMKECTBO aKTya/lHM TEMU, KaTo:

Minuto Verde (,3eAeHa MUHyma“) Minuto Verde ("Green minute”)

Minuto Verde e exeaHeBHa pybpuKa, KOATO e BKAtoyeHa B BomDia Portugal (Jo6po yTpo,
MopTyranua) - MHbopMaLMOHHATa NPOrpama Ha OCHOBHMA 0BLECTBEH TeNeBM3NOHEH KaHan RTP1.
ABTOp 1 cnoHcop Ha Minuto Verde e Quercus - nopTyrascka HenpaBuTe/ICTBEHA OPraHM3aLmaA, YNATO
OCHOBHa Uen e aa paboTn 3a onasBaHeTo Ha NpUpPoaaTa, NPUPOLHUTE PECcYpPCU M OKoHAaTa cpesa
KaTo LUANO, C LeN NOCTUraHeTo Ha YCTOMYMBO pa3sutume.

B Minuto Verde ce gaBaT cbBeTM 3a BOAEHE Ha NMO-eKOM0rocbobpaseH HauMH Ha KUBOT. PybpukaTa

YcToliumsmsa pnboios, Npunaraly, MeToam, No3Bo/sABaLLM NOAHOBABAHETO HA PUBHUTE 3anacu
HaunHWTe 3a onasBaHe KayecTBOTO Ha Bb3AyXa, KOMTO Auluame

CnecTaBaHETO Ha eNleKTPOeHeprus B JOMa C NOMOLLTA Ha Takmep

M3non3saHeTo Ha TEXHONOTMYHUTE MHOBaLMM B 3aLLMTa HA OKO/HATa cpesa

Cb3faBaHeTO Ha AuWawy MOKPWMBM 33 MNpeyncTsaHe
Ha Bb34yxa MOCPEACTBOM XWUAPOMOHHO OTIIEXAaHe Ha
pacTeHun Bbpxy TAX

Cb34aBaHETO Ha eHepPruiHoO yCToMYMBM rpagoBe
MpaKTUYeckn Npumepu 3a NpeLcTaBAHe Ha 3HAaYeHUEeTo Ha
eMH KM10BaT4ac U T.H.

NMpomoumoHanHn KaHanu: WM3nbyBaHe MO HauWOHaAeH
TenesusmnoHeH KaHan (RTP1), uHtepHer

CnoraH Ha KamnaHuATta: ,EQHa muHyTa mMoXe aga cnacu
npupogata”

®PuHaHcupaHe: HMNO Quercus, HaUMOHAZIHO U EBPONENCKO
duHaHCUpaHe

O COMBATE A FlA

Minuto Verde is a daily programme that is included in BomDia
Portugal (Good morning, Portugal) — an information programme
broadcasted by the main public TV channel RTP1. Author
and sponsor of Minuto Verde is Quercus — a Portuguese non-
government organization whose main purpose is to work for the
conservation of nature, natural resources and the environment as
a whole in order to achieve sustainable development.

Minuto Verde gives tips for keeping a greener lifestyle. It uses
television, including the television show with the largest audience,
which has huge effect on the education of the people.

Broadcasted since 2006, many hot topics have been presented in

the programme, such as:

e Sustainable fishing methods, ensuring the renewal of fish
stocks

e Ways to preserve the quality of air we breathe

e Saving electricity at home using a timer

e Use of technological innovations in environmental protection

e Creation of breathable roofs ensuring the purification of air
through hydroponic plant growing on them

e Creation of energy sustainable cities

e Practical examples for illustrating the importance of one
kilowatthour, etc.

¢ Promotional channels: Broadcast on a national television
channel (RTP1), Internet

e Campaign slogan: “One minute can save nature”

e Funding: NGO Quercus, national and EuropeanAf




10 Amigos do Ambiente
(,MMpusmeAu Ha npupogama”)

3amMmcTBalikM ngesTa OT exegHeBHaTa pybpuka Minuto Verde, npegpasaHeTto ,lNpuatenn Ha npupogata” cbwo e
Cb3gafeHo oT Quercus M e peannsmMpaHo B NapTHbopcTBo ¢ RTP u CaixaGeral de Depositos (eaHa oT Hall-ronemute
nopTyrasacku 6aHku). ToBa e aHMMaLMOHHA Nopeamua 3a Aeua, YMATO Len e Aa MM yuu Kak ga 6baaTt npuatenun Ha
OKO/IHaTa cpeAa, KaTo MM [aBa CbBETU KaK fa Ce rpuKaT 3a 3aobukanawata rv Npupoaa B CBOETO exXeaHeBMeE.

,T1puATENU Ha NpupoaaTa“ e ¢ NPOABKUTENHOCT OT e4Ha MUHYTa U Cce U3N1bYBA B cpedaTa Ha aHMMALMOHHMA 610K No
RTP2 Bceku aeH, a npes yukeHaa - no RTP1 nog nosyHra ,,6ban npuaten c okonHata cpeaa”

M3nbyBaiiku nopegmua oT aHUMAUMOHHU GUAMM MO eAuH OT Hal-refaHuTe TeNeBM3MOHHM KaHaau, nporpamarta
OOCTUra 10 Hali-m/1afiaTa YacT OT HacesieHWeTo. HaunHbT Ha NpefaBaHe Ha MOC/NAHMETO € BHUMATENIHO TapreTupaH u
MMEHHO Ha TOBa Ce AbJ/IXKM roleMus ycnex Ha nporpamata. CbLio TaKa, NMOJOXKEHN Ca CEPUO3HU YCUAUA OT PA3IUYHU
eKCrnepTH, KOUTO Ca Y4acTBa/IM B “aflanTMPaAHETO Ha NOC/aHNEeTO” KbM AeTcKaTa ayguTopusa, 3a A4a Ce NocTUrHe “cmen m
MHoBaTuBeH” Gopmart. ENM3oguTe ce 0TIMYaBaT C NPOCTOTA U UHTE/IMIEHTEH NOAX0M, MOPaAU KOETO TAXHOTO ChAbpiKaHMe
ce Bb3npuema MHOTO JIecHO. B pesynTart, geuaTta ca No-ApyKentobHN KbM 3a06UKanAwaTa rm cpesa, 3alioto HeMHOTO
onasBaHe Beye e NonynspHa AeNHOCT cpes, TAX.

¢ [lpoMoOUMOHaNHM KaHanu: HaumoHanHu TeneB1snoHHn KaHanu (RTP1 n RTP2)
e CnoraH Ha KamnaHusATa: ,bBbamn npuATen ¢ okonHaTa cpepa”
e  ®uHaHcupaHe: YacTHO puHaHcmpaHe 1 ot HMNO Quercus

Amigos do Ambiente 10
(“Friends of Nature”)

Borrowing the idea from the daily programme Minuto Verde,
the show “Friends of Nature” is also created by Quercus and is
implemented in partnership with RTP and CaixaGeral de Depositos
(one of the largest Portuguese banks). This is an animation series
for children, aiming to teach them how to be friends of the
environment by giving them advices on how to take care of the
surrounding nature in their daily lives.

“Friends of Nature” has duration of one minute and is broadcasted
in the middle of the animation block on RTP2 every day and over
the weekend - in RTP1 under the slogan “Be a friend with the
environment”.

Emitting series of cartoons in one of the most watched TV programmes reaches the youngest part of the population.
The mode of transmission of the message is carefully targeted and due to this the programme has great success. Also,
great effort has been made by various professionals that have been involved to make an “adaptation of the message”
to children in order to achieve a real “bold and innovative” format. The episodes are distinguished by simplicity and
intelligent approach, and therefore their content is viewed very easily. As a result, children are more friendly to the
environment, because its protectiog‘is now a popular activity among them.

Promotional channels: National TV channels (RTP1 and RTP2)
e Campaign slogan: “Be a friend with the environment’
e Funding: Private funding‘q\NGO Quercus
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11 Desafio Verde (,3eneHo npegusBukameAcmBo”)

»3€71eH0 Npeau3BUKaTeNCcTBO” e MHOBaTMBHa obpas3oBaTesiHAa Nporpama, 4pes KOATo
ce AEeMOHCTPMpa Kak MOXeM Aa WaAWm OKosHaTa cpefa 6e3 ga 6baem ekcTpemucTu.
MpoBexaaHa nog dopmaTta Ha CEAMMYHO CbCTe3aHue, u3nbyBaHo no RTP2, TA HacbpyaBa
peanHu Xopa Aa MPOMEHAT KMBOTa CKU, 3a [Ja HAaMaNAT CBOA E€KOJIOTMYEH OTNeYaTbK.
CbCTe3aHMeTo MMa NOAXO0A, Ha PUAIUTU LLIOY - Y4aCcTBAT CEMEeNCTBa, KOHTPOIMPAT ce TeXHUTE
HaBMLM M UM Ce TbPCK OTTOBOPHOCT 3a /IOLWOTO UM nosefeHune. B pamkuTe Ha TO3M npouec,
Hali-roNfAMoTO NpPesM3BMKATENCTBO e Aa ce obpa3oBaT cemeincTBaTa U 3puTenTe, KakTo U Aa 6baaT HayyeHU Kakso
TpabBa Aa NPOMEHAT M KaK Aa Ce NPUABPKAT KbM HOBUA CU HAYMH HA ¥KMUBOT.

Mporpamata ,3eeHo Npean3BuKaTesncTBo” e 6asMpaHa Ha MeXAyHapOoAeH TeNeBu3noHeH GopmarT, KOMTO e NocTUrHan
rONAM yCrex B HSAKOJKO AbpsKaBu. Ypes aHaNM3MpaHeTo Ha eeAHEBHWUTE HaBULM Ha OnpeaeneHV CeMeincTsa,
nporpamata NokasBea KaK fa ce NecTAT napu, eaHOBPEMEHHO € TOBa Nogo6pABalikM YCN0BUATA HA JKMBOT B CbOTBETHUTE
PervoHu, KaTo Mo TO3M HauMH Cce JonpuHaca 3a

YCTOMYMBOTO CbLLECTBYBAHE Ha NnaHeTaTa.

HenpuHyaeHVAT, ANPEKTEH NOAXOA KbM 3pUTEANTE,
KaKTO M y4aCTUETO Ha HAKOM OT Hal-U3BECTHUTE
aKTpuck B MopTyranmna KaTo AOMaKWHW, BOAM A0 ronam
MHTEpEeC KbM ,,3e/1eHO NpeamM3BMKaTeNCcTBO” cpeg,
3puUTeNnTE Ha Nporpamara.

e [lpomoumoHanHu KaHanu: HaunoHanex
TenesnsnoHeH KaHan (RTP2)

e CnoraH Ha KamnaHuATa: ,HamaneTte eKONOrMYHUA U
oTneyYyaTbk”

e duHaHcupaHe: YacTHO duHaHCUpaHe ypes
CMOHCOPU Ha LWOoYTO

Desafio Verde (“Green Challenge”)

“Green Challenge” is an innovative educational programme that demonstrates how you can be environmentally friendly
without being an extremist. As a weekly event, broadcasted on RTP2, it encourages real people to change their lives in
order to reduce their environmental footprint. The contest has the format of a reality show — families, whose habits are
controlled and they are held responsible for their bad behaviour participate in it. Throughout this process, the greatest
challenge of all is to educate families and spectators and learn them what to change and how to stick to their new
lifestyle.

The “Green Challenge” programme is based on an international TV format that has achieved great success in several
countries. By analysing the daily habits of specific families, the programme shows how to save money, at the same time

improving the living conditions in the respective regions, thus contributing to the sustainability of the planet.

The simple and direct approach to the audience, as well as the participation of some of the most famous actresses in
Portugal as hosts, has led to great interest in “Green Challenge” among the viewers of the programme.

e Promotional channels: National television channel (RTP2)

e Campaign slogan: “Reduce your environmental footprint”
e Funding: Private funding through sponsors of the show
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Terra Alerta (,Cu2HaA 3a mpeBo2a 3a 3emama”)

,CUrHan 3a TpeBora 3a 3emATa” e MHPopmaumoHHa nporpama no SIC Noticias (kabeneH

SF ( H HOBMHAPCKM KaHa/i Ha MopTyrajackata TefieBU3MOHHa mpexka SIC) HacouyeHa KbM OCHOBHWUTE

natTiciAns €KO/MIoTMYHKU npobnemy Ha HaweTo Bpeme. [peAaBaHETO Npegsara CEAMWYHWM PEMOPTaXKM

3a YCTOMYMBOTO pa3BMTME M OMA3BaHETO Ha MPUPOAATa, KaKTo W npeactaBa Npoduan Ha

BABXHOBABALLM JIMYHOCTU, ONUCBALLM TAXHATA npodecroHanHa uam fobposonyecka paboTa B 3alMTa HAa OKO/HATA
cpena v 3a NogobpsaBaHe Ha Ka4yecTBOTO Ha KMBOTA.

MporpamaTa anenupa: ,lnaHeTata, KoATO obuTaBame, MMma 3HauyeHue. MpuUpoaaTa, KbM KOATO MPUHALNEKUM, €
3acTpaleHa... Ho uma npoeKkTu, naeu 1 xopa, oTAaAeHN Ha HEMHOTO OnNa3BaHe, KOMTO 3alLLMTaBaT KaYecTBOTO Ha XKUBOTa
1 6baeLweTo Ha creaBalmTe NoKoNeHnsa”,

To3M NPOEKT e MHOro ycrnelweH, Hai-Beye bnarogapeHne Ha M3MNON3BAHETO Ha TeNIeBU3UOHHWUTE HOBMHU, KOWUTO
NPWBANYAT BCAKAKBY FPynu Xopa. Mo To3M HauMH aneabT Ha Nporpamarta ycnsaBa Aa NpuB/iedye BHUMaHUETO Ha LUMPOKATa
0bWEeCTBEHOCT M Ja CTUMyAMpa MOBEeLEeHWe,
CbAeNCTBaLLO 3a ONa3BaHETO Ha OKO/IHATA cpefa.

e [lpomoumoHanHu KaHanau: HaunoHaneH
TenesusmnoHeH KaHan (SIC Noticias)

e (CnoraH Ha KamnaHuaTa: ,lpupogaTa, Kbm
KOATO NPUHASNEXKMM, € 3acTpalleHa”

e  ®uHaHcMpaHe: YacTHO PUHAHCUpaHe n
crnoHcopwm

Terra Alerta (“Earth Alert”) 12

“Earth Alert” is an informative programme on SIC Noticias (a cable news channel of the Portuguese
television network SIC) which addresses the major environmental problems of our times. The
programme includes weekly reports on sustainable development and nature conservation, and
presents profiles of inspiring people to describe their professional or volunteer work in protecting
the environment and improving the quality of life. The programme appeals: “The planet we
inhabit matters. Nature, to which we belong, is under pressure ... But there are projects, ideas and
people committed to protecting the environment, the quality of life and the future of the coming
generations”.

This project is very successful, mainly due to the use of television news, which attract all groups of
people. Thus, the appeal of the programme is engaging the attention of the general public and is
encouraging behaviour that contributes to the preservation of environment.

¢ Promotional channels: National TV channel (SIC Noticias)
Campaign slogan: “Nature to which we belong, is under pressure”
Funding: Private funding and sponsors



13 KamnaHus 3a peyukAupaHe Ha omhagbuu om
onakoBku Ha Sociedade Ponto Verde
(Acouuauus ,3eneHa mouka”“)

. Sociedade Ponto Verde (SPV) e opraHuMsauma c HecTonaHcKka Len, cb3dageHa npes
sociegade @ 1996 r., UMATO MUCUA e Aa HacbpyaBa pPas3fenHoTo cbbMpaHe, ONON30TBOPABAHETO
pontoverﬁe W peuMKIMpPaHeTo Ha OTNafbLyM OT OMAKOBKM B [opTyranus ypes cuctemaTta 3a

MHTEerp1paHo ynpasnaeHue c bpaHaa ,,3eneHa TouKa”. Ypes Hes ce ocurypsiBa 3aTBOPEH
UMKBA Ha npepaboTka Ha OTnagbuMTe M NMPOM3BOACTBOTO Ha HOBWM OMAKOBKM, JOMPUHACA Ce 3a yBE/NMYaBaHETO Ha
Nosie3HUs KMBOT Ha MaTepPUaINTE U Ce ONa3Ba OKOJIHATa cpeaa.

OpraHusaumsTta ¢uHaHcupa obwmHuTe B MopTyranusa, 3a Aa NOAAbPKAT KOHTeHepu 3a pas3fenHo cbbupaHe Ha
oTnagbuM v Aa cbbupaTt 6oKAyKa OT TAX. CbLLo TaKa, OTroBaps 3a PeumKIMpPaHeTo Ha cenapupaHmsa oTNagbK (xapTus,
KapTOH, CTbK/O, NNAaCcTMAca, AbPBO, KeNA30 U aNyMUHUI), cneam 3a pasnpesesieHNeTo Ha OMaKoBKUTE W rapaHTUpa,
ye ca HAacoYEeHM 33 PeLuKAMpaHe WK 33 NPOU3BOACTBO HA eHeprus. SPV HacbpyaBa eKoNorMyHaTa 0CBEeAOMEHOCT U
06pa3oBaHMe Ha NOTpPebUTennTe Ypes NPoBEXKAAHETO HAa KAMNAHUKN B MeAnUUTe U Ypes3 NPefoCTaBAHETO Ha NogKpena
32 OOWMHWTE, KaTO MHULMMPA MPOrPaMu, KOMTO CTUMY/IMPAT Pa3BUTMETO HA Mas3apa Ha PeuMKAMPaHU NPOAYKTU U
martepuanu.

MbpBaTa KamnaHuA Ha SPV ctaptupa npe3 1998 r. 1 MMa MHOIO ficCHa Uen - Aa MHPopMMpPa ONaKoBbYHUTE PUpMK,
paboTelwm KbM TO3M MOMEHT B [opTyranus, 3a HOBOTO peLUeHME 3a YpaBieHne Ha onakoBkuTe. [ogMHa No-KbcHo, SPV
NPUCTBbMNBA KbM M3MbJIHEHWETO Ha C/AeABaLUMA eTan OT KAMNAHMATA, @ UMEHHO CTaPTUPAHETO Ha aKTUBHA KOMYHMKaLmMA
¢ noTpebutenute. Llenta e ga ce NOBMILM OCBEAOMEHOCTTA MM OTHOCHO BAXKHOCTTA Ha pPa3fenHoto cbbupaHe Ha
ONaKOBKWTE U fa ce NpefocTaBn MHbOPMaLMA Kak Aa ce npasu ToBa. MHOro CKOpo KaMnaHWATa Nosly4asa nogkpenaTta
M aKTMBHOTO y4acTe Ha HaceNleHMETO, KOETO e YC/I0BME 3a NOCTUTAaHETO Ha LenuTe, 3a710XKeHu oT EBponelickma cbios B
chepaTta Ha ona3BaHeTO Ha OKOJIHATa cpesa.

¢ [lpoMOLMOHaNHM KaHanu: HTepHET, TeeBU3MOHHA PeKama U PenopTaxku
e CnoraH Ha KamnaHuATa: ,3e/1leHa TOYKa - TOYKa BbB Balla nossa”
e ®uHaHcupaHe: NMy6aMYHU cpeacTBa U HENPABUTECTBEHW OpraHM3aLmuu
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Campaign for recycling of packaging waste 13
of Sociedade Ponto Verde
(Association “Green Dot")

Sociedade Ponto Verde (SPV) is a private non-

profit organization, created in 1996, whose

32 mission is to promote separate collection,

o 40.000 i oo utilization and recycling of waste from packaging

= in Portugal through a system for integrated

management branded as “Green dot”. The system

provides a closed waste utilization cycle resulting

in production of new packaging, contributes to the increase of the useful life of materials and the preservation of
environment.

TERRITOR il
HACIONAL ECOPONTDS

SPV funds the municipalities in Portugal to maintain bins for separate waste collection. Also, it provides the recycling of
the separately collected waste (paper/cardboard, glass, plastics, wood, steel and aluminium); monitors the distribution
of the packaging and guarantees its destination for recycling or energy recovery. SPV promotes the environmental
awareness and education of consumers through campaigns in the media and provides support to municipalities by
launching programmes to stimulate market development of recycled products and materials.

The first campaign of SPV was launched in 1998 and had a very clear purpose - to inform packaging companies operating
at this time in Portugal, about the new solution for managing of packaging. An year later, SPV proceeded to the next
stage of the campaign, namely the start of active communication with consumers. The aim was to raise awareness on the
importance of selective collection of packaging and to provide information on how to do this. Pretty soon the campaign
gained the support and active participation of the population, which had been the prerequisite for the achievement of
the objectives, set out by the European Union in the field of environmental protection.

e Promotional channels: Internet, television advertising and reports
e Campaign slogan: “Green dot - a point in your benefit”
e Funding: Public funds and NGOs



“Gervasio”

Mpe3 2000 r., Acounaumsn ,,3eneHa TouKa” cTapTMpa HoBa MHPOPMALMOHHA KaMMNaHMA 33 HaCbpYaBaHe Ha Pa3feHoTo
cbbupaHe Ha OTNagbLUM OT OMAKOBKMU. ,,Gervasio” e UMeTo Ha WKMMNaH3e, Ype3 KOETO KaMMNaHWATA BHYLIABa, Ye e MHOro
IeCHO NPaBU/IHO Aa ce pa3genaT ynotpebeHWTe ONakoBKK, 3a Aa 6bAaT HAaCOUEHM 3a peunkanpaHe. MaesTa e, ye ,WoOm
[0PU e HO LWMMMAH3e MOXKe [a Ce Hayyu, KakBO OCTaBa 3a Bac?”.

HesaBMCMMO OT AOHAKbAE NPOTUBOPEUMBUA CU XapaKTep, KamnaHuATa Npuaobusa roasama NonyaspHOCT U NocTura
6e3crnopHu ycnexm.

MpeaTa 3a M3N0N3BAHETO Ha LUMMMaH3€e KaTo OCHOBEH repoil B KaMMNaHUATA e CBbp3aHa C GaKTa, Ye Te3n KUBOTUHKM
ca CMMMATWMYHM, NMPUAMYAT Ha XopaTa (OT CeMENCTBOTO Ha YOBEKOMOZOOHUTE ca 3aefHO C YOBEKA, ropuauTe U
opaHryTaHuTe) 1 ca MHOro YMHM. HecnyyailHo Te ca M3noa3BaHu KaTo NepcoHakn BbB puamoBsata nopeauua, MNnaxeTarta
Ha MaimyHuTe”. LLMmnaH3eTa ca y4yacTBanu
nuaOTU Npean MbpsBus opbuTaneH Mo
aCTPOHABT B KOCMOCA.

e [lpomoumoHanHun KaHanu: UH
peknama

e (CsnoraH Ha KamnaHuATa: ,,
ce Hayuu pa cbbupa pasae DMAKOBKM,
KaKBO OcTaBea 3a Bac?”

e  ®uHaHcupaHe: NMybanyHn
HenpaBUTENCTBEHW OpraH

7é

“Gervasio” ’

In 2000, “Green Dot” Association started a new campaign to promote separate collection of packages. “Gervasio” is the
name of a chimpanzee, used to promote the idea that it is very easy to separate correctly the used packages in order to
be recycled. The idea was “If even a chimpanzee can learn, how can’t you?”.

Despite being somewhat controversial, the campaign became highly popular and achieved undeniable successes.

The idea of using a chimpanzee as the main character in the campaign is related to the fact that these animals are cute,
look like people (they are part of the hominidae family together with humans, gorillas and orangutans) and are very
smart. Not surprisingly, they are used as characters in the movie series "Planet of the Apes". Chimpanzees have also
participated as test pilots before the first orbital flight of a US astronaut in space.

Promotional channels: Internet and television adve
e Campaign slogan: “If a chimpanzee can learn
Funding: Public funds and NGOs

te, what about you?”
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,Aeua 3a pa3geAHo cbbupaHe Ha onakoBku”

[Opyra oT usBecTHMTe KamnaHun Ha Acoumauma ,3eneHa Touka” (SPV) e BusyanusmpaHa ypes rpyna geua. HedHuar
CueHapui e NpocT - Aeua, OBMKHOBEHM LBETOBE M MeNOAMYHA My3MKa, KOUTO MPUBAMYAT BHUMaHWeETO. HeltHute
nocnaHMA MMaT 3a 33ja4a fda ybedaT HaceneHMeTo Aa ce NMPUCHEAMHWM KbM Te3u geua M Aa 3anovHe fda pasgens
ynoTpebaBaHWTe ONAKOBKM, MbPBO Y JOMa, a Cej, TOBa, U3XBBPAANKM M B NPaBUIHNA KOHTEMHepP Ha yauuaTa.

MpoyyBaHeTo, M3BbPLIEHO Ha 6a3a Ha NPEKM KOHTAKTU C NoTpebutenuTe U Ypes aHa/iu3 Ha eNeKTPOHHWUTE NMUCMa,
nosayyeHu B8 SPV, ACHO NOKa3BaT NONOKUTENHATA PEAKLMA HA NyB/IMKaTa KbM NOCNAHMETO Ha KaMNaHUATA. 3a NOCNEeSHO,
[ENHOCTM No HedA ca buan peanusmpanu npes 2007 r., HO NoTpedbuTeNnTe N A0 AHEC NMOMHAT Bb3AENCTBUMETO, KOETO
peKnamuTe C geLa ca UManum Bbpxy TAX.

¢ [lpoMOLMOHANHM KaHanU: HTEpPHET U TeNeBU3NOHHA peKkaama
e CnoraH Ha KamnaHusATa: ,,Pasgenaii onakoBKMTe KaTo AeuaTa — necHo el”
e  duHaHcupaHe: Ny6ANYHKN CPeacTBa U HEMPABUTENCTBEHN OpraHU3aLum

<

“Children for separate collection of packaging" '

Another well known campaign of the “Green Dot” Association was visualised by a group of children. The scenario was
basic — children, simple colours and melodic music that attract attention. Its messages aimed to convince the population
to join those children and to start separating used packages, firstly at home, and then, by putting them in the right waste
bin in the street.

The survey that has been conducted via direct contacts with consumers and by analysing the emails received by SPV has
clearly shown the positive response of the public. The last campaign with children has been held in 2007 but even today
consumers still remember the impact that these commercials with kids have had.

e Promotional channels: Internet and television advertising
Campaign slogan: “Divide packing like kids do — it’s easy!”
Funding: Public funds and NGOs




16 ,KoAako MoXkeM ga peuukAupame 3a eguH yac?”

Mpe3 2012 r. Acoumaums ,3eneHa Touka” (SPV) ctapTvpa KamnaHua, KOATO MMa 3a Len Aa MHbopmupa nopTyraaumTe
OTHOCHO BrneyvaTnsBalms 6poit NPoAYKTH, peunKanpann B NMopTyranmns camo 3a eguH Yac. 3a Aa npesbpHe umppuTe B
Hew,o oce3aemo, SPV nsnonssa oTHOBO 06MKHOBEHA, HO edpeKTUBHA popma Ha KOMYHMKALLMA, MOKa3BalKK, Ye 3a eanH
yac ce peuuKaMpaTt maTepuanu ¢ Terno, paBHO Ha 12 C/I0Ha MKW Ye C PeuMKIMPAHOTO CTbK/IO MOXKE A3 Ce Hanpasu
OyTU/IKa C BUCOYMHATA Ha YeTMpUeTarkHa crpaga. MNpenoctaBeHata MHGOpPMaAUUS e NpuBAEKaTe/IHa, EMOLMOHA/HA,
JlecHa 3a pa3bupaHe M AOCTbMHA NOCPEACTBOM Pa3/IMdHM KOMYHMKALMOHHKW KaHaau. Mo To3n HayuMH xopaTa ycnasat
03 OCb3HaAT 3Ha4YeHMeTo Ha undpuTe, a egHOBPEMEHHO C ToBa SPV nogyepTaBa, Ye NPMHOCHT HA BCEKM YOBEK MMa
3HayeHue.

KamnaHuaTa npoBoKupa xopaTa B MopTyraava Aa cv 3a4a4aT Bbipoca ,, KoKo MoXKemM Aa peumkanpame 3a eamH yac?”
M NocTura oTanyHu pesyntaTu. Mpes 2003 r. egsa 38% OT HaceneHWEeTO Ha CTPaHaTa M3BbPLLBA pa3ge/iHo CbbupaHe Ha
oTnagbLumTe, LOKaTo n3cneaBaHe npes 2011 r. nokasBea, Yye 69% oT HaceNleHNeTo BeYe pa3aens OTnagbLuTe OT ONaKOBKU.

¢ [lpoMOLMOHaNHM KaHanu: HTepHET, TeNeBM3NOHHA PeKama U PenopTaxku
e CnoraH Ha KamnaHuAaTa: ,,BcuyKo ToBa camo 3a eanH yac”
e ®uHaHcupaHe: NMy6aMYHKU cpeacTBa U HENPABUTEICTBEHW OpraHM3aLmun

“How much can we recycle for one hour?” 16

In 2012, “Green Dot” Association (SPV) has launched a campaign aiming to inform the Portuguese population about
the impressive number of products recycled in Portugal per one hour only. In order to turn the numbers into something
tangible, SPV has once again used a simple but effective form of communication, showing that the glass wastes that can
be recycled in 1 hour are equal to the weight of 12 elephants, or that a four-storey-high bottle can be build with the
recycled glass. The information that has been provided has been attractive, emotional, easy to understand and accessible
through different communication channels. Thus, people have been able to realize the grandeur of the numbers, and at
the same time SPV has underlined that everyone’s contribution makes a difference.

The campaign challenges people in Portugal to ask themselves “How much can we recycle in one hour?” and achieved
excellent results. In 2003, only 38% of the population did separate waste collection, while a survey in 2011 shows that
69% of the population is already separating packages.

e Promotional channels: Internet, television ads and live reports
e Campaign slogan: “All this for one hour only”
e Funding: Public funds and NGOs
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Aob6pu npakmuku om EBponelckus cvio3
npu obyyeHuemo, opa2aHusauussma u npoBekgaHemo

Ha UHchopMauuoHHU kaMnaHuu 3a pa3geAHo cbbupaHe u
mpemupaHe Ha omnhagbuu

Good Practices from the

European Union

in the training, organisation and
implementation of information
campaigns for separate

waste collection and treatment




17 KamnaHug ,PeuukaAupat cez2a” -
BeAukobpumaHus

3a fga nocturHe BenvMKobpuTaHMA CBOUTE LEAW MO OTHOLIEHME Ha pPasfAenHOTO CbbupaHe U peunKkanpaHeTo Ha
oTNaAbUMTE, NPAaBMUTENCTBOTO Ha CTPaHaTa Npuaara mawabHa KamnaHuWsA ¢ OTAUYUTENEH CTUA, KOATO NO KaTeropuyeH
HaYMH NOATUKBA NOTPebUTENUTE KbM AENCTBME.

KamnaHuaTa e bopmyanpaHa oKoo Lenta aa 6bae BbBeLeH HOB OT/IMYUTENIEH CUMBOJ BbB BPb3Ka C PELLUKNNPAHETO
Ha OoTnagbuWTe B CTPaHaTa, KOMTO uype3 nociaefosaTe/Ha KOMYHUKALMOHHA KaMNaHua Aa 6bAe HaNoMKeH KaTo
CUHOHMM Ha peLMKAnpaHe, 3a 4a CTUMY/IMPa KbM U3BBbPLUBAHETO Ha Ta3u AeNHOCT ,cera u yecto”.

MocnaHuATa Ha KAMNaHWATA Ca BHUMATEHO pa3paboTeHu 1 TecTBaHW. Te MMaT CU/IHA U BABXHOBABALLA 06pa3HOCT,
BM3Yya/IM3MPaHM Ca B NOAXOAALLM TOHOBE 3a YNaBAHE HA BbOOPaXKEHMETO Ha LUMPOKA YacT OT 0bLLecTBEHOCTTa, 33
noBuWLIaBaHe Ha MHPOPMMPAHOCTTa Ha NOTPebUTENUTE U NPUBANYAHE HA MHTEPEC KbM BbNPOCUTE HA Pa3AesIHOTO
CcbbupaHe M peunKanpaHe, HaCbpPYaBaMKM MM KbM KOHKPETHU AeNCTBUSA.

KamnaHuATa ce npoBsexaa oT HenpasBuTencTBeHaTa opraHusauma The Waste & Resources Action Programme (WRAP,
Mporpama 3a AeicTBMe B 06/1aCTTa Ha OTNAAbLMUTE U PECYPCUTE) B PAMKUTE Ha CeAmMMLA HA peLuKaMpaHeTo 3a 11-
Ta NopeHa rogMHa B NapTHbOPCTBO C HALMOHAJIHM U MECTHU aMUHUCTPALMM, YYUAULLIA, APYTM HEMPABUTENCTBEHMU
OpraHusaumn, MHAYCTpUsaTa u meauuTe BbB BesinkobputaHus. Couo Taka, WRAP nognomara usnb/IHEHMETO Ha MNo-
MalwabHn UHPOPMALIMOHHN U KOMYHUKALLMOHHM KaMNaHWUW, CBbP3aHU C pasfaenHoTo cbbupaHe Ha oTnagbuumTe U
PEeLMKNUPAHETO UM, MPOBENKAAHWN B CTPaHaTa OT Apyru opraHunsaumm (Hanp. MetalMatters, On-pack recycling label

nap.).

¢ [IpOMOLMOHaHM KaHaiu: TeleBU3NOHHA PeKama, peKknama B HaUuMOHANHN NeYyaTHU U3LaHUSA, UHTEPHET,
OH/IalH pPecypCeH LeHTbP C UHCTPYMEHTU U CbBETHU
e CnoraH Ha KamnaHuaATa: “You Can Make it Happen!" (,Moxew aa ro
Hanpasuw!”) Gerecyciencw =
e  ®uHaHcupaHe: HaumoHanHun ¢oHaoBe Ha BeankobpuTtaHusa J J

Wht begpei whas yon rorpils o 3
par dnctiicels? e

Recycle Now Campaign - Great Britain

In order for Great Britain to achieve its objectives in terms of separate collection and recycling of waste, the government
has implemented a major campaign with a distinctive style that firmly urges the consumers toward action.

The campaign has been defined with the objective to introduce a new distinctive symbol in relation to recycling of
wastes in Great Britain, which, through a consistent communication campaign is imposed as a synonym for recycling, in
order to encourage recycling “now and often”.

Campaign messages are carefully designed and tested. They have a strong and inspiring imagery, which is displayed in
appropriate tones to capture the imagination of wider public so as to improve the awareness of consumers and attract
their interest on issues of separate collection and recycling, encouraging them to do specific actions.

This campaign is held by the non-governmental organization WRAP (The Waste & Resources Action Programme) for
the 11th consecutive year within the week of recycling in partnership with national and local governments, schools and
other non-governmental organizations, industry and the media in Great Britain. Also, WRAP supports wider information
and communication campaigns related to waste collection and recycling conducted in the country by other organizations
(e.g. MetalMatters, On-pack recycling label, etc.).

e Promotional channels: Television advertising, advertisements in national newspapers, internet, online resource
center with tools and tips

e Campaign slogan: “You Can Make it Happen!”

¢ Funding: National funds of Great Britain

Recyding makes a real
difference in protecting
our environment...




18 “MetalMatters” - BeaukobpumaHus
(KaMnaHug 3a pasgeAHo cbbupaHe Ha MemaAHU
omnagbuu)

MetalMatters e pgoKasaHa KOMYHMKALMOHHa MNporpama, Cb3fafeHa C Len ga NoAnomara YCTaHOBEHWTE BbB
BenmMKkobpuTaHMA cxemm 3a peumKkanpaHe. Nporpamarta moxe Aa 6bae NpuaoKeHa Ha TepUTopMATa Ha OTAE/HA 06WHHa,
Aa 0b6xBaHe No-rofiAaM pernoH, ga 6bae HacoueHa Kbm U3bpaHa gemorpadcka rpyna u ap. Ts obpa3oBa LOMAKMHCTBATa
Mo BbMNPOCUTE Ha PELMKIMPAHETO Ha METa/IHUTE OMAKOBKM U Ce CTPeMM [a 'M HacbpyaBa caMu Aa MM cbbupart pasaesiHo
B CBOMTE JOMOBE.

MetalMatters ctaptupa nunotHo npes 2010 r., KOraTo e peannsnpaHa UHTErpMpaHa KOMyHUKaLMOHHA KammnaHusA 3a
noBuLLAaBaHe Ha OCBEAOMEHOCTTa B ABE MECTHWU agMUHUCTPATUBHM obnactu. MpoabakuTenHoctTa M e 4 ceagmuum
M ca obxBaHaTK 59 000 AOMAKMHCTBA. B HayanoTo M B KpaA Ha KamnaHWsATa e NPOBEAEHO NPOy4YBaHE Ha Harnacute
Ha YJeHOBEeTe Ha CEMEeNCTBATa Ype3 MPeKu UHTEPBIOTA, @ NPe3 Lenus nepuos Ha NpoBexXAaHeTo W e NpocneaaBaHo
KO/IMYECTBOTO M CbCTaBa Ha CbOMPaHUTE MeTaNHM OTNagbUM.

MocTurHatuTe pesynTatm HaAXBbP/IAT MbPBOHAYA/IHUTE OYAKBAHUA:

e CnecTeHu ca 225 TOHa €KBMBAJIEHT Ha BbIIEPOAHU EMUCUN

e [loBuweHa e cbbMpaemocTTa Ha ApYyrv peLuMKAnpyeMm oTnagbLm

e OTtyeTeH e 20% pbCT Ha obaxkaaHWATa KbM ropewaTta TefiepoHHa IMHMA Ha Nporpamara
¢ [lonyyeHu ca 500 UCKaHKA 33 4ONBAHUTENHN (HOBM) KYTUM 3a pa3genHo cbbupaHe.

Ha 6a3a Ha oT/InYHUTE pe3yaTaTi OT NporpamaTa, TA e npoab/xKeHa npes3 2011 1 2012 r., KoraTto 3HaunTeeH 6pPoit MecTHU
AOMUHUCTPALMM U CAPYKEHMA B chepaTta Ha OTNaabuuTe peannsnpaT KamnaHnm B HeMHUTe pamKku. Mpes 2011 r. Metal-
Matters nonaga cpeg HOMMHUpPaHUTe 3a HauMoHanHaTa Harpaga 3a peunkanpaHe n e obaBeHa 3a KOMYHUKALMOHHHA
KaMNaHWs Ha roAnHaTa no Bpeme Ha Harpaaute Ha Chartered Institution of Wastes Management.

¢ [IpOMOLMOHANHM KaHaNW: UpPeKTEH MEVIMHT B HAYa10TO M B KPas Ha KaMMNaHMATA, PeKNama B MECTHUTE BECTHULM,
peKknamu no bunboprose, pa3noNoKEHU Ha OCHOBHWTE MbTULLLA, NOCTAaBAHE HA MHPOPMaLMA Ha aBTOBYCHU CUPKHU,
MHTEpPHET, AeMHOCTM NO BPb3KMU C 06LLLECTBEHOCTTA
e CnoraH Ha KamnaHusTa: “MetalMatters” (,,MeTanbT Mma 3HadeHne”)
aHcupade: OT NpoM3BOAUTENMTE HA METANHU OMaKOBKM, peumKanpaliata MHAYCTPUA, OT COBCTBEHUUUTE Ha
, KaKkTO U OT Mporpamarta 3a AelicTBMe B 061acTTa Ha OTNaAbLMTE U pecypcuTe

“MetalMatters” - Great Britain 18
(Campaign for separate collection of metal waste)

MetalMatters is a proven communication programme, designed to assist the established recycling
schemes in Great Britain. The programme can be implemented within a single municipality, to
cover a larger area, to be directed towards a selected demographic group, etc. It educates the
households on recycling of metal packaging and seeks to encourage them to recycle on their own
in their homes.

MetalMatters was piloted in 2010, when an integrated communications campaign was
implemented to raise awareness in two local districts. Its duration was four weeks and covered
59,000 households. At the beginning and at the end of the campaign a survey was conducted to
test the attitudes of family members through direct interviews. The quantity and composition of
collected metal wastes was monitored during the whole implementation period.

The achieved results have surpassed the initial expectations:

e Saved 225 tonnes of carbon equivalents

¢ Increased collection of other recyclable wastes

20% increase in calls to the hotline of the programme
Received 500 requests for additional (new) boxes for recycling

Based on the excellent results of the programme, it was extended in 2011 and 2012, when a significant number of local
authorities and waste associations conducted campaigns within its framework. In 2011, MetalMatters has been among
the nominees for the National Recycling Award and has been awarded for communication campaign of the year at the
awards of the Chartered Institution of Wastes Management.

e Promotional channels: Direct mailing at the beginning and the end of the campaign, advertising in local newspapers,
advertisements on billboards located on major roads, putting information at bus stops, internet, public relations
activities

e Campaign slogan: “MetalMatters”

¢ Funding: Manufacturers of metal packaging, recycling industry, owners of leading brands,
as well as the Waste & Resources Action Programme




19 On-pack recycling label
(Emukem 3a peuukAupaHe Bbpxy onakoBkama) -

BeAukobpumaHus

KoHcopuuym, popmumpaH OT rpyna TbproBCKM GUPMM M NoANOMOrHaT oT 6puTaHcKaTa
Mporpama 3a gelictBue B 0b6a1acTTa Ha oTNagbLMTE U pecypcute, CTapTUpa KamMnaHuaTa
B Ha4yanoTo Ha 2009 r. HeilHaTa uen e BbBEXKAAHETO U NONYNAPU3NPAHETO Ha eAUHEH
€TUKET, YNIeCHABALL, PELUUKANPAHETO HA OMAKOBKUTE OT Pa3NIMYHM NPoayKTU. Toi cneaBa
0a@ 3aMeHUM MHOXeCTBOTO aHa/forMYyHU ETUKETWU, M3MON3BAaHM [0 TO3M MOMEHT BbB
BennkobputaHua, npenocTaBAMKM Ha KAMEHTUTe cTaHAapTusuMpaHa uHbopmauma 3a
baKTa, Ye oNaKkoBKaTa MOXKe Aa ce peunkampa. Mo TakbB Ha4MH ce Leaun HacbpyaBaHe Ha
npowecuTe No pasgenHo cbbupaHe OT LOMaKMHCTBATA B CTpaHaTa, NpefoCcTaBANKN UM
AOMNBAHUTENHA U NoNe3Ha MHGOPMAUMA, KOATO Aa M1 YIeCHM.

MpoBefeHa e MHTEH3MBHA KOMYHUKALMOHHA KamnaHua cpeg, notTpebuTtenmTe Aa cbbupat pasfenHo KOMKOTO ce MOoKe
noBeye, 3a 4a Cce Hamann obema Ha peumkaMpyemuTe OTNagbLM, KOWUTO ce AenoHMpaT. 3a uenTa, ce npomotupa
M3MO0N3BAHETO HA NPOAYKTU OT PELMKAMPAHM MaTepuasu, KakTo M Ce HacbpyaBa 3aKymnyBaHETO Ha CTOKW, YMUTO
OMaKOBKM MOAJ/EXKAT Ha PeLUKInpaHe.

MocTaBeHaTa Len noBeye oT 60 KOMNAHUKM Aa@ NPUEMaT 4a W3Mo/s3BaT eTUKeTa Npes NbpBaTa rogMHa Ha KaMnaHuATa
€ HaACKOYEeHa, KaTo KbM AHelWHa AaTa eAMHHUAT eTUKET Ha KaMnaHuATa ce oTnevyaTrBa Bbpxy nosedve ot 60 000
NPOAYKTOBU IMHUU. MapKuTe u TbproBumTe Ha ApebHO, KOUTO Ca BbBEN ETUKETA, peaanaupat Hag 90% ot npoparkbute
Ha XPaHWUTE/IHU CTOKM BbB BennkobpuTaHmMA, KaKTO M Ha NPOAYKTM B APYIM ThPFOBCKU CEKTOPU.

e [lpoMOLMOHaNHM KaHanu: TeneBU3MOHHA U Pagmno peknama, nybAuKaLMM B HaLMOHANHN BECTHULIM U CMCAHUA,
peKknamHu NaHa B TbproBcKuTe Bepurun (noseye ot 4 500 obekTa) v Ap.

e (CnoraH Ha KamnaHuAaTa: ,,Peunknunpai noseye”

e ®duHaHcMpaHe: YacTHU U3ToYHMLM 1 HIMO cekTop

On-pack recycling label - Great Britain

Consortium established by a group of trading companies and supported by the British Waste &
Resources Action Programme launched the campaign in early 2009. Its purpose was to introduce
and promote a single label to facilitate recycling of packaging of different products. This should
replace the great number of similar labels used so far in the Great Britain, providing customers
with standardized information on whether packaging can be recycled. Thus, the campaign has
seeked to promote the processes of separate collection among the households in the country,
providing them with additional and useful information to facilitate them.

Intensive communication campaign has been carried out among consumers to recycle as much as possible in order to
reduce the volume of recyclable waste that is land filled. For this purpose, the use of recycled materials was promoted
as well as the purchase of goods with recyclable packaging was encouraged.

The goal of the campaign to attract more than 60 companies willing to introduces the label in the first year, was
overachieved and currently it is printed on more than 60,000 product lines. Brands and retailers that have introduced
the label realize over 90% of grocery sales in Great Britain, as well as of products in other commercial sectors.

e Promotional channels: Television and radio advertising, publications in national newspapers and magazines, posters
in retail chains (more than 4 500 shops) and etc.

e Campaign slogan: “Recycle more”

e Funding: Private funding and NGO sector




2 0 "COLLECT +" - (PpaHuus

MpoektbT “COLLECT +” uenu ga Hacbpyu MpoLEecuTe Mo pPeuuKIMpaHe Ha OTNaZbUW CPes 4YacT OT HAaceNeHWeTo Ha
®paHumsa (8 muanoHa notpebutenn). PuHaHcHpaH no eBponelickata nporpama Life+, npoeKTsT BKAKOYBA U3MNBAHEHMETO
Ha UHPOPMALMOHHU U KOMYHUKALMOHHU AEAHOCTH.

MpoeKTbT ce n3nbaHaBa B 400-Te 06eKTa Ha TbproscKkaTa Bepura Casino Group, KOATO CTapTMpa KamMnaHWs Aa Hacbpyum
CBOWTE K/IMEHTM [ COPTMPAT U PELIMKANPAT AOMALLHUTE CM OTNagbun. KamnaHmaTa uma 2 etana — no Bpeme Ha NbpBeuA
ca nposefieHu MHTepBIoTa ¢ 61130 700 KAMEHTU HA MarasMHUTE OTHOCHO e1eMEHTUTE Ha KaMNaHuATa (pa3bupaemocr,
3aMOMHSAEMOCT), KaKTO ¥ OTHOCHO MECTOMOJ/IOKEHNETO Ha MHGOPMALMOHHMTE Tabenn B TbProBckuTe 0beKkTu. BTopmaT
eTan e HacoYeH KbM NPeAOCTaBAHETO Ha AONBAHUTENHA MHGOPMALMA OTHOCHO 3HAYEHWETO Ha YCMELHOTO yrnpasaeHue
Ha OTMagbLUMTE KAaKTO BbPXY NpMpoAaTa, Taka U BbpPXy YOBELLKOTO 34paBe, 3ae4HO C NOBeYe AeTaliIM OTHOCHO npoueca
Ha peuMKAnpaHe 1 pPosiATa Ha YOBEKA B Hero. [10 TakbB HaYMH KANEHTUTE, NpeacTaBUTeNInTe Ha Pas3/IMYHU COLMAIHO-
MKOHOMMUYECKWN U KYNTYPHU TPYMU OT HaceNeHUeTo, ca MHGOPMUPaAHM OTHOCHO HAaoBX0AMMOCTTa OT TAXHOTO aKTUBHO
y4yacTve B ynpaB/ieHMETO Ha oTnagbuuTe.

C npoekTta ce Lenu MnoBulaBaHe Ha Aefa Ha pasfeNnHoTo cbbupaHe Ha 5 rpynu oTnagbun — bGatepun, ApebHU
€NEeKTPOHHU U eIeKTPUYECKN Ypean, MOBUIHM anapaTh, TOHEP KaceTu U eNIeKTPUYECcKM KpyLWKKU. NpoyyBaHeTo B Kpas Ha
KaMMaHUATa NOKa3Ba, ye e GopmMMUpaHa BUCOKA MOTUBALMA 3a PasfesHO CbbupaHe 1 peumKanpaHe — 86% OT KNMeHTUTe
Ha TbProBCcKaTa BepUra, KOUTO ca BMUAKN BbBIEYEHM B KAMNAHUATA, Ca CKIOHHU A3 CbbUpaT pasfesiHo NoBeye oTnagbLm,
OTKOJIKOTO 10 cera. Helo noseye, 94% OT y4acTBaUTe B aHUMUPAHUTE UTPU, CNIOAENAT Nog06HO MHeHwe.

¢ [IpOMOLMOHaNHM KaHanu: PeknamHu Tabna, pasnonoXKeHU B TbProBCKUTE
06eKTH, MHOOPMALMOHHM NaKeTU, aHUMUPAHU UTPU, OHNAWH U PaaNO
peknama

e (CnoraH Ha KamnaHuAaTa: ,lMoBeye u No-go6po peunkanpaHe”

e  ®uHaHcupaHe: O6wmAT 6roaKeT Ha npoekTa e 955 624 eBpo, OT KOUTO
50% ca duHaHcMpaHu oT EBponelickusa cbios (477 812 eBpo)

Ensemble
recyclons

PLUS

E]D@ = COLLECT+ project aims to promote the processes of recycling among part of France’s population (8
recyclons million consumers). Financed by the European Life+ Programme, the project comprises information

MIEUX and communication activities.

The project has been implemented in all 400 shops of the retail chain Casino Group, which has launched a campaign
to encourage its customers to sort and recycle their household waste. The campaign has had two stages - during the
first one, interviews with nearly 700 customers in the stores have been conducted on the elements of the campaign
(intelligibility, distinctiveness) and on the location of the information signs of the campaign in the shops. The second
stage has aimed at providing additional information on the importance of successful waste management both on the
environment and on human health, along with more details about the recycling process and the role of man in it. Thus,
customers from different socio-economic and cultural groups have been informed about the necessity of their active
participation in waste management.

“COLLECT +" - France 20

The project aimed to increase the share of separate collection of five groups of
waste - batteries, small electronic and electrical
appliances, mobile phones, toner cartridges

and light bulbs. The survey at the end of the
campaign has shown that it has succeeded to form
motivation for separate collection and recycling

- 86% of the retailer’s customers who have been
involved in the campaign have tended to recycle
more waste than before. Moreover, 94% of
participants in the animated games have shared
this opinion.

e Promotional channels: Billboards located in retail shops, information packs, animated games, online and radio
advertising

e Campaign slogan: “More and better recycling”

e Funding: The total project budget is EUR 955,624, of which 50% was financed by the
European Union (EUR 477,812)




21 “Recycle4chimps” - beaaus
(KaMnaHug 3a peuukAupaHe Ha MOBUAHU
anapamuy)

KamnaHuATa Lenu HacbpyaBaHe Ha pa3fenHoTo cbbupaHe u PeuuKkaMpaHeTo Ha mobunHu Tenedporn B benrva B
MOMEHT, B KOWTO B CTpaHaTa ce non3saTt 61n3o 12 mAaH. anapaTta ot HaceneHvte oT okono 10 mAaH. aywun. PeannsmpaHa
ot benruiickna nHcTuTyT , JKeliH ygon”, KamnaHuATa ce oTIMYaBa 3HaqMTenHo OT MHOKeCTBOTO NOA06HM MHULMATUBMY,
peanusnpaHuM B €BPOMENCKM CTPaHW, Tbil KaTo 06BBbP3Ba u,enMTe,ﬁcw C ... MOCTMrAHETO HAa MMpP U CnacABaHe Ha
WMMmnaH3eTaTa 1 ropunute B JlemokpatuHa Penybanka KoHro. ' ‘

Tosa ce nocTvira upes NpeAoCTaBAHETo Ha MHPOPMaLWA Ha MoTpebutennte Ha MobuaHM anapaTti B benrma oTHocHO
XUMUYHUTE eNEMEHTU, KOUTO Te cun;p»(at, KaKTO M OTHOCHO HA4YMHa, MO KOWTO HAKOM OT TAX ce A06mBaT. B KOHKpPETHMA
CyYali, ce akUEeHTMpa BbpXy A06UBa Ha KonTaH 3HAUYUTE/THW 3a/1EXKMN OT KOWUTO MMA MMeHHO B KoHro. MoBeyeTo MUHU B
CTpaHaTa ca oA KOHTpo/a Ha B'bOp'b)KEHVI 6yHToBHMueCKV| rPynun, KOUTO ca B MOCTOAHEH KOHQIMKT, AOBEN A0 CMbPTTa
Ha noseye oT 4 MAH. gywu oT 1998 1. go MomeHTa C'bOTBETHO KONTaHBT ce Ao6MBa Hall-4eCcTo HeslerasHO M MO HaYMH,
YHULLOMaBaL, TPONUYECKUTE ropu m 3aCTpau.|aBau.|. nonynau,mme Ha TOPUAM W WMMRAAH3eTa. HeneranHata Toprosus,
OT CBOA CTpaHa, AOCTaBA CpeacTBa 3a ¢MHchmpaHe Ha BYHTOBHMYECKWUTE Tpynu, 3a4b/604YaBalKM AOMbBAHUTENHO
npobnemute. !

OcHOBaBalKK Ce Ha MPUHLUMNA, Ye TbPCeHeTo onpeaens npeasaraHeTo, KaMnaHUATa NPU30BaBa 33 HaMasABaHe Ha
noTpebAeHNETOo 1 3a PeLUKANPAHE Ha MPOAYKTUTE, ChAbPMKALLM TaKMBA ENEMEHTMU.

e [lpoMouMOHaNHM KaHanu: TeNeBU3MOHHA M Pagmo- peknama,-MHTepBroTa/cTatTnmn/MHGopMaLMoHHM KapeTa B
cneumanmsnmpaHm n3gaHuna, MHTEPHET CTPaHMULM, COLMANHN MPEXN U Ap.

e CnoraH Ha KamnaHusaTa: -,,‘Peumxnmpaﬁ 3apagm WumnaHlertata”

e  ®uHaHcupaHe: CobcTBEHO GUHAHCKMpPAHE M OT HEMPaBUTEICTBEHW.OPraHN3aLnn

“Recycle4chimps” - Belgium 21
(Campaign to recycle mobile phones)

Recycle: Chimps The campaign aims to promote the separate collections and recycllng of mobile phones
in Belgium in a time when the country has recorded the possessmn of nearly 12 million
mobile phones from a population of about 10 m|II|on people. Realized by the Belgium
Institute “Jane Goodall”, the campaign-differs signiﬁ‘cantlyfrom many similar initiatives
carried out.in European countries by binding its ta;gets with ... peace and rescue of the
chimpanzees and gorillas in the Democratic Republic'of-Congo.

This is achieved,by pto\{idin‘g information to users of mobile phones in Belgium on the
chemical elements: that are contained in the mobile devices as well as on the manner

(columbo-tantalite), S|gn|ﬁcant deposats of wh|ch are extracted from mines in Congo.
Most of the mines in the country are under the control of éi’med rebel groups that are in constant conflict, which has
led to the death of more than 4 million people from 1998 to present Accordlngly, coltan yields.are mostly illegal and are
achieved in a way destroying rainforests and threatening popuiatlons of gorillas and chimpanzees. lllegal trade, in turn,
delivers funding for rebel groups-and worsens the problem : :

Based on the principle that demand determines supply, this campaign appeals to reduce the consumption and to recycle
the products that contain such elements.

e Promotional channels: TV and radio spots interviews/articles/information boxes in'specialized journals, websites,
social networks, etc.

e Campaign slogan: “Recycle4chimps”

e Funding: Own funding and NGOs
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“Plastic Hero” (laacmMacoB 2epoti) - XoAaHgus
(KaMnaHus 3a pasgeAHo cbbupaHe Ha
nAacmMacoBu omnagouu)

Mpe3 2009 r., B XonaHaMa e cTapTMpaHa mMawabHa KamnaHMA 33 HacbpyaBaHe
Hace/fleHMEeTo Ha CTpaHaTa 43 pa3fens niacTMacoBuTe OTNaAbLM OT OCTaHaAuUTe
60Kayun. OcHoBHaTa Maes e HalnoHOBUTE TOPOMYKM, ONMAKOBKUTE OT CMIMCAHMUS,
BCMYKM BMAOBE OMAKOBKM Ha 3€/IEHYYLM U APYTU NIAaCTMacoBM ONAKOBKM Beye aa
ce peuuKampar.

KamnaHusTa e ocHOBaHa OKono uaesTa 3a ,,lnactmacosua repoii”, npeacTasasBaly,
OpaH)KeBa YoBellKa ¢urypa, KoaTo e M IoroTo Ha KamnaHusaTa. MHuumatmBaTa
nosiy4yaBa LWWPOKA obLwecTBeHa MNoAKpena - peauvua W3BEeCTHUM JIMYHOCTU W
npeacTaBUTENIN HA Pa3/INnYHM 0b6LLEeCTBEHM chepur y4yacTBaT B aKLUWU U PEKIAMHM
Knunose. CbLU0 Taka, ca GopmMpaHn peamLa NonesHn NapTHbopcTBa. Hanpumep,
BbPXY ONMAKOBKMUTE HA MECHUTE MPOAYKTU HA ONpeaeneH NpomM3BoANTeN, KOUTO ce
npoaasaT B e4Ha OT Hali-rofleMmnTe TbProBCKM BEPUTM B CTPaHaTa, ce oTnevyaTtsa
3HaKa Ha KamnaHuaTa. CbOTBETHO, OMAKOBKUTE C TO3M 3HaK mMorat ga bbaat
CbbMpPaHKN OT LOMAKMHCTBATA B CneLmManHn Topbu, nocTaBeHn Npes AOMOBETE UM,
KOMTO BMOCNEACTBME CE OTBEXKAAT CbC CNEeLMaHN KaMUOHM 33 OTNaLbLM.

Llenute Ha KamMnaHMATA Ca MHOMO MO-BUCOKM OT €BPOMENCKUTE Uenu 3a
PEeUMKAMPAHE Ha N1IaCTaMacoBKM OMAKOBKM — XONaHAUA NOCTUIA PELMKAMPAHE Ha
38% o1 1ax 0,0 2009 1. M 42% [0 KpasA Ha 2012 .

¢ [lpomMouLMOHaNHM KaHanu: Tenesumsuns, paano, BECTHULM, CNCaHNA, aBTOBYCHU
CcnupkKK (nnakatu), maructpanu (bunbopaose) n ap.

e (CnoraH Ha KamnaHuaTa: ,,[ait HOB }WMBOT Ha nnacTmacosuTe oTnagbum”

e  duHaHcMpaHe: HauMoHanHM U3TOYHULM M YaCTHO PpUHAHCKUpaHe

e
“Plastic Hero” - the Netherlands m
(Campaign for separate collection of

plastic waste)

In 2009, the Netherlands has launched a major campaign to encourage the population to separate plastic waste from
other garbage. The basic idea is plastic bags, packaging of magazines, all kinds of packing of vegetables and other plastic
packaging to be recycled from now on.

The campaign is based around the idea of the “plastic hero” representing an orange human figure, which is the logo of
the campaign. The initiative has received wide public support - a number of celebrities and representatives of various
sectors of society have participated in actions and commercials. A number of useful partnerships have been formed,
for example, the logo of the campaign has been printed on the packaging of all meat products of one manufacturer
that have been sold in one of the largest retail chains in the country. Accordingly, the packaging with this symbol can be
collected from households in special bags placed in front of their homes, which are then discharged by special disposal
trucks.

The objectives of the campaign have been much more demanding than the
European recycling targets for plastic recycling - Netherlands has achieved
recycling of 38% of them by 2009 and 42% by the end of 2012.

e Promotional channels: TV, radio, newspapers, magazines, bus stops
(posters), highways (billboards), etc.

e Campaign slogan: “Give NEW LIFE to plastic wastes”

e Funding: National sources and private funding




23 ,CbbupaHe Ha omnhagbuu om
gomakuHcmBama” - LLiBeuus
(KamMnaHus 3a pasgeAHo cbbupaHe Ha ohacHu
omnhagobuu)

KamnaHuATa e n3nbaHeHa B pamkute Ha npoekT ,,GREECIT - 3eneHu rpaxkaaHu Ha EBpona”, ¢mMHaHcupaH no nporpama
LIFE. KamnaHuaTa e Mmana 3a uen ga noanoMOrHe M Hacbpuu Xutenute Ha obnactra Ymea B LBeuma ga coptmpart
onacHWTe OTNaAbLLM, KOUTO reHepupaT B CBOETO exeaHeBUue (KPYLWKU, ManKkn baTepun, eNIeKTPOHHU oTnaabLUm 1 ap.) n
Nno TO3M Ha4YMH A3 NoA06PAT TAXHOTO PeUnKANpPaHE.

B Tasu Bpb3Ka, ca peanmsnpaHnM MHOXECTBO AEWHOCTM, CBbP3aHM C NpoyyYBaHe Ha Harnacute M MHGOPMMpPAHOCTTA
Ha HaceneHMeTo OTHOCHO PasAenHOTO CbbMpaHe Ha onacHW OTNaAbUW. M3BbpLIEHM ca noceweHUa No 4OMOBETE 3a
npeaocTaBaAHe Ha KYTUKM 3a ONacHM OTNaAbUM M Ha TOp6U 3a APYrv PeLMKAMPYeMMU OTNAZAbLM, KaKTO M 3a AaBaHe Ha
MHPOPMALMA OTHOCHO HyKAaTa OnacHUTe oTnaabuu Aa 6bAaT peumkampanu. Cblo TaKa, ca AafeHU PasACHeHUs
OTHOCHO HauuHa Ha pa3gensHe Ha OTNaAbUMTE U 33 pellaBaHe Ha KOHKPETHO Bb3HMKHAAM Kasycu. OpraHusmnpaHo e
CbbUpaHeTo Ha onacHMTe OTNaabuUM 2 A0 4 MbTU TOANLWHO B Pa3IMYHMUTE HaceNeHU mecTa.

B Kpaa Ha NpoeKTa e M3BbPLUEHO NPOyYBaHe Ha HariacuTe U MH¢OpMMpaHOCTI'a Ha HaceseHneTo, KOeTo € NoKa3ano
3HaYUTENTHUN NONOXKUTENTHU ed)EKTM.

¢ [lpomMoLMOHaNHM KaHanu: JInyHM noceLleHna, bpolypu

e CnoraH Ha KamnaHusaTa: ,CTaHu 3eneH rpaxAaHuH Ha EBpona”

e  ®uHaHcupaHe: 06w, 6roaxKeT Ha npoekTa GREECIT - 2 670 112 eBpo,
OT KouTo 62130 50% ca ocurypeHm no nporpama LIFE

Ha EBponelickma cbto3 (1,3 MaH. eBpo)

Collection of household waste - Sweden 23
(Campaign for separate collection of
hazardous waste)

The campaign was performed within the “GREECIT - Green citizens of Europe” project, funded by the LIFE Programme. It
was designed to promote and encourage the residents of the area of Umea in Sweden to sort hazardous wastes that are
generated in their everyday lives (bulbs, small batteries, electronic wastes, etc.) and thereby to improve their recycling.

In this regard, numerous activities have been implemented related to the study of attitudes and awareness of the
population on separate collection of hazardous waste. Home visits have been made to provide containers for hazardous
waste and bags for other recyclable waste, as well as to provide information on the need for hazardous waste to be
recycled. Also, during the visits explanations have been provided on how to separate waste and how to solve specific
cases that might arise. Collection of hazardous waste has been organized 2 to 4 times a year in various locations.

At the end of the project, a survey on the attitudes and the level of awareness of the population has been conducted,
which has shown significant positive effects.

* Promotional channels: Personal visits, leaflets
e Campaign slogan: “Become a green citizen of Europe”
¢ Funding: Total budget of the GREECIT
project - EUR 2,670,112,
of which nearly 50% have been
covered by the EU’s LIFE
Programme (EUR 1.3 million)




2 4 ,He u3xBvpagl. TBopu!” - BeaAukobpumaHus

KamnaHusaTa e uHMUMMpPaHa M npoBegeHa oT KoMmnaHuATa ,Koka Kona” npes
neTHUTe meceum Ha 2013 r. ¢ Len HacbpyaBaHe Ha MOBTOpHaTa ynotpeba u
peumnKAnpaHeTo Ha NaacTMacoBu byTuaKN. MHMumMaTMBaTa Lenn ga obpasosa
N MHPOPMMPA OTHOCHO BAXKHOCTTA HA PELMKAMPAHETO, KAaTO CbLLEBPEMEHHO
npeasiara KOHKPEeTHU AeMHOCTU, Ype3 KOUTO CcemeMncTBaTa Aa ce gobnumkar
OTHOBO A0 NpUpoAaTa, 3abaBnsBalikm ce MO BpeMe Ha CBOATA /IATHA BaKaHUMS.
Hewo noBeye, KamnaHuATa npeasara M3MepMMO CPEeACTBO, BOAELWO A0
HamasABaHe Ha OTNaAbLMTE HA OMAKUHCTBATA.

Pa3paboteHo e WHTepaKkTMBHO, Yyeb-6a3MpaHO CbAabp)KaHME C  uen
HacbpyaBaHe MOBTOPHaTa ynoTpeba Ha NpasHUTE NAACTMAcoBU BYTUNKM B
Aoma. MaTepuanuTe OT MHTepHeT naatdopmaTa CbAbPMKAT Pa3HOOOPasHU
naeu 3a NoBTopHaTa ynotpeba Ha NnacTMacoBuTe BYTUAKKU — OT XPaHWIIKA 33 NTMLM 40 BYTUIKA 33 HanosBaHe C BoAa Ha
NPbCTTa B CAKCWsA, MO TO3M HAUMH HacbpyaBalKM KpeaTMBHOCTTA HA yYacTHUUMTe. Cel KaTo Tesu NpeameTy Beye He ca
HeobxoanMM, NOTPebUTENUTE Ha MapKaTa ca HacbpYaBaHMW Aa MM PeLUKANpaT.

OcBeH ToBa, MIHTepHET cTpaHWLUaTa Ha KamnaHuATa 3aJ4aBa TPM JIECHU BbMPOCA, BCEKM OT KOMTO MMa NO HAKOKO
Bb3MOXKHW oTroBopa. Cnen oTroBapsAHETo MM, NoTpebutenat gasa ,,06ewaHne”, cBbpP3aHO C Le/INTe Ha KamnaHuATa,
a B 3aMsAHa No/ly4aBa Ta/I0H 32 OTCTbIMKA 32 MPOAYKTMUTE Ha MapKaTa U y4acTBa B TOMB0/1a 3a eKCKyp3ua BbB PpaHums.

¢ [lpomMouMOHanHu KaHanu: NHTepHeT nnathpopma, peknamm B

cynepmapkeTu, TeNeBM3MOoHHA U paguo pekiama |
e (CnoraH Ha KamnaHuAaTa: ,,He nsxebpaan. Tsopu!” i
e duHaHcupaHe: YacTHO dMHaHCUpaHe |

“Don’t waste. Createl” — Great Britain 2 4

The campaign has been initiated and conducted by the “Coca-Cola” company in the summer of 2013 in order to promote
the reuse and recycling of plastic bottles. The initiative aims to educate and inform about the importance of recycling,
while offering specific activities to enable the families to get closer to nature again by having fun during their summer
vacation. Moreover, the campaign provides a measurable means, resulting in the reduction of waste in households.

Interactive, web-based content has been developed in order to promote the reuse of empty plastic bottles at home.
Materials from the Internet platform contain various ideas for the reuse of plastic bottles - from a bird feeder to a bottle
of water for irrigation of the soil in a pot, thus encouraging the creativity of the participants. After these objects are no
longer needed, the users of the company’s products are encouraged to recycle them.

Furthermore, the official site of the campaign is asking three simple questions, each of them with several possible
answers. After answering them, the user gives a “promise”, associated with the campaign, and in return receives a
voucher for “Coca-Cola” products and participates in a raffle for a trip to France.

e Promotional channels: Internet platform, advertising in supermarkets, TV and radio spots

e Campaign slogan: “Don’t waste. Create!”
e Funding: Private funding

»
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25 “"WasteBuster” - BeAukobpumaHus
(Mpo2pama 3a HacvpyaBaHe Ha pasgeAHOMO
cbbupaHe Ha omnhagbuu 8 yyuAuw,ama)

WasteBuster e eKoNorMyHa KamnaHus, HacoYeHa KbM yYeHMLUMUTE BbB BCUYKM yumauwa Ha Bennkobputanus, ypes
KOATO MM Ce PassACHABA HayMHa, NO KOMTO MOraT Aa MOMOrMHAT 33 CNacABAHETO Ha NiaHeTaTa Ype3 HaMaNABaHeTo Ha
obema Ha OTMagbuuTe, Ype3 NOBTOPHOTO MM M3MO3BAHE U YPE3 PELMKANPAHETO UM. MoHACTOALLEM KamMMNaHMATa ce e
pa3spacHasa 3HaYMTesHO M € YacT OT HaLMOoHaNHaTa MPorpama 3a eKonormyHo obpasosaHmne. Kbm Hest ca popmupann
06pa3oBaTeNnHu LEHTPOBE, MOAMNOMAraliy NPorpamara, Kakto U CXeMM 3a NMPeaoCTaBAHE Ha HarpaaM 3a NOCTUMKEHMA B
cdepaTa Ha pasgesHOTO CbbMpaHe U PEeLMKIMPAHETO Ha OTnagbumTe.

WasteBuster “3noi3Ba M3KNOYUTENHO Pa3HOO6pasHM BMAEO maTepuanu U 60raT yuuTencku MyaTMMeameH pecypc
3a peasu3auua Ha obpasosaTenHaTa MpPorpama B yumauwiata B CTpaHaTa ypes Harie4HO AEeMOHCTpUpaHe Ha Tosa
KaK MPOMEHWTe B HauYMHa HW Ha KMBOT, Mrpa, paboTa M NbTyBaHe MOraT 4a HM MOMOTHAT 4a KMBEEM WaCT/IMBO U
3/1PaBOC/IOBHO B PAMKUTE Ha Ha/IMYHUTE Pecypcy.

ObpasoBaTtenHuTe LeHTpoBe WasteBuster aHraxkmpar LeHTpOoBe KbM YYUIULLATA, Ype3 KOUTO AeAHOCTUTE MO Nporpamara
ce 06borataBaT M PasLWIMPABAT CbC 3aHMMAHUA M3BbH FPAHULUTE HA YUYMIULLETO, NPeaoCTaBANKM Bb3MOXKHOCT 3a
HaTpynBaHe Ha NPaKTUYECKMN OMUT U IeMOHCTPUPAHE Ha TOBA KaK YCTOMUMBUAT HAUMH Ha KUBOT MOKe Aa odopmM cBeTa
cera u B 6baewe. CxemuTe 3a NpefoCTaBAHe Ha Harpaau B paMKMTe Ha Nporpamarta 4aBaT Ha AelaTa Bb3MOXKHOCT 4a
M3BBbPLUBAT AEMHOCTM MO OTK/IOHABAaHE HA OTNALbLUMTE OT AenaTta v Aa Ce NPeBbPHAT B Mb/HOLEHHMU U aHFaXKMPaHU KbM
npobsemuTe Ha OKOJIHAaTa cpeda Maaam xopa. Ypes obmeH Ha HexkenaHu npegMeTy (eNIeKTPOHHMU M TEKCTUIHU) aeLaTa
MMAT Bb3MOKHOCT A2 NOJIy4aT CMOPTHO WM rpafMHapcKo obopyaBaHe, UM Aa CNeyvenaT CpeacTsa 3a NnognomaraHe Ha
JaneHa 6naroTBopuTeNHa KamnaHus.

¢ [lpoMoOLMOHaNHM KaHanu: [INPeKTHO NpeacTaBAHe B yUNIMLLATA,
6poLlypu, peKNamHU IMCTOBKK, Pagmo

e (CnoraH Ha KamnaHuATa: ,,Pasbuit bokayka”

durHaHcupaHe: HaumMoHanHU 1 06LWKNHCKM poHA0BE

“WasteBuster” - Great Britain 25
(Programme to encourage the separate collection
of waste in schools)

WasteBuster is an environmental campaign targeting the students
in all schools of Great Britain, by explaining them how they can help
saving the planet by reducing the volume of waste through reuse and
recycling. Currently, the campaign has grown significantly and is part
of the national programme for environmental education. Educational
centers are formed to support the programme as well as schemes that
provide prizes for achievements in the field of sorting and recycling of
waste.

WasteBuster uses extremely diverse video materials and provides rich

multimedia learning resources for the realization of the educational
programme in schools across the country through a visual demonstration on how changes in the way we live, play, work
and travel can help us live happily and healthily with the available resources.

WasteBuster’s educational centers involve a number of centers in schools and thus programme activities are
enriched and expanded with extra curriculum activities, providing opportunities for gaining practical experience and
demonstrating how sustainable lifestyles can shape the world now and in the future. Schemes for granting awards
under the programme give children the opportunity to be engaged in actions for diversion of the wastes from landfills
and to turn into young people who are complete and committed to environmental problems. Through the exchange of
unwanted items (electronic or textile articles) children have the opportunity to receive sports or gardening equipment,
or earn money to support a charity campaign.

e Promotional channels: Direct representation in schools, brochures, flyers, radio
e Campaign slogan: “Bust the waste”
e Funding: National and municipal funds




26 YyuauweH kayb 3a onoAnsomBopsBaHe Ha
omnagbuume (SWAC) - BeAukobpumaHus

SYUUAULWHKAT KNY6” e HanoXeHa 1 f0Ka3aHo ycreLHa nporpama, ctaptupana owe npes 2001 r. v nonyymna npusHaHue

KaKTo BbB BennkobputaHusa, Taka u B Apyru ctpaHn. SWAC paboTi MHTEH3UBHO C HAYaHWUTE U CPeAHMUTE YUMAULLA, C

YYMAMLLATa 33 Aeua CbC CneumanHy NoTpebHOCTM, KaKTo U C PasainvyHKu obLecTBeHU rpynu BbB BeankobputaHus, 3a

MOCTMIaHETO Ha CNeAHMUTE Leun:

¢ [losuwasaHe Ha MHOPMMUPAHOCTTA OTHOCHO OTNaAbLMTE U TAXHOTO yMNpas/ieHue cpes YYUAULWHUA NepcoHan u
yyeHunumTe

¢ HacbpuaBaHe v NogKpena Ha y4uauLLaTa 32 HamansaBaHe, NOBTOPHa ynoTpeba 1 peumKkaMpaHe Ha oTnagbunTe

¢ TpaHcdep Ha 3HaHMATA, NPMAOBUTU OT yYeHUUMTe U NpenogasaTennTe oT paboTaTa No ynpasaeHue Ha oTnagbLuTe
B YUMAMLLE, 33 Aa Ce NOCTUTHE BCe NO-yCTOMYMBO yNpasieHne Ha oTNaabLumTe B 4OMOBETE

MporpamaTa e 6a3MpaHa Ha U3NON3BAHETO Ha CNeLnann3MpaHn Moayan, paspaboTeHn 3a OTAEHUTE LeIeBU YUNIULLA,
KaTo BK/IOYBA Pa3HOOOPA3HM yNpaxkHeHWs 33 NOBULIABaHE HAa OCBEAOMEHOCTTA M CTUMY/IM 3a 3aMoYBaHe Ha npoueca
Ha M3BbPLUBAHE HAa MPOMAHA B NOBEAEHMETO. 3a HaYaIHUTE YYMAULLA Te BK/KOYBAT: PELUMKAMPAHE HA XapTusA, AU3aliH
Ha ,,0654 6e3 oTnagbun”’, U3cnegBaHe Ha CBETa Ha YepBenTe, KOHCTPYMPaHe Ha MMHU KOMMOCTepU 1 ap. B cpeaHuTe
YYnAunLWa e NnpeasuaeHo nscieasaHe Ha epekTa Ha ONMakoBKUTE BbPXY OKOHATa Cpeaa, AM3aiH Ha eTUKETU 3a HaMWUTKM,
HacbpyaBalM KbM MOBTOPHa ynoTtpeba, pasgenHo cbbupaHe U peumkaMpaHe, M3cneABaHe Ha TOBa KaK apTucTuTe
W pasfnyHMTE 3aHaATYMM M3MNOA3BAT OTNALbYyHA XapTUA, APYrYM maTepuanu u T.H. Ycnexute Ha SWAC ce oTaasart Ha
MHTEPAKTMBHOTO CbAbPKaHMe Ha Nporpamara, afeKBaTHO pa3paboTeHo 3a LefeBuTe rpynu oT HauyalHUTe U cpeaHuTe
yunauwa, KoeTo cnomara aa ce:

e [loNbAHM HAaUMOHANHUA 0ByYUTENEH NIaH C PpeauLa YacoBe, HaCOUYEeHM KbM OKOJIHaTa cpeaa

¢ Tlofobpu ynpaBneHMEeTo Ha OKOHaTa cpesa

e HamanaT pasxoauTe 3a maTepuanu u obema Ha reHepupaHnTe OTNALbLM B yumamLLaTa

¢ Hacbpuu coumanHaTta OTTOBOPHOCT, MaenTa Aa 6baell rpaxkaaHuH Ha cBeTa U ap.

B pamkuTe Ha SWAC ce npunaaraT pas/IMyHM CXEMM 338 HaCbpUaBaHe Ha PELMKIMPAHETO Ha OTNaAbLUM, B T.U. Ha XapTus U
KapTOH, Ha XPaHWUTE/IHU, NIaCTMaCOBM 1 CTbK/IEHM OTMNagbLM.

¢ [IpOMOLMOHANHM KaHanu: [UPEeKTHM npeacTaBAHWUA B yYMAUWATA, OBYYMTENHM MaTepUanu, WMHTEPAKTUBHMU
npeseHTauun, MHTEPHeT
e CnoraH Ha.KamnaHuATa: ,,Peunknunpait otnagbuymre”
e: HauMoHanHn 1 06WKNHCKM poHa0BE

SWAC (School's Waste Action Club) - Great Britain 2 6

The “School Club” (SWAC) is a well established and successful programme, launched in 2001, which has
been acknowledged both in Great Britain and in other countries. SWAC works closely with primary and
secondary schools, with schools for children with special needs, as well as with various social groups in
. the country to achieve the following objectives:

¢ To increase the awareness about wastes and their management among the school staff and the pupils
¢ To encourage and support schools to reduce, reuse and recycle waste
e To transfer the knowledge gained by pupils and staff from working on waste management at schools in order to

achieve increasingly sustainable waste management at home

The programme is based on the use of specialized modules developed for different target schools that includes a variety
of exercises to raise awareness and incentives to start a course of behavior change.

For primary schools, the modules include: making recycled paper, designing a waste free lunch, exploring the world

of worms, making mini composters, etc. In secondary schools, the modules are focused on exploring the effects that

packaging has on environment, design of labels for drinks promoting the reuse of their bottles, separate collection and

recycling, study on how different artists and craftsmen use waste paper, other materials, etc. SWAC’s successes are

attributed to the interactive content of the programme adequately designed for the targeted primary and secondary

schools, which helps to:

e Complete the national curriculum with additional classes focused on
environment

e Improve environmental management

¢ Reduce the cost of materials and the volume of waste generated in schools

e Encourage social responsibility, the idea of being a citizen of the world, etc.

Why Recycle?

Within SWAC, different schemes to promote the recycling of wastes are applied, ! .
including the recycling of paper and cardboard, food, plastics and glass wastes. Recycling helps conserve natural resources:

Recycling aluminium cans helps to protect tropical rainforests by reducing
the need to mine bauxite, the raw material used to make aluminium.

e Promotional channels: Direct presentations in schools, training materials,
interactive presentations, Internet

e Campaign slogan: “Recycle the waste"

e Funding: National and municipal funds

help your school help your environment Grecycle




3akAloyeHue

PaspenHoTo cbbupaHe Ha oTNagbLMTE, KOUTO BCAKA YOBELLKA AeMHOCT HEMUHYEMO FreHePUPa, € CbLLECTBEH E/IEMEHT OT
pellaBaHeTo Ha robanHUTe eKOOrMYHU NPobaemu, € KOUTo 0BLLECTBOTO HU ce CONBCKBA U YMETO PeLLABAHE HE Tbpnu
oTnaraHe. OTnagbumUTe OT Pa3/INYHMUTE NPOM3BOLCTBA BCE NOBEYE 3aMbPCABAT OKO/HATa Cpesa, AOKATO afanTaLMOHHNUTE
1 MexaHM3MM He MOraT Aa Ce CMPaBAT C HEeYTPaAM3MPAHETO HA HAPACTBALLLOTO KO/IMYECTBO BPEAHM BELLLECTBA U Ce CTUra
[0 HapyLlaBaHe Ha eCTECTBEHUTE EKOMIOTUYHU CUCTEMM.

3aToBa, NpeAcTaBeHUTE B HACTOALLMA HAPBYHUK NPAKTUKK OT MNopTyranma u apyru cTpaHu-yneHkun Ha EC, npegocrasar
NPUIOKUMU U BEYE U3NUTAHU PELLIEHWA 33 NOCTUTAHETO Ha 3HAYMMM PE3Y/ITaTh 3a HaCbpUaBaHe Ha Pa3feNHOTo CbbupaHe
1 0NO0/30TBOPABAHETO Ha OTNagbuuTe. Hello noBeye, Te3n NPaKTUKM SEMOHCTPMPAT Kak MoxKe aa 6bae popmupaH no-
€KONIOTMYEH AyX He Camo cpes AeuaTa, HO M Cpej LAJOTO Hace/leHue 3a MOCTUraHe Ha noaxoAsALiaTa NoAoXUTeNHa
Harnaca M MOTMBaLMA 33 peayLMpaHe Ha OTNAZbLUTE, KAaKTO U 3a TAXHOTO No-ePeKTUMBHO OMNON30TBOPABAHE 4pes
pas3genHoTo um cbbupaHe.

e Peanusauma Ha KaMMaHWKW 3a HacbpyaBaHe HAa Pas3AeNHOTO cbbupaHe Ha Pas/iMyHKM MO BMZA OTNagbLM (XapTus,
naacTmaca, onacHu oTnagbLum 1 4p.) Ha MECTHO, PErMOHAIHO U HAaUMOHAIHO PaBHULLE

MpeacTaBeHUTE NPAKTUKKM OT YCMELIHO peanm3mpaHn kamnaHum B Moptyranma n EC ca HanbaHO Npuaoxmumu B bbarapua
M MOTaT [ OKaXKaT NpAK NoNoXKuTeNeH edeKT 3a HacbpyaBaHe Ha pa3aeIHOTO CbbupaHe Ha pa3InyHKM oTnagbum. Tosa ce
OTHacA B Hal-rosAMa CTeneH 3a OHe3M KaMMnaHWK, YAUTO yCrex ce Ab/KU Ha HECTaHA4APTHUTE U J0PU NPOBOKATUBHUTE
Maen, Ha KOMTO ce 3anara, KOMTo JONPUHACAT 3a NPOMAHA B MUC/IEHETO, @ OTTaM U B NOBeAEHMETO Ha XopaTa.

Jlobpu npakmuku 8 masu kamezaopus: ,,Mucau 3a #bamomo”, KaMnaHus 3a peyuxknupaHe Ha omnadsvyu om onaKosKu
Ha Acoyuauyus ,3eneHa moyka”, ,,Gervasio”, ,[leua 3a pazdenHo cvbupaHe HA OnNAaKosku”, KammnaHus 3a pas3oesnHo
cvbupaHe Ha naacmmacosu omnadvyu, KamnaHua 3a pa3denHo cbbupaHe Ha onacHu omnadvyu

® Peanusauma Ha KamnaHWUM 32 HaMaNABaHe Ha reHepupaHuTe oTnaabvLmn

Mopo6bHW Ha NpeacTaBeHUTE KaMMaHUM MoraT ga 6bAaT peannsmMpaHn 1y Hac Ype3 aKTMBHOTO yvacTue Ha pupmu ot
YaCTHMA CEKTOp, 3a fJa Ce CTUMY/IMpPA KaKTO MOBTOpHaTa ynotpeba, Taka U PeuuKkINPaHeTo Ha Pas3MYHM OTNAAbUYHM
maTepuanu. MNoaobHM CTaHOAPTHU W MHOBATMBHM KaMMaHUMM MMAT MOTEHUMan Aa NpuBAeKaT BHMMAHMETO Ha
cneumduUyHM rpynm oT HaceNIeHNEeTO — HaNnpUMep y4YeHUL M, CeMencTBa C Masikv deua v ap.

58

Lobpu npakmuku 8 masu kamezopus: ,Manku neneHu”, ,,Koanko moxem 0a peyukaupame 3a eOuH 4ac?”, KamnaHus
»Peuuknupali ceza”, KamnaHusa 3a pa3denHo cvbupaHe HA mMemanaHu omnadvyu, Emukem 30 peyuKknupaHe 8bpxy
onakoskama, ,,COLLECT +”, KamnaHus 3a peyukaupaHe Ha mobuaHu anapamu, ,,He usxsvpnsal. Teopu!”

e WN3nbaHeHUe Ha 06pa3OBaTEI'IHVI nporpamu B yunnumuiata

MpumepuTe 3a ycnewHu o6pa305aTenHM nporpamun gaBat HAaCOKUTE, B KOUTO MOXe Aa Ce peasim3npat aHa/lIornyHum
APOrpamMmn y Hac, 3a Aa Ce rapaHTupa NOCTUraHETO Ha pPeasiHu pe3ynTatu U Aa Cce Bb3NUTa YyBCTBO Ha OTFOBOPHOCT
KbM npupoaaTta 4ypes3 M3noN3BaHETO Ha aJeKBAaTHUM CnoOmarate/sIHn matepuanun, 4pes B'b3,D,eVICTBaLIJ,M n pa36MpaeMM
MOC/NlaHnA, Ype3 BbB/IMYaHe Ha AelaTa B npouecute no |/|360p Ha KOHKPETHU ,D,EVIHOCTM, B KOUTO Aa y4acCTBaT U T.H.

Jobpu npakmuku 8 masu kamezopus: [Ipoepama ,,Eko yyunuwa“, ObpazoeamenHa npoepama , Ecovalor’, lpoepama
30 Hacvbp4aeaHe HA pa3desHOMoO CbbuUpaHe Ha.omnadvbyu 8 yYuauwama, YyuauuwieH Kayb 3a onoasomeopasaHe Ha
omnadvyume

*  U3nbaHeHWe Ha Pa3NNYHN MHHOPMALIMOHHW AEAHOCTH

MpeacTaBeHUTe NPAKTUKM 4ABAT AMPEKTHO NPUIOKUMU NAeN 3a ePeKTUBHO MHPOPMMPAHE Ha HaceNeHMEeTOo Mo BbNpocK,
CBbP3aHM C OMA3BAHETO Ha OKOJ/IHATA CPesa, a KNKYBLT 3a TeXHWA ycrex 6e3cnopHo e n3bopbT Ha TeneBU3nATa KaTo
KOMYHMKALMOHHA Cpeaa, KaKTo U Ha KaHaiu ¢ HaumoHaneH obxBaT M Bpeme Ha M3/ bYBaHe, rapaHTMpaLLo AOCTUraHeTo

A0 PasAInYHU ayanTopun, BKAKOYUTENHO AelaTa.

Lobpu npakmuku 8 masu kamezopus: KamnaHus 3a nosuuwasaHe Ha oceedomeHocmma ,,buocgpepa”, ,3eneHa muHyma”,
,pusmenu Ha npupodama”, ,,3eneHo npeduzsukamesacmeo”, ,CueHan 3a mpesoaa 3a 3emama”

e HacbpuaBaHe Ha ﬂ,eﬁHOCTM 3a Ona3BaHe Ha OKO/IHATa cpeaa

< -. -ﬁﬁ > c# ." ﬁ'. s N
Mo npumepa Ha NpeacTaBeHUTE KOHKYPCU WM Harpagu morat ga ce paspabortat & I*‘ "l' o, g =
dHaNOrnM4YHU VIHMLI,VVIaTMBVI 1B bbarapua, KOTO OCBEH Aa HacbpyaBaT U3BbPLLIBAHETO Sy I ".'.
Ha KOHKPEeTHW 4eUHOCTU NO Ona3BaHe Ha nNpupoaaTta, BOAAT U A0 NOBULIAaBaHe Ha “
MHGOPMUPAHOCTTA OTHOCHO rnobanHuTe Nnpobaemu U Hail-Be4e OTHOCHO NPUHOCA,
KOWTO BCEKM €MH YOBEK MOXKe Aa MMa 3a pellaBaHeTo Um. Uu

dobpu npakmuxku 8 masu Kamezopus: Haepada ,Esponelicku cuH nae”,
Mpoepama 3a eKono2u4yHo 0bpa308aHUE, HACOYEHO KbM mebpdume 6umosu ommnadvyu, HayuoHaneH KOHKYpC 3a
MAAOEXCKU Pernopmaxcu 3a OKoAHama cpeda
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Conclusion

Separate collection of waste that every human activity inevitably generates, is essential in solving global environmental
problems which are faced by our society and whose solution cannot be postponed. Waste from various industries con-
taminates more and more our environment, while its adaptation mechanisms cannot cope with the increasing amounts
of hazardous substances and ends up in distortion of natural ecological systems.

Therefore, the practices from Portugal and the EU countries that are presented in this Guidebook provide applicable and
already proven solutions to achieve high performance in terms of separate collection and recycling of waste. Moreover,
these practices demonstrate how “green” spirit can be formed not only among children but also among the entire popu-
lation to achieve the right positive attitude and motivation to reduce wastes, as well as for their more effective recovery
through separate collection.

¢ Implementation of campaigns to encourage the separate collection of different types of waste (paper, plastic, hazard-
ous waste, etc.) at local, regional and national level

Good practices in this category: “Think of the yellow”, Campaign for recycling of packaging waste of “Green Dot” As-
sociation, “Gervasio”, “Children for separate collection of packaging", Campaign for separate collection of plastic waste,
Campaign for separate collection of hazardous waste

The presented practices of successfully implemented campaigns in Portugal and the EU countries are fully applicable in
Bulgaria and can have direct positive impact for the promotion of separate collection of different wastes. This is espe-
cially true for those campaigns whose success is a result of unconventional and even provocative ideas, which result in
changing the way we think, hence change people’s behavior.

¢ Implementation of campaigns to reduce wastes
Campaigns, similar to the presented ones can be implemented in our country through the active participation of the
private sector companies in order to encourage both the reuse and recycling of different waste materials. Unusual and

innovative, similar campaigns have the potential to attract the attention of specific groups, such as students, families
with young children and others.
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Good practices in this category: “Little diapers”, “How much can we recycle for one hour?”, Recycle Now Campaign,
MetalMatters, On-pack recycling label, “COLLECT +”, Recycledchimps, “Don’t waste. Create!”

¢ Implementation of educational programmes in schools

The examples of successful educational programmes demonstrate the directions in which similar programmes can be
developed in our country in order to ensure the achievement of real results and nurture a sense of responsibility to-
wards nature through the use of appropriate support materials, through powerful and understandable messages, by
involving children in the process of selecting the specific activities in which to participate.

Good practices in this category: Programme “Eco Schools”, Educational programme “Ecovalor”, WasteBuster, School's
Waste Action Club

¢ Implementation of various information activities

Presented practices give ideas which can directly be applied in practice, for informing effectively the public on issues
related to environmental protection, as the key to their success is undoubtedly the choice of television as a communica-
tion media, the use of channels with national coverage and time zones that guarantee approaching different audiences,
such_as children.

Good practices in this category: “Biosphere” campaign to raise awareness, “Green minute”, “Friends of Nature”, “Green
Challenge”, “Earth Alert”

e Promoting activities for environmental protection
Presented examples for contests and awards can be explored for the development of similar initiatives in Bulgaria, which
not only lead to encouraging particular activities for conservation of nature, but also.increase the awareness on global

problems and the contribution that every human could have for solving them.

Good practices in this category: Award "European Blue Flag", Environmental education programme focusing on solid
waste, National contest for youth environmental reports




PROJECT BG051P0001-7.0.07-0192
“Exchange of experiences and best practices in the implementation of information campaigns for separate
collection and treatment of waste - EcoTrain”
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