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1. Background

The Greek government asked the European Commission (EC) for support in specific areas (including the
improvement of municipal waste management, regulatory issues of the waste sector, the management of
specific waste categories) in order to raise the quality and quantity of recycling, to improve data quality and
to effectively use economic instruments. To achieve the aforementioned goals, the Deutsche Gesellschaft fiir
Internationale Zusammenarbeit GmbH (GIZ) provides “Technical support for the implementation of the
National Waste Management Plan (NWMP) of Greece” from 2018 to 2020. The project is jointly co-financed
by the European Union (EU), via the Structural Reform Support Programme (SRSP) and the German Federal
Ministry for Environment, Nature Conservation and Nuclear Safety (BMU) and implemented by GIZ and the
Hellenic Ministry of Environment and Energy (YPEN), in cooperation with the European Commission.

GIZ commissioned Sympraxis to provide specific technical expertise to GIZ and YPEN from January to May
2020 by supporting the project activity 2.3 “Concepts to implement information and awareness raising
measures on waste prevention, separate collection and recovery”. The hereby outlined report will provide
a comprehensive, innovative Communication Action Plan (CAP) on waste prevention, separate collection
and recycling, and waste prevention guidelines for citizens and municipalities.

Assignment Communication services on waste prevention and recycling in Greece

Project activity 2.3 Concepts to implement information and awareness raising measures on
waste prevention, separate collection and recovery

Contract No. 81251713

Project Name Technical support for the implementation of the National Waste
Management Plan (NWMP) of Greece (68.3045.9)

Client / Project Deutsche Gesellschaft fiir Internationale Zusammenarbeit GmbH (GIZ),

Executing Agency Project Leader: Eva Ringhof (eva.ringhof@giz.de)
Senior Waste Expert: Vasiliki Panaretou (vasiliki.panaretou@giz.de)

Consultant Sympraxis Team P.C.
Pavlos Athenos, Senior Marketing & Communication Expert
(pa@sympraxis.eu)

Contract term 20.01.2020 - 31.05.2020

Disclaimer

Sympraxis has taken due care in the preparation of this report to ensure that all facts and analysis presented
are as accurate as possible within the scope of the study.

This document was produced with the financial assistance of the European Union. The views expressed
herein can in no way be taken to reflect the official opinion of the European Union.

Reproduction is authorized provided the source is acknowledged.
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2. Summary

This report describes a proposed campaign, including communication activities, for raising awareness on
waste prevention and separate collection of waste in Greece.

The Greek Context

Some basic statistics are provided, describing the poor performance on waste prevention and recycling in
Greece, along with related information on legislation and ongoing recycling programs in Greece.
Information on awareness and attitude of Greeks on waste prevention and recycling, as well as past
related campaigns and awareness measures are also presented. Finally, a Strengths — Weaknesses —
Opportunities — Threats (SWOT) analysis on waste prevention communication is presented.

Campaign Parameters

The proposed target groups are described, along with their main characteristics and proposed channels for
each one of them to reach. Children are considered as a core group with a special significance, followed by
businesses and corporations. An analysis has been carried out regarding the general public and some
alternative ways to reach it, without using a high cost traditional media advertising campaign. Other target
groups described are senior citizens, media, academia, scientific institutions, and non-governmental
organizations. The government and the public sector are also considered crucial.

In addition, proposed communication strategy directions are described, including target group priorities,
the use of media and communication channels, the use of information dissemination and word of mouth,
the mobilization and motivation of citizens to participate, the creation of synergies among activities and the
involvement of the private and public sector.

Campaign support structure

A backbone structure is proposed for the campaign, to support, connect and coordinate all activities. The
first step is a special task force created in YPEN coordinating all activities, also connected with related
officers in other ministries. A press office is important to control and coordinate the dissemination and
provide information to the media. A central knowledge base, containing many possible questions and
answers regarding waste prevention and recycling will assure that all authorities and materials use the
same information, giving the same approved answers to all questions. Many kinds of informative material
must be designed and produced, to be used in the several activities: text, images, posters, leaflets, videos
etc. The use of above the line advertising is not proposed. But, the creation of a dedicated website is
proposed, as central referral point for all activities. This website may also be connected with a mobile app,
fed by its content. Accounts on social networks are also proposed to support the campaign. Finally, the
support of celebrities and influencers is proposed, as well as the creation of an unofficial ambassadors’
network consisted of volunteers among the public. The whole effort may have to be supported by external
experts or agencies, in the cases that the ministry’s available internal resources are not sufficient.

Proposed activities
Many specific activities are proposed, sorted by the target group they are addressed to.

Activities for children, mainly include activities implemented in schools, such as integration of waste
prevention and recycling as a course in school curriculums and schoolbooks, creation of special activity kits
for teachers and information kits for students and information centers and boards in schools. There are also
special activities proposed to be implemented in schools, local awareness campaigns created by student
groups and composting bin construction workshops, as well as contests among schools at a local, regional,
or national level. Finally, visits to waste treatment and recycling facilities are proposed for school classes.
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Similar activities, properly adapted, can be designed and implemented in other children groups except for
schools, such as sport clubs, summer camps and scout units.

Activities for young citizens mainly refer to universities and military camps.

Activities for seniors are proposed to be implemented in day centers for seniors (KAMH) and through the
church. Seniors may also be reached through the ambassadors’ network.

Some additional activities are proposed, addressing the general public. A road show throughout the
country would be a powerful activity, although it would likely require some additional funding, possibly
through private sector sponsoring. Creative outdoor implementations, such as wrapped vehicles, graffiti
artwork, sculptures, comics etc. are proposed. Online events and competitions are recommended as a low
cost but effective communication tool. There is also a reference on possible reward / punishment systems
that could be supported by communication and a proposal about warning messages on single-use
packaging, aiming to discourage their use. Finally, there is a reference on press events and their significant
role in the campaign.

The cooperation with the private sector corporations is separately analyzed, including proposals for
cooperation with media for information dissemination and communication sponsoring, as well as possible
financial funding and sponsoring by corporations of other categories. Consultation aiming to common
measures and activities is also proposed, with corporations of production and retail sectors. There is a
special reference to the tourism sector and the food and beverage businesses. Transportations and services
sectors are also proposed to be approached. Finally, the corporations involved in recycling and waste
management could not be omitted. In the case of the private business sector, the main tool proposed to be
used is consultation, directly with larger corporations, in groups with medium ones and through
associations for smaller ones. Special events, presentations, congresses and workshops may also be used
for this category.

The last group of activities refers to the public sector, including public services, public corporations, and
municipalities. The importance of public sector’s participation in this effort is emphasized and specific
measures are proposed.

Cost estimation and time plan

Beyond the cost and time estimations provided under each proposed activity, two tables (sections 8 and 9)
are summarizing all this information.

Creative proposals

A set of inspiring actions provides directions for creativity, content, and wording. Some alternative slogans
are proposed, divided in two different directions, as well as indicative creative copies. Finally, a campaign
logo is proposed.

Campaign evaluation

Key performance indicators metrics are suggested for each proposed activity, so their performance can be
reviewed and evaluated during and after implementation and necessary adjustments can be arranged the
soonest possible to maximize the results.

Annexes

Additional information is included in annexes, such as sources and references list, examples of related
campaigns implemented in the EU, and stakeholders lists by category.

Communication Action Plan on Waste Prevention, Separate Collection and Recovery in Greece - Final Report

May 2020 Page 8/131



2.1 NepiAnyn

AuTN n €kBeon TePLYPADEL LA TIPOTELVOLLEVN KOUTTAVLA, e SPACELG ETIKOLVWVIAC yLo TNV
gvatlobntomnoincn otnv mPoAnYPn amopPLUUATWY Kal T cUAAoYN HE SlaxwpLopo otnv tnyr otnv EAAGSa.

To EAAnviko MAaiolo

Mapouoialovtal KAToLo BACIKA GTOTLOTIKA OTOLXELA, TTOU TteEpLYpAdouV TN XaUNnAn anodoon tng mpoAndng
QIOPPLUUATWY Kal avaKUKAwoNG otnv EAAada, kabBwg kol otolyeia yla th vopobeoia kat Ta tpéxovia
TIPOYPAULATA AVAKUKAWGNG OTN XWPa.

Eniong, mapouotaovtal oTolyela OXETIKA LIE TO EMiMESO EVNEPWONG KL T oTdon Twv EA\Avwyv os oxéon
HE TNV POANYPN amoppLUUATWY KAl TNV aVOKUKAWG, OTIWE KL UAOTIOLNMEVEG OXETIKEG KOUTTAVLEG KLl
HETpa evataobntomoinong. TEAOG, pia avaAuon Suvatwy Kal adluvatwy onUeiwy, EUKALPLWV Kal KLVSUVWVY
(SWOT) og oxéon pe TNV emkowwvia mTpoAnyng amoppLpaTwy.

NopANETPOL KAUTIAVLOG

Meplypddovtal Ta MPOTELVOUEVA KOWVA-0TOXOL, Hall Pe Ta Baoikd XapaKTNPLOTIKA TOUC Kal Ta
TIPOTELVOEVA KOVAALO TIPOOEYYLONG YLa To KoBéva. Ta matdid mpoteivovtal oav Baciko Kowo-otoxog, e
dlaitepn onpaotia. O eMXELPAOELG EMLONG TTPOTELVOVTOL GOV CNUOVTLKOG 0TOXO0C. Napoucidletal emiong
Ll AVAAUGT OXETIKA LE TO YEVIKO TTANBUOUO Kol EVAANQKTIKOUC TPOTIOUG TTPOCEYYLONG TOU, XWPIg TN Xpron
pLag mapadoaotakng kapmaviog oe MME pe unAo k6otog. AN Kowvd Ttou mieplypadovtol ivat ot
NALKLWHEVOL, TO HEoO HO{IKAG ETILKOWVWVIAG, oL akadnuaikol / erotnuovikol / epsuvntikoi opyaviopol kat
N KN KUBEPVNTIKEC opyavwaoels. TEAOG, ViveTal avadopd 0To pOAO TOU KPATOUG, TNG KUBEPVNONG KoL TOU
dnuoaoLou TopEa.

Emiong, meplypddovtal oL TPOTELVOUEVEC OTPATNYIKEG KATEVOUVOELG EMKOWVWVLAG, TepAapBAavovTag TLg
TPOTEPALOTNTEG TWV KOLVWV-0TOXWV, TN XPHOoN LECWV MOIKAG EMLKOWVWVIG KAl AAAWY KaVOALWY
eTukowwviag, tn diaxuon mAnpodoplag kat tn Stadoacn, TNV KvnTomoinon Kat mapakivnon Twv MoALTWY yLa
EVEPYI CUUMETOXN, TN SnUloupyia cuvepylwv PETAED SpACEWY KOL TNV EUTTAOKH TOU LOLWTIKOU KoL TOU
SNUOCLOU ToMEQ.

YTOOTNPLKTIKH SO KOUTTAVLOG

MLa UTTOOTNPLKTLKEA SO TIPOTELVETAL YL TNV KAWTAVLA, L€ OKOTIO VAl OTNPIEEL, va oUVEETEL Kal va
OUVTOVIOEL OAEC TLG ETUUEPOUG EVEPYELEG. TO MPWTO Brila ival n Snuloupyla LLOG CUVTOVIOTIKAG OHAdag
oto YMEN, ou cuvtovilel OAeC Ta eVEPYELEC KOl CUVOEETAL e avtioTowa appodia oTteAéXn A wv
umoupyeiwv. Eva ypadeio TUTIOU gival onpavtiko va eAEyXeL Kal va ouvtovilel tn Staxuon Anpodopiag
KalL TV mopoxr tTng otat MME. Mua Kevtplkn Baon yvwoewy, e OAeG T TOAVEC EPWTAOELG KOL OTIAVTAOELG
OXETIKA e TNV TIPOANYN QmopPLUUATWY KoL TNV avakUkAwon, Oa e€aodaiiost dtL 6oL oL eumAekOpevoL
KoL OA0L TaL TTaPayOLEVOL UALKA XpNnotpomololv thv idla mAnpodopia kal Sivouv Ti¢ iSLeg amavtioeLg o
KABe epwtnon.

MoAAG mMAnpodopLakd UALKA Ba penel va oxeSlaotolv Kal mapaxBouv, yla va xpnoLonotnbouv otig
Sladopec Spaoel: kelpeva, elkOveg, adloeg, évtuna, Bivteo KATL H xprion above the line emikowwviag dev
nipoteivetal. ANA mpoteivetal n Snuloupyia evog EL6KOU LETOTOTOU, GOV KEVTPLKO onpeio avadopdg yia
OAEC TIG OXETIKEC SpaoTNPLOTNTEC. AUTOC UIMOPEL VoL CUVSEETAL KAl HE Lo EPAPHOYT KIVNTWV CUCKEUWY,
TPoPOoSOTWVTOC TNV HE TIEPLEXOUEVO.
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Noyaplaopol og KOWWVIKA Siktua mpoTeivetal va evioxUoouv TV Kapmavia. TEAoG, poteivetal
a€lomoinon MPOoCWILKOTATWY Kot SLapopdwTtwv yVWHNG, 0w Kot n Snuioupyic evog dtumou Siktuou
npeoBevutwv, amoteAoULEVOU amd eBeAOVTEG.

'OMo 1o cUotnua nBavo va xpeLaoTel TNV umtootAPLEN amnod e§wWTePLKOUG CULBOUAOUG ) TALPLEC, OTIC
TLEPUTTWOELG TIOU OL SLABECLUOL ECWTEPLKOL TTOPOL SEV EMAPKOUV.

MPOTEWVOEVEG EVEPYELEC
Mpoteivovtal MOAEG EMUUEPOUC EVEPYELEG, OLASOTIOLNUEVEC VA KOLVO — OTOX0 OTIoU ameuBbuvovral.

Ol evépyeleg mou ameuBuvovtal os moudLa meplhapfavouy Kupiwg dpactnplomoinon ota oxoAeia, Omwg
TNV EVOWUATWON TG IPOANYNG amoppLLLATWY KAL TNG AVAKUKAWGONG 0TO OXOALKO TTPOYpapa UANG KoL Ta
oXoAKa BLBALa, Tn dnpoupyla ELSKWY TTAKETWY SPACTNPLOTATWY YLOL XPHON OO EKTMALSEUTIKOUG KOl
ELOLKWV TANPODOPLAKWY TIAKETWYV YLaL XPHON oo LaBnTEC, OTIWE KAl KEVTPA KAl TIVOKEG TAnpodOpnong
pHéoa ota oxoleia. Emiong, mpoteivovtat Stadopec AAAEG elBIKEC SpaoTnPLOTNTEG TTOU UAOTIOLOUVTOL HECOL
ota oXoAsla, TOTKEG KOUTIAVLIEG evaLoBNTOMOiNGNG Ao OUASEC LABNTWV KOl EPYAOTANPLA KOTOLOKEUNC
Kadwv Kopmoatonoinong, aAAad kot Sltaywviopol oxoAelwv og TOTKO, epldePELaKO N €BVIKO eminedo.
T€Aog, mpoteivovtal eTIOKEPELG OXOALKWY TAEEWV OE EYKATAOTATELG SLAXELPLONG AMOPANTWY Kot
avakUKAwoNG.

AvTioTolXeG 5paoTNPELOTNTEC, KATAANAX TIPOCAPHOCUEVES, UITOPOUV Vo oXeSLOTOUV Kal va. uUAomotnBouv
og AAAoUC xwpoug dpaatnplomoinong matdtwy, onwc abAnTtikou¢ cUAOYOUG, KATAOKNVWOELG 1] OUASEG
TIPOOKOTIWV.

OL 6pacTnNPLOTNTEG YLa VEOUG, avadEPovTal KUPLWG OE TIAVETILOTHILLO KOIL OTPOTLWTLKEC EYKATAOTAOELG.

OL 6pactnpLOTNTESG Yol NAKLWHEVOUG TTpoTelvovTal va uAomotnBouv o xwpoug KATMH kat og cuvepyacia
e TNV ekkAnoia. Emiong, péow Tou SIKTUOU TIPECREUTWV.

Mpoteilvovtal emMUTA£0ov §paoTNPLOTNTEC YLA TOV YEVIKO TAnBUoNA. Eva road show og 6An T xwpa Ba NTav
LLLO. OTTOTEAECUATLKY EVEPYELQ, TTIOU OUWCE Ba amattoloe eMUMALOV Xpnuatodotnan, mbava amnd xopnyieg
Tou LSLwTIKoL Topéa. Emiong, mpoteivovtat UAOTIOINGELG SNLOUPYLKNG UTtaiBpLag TpoBoANg, OMWE VIUEVA
oxnuoata, épya graffiti, umaiBpla yAumtd, comics KATL. ALOSIKTUQKEC EVEPYELEG Kol SLOywVIoHOL
TpoTElvovTaL oav £va, XaunAoU KGoTouc, aAAd ammoTeEAECUATIKO epyaleio emikowwviag.

lNvetal emiong avadopd oe mbava cuothuata ermpBpdBeuong / mowng mou Oa prmopovcay va
uTooTNPLXBOUV Ao ETLKOLVWVIA KAL L0 TIPOTAOHN VLo TIPOELSOTIOLNTIKA [NVUMOTA TTAVW CUCKEVOGLEG LILOG
XpNong, Le okomo va anoBapplvouv Tn xpron Toug. TEAog, yivetal avadopd os ekGNAWOELS eEVNUEPWONG
ToU TUTIOU Kall TOV KaBopLoTLKO pOAO TOUC OTNV KAUTIAVLAL.

H ouvepyaoia pe Tov IBLWTIKO TOpéa avalUeTal EExwPLOTA, MEPAAUPBAVOVTOC IPOTACELG KOLVAG SPAONG UE
MME yla Staxuon mAnpodopiag kat xopnyla emkowwviag, 6nwg kat mbavi xpnuatodotnon 1 xopnyla
amnod emnuyelpnoelc aAwv kKAadwv. Mpoteivetat Stafouleuon yla Slapopdwaon Kowwv SpAcewv Kot
EVEPYELWV UE €TALPplEC Tapaywyng Kot AlavikoU gpmopiou. Mvetal eldik avadopd oTov ToUPLoTKO KAAS0
Kal tnv eotiaon. Npoteivetal emiong mpooéyylon otoug KAASoug Twv peTadopwy Kat UTINPeCLWV. TENOG,
Sev mpénel va mapaindBolv ot etatpieg Staxeiplong amoBANTWY Kol avakUKAWONG.

TNV MePIMTWOon TwV ILWTIKWVY ETILXELPNOEWYV, TO Baolkd epyaleio mou mpoteivetal eival n StafouAeuon,
ameuBeiog yla TG LeYaAUTEPEG LOVADES, O OUABEG YL TIC LECALEG KL LECW EVWOEWV YLA TLG PLKPOTEPEC.
ELSLIKEC EKONAWOELG, TOPOUGCLACELG, CUVESPLA KAL EPYAOTNPLA UMOPEL EMLONG va XpnotpomnolnBoulyv yla auth
NV Katnyopia.
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H teAeutalo opada evepyelwv avadpEpetal otov SNUOoLo Topéa, mep\apfavovTag Tig SnUOOLEG UTINPEGCLES
KOlL ETILXELPNOELG, KOl Toug Afpouc. Toviletal n onpacia TG CUUUETOXNG TOU SNUOCLOU TOUED OE QUTH TNV
TPOOTIABELOL KO TIPOTEIVOVTAL CUYKEKPLUEVEC EVEPYELEG.

EKT{NON KOOTOUG KOlL XPOVOSLAYPOLpLLLOL

Mépa amo TIG EKTLUNOELS KOOTOUG KAl XpOvou Tou Sivovtal avaAuTIKA yla KABE evEpyeLa, UTIAPYOUV eMLoNG
800 cuykevTpwTLKOL TivaKeG (evoTnTeg 8 Kal 9), e OAN autn thv mAnpodopia.

ANULOUPYIKEG TTPOTACELS

Alvetal pla avaluon dnpoupykol, epapBAavovtag Ta Pacika EMLXELPNUOTA, KATEUOUVOELG yLa TO
ELKOLOTLKO, TO TIEPLEXOUEVO KOl Ta Keipeva. Mpoteivovtal peptkd evaAAoKTka slogans, xwplopéva o SUo
SLadopeTIKEC KATEUOBUVOELG, OTWC KAl avTioToLya eVOEIKTIKA KOUUATLA KeLEVOU. TENOG, poteivetal éva
AOYOTUTIO YO TNV KAUTIAVLA.

ASLOAOYNON KOUTLAVLOLG

Mpoteivetal n xprion Selktwv anodoong yla kabe evépyela, WOTE N amodoon va TapakoAouBeital Kal va
afloAoyeital Katd Tn SLAPKELD TNG EVEPYELOC KOL OTTOAOYLOTLKA, KOl VO LITopoUV va yivovTtol oL amapoitnTeg
TIPOCOPUOYEG TO CUVTOUOTEPO SUVOTOV, VLA LEYLOTOTIONON TOU OMOTEAECUATOC.

NapaptApota

Zta napaptipata nephappavovtal mpoobeteg mAnpodoplieg, OMwE KATAAOYOS INYWV Kal avadopwy,
napadelypata oXETIKWY Kapmaviwy otnv EE kal evEEIKTIKOG KATAAOYOG EVOLAPEPOUEVWV LEPWV.
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3. Introduction

The awareness levels of Greek households and enterprises with regard to waste prevention, separate
collection and recovery/recycling is below the average in comparison to other EU member states. Until
now, only few information campaigns with limited scope have been implemented. Moreover, there is little
trust of citizens, but also some authorities, in the country’s recycling efforts.

Based on the EU Waste Framework Directive 2008/98/EC, in December 2015, Greece adopted the National
Waste Management Plan (NWMP) and the National Waste Prevention Plan (NWPM), both prepared by
YPEN. Along with 13 Regional Waste Management Plans, the NWMP provides a number of actions and
measures to be taken in order to achieve the maximum environmental, social and economic benefits. There
are currently several challenges to achieving the planned targets and recycling rates under the current EU
legislation. Only around 18% of municipal solid waste is currently recycled or recovered, far below the EU
average of 46% and the 2020 target (50%). With approx. 80%, the landfilling rate is more than three times
the EU average of 24%. The NWMP is currently under revision and an updated version is expected by mid-
2020.

A critical component in any waste management program is public awareness and participation, in addition
to appropriate legislation, strong technical support, and adequate funding. Waste is the result of human
activities and everyone needs to have a proper understanding of waste management issues, without which
the success of even the best conceived waste management plan becomes questionable. One of the major
obstacles to achieving the objectives of sustainable waste management in Greece is the lack of information
and awareness (among authorities, stakeholders and the public) about reducing waste.

The purpose of this report is to contribute to the improvement of the implementation of the NWMP and to
build institutional capacities with regard to information and awareness raising concepts on waste
prevention, separate collection and recovery/recycling. This includes the preparation and design of a) a
comprehensive, innovative Communication Action Plan (CAP) on waste prevention, separate collection and
recycling for the waste management department of the Hellenic Ministry of Environment and Energy
(YPEN) and b) waste prevention guidelines for citizens and municipalities, in line with the NWMP and
National Waste Prevention Plan (NWPP). Innovative and digital communication ideas through social media,
public advertisement, videos, apps, etc. form an integrated part.

The Hellenic Recycling Agency (HRA) is considered the main partner for campaigning and dissemination of
information, and is joining efforts with YPEN on this communication action plan.
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4. The Greek Context

4.1 The basic statistics

The municipal waste generation per capita in the European Union is a about 500 kg per year on average
(488 kg in 2017). The top waste producer is Denmark with 782 kg in 2017, followed by Cyprus, Malta and
Germany. The least waste is produced by Romania with 272 kg in 2017, followed by Poland and Czechia.
Municipal waste production in Greece is slightly higher than EU average, with 504 kg in 2017 (Eurostat).

The recycling rate in the European Union amounts to 46% on average. Germany is the top performer with
67.2% in 2017 followed by Slovenia and Austria. Malta has the lowest rate of 7.1%, followed by Romania
and Cyprus. According to Eurostat, Greece holds the fourth place from bottom, with a rate of 18.9%
(Eurostat).

It should be noted that the accuracy and interpretation of these numbers are questioned by some
authorities, mainly from a methodology and specifications standpoint. However, even if these numbers are
not accurate, there is certainly room and need for improvement in performance.

Comparing Greece’s recycling performance of 18.9% to the 2020 target of 50%, it is obvious that this target
is unlikely to be reached this year and Greece must make a lot of effort to improve this performance the
soonest possible. Raising of awareness and educating the citizens is a critical part of this effort.

4.2 EU Waste Framework and Greek legislation

Greece adopted its National Waste Management Plan (NWMP) in 2015 - expected to be updated in 2020 -
based on EU directive 2008/98/EC, as well as the National Waste Prevention Plan (NWPP).

Another important EU framework is the Single-Use Plastics (SUP) directive 2019/904 of 2019 that aims to
preventing and reducing the impact of certain plastic products on the environment. A special committee of
the Greek authorities is currently working on its transposition into national law. After public consultations,
the legislation is anticipated to be formulated for implementation by summer 2020. This directive, among
other issues, presents measures for the reduction of consumption of plastic products, restrictions on
placing and product requirements, marking requirements, extended producer’s responsibility, separate
collection and awareness raising measures.

Considering the European, but also national attention on the SUP prevention topic, an increase of the
resources available for its awareness raising and communication measures is assumed by the authorities.
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4.3 Ongoing recycling programs in Greece

There are several networks and programs for municipal waste recycling currently operating in Greece:

- A wide and dense network of blue bins for the disposal of packaging waste (paper, glass, plastic,
metal), covering most areas of the country

- A network of special bins for glass (blue - bell shaped) and paper (yellow), though less dense and
covering less areas.

- In parallel, there are other separate collection systems for packaging waste, using bring schemes
(e.g. recycling kiosks).

- A network of brown bins is currently being expanded, for the separate collection of organic waste
by Municipalities to be forwarded mainly for composting.

- Green waste produced during the year i.e. parts of plants, tree branches and leaves from public
parks and households are separately collected by municipalities for composting.

- Construction and demolition waste is also collected by municipalities through dedicated services.

- Additional networks for collection of batteries, lamps, electric devices are in place, using special
bins in public buidlings and business premises

- Networks for old cars and car parts, tires and engine oil.

- Paper and ink cartridges are collected in special bins placed in business premises, organisations
and collaborating stores.

- Other, special waste streams, such as used cooking oils are collected, by some corporations or
municipalities (e.g. cooking oils).

- Used clothes and household items are collected by the local church authorities and some NGOs
and donated to those in need.

- Finally, there are numerous independent private internal networks for collection, operating in
corporations for their employees. Some of them are quite well designed and sophisticated,
providing notable results, and they could be considered good practices (e.g. OTE group).

The collection and management of materials is mainly operated by specialized producer responsibility
organizations (PROs) and companies, supervised by the Ministry of Environment and Energy and its bodies.
In some cases, municipalities handle part of the collection procedure themselves.

Sources: Recycling Programs on EOAN’s website and the detailed planning report by EOAN, 2019

Separate collection of waste

According to the requirements of the national planning and provisions of the EU legislation, the existing
single-stream network of blue bins (joint collection of paper, glass, plastic and metal packaging waste) must
evolve to a multi-stream separate collection system, with bins dedicated to each stream. However, this
implementation has certain technical and social barriers to overcome, such as available space for separate
bins in densely populated areas and proper public education to use them. The speed and extent of this
implementation cannot be safely predicted, it is most likely that there will be a “mixed” system of
collection for quite a long time (or even forever in some areas), with single-stream and multi-stream
collection co-existing.

From the communication point of view, this is a challenge, as a unique message and instructions cannot be
easily used for all areas and citizens. The public must be educated to use the separate collection system,
while many of them will have to continue using the mixed one. However, even if this makes planning more
difficult, it has to be adapted to the conditions. In any case, waste prevention (through reduce and reuse) is
an approach of higher value, not affected by the transition to multi-stream collection.
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4.4 Awareness and attitude

Although there are few official data sources or surveys’ results on awareness and attitude available, small-
scale surveys show that Greeks are relatively aware of environmental issues and are rather positive to
protecting it and taking relevant measures.

Figure 1 shows how much the Greeks are worried about the environment, according to WWF research:

Q: We often hear about the degradation of nature and the
disappearance of animals and plants. Do you think this is real
threat to the environment or is it an exaggeration?

A: 91,1% Yes, this is a real threat
91,10%

Figure 1 How much the Greeks are worried about the
environment
Source: WWF SURVEY - LIFE-IP 4 NATURA 2018

This raises the question: “If Greeks care so much
about the environment, why are the recycling rates so low in Greece?” The answer to this question forms
the strategy of this communication action plan (CAP).

Despite no available official, large scale survey, the answer can be assumed according to the results of
smaller studies in Greece, but also after consultations with the stakeholders involved in this CAP, in
particular YPEN and HRA. Furthermore, the NWMP project guided two graduate students of the Athens
University of Economics and Business (AUEB) on behalf of YPEN from July 2019 to February 2020 on their
master thesis to understanding citizens’ behavior towards recycling in the city of Athens.

The consolidated answer may be concluded as follows:

It must be done, but not by me / someone to blame

Many Greeks care about the environment and believe that something has to be done for waste
management to be more effective, but in some grade, they expect others to do it (the national
government, the businesses, the EU, the municipality etc.). In addition, many Greeks tend to give more
importance to “who's to blame for the problem” than “how to solve it”.

Figures 2 and 3 show who the Greeks consider responsible for climate change and their own contribution,
according to Eurobarometer:
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QB3 |n your opinion, who within the EU is responsible for tackling climate change?
(MULTIPLE ANSWERS POSSIBLE)
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Figure 2 TAKING ACTION ON CLIMATE CHANGE 1/2
Source: Special Eurobarometer 490 — Climate Change, April 2019

QB5 Have you personally taken any action to fight climate change over the past six
months?

(%)

EU28 @ Outer pie EL = Inner pie
EU28 ElS
2019- 2019-
2019 5017 2019 5017
® Yes 60 +11 54 +4
® No 37 - 10 45 -5
@ Don't know 3 -1 1 +1

Figure 3 TAKING ACTION ON CLIMATE CHANGE %
Source: Special Eurobarometer 490 — Climate Change, April 2019

The Eurobarometer results are also confirmed through the AUEB study 2019/20, in which in particular male
respondents age 18-30 and 40-60 blamed the government, the municipality and the infrastructure for the
lack of recycling. The majority stated they have not seen actions of the municipality.
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Easy, clear, convenient

Many Greeks would like to participate, but they are not ready to sacrifice much money, time, nor their
convenience. They would possibly not make a great effort to recycle, for example they would not look for a
proper bin or carry their waste away of their home to dispose it properly. They would expect the right bins
to be near their home and the procedure to be as easy, clear and simple as possible. Finally, they would
rather not accept to take any cost for the procedure.

In fact, many of them may feel uncomfortable for not participating enough, even if they would not easily
admit it. It is possible that, if the whole procedure was easy and convenient enough, and if there was the
right awareness, information, and motivation (and maybe incentives), there might be a much better
performance.

Figure 4 shows the reasons why Greeks claim they do not recycle, according to GOU research:

Why don't you recycle or rarely participate?

B | don't believe that what | put in the recycling bins
goes for recycling but that they also end up in
landfills

3,29 1,6% 0,8%

M | don't have a blue bin near my house

Lack of space for a second bin inside the house
for the placement of recyclables

M Lack of time
M Lack of disposition

I'mtoo busy with the day’s activities to deal with
recycling

M Lack of space for separating recyclables

It is a hassle to separate recyclables fromnon-
recyclables
14,4%

M It's a complicated process

T 20%
I don't know about recycling

B I'mnot interested in protecting the environment

Figure 4 What is the reason for not recycling?
Source: Koutelidakis and Alexandri, Greek Open University, 2019

Lack of trust

Many Greeks don’t easily trust anyone. They tend to believe that others are trying to fool them and lie. In
the case of recycling, they often believe that the waste placed in the blue bins is not actually recycled, but
is finally lead to landfills, along with other garbage. Or, they may believe that the companies that collect
and recycle don’t do the job properly and they are only interested in their profit.

Trust by the public is even lower when it comes to government and state authorities.

Figure 5 shows how willing are different nations to trust according to OECD research, and figure 6 shows
the Greek Trust Index according to Dianeosis:
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Europe’s most trusting nations
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Figure 5 Europe’s most trusting nations
Source: OECD - World Economic Forum — How’s Life 2015
Trust Index (%)
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Figure 6 Trust Index (%)
Source: Dianeosis 2018

The AUEB study 2019/20 also shows a significant disinterest for the recycling topic that is perceived as

“dirty” and “inconvenient”, in particular among male respondents at the age of 18-30 and 40-60.
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Lack of incentives

Many Greeks have difficulty to connect their actions to protect the environment with a direct benefit for
them. Currently, there are no significant incentives for the citizens (in most cases), so the possible benefit
for them seems to be rather unclear and positioned in the future and doesn't cover their query “What’s in
it for me?”. This is a matter of policy, attitude, but also a matter of information and education.

The financial situation and the relative problems of recent years have made things worse, monopolizing
the interest of many Greeks, making everything else looking less important. Many Greeks believe that
dealing with issues like waste management is a "luxury" at this stage.

Lack of awareness and know-how

Many Greeks believe they have quite good awareness and know-how about the environment and waste
management (as well as about many other subjects), but they are, in fact, poorly informed or misinformed.

Figure 7 shows what would encourage people for recycling, saving energy and resources, and participating
in activations by environmental organizations or their municipality, according to Novoville research:
More support and information from

the national and local government

More support and information from
environmental organizations

More support and information from
the media

More financial incentives

Other

09 20 40

Figure 7 What would encourage people for recycling, saving energy & resources and participating in activations by environmental
organizations.
Source: Novoville — Recycling, 2019

According to the study “Citizens’ Perceptions in Participating in Recycling and Circular Processes” of
Koutelidakis and Alexandri, Hellenic Open University in 2019, only around 54% of the respondents think
they are provided with sufficient information to recycle properly. Compared to other European countries,
Greece provides very little information about how to recycle through local media or mass media, e.g. on
public transport stations.
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Public authorities

Public authorities (in national, regional, and local level) are often poorly informed, and their effort and
performance on waste prevention and recycling could be improved.

In fact, public authorities could (and should) lead this effort, offering best practices and being a “role
model” for the public. And these good practices and performance should also be presented and promoted
to the public, so they can operate as reference points for the citizens.

There is the interesting example of the Metro network of Athens: Since the first day of its operation, the
operating company made a great effort to keep it clean and educate passengers keeping it this way.
Nowadays, many years later, it is probably the cleanest area in Athens. Passengers are educated to keep
the stations and trains clean and there is no garbage on the floor or writing on the walls. It is a clear proof
that there is a way to change the way people think and act!

Municipal authorities

It is the obligation of the municipal authorities to run the waste management and recycling schemes in
their municipalities to ensure conformity with legislative requirements. The Municipalities need to allocate
appropriate resources (skilled personnel, external assistance, financial resources) to design, implement,
monitor, evaluate and improve continuously their performance in the waste management sector to ensure
protection of the environment and public health. Municipal services have to be consistent and of high
quality so that citizens trust is gained.

The Municipalities that have ensured political will of Mayors and waste managers achieve the best results
(get funding, implementation performance etc.). Inspiring managers / personnel make things go!

The waste management personnel are not always employed /involved in the activities of the waste
department, as short-term employment is the only way to increase their personnel but then afterwards
staff is allocated in different departments / tasks.

Genuine interest on waste management and environmental issues could be a vital requirement / desired
skill for future job positions.

Furthermore, the short-term/temporary collaboration (8 months) does not help the improvement of
capacity building in municipalities, as trained personnel is released after their contracts’ end and the
municipality has to spend again resources training the new personnel on the basic principles of sustainable
waste management.

Of course, these attitudes do not represent all Greeks and may also represent many citizens of other
countries as well, in the EU or not. In any case, they must be taken into consideration designing the
campaign, in order to make it work and be efficient.
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4.5 Campaigns and awareness measures so far applied
in Greece

Many campaigns and actions were implemented in the last years, by different authorities, organizations,
corporations, municipalities, NGOs etc.

- Some of them used videos or print material and banners, used on the conventional or digital media.
Some posters were used as well.

- Several leaflets and booklets, including information and instructions about recycling, were produced
and distributed by companies, authorities and bodies, as well as municipalities.

- Internet sites, operated by the companies that handle the waste management, provide information
about recycling, educational material for adults and kids and Q&A sections (e.g. Blue Bin’s World,
Instructions by EOAN, FAQ by Herrco, Instructions by Herrco, FAQ by Electrocycle etc). They also
provide games for kids, intending to educate them on recycling (e.g. Recycle Toys by Herrco and Blue
Man by Herrco)

- NGOs (e.g. Greenpeace, WWF1, WWF2, Lascaridis Foundation etc.) provide awareness and
educational material and programs, often of quite a high quality.

- Many media and internet sites, related to the environment or not, often provide information and
educational material as well. They usually reproduce information from related authorities,
organizations and NGOs, or surveys’ reports.

- Some corporations also get involved, especially the ones that use recyclable packages or products (e.g.
Zero Waste Future by Coca Cola, Cyclefi by Sanitas etc.). This choice could be considered connected to
the upcoming extended producer’s responsibility measures.

- There are some mobile applications related to recycling, such as Glass Recycling by Herrco, Recycling
in East Salonica. They have limited penetration and efficiency.

- Good practices in EU countries and Greece prove that is very rare and inefficient to have a lot of
different mobile applications or websites to display only one activity. The usage and efficiency will be
greater if in one app or webpage the visitor can have multiple tasks, e.g. a tourism/sightseeing app is
combined with recycling bin locations. Existing tools that can combine multiple activities are:

- GRE-cycle website and application developed during EOAN project

- Follow green platform (awarded) has already 16 municipalities engaged across Greece

- Many events and below the line activities have been implemented throughout the country, usually of
small scale and short duration. There were also some educational programs for school children,
implemented in schools or external premises accepting visits. These events, activities and special
programs were implemented by authorities, NGOs, municipalities and corporations.

- Activities organized by the European Union (e.g. The European Week for Waste Prevention). Greece
took part in these events, but with quite a little participation.

Many of the above campaigns and activities were well designed and implemented, and they could be
considered successful and efficient. However, they were not connected to and coordinated with each
other, so the potential synergies were partly lost, and the cumulative outcome was finally lower than it
could be.

A common, long term strategy would multiply the efficiency. Nowadays, expecting possible additional
resources for communication from extended producer’s responsibility measures, this common strategy and
planning becomes even more important, in order to get the best out of the available resources.

All the above communication has mostly focused in waste recycling. On the other hand, waste prevention
is something quite “new” for the Greek public. It was recently introduced, mainly through the campaigning
against single-use plastics and, especially, plastic shopping bags. However, if there is lack of awareness on
recycling, the problem is even more intense when it comes to waste prevention. Designing a campaign
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about waste prevention, someone should keep in mind that it is important to “introduce” and “explain” it
to the public, instead of just “supporting” it.

Indicative samples of past campaigns and activities in Greece
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4.6 SWOT analysis

Communication activities on waste prevention, separate collection and recycling in Greece offer a lot of
opportunities, but also show weaknesses and threats, as described in the following.

Strengths

- High interest about the environment among most citizens

- Quite high acknowledge of waste issue

- Many citizens are open and positive to information

- The country largely depends on the tourism sector — beautiful, clean landscapes are necessary to
gain/maintain customers

- Lack of awareness raising measures so far, much room for improvement

- Fairly good network of blue bins

Weaknesses

- Low trust in government and public authorities

- Low trust, suspicions that recyclables end up at landfills

- Low awareness and know-how level on waste recovery

- Very low awareness and know-how on waste reduction

- Public misinformed about the items to be put in the blue bins

- Poor network of separate collection bins (except for the blue ones)

- Bad financial situation of households is priority instead of waste management
- Recycling corporations are not open enough to the public, creating suspicions
- State and public authorities not always operating as a good practice

- Limited resources for communication

- Bureaucracy, poor organization and difficult cooperation between authorities

Opportunities

- Extended Producer’s Responsibility upcoming measures and possible additional resources

- Corporations of the private sector possibly positive to cooperate / fund / sponsor

- Possible help from business associations, media, institutions and NGOs

- Many good practices available worldwide and communication tools available in Greece

- Utilization of EU activities, possible cooperation with other countries

- Higher performance in other countries may operate as a motive in Greece

- Public and authorities currently getting more familiar with digital tools (e.g. distant learning)
- Recentincrease in trust in government and state by the public

Threats

- Other issues monopolize everyday news (COVID-19, financial, tension with Turkey etc.)
- Expected deterioration of the financial situation due to COVID-19

- Recent problems with recyclables’ disposal and processing brings trust even lower

- Resources for communication may further decrease

- Possible delays in approval, assignment and implementation by authorities

- Poor cooperation between different authorities, lack of support

- Poor cooperation from business associations, professional bodies and corporations

- Negative position from media, institutions or NGOs
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5. Campaign parameters

Aiming to raising public awareness on waste prevention and recovery, a campaign has been developed to
address different target groups. This chapter provides the key parameters of the proposed campaign. YPEN
and HRA decided to focus on a campaign that highlights the first step of the waste hierarchy: waste
prevention, meanwhile showing how citizens can benefit from its environmental, life quality and economic
aspects.

5.1 Campaign slogan and logo

To strengthen the simplicity, saving and nature aspect of this waste prevention and recycling campaign, the
following logo with the slogan “We reduce waste, we give room to life” has been agreed to, see more
details in chapters 10.3 and 10.5.

MeLwvoupE Ta anoppippata,
Slvoupe xwpo otn dwn

(We reduce waste, we give room to life)

5.2 Target groups and priorities

Campaigns on recycling awareness need to address not only a part of the population, they should reach
everybody. On the other hand, these so called “massive” campaigns are rarely effective, nor provide the
desired results, unless they are well focused and adapted to different target groups and their
characteristics.

Thus, the best approach is setting up parallel actions, each one addressed to different groups. All these
actions must be well coordinated and connected, so they finally achieve the maximum synergies.

In order to design the campaign, some different target groups and their characteristics must be reviewed,
along with some basic strategic directions for each group. The next chapters will provide a review with high
detail specific tools and actions, adapted to these groups’ needs.
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5.2.1 Children and youth

=> Core target / Reached through a set of activities

Children and Youth are the most important and critical group for many reasons:

- Children and young people are the citizens of tomorrow, this is the right chance to build a better
society.

- They are often more open, more sensitive to fair arguments and purposes, more willing to give
effort for something if they believe it is worth.

- They are easier to reach through schools, universities etc. If the right approach is used, this can be
very effective.

- They are consumers themselves, with a significant buying power, especially the older ones.

- They influence the household decisions, often in a decisive way.

- They can significantly influence the opinion and attitude of their parents and relatives, based on
the knowledge they have received from school and other sources. If their position is substantiated,
parents and relatives are very likely to follow their prompts. Thus, children can operate for us as a
“door” to the whole household.

Younger children below 6 years can be targeted through kindergartens, playgrounds, adventure parks etc.
The age group up to 17 years can be reached via schools, meanwhile young people aged 18 or older via
Universities. In addition, young men serving in the army may be easily educated through activities in
military bases.

Alongside, children of different ages can be reached through scouts, summer camps, sports and other
youth clubs and associations. People that interact and influence children and youth can also be of use, like
teachers, professors, educational and administrative staff, military commanders etc.

Children can finally be reached through massive channels, like media, social networks, events etc. A wide
set of tools and actions are proposed for this target group, including the cooperation and coordination with
related authorities and bodies.

5.2.2 Businesses

=> Core target / Reached through consultation and some special events and activities

Businesses form a very important group for a series of reasons:

- They produce or distribute products that finally turn into waste.

- They have employees that spend the most of their time in their working place. So, there is a chance
to educate them there. The employers are rather not expected to be negative, of course given that
they will not carry any cost and that all the material and information needed is provided to them.

- They have customers or visitors who are also influenced, getting in touch with the company’s
policies. In addition, stores and transportation vehicles can accommodate informative or
promotional material (e.g. posters, leaflets, screens etc.) addressed to the public. It is a matter of
consulting, collaborating and maybe dealing with business owners.

Communication with the business sector is completely different than the one with consumers or the public.
Different tools must be used, like consultation and special schemes of cooperation. The upcoming
Extended Producer’s Responsibility measures might be a new, interesting factor, that might help to set up
new some forms of cooperation.

Some large-scale corporations might need a direct contact. On the other hand, business associations,
federations and professional bodies can also be used to reach sectors with smaller business units.
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5.2.3  General public, heads of households

=>» Secondary target / Reached mainly indirectly, through other groups and activities addressed
to other groups

The reach of the public may be more difficult. It may be perceived as more expensive, but the amount of
people that will be reached is remarkable. The traditional way is Above the Line (ATL) communication,
meaning advertising on media. This is usually an effective and quick solution. On the other hand, it requires
a very high budget that is not anticipated to be dedicated based on information from YPEN.

To allow reaching the public with a lower budget, the use of alternative channels (such as below the line
activities, special events, creative outdoor, digital communication and dissemination through the media)
may provide the same or even better results. Combining communication efforts with either several topics
(such as biodiversity and waste management, or upcycling and innovation) or several target groups (such as
children and private sector), synergies can be maximized and a multiplier effect can be achieved. All these
alternatives are further described and analyzed in the following sectors of this report.

5.2.4 Senior citizens

=>» Secondary target / Reached mainly indirectly, through other groups and institutions

Senior people usually have notably set habits and attitudes and may require more effort to change and
adopt new practices. Nevertheless, targeting this group has a big advantage: Elderly usually have more free
time and are keen to engage with things to keep them busy. In addition, they are much more familiar with
concepts like “reuse, repair, keep products for a long time, saving resources etc.”, as these were part of
their everyday lives when they were young and many of them never really liked and approved the
“modern” concept of “use and dispose”.

Senior citizens are proposed to be reached via cultural institutions and clubs, though less through mass
media. The municipalities’ services and church authorities may also be tapped to engage this group. In
addition, they can be indirectly reached through other groups (such as families, children and
grandchildren), using information dissemination through the media (especially their favorite one,
television).

In some cases, seniors can be very useful as ambassadors to spread the idea of waste prevention.

5.2.5 Media

=>» Intermediate target / Reached through a proper mechanism

The category of media includes all kinds of them: Television, radio, print, digital. In the case of traditional
advertising, media are the vehicles for the message and they are willing to support, as long as they are paid.
In our case, things are quite different. Given that the media will have a lower or no income from the
campaign, they may be less willing to support and participate. So, they should be considered as one more
target group than just a vehicle. If they are treated in the proper way, they are expected to provide
support, even for free.

Consultation with the media is important, as well as constant production of proper (and formed in the
proper way) information and material to be disseminated, as well as a system to handle this relationship.
This is an important job for the press office, possibly supported by external consultants.

Social networks are a special case. The rules of the game are totally different for them, compared to the
traditional media. A proper and constant presence on them must be ensured.
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5.2.6 Academic / Scientific / Research Institutions

=> Intermediate target / Reached indirectly and through consultation and some special events
and activities

Beyond the reach of students, the connection with professors, researchers and scientists is important for
many reasons:

- They are influencers for the public.

- They provide information to the media, so they can disseminate our messages.
- They enjoy higher trust of the public.

- They can add credibility to the campaign and boost awareness.

These stakeholders can be reached through consultation and direct communication, special events and
forums, presentations or scientific projects.

5.2.7 NGOs

=>» Intermediate target / Reached through consultation and a proper mechanism

Environmental NGOs are quite strong in Greece and can be considered as one of the key players when
rolling out and scaling up campaigns. Some of them enjoy a high level of organization, know-how and
sophistication. They also enjoy a fairly good level of trust from citizens, more than from public authorities.

It is very important to ensure they will operate as allies than as critics. They must be part of the process,
through proper consultation and cooperation.

Heads of these NGOs often also belong to the previous category, being scientists or researchers focusing on
environment.

5.2.8 State, government, public sector

=>» Intermediate target / Reached through consultation and a proper mechanism

The state, the government and the public sector (less) does not enjoy a high reputation and trust in
Greece. This fact has worsened during the last years of economic recession.

This directly affects our campaign, as this campaign is designed for and with the government, it will be of
utmost importance to keep possible (negative) effects in mind and actively provide a good example on how
to create and ensure trust.

It is therefore recommended to make an extra effort for the state to “show a new face”, at least regarding
the campaign. Greeks have a strong need to see and feel that “something changes at last”. If the state and
the public sector succeeds to give this feeling, this will be valuable for the campaign and its effectiveness
(and not only, of course).

The first step for such a feeling, is for the state to follow the rules and directions that asks the citizens to
follow. There has to be a full, properly operating waste reduction and recycling system in any public
building, so the state and public sector must stand as a good practice for the public. This will be the best
promotion for the campaign and a very good chance for the government to gain back some of the lost trust
of the citizens.

In this sense, it is useful to consider public authorities, public services and public employees as an extra
target group, that will need a different approach and communication.
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5.3 Strategy directions

Here are some points of the proposed strategy, adapted to the needs of the target groups, as described in
the previous section. These points will be implemented through the proposed tools and actions in the
following sections.

5.3.1

5.3.2

AN

5.3.3

5.3.4

5.3.5

AN

5.3.6

Target priorities

Waste prevention is the top priority. It provides the maximum efficiency in waste
management, it is the ultimate solution. In addition, the public is less informed and educated in
prevention, so there is a greater need for raising awareness.

Recovery / recycling provides lower efficiency than prevention. It is necessary, but not the first
choice. It must be supported as a second choice, after prevention.

Separate collection is important but problematic in implementation (not expected to be
implemented soon everywhere, mixed systems expected), therefore it is challenging in
communication as well. It must be presented along with mixed collection in blue bins.

Use of media / communication channels

Avoid traditional, above the line advertising. Weight to alternative communication.
Use of below the line communication, special activities and events.

Use of digital technology and social networks.

Make good use of the budget, save resources where possible, respect taxpayers.

Information dissemination / word of mouth

Utilization of the media, dissemination of information through broadcasts, articles, interviews.
Set up of a proper system.

Utilization of chances to place informative material to any available spot.

Utilization of volunteers, training of ambassadors, network effect. Feed word of mouth.

Mobilization of citizens

Mobilization and good coordination of all players, at all levels.

Activities encouraging interaction and active participation of the public. Audience to operate,
not as a passive receiver, but as a transmitter and multiplier.

Creative, original, out of the box approaches for maximum public attraction and impact. Not
“one more campaign”. Something to be part of their lives, to change their view.

Synergies
Parallel actions for all target groups.
Gain maximum synergies among activities and target groups.

Use and promote co-operation with other ministries, authorities, NGOs, corporations.
Promote the connection with the EU, feel as a part of a wider system.

Public and private sector, institutions, bodies, NGOs

Consultation, presentations, forums, special events for specific target groups.
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v Cooperation with the private sector (associations, business bodies, corporations), common
activities, possible sponsoring.
v' Use of the public sector as a good practice.
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6. Campaign support structure

This structure of the campaign provides the proper frame and supports the implementation of the targeted
activities.

6.1 Task force for campaign coordination by YPEN

A task force that will control all the actions and activities and coordinate all involved authorities (such as
YPEN communication department and minister’s office, EOAN, EYSPED etc., as well as other Ministries) and
external agencies and consultants.

It will also coordinate the design, approval, and production of materials. Finally, it will inform, train and
support the stakeholders involved (school teachers, municipalities etc.) and train / coordinate the
ambassadors’ / volunteers’ network, or coordinate the experts that will be assigned to handle it.

It must include representatives of all related ministry authorities and experts from both specialties:
environment / waste management and communication. This task force might be also supported by external
agencies and consultants.

It is important, as far as possible, that the resources are concentrated in one single campaign on the subject
and not many in parallel. If this is not possible and there are more campaigns, at least they should be fully
coordinated, in order to achieve the maximum possible synergies.

Time plan: This is the first step, must be completed the soonest possible.

Cost: As long as no external staff is involved, no cost is expected.

6.2 Contact officers in other Ministries

There should be corresponding officers in other Ministries that are involved in the campaign. These should
be the Ministry of Education (schools, universities etc.), Interior (regions, municipalities), Press (media),
Defense (army), Commerce (corporations/chambers), Maritime affairs (ship lines), Development (possible
related investment) etc.

The cooperation and coordination of all these authorities is crucial and may determine the success or
failure of such a campaign. They will all be coordinated by the task force in YPEN. The detailed procedures
of coordination (planning, meetings, information flow, reporting etc.) must be designed by YPEN.

Time plan: This is essential for many activities, so must be completed the soonest possible.

Cost: As long as only ministries’ staff is involved, no cost is expected.
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6.3 Press office

The press office deals with the cooperation with the media and the dissemination of information and
promotional material through them. It is expected to:

- Produce press releases and forward them to the right persons at the media. The number of the
press releases depends on current activities, but a rough estimation could be about 40-50 per year,
giving information on upcoming and ongoing activities, or feedback from implemented ones. The
press releases must include the proper informative material.

- Follow up the journalists / producers / publishers so they publish the material.

- Review, report and evaluate the outcome, throughout the year.

- Forward proper material to the media, to be used in journals and shows production.

- Encourage shows, articles, interviews etc. related to waste prevention and recycle.

- Connect existing shows with waste prevention, through references.

- Develop and constantly upgrade a good relationship with journalists, media directors, publishers,
producers, broadcasters etc., especially the ones involved in environmental subjects.

- Etc.

It will be controlled by YPEN, probably connected to the task force for coordination and the permanent
press office which already operates in YPEN, as well as the communication specialists of YPEN. However,
since this job is important and demanding, if the dynamics of the department are not sufficient, the use of
external consultants could be considered.

Time plan: Itis an essential tool of the campaign, so must be completed the soonest possible.

Cost: As long as only ministries’ staff is involved, no cost is expected. But, if external experts or
agencies are involved, there will be a cost, estimated to €18,000-24,000 yearly (handling of
approximately 50 press releases).

6.4 Knowledge base

A central knowledge base, a library with possible questions and answers regarding waste prevention,
recovery, and separate collection. It will be used as a tank to feed press releases, articles, interviews etc. It
will ensure that all involved material is aligned and gives the same answers to the same questions, raising
public’s trust. It does not have to be directly available to the public, parts of it will be used, according to the
audience and condition. It will contain all kinds of Q&A, starting from the “simple” ones (e.g. “which items
should be disposed in blue bins”) to more “difficult” ones (e.g. “why some recyclables end up in landfills
and what will be done about it”). This base will be created by YPEN with the support of all related
authorities and will be constantly updated.

Time plan: Itis animportant tool of the campaign, so must be completed the soonest possible. It must
be constantly updated.

Cost: As long as only ministries’ staff is involved, no cost is expected. In the case that internal
resources are not considered sufficient and additional external experts were contracted for
a total of 10-15 days, there could be a cost of up to €5,000.
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6.5 Design and production of informative material

The following material, among others, is recommended to be designed and produced:

- Press releases for the media

- Posts for social networks, handling of chat

- Pictures, infomercials, infographics (to be used in the campaign website, social networks posts,
press releases and articles on media, posters and leaflets, videos etc.)

- Videos (in various types, versions, subjects, lengths etc, to be used in the campaign website, social
networks, media broadcasting as spots or in shows, digital signage networks etc, according to the
target group and medium they will be used on)

- Presentations (to be used in congresses, events or on the media)

- Posters (to be placed in public buildings, events, or to be downloaded, printed and placed in public
or private spots by corporations, municipalities or individuals)

- Leaflets (to be used in events or to be downloaded and printed by everyone interested)

- Radio spots (to be used on radio stations or internal stores’ sound systems)

- Newsletters (to be distributed to subscribers)

- Extra supporting material kits (for specific actions and activations)

The design, approval, production and distribution will be coordinated by the task force in YPEN, probably
supported by external agencies and consultants. In some cases (e.g. material to be used in schools) it must
be designed in cooperation and / or approved by the corresponding authorities (e.g. Ministry of Education).

This material should be digital if this is possible. Printing on paper should be avoided, or at least recycled
paper should be used (marking this on the material). Single use materials (e.g. leaflets) should also be
avoided if possible, and when printing is unavoidable, at least forms that will be used for a long time should
be preferred.

The speed and effectiveness of these procedures will be crucial for the campaign, passing by bureaucracy
is a challenge.

One more crucial point is that all this material must be effective from a communication point of view, but
also environmentally / scientifically consistent. So, the public can understand and adopt the message,
while the experts (scientists, NGOs) accept and support it. This might be a difficult combination in some
cases, but it is an absolutely necessary prerequisite for success.

Time plan: Material production is essential for the campaign, so it must start as soon as possible and
continue with additions and updates throughout the campaign.

Cost: External experts must be involved: Communication experts, graphic designers, web
designers, video producers, depending on the material approved. The final total cost is
quite difficult to estimate, as it depends on the kind, specs and volume of the material. It is
not expected to be lower than €50,000 and could rise to €100,000. Indicatively, the artwork
for a total of 20-30 posters, 30-50 banners and 15-20 videos is roughly expected to cost
about €70,000-80,000 (not including possible reproduction, printing etc.).

Examples: Video material used in the EU, see 14.2.2/ Print material used in the EU, see 14.2.3.
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6.6 Above the line advertising

Traditional advertising on media provides effective and fast reach and O.T.S., but it is also quite expensive
and not suitable for young targets, that are our core ones. Given that financial resources are limited,
focusing in communication forms that suit better to the campaign’s needs is recommended. However, the
media should be utilized at the best possible grade, indirectly, feeding them with press releases and proper
material to use in news bulletins, broadcasts, articles, interviews etc. This is an important job, coordinated
by the press office of the campaign. All media try to show an “environmental and social profile”, so it is
feasible to get their support and cooperation, through the proper handling.

Finally, some media would likely accept to broadcast messages with no charge, as a “common interest
campaign”. YPEN must provide media with proper material (possibly using the material already produced
for other purposes) and ask for free of charge use, following the existing standard procedure.

Time plan: The available material will be used as soon as it is ready.

Cost: No cost is expected. The material will be already produced for other purposes. Buying of
advertising space and time is not proposed. Media dissemination is not charged. Material of
common interest is broadcasted free of charge.

6.7 Campaignh website

This is a very important tool for the campaign. This website will play different roles, containing:

- Information about waste prevention, separate collection and recovery to the public. It will contain
relevant informative and educational articles, graphics, videos etc. This material must be designed
to reach different target groups and ages and be organized in a way to make the navigation in the
site as easy as possible.

- Games and other interactive material about waste, mainly addressing children.

- News and photos about the campaign, implemented or upcoming activities, directions to
participate.

- Information that can be used by the media (media kits in various versions).

- Information addressed to specific stakeholders (e.g. teachers, businesses, hotels, stores etc.)

- Special material available to download, for use by the public or stakeholders. For example:
Posters with waste management directions that citizens can download, print and place in
their houses or workplaces, or volunteers can place in public places they have access.
Informative material designed for special use (e.g. in hotels or restaurants)

Material suitable for use in school or university studies or presentations by teachers, pupils
and students.

Material to use on social networks or web sites (banners, pictures and videoclips etc)
Facebook cover pictures, memes

etc

In a separate section, only accessible by authorized users, extra information can be placed:

- Information and material for the authorities involved (ministries, municipalities etc)
- Information and material for cooperating corporations or organizations
- Information and material for the ambassadors’ / volunteers’ network
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At a next stage, a section with local information could be added, fed by the local authorities (e.g. regions or
municipalities), containing for example the locations of each kind of bins, the procedure and terms of waste
collecting by the municipality (e.g. large items, electric devices, oil etc). This section requires the
cooperation and coordination of many local authorities. So, it might be added gradually in a second stage,
without delaying the rest of the site implementation.

This website must be absolutely mobile friendly, so it can be used through mobile devices. It must also be
friendly to all target groups.

Time plan: Itis an essential tool of the campaign, so must be completed the soonest possible.

Cost: The cost for a website development depends on its specs. The development is expected to
cost €15,000-25,000 and the yearly maintenance €2,000-3,000.

The content update is expected to be done by YPEN’s staff, with no additional cost.

Examples: Campaigns and online applications in the EU , see 14.2.1 below14.2.1.

Indicative campaign screenshots
See section 14.2.1 for more information

6.8 Mobile application

The development of a standalone mobile application is not proposed, as its initial design, support and
constant update (for two operating systems at least) can be quite complicated and costly. However, a
website can serve mobile devices (given that it is properly designed) and it is something that cannot be
replaced by mobile applications. An alternative could be an application fed by the website content.

Time plan: If an application is considered useful, it should follow the website, based on it.

Cost: Provided the possible application would be fed by the website and based on it, the
development cost and maintenance would be expected to cost €2,000 - €5,000 yearly.
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6.9 Social networks

Social networks are a part of citizens’ life, especially speaking of the younger ones. A good presence at
them must be ensured.

Facebook is the leader in Greece, it is a must for such a campaign. Instagram is quite strong, especially
among young ages, so both should be used. YouTube is ideal for videos uploading.

Twitter is less popular in Greece, and more appealing to older groups. So, if a network should be skipped
(to make things simpler and the cost lower) this would be it.

The regular update and effective administration of the pages is crucial, as well as the quality of the content.
The social network pages are recommended to be created and administrated by professionals specialized
in social media, but also closely supported by environment experts.

As is the case throughout this campaign, two specialties must be combined, that of communication and
that of the environment. In the case of social networks, this becomes even more important, since there is
room for control, the dialogs are live and mistakes can be devastating.

Time plan: The pages should be created the soonest possible, so they have the time to grow their
audience.

Cost: If the social networks’ pages are handled by YPEN’s staff, there will be no cost.

If an external agency or expert is involved, there will be a yearly cost of about €12,000-
24,000, depending on the posts’ number and type and the way comments are answered.
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Ministry of Environment and Energy Instagram and Facebook Page & Hellenic Recycling Agency Facebook Page

Source: ypeka.gr and eoan.gr
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6.10 Ambassadors’ network

There are many citizens who care about the environment and would like to participate more actively for its
protection. These citizens often work voluntarily for NGOs or projects organized by NGOs, municipalities
etc.

Organizing an official, centrally controlled volunteers’ movement requires a lot of management effort and
may be quite demanding, expensive, and sometimes “dangerous”. On the other hand, an unofficial network
provides significant advantages, avoiding most disadvantages, compared to an official one.

This “unofficial” network does not consist of “official members” that YPEN could “control” or “command
and, on the other hand, they do not represent YPEN nor have any official duties and obligations. It is just a
group of environmental sensitive people, willing to volunteer for the environment. They just have to be
equipped with the right knowledge, arguments and informative material, so they can disseminate this
knowledge and raise awareness among their circle and the general public.

Specific actions to take:

- Provide training and information about waste management to these people. This can be easily
done through the campaign website, and maybe through a short course of webinars, open for
everyone interested.

- They can be asked to download proper material from the website (e.g. campaign posters), print it
and place it at spots they have access (workplace, university, school, stores or workplaces they own
or visit etc.).

- They can be asked to register, providing their contact information, in order to receive newsletters
and updates from the website (following all the regulations about the protection of personal data).
Creating a mailing list, they can later be invited to participate in activities organized under the
campaign or disseminate information.

- Ifitis considered useful to grow a closer connection with them in the future, this can be done, for
example inviting them at a special event or live seminar or forum.

- These people may prove to be a valuable tank of environment friends, and also potential
volunteers in a later time.

Additional possible sources for volunteers / ambassadors are NGOs and corporations with internal
volunteer programs.

Time plan: Creating the unofficial network can start as soon as the co-ordination task force is ready
and grow throughout the campaign’s duration.

Cost: If YPEN's staff handles the network, there will be no cost for this. If an external agency or
expert is involved, there will possibly be a yearly cost of €12,000-24,000.

If special events, seminars, special informative or promotional material is decided to be
produced, there will be additional costs.

Examples: Ambassador networks in the EU , see 14.2.8.
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6.11 Support by celebrities / influencers

Many celebrities are interested in the environment and, in addition, want to show out a social profile.

They could play in short videos or participate in events and activities. They could also create artwork with a
relevant subject to be used in the campaign. Their acceptance is not granted, but many of them are
expected to be positive. For example:

- Singers, actors, models, media broadcasters, athletes playing in short videos or participating in
events and activities.

- Popular scientists, businessmen trough testimonials and public support.

- Painters, sculptures creating artwork related to waste management, e.g. sculptures made of trash
to be placed in public places.

- Cartoon artists creating material to be used in print or digital media.

- @raffiti artists creating graffiti artwork related to waste management, on high visibility walls.

The participation of celebrities would increase the campaign’s impact. It would also multiply the interest of
media, making them more willing to disseminate this news and support the campaign. It would also add
reliability, as people trust and appreciate celebrities more than politicians or public authorities.

Many of them are expected to agree providing their support, free of charge. However, there could be some
expenses for events or promotion and possibly a fee for an agency that would be assigned to contact them
and handle this cooperation.

A contact with Olympic Athletes Association is already done by YPEN and they are positive to support. This
is a group enjoying high appreciation and trust by the public, so it can be considered a valuable ally.

This job is recommended to be handled by the campaign’s press office, possibly externally supported.

Time plan: Contacts with influencers can start as soon as the Press Office is ready and grow throughout
the campaign’s duration.

Cost: If YPEN's staff handles the job, there will be no cost for this. If an external agency or expert
is involved, there will possibly be a yearly cost of €6,000-12,000.

If special events, informative or promotional material is decided to be produced, there will
be additional costs.

6.12 External supporting agencies, consultants

The designing, planning and implementation for this campaign is quite demanding and complicated and
needs special attention, as it requires two specialties to be combined, that of communication and that of
the environment. The campaign must be well-communicated and consistent scientifically and
environmentally at the same time. It also requires other specialties and experience, for example on
consultation.

It is easy to find an agency that handles well communication, but it is not likely to have environmental and
consultation knowledge as well. In the same way, it is easy to find an environmental expert, but he would
likely not know much about communication.

In the case of this campaign, agencies and consultants should be enlisted, to have all these specialties. In
addition, it is important to have strong connections to the stakeholders, like authorities, media and NGOs.
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Finally, all units, authorities, agencies and consultants must work together and be well organized and
coordinated, in order to gain the best possible results from this challenging campaign.
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7. Proposed activities per target group

7.1 Activities for children

Target group:

Aim:

Advice:

Stakeholders:

Description:

Children (core) / Teachers, staff (intermediate) / Parents, relatives (indirect) /
Media, all others (indirect)

To educate the children, so they act like responsible citizens (now and in the
future), influence their household practices and their parents’ and relatives’
attitude. Make them ambassadors for the environment.

To feed information dissemination and create buzz on the media, reaching other
target groups indirectly.

Schools are many and scattered all over the country, difficult control > Use of
digital formats that are easier and cheaper to distribute, make good use of the
communication and information networks for teachers.

Teachers are not always aware and informed on the subject and not necessarily
positive to such activities > Inform and educate teachers, through digital
material and webinars. Special effort to develop a good relationship with them.

The cooperation and good coordination with the Ministry of Education is crucial.
Fast and effective procedures needed. > Extra effort needed. Involvement of
higher-level officers can be considered. Alternative approaches could be used
meanwhile.

Main: Ministry of Education, teachers and school staff, children, heads of private
schools

Secondary: Teachers’ association, parents, municipalities, media, public

Additional: Scouts of Greece, Greek Guiding Association, sport clubs, summer
camps, recycling companies

Activities are implemented in schools (or clubs, camps, scout units etc). They are centrally designed (in
different versions, addressing different ages), the material needed is centrally designed, produced and
distributed, along with detailed manuals for teachers. The activities are implemented by the teachers,
supported by the coordination task force, mainly through the website.
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7.1.1  Provision of “Waste Prevention, Recycling and Resource
Efficiency” as an obligatory subject matter in schools

Currently, there are several references on the protection of the environment and recycling in schoolbooks,
and some school directors and teachers implement related presentations on their own initiative. However,
there is not a dedicated official subject matter dedicated on waste prevention and recycle, while most EU
countries have already officially integrated this topic in their schools, appearing in the syllabus of
geography or earth/environmental sciences lessons every 2-3 years. See also more detailed related
information in the Notes from Interviews Conducted, see Annex 14.3.

Waste prevention and recycling is recommended to be included in standard schools’ curriculum and official
schoolbooks. It can be an independent course under “circular economy” or be integrated into existing
courses, such as environmental studies, geography, home economics, etc. depending on grade.

For this procedure, the co-operation of the two ministries (YPEN and MoEdu) is required. There should be
one expert officer from each ministry coordinating each ministry’s involved staff, so the required material is
developed and approved by both sides. As soon as it is developed and approved, it can be integrated in
curriculums and books. The material should be updated and re-approved every year by both ministries’
experts, to be adjusted for the next school year.

Additional training for the teachers is proposed, through digital material and webinars, implemented by
YPEN in cooperation with MoEdu.

However, this procedure may require quite a long time, until it is completed, and curriculums and books
are updated. Therefore, in the meantime, as the above process progresses, the activities of the next
subsequent chapters, which can be implemented more quickly, are proposed to start being implemented
immediately. All these activities are not competitive with each other, but they are expected to finally
maximize the result, operating in parallel.

Time plan: Est. 6-12 months for design, approval and production, possibly update for every next school
year. Possible launch in school year 2021-22.

Cost: No additional cost is expected.

e No cost for material development, since it will be jointly prepared by experts from
YPEN and/or EOAN and the Ministry of Education. In the case that additional
experts will be involved, e.g. graphic designers, the cost is expected to be covered
through the schoolbooks’ development accounts.

e No cost for printing and delivering since it will be included in schoolbooks’
production.

e No cost for teachers’ training, using experts from YPEN and/or EOAN, MoEdu and
available tech platforms.

Additions:

This activation can be enriched by educated experts visiting schools and supporting the teachers. This could
be effective but makes the project more difficult and raises the cost. Using the teacher himself, after
informing and educating him, is recommended as the best alternative.
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7.1.2  Activity kits to be used by teachers

Special digital kits are designed, produced, and distributed to schools all over Greece, in different versions
(for different ages). They may contain informative material (e.g. videos or presentations to be projected in
class) and other material to be used by the teacher, games to be played in class (e.g. quiz games or active
games to be played in the school yard), instructions or material for crafts or drawing / painting activities
etc., fairy tales for younger children, debates for older ones, even theatrical shows to be played by the kids.
It will also contain a handy user’s manual with instructions for the teacher.

The program is implemented by the schoolteachers, supported by the instructions included in the kits.
Since there is not (yet) an official course in schools’ curriculum, the implementation can be done in other
courses’ time, initiated by teachers.

The material will be designed and produced by YPEN’s and/or EOAN’s experts. The support from an expert
in education from the Ministry of Education would be valuable. YPEN may also consider hiring an external
expert in education, waste management and environmental protection, if internal resources are not
sufficient. Finally, external graphic designing and video producing experts can be used.

This material must be updated when necessary. It is recommended for YPEN to assign one officer to
approve the actuality of the material once per year, for example by March, in order to adjust material
before school starts in September.

The use of digital material is recommended to minimize the use of paper. Producing and delivering any
printed material to all schools would be very expensive and complicated (there are more than 12,000
schools and about 1,25 million school children in Greece). In case hardcopies are essential, it can may be
printed in the schools.

Any kind of material must be approved by the Ministry of Education, following the existing standard
procedure, so it is allowed to be used by teachers and students in schools. After this approval, the material
can be uploaded on the campaign’s website, properly organized, so teachers and students can easily locate
the proper kit for their needs, download and use it.

Then, all teachers must be informed about the program and the links to find and download the material
and encouraged and motivated to do so. This can be done though the regional and local directorates of
Education. They can inform the teachers through e-mails and, ideally, present and promote the program to
school directors. Regional and local education coordinators, environmental education officers etc. should
be contacted and asked to support.

Further training for the teachers is proposed, through digital material and webinars (implemented by YPEN)
as well as a support line in YPEN, used by teachers that may require additional information or clarifications.
Teachers should be encouraged to provide feedback (through the website or directly) on the material they
have used in class, so updating gets more efficient. Alternatively, the ministries could provide an expert
carrying out a training of teachers for each school, to make sure teachers are familiar with the topic and
train them how to best - interactively and motivating - implement the activity kit with children.

It is important to build a good relationship with teachers and make them often visit and use the campaign
website. Since they work quite independently, the relationship with them is important. If this relationship is
established, things will be easier every year. Many teachers are already aware of environmental subjects
and willing to deal with them, even working voluntarily (in many cases overtime or in weekends). If
someone provides them with information and support, an unofficial set of volunteers can be gradually
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created, that will significantly contribute to the purpose of the campaign. They can be the most valuable
ambassadors.

It would also be a good opportunity to distribute some extra material to the children, aiming their
households and families. For example, a poster with waste management guidelines to be placed in their
kitchen. However, the central production of it might be unrealistic, due to its cost, unless it is funded
through private sector sponsoring. A simpler alternative would be letting the children draw this poster
(under directions and supervision by the teacher) and then take it back home and use it, as a part of the
program.

The above information mainly refers to public schools, that host the majority of children. Private schools
are easier to deal with, through their directors, who are likely expected to be positive to cooperation.

Time plan: Est. 3-6 months for design, approval and production, possibly update for every next school
year. Possible first launch in school year 2020-21.

Cost: Up to €45,000 depending on the content and the personnel involved.

e (0-15,000 € for production of material.
€0 if the material will be jointly prepared by experts from YPEN and/or EOAN and
the Ministry of Education, or up to €15,000 if an education expert with experience
in waste management and environmental protection may be contracted for 20-40
days.

e £€15,000 - €30,000 for graphic design and video production, depending on the
volume and specs of the material, according to the experts’ plan.

e €0 for printing and delivering, since all material is in digital format.

e €0 for teachers’ training, webinars and help line, using experts from YPEN and/or
EOAN and available tech platforms.

The volume / number of schools / classes is not important, provided the material will be
digital and the distribution / coordination will be done through the existing channels.

Additions:

The activation can be enriched by experts visiting schools and implementing the program instead of the
teachers, or with them. This could be effective but makes the project more difficult and raises the cost.
Using the teacher himself, after informing and training him, is considered the best alternative.

The same activity can be easily adapted for other structures for children, like Scouts and Guides (girl
scouts), sport clubs, summer camps for children etc. These stakeholders are expected to be positive and
cooperative, as long as the material is provided to them ready to use and free of charge.
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7.1.3 Digital Information kits to be used by pupils

Ready to use kits, addressed to children, to be used in their school projects or presentations. The kits can
be exclusively in digital format and distributed through the campaign web site (properly organized in the
appropriate section, so they are easily found and downloaded by students). The teachers only have to
inform their class about this source and encourage them to use it.

The material must be approved by the Ministry of Education and the teachers must be informed (along
with the rest of the material for activity kits from 7.1.2) and be uploaded on the website.

Time plan: Est. 3-6 months for design, approval, research for funding and preparing for
implementation. Possible launch in school year 2020-21.

Cost: Up to €10,000 depending on the personnel involved.

e Up to €5,000 for production of material.
(€0 if the material will be jointly prepared by experts from YPEN and/or EOAN and
the Ministry of Education, or up to €5,000 if an education expert with experience in
waste management and environmental protection may be contracted for 10-15
days).

e €3,000 - €5,000 for graphic design (depending on the volume and specs of the
material, according to the experts’ plan).

e €0 for printing and delivering, since all material is in digital format and distributed
through the campaign’s website.

The volume / number of schools / classes is not important, provided the material will be
digital and the distribution / coordination will be done through the existing channels.
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7.1.4 Information centers in schools

They do not have to be large or expensive. A simple board would do. The content is the important issue.
Posters, infographics, relative news could be placed there, along with tips on waste management.

The design of the content must be attractive to children, clear and easy to understand and remember and
updated regularly. The children can contribute to the content, through school projects.

It would be convenient if the school (or the local municipality) could take care of the board construction.
The placement and management must be done by the director of the school or a teacher involved in
environmental subjects. In the cases that an environmental project or team is active in the school, the
teacher leading it can also handle the board. The creation and operation can be significantly supported
through the activity kits program (section 7.1.2) and the teachers participating.

The content can partly be provided centrally through the website (e.g. posters updated every month to be
printed in school) and partly locally from the school (e.g. artwork or informative material created by the
children).

Time plan: Est. 3-4 months for design, approval, and production. Possible launch in school year 2020-
21.

Cost: Up to €5,000 depending on the personnel involved.

The content is provided centrally through the website, or by the directors, teachers and
students. So, the cost only refers to the board itself, that could possibly be covered by each
school, or municipality. Even if external experts are used additionally for the content (e.g.
graphic designers for posters or layout development), the cost is expected to be lower than
€5,000.
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7.1.5 Special activities in schools

Special activities can be organized in schools, connected to national or European / international ones (like
Environment’s day, European Week for Waste Reduction etc.) or not.

They can be, indicatively:

- Presentations, video projections, exhibitions

- Contests for the children related to waste prevention and recycling (on drawing/painting, writing,
crafts, ideas and proposals, graffiti, music or video creating, presentation etc. promoting good
practices on waste)

- Games (e.g. a championship based on quiz related to waste)

- Theatrical shows with subjects related to waste management, played by the children

- Compactor construction

- Visiting related facilities

Such special activities can be supported with material by the campaign’s website and connected to the
program with activity kits (section 7.1.2) and the teachers participating.

In case of contests and championships, there should be awards for the winners. They do not have to be
expensive, but they must be attractive for the potential participants. They can be funded by local
corporations (e.g. books from local bookstores). The awards can also be intangible (e.g. subscription, event
admission, one day working with a manager in the Ministry of Environment, or in a recycling facility) or
sponsored by the private sector.

Time plan: Est. 3-6 months for design, approval, and production. Possible launch in school year 2020-
21.

Cost: Up to €10,000 depending on the personnel involved.

e Upto €5,000 for production of material.
(€0 if the material will be jointly prepared by experts from YPEN and/or EOAN and
the Ministry of Education, or up to €5,000 if an education expert with experience in
waste management and environmental protection may be contracted for 10-15
days).

e Upto €5,000 if an external expert is involved for graphic design (depending on the
volume and specs of the material, according to the experts’ plan).

e €0 for printing and delivering, since all material is in digital format and distributed
through the campaign’s website.

e €0 for possible awards, as they can be funded by the private sector.
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7.1.6  Contests among schools

Such contests can be implemented on regional or national level. There must be awards for the winning
schools, possibly sponsored by the private sector.

Indicative content:

- Quantity & Quality of recycling: Schools will be asked by the ministry to provide waste volume on
separately collected waste of recycling streams: paper, glass, plastic, packaging (blue bin) and the
residual waste. Note: metals may also be raised if separate collection is guaranteed. The quantity
and quality of the collected waste need to be assessed and recorded by the waste collectors! A
timeline of 3 months ensures a high recycling rate for the area of influence. It is an excellent
awareness measure that may lead to long-term results in recycling! It should be followed and NOT
stop afterwards. Teachers need to endorse and remind children but also the waste collection
service need to continue.

- Upcycling: Based on specific criteria such as waste stream/material that may be used, and size and
purpose of the object.

This kind of activations is interesting and can create a good deal of buzz and media coverage, but it may be
more suitable for next stages, after children in schools have reached a higher level of awareness and after
school teachers and directors are more educated and experienced in this kind of projects.

Time pIan: Est. 3-6 months for design, approval, and implementation. Proposed for next stages.
Possible launch in school year 2021-22.

Cost: Up to €7,000 depending on the personnel involved.

e No cost for material development, since it will be jointly prepared by experts from
YPEN and/or EOAN and the Ministry of Education.

e Upto €2,000 if an external expert is involved for graphic design (depending on the
volume and specs of the material, according to the experts’ plan).

o €0 for printing and delivering, since all material is in digital format and distributed
through the campaign’s website.

e €0 for possible awards if they are funded by the private sector, or up to €5,000 if
they are funded through internal resources of the schools or the Ministries.

EU example: "Waste prevention goes to school" competition by the Federal Ministry for Climate

Protection, Environment, Energy, Mobility, Innovation and Technology (BMK) in 2018,
aiming to provide project ideas for avoiding waste and conserving resources from the
5th graders of all schools in Austria.
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7.1.7 Local awareness raising campaigns by children / teenagers

Groups of children (in schools, clubs, scout units etc.), directed by one or more teachers or officers, can
design and implement an awareness raising campaign (or a short film, a TVC etc.) in their area, possibly in
cooperation with the local municipality and the campaign coordinating task force of YPEN.

The children (and teachers) may get all the necessary information and material, get help with contacts (e.g.
recycling companies or scientists), consulting support by experts, support on equipment etc. The YPEN task
force may assign a suitable officer as a consultant supporting the team at the beginning, or even
throughout the local campaign design and implementation.

The local campaign can be recorded (ideally on video) and forwarded to the campaign’s website and the
media.

This kind of activation can be very effective, as it provides results not only among the children participating,
but the whole of the local community and it is a great subject for media coverage.

The whole activation may be implemented in the form of a contest for the best local campaign, where local
campaigns are recorded, promoted, evaluated and prizes are given to the groups.

However, such an activity may be more suitable for next stages, after children and teachers are more
familiar to the subject and they have reached a higher level of awareness and experience.

It can be connected to the activity kits program (section 7.1.2) and the teachers and students involved and
can operate as a second stage of involvement. It is ideal for Environmental Teams of high schools.

Time plan: Est. 3-6 months for design, approval, and implementation. Proposed for next stages.
Possible launch in school year 2021-22.

Cost: Up to €3,000 depending on the personnel involved.

e No cost for material development, since it will be jointly prepared by experts from
YPEN and/or EOAN and the Ministry of Education.

e No cost for the tutoring and support of the groups, if it is done by YPEN and MoEdu
staff. In case of external experts involved, there will be additional costs (tutoring is
expected to cost €300 - €500 per day).

e No cost for printing and delivering, since all material is in digital format and
distributed through the campaign’s website and MoEdu.

e €0 for possible awards if they are funded by the private sector, or up to €3,000 if
they are funded through internal resources.
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7.1.8 Composting bin construction workshop

This could be an interesting activity implemented in schools. Probably addressed to children of a higher
grade and possibly only some of them (e.g. Environmental Teams operating in high schools).

A kit of the materials is needed for every bin and manuals with instructions for the construction (text and
possibly video) for the attending teacher and the children.

The bins could stay in school, so the children can bring their organic waste from home to compost it there
or get the compactors home and use it there. Both alternatives could be considered, depending on local
conditions.

The activity is useful in many ways, directly (children learn about composting and how to construct and use
a composting bin) and indirectly (parents, relatives, neighbors etc. learn about composting).

The activity can be fit in the school plan as an extra workshop for Environmental Teams (usually working
out of school hours) or in existing related school subjects (e.g. technology project).

The instructions can be approved by the Ministry of Education (along with the rest of the material for
activity kits and information kits for pupils from 7.1.2 and 7.1.3) and be uploaded on the website.

Time pIan: Est. 3-6 months for design, approval, research for funding and preparing for
implementation. Proposed for next stages. Possible launch in school year 2021-22.

Cost: Up to €5,000 depending on the personnel involved.

e No cost is expected if the production of the digital instructions is done by the
experts of YPEN. In the case that external support is needed (e.g. a graphic designer
or video producer) there could be an extra cost up to €5,000.

e Regarding the materials needed for the construction, it is difficult for YPEN to
provide and distribute it to schools, so this cost is recommended to be covered
externally, possibly by the local municipality or by private sector sponsoring (e.g. a
local store).
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7.1.9  Visiting recycling facilities

Recycling companies do not enjoy the best reputation and trust from citizens. It is crucial to show
transparency and openness to the public. A first step for recycling facilities could be to facilitate visits for
school children. Visits can be arranged by schools (in their existing program of educational visits), given that
the recycling companies are ready to accept and manage the visitors, providing a good level of information
and, of course, safety.

A material to take back home would be very helpful (e.g. a leaflet or poster with instructions for use in the
family).

Time plan: Est. 3-4 months for design, approval, and production. Possible launch in school year 2020-
21.

Cost: Up to €2,000 depending on the personnel involved.

e No cost for material development for YPEN/EOAN, since it will be jointly prepared
by experts from the recycling facility or corporations.

e Upto €2,000 if external experts are involved (e.g. for graphic design / depending on
the kind and specs of the material, according to plan).

e The possible printing would, ideally, be covered by the recycling corporations or
private sector sponsors, but this is an issue to negotiate. In this case, there is no
cost for printing and delivering. If this cost is covered by YPEN's resources, there
will be additional production and distribution cost, depending on the material and
the volume.

e No cost for transfer, as for this kind of educational visits, it is usually covered by
parents or municipalities.
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7.2 Activities for youth

7.2.1 Universities

Target group: Students (core) / Professors, scientific staff (secondary + intermediate) /
administrative staff (intermediate) / Parents, relatives, friends (indirect) / Media,
all others (indirect)

Aim: To educate the youth, so they act like responsible citizens (now and in the
future), influence their household practices and their families’, relatives’ and
friends’ attitude. Make them ambassadors for the environment.

To address professors and scientific staff, as they are a parallel target

To feed information dissemination and create buzz on the media, reaching other
target groups indirectly.

Advice: Universities are many, scattered all over the country and independent. Difficult
control. > Use digital formats that are easier and cheaper to distribute, make
good use of the communication and information networks for professors.
Consultation with the ones considered as more important.

Professors are not always aware and informed on the subject and not
necessarily positive to such activities. Some of them are aware but may disagree
with the campaign’s positions. > Consultation with professors. Develop a good
relationship with them.

The cooperation and good coordination with the Ministry of Education and the
heads of the institutions is crucial. > Extra effort needed. Alternative approaches
could be used meanwhile.

Stakeholders: Main: Universities, Ministry of Education, educational and administrative staff,
students, heads of private universities

Additional: Municipalities, media, public

Description:

Activities can be implemented in universities, in two levels:

- A general level, placing informative material (e.g. posters) in universities or campus. Education of
all students in waste prevention and recovery.

- Asecond, more focused level, in coordination with professors whose subject is related to the
environment, waste, quality of life etc. They could encourage their students to perform projects,
studies, and presentations on waste, using data from the campaign’s website or contacting and
getting help from experts, through the campaign’s coordination task force. These studies could also
be published on the website and forwarded to the media.

This activity requires consultation with these professors and a basic design of procedures.
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Time plan: Est. 3-6 months for design, approval, and implementation. Proposed for next stages.
Possible launch in the second year.

Cost: A. Posters: Up to €5,000.

e Up to €5,000 for graphic design (depending on the volume and specs of the
material, according to plan).

e €0 for printing and delivering, since all material is in digital format and distributed
through the campaign’s website to be printed by volunteer students.

B. Consultation:

e [f the consultation with university administration and professors is done by YPEN’s
experts, there will be no cost. If external consultants are involved, there will be an
additional cost (expected €300 - €500 per day for an expert).

7.2.2 Army

Target group: Soldiers (core) / Commanders, officers, permanent staff (secondary +
intermediate) / Parents, relatives, friends (indirect) / Media, all others (indirect)

Aim: To educate the soldiers, so they act like responsible citizens (now and in the
future), influence their household practices and their families’, relatives’ and
friends’ attitude. Make them ambassadors for the environment.

To improve performance on waste prevention, separate collection and recovery
in military facilities.

To feed information dissemination and create buzz on the media, reaching other
target groups indirectly.

Advice: Military facilities are scattered all over the country and partly independent.
Difficult control. > Starting from the top (MoDef) may make things easier.

Commanders and officers are not always aware and informed on the subject and
not necessarily positive to such activities. Some of them might also believe that
waste management is not a priority for the army, especially considering the
current condition. > Starting from the top (MoDef) may make things easier.
Though, the contact with lower levels will probably be essential, through proper
consultation.

The cooperation and good coordination with the Ministry of Defense and the
facilities Commanders is crucial. > Consultation with the MoDef administration,
as well as local commanders. There must be a study about current condition and
measures to be designed and taken for waste management in these facilities.

Stakeholders: Main: Ministry of Defense, staff, soldiers
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Additional: Municipalities, media, public

Description:

The military service is mandatory for all male citizens in Greece. The age of soldiers is usually between 18
and 30-35 (students can postpone their service).

It is easy to reach these young men and train them in some environmentally friendly attitude. Incorporating
some good practices in military camps’ and ships’ everyday life, educates soldiers and influences their
future attitude. However, it might be quite difficult and complicated to implement such a project, at least
currently. The time of implementation is a question.

Time plan: Est. 3-6 months for design, approval, and implementation. Proposed for next stages.
Possible launch in the second year.

Cost: A research and study is required, in order to investigate the current condition, needs and
procedures. There must also be a consultation with related authorities. Then, there must be
a plan of actions and a number of materials to be used.

Though, since the conditions and needs are quite unclear, it is unsafe to make any
estimations at this stage yet.
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7.3 Activities for seniors

Target group: Seniors / Families, relatives, friends (indirect) / Media, all others (indirect)

Aim: To educate the seniors, so they act like responsible citizens, influence their
families’, relatives’ and friends’ attitude. Make them ambassadors for the
environment.

To feed information dissemination and create buzz on the media.

Advice: Lower flexibility, lower trust. > Inform and educate them, with messages
adapted to their view and needs. Gain their trust and support, develop a good
relationship with them.

Reachable mainly through television. > Make good use of dissemination through
television. Also use alternative channels, such as KAMNH and church.

Stakeholders: Municipalities, Seniors’ day centers (KAMH), church.

Description:

Seniors are often less flexible to change habits and attitudes in everyday practices. In addition, they
sometimes tend to be more suspicious and their trust is lower than average. Therefore, they may need an
extra effort to be convinced.

On the other hand, they have more free time and they are keen to engage with things to keep them busy.
They are conscious about health and safety and they really care about the quality of life of themselves and
their children and grandchildren. In addition, they are more familiar with concepts like “reuse, repair, keep
products for a long time, saving resources etc”, as these were part of their everyday lives when they were
young and many of them never really liked and approved the “modern” concept of “use for a while and
dispose”. This is a point that should be used in the material addressed to this group.

They are heavier media consumers then average (especially television), so they are generally informed
through news bulletins and shows, although not necessarily with correct information.

Having limited the above-the-line communication, some important channels for them are:

- Indirect communication through the media (information dissemination).
- Indirect communication through relatives, especially children and young people.
- Indirect communication through activities open for the public.

EU example:

Waste separation campaign of Berlin, Germany: With humor and
a wink, the heroes of the campaign were people in garbage piles.
An older couple, for example, drinking their red wine surrounded
by tons of empty bottles. The ambiguous text: "Separate before

it's too late."
Waste separation campaign of Berlin,
Germany "Separate before it's too late"
Source: BSR 2019
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7.3.1  Seniors’ day centers (KAMH)

They operate in most municipalities, hosting seniors during the day. Several activities could be
implemented in these centers, in cooperation with the local municipality:

- Presentations, video projections etc.

- Possible involvement of specific seniors that belong in the ambassadors’ network.

- Placement of informative posters, distribution of posters or leaflets.

- Visits to recycling facilities, organized by Seniors’ day centers (KAMH) and / or municipalities. The
only thing to do is informing the Seniors’ centers and the municipalities about this possibility and
giving some basic directions about the procedure to book a visit. The reaction is expected to be
positive.

Time plan: Est. 3-6 months for design, approval, research for funding and preparing for
implementation. Possible launch in the second year.

Cost: Up to €35,000.

e No cost for development, if it is done by YPEN and/or EOAN experts, or up to
€5,000 for external experts involved (graphic design, video production etc.,
depending on the kind and specs of the material, according to the experts’ plan).

e |[f posters are printed, there may be an additional cost of up to €30,000 for printing
and delivering (more than 1000 spots all over the country, with 3-4 each). This cost
could be, ideally, covered by private sector sponsoring. The distribution and placing
can be assisted by municipalities.

EU example:

Cantabria with its campaign "Third in age, First
in recycling” is perceived as a pioneer in Spain
LA BLEN i § in promoting recycling in and through elderly

‘1\&\\‘\‘\'\\‘;‘\“&5?‘:‘“ \ (4% i centers. Senior citizens present signs, e.g.
ol A e “Separating & Recycling — everything is
starting”

Cantabria campaign "Third in age, First in recycling"
Source: News portal, October 2018
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7.3.2 Church

Many seniors keep a strong connection with church, so it should be a part of this plan. Possible related
activities:

- Communication through the local church authorities.
- Reference by priests.
- Placement of informative posters out of churches.

Church authorities are already involved in the collection of used clothes and household equipment to
donate them to families in need. They would be possibly positive to cooperate in raising awareness, if they
are properly contacted (consultation).

Time plan: Est. 3-6 months for design, approval, research for funding and preparing for
implementation. Possible launch in the second year.

Cost: Up to €30,000.

e No cost for development, using the material already developed for seniors’ day
centers.

e If posters are printed, there may be an additional cost of up to €30,000 for printing
and delivering (placement at 3000 churches all over the country, with 1-2 posters
each). This cost could be, ideally, covered by private sector sponsoring. The
distribution and placing can be assisted by municipalities.
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7.4 Activities for the general public

7.4.1 Road show

Target group: General public / Media, all others

Aim: To inform the public and raise awareness.

To feed information dissemination and create buzz on the media.

Advice: Many areas to reach, scattered all over the country. Demanding planning and
logistics. Especially reaching islands is an extra challenge. > Such a campaign
requires detailed design and planning, probably by a specialized agency.

The cooperation and good coordination with the municipalities and local
authorities is crucial. > There is a need for planning for each area and
consultation with local authorities.

The cost for such a project can be quite high. > The cost can be partly covered
through private sector sponsoring. Cooperation with the private sector on such
an activation must be researched.

Stakeholders: Municipalities, local authorities, local media, general public

Description:

The activation requires a vehicle, rather a truck or a bus, wrapped in suitable creative and properly adapted
to accommodate promotional activities in its interior. It must be equipped with informative material,
screens, computers, internet connection etc. There must be also promotion personnel, properly trained
and educated on environmental and waste management subjects.

The vehicle will follow a route throughout Greece, stopping at every city for one or more days. During its
stay, it will operate as an informational and educational center. It will contain proper material (video
projections, presentations, exhibitions etc.), games and activities to help kids learning experientially about
waste and contests related to the subject.

The visit in every city must be promoted by the municipality and the local media. The presence of it may be
combined with additional activations by the local municipality, schools, media etc. This kind of activation
can provide a very high impact and an impressive media coverage. It covers all media groups, directly
and/or indirectly.

However, it is quite a complicated, demanding and expensive project, although worth the effort and cost.
There must be a detailed dedicated study for the activation to be fully designed and planned.

Considering the high requirements of resources, a cooperation with the private sector for co-funding could
be a choice.

Examples: Road shows, see 14.2.6.
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Indicative examples of roadshows implemented in Greece or the rest of Europe
See the section 14.2.6 for more information
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7.4.2 Creative outdoor

Target group: General public / Media, all others

Aim: To raise awareness in all target groups.

To feed information dissemination and create buzz on the media.

Advice: The proper spots must be located and proper surfaces / space must be found. >
There is a need for a research, possibly by a specialized agency, in cooperation
with public authorities.

Only some areas / cities may be selected (probably the larger ones), not possible
to cover all areas and cities in the country. > There must be a selection of
cities/areas/spots. Their total number depends on the cost per spot (provided by
the related research) and the total available budget.

Stakeholders: Municipalities, local authorities, building owners, artists

Description:

The traditional outdoor advertising spots are expensive and not suitable for this campaign’s needs. But
there are other alternative solutions for outdoor exposure, which are efficient and of a lower cost.

- Public vehicles wrapped with promotional creative (public transportation or vehicles used by the
state or municipality). No rent would be charged (license by the state or municipality) and only
production would be paid.

- Selected walls of buildings in the cities, hosting graffiti artwork related to the subject of the
campaign. Graffiti is particularly popular to the young audience and would be a pleasant surprise to
them, multiplying the impact to these groups, speaking in their language. If the wall is granted by
the state or municipality there may be no rent. If it is owned by a company or individual it must be
negotiated. The artists could be asked to volunteer.

- Sculptures made of trash, placed on city squares or other suitable public places, or near beaches.
There will be no rent if the place is granted by the state or municipality, the cost of materials could
be low and the artists could be asked to volunteer.

- Temporary banners printed with related creative, covering buildings under construction or
renovation at suitable spots in the cities. There will likely be no rent if it is licensed by the state or
municipality, the cost of production must be paid.

In any case, the production / materials cost depends on the volume / size and specifications. Finding
volunteer artists is expected to be possible. The creative must be proper for each installation, efficiently
delivering the message while providing the maximum impact.

Time plan: Est. 3-6 months for design, approval, research and preparing for implementation.

Examples: Creative outdoor in the EU, see 14.2.5.
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Cost: Depending on spot, size, ownership etc. Indicatively:

Rent:

If the wall/space/vehicle belongs to the state or municipality, it may be provided free of
charge and this option is strongly recommended. If it is privately owned, the cost must be
negotiated with the owner. In this case, the expected cost would vary, depending to the
spot and size.

Taxes:

Municipality taxes are normally charged for any outdoor advertising site and the rates
depend on each municipality’s policy. In this case, the relevant municipalities could be
negotiated not to charge any taxes or use a lower rate.

Production:
The artwork could cost €2,000 - €3,000 per theme.

The cost of wrapping a vehicle depends on the specs and the size of the vehicle. Roughly,
wrapping a vehicle is likely to cost between €500 and €1,000 for a small one, or between
€2,000 and €4,000 for a truck/bus.

The cost of production for a graffiti is expected to be between €8,000 and €10,000 for a
medium wall. The cost for the materials used for a sculpture depends on the material (e.g.
if market materials or trash is used).

Nychos, Sea Walls: Artists for  Mateus Bailon, Sea Walls: Street art at Glyfada bay area, Greece: Octopus playing with a
Oceans Street art festival Artists for Oceans Street art can. Source: Ringhof GIZ 2019

Cancun, Mexico 2017. festival Cancun, Mexico 2017.

Photo Credit Tre’ Packard. Photo Credit Tre’ Packard.
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7.4.3  Online events / competitions

Special online events are recommended to be organized on a regular basis, to remind the public about and
keep the media involved. These events do not have to be of a very large scale or cost, they just must be
innovative and creative.

YPEN already has recently implemented several them, such as:

- Green Women (a movement for women who love the environment and are ready to act to protect
it).

- Earth day celebration (asking people to post of a photo of nature on social media, with hashtags
#earthday2020 and #ypen).

- Photo competition 2020 “Refuse/Reduce/Reuse — we are preventing waste!” for this summer.

This kind of events can be based on social media (making use of the accounts of YPEN) and involve, as much
as possible, the media.

Generally, competitions are a good practice, as they are usually attractive to the public, especially if there
are awards for the winners. They also fit well with social media, providing easier spreading and, on the
other hand, growing followers of the pages. In addition, asking people to provide material or make
proposals on the subject, involves them in the most effective way, while spreading the message to
everyone in their cycles. Indicative examples of competition subjects:

- Post photos / videos presenting good practices on waste prevention (examples to follow).

- Post photos / videos presenting bad practices on waste prevention (examples to avoid).

- Propose creative material to raise awareness about waste prevention or separate collection (e.g.
slogan, artwork, banner, video etc.).

- Propose ways and measures to raise awareness about waste prevention or separate collection
(activities, events, measures etc.).

- Propose measures for corporations and ask them to adopt them.

- Organize online surveys on subjects related to waste prevention and separate collection. This can
be an excellent way for bi-directional communication.

- Organize online events (e.g. concert or interview / show with celebrities on live streaming).

All activities implemented through the social media should promote YPEN’s pages on them, so they grow
their followers, as well as the campaign’s website where more information is provided.

Since the social media pages are created and operating, there is no additional cost expected for such
activities, except for possible awards, that can be sponsored by private sector corporations.

Cost: Since the social media pages are created and operating, there is no additional cost expected for

such activities, except for possible awards for competitions, that can also be sponsored by private
sector corporations.

If celebrities are involved, they are expected to contribute with no charge.

If awards for each competition are covered internally, they could cost up to €3,000.

® 0
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7.4.4

Warning messages on single-use packaging

Single-use packaging (SUP) warning messages can be placed on disposable drink and food packages that are
not covered under the ban of selected single-use plastic cutlery, cotton buds, straws, and stirrers.

Container criteria: This refers to take-away and delivery packing. Already packaged drinks/food in
supermarkets may be excluded if hygienic reasons require it.

Binding nature: It need to be defined as an obligation for all SUP used in the country.

Labeling: For instance, from 2021 onwards, manufacturers will need to print it on the packaging. A
sticker needs to be used for imported products. As a positive side-effect, the obligatory need for
stickers would most probably also reduce the number of imported plastic SUP and ensure more
revenues for Greek manufacturers!

Print instructions: a warning message, a shocking picture and a “Learn how to recycle” QR-code
that guides users to the Ministry webpage with concrete information.

Benefits of this campaign:

No costs because the manufacturers will pay for the printing when the product is anyway labeled.
The ministry could include it in an ordinance — the SUP transposition.

High awareness raising measure for citizens and synergies with other legislative measures.

High results in waste prevention, considering that every day 1,000,000 single-use plastic cups are
consumed in Greece just for a take-away coffee (Source: www.stopotirimou.gr).

Health warning labels on cigarette packaging had a huge effect. A lot of people changed their
behavior due to the labeling, while on the other hand, raising taxes and increased cigarette prize
has very little effect.

Lighthouse project for Europe: this kind of labeling has not been done before and might be used
also from others - Greece would take the lead.

Indicative creative samples
Artwork: Laura Expdsito

The image is a crab caught in a plastic cup.

Warning message: Plastic packaging may cause irreversible damage to nature and beings.
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7.4.5 Reward / punishment systems

No matter how effective the awareness measures are, there are always those who are not going to
participate unless they are forced to. For this reason, the relevant legislation already presents fees on
products and penalties or fines for violators. However, fines for littering are usually not applied to
individuals (though the law is better applied for corporations), giving a sense of impunity. If the law were
properly applied for individuals (fines to litterers applied from state or municipality police), littering would
probably be reduced, provided adequate infrastructure was available (e.g. enough bins).

An interesting recent example was the environmental fee on single-use plastic bags, that led to a dramatic
reduction in their use. Accordingly, fees may be applied on single-use packages, this is an issue concerning
the expected relevant legislation.

Another example to consider is the restriction on smoking. After many failed attempts in the past, the state
recently managed to impose the restrictions, through significant fines, intense policing and, above all,
showing determination and strong political will. It is interesting that this political will was expressed by the
Prime Minister himself, leaving no room for misinterpretation.

A milder approach would be that of recommendations or reminders instead of fining. This approach was
used in the Athens Metro during its first years of operation, where besides the signs that were pointing out
that food and beverages were not allowed, there were individuals on the platforms pointing out the exact
same thing. This, along with the constant cleaning so that the stations are always perfectly clean, finally
registered the specific places as “clean” in the mind of the public.

Applying police measures or fines like the ones above may not directly refer to communication, however,
their effectiveness will significantly increase if people are properly informed and reminded about them.

Examples: Communication based on fines in the EU, see 14.2.7.
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7.4.6 Campaign press events

Target group: General public / Media, all others

Aim: To raise awareness.
To spread the message that this is a high priority for the country.

To feed information dissemination and create buzz on the media.

Advice: It is important to host top officers and representatives of the government, as
well as academics, NGOs etc. > Invitations and follow up must be handled by
specialized staff, possibly assisted by external agency.

The media coverage is critical. > Extra effort by the Press Office, possibly assisted
by external agency.

Stakeholders: Government, authorities, media

Description:

The campaign can attract the media exposure and dissemination through special events. They do not have
to be very sophisticated or expensive, only to be creative and host the right participants.

An example could be a press conference, launching the campaign and providing some basic information
about it.

It is important to host the right participants, such as:

- The Minister of the Environment and the Ministry’s top officers.

- Representatives of other ministries and authorities, as well local administration.

- The Prime Minister himself! The issue is really important, and the MP’s presence will send a clear
message about it to everyone (including the public, as well as all authorities and corporations of
both the public and private sector).

- Representatives of business and professional bodies, champers and associations, as well as big
corporations.

- Scientists, academics, experts, research institutes, universities.

- Representatives of NGOs.

- Representatives of EU authorities.

Finally, it is crucial to host the media. Though, having an audience like the one described above, makes it
quite easy to ensure a good media coverage.

Time plan: Est. 1-3 months for design, approval and preparing for implementation.

Cost: Starting from €0 and rising, depending on possible rent, number of guests,
possible catering and giveaways, possible informative material to produce and
distribute, possible external equipment and personnel required etc.
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7.5 Business / Private sector

Target group: Business owners and management / Media, all others

Aim: To raise awareness and educate managers, employees, customers, visitors etc.
To ensure implementation in offices and corporations.

To ensure the support and cooperation of all categories of business.

To get additional resources, through sponsoring and co-funding and additional
media coverage through communication sponsoring.

To get more spots to place promotional material.

To feed information dissemination and create buzz on the media.

Advice: Larger corporations can be reached through consultation. Smaller ones can be

reached through many associations and chambers. > Consultation needed by
specialized staff, possibly assisted by external agency.

Stakeholders: Government (ministries), public authorities and municipalities, larger
corporations’ management, business associations, chambers

Description:

The corporations of the private sector are considered a core group for this campaign, it can play a crucial
role for many different reasons.

- Corporations have employers that can be easier reached, informed and educated in their
workplace than in their home. So, a high percentage of the population can be reached.

- Corporations have customers who visit their premises (especially the ones in the retail sector).
They can be reached, informed and educated while visiting businesses (e.g. while shopping).

- They produce waste themselves or produce / distribute products that will turn into waste. They
can intervene in this chain, especially after extended producer’s responsibility measures.

- Some of them may be willing to participate in this effort, through common activations or funding /
sponsoring of communication activities. Such a cooperation needs attention and fine balance, but it
can be very fruitful.

This target group cannot be approached through the vehicles used for the general public, other tools must
be used, especially consultation. One to one interviews and meetings with the bigger players, in groups for
the medium ones, through associations for the smaller ones. Also, presentations, forums, congresses and
special events may be used to contact this target group.

Time plan: Est. 1-3 months for design, approval and preparing for implementation of

consultation. The consultation itself would likely take several months and should
probably evolve to a constant procedure.
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Cost:

Given the range of different stakeholders involved and the complexity of the
procedure, the support of external experts will most likely be needed, in
particular to organize events and presentations. Depending on the measure, the
expected daily cost for a consultation expert range from €300 to €500, excluding
travel expenses.

An additional cost for the event itself, e.g. the catering, may be expected,
though it could be partly funded by private sector sponsors. Making use of
additional resources through co-funding or sponsoring from the private sector
shows joint commitment and facilitates a smooth collaboration event.

The main categories of private sector organizations that should be contacted are described in the following

pages.
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7.5.1  Cooperation with media, communication sponsoring

Media is a special category of corporations. Some of them have organized and implemented such
campaigns in the past (e.g. SKAI media group has been leading activities for environment and charity for
years). A potential cooperation with media in designing and implementation of activities would provide the
advantage of free airtime to promote the activation/s.

A simpler version of cooperation with media would not involve them in organization and implementation,
but only in communication, so they would only appear as “communication sponsors”. Media in Greece are
quite familiar with this kind of sponsorship, showing a “social profile” with no expense, except for some
airtime which actually costs nothing to them.

In case of special events, especially in smaller cities, cooperation with local media would cover the need for
local promotion, that would cost a lot otherwise.

The media should be contacted through proper consultation, after a good preparation, so there are viable
proposals ready to discuss.

7.5.2  Cooperation with corporations for funding, sponsoring

Many larger or smaller corporations would be interested to participate through funding or sponsoring, for
many reasons:

- To easily implement a corporate social responsibility program.

- To grow their social profile.

- To promote through the activation.

- For tax purposes.

- Because the owners / officers / employees are personally interested in the purpose.

Some of them already implement such programs, in some cases providing great results. Others are
interested to do so, but they cannot organize or afford a program on their own. Such corporations should
be contacted through proper consultation, after a good preparation, so there are viable proposals ready to
discuss. Support by external experts could be considered for this procedure.

YPEN has to be very careful setting the limits and the specs for such co-operations, so no corporation
appears to “dominate” the campaign. This kind of common actions needs attention and fine balance but
can multiply the resources and the dynamics of the campaign.

7.5.3 Producers

Corporations that, directly or indirectly, produce waste (e.g. refreshments or milk producers), can play a
critical role. In any case, they will soon be obliged to do so, due to EPR measures. Participating in a
campaign for raising awareness might be helpful for them too. There has to be further investigation,
through consultation with the larger players in a first phase and smaller ones in a second one.
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7.5.4 Retail sector

The retail sector corporations can play an important role. For example, supermarkets could promote
reusable packaging, or offer such solutions to their customers. They can also help with separate collection
of recyclables (e.g. some stores already collect cooking oil, batteries, appliances, and bulbs). Finally, they
can host informative material in their premises (posters, leaflets, sound or video clips, promotional events
etc.).

Retail chains (AB, Lidl, Dixons etc.) have already implemented related activations, they could possibly be
positive to a well-designed cooperation.

Again, the tool needed is consultation, through one-to-one meetings with the larger ones and then with the
associations for the smaller ones.

7.5.5 Tourism sector

The tourism sector is very important, as it contacts millions of tourists every year, producing huge amounts
of waste. There are three main issues:

1. Raising awareness among tourist corporations, so they reduce their own waste and recycle. This
can be done through consultation and informative material, directly for the larger corporations or
through associations and municipalities for the smaller ones.

2. Raising awareness among tourists (locals and foreigners) and educating them so they reduce waste
and recycle. This can be done through the tourist corporations (hotels, restaurants, bars, beaches
etc.), placing informative material (e.g. signs or posters) in their premises.

3. Ensuring proper and adequate infrastructure everywhere, especially on islands. There is currently a
significant lack of infrastructure in many areas and islands, especially of recycle and separate
collection bins. This gets even more important, as many visitors come from countries with more
developed systems and awareness, and they would be willing to recycle if the necessary
infrastructure were available.

A consultation program must be designed and implemented with tourist corporations, possibly also
involving the Ministry of Tourism, municipalities of tourist areas and related business associations, such as
Hellenic Hoteliers Federation (MOZ=) and Hellenic Association of Travel and Tourist Agencies (HATTA).

A topic for the consultation with the Hellenic Hoteliers Federation or HATTA and Commercial
Chambers of Greece could be the development of an (nation-wide) identity sticker/label for the
businesses that participate in waste prevention/recycling activities. This identity sticker/label could
also be available in digital form and be displayed in the business website or applications such as
tripadvisor. Then consumers would choose upon their preference.

A study about available infrastructure and its upgrade is also important, especially in the case of islands.
The law obligation (since 2018-2019) for the large producers to implement the separate collection of
packaging waste and biowaste in their premises was not efficient, due to insufficient law enforcement.
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Transportations

Transportations’ corporations could:

Host informative material in buses, trains, ships, stations, motorist service stations on highways
etc. It could be posters, video / sound clips, stickers etc., depending on available infrastructure.
These messages could be signed by both YPEN and the corporation. Hosting of such material could

be negotiated to be free of charge.
- They could also press F&B stores operating in stations or vehicles to quit single use items.

A consultation program must be designed and implemented directly with transportation companies (e.g.

Athens Metro, Train Organization, Maritime companies etc.)

7.5.7 Food and beverage

F&B corporations (restaurants, bars, café, hotels etc.) could participate in many ways:

- Preventing single use items, like plastic bottles, cups, plates etc., see also 7.4.4 Warning messages

on single-use packaging.

- Offering to consumers and promote the choice to use their own cup for buying coffee, getting a

discount if they do so.
- Implementing food waste prevention programs, possibly in cooperation with NGOs or
organizations that can distribute food to people in need.

- Properly disposing their organic waste for composting and recycling their cooking oil waste (as

required by law)
- They could also host informative material (e.g. posters) for their visitors.

The corporations that adopt such a policy, e.g. quitting single use items, should promote it to their

customers through proper material (e.g. posters stating “We care for the environment, so we don’t use
single use plastic items”, along with proper artwork and information, provided by the campaign’s website).

This would be useful both for the corporation and the campaign.

A consultation program must be designed and implemented with associations (e.g. Federation of Hellenic

Food Industries - ZEBT) and directly with some larger companies.
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7.5.8 Service providers

Corporations that may not host many consumers and visitors in their premises, but they have employees
that spend many hours in their offices every day. It is important to ensure that the corporations follow
good practices on their own waste management (e.g. avoidance of single use items, reducing of printing
and paper use, recycling of used paper and ink cartridges etc.) and employees are informed and trained, so
they reproduce these good practices in their personal life and household.

For these purposes, proper informative / promotional material would be helpful, addressed to
corporations’ management as well as employees (two categories of material). This material can be in digital
format. The corporations can print and hang it when needed.

A consultation program must be designed and implemented with associations and chambers (covering
smaller corporations), or directly with some larger companies.

7.5.9 Recycling corporations

The recycle corporations appear to be “distant” in Greece, most people do not even know who they are
and how they operate. This brings the trust to them even lower.

If they took a more “open attitude” and come closer to the consumer, they could be more trusted. They
could accept visits in their facilities (planned, possibly only on certain days) and appear on media to explain
what they do and how they do it and why it is so important.

Any information disseminated should be aligned to the central knowledge base (see related chapter
above). The first stage should be a proper consultation and designing this approach.
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7.6 Public sector and municipalities

The public sector is the one who signs the campaign and must be the first to follow its instructions. It must
be the good practice, the role model, the “good example” in Greek.

This means that waste prevention, recovery and separate collection must be implemented in the best
possible way in public sector’s buildings, premises, offices, and public servants must be the first to be
informed and trained. And this effort and its results must be reported and promoted to the public. This is
an important job, that will make communication with the population far more efficient.

7.6.1 Public services

A complete system for waste prevention and recovery, with separate collection must not only be fully
operational in all public buildings and services, but also be presented and promoted to the visitors. The
infrastructure must be visible by them and there must be posters about waste prevention and recovery.
The visitors must feel that the public sector is the first to participate in this effort.

All public services should implement:

- Separate collection bins for all streams, including paper, batteries, devices, ink cartridges etc.

- Reduction of the use of paper (use of digital format archives, use of both sides of paper etc.).

- Replacement of single use items with reusables (plastic bottles / cups / bags etc.).

- Placement of informative / promotional material (e.g. posters) for employees and visitors.

- Raising of awareness and training of the employees on waste management.

- Encouraging and support of potential ambassadors among them.

- Taking waste prevention into account in their procurements and supplies (larger packages, recycled
products, upgradable / refurbished devices, low consumption and long-life lamps etc.).

In any case, all good practices are important to be adopted, but they should also be well promoted and
communicated to the public, so the public sector can operate as a good example for the community.
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7.6.2  Municipalities

Municipalities are the parts of the public sector that is closer to the citizens. Some of them are already
aligned with the directions of efficient waste management, while others still have a lot of room for
improvement.

YPEN must support them, providing know how, ready to implement solutions and consulting. Beyond any
direct support, municipalities could find information and material in the dedicated sector of the campaign’s
website, such as ideas and instructions, as well as posters and leaflets to print and use, or even ready to
locally implement activations. In addition, the presentation of already implemented activations and
measures in other cities, could be used as inspiration or ready-to-use solutions to implement. The
respective task force in YPEN should always be available to consult or support any effort by local
authorities.

All municipal buildings must host waste management programs like the one described above for the public
sector, as well as informative material. In addition, municipalities must participate in the campaign for
raising awareness, in any available way.

The Ministry of Interior and the Municipalities’ Association

’ ‘ of Greece (KEDE) can also be involved, making the co-

EAAMNIKH AHMOKPATIA KME Kevipwdi Evwon,  OPETAtION and co-ordination easier, since there are more
Yrovpyeio ESWTEPIKGV Afpwv EMGSas  than 300 Municipalities in Greece.

More detailed recommendations for Municipalities are provided below:

Infrastructure

e Drinking water taps and coolers must be available at many spots in the Municipality
(municipal buildings, shopping malls, squares, playgrounds, etc.) with reminder for filling multi-
purpose utensils by employees and the public.

e There must be studies for a network of recycling bins for separation collection, at as many as
possible and more suitable spots in the Municipality (depending on every area’s characteristics).

e There must be a system for collection of waste of large volume and weight, on request by citizens
(large electric appliances, mattresses, plants’ branches etc.). A telephone line should be available
for this purpose and citizens must be informed about the line and the procedure.

e A network for collection of used items (such as special bins for clothing) and forwarding to citizens
who need them could be created (or supported, if it already exists.), possibly in cooperation with
the social services of the Municipality.

e Municipalities should consider creating composting facilities, so they process their organic waste
their selves. Some municipalities in Greece have already implemented such programs.

¢ Home composting is another alternative (or both choices can co-exist). Composting bins can be
distributed to citizens who are interested and have suitable available space (e.g. house yard or
garden). These citizens must be educated from experts, so they learn how to use the bins.
Municipality officers should keep in contact and follow up with them, to assist them and ensure
they keep using the equipment and its condition is good. In some cases, the bins could be used by
more citizens (e.g. a bin for use of all the residents of a block of flat, or a neighbor).

e Composting bins can also be provided to corporations, schools, universities, clubs etc.
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Municipal services as a good example

e The Municipality’s employees should be at the top level of awareness and training on waste
prevention and recycle. Special seminars, workshops and informative material would help.

e The municipality should make good use of any volunteers from its staff, giving them the chance
and motivation to be active, and supporting them in any possible way. YPEN could help
municipality on training and handling these valuable ambassadors.

e Arecycling program with separate collection of all streams must be implemented in municipal
buildings and services.

e National or European networks and programs related to waste prevention and recycle must be
investigated by municipalities, and good use of them should be made.

e Maximum effort should be made on the implementation of recycling procedures (installation and
maintenance of bins, collection), so it is done in the best possible way and the trust of citizens is
gained at the maximum possible degree.

e A waste reduction program should be implemented in municipal buildings and services.

e The use of paper should be reduced (use of digital format, use of both sides of paper etc.).

e Replacement of single use items with reusables (plastic bottles / cups / bags etc.).

e Appropriate specifications must be set in the supplies of the Municipality and its services, with
preference in larger packs with less plastic or cardboard, recycled (or at least recyclable) items,
devices with a longer life cycle and with the possibility of repair / upgrade in the future, devices
that come from repair or upgrade (refurbished), low consumption and long-life lamps

e This effort must be recorded, and the results must be presented to the citizens.

Everyone should know that municipal services are the first to set an example.

Cooperation with shops, businesses and social institutions

e Municipalities should encourage waste reduction policies and support such programs and
incentives (eg elimination of disposable items by corporations or serving coffee in the customer's
cup). Corporations should be informed about what they could do and be motivated by the
municipality (e.g. with a discount on municipality taxes, if they apply such a policy).

e Stores and businesses could place informative material for the citizens and their employees (e.g.
posters on shop windows, or entrances of offices). This material should be provided by YPEN
through the campaign website, so it can be downloaded, printed and placed by the municipality
and/or the corporation. The participation of the local corporations would be maximized if they are
supported and motivated by the municipal authorities.

¢ Municipalities should investigate and review corporations’ and stores’ needs (e.g. placing bins near
them). Supporting them and covering their needs makes it easier for them to participate in this
effort.

e Municipalities should encourage the forwarding of products / food to redistribution networks, in
cooperation with their social services (e.g. bakeries donating bread that was not sold, at the end of
the day).

e Municipalities should inform corporations and encourage them to support recycling programs
(e.g. collection of oils, appliances, batteries and lamps from stores).

e Finally, municipalities could create a special program for raising awareness on waste prevention,
with participating corporations - members. The members, which meet the cet conditions, would be
awarded with a special sign / certification by the Municipality, to place in their store. In addition,
the members would be promoted through the communication channels of the Municipality and
possibly enjoy extra benefits.
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Informing - educating the citizens

e All the information must be available to the citizens in a friendly, attractive, understandable
format. So, they can understand why it is important to reduce waste and what are the benefits for
the environment, our health and the economy. It is important to point out the cost impact for the
municipality and the municipal fees for the citizens, thus the final impact to themselves. This
information can be distributed through all available channels.

e Using articles and interviews on local media (analog and digital). YPEN can support with content
and material to be used and experts to consult.

e Using informative material created by the municipality (or created by YPEN and distributed by the
municipality). Posters, leaflets etc.

e Organizing presentations, seminars and workshops by experts (possibly provided by YPEN),
organized in municipality’s premises with a free admission by all citizens.

e Organizing visits to recycle or waste management facilities, for schools, clubs, elders or just
interested citizens.

e Making good use of the municipality website, as well as other websites of local interest for articles,
interviews, banners etc.

e Making good use of local media for articles, interviews, banners etc.

e Making good use of municipality newsletters.

e Use of special information kiosks in proper spots of the Municipality, or in the context of
celebrations and events.

e Use of permanent information boards in municipal services.

e Organizing special information - awareness events.

e Information distribution through schools: Informative material, presentations, seminars,
workshops, events, exhibitions, competitions etc. Since the schools are already being involved in
this subject, cooperation between the school administration and the municipality will multiply the
results, making the job easier and more effective for both sides.

e Information can also be distributed to children through local coaching or foreign language schools,
summer camps, scout units, sport groups etc.

e Local shops and businesses can also support (see previous paragraph).

e Local clubs, sports clubs, gyms, stadiums can be used for placement of material or events.

e Local scouts and guides (girl scouts) are usually involved in environmental issues and would likely
be positive to support such policies and programs.

e The day centers for elders (KAMH) are an excellent way to reach elders. Since they operate under
local municipalities, they can be easily be a part of an information distribution network. They can
host signs and posters, presentations and workshops. In addition, members of them would possibly
be interested to act as volunteers or ambassadors.

e Finally, local church authorities would be a valuable ally. Posters and informative material could be
outside churches, and possibly priests could make references on waste prevention and donating
products instead of disposing them. Church, in many areas, already operates in collecting goods
and redistributing them to people in need.

The participation of municipalities is very important, as they are the state authority operating closest to the
public. Therefore, they must be actively supported in any way by YPEN, so they can contribute efficiently
to raising awareness and improve performance in recovery.

The campaign website can provide information, material and support. In addition, an expert of YPEN (and
possibly EOAN) is recommended to be available to consult and support them, through a dedicated
telephone line. In some cases, the expert’s physical presence could be required, to support planning and
implementation of activities or presentations and events.
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8. Indicative cost estimation

The cost of actions is very difficult to be estimated, as it depends on many parameters. A more accurate
cost prediction can be made after the determination of the specifications of each activity. In addition, the
real cost depends on the extent of use of internal resources vs external / paid ones (e.g. extent of use of
external consultants, experts, agencies etc). However, the proposed activities are roughly estimated and
matched to four cost ranges:

| €0-€1,000 | €1,000-€10,000 €10,000-€50,000 |  €50,000+ |

Activity Comments on cost estimation
SUPPORT STRUCTURE
YPEN Coordinating task force 0
Contacts in other ministries 0
Press office 18-24 Using external support
Knowledge base 0-5
Design and production of material Depending on the kind and quantity of material
produced
Above the line advertising - Not proposed
Campaign website 15-25
Mobile application 2-5
Social networks 12-24 Creation and handling of profiles
Ambassadors’ network 12-24 Using external support, not including events
Support by celebrities / influencers 6-12 Using external support, not including events
External supporting agencies, consultants
CHILDREN
Provision of lesson in schools - Using internal resources.
Activity kits for schools etc. 15-45 Exclusively in digital format
Information kits for pupils 3-10 Exclusively in digital format
Info centers in schools 0-5
Special activities in schools 0-10
Contests among schools 0-7
Local campaigns by children 0-3 Not including tutoring by external experts
Composting bin construction workshops 0-5 Instructions only, not including materials
Visiting recycling facilities 0-2 Only covering leaflet’s designing, no printing
SENIORS
Seniors’ centers (KAMH) through municipal. -35 Including printing and distribution
Church -30 Including printing and distribution
GENERAL PUBLIC
Road show Depending on duration, extent, planning /
- Proposed in cooperation with private sector
Creative outdoor / Graffiti 34-43 Indicative cost for 4 sites, with no rent and tax
Creative outdoor / Vehicle wrapping 22-43 Indicative cost for 10 large vehicles, with no rent
and tax
Online events / competitions 0-3 Per competition
Campaign press events
BUSINESS / PRIVATE & PUBLIC SECTOR
Consultation with stakeholders 0.3-0.5 Daily cost for a consultation expert, excluding
possible travel expenses

This information is also presented in Greek in annex 14.5.1.
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9. Indicative time plan

Design/Preparation I Constant revaluation, adaptation, fine tuning. Evaluation every 6 months,

Implementation redesigning where needed.

Year:
Ql Q2 Q3 Q4|Q1 Q2 Q3 Q4|Q1 Q2 Q3 Q4|Q1 Q2 Q3 Q4 |Q1 Q2 Q3 Q4

SUPPORT STRUCTURE HEEEEEEEEEEEEEEEEEE.

YPEN Coordinating task force

Contacts in other ministries

Press office

Knowledge base

Design and production of
material

Above the line advertising

Campaign website

Mobile application

Social networks

Ambassadors’ network

Celebrities / Influencers

External agencies, consultants
CHILDREN

Activity kits for schools etc

Information kits for pupils

Info centers in schools

Visiting recycling facilities

Special activities in schools

Contests among schools

Local campaigns by children

Compactor construction
workshops

YOUTH

Universities

Army
SENIORS

Seniors’ centers (KAMH) through
municipalities

Church
GENERAL PUBLIC

Road show

Creative outdoor

Online events / competitions

Campaign special press events

BUSINESS / PRIVATE & PUBLIC
SECTOR

Consultation

This information is also presented in Greek in annex 14.5.2.
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10. Indicative creative proposals

10.1 Arguments

Here are some alternative arguments about waste and why it should be reduced (by preventing or
recovering). They may have different impact, depending on the target group they are used for. This table
marks an evaluation of impact expected per target for each message. Four groups are reviewed: Children,
youth, seniors and general public. Other target groups (business, media, institutions, NGOs, public sector)
will be approached through consultation, with the communication adapted by case.

3= Higher impact, 2= Medium impact, 1= Lower impact

General
Children Youth public Seniors
Protect wildlife and animals 3 3 2 2
Protect the environment for future generations 3 3 2 2
Avoid ugly/nasty trash, keep surroundings 3 3 3 3
beautiful

Protect public health (food chain etc)
Saving of resources, energy

Saving of money, lower cost (taxes etc)
Waste is not trash, but raw material
Things should last more, value of products
Trend for less waste

Matter of civilization, culture

Social responsibility

Other countries do better with waste

RIRRINRR (R IRLRIN
NINWWININININN
NINIWINNWWWW
NININRWNWN W

According to the above matrix:

- Children would be more receptive to messages connected to animals and wildlife, wellbeing of
future generations and aesthetic aspects.

- Young citizens would be receptive to the same messages, plus the trend and the culture. They also
start caring more about health and economic efficiency.

- Adults consider waste ugly too. They also care about waste of resources and economic cost, health
and safety, culture.

- Seniors are more respective to messages connected to waste of resources and money, to the value
of products. They are sensitive in health issues. They also dislike watching waste around, spoiling
their space.

Concluding:

- Animals and future generations are top messages for younger audiences.

- Health and safety and waste of resources are top messages for middle and older ages.

- Culture and trend are quite strong, especially for middle ages.

- Finally, the fact “waste is ugly and nasty” is strong for all groups, as no one likes to see them.

The above conclusions are based on experience from many similar projects and studies, as there is no
related research available.
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10.2 Creative / content directions

This campaign is addressed to many target groups, so the approach and “language” of communication must
be adapted to each one of them. However, there are some general directions, valid for all groups:

- Simple language, easy to understand and be accepted. No sophisticated, scientific point of view.
Messages that people will easily adapt, not make them feel angry or stupid.

- Positive, optimistic view. Give hope and inspiration, not fear.

- Use of humor. Clever approach, but not arrogant or snobbish.

- No accusations, no “insults”. Make people feel strong and capable, not guilty or angry.

- Emphasis on benefits, not on duty. Explain the benefits. Describe the target.

- Especially for children: present the procedure as a game and a part of our life, not a job or duty.

- Also explain personal benefits for the individuals, not only “for the society” or “the planet”.

- Use scientifically responsible and consistent data and information, not giving handles for
questioning.

- Not making the procedures look difficult or complicated, but easy and simple.

- Give the feeling that “we already do good and we can do better”, no feeling of failure.

- Accept that we ALL have to try: citizens, government and state, corporations. Justice.

- Use of drawings, paintings, cartoons. Connect the campaign to children.

- Use of material made by kids, addressing kids as well as adult groups. Give the feeling to older
groups that dealing with waste is in favor of our children.

10.2.1 Words to use: «AmoBAnta», «ZKOUnidia», « ATtoppippoton»

These three words have a similar, but not the same meaning.

The word «AndBAnto» is usually translated as “waste”. But, in modern Greek, it is usually perceived as
connected to industrial waste.

The word «améppippa» is usually perceived as an item or material that is not used anymore and it is
thrown away (inside or outside a bin). There are also two more words described, being directly related to
this one: «amoppupatodoyxeio» / «kadog amoppiupdtwy» (trash bin) and «amoppippatodpdpo» (garbage
truck), words that are commonly used in modern Greek as well.

The word «okounidu» has a meaning similar to «amopptppay. It is commonly used, it is less formal and
includes the sense of “dirty”. It is quite an “emotional” word, while «anoppiupa» is perceived as more
formal and sophisticated. The words «okoumiS1» and «amoppiupa» are described as synonyms by all
dictionaries checked.

Therefore, the use of the word “andépAnta” is not recommended in communication, as it is expected to
confuse many people as connected to industrial waste.

The words “okounidia” and “anoppippota” are considered “safer” to use. Having to choose between
them, the word “Anoppippata” is more formal and sophisticated, therefore recommended for formal use,
such as ministry’s material. On the other hand, the word “ZkouniSia” is more strong, emotional, negative,
and informal. However, it could also be used in some cases, to make the message more provocative, thus
stronger and more impactful.

The word “Anoppippata” is used in this report’s applications, being recommended for communication.
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10.3 Slogan

Two different directions are considered:

The first direction is based on the statement that “waste is bad, unwanted and ugly” and that everybody
would like to avoid it. Such a statement is expected to be accepted by most people paving the way for more
specific guidelines for prevention or recovery.

The slogans of this direction are based on contrasts of the type “less [bad] versus more [good]”.

[bad] is represented by waste, while [good] is represented by open space, beauty, purity, health, freedom,
life. Especially “life” is a very strong, positive word, connected to health, wellbeing, animals and wildlife.

Mewwvoupe Ta anoppippota, Sivoups xwpo otn {wn
(We reduce waste, we give room to life) = This slogan has been jointly selected.
Mewwvoupe ta anoppippata, otnei{ovpe ™ {wn
(We reduce waste, we support life)
Meslwvoupe Ta anoppippata, BEATLWVOUHE TN (WA KOG
(We reduce waste, we improve our lives)
Awyotepa anoppippata, neptoocotepn EANGSa
(Less waste, more Greece)
Awyotepa anoppippata, kabapotepn EAAGSa
(Less waste, cleaner Greece)

The second direction is based on the statement that “waste is useful and valuable”, since it can be reused
or converted to different products or materials, saving valuable resources.

Ta "anoppippatd” pag kpuBouv Bnocavpolc
(Our "waste" is a hidden treasure)
Ta anoppippata £xouv aia

(Waste has value)

This direction could be considered a “second step” after the first one, possibly being more suitable for
people that are more aware, educated and receptive. Regarding the Greek audience, recycle is already
introduced, but waste prevention is quite something new for the majority.

Therefore, the use of the first direction is proposed at this stage. However, some years later, when the
Greek society is more educated and mature on this matter, a turn to the second direction could be re-
considered.
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10.4 Indicative copy

First Direction:

Jou apéoel va (el avaueoa ota okouTidia;
AlyoTtepa okouTtidLa, TEPLOOOTEPOC XWPOC yia {wn!

Do you like living among waste?
Less waste, more space (room?) for life!

Mapdyoupe TOVOUC okouTIOLWY KABE pépa.
‘0Oco pokpld N Babld kat av Ta KpUPOUHE, AUTA TEALKA ETILOTPEDOUV OE EUAC. OV ULKPOTIAXOTLKA I
SnAnthpla oto ¢aynTo Hag, oTo VEPO LLOG KOL OTOV AEPA TTOU OVOTIVEOUE.
H AUon Sev elvat va ta kpUoupe KaAUTEPA, AAAG VO TTOPAYOULE ALlyOTEPO OKOUTIISLOL.
Mvetay;
Nat! vetat kat eivat eukoAdtepo amnd 660 vopiloupe!
Elval kaAo yia to mepBaAAov kal tnv aypla {wn, yLa TNV Uyela Log, yia TV olkovouia pag, yia th {wn pog!
We produce tons of waste every day.
No matter how far or how deep we hide them, they finally get back to us. In the form of
microplastics or poisons in our food, our water and the air we breathe.
The solution is not to hide them better, but to produce less waste.
Is this possible?
Yes! It is and it's easier than we think!
This is good for the environment and wildlife, for our health, for our economy, for our life!

Second direction:

"Eva avtikeipevo maAlwoe, EERae, xdAaoe 1) dev pag eEunnpetel a kal eival "yua métopa'; H
OUOKeUaOLa VOGS poiovtog adelaoce Kal eival "yla ta okoumidia”;

OxL! ALOTL HEOW TNG ETLOKEUNG, TNG AVOKATAOKEUNG, TNG EMAVAXPNONG KOL TNG AVOKUKAWGNG, N Kowwvia
pog wdeAeital ano tnv afio Twv VALKWVY AUTWVY KAL TOUTOXPOVA LLELWVOULLE TOV OYKO TWV OMOPPLUUATWVY.
E€olkovopoUpe GpuoKol G TTOPOUG KAl EVEPYELX, TIPOOTATEVOUUE TN ¢UON Kal TV Uyeia pog, Snuioupyoupe
B£osLg epyaoiag Kol OLKOVOULKO ODENOC yLa TNV XWPA LOC.

Tavutoxpova, ¢povtilou e va PELWVOULE TIC CUOKEUAoieg "piag xprnong" otnv KabnpuepvotnTd Hog, ylo va
armodpUyoULE TN OTATAAN GUCLKWVY TOPWV KOL TNV MAQOTLKN pUTtAven, Tou TaAonmwpel Ti¢ OaAoooEc pag.
MpoaExou e, yLo va LNV éxoupe amoppippatal Ac SoUue nwc: ...

Is an object obsolete, faded, damaged or no longer of service to us and are ready to "throw it
away"? Is the packaging of a product empty and it is just "garbage"?
No! Because through repair, reconstruction, reuse and recycling, our society benefits from the
value of these materials, and at the same time we reduce the volume of waste.
We save natural resources and energy, protect our nature and health, create jobs and economic
benefits for our country.
At the same time, we reduce "one-time" packaging in our daily lives, to avoid wasting of natural
resources and plastic pollution, which afflicts our seas.
We are careful, so we have no waste! Let's see how: ...

Ta amoppippota AEN givat «okourtiduay.

AuTO mou epeic bev xpelaldpaote pnopel va elval XpRoLuo yla KamoLov dAAo.

AUTO TIOU TETALE UTMOPEL VOL TIEPLEXEL XPOLUEG 1] KOl TIOAUTLUEG TTPWTEG UAEC.
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Me TNV EMaVaXPNOLULOTIOINoN KAl TN HELWON TWV AropPpLUUaTwY wdeholpe To teptBaAov, TNV olkovopia,
TNV UYELa KaL TNV TOETN HOG.

Waste is NOT “trash”.
What we don’t need may be useful for someone else.
What we dispose may contain useful or even valuable raw materials.

With reuse and waste prevention we benefit the environment, the economy, our health and our
finances.

10.5 Logo

The proposed logo connects the nature (represented by two trees) and the waste management
(represented by the recycling symbol, the one better recognized by the public).

It uses hues of green, referring to the environment and exudes a sense of optimism and balance, and is
accompanied by the slogan.

MeLwvoupe ta anoppippata,
Slvoupe xwpo atn {wn
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11. Campaign evaluation / KPlIs

It is important for every campaign to set specific goals during planning and to evaluate its performance
during and after implementation. In this way, possible corrections and adjustments can be made along the
way, and useful conclusions can be drawn for future implementations.

For this reason, Key Performance Indicators Metrics (KPls) are used. They are set out during the detailed
planning of the campaign and depend on the type of activities.

Indicatively:

Activity | Indicative KPIs (for a specific period)

Website

Number of sessions, unique visitors, page views, pages per session,
duration per visit, duration per page, bounce rate, traffic distribution,
visits by area, feedback

Social networks pages /
posts

Views, members/friends/followers/subscribers, involvement (like, share,
forward etc.), feedback

Social networks events,
competitions

Number of participants, involvement, feedback

Informative material

Number produced / distributed, number downloaded, number placed /
broadcasted / viewed, feedback

Knowledge base

Number of Q and A, feedback

Media dissemination

Number of press releases / media packs / interviews, number and list of
shows involved, number and list of media, number of publications /
references, value estimation, feedback

Ambassadors’ network

Number of participants, level of involvement, level of training, loyalty /
stability, feedback

Support by celebrities

Number of participants, level of involvement, level of training, loyalty /
stability, feedback

Activity kits to be used by
teachers

Number of kits produced by kind and age group, number downloaded,
number used (?), number of teachers informed through MoEdu, number
of teachers involved and distribution (grade, area, specialty, level, sex
and age), rate of returning, number of children involved, feedback

Digital info kits to be used
by pupils

Number of kits produced by kind and age group, number downloaded,
number used (?), number of teachers informed through MoEdu, number
of children involved and distribution (grade, area, course, sex and age),
rate of returning, number of teachers involved, feedback

Special activities in
schools

Number of activities / schools / teachers / children, rate of repetition,
feedback

Contests among schools

Number of contests / schools / teachers / children, results, media
coverage, feedback

Local awareness raising
campaigns

Number of campaigns / schools / groups / children / teachers /
municipalities / presentations, media coverage, feedback

Composting bin
construction workshop

Number of workshops / schools / groups / children / teachers /
municipalities, media coverage, feedback

Visiting recycling facilities

Number of visits / schools / classes / children / teachers, feedback
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Seniors’ day centers

Number of centers / municipalities / members, number of events / visits

(KAMH) / presentations / participants, number of posters / signs,
Church Number of churches / municipalities, audience, number of posters
Roadshow Number of cities / municipalities / areas, duration, number of activities /

events, number of participants and distribution (area, activity, sex and
age), estimated reach of audience, number of media and volume/value
of promotion, number of media and volume/value of media coverage,
feedback

Creative outdoor

Number of cities / municipalities / areas / spots, duration, number of
artists involved, estimated reach of audience, number of media and
volume/value of media coverage, feedback

Online events /
competitions

Number of events, views, number of participants, involvement (like,
share, forward etc.), volume and value of media coverage, feedback

Campaign press events

Number of events, number and level of participants, number of media
attending, volume and value of media coverage, feedback

Private sector
consultation

Number of corporations / chambers / associations / corporations
represented, number of interviews / meetings / presentations /
congresses / events, proposed activities / measures, deals, feedback

Private sector funding /
sponsoring

Number of corporations / chambers / associations / corporations
represented, number of proposals, number and value of sponsoring
deals, feedback

Consultation with media /
communication
sponsoring

Number of media, number of proposals, number and value of sponsoring
deals, feedback
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12. Conclusions and the way forward

The first step is the creation of the backbone, the campaign support structure.

The central coordination task force must be formed and staffed and start operating in YPEN, the soonest
possible. Connections with other ministries must also be arranged, so the cooperation between different
ministries gets easier.

The central knowledge base must be created with the support of all involved authorities.

The press office must be ready to support. If its internal resources are not enough, it must get additional
support internally or by external experts or agencies.

A list of the required informative material to be designed and produced must star being formed. This list
will be further completed, depending on the activities that will be approved to be implemented and their
needs.

The campaign website must be designed and developed. Possibly, also a mobile app connected to it.
Social media pages must be created and administrated, hosting and supporting online activities.

The possible support of celebrities and influencers must be investigated and planned.

The creation the ambassadors’ network must also be designed, and start being implemented.

Available internal resources must be evaluated and, if there is a need, the use of external experts or
agencies must be considered.

Consultation with all categories of stakeholders and corporations must be planed and start being
implemented. Possible opportunities for co-operation or private funding and sponsoring must be
investigated and evaluated. This consultation is expected to continue throughout the whole campaign’s
implementation. Support by external consultation experts must be considered.

Alternative activities must be evaluated and prioritized. A first set of approved ones must be planned and
designed in detailed, so they can be properly implemented.

Required resources must be recorded and compared to availability. If available resources are not enough,
additional resources must be searched, or activities’ specs must be adapted. Additional funding through
sponsoring by private corporations and/or institutions must be considered and investigated.

An initial plan of activities must be created. This plan may have to be updated along the way, according to
possible new data: changes in conditions (e.g. EPR legislation), evaluation results or feedback, new
opportunities (e.g. proposals from stakeholders to cooperate), changes on funding availability etc.
However, an indicative plan should be formed for a 5-year duration, and a more specific one for the first
year.

In any case, implementation of activities must be reviewed and evaluated, so there is always the chance for
adjustments and an effective feedback.
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13. Sources / reference list

13.1 Indicative research and survey results about citizens
attitude towards the environment

Special Eurobarometer 490 — Climate change / 2019

https://ec.europa.eu/clima/sites/clima/files/support/docs/gr climate 2019 en.pdf

WWEF SURVEY - LIFE-IP 4 NATURA /2018

http://edozoume.gr/wp-content/uploads/2018/11/WWF-NATURA-2000-FINAL.pdf

Greenpeace — Plastic recycling / 2019

https://storage.googleapis.com/planet4-greece-stateless/2019/10/0602f4¢9-
2019 greenpeace erotimatologio anakyklosis.pdf

Dianoesis — Values in Greece / 2018

https://www.dianeosis.org/2018/09/oi-aksies-twn-ellinwn/

Novolline — Recycling / 2019

http://www.novoville.com/wp-content/uploads/2018/12/Novoville-AntoteAécpata-
‘Epsuvoc-yo-tnv-AvakUkAwon-11-Fem-2019.pdf

WWE & Public Issue — Recycling / 2014

http://www.publicissue.gr/wp-content/uploads/2014/07/WWF Kalyterizoi2014 2.pdf

Alco — Recycling / 2018

https://m.naftemporiki.gr/story/1344522

Research in education — Childrens’ attitude towards recycling in Volos city / 2016

https://ejournals.epublishing.ekt.gr/index.php/hjre/article/view/10677/10815

Students’ attitude towards the environment (small sample)

http://www.peekpemagazine.gr/article/avtiAieLlc-Ka-0TAOELC-POLTNTWV-UEAAOVTLKWV-
ETOYYEALATLWV-0TO-X WPO-TWV-TLEPLBAAAOVTLIKWV

School pupils’ attitude towards the environment (thesis 2011)

http://thesis.ekt.gr/thesisBookReader/id/30436#page/1/mode/2up

Greek Open University - Citizens’ opinions on Recycling and Circular Processes (thesis 2019)

http://www.promitheasnet.kepa.uoa.gr/images/Koutelidakis-
Alexandri Circular PROMITHEAS 2019.pdf

Communication Action Plan on Waste Prevention, Separate Collection and Recovery in Greece - Final Report

May 2020 Page 84/131


https://ec.europa.eu/clima/sites/clima/files/support/docs/gr_climate_2019_en.pdf
http://edozoume.gr/wp-content/uploads/2018/11/WWF-NATURA-2000-FINAL.pdf
http://edozoume.gr/wp-content/uploads/2018/11/WWF-NATURA-2000-FINAL.pdf
https://storage.googleapis.com/planet4-greece-stateless/2019/10/0602f4c9-2019_greenpeace_erotimatologio_anakyklosis.pdf
https://storage.googleapis.com/planet4-greece-stateless/2019/10/0602f4c9-2019_greenpeace_erotimatologio_anakyklosis.pdf
https://storage.googleapis.com/planet4-greece-stateless/2019/10/0602f4c9-2019_greenpeace_erotimatologio_anakyklosis.pdf
https://www.dianeosis.org/2018/09/oi-aksies-twn-ellinwn/
https://www.dianeosis.org/2018/09/oi-aksies-twn-ellinwn/
http://www.novoville.com/wp-content/uploads/2018/12/Novoville-Αποτελέσματα-Έρευνας-για-την-Ανακύκλωση-11-Σεπ-2019.pdf
http://www.novoville.com/wp-content/uploads/2018/12/Novoville-Αποτελέσματα-Έρευνας-για-την-Ανακύκλωση-11-Σεπ-2019.pdf
http://www.novoville.com/wp-content/uploads/2018/12/Novoville-Αποτελέσματα-Έρευνας-για-την-Ανακύκλωση-11-Σεπ-2019.pdf
http://www.publicissue.gr/wp-content/uploads/2014/07/WWF_Kalyterizoi2014_2.pdf
http://www.publicissue.gr/wp-content/uploads/2014/07/WWF_Kalyterizoi2014_2.pdf
https://m.naftemporiki.gr/story/1344522
https://m.naftemporiki.gr/story/1344522
https://ejournals.epublishing.ekt.gr/index.php/hjre/article/view/10677/10815
https://ejournals.epublishing.ekt.gr/index.php/hjre/article/view/10677/10815
http://www.peekpemagazine.gr/article/αντιλήψεις-και-στάσεις-φοιτητών-μελλοντικών-επαγγελματιών-στο-χώρο-των-περιβαλλοντικών
http://www.peekpemagazine.gr/article/αντιλήψεις-και-στάσεις-φοιτητών-μελλοντικών-επαγγελματιών-στο-χώρο-των-περιβαλλοντικών
http://www.peekpemagazine.gr/article/αντιλήψεις-και-στάσεις-φοιτητών-μελλοντικών-επαγγελματιών-στο-χώρο-των-περιβαλλοντικών
http://thesis.ekt.gr/thesisBookReader/id/30436#page/1/mode/2up
http://thesis.ekt.gr/thesisBookReader/id/30436#page/1/mode/2up
http://www.promitheasnet.kepa.uoa.gr/images/Koutelidakis-Alexandri_Circular_PROMITHEAS_2019.pdf

Eurostat - Generation of municipal waste per capita

https://ec.europa.eu/eurostat/databrowser/view/cei pc031/default/table?lang=en

Eurostat - Recycling rate of municipal waste

https://ec.europa.eu/eurostat/databrowser/view/t2020 rt120/default/table?lang=en

13.2 Websites related to Waste Prevention and Recycle

Ministry of Environment: http://www.ypeka.gr/el-gr/

National Legislation:

https://ekpaa.ypeka.gr/thesmika-keimena/ethniki-nomothesia-diaxeirisi-apovlitwn/

NWMP/NWPP:

https://ekpaa.ypeka.gr/wp-content/uploads/2020/03/%CE%AS5.%CE%91.-
%CE%IF%CE%B9%CE%BA.-51373 4684 2015 %CE%A6%CE%95%CE%9A- 2706%CE%92.pdf

EOAN: https://www.eoan.gr/el/

Recycling instructions: https://www.eoan.gr/el/content/20/ti-ulika-anakuklonoume

2019 Planning Report: https://www.eoan.gr/uploads/Programmatismos-EOAN-2019.pdf

Hellenic Recovery Recycling Corporation: http://www.herrco.gr/

Hellenic Solid Waste Management Association (HSWMA) https://eedsa.gr/site/

Appliances Recycle: http://www.electrocycle.gr/

Texan: http://recycling-center.gr/

Follow green: https://www.followgreen.gr/
European Commission —Waste Prevention: https://ec.europa.eu/environment/waste/prevention/

EU directive 2008/98/EC:
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1580476476252&uri=CELEX:32008L0098

Single-Use Plastics (SUP) EU directive 2019/904:
https://eur-lex.europa.eu/legal-content/EN/TXT/?qid=1576161097484&uri=CELEX:32019L0904

European Week for Waste Reduction: https://ewwr.eu/
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14. Annexes

14.1 Waste prevention guidelines

Two factsheets with Guidelines for Waste Prevention and Recycling have been developed, one addressed
to citizens and one addressed to municipalities. They are suitable for online use (e.g. in pdf format), while
parts or pages of them can be used in articles or social media posts (in picture format).

The factsheets can also be printed, if it is considered essential, although printing is recommended to be
generally avoided when possible. In the case of printing, the recommended format for the citizens’ version
is 20x20 cm, and for the municipalities’ one A4 or so. The page order may have to be adapted to the way of
printing and folding, so the first page is always the front cover and the last one is always the back cover
(e.g. if the citizens’ version is printed as a triptych). Recycled paper should be preferred if possible. In this
case, the use of recycled paper can be marked on the leaflet.

The guidelines have been prepared in both languages, Greek and English, and will be used for dissemination
by YPEN, EOAN and other stakeholders such as municipalities and businesses.

The following section will show a snapshot of the English version.
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14.1.1 Waste prevention guidelines for citizens

We reduce waste,
we give room to life

Practical tips for a more sustainable and cleaner Greece
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760,000

tons of plastic waste are
produced annually in
Greece; just 11,3% of it is
recycled.

40,000

tons of it leak into the
environment and 11.500
tons end up in the sea.

€26 million

annual damage to Greek
economy.

Plastic waste
can hurt or even kill
animals, in particular birds
and fish.

Plastics dissolve in microplastics, which are detected in the air, water and
food we consume, threatening our health.

What can we do?

Avoid using straws or choose reusable ones.

S

-

Fill a thermos or glass bottle (Think whether it is really needed).
L with tap water or our own refreshment.

Take food boxes and cutlery for Py Use shopping bags for multiple use.
multiple use. "

B  Ask for coffee to be served E Choose large packs

L in our own cup. with less packaging material.
Avoid products with multiple % Buy bulk products in our own jar/container
packaging, eq. toothpaste s2¥  (e.g. lequmes, nuts, fruit, vegetables).

or glass jar with extra paper or plastic.
Use wax cloths or paper for food
protection/transfer, instead of plastic wrap.

Sources: YPEM {2018 data), WWF (2019 report "Plastic pollution in Greece")
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Organic waste (food an

>2.5 million

tons of biowaste are
produced in Greece.

~500,000

tons are garden and park waste
coentaining nutrients that can be
returned to the soil as natural
fertilizer.

Households
are the main producer of food
waste at a rate of more than 50%.

~70-100 kg

of food waste is produced by every
citizen in Greece every year,
1/3 of which could be avoided.

Huge environmental and social
impact, waste of resources but also
financial loss for the households themselves,
at the same time that many of our fellow
citizens are malnourished.

Fruits and vegetables
are the main food waste group
that is discarded unreasonably.

What can we do?

(we buy what we really need, in the right quantities, paying

—' Plan our grocery shopping better, use a shopping list
attention to the expiration dates).

Improve food storage and preservation, e.g. use
the freezer (avoid spoilage, know what is stored and where).

Be mindful on how to store products and adjust
the menu (consume products before they expire).

B

Dispose leftovers from organic waste,

such as food scraps or green waste from our plants,
in the brown bin, which, through composting, they
turn into natural fertilizer or other useful products.

Dispose used cooking oils in the proper
collection bins (usually in stores or
supermarkets), which are used for the production of
biodiesel and soaps).

Sources: YPEM (2018 data), EFFERAA (guidelines 2012), Warld Resources Institute, European Commission, Harokopio University, European Environment Agency
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Electric and electronic devices, light bulbs, batteries

These items contain highly toxic materials for the environment and our health, but also
have great value. We do not throw them in the residual bin.

What can we do?
Choose electric and electronic devices with a Donate

long-life cycle and the possibility of future repairs L devices you do not use anymore to others
or upgrades. Thus, we also save money. 2 who need them.

Use rechargeable batteries
and long-life lamps.

Get devices from
second-hand or upgrade shops.

Printer p

Their production consumes valuable resources, while they have significant value after use.
We do not throw them in the residual bin.

What can we do?
Reduce printing, Use the back side of printed paper
prefer digital format. for notes.
[ — =
Keep files and records in % Buyrecycled paper.
- digital format. @ ! ! peper
Ft;l‘il:fhﬂﬂ “ use refillable ink cartridges
= Oth paper sides. <%  andtoners, whenever it is technically applicable.
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[tems we don't use anymore

Most items still have value, as products or as secondary materials.
Please rethink and do not throw them in the residual bin.

What can we do?

Furniture Utensils etc.

Repair | Reconstruct | Reuse | Redesign | Upcycle

What we can't avoid at all, we recycle! How do we recycle?

« Put only recyclable materials, sach one in the dedicated bin, depending
on the waste system in our area.

« Rinse liquid and food leftovers from the packaging.

-y FFe  ~
+ Compress packaging as much as possible. ‘h vl ﬁ“ o o b} %g %!f
Bulk in each bin and not in bags. } Py - f‘ s / ‘_r
Q- b,
- Separate at source the biowaste, by using biodegradable bags (EN X ‘ i & “J

standard 13432), simple paper bags or newspapers to collect them and
dispose them properly in the brown bin or directly in our home composter.
Plastic bags should be avoided, as they are mixed with the pure organics
and deteriorate the quality of the compost produced.

- Dispose electric and electronic devices, batteries, light bulbs, ink cartridges
only in proper collection points or networks, never in the residual waste bin.
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sdRasseRaveswe® 1 RETHINK

our habits, ourr i 3 with "materials"
and the environment.

sSsessnessswnsaes 2. REFUSE
buying and consuming unnecessary
or environmental-harmful items.
sesvesnsvsesnnss 3. REDUCE
our needs for energy and products.

sssesesesesnease 4 REUSE
old objects, find new uses, give them to others.

sevsvnsnverssner 5 REPAIR
old objects, upgrade them, reconstruct them. Buy used.

®sasnesusnesene 5 RECYCLE / ROT
all recyclable materials and compost organic waste.

ssssdssSSRSS S 7. DISPOSE
in the residual wazte bin as little az possible and always in a responsible way.

By preventing waste, we save money
and contribute to our Greek economy!

www.ypeka.gr 3 ovpengov @ypan_gr www.eoan.gr ] @econ

Implemented by: Funded by:

Fuderal Ministry
r A '. i Dautsche Besellschaft a fior the Ervironment, Nature Consenation
e . E o av fiir Internaticnale and Nuclear Safety
v o . Zusammenarbeit (§1Z) GmbH
UAABHIHOE SPEARTMOE ANARYIATEIE

Disclaimer: This material is produced with the financial assistance of the European Union. The views axprassed hergin can in no way be taken to reflect the official opinion of the European Union.

Communication Action Plan on Waste Prevention, Separate Collection and Recovery in Greece - Final Report

May 2020 Page 92/131



14.1.2 Waste prevention guidelines for municipalities (English)

We reduce waste,
we give room to life

Practical tips for reducing waste in your Municipality
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We manage waste produced in the Municipality

with 5 basic s

kB bbb d b bs 1 RETHINK/ REDESIGM / REFUSE

P-
Al B bbb ke e+ 2 REDUCES REUSE/ REPAIR
Bd4B e+ 00 s 044 3 RECYCLINGS ROT (COMPOSTING / ANAEROBIC DIGESTION]
4. RECOVER
EEEEEFERE A4 B DISPOSAL
.-'d
oo

1. Rethink/Redesign/Refuse: We make smart cholces in our Waste prevention is the

procurements. We remember that single-use items and first choice to minimise

miaterials are harmful to the emvironment. waste management

2. Reshrce/ResefRogair: We rocus the consumption of costs and maximise the

products and the amount of packaging materials. We promate environmental benefits

secondhand sbores and markets, and encourage citizens to and I.I'FE' quallt‘y '|r»| our
irda items. .

e city!

3. Recycling /composting/ anaerobic digestion: We inform
about what and how to recycle. We promote separate collection
of bio-waste and composting, at community or home level. We
inform and engage citizens in circular econamy.

4. Recovery, including recovery of Energy: We recover
migterials and energy from waste.

5. Disposal: Safe disposal of waste to landfill should be the last
choice, and it should be reduced to a minimum, since in the
circular economy the basic principle is to keep materials and
products in the economic cycle as much as possible.
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What can we, Municipali- What are the benefits of
ties, do? We.... waste prevention?

= S5aving resources and energy.

= Develop & local waste prevention
strateqy. » Reducing environmental impacts.

+ Inform and raise public awareness = Decreasing waste management costs.
on environmental topics.

* Ensuring compliance with legal
+ Be a good example on how to obligations.
preserve natural environmenit by
responsible consumption.

* Promote the use of alternative
respurces, as well as repairing and
reusing materials.

= Continuously collaborate with
institutions, private sector and citizens.

= Clean the city's public areas to
enhance citizens' quality of life.
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We reduce waste - by material

Single-use plastics and packaging materials

= Campaign to use reusable bags/containers, endorse local
businesses to provide incentives to consumers eg. charge a small
amount for single use items.

= Campaign to use ceramic cups and glass bottles, instead of
plastic ones in restaurants.

= Promiote consuming tap water, and install water filters on taps
where needed and coolers for filling reusable bottles.

= Encourage choosing products with less packaging materials and
reuse old glass, metal or plastic containers.

= Support the operation of stores that sell local products, and/or
bulk without packaging, e.g. through reduced service fees, finandial
subsidies, tax benefits or vouchers.

Paper

= Campaign with tips to reduce the use of paper (for schools, public services and local businesses).
= Infigrm how to store municipal files and records in digital format.

= Introduce obligatory recycling for printed files, when the legal retention period expires.

= Promote double-sided printing of documents.

Food waste

+ Introduce home composting programmes for neighborhoods,
schools, etc. with the support of volunteers and cultural
organisations for technical support and operation.

+ Create urban gardens in combination with community
composting in public places, parks, etc.

+ Campaian with instructions for proper food storage. recipes
using leftovers, promotion of a diet with reduced meat
consumption. Collaboration with local schools, businesses and
volunteers.

= Promote the sale of mature or unsold products from open
farmers' markets and stores at a Lower price:

—+ To local cooperatives or households for preparing home-made
sweets and sauces.
-+ Tao local breeders for animal feeding.
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Green waste

= Use a shredder to reduce the volume and facilitate
easy transport {purchased by the Municipality, in
cooperation with neighboring Municipalities or at
horme or neighborhood level).

= Set-up composting in special facilities or on site for
lowy fertility soils.

- Provide the produced compost to households for
gardening or to public entities for landscaping, as far
as possible.

Pe

Clothes and fabrics, toys, furniture, books, electrical and
electronic devices

- Promote the reuse of the above items and its environmental, social and economic benefits through
relevant initiatives and programimes.

- Implement collection programmes, in collaboration with other organisations, if necessary.

= Create spots for collecting and redistributing items for reuse by citizens, managed by the
Municipality or local businesses, supported through reduced service fees or financial benefits.

- Create spots for placing items for donation by citizens, for free use by their fellow citizens (e.g. "the
wall of compassion/ the hangers of love”, discreet support of vulnerable groups).

- Promote the repair of electrical and electronic devices by professionals or volunteers, with the

support of the Municipality.

Construction and demolition waste

- Campaign to prevent improper disposal of debris in the environment.

- Campaign to advise manufacturers and contractors on the environmentally sound management
of debris and the benefits of implementing prevention measures.

- Organise competitions for manufacturers on the ecological design and construction of buildings.

- Inspect the implementation of legislative requirements for licensed construction works.

Hazardous household waste

= Inform ditizens about the dangers of using dangerous chemicals improperky.

= Promote the use of rechargeable batteries to citizens and entities.

= Infiorm citizens about the safe disposal of old mercury thermometers and medicines that
hawve expired.

= Organise the separate collection of hazardous household waste, e.g. paints, varnishes,
sobvents, medicines or cleaning products.

= Collaborate with the established Producers Responsibility Organisations.
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We reduce waste - by

Green points

- Use every opportunity to promote green points and inform citizens about their contribution in

waste reduction.

- Organise the collection of clothes, shoes, toys, electrical and electronic devices, furniture and

utensils, for reuse and repair.

- Organise the green waste collection and distribution of compost back to households.

Schools
= Implement pilot programmes for schools
with indicative topics:
- "Breakfast or lunch without packaging®.
- "Environmentally responsible supplies".

- "Organisation of volunteer teachers" and

- "Collection of used items at school for reuse
by students”.

- "Promoticn of intangible gifts”, such as
admissions for events, subscriptions, etc.

» Organise school competitions for essays,

paintings, photographs or videos on waste
reduction.

+ Organize recycling competitions among
schools for one or more materials.

+ Encourage students to reuse or recycle
school books and support a possible state
decision on their mandatory return at the end
of the year:

+ Handout school documents in digital form.

» Incorporate messages about waste
reduction on school computers’ screens.
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o

Offices

= Display informative posters - in rooms or on printers - on waste reduction, reuse and recycling,
with fips on isswes such as:
— Reduction of paper use.
—+ Reduction of printer ink use.
— Promotion of printer ink cartridaes refill, whenewver it is technically applicable.
— Promotion of rechargeable batteries use.
= [ncorporation of messages about waste reduction on computer screens.

= Promiote the replacement of disposable items (glasses, dishes, cutlery, etc )
with reusable ones.

= Promote the reuse of packaging materials.

= Promote the use of less but of higher quality electrical and electronic devices (printers,
copy machines, document destroyers, etc.).

= Organise waste prevention/recycling competitions among office buildings with award prices in
form of vouchers and honoring of teams.
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Hotels, restaurants, grocery stores

- Promote:
—+ Application of the "European Union Eco- label" and “"HACCP food safety™ in the hotels
and restaurants of the Municipality, ensuring reduced food waste.
-+ Choice of food with reduced packaging materials.
-+ Provision of half or children's portions at a reduced price.
-+ Use of glasses and multi-use cutlery.
-+ Use of multi-use tablecloths.
-+ Composting of food waste.

- Support information activities for guests and customers, such as placing or distributing
information material through the reception or cash registers, advising to:
-+ Not leave garbage or cgarette butts on the beaches/ in the environment.
-+ Consume water and other beverages in a glass.
-+ Pack their shopping in multi-use bags.

= Inform en recycling:
-+ Separation at source for packaging materials (glass. paper, plastic, and metal).
-+ Separation at source for organic waste, if the necessary infrastructure is available.
-+ Cooking oils.

- Promote the redistribution of food to vulnerable groups in collaboration with relevant organisations.

- Organise waste prevention/recycling competitions among similar businesses with an award of honor
for eco-friendliness published in the local media/website.

Special awareness actions

Organise WASTE REDUCTION Implement CREATIVE WORKSHODPS,
AND/OR RECYCLING FESTIVALS use 3D PRINTERS supplied with
on the occasion of special days recyclable material.
{e.g. Earth Day).
Campaign for ACTIONS TO PROTECT
Deploy FAMOUS PERSONALITIES AS ENVIRONMENT AND AMIMALS with
POSITIVE ROLE-MODELS. special guidance hints, e.g. constructing
a beach ashtray.
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We inform - educate the citizen

We use...

= Articles, informational material.

» Posters, leaflets.

= Presentations, seminars by experts.

We explain...

= Why it is important to reduce waste.

= Benefits for the environment, health and
the economy.

» Cost impacts for the Municipality and
municipal fees for citizens.

We utilise...

» Website of the Municipality.

= Websites of local interest.

= Electronic newsletters of the Municipality.

» Local media.

= Special applications for mobile phones, to be
used by the services of the Municipality and
the ctizens, for matters related to waste
management and circular economy.

By buying local, we are not
only able to reduce packaging
waste — we can boost our
economy!

World and European
Special Days=:

LET'S CLEAN UP EUROEE!
March 1 to June 30

EARTH D&Y:

22 april

EURDPEAN DAY NATURA 2000:
21 May

WORLD ENVIROMMENT DAY
B hmne

INTERMATIOMAL PLASTIC BAG FREE DAY:
3 July

EUROPEAN WEEK FOR WASTE
BEDUCTION (EWNVR)

lz=t week of Novemnber
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We research, follow up and
utilize co-financing programs
from the European Union and
national funds.

We ask for information, promotional or
informational material and consulting
support by EOAN and the Waste
Management Directorate of the
Ministry of Environment and Energy.

www.ypska.gr [ @pengov  (O) @ypen_gr | WWW.soaN.gr [} @eoan

Funded by:

Implemenited by
EIE ®eoov Qizissn,

Cischilmer: This martarial Isproduced wih tha firandal asistancs of the Eunopean Union. The views axpressed harain cn in re wery be takan to reflect the offidalopinion of the Eropean Union.
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14.2 Examples of implemented campaigns in the EU

Indicative material from implemented campaigns in the EU.

14.2.1 Campaigns and online applications

14.2.1.1 European Week for Waste Reduction

The European Week for Waste Reduction is an
EUROPEAN WEEK o

FOR WASTE o " " @ . @ o BT

i“ REDUCTION g initiative aiming to promote the

16570 implementation of awareness-raising actions

Actions in 2019

""" about sustainable resource and waste
EUROPEAN WEEK FOR WASTE REDUCTION management during a single week. It
European Week for Waste Reduction encourages a wide range of audiences (public
Source: ewwr.eu - . . . .
E— authorities, private companies, civil society as
well as citizens themselves) to
get involved.

14.2.1.2 “Let’s clean up Europe” by the “European Week for Waste Reduction”

e — Every year, millions of tonnes of litter end up in oceans, beaches, forests and
elsewhere in nature. The primary causes of this littering issue are our society’s

unsustainable production and consumption patterns, poor waste management
strategies and a lack of awareness of citizens. Would you like to organise a clean-up?
Register it through this form and join the movement!

* Let’s Clean Up Europe is on hold for the time being, due to CoViD-19.

SLEAN UP

EUROPE!

Let's clean up by Europe!
Source: ewwr.eu

14.2.1.3 Campaign of Berlin City Cleaning Services (BSR) (Germany)

et il L M They developed great posters and attracted a lot
7\ of agers by real life and funny examples. The
slogan is a play of words, it means “Berlin city
separates” but also “Berlin city is trendy”.

Trenntstadt : Berlin
:

TrenntMap - sustainable trends in Berlin
Source: trenntstadt Berlin
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https://drive.google.com/open?id=1Ai1FNqOLlCJlwIfCKRJXpPBoZT65Ts11KdyvEMWREfw
https://trenntstadt-berlin.de/
https://ewwr.eu/
https://www.ewwr.eu/en/take_part/lets-clean-up-europe
https://trenntstadt-berlin.de/

14.2.1.4 Waste campaign in Berlin (Germany)

_ o™ Kehrenbirger ' oY, 5 ,  Zunixzu gebrauchen. Total ungemitlich, Jazur

Kernenergie |

m Wir machen Buogas aus Biogut
,

We kehr far you

Wie zuhause.
Nur graBer.

’

£
Altes Obst gehdrtin 0
die Biotont 2;‘;1'

——

Waste campaign in Berlin
Source: Marketing bei der BSR

14.2.1.5 A campaign on separate collection from Region Puglia (Italy)

(_E).,;;_ﬁ.m. e e news. watas wrno woowomwn @)

A campaign on separate collection from Region Puglia “Raccolta differenziata si cambia”
(en translation separate collection is changed), Source: sangiovannirotondodifferenzia.it

14.2.1.6 Citeo Recycling Campaign (France)

! Des bouteilles trides

H

%]

=
€
)

Yﬂ\ - § ' {
- > [+
N . wansd . A campaign in Paris for Citeo, the

e Bt e gt PUT e IO i
S @ erden ot e e o b e o s b
T e

organization for packaging and paper
recycling.
EITE®

e

Campaign “Des bouteilles tries permettent a d'autres d'exister” (en translation Sorted bottles allow others to exist)
Source: CITEO (the posters are not available at CITEO website anymore, they are available here). More information regarding the
video campaign here.
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https://www.bsr.de/marketing-22129.php
https://www.sangiovannirotondodifferenzia.it/
https://www.rayon-boissons.com/boissons-sans-alcool-et-eaux/12-marques-de-boissons-sans-alcool-s-engagent-en-faveur-du-recyclage-55934?sso=1592309399
https://www.youtube.com/watch?v=UVlL3lBJXUQ
https://www.bsr.de/marketing-22129.php

14.2.1.7 Citeo Circular Challenge (France)

EITES

Citeo Circular Challenge is a program to detect
CIRCULAR CHALLENGE L innovation, essentially in the paper and packaging

o e tr‘*t‘r*}\' sectors. The main objective is to identify, support and
o ‘ accelerate the development of projects able to bring
“ ) ) - solutions to present-day socio-environmental issues.
:m E; M,:‘;:,m ‘Z LE Since 2016, Circular Challenge identified over 700
o R projects across the entire worldwide circular economy
Citeo Circular Challenge value chain.

Source: circular-challenge

14.2.1.8 Online material by Municipalities and Regions Association (Spain)

.
*" *‘ FEOGRACION ESPANOLA DF
ZFENP Y e sonse
e

g Manual Técnico de comunicacién sobre residuos para

Normativa: -~ entidades locales

as
2c02Mmbes

Federacion Espafiola de Municipios y Provincias (FEMP)
Source: view.genial.ly

Website of the Federacion Espafiola de Municipios y Provincias (FEMP), where you can find the
downloadable guide for communication about waste management, a short motion graphic video explaining
the tool (genial.ly), and the on-line access to the tool and template for local councils (private). Example
here: https://view.genial.ly/5e4e6d1336ca082e1158ca30

14.2.1.9 An interactive online tool in Valencia (Spain)

’ LA GESTION DE RESIDUGS EN' An example of the interactive tool

i EL CONSORCIO VALENCIA INTERIOR . . .

§E€£§° LR AAN A implemented by Consorcio Valencia
Interior (they represent 61 local

El Consorcio Valencia Interior

Bl ==l i councils) (older template).

herramienta para conocer todos
cionados con la

apartado el disefio grafico cobra
un especial protagonismo,
convirtiendo este espacio en una
herramienta intuitiva.

Explora las secciones de este

men( y descubre su contenido:

de forma interactiva

LA GESTION DE RESIDUOS EN (en translation Waste Management)
Source: view.genial.ly

Communication Action Plan on Waste Prevention, Separate Collection and Recovery in Greece - Final Report

May 2020 Page 105/131


https://view.genial.ly/5e4e6d1336ca082e1158ca30
http://femp.femp.es/Microsites/Front/PaginasLayout3/Layout3_Personalizables/MS_Maestra_3/_MznynrPoTrXKv5bey-7NcwsmWRvwm_gXqYKvux9hPfYUqkboINUGi_MftU7YSldL
https://view.genial.ly/5e4e6d1336ca082e1158ca30
https://view.genial.ly/5e4e6d1336ca082e1158ca30
https://www.circular-challenge.com/en
https://view.genial.ly/5ac3664dfc796e2405fe060d

14.2.1.10 “Ecoheroes” campaign for Junta de Andalucia (Spain)

“Ecoheroes” campaign for Junta de Andalucia.

“Ecoheroes” campaign
Source: juntadeandalucia.es

14.2.1.11 #RecycledBeats (UK)

A campaign addressed to young audiences, that connected live music and bands with the recycling of beer
cans, in Manchester. The campaign ran across Out Of Home poster sites, digital channels and local
newspapers/magazines.

Did you know that recycling

re cycl e o K con Lo Take the #RecycledBeats
= LJ
e cans

challenge for a chance
to win prizes.

for an hour?

power ' L. Pre
bands .~ L e

Recycle for Greater Manchester
#RecycledBeats
Source: R4GM

Take the #RecycledBeats

?

» Didyou know that recycling
reCYC|e ol i : challenge for a chance
Tcans to win prizes.

a guitar amp for 9 hours?
p‘OW@I" -~ e
pands_ - Rach)

*Serms and comdiors soséy ARt

Recycle for Greater Manchester
#RecycledBeats
Source: R4GM

A

\ Take the #RecycledBeats
r‘ecyc l e Reeyeling 130 sun cream challenge for a chance

bottles saves enough

b offl es energy to power a festival to win prizes.
DJ setfor 1 hour
w r Q recycleforgreatermanchester.com/beats
o 0 @ recycleagm
| DYs ’

Recycle for Greater Manchester
#RecycledBeats
Source: R4GM
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https://www.facebook.com/Recycle4gm/photos/a.10156374424852854/10156317758482854/?type=3&theater
https://www.facebook.com/Recycle4gm/photos/a.10156374424852854/10156317758592854/?type=3&theater
https://www.facebook.com/Recycle4gm/photos/a.10156374424852854/10156317788092854/?type=3&theater
http://www.juntadeandalucia.es/medioambiente/ecoheroes/guia/guia-interactiva.html?escenario=0

14.2.1.12 “From throwaway society to zero waste role model?” (Germany)

~__Aninteresting article on how and why Berlin takes a
— : role model on zero waste.

Heart of Europe ==
Doing Business
Startup City

Brain City

P Living in Berlin

, Events

Reason why Berlin
Source: reason-why.berlin

14.2.2 Material — Video

14.2.2.1 Campaign videos by BSR in Berlin (Germany)

Campaign Videos by BSR in Berlin

Source: dot-gruppe Social Media Marketing 2020

“Waste separation is a home game” of the “Reuse crafting tips for Valentine's Day”
Foxes Berlin (handball club in the highest explains how to create romantic
national league) was shown as a cinema spot in decorations from old newspapers,

2012 and 2015, receiving excellent feedback. involving citizens emotions in upcycling.

14.2.2.2 Campaign “For a clean carnival” awareness video (Spain)

Awareness video with street cleaners, cooperation of
GranCanariaTv.com and the Municipality of Las Palmas, Spain:
funny idea, low cost with proper street cleaners as actors, own
resources and great effect!

https://www.youtube.com/watch?v=gYKdnrV86fY
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https://dot-gruppe.com/portfolio/bsr-berliner-stadtreinigung-video-seeding/?lang=en
https://www.youtube.com/watch?v=qYKdnrV86fY
https://www.youtube.com/watch?v=T0Aaasy6tZY
https://www.youtube.com/watch?v=EATMCUs3k2g&feature=emb_rel_pause
https://www.youtube.com/watch?v=T0Aaasy6tZY
https://www.youtube.com/watch?v=T0Aaasy6tZY
https://www.youtube.com/watch?v=EATMCUs3k2g&feature=emb_rel_pause
https://www.youtube.com/watch?v=qYKdnrV86fY
https://reason-why.berlin/berlin-moves-toward-circular-economy/
https://reason-why.berlin/berlin-moves-toward-circular-economy/

14.2.2.3 A TVC by CONAI on waste prevention (Italy)

"What you throw away today, ends up in your child's future". It's a
tv adv made for CONAI, which is the mandatory consortium for
packaging recycling.

https://www.youtube.com/watch?v=z0YnE3Wz6ic

14.2.3 Material — Print

14.2.3.1 Informative material from the “European Week for Waste Reduction”

za«,.:a--..m i
Rt e ey st enesns
”  materia that e 10 be wned 95 fowh o for Raching.

i ey b
n-—.n--.—.‘m-um..-..
v soluin s v gt

How to reduce waste in
everyday life?
able habits:

How to integrate reuse in
ever Life?
A few Sustainable habits:

REDUCE YOUR WAS

EUROPEAN WEEK FOR WASTE REDUCTION

L |7‘ (L4, S
Qe R i/,

European Week for Waste Reduction
Sources: website, Youtube, Facebook
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https://www.youtube.com/watch?v=z0YnE3Wz6ic
https://www.ewwr.eu/en/project/main-features
https://www.youtube.com/watch?time_continue=8&v=Mh-gFOoTYrc&feature=emb_logo
https://www.facebook.com/ewwr.eu/photos/a.170612036290522/2634336019918099/?type=3&theater

14.2.3.2 Posters for Source Separation by BSR in Berlin (Germany)

difh von}/-er
Wegwerf-
ge?ellschaft

N ““ich.

Biotonne.

Nutze Mehrweg,
meide Einweg.

B rrenntstadt § serlin Ronrestaac] Berke m

diChVO”}w °
Wegwerf- B
ge'?ellschaﬁ

Nutze Mehrweg,
meide Einweg.

= Wdich vnn}e:
egwerj-
gegellschafr

B meide Einweg,

enntutadtsertin [0

N ccnitioen (B

dich vonder
Wegwerf-
gesellschaft
& Nutze Mehrweg,
[ meide Einweg.

nemsadeisem [

wd!‘c h von‘dfer
R Wegwery-
ge?eusdmft

Nutze Mehrweg,
meide Einweg.

evmstadcserkn

Target group teenagers/children/hipsters:

“Separate yourself from the throw-away

Trenn society (don’t be boring / uncool) - use

wggas;ﬁ' reusable and avoid disposable” /2018

gesellschaft

Nutze Mehrweg,
meide Einweg.
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B Wenn es
= r'ndchiste

nicht mehr

lduft.

Entsorge Elektroschrott
auf den Recyclinghdfen.

| Trenn

i bevores
zu spat ist.
Entsorge Einwegflaschen

farblich getrennt in den
Glascontainern.

Trenntstadt : Berlin E!

‘ < —
Target group 50+: “Separate before it's too late.  Target group 30-50 years: “If nothing works
Dispose one-use bottles in different colors in (sex/bed) anymore - dispose of electronic waste
the glass containers.” /2019 at the recycling centers.” /2019

Posters for Source Separation by BSR in Berlin
Source: bsr.de

Banner - paper - wrong bin.
Oh dear. Please only put

Too bad. Brown glass only in paper in the blue paper bin!
the green glass container

Banner - glas - wrong bin.

Banner - packaging - wrong
bin. Damn. Please only put
plastics in yellow bin!

Banner Campaigns about recycling materials (glass, paper, plastic) in the wrong recycling bins
Source: trenntstadt-berlin.de >> Archives
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https://www.bsr.de/kampagnen-zur-abfallwirtschaft-22130.php
https://trenntstadt-berlin.de/
https://trenntstadt-berlin.de/wp-content/uploads/2015/08/

14.2.3.3 Print material from CITEO campaign (France)

N Des Des
evian bouteilles bouteilles
bottles de G de & jnc
can peuvent peuvent
become devenir devenir
PR a BADOIT une o une 4
evian bottle. bouteille bouteille
: ! de AN de 4
You sort, we recycle. ! Vous triez, nous recyclons. Vous triez, nous recyclons.
el o e e e R e eratal ompadi ey T e @ o ey T e e it
Find out how on voustrieznousrecyclons.com l T ] A L enatt ) ras st cytens coey Ly P e
, CITE® i CITE® CITE®
e o U Jd L 4

CITEO Campaigns about Bottle Recycling
Source: CITEO, more information here
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14.2.3.4 Print material created by Sympraxis Team (Greece)

arina

[ZFLisyos '\‘;-:%‘-:
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| I —— o
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MAEYPA THI ZQHI
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unépoxes 8ahacoés pag

SsvakikAwoe owotd! Qi.‘.',vuKl.'lKché 10!
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‘TtovOpiko OTE iotetioupse ous Beduepes eunaiples.
Ko 0

O =

n @ Avaxindwans Opikou OTE COSMOTE
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MIKPH NPOFIAG noTEREMA s xdoos, kA(TE00s via Shous

@FLIS\/OS
TMOPTAZOYME THN ATPIA
MAEYPA THI ZQHX

MndeviZoupe otadiaka
ta kakapdKia jag XpRons

Ta va BaAoupe ta npdypata ota katacujpata

¢ Mapivag OhoicBou

e e st e

Exeb6v Eexdoape
10 6vond tng!
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‘hagmxfc. Kt 80%

TIOPTH
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, TIOLKL

ASTNTAG

~Zeoav. 512/6
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va yiva
TN UNoupay

KukAikn oikovopia AvakikAwon KukAikii oikovopia
Mg tov nAavittn Kai Tov évepwno OVEMnves niotztoupe Tia tov nAavitn Kai tov GvBpwno
oug Sedrepes eukaipics

g
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Creative print material by Sympraxis Team
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14.2.4 Material designed for kids

14.2.4.1 An implementation addressed to children (Austria)

Weitere Ang der NO
speziell fiir Schulen:

AnTONNIa checkt due echten Helden
e Umwelttheater fir Volksschul

Sei ein Held!

Lass nichts liegen! APPetit Schulstunde

Schiiler/innen ab 14

Z - einfach weg?!
@ Sei ein Held! Lass nichts liegen H e m.lmmdwfflﬁumenldn
- inkl. Arbeitsblsttern zum Download

Roger Roggenkorn
fur d

Schul-Koffei
g ehmou

& Youlube I3

trag von Radio NO mit Feedback zum Fi
Held in VS Ruprechtshofen” (zuzamil

,A"‘l '-‘>. X q‘—o"

gla G <2 SEY 7 S £ ¢ .w.‘a %\@1&1@1@1@5‘1&19@Ql&x{‘l@\@

“Familie Tonni prdsentiertSei ein Held! Lass nichts liegen”campaign (en translation “The Tonni family presents Be a hero!
Don't leave anything”!)
Source: umweltverbaende.at

A poster by the Austrian Glass Recycling Association (Austria)

Die wunderbare Welt
des Glasrecyclings.

Austrian Glass Recycling Association
Source: agr.at
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http://umweltverbaende.at/seieinheld/
https://www.agr.at/_Resources/Persistent/b0196cfedcf84a646b1bde3a7a5c665d751c14a2/Plakat-wunderbare_Welt_des_Glasrecyclings.pdf

14.2.5 Creative Outdoor

14.2.5.1 Outdoor artwork made of trash by Bordalo Il artist (Portugal)

Outdoor artwork by Bordalo Il
Source: Facebook Bordalo Il

14.2.5.2 Graffiti artwork

See the section 7.4.2 Creative outdoor
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https://www.facebook.com/BORDALOII/

14.2.5.3 “Do your bit” by feeding Fin the Fish (UK)

Yorkshire Water, in partnership with Scarborough Borough
Council and the University of Hull, installed ‘Fin the Fish’ on
Scarborough South Bay beach, a new sculpture and receptacle
designed to take plastic off the beaches during the busy summer
period.

Fin the Fish sculpture installation
Source: scarborough.qov.uk

14.2.5.4 XL urban street furniture in Berlin (Germany)

Equation 1Upcycled street furniture
Source: Pinterest

Upcycled street furniture with messages to show the importance of recycling and alternative ways of
reusing were placed around the city center.

14.2.5.5 Creative trash bins in Berlin (Germany)

The embassy

Museum of Fiir die Zigarette 8 2auh of clean Berlin =

mod .- N danach

Equation 2Trash bins with creative messages
Source: reddit.com

Trash bins with creative messages, entertaining and drawing attention.
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https://gr.pinterest.com/albertconceptsb/xl-urban-street-furniture-berlin/
https://www.reddit.com/r/mildlyinteresting/comments/8ttomg/this_rubbish_bin_in_berlin/
https://www.scarborough.gov.uk/latest-news/do-your-bit-feeding-fin-fish

14.2.5.6 New Recycling List National Campaign (Ireland)

547,945 coffee cups i'-'-
143 metres - -
_l_|_|_
The Spire / Dublin A ER|
121 metres TivEy
RALAAAE
st. John's Cathedral / Limerick L AAAAAA
o1 metrs LLLLEL]
v PRRRRNai
=2 e = LU LA L A
= (AR AARRREA]
Shandon Tower / Cork i iiiiiiiiii
36 metres J L
TENTNRNNONETTY

New Recycling National Campaign
Source: piquant.ie

Communication Action Plan on Waste Prevention, Separate Collection and Recovery in Greece - Final Report

May 2020

Page 116/131


https://piquant.ie/work/new-recycling-list-national-campaign/

14.2.6 Special Events / Roadshows

14.2.6.1 Roadshow by AB Vassilopoulos (Greece)

To Kévtpo MepiBaAlovTiKAG
Eknaidsuong BpiokeTal kovrd oag!
Madalvoupe va avarueduivoupt padl

Ano 14/05
£w¢ 25/05/2018
oro:Anpo
Ay. lNdpaokeung
ENIOKEPOEITE TV ICTOBENISE NAC:

www.ab.gr

Roadshow by AB Vassilopoulos
Sources: allazoumesinithies.ab.gr, recycling-center.qr
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https://allazoumesinithies.ab.gr/anakyklosi/kentro-perivallontikis-ekpaideysi/
http://www.recycling-center.gr/el/first-recycling

14.2.6.2 CONAI's communication campaign - A national event-road show (Italy)

Co NAI | EN CONTATTACI | DICHIARAZIONI ONLINE ° o @ CERCA n
CONSORZIO NAZIONALE IMBALLAGG!

CHI SIAMO IMPRESE PREVENZIONE ENTI LOCALI ALTRI SISTEMI COMUNICAZIONE DOWNLOAD DOCUMENTI

4 a5
$ ‘

EVENTO NAZIONALE

HOME  EVENTO NAZIONALE

National event-road show Italy
Source: conai.org

14.2.6.3 Exhibition Design to make recycling processes visible (Germany)

Exhibition Design to make recycling
processes visible was created in 2015 in
Berlin and can now be placed in
entrances of different public (and
private) institutions to make visitors
understand the complex cycles of how
waste is reused and turned into new
resources.

Exhibition Design to make recycling processes visible
Source: albertconcepts.com

14.2.6.4 Multi-use bags by the City of Vienna (Austria)

To support the collection of specific waste materials in
the households the City of Vienna offers specially
designed collection bags, getting the message across
T s with a sense of humor.

AR
ENTGEGEN | 2°»ie-
! :

2 W E@

Multi-use Bags
Sources: unique-werbeagentur.at, horizont.at
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http://www.conai.org/en/communication/campaigns-and-events/national-event/
https://www.albertconcepts.com/2018/05/04/berliner-stadtreinigung-trenntstadt-berlin/
https://www.albertconcepts.com/2018/05/04/berliner-stadtreinigung-trenntstadt-berlin/
https://www.albertconcepts.com/2018/05/04/berliner-stadtreinigung-trenntstadt-berlin/
https://unique-werbeagentur.at/ma-48-kampagne-getrennte-sammlung/
https://www.horizont.at/agenturen/news/unique-kreiert-neue-sammeltaschen-fuer-ma-48-und-ara-50480

14.2.6.5 The 48er-Tandler Re-use Shop (Austria)

\ A Waste Prevention and Re-use Initiative of the City of

Vienna

e

A Waste Prevention and Re-use Initiative of the City of Vienna
Sources: circulareconomy.europa.eu, 48ertandler

14.2.7 Communication related to fines

Abfall macht mich krank (en translation: waste makes me sick) ~ ABFALL tétet tiere (en translation WASTE kills animals)
Déchets sauvages (en translation: Litter)
Source: Swiss Farmers Union Source: La Liberté

Vous faites.
gachez VouS ¢

“-E

Vous faites

cachez vous?

&

Objectif: routes propres en lle-de-France (en translation Goal: Clean roads in fle-de-France! fle-de-France!)
Vous faites ¢a chez vous? (en translation You do this at home?)
Source: DIRIF, Crédits photo : DRIEA / Jean-Marie-GOBRY
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https://www.sbv-usp.ch/fr/dechets-sauvages/
http://www-laliberte-ch.admin8.iomedia.infomaniak.ch/info-regionale/gruyere/gare-aux-dechets-dans-les-champs-qui-peuvent-tuer-les-vaches-485406
http://www.dir.ile-de-france.developpement-durable.gouv.fr/objectif-routes-propres-en-ile-de-france-a837.html
https://circulareconomy.europa.eu/platform/en/good-practices/48er-tandler-re-use-shop-waste-prevention-and-re-use-initiative-city-vienna
https://48ertandler.wien.gv.at/site/

MICH LIEGEN LASSEN, KOSTET

Fr.100.-|
A

i
!

conside réflexes

IN THE STREET
AND WE'LL

FINE YOU

2400

8 Chang

Sérieux? Changeons de réflexes! Mich Liegen Lassen, Kostet Fr.100 Lond?n borough of i-munslow po§ter
(en translation Serious? Let's change reflexesi) (en translation: leaving me costs Fr. warn-mg.of a £400 fine for dumping
Source: strasbourd.eu 100) rubbish in the street

Plakat aus der Schweizer Gemeinde Source: Alamy stock photo

Horgen (en translation Poster from
the Swiss community of Horgen)
Source: freiburg-lebenswert.de
photo: Prof. Klaus Riickauer)

14.2.8 Ambassadors Programs

14.2.8.1 Recycling Ambassadors Program (UK)
A\

Public Recycling bl RECYCLE

[ \ l \,_/ REDUCE ‘Ecoofmn

A&LD o Revse

Equation Public Recycling Ambassadors
Source: Youth Services Ltd

Recycling Ambassadors are individuals, groups or organizations that champion recycling and help, COG
Youth Services, to reduce the amount of waste we send directly to landfill.
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https://freiburg-lebenswert.de/muellsuenden-konsequenter-ahnden/
https://www.alamy.com/london-borough-of-hounslow-poster-warning-of-a-400-fine-for-dumping-rubbish-in-the-street-image181269067.html?pv=1&stamp=2&imageid=ADA6EE78-3C3E-4E31-8813-649E1385230A&p=43873&n=0&orientation=0&pn=1&searchtype=0&IsFromSearch=1&srch=foo%3dbar%26st%3d0%26pn%3d1%26ps%3d100%26sortby%3d2%26resultview%3dsortbyPopular%26npgs%3d0%26qt%3dMEWEF7%26qt_raw%3dMEWEF7%26lic%3d3%26mr%3d0%26pr%3d0%26ot%3d0%26creative%3d%26ag%3d0%26hc%3d0%26pc%3d%26blackwhite%3d%26cutout%3d%26tbar%3d1%26et%3d0x000000000000000000000%26vp%3d0%26loc%3d0%26imgt%3d0%26dtfr%3d%26dtto%3d%26size%3d0xFF%26archive%3d1%26groupid%3d%26pseudoid%3d%26a%3d%26cdid%3d%26cdsrt%3d%26name%3d%26qn%3d%26apalib%3d%26apalic%3d%26lightbox%3d%26gname%3d%26gtype%3d%26xstx%3d0%26simid%3d%26saveQry%3d%26editorial%3d1%26nu%3d%26t%3d%26edoptin%3d%26customgeoip%3d%26cap%3d1%26cbstore%3d1%26vd%3d0%26lb%3d%26fi%3d2%26edrf%3d%26ispremium%3d1%26flip%3d0%26pl%3d
file:///C:/Users/User/Downloads/strasbourg.eu/
https://cogyouthservices.co.uk/service/public-recycling-ambassadors/

14.2.8.2 Voice - Recycling Ambassadors Program (lreland)

PROGRAMME

velce 623 RECYCLING

Recycling Ambassador Programme
Source: Voice Ireland Org

The Recycling Ambassador Programme is a VOICE initiative originally funded by the Department of
Communications, Climate Action and Environment of Ireland, and the Regional Waste Management Offices.

14.2.9 Influencers

14.2.9.1 A social networks influencer, effectively supporting recycle (Colombia)

nstagan == ® ¥ @ 2  Thisis not an example from EU, but still very interesting.
marcelarecicladora RN BB -

198 posts 55k followers 3,352 following

Marce la recicladora (Colombia) explains how to recycle in
an easy, funny and inspiring/positive way.

Marce
Hola mi

|ar Soy Marce, la primera reciclamora YouTuber @ @! Hago
videos pa que aprendan! Suscribase en YOUTUBE

Marce la recicladora Within one year, Marce has reached such an incredible
Source: Instagram Profile public attention in Colombia has 54,300 followers in
Instagram, 24,400 subscriber in youtube and 49,191
followers since May 2019 in facebook.

Fiy
§ ! Wirap ‘.
o

Marce La Recicladora =

Several TV channels posted her videos, TV shows invited
her and prominent singers and actors from Colombia are
now joining her awareness videos to raise attention.

Marce la recicladora
Source: Youtube Profile

Marce la
Recicladora
@marcelarecicisdor

Marce la recicladora

Source: Facebook Profile
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https://voiceireland.org/rap/index.html#what-is-it
https://www.instagram.com/marcelarecicladora/?hl=en
https://www.youtube.com/channel/UCH2xRk8z3B1q8dyrzQt1gRA
https://www.facebook.com/marcelarecicladora/
https://www.instagram.com/marcelarecicladora/?hl=en
https://www.youtube.com/channel/UCH2xRk8z3B1q8dyrzQt1gRA
https://www.facebook.com/marcelarecicladora/

14.3 Notes from interviews conducted

Several interviews were conducted with schoolteachers and directors, in order to cross check the feasibility
of the activities proposed and adjust the proposed approach and procedures.

Some of the initially planned interviews had to be canceled, due to the Corona Virus lockdown of schools,
but many ones were finally conducted virtually, providing quite a clear view of the context.

Five schoolteachers and two school directors, from both elementary and high schools were interviewed.
Five of them worked for public schools, while two worked for private ones. All of them were willing to
provide information but asked their names not to be published. There was also some additional
information provided from a schoolteacher in Germany, regarding practices applied in other countries.

The opinions and views that were expressed by the Greek teachers were quite close to each other,
although they worked for different schools, grades, and some of them even in different cities.

The most important points that came out were:

- Many teachers already implement programs in their classes, often based on information found on
the internet. They often not even report about it, to avoid the bureaucracy and complicated
procedures. There are many teachers willing to work on this kind of subjects and they are expected
to be positive. If supported with proper material, even more would participate.

- Allinterviewed teachers were excited with the idea of someone supporting them with information
and tools that they can use in class and they believed that such a program would have a very good
chance to be successful.

- There are officers at local directorates, regions etc. dealing with environmental education and
special programs. They provide directions and information to teachers, though not always useful
and handy, so teachers must also make their own research to be properly prepared. These officers
are more or less efficient, depending on areas and persons.

- The teachers are free to decide whether they deal with such subjects in their classes and what
material they use, as long as it is approved. School directors cannot force teachers to use any
material, as long as it is not included in the official books.

- Thereis also an interesting institution in high schools, the “Environmental Teams”. These teams
include volunteer teachers and students, who work on environmental subjects out of school hours
(afternoons and weekends), throughout the school year. These programs usually include meetings
of a couple of hours, once every week, educational visits/trips and often end up with a
presentation. They are more or less active and efficient, depending on the school and persons.

Regarding the procedures for the two ministries’ co-operation:

- None of the interviewed knew about any standard procedure for cooperation between different
ministries. Some of them noted that they had heard of some attempts in the past, most of which
had failed. They believed that this might be possible in our case, but even if it could finally work, it
would take a lot of effort and a long time.

- They all agreed that the only way for an “obligatory lesson” is to include information in the official
curriculum and schoolbooks. This must be done for several different subjects / books, depending
on the grade (possibly: Study of Environment and Physics for Elementary, Geography, Biology,
Household Economy for High School, as all subjects are not taught in all grades). In this case, the
information can also be included in http://photodentro.edu.gr, an official website of the Ministry of
Education. Though, this procedure is quite complicated and would take too long if ever completed,
especially since it involves many different subjects.
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https://eur01.safelinks.protection.outlook.com/?url=http%3A%2F%2Fphotodentro.edu.gr%2F&data=02%7C01%7Ceva.ringhof%40giz.de%7C892cf91358c9477bf2bf08d7dfd92b1d%7C5bbab28cdef3460488225e707da8dba8%7C0%7C0%7C637223996169266099&sdata=o%2Fz1sJNr0m86pcgeUj7SJSGfGp8idlGxPJli71FkwIE%3D&reserved=0

The procedure that was recommended to be the most instant and feasible was:

- YPEN can produce the material. The support of Ministry of Education would be useful, but not
surely available and required (none of the teachers could answer who is the right person or
department to contact). So, the production was not recommended to be exclusively based on this
support.

- Then, the material must be approved by the Ministry of Education, so it is allowed to be used in
schools by teachers, even on a voluntary basis. This step is essential, to assure higher participation
by teachers. It is feasible, many kinds of material are approved every year (from organizations,
institutions, NGOs etc.). However, the time required is unknown.

- The material should cover all needs: all ages, all types and forms (e.g. 1 hour programs, 5-6 hours to
be implemented in longer periods, longer programs for Environmental teams etc.), so it fits all
teachers’ needs. It must be interesting and attractive for kids and easy to understand and
implement for teachers.

- ltis better for it to be only in digital format, so it is easier to be distributed. The need for printing
must be minimized, so it can be done locally in schools. However, teachers cannot easily print in
large quantities in schools.

- After approval, YPEN can distribute the material directly to teachers. The teachers will be informed
about the material and the links that they can use, through memos by the regional and local
directorates of Education (they are expected to accept to distribute this information, since the
material is approved by the ministry).

- Regional and local education coordinators, environmental education officers etc. must be
contacted and asked to support. Some of them will provide support and this will be a benefit.

- Further training for teachers is a good idea (for the ones who want to participate), probably
through digital material and webinars to make it easier.

- During the above procedure, there could be a parallel attempt to include the subject in official
curriculums and books, but each procedure should be independent, so they cannot stop each
other. When the program is already ongoing and accepted by teachers and students (possibly 1-2
years later), the integration in curriculums and books may become easier.

- Itisimportant to build a good relationship directly with the teachers and make them often visit and
use the campaign website. In general, they work quite independently, so the relationship with
them is critical. If this relationship is established, things will be easier every year.

- Many teachers are aware of environmental subjects and willing to deal with them, even working
voluntarily (in many cases overtime or in weekends). If someone provides them with information
and support, an unofficial set of volunteers can be gradually created, that will significantly
contribute to the purpose of the campaign. They can be the most valuable ambassadors.

- Something that must be taken into account is that the recent lockdown directly affected teachers
and students. They were forced to use technology, such as distant learning, so they are expected to
be more familiar with digital tools. For example, the use of webinars for teachers would be quite
easier now, comparing to some months ago.

The above information mostly refers to public schools, that host the majority of children. Private schools
are easier to deal with, through contacting their directors / presidents, and they are expected to be positive
to cooperation.
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14.4 Stakeholders’ groups

The following provides an indicative list of the stakeholders that may be involved, divided in categories.

14.4.1 Government / State

- Ministry for the Environment, Physical Planning and Public Works (YNIE@A)
Directorate General of Environmental Policy
Directorate of Waste Management
NSFR Unit of Ministry of Environment, Environmental sector (EYZMEA)
Special Unit for Circular economy

- Hellenic Recycling Agency (EOAN)

- Hellenic Recovery Recycling Corporation (HERRCO)

- Hellenic Solid Waste Management Association (HSWMA)

- Ministry of Interior (local administration, municipalities)

- Ministry of Education, Lifelong Learning and Religious Affairs (schools, universities)
- Ministry of National Defense (military camps)

- Ministry of Maritime Affairs, Islands and Fisheries (ships, marine environment)

- Ministry of Development (possible investments on recycling)

- Special Committee of the Greek Parliament for the protection of the environment
- Regions

- Central Union of Municipalities of Greece (KEAE)

- Municipalities

- Regional/Local Development Companies (connected with regions or municipalities)

- Public sector services and authorities

14.4.2 European / International Organizations and Institutions

- DG Environment and DG Regio of the European Commission
- UN Environment Programme (UNEP) Greece
German-Greek Assembly (DGV)

14.4.3 Political parties and Foundations

- New Democracy

- Syriza

- KINAL

- The Ecologists Greens

- Organizations controlled by political parties
- Members of the Hellenic Parliament
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14.4.4 Miilitary

Military camps / ships Commanders (through the Ministry of Defense)
Administrative staff
Soldiers

14.4.5 Education

Consultation with authorities / Design, production and distribution of material / Special activities.

Schools (all levels / through the Ministry of Education, or directly for private ones)
School children
Teachers, educational staff
School directors, administrative staff
Universities and professional schools (directly)
Students
Professors, educational staff
Universities’ administrative staff
Environmental Education Centers
Greek Association of Environmental Education teachers (MEEKIME)
Scouts, children and youth clubs and associations
Playgrounds, children fun parks, children museums etc

14.4.6 Businesses, corporations

Consultation with larger corporations and associations / Designing of cooperation.

Companies involved in recycling
Private sector general
+ Producers (also users/producers of packaging or other recyclables)
Retail sector (e.g. supermarkets, grocery stores etc)
Transportations (airlines, ship lines, trains and buses companies etc)
Food and beverage, tourism
Shopping Malls
Motorist Service Stations & Parking areas on motorways
Others (communication addressed to head officers and employees)
Business Associations
Hellenic Federation of Enterprises (2EB)
Federation of Industries of Greece (3BE)
Federation of Hellenic Food Industries (2EBT)
Hellenic Federation of Trade and Entrepreneurship (EZEE)
Hellenic Confederation of Professionals, Craftsmen & Merchants (FZEBEE)
Hellenic Hoteliers Federation (M0Z)
Hellenic Association of Travel and Tourist Agencies (HATTA)
Pan-hellenic Federation of Restaurant & Related Professions (IMOEZE)
Greek Ports Association (EAIME)
Greek Marinas Association
Hellenic Corporate Social Responsibility Network (CSR Hellas)
Professional bodies / Chambers (Technical, Commercial, Industrial, Professional)
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14.4.7 General public (adults)

Special activities / design and production of material / Consultation with authorities

Heads of households
Employees

Elderly

Others

14.4.8 Media (national, regional, local)

Consultation / Designing of cooperation / Design and production of material / Press office

TV stations

Radio stations

Print (newspapers, magazines)

Digital media

Social networks

Media / Pages / Journalists focusing on environmental subjects
Influencers

14.4.9 Research and scientific Institutions

Consultation / Special activities and events

Hellenic Center for Marine Research (EAKEOE)

Inter-Balkan Environmental Center

Centre for Research and Technology Hellas (CERTH)

National Center for the Environment and Sustainable Development (EKMAA)
European Center for Environmental Research and Education (EKEMNEK)

14.4.10 Cultural clubs and institutions, church

Consultation / Designing of cooperation

National and local cultural clubs and institutions
National and local church authorities
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14.4.11 Non-Governmental Organizations for the Environment

Consultation / Designing of cooperation

- WWEF Greece

- Greenpeace Hellas

- Laskaridis Foundation

- Network for Maritime Environment (diktyogiatithalassa)
- Hellenic Marine Environment Protection Association (HELMEPA)
- Hellenic Society for the Protection of Nature (EEN®)

- Ecologic Recycle Company (ECOREC)

- Hellenic Solid Waste Management Association (EEAZA)

- MEDSOS Network

- Medasset

- iSea

- Archipelagos Institute for Marine Conservation

- Arion Research Center

- Archelon

- Mom

- Aegean Rebreath

- BOROUME (food donations)
- Smaller, specialized NGOs (e.g. Cigarette Cycle, Network for Supply and Demand of free items —
xariseto etc)
- Various NGOs of a smaller scale, national or local
- Clubs and associations related to the environment and activities in nature
Nature, hiking, climbing, camping
Sailing, diving
Hunting, fishing

14.4.12 Special teams

- Olympic athletes
- Internationally Awarded artists, researchers etc.
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14.4.13 Stakeholders and tools matrix

Here are the basic stakeholders’ categories and some alternative communication tools. The marks (1-3)
show the impact of each tool to each category. The tools with higher impact are the more powerful ones
for this category.

3= Higher impact, 2= Medium impact, 1= Lower impact

Ambassadors etc
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14.5 Translations in Greek

14.5.1 EVOEIKTIKN EKTIHNON KOOTOUG

To KOOTOG TWV EVEPYELWV Elval SUOKOAO va ekTipnOel, adou efaptatal and MoAAEC MOpAPETPOUG. MLa TTLo
OKPLBNC ekTipunon Umopei va yivel PeTd Tov KaBopLopo twv mpodlaypadwv kabe evépyelog. EmutAéoy, To
TIPAYUOTIKO KOOTOC Ao To BABUO XpHoNg ECWTEPLKWV I EEWTEPIKWV TIOPWV (TL.X. XPHON EEWTEPIKWV
oupBoUAwY, L&KWV 1 eTOLpLwY KATT). Mavtwe, SIveTal pLo eVOEIKTIK TIPOCEYYLON KOGTOUC VLA TIG
TIPOTEIVOLEVEG EVEPYELEC, XWPLOUEVEG OE TEOOEPELG KATNYOPLEC KOOTOUG:

| €0-€1,000 | €1,000-€10000 | €10,000-€50000 |  €50,000+ |

Kootog o€

Evépysla 000 €
(ETRouwo)

YNOZTHPIKTIKH AOMH

JuvtovioTikr) opdda YMEN 0

Enadég oe aAla Yroupyela 0

Ipadeio Tumou 18-24 Me g€wtepLkn UTOOTAPLEN

I'vwolakn Baon 0-5

IXESLOOUOG KoL TTapaywyr UALKOU 50-100 Avaloya pe l60¢ Kal ToooTNTA TOU UALKOU

Above the line dtadnruion - Aev mpoteivetal

10TOTOMOG KAUTAVLAG 15-25

Edappoyn KvnNTtwv CUGKELWV 2-5

Kowwvika diktua 12-24 Anpoupyio KoL XeLpLoPOg

Aiktuo pecBeuTwV 12-24 Me g€wteptkn UTtOoTAPLEN, XWPLC EKENAWOELG

MPoowrkoTNTES / SLOUOPPWTEG YVWING 6-12 Me e§wTepLKn UTIOOTAPLEN, XWPLG EKONAWOELG

E€wtepikoi cUpPBoulol / etalpieg

MAIAIA

KaBiépwaon oxoALlkol aVTLKELUEVOU - Me xpron ECWTEPLKWV TOPWV

MNakéta 6pactnPLoTATWY yLa 15-45 AnokAelotikd og Pndrakn popdn

EKTIAULSEUTIKOUG

Makéta MAnpodopLaKa yLa pabnteg 3-10 ATokAeLOTIKA o€ PndLakn popdn

MAnpodoplakd kévipa oe oxoAeia 0-5

ELSIKEG eVEPyELEG O OXOAela 0-10

Alaywviopol oxoAeiwv 0-7

TOTUKEG KOUTTAVLEG artd TTodLd 0-3 Xwplg e€wtepkolg cupBouAoug

EpyaoTrplo KATAOKEUNG KASOU KOUTTOOTOTT. 0-5 Movo obnyleg, xwpig UAKA KOUTAOKEUNG

Emtioke)n eyKATAOTACEWV aVaKUKAWONG 0-2 Movo oxeSLaopog UALKOU, Xwpig EKTUTTWON

HAIKIQMENOI

KAMH -35 IxedLoop0g, eKTUTIWON, SLaVoUn

EkkAnoia -30 2xedlaopog, ekTunwon, Stavoun

FENIKOZ MAHOYZIMOZ

Road show Avdaloya pe Stdpkela, £ktaon, Tpoypapua /

- Mpoteivetal oe ouvepyaoia pe LOLWTIKO TOHEQ

Creative outdoor / Graffiti 34-43 EvbelkTiko kdoToG 4 onueiwy, Xwpig evoikio/TéAn

Creative outdoor / NtUoLuo oxnudtwy 22-43 EVOELKTIKO KOOTOG yLa 10 peydAa oxnuata, xwpig
£vVoiKLo/TEAN

AtadiktuokEg ekSnNAwoeLg / Staywviopol 0-3 Ava Slaywviopud

EkSNAWOoELG evuEpwaong TUTIOU

EMIXEIPHZEIZ / AHM. & 1AIQT. TOMEAZ

AwaBoUAevon e evlladepopeva PEpn 0.3-0.5 Huepnotlo k6otog cupBouiou StaBolAsuong,
Xwpic €€oda ekTOC €6pag
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14.5.2 EvOelKTIKO Xpovodiaypappo

SXEBLAOUAC, TPOETOWLATIO . Juvexng atloAdynaon, mpocappoyn, Slopbwaelc.

YAomoinon AmoloyLopog ava e§aunvo, avaoxeSLaopog Omou amatteital.

Year:
Q1 Q2 Q3 Q4|Q1 Q2 03 Q4|01 Q2 Q3 Q4(Q1 Q2 Q3 Q4|Q1 Q2 Q3 Q4

YIIOZTHPIKTIKH AOMH HEEEEEEEEEEEEEEEEEE.

SuvtovioTik opdda YAEN

Enadég oe dAa Yroupyeia

Mpadeio Tumou

M'vwaolakn Baon

IXESLAOUOG KO TTapaywyn
UALKOU
Above the line Stadruion

|10TOTOMOG KAUMAVLOG

Kowwvika diktua

Aiktuo mpeofevtwv

Mpoowrkdtntes / Stapopdwtég
yVwoung
E€wtepikol cupBouloL / eTalpieg

NAIAIA

MakéTa 5pacTNPELOTATWY YLo
EKTIOLOEUTIKOUG

Makéta mAnpodopLakd yla
pabnteg

EpyQaotrplo KaTtaoKeung kadou
KOWUTTOGTOT.

MAnpodopLakd kévtpa oe
oxoAeia

EL8IKEG eVEpYELeG O oXoAeia

Emiokedn eykataotdoswv
QVOKUKAWONG
Alaywviopol oxoAelwv

TOTIUKEG KOUTTAVLEG ATTO TTOLSLA
NEOI

Mavemotuia

TpaToC
HAIKIQMENOI

KAMH

EkkAnoia

FENIKOZ NMAHOYZMOZ

Road show

Creative outdoor

AwaSiktuakég ekdnAwoelg /
Staywviopot

EkSNAWOELG EVNUEPWONG TUTIOU
ENIXEIPHZEIS / IAIQTIKOS &
AHMOZzIOZ TOMEAZ
AwaBouAeucn
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