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Foreword
Communication as a tool for citizen participation
Communication plays a fundamental role in the social process of environmental education.
Without this indispensable tool, citizens have no access to information that may foster
attitude changes and the full exercise of citizen participation.
The Communication Strategy for solid waste management in São Paulo must be understood
and welcomed under that basic premise, as well as all initiatives related to the document.
Developed in a collaborative process that brought together the Municipal Secretariat of
Services, ISWA and Abrelpe, the Plan covers different aspects on the topic, such as
governmental dialogue with companies, adoption of good practices by institutions and
broader sectors in society. The inventory of several actions carried out in the city and
suggestions for improvement of these projects are also included. In short, we seek to bring
the most effective understanding among the leading actors involved in this debate.
Noteworthy is that whereas recognising the progress in waste management in recent years,
the Plan points to the future, thus it will certainly be an important compass in building an
increasingly cleaner and more sustainable city. Aware of the goals accomplished, let's look
forward to new achievements!
Simão Pedro Chiovetti
Municipal Secretary of Services
.
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Executive summary
The challenge of implementing modern environmental solutions for the treatment and recovery of
solid waste in the city of São Paulo requires courage, determination, innovation and resilience. The
technical and human dimensions of the solutions to be implemented are as large as the approximately
12 million people and 4.7 million tons of municipal solid waste they produce per year.
To deliver efficient information to such a large number of people is a challenge that shall be faced
professionally, in alliance to the technical decisions to be implemented, so that behaviour changes
become a reality in the shortest time possible.
This Strategic Environmental Communication Plan focused on solid waste management is the result
of Activity 2.2.5 - Preparation of a communication strategy to promote citizen awareness about
recycling and selective collection of solid waste, developed under the Second Phase of the Assessment
Project of the Climate and Clean Air Coalition Municipal Solid Waste Initiative (CCAC MSWI).
Implementation is carried out by the International Solid Waste Association (ISWA) and local
coordination is under responsibility of the Brazilian Association of Public Cleansing and Waste
Management Companies (ABRELPE). The first phase of the project included diagnostic procedures and
the design of an Action Plan for the city of São Paulo, in agreement with goals and objectives of its
Integrated Solid Waste Management Plan (PGIRS); in its second phase, the project aims at providing
technical and strategic guidance on compliance with the Action Plan, training on operation of waste
treatment units and on public communication.
In the process, we were able to listen to organisations responsible for planning and implementing
continuous improvement processes in solid waste management. It also allowed to determine which
measures have already been adopted, and to identify success and failure, expectations and decisions.
Along the development of this project, we have acknowledged the enormous potential of the city of
São Paulo to improve communication actions, as a consequence of the work around solid waste
management. Existing database are still limited, and the city demands the definition of a leading
coordination team responsible for communication and environmental education, with the ability to
work cooperatively so as to achieve results that benefit all.
The document considers successful experiences from around the world, suggests feasible
implementation, and presents some communication solutions for the many challenges to come. These
challenges refer to the volume of separate collection for dry and organic recyclables waste,
implementation of solid waste recovery units, identification of target groups and the most effective
communication actions regarding the quality of messages to be transmitted.
As important as defining technical strategies for recovery of solid waste in the city, is the definition of
an integrated environmental communication strategy which allows presenting the various solutions
proposed and promoting engagement and awareness of citizens and key stakeholders. This work is
not a mission for a single individual or organisation - it is a collective mission demanding partnerships,
alliances and motivation of all São Paulo society.
The current conditions are favourable and we are certain that São Paulo meets the necessary
conditions to be a world reference in successful implementation of an environmental communication
strategy allied to technical options for waste management, and that this experience can be replicated
in cities with similar dimensions.

Ana Loureiro
Lead Author
ISWA Specialist in Environmental Communication
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Introduction
The city of São Paulo is a challenge case in many areas, not only for its geographical and human
dimension, but also for the complexity of the organisational structure in management. Management
of municipal solid waste, for its grandeur and peculiarities, is a responsibility of the utmost importance
to ensure all salubrious conditions are fulfilled, as well as public health, environmental protection and
life quality to everyone.
São Paulo faced a significant urban sprawl, especially in the last 110 years. Human settlement, that
used to be held only in central areas of the city, has been extended, in a process intensified by
industrialisation, expanding the urban area. Thus, there was a steep increase in population. The last
census of the nineteenth century in the city of São Paulo indicated 240,000 inhabitants (Prefecture of
São Paulo - Census 1900); currently, this value is 11,895,893 (IBGE, 2014), a sprawl that inevitably
demanded more space for housing in peripheral areas. Added to urban sprawl, another key factor is
migration. According to the Brazilian Institute of Geography and Statistics (IBGE, 2010), 35% of the
population live outside the city where they were born, a fact that contributes to the increase in
number of inhabitants of the largest cities, especially São Paulo. In this context, the acculturation
process in the city involved a multitude of people of different ethnicities. In the twentieth century,
with agricultural development, there has been migration of people from various regions, intensifying
the metropolisation phenomenon, leading to the mixture of cultures (Baeninger, 2005). Given these
factors, it is complex to establish communication initiatives that are able to reach everyone.

CCAC, Solid Waste Management - City Profile, 2015.

To define and implement an environmental communication plan accompanying the city's strategic
decisions, its necessary to follow the process from the beginning and provide information to the
public, not only about the plan for future, but also about the current stage of the project development;
and, eventually, communicate reasons for corrections that have been made.
To participate in discussions and reinforce the need to invest in infrastructure and human resources
to ensure management of municipal solid waste are activities that require the development of
3

appropriate communication strategies aimed at various audiences, so that they understand the
reasons for the decisions taken by its leaders. Communication also helps citizenry to assume their role
as citizens, in this case, that means to produce the least amount of waste and to send the waste
produced to environmentally proper solutions available.
This is an ongoing mission, and those who lead the process must face the problem - most part of the
citizenry do not feel informed, nor realize that keeping the city clean is a responsibility of every one,
that is, waste management service has an environmental, economic and social cost that must be
shared by all.
The act of simply delivering information to the population isn't enough, it is necessary to build a sense
of belonging, an emotional bond that allows the improvement of attitude towards the city. Attitudes
such as discarding what is now regarded as unnecessary shall be replaced by attitudes that can recover
value of things people see as garbage.
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Environmental Communication
Environmental Communication (EnvCom) is a planned and strategic use of the communication process
to support development of effective policies and implementation of projects that are able to promote
environmental sustainability.
In Environmental Communication, OCDE, 1999
Communication is a continuous process; defining goals to accomplish and looking for strategies to
make communication effective allow better reception and interpretation of messages.
Communication is always going on: if one decides not to communicate, silence, lack of words and
contact shall continue to be interpreted, for or against will.
According to The Organisation for Economic Co-operation and Development (OECD), planning
communication processes implies a perception that citizens do not make direct links between
personal behaviour and environmental improvement.
There is a long road between what is Said and what is Done. It is important to deconstruct
misconceptions. This is about realizing that what is said is not heard yet; and what is heard is not
understood yet; what is understood is not yet approved; what is approved, it is not executed yet.

3R Communication: Responsible, Rational and Relevant
Reporting issues about the environment concerns the global community, so the responsibility and
credibility of those who report influence the way the message will be received from broadcasting. This
is one reason for associating to concepts such as the 3R Communication: Responsible, Rational and
Relevant.
5

Planning a communication campaign encouraging people to separate their waste will not conform to
any of these concepts if the campaign does not coordinate technical resources for the beneficiary to
act as they are being advised to.
How to motivate urban dwellers to adopt good environmental practices, if their leaders or
organisations do not cultivate them? Setting an example of good environmental practices increases
credibility of those who communicate.
Just like children, all of us learn from experience and from attitudes and examples we are exposed to.
Likewise, messages that require behaviour change are better accepted if they come from those who
practice what they teach. Unfortunately, there are some bad examples of environmental
communication, such as “greenwashing”, which, shortly, is when companies or organisations convey
messages with environmental content that does not apply to the products or activities they actually
develop.
Becoming an example involves taking measures as an individual, within the family and in cultural,
religious, sportive or political associations. In short, it consists of being a citizen and promoting
citizens' association, assuming economic, social and environmental responsibility.

Planning before acting
What is the purpose of a piece of communication? This definition shall be of great relevance. What
do we want? To inform, to discuss or to involve? For each of these questions, there are several
alternative answers, and they all start with planning. For defining objectives, it is possible to use the
SMART methodology: Specific, Measurable, Achievable, Realistic, and Time-bound.

It all starts at the diagnosis - the more realistic and detailed information you get, the better. However,
the diagnosis should be focused on specific objectives, and it should not take very long time to be
produced. There is always research work to do and you need to move forward.
Another factor of great importance is the definition of target groups - communication is oriented in
terms of language, time, resources and investment on the basis of audience characteristics. To
accurately determine who is being addressed influences the amount of success of your actions; it is,
therefore, a fundamental task.
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Then, it is time for the action plan. This is the step in which we define what to do with human and
financial resources available, duration and location of the project, and means of monitoring and
evaluating the process. The action plan should be put to work, monitored and adjusted whenever
necessary.
After implementation, or at any time scheduled, analysis and evaluation shall be carried out,
conclusions shall be developed, and, often, the beginning of a new phase is settled.

Internal environmental communication applied to
municipal solid waste management
For a more targeted communication into the theme of municipal solid waste, reference should be
made to a consolidated hierarchy of content priorities, endorsed by environmentally responsible
organisations: waste prevention and reuse; recycling; energy recovery; adequate disposal. Any
organisation that intends to promote environmentally friendly behaviour, should adopt these values
within the organisation: we believe message shall be supported in attitudes. This hierarchy of content
priorities in solid waste management can be translated into good internal communication practices,
as shown in the following table.
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The beginning of this process involves adopting good environmental practices in each organisation
and setting an environmental position based on solid foundations. In addition to implementing energy
efficiency practices, internal waste management and efficient use of water, there are ways to send a
message to the internal public in order to show value for all these measures and make employees
ambassadors of the institution and of environmental causes.

Message content
The content of the message should be defined according to the goals of the campaign. It is always
important to bear in mind that conveying more than one message is to reduce the success of the
initiative. There are, however, ways to highlight the main idea (the message that will stick to the minds
of the audience), adding supporting ideas.
When the goal is to give information about waste prevention and reuse, messages should focus on
every and each material and the good practice to adopt. As a rule, it is the organic waste that responds
to the greater amount of all the waste produced, so preventive messages should focus on the combat
to food waste (with social gathering food programs and nutritional implementation programs), as well
as campaigns dedicated to household and community composting (diverting organic matter from the
amount destined to landfills or recovery facilities).
There are many good examples to observe, such as Re-food (Portugal). Re-Food is an independent
organisation, run by citizens who voluntarily integrate an eco-humanitarian charity community, which
works to eliminate food waste and hunger in every neighborhood.
Re-food operates in and for the community, working without wages and avoiding all cost or
investment that do not serve its mission. Results achieved are significant. More information about
this project can be found at: http://www.re-food.org/pt
When the topic is household and community composting, the message content should be focused
on the procedure of composting. It is also important to deconstruct the idea that composting is a
difficult procedure to carry out at home. It should be helpful to refer to successful initiatives, such as
the one promoted in the town of Bareggio, province of Milan, and all around Italy, where training and
debate sessions on the topic are being offered to a variety of target groups.
When the theme is recycling, action does not only depend on the participation of citizens in the
process of sorting organic matter from dry waste, but also on the ability of the city to collect the
separated waste, and to manage dense flows of information between different actors.
Messages delivered to the population should focus on the reason for adopting the appropriate waste
sorting attitudes, as well as the rules on how to do it, weekly schedules, information on containers for
each type of waste, information services in case of doubts and complaints.
Portugal is implementing new signaling for waste containers, using the same colours, icons and text
across the country. This work was led by “Sociedade Ponto Verde” (www.pontoverde.pt), in close
partnership with all companies receiving waste in the country, so that it was possible to reach a
national consensus on common rules for disposal.
Messages related to energy recovery and final disposal of waste are likely to be informative messages
about the activity of companies and organisations responsible for receiving, recovering and disposing
material.
These messages do not need to promote attitudes involving reception of raw material, but rather to
report on how these companies work, if they comply with regulation and safety rules, if they show
indicators and operating results, among other technical information for public consult.
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Those engaged in this activity should be agile to the need to respond to contact and complaint.
Developing positive communication is also important, such as offering visitation dates, engaging in
civil celebrations, participating in local events and monitoring committees. Developing the ability to
communicate in moments of crisis is also desirable.

Refood / Sociedade Ponto Verde / Bareggio
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Where are we now?
Over the past few years, the city of São Paulo has put considerable effort in the implementation of
technical decisions which constitute the first steps for the recovery of solid waste produced by the
population. The closure of spots of irregular disposal throughout the city and concession contracts
with the Municipal Authority of Urban Cleaning (AMLURB), the regulatory public entity of this sector,
are two of the experiences interesting of mentioning. At the time of this writing, concessionaires in
this area were responsible for the operation of two landfills, three transfer stations and two
mechanized sorting plants. Similar to what happens all over Brazil, in São Paulo, informal work in this
activity is robust, accounting for 20,000 waste pickers and 72 organisations, from which 21 are
cooperatives and associations (1200 waste pickers) supported by the city government.
In 2016, investments were made in the search for social solutions that could integrate the potentials
of cooperatives. The celebration of contracts with these associations should be mentioned, as a form
of bringing new models of participation in this market, which should be supported and regulated.
Nevertheless, São Paulo is a megacity: its 12 million inhabitants produce 4.7 million tons a year of
municipal solid waste. This management challenge has been converted into a strategic plan,
Integrated Management of Solid Waste Plan (PGIRS), published in 2014.
The city will diversify technical solutions for recovering municipal solid waste: expansion of dry waste
collection system; beginning of separate collection of organic waste from households; promotion of
domestic and community composting; construction of new sorting plants (of medium and large sizes)
and new units of mechanical-biological treatment and composting.
The manner in which such large number of simultaneous technical decisions will be made operational
is surely a case study to be monitored. Robust investments will certainly be necessary, but also
strategic vision and strong leadership that should rather be a collective decision for the future of the
city, than submitted to electoral interests.

Environmental education and communication
The followings are some of the most significant activities on environmental education and
communication in the last two years:
a) Campaign "Eu jogo limpo com São Paulo", in which the meaning of the word “jogo” (play, throw),
and the meanings of the word “limpo” (fair, clean), lead to two interpretations of the slogan: “I act
fairly” (when) “I throw things in the dust bin” (because) “it helps keeping the city clean”. The
campaign was promoted by municipal authorities and the Union of Municipal Cleaning Companies
of the State of São Paulo, (SELUR), in 2014. It aimed at strengthening the concept that the
population has an essential role in cleaning the city, especially when not littering in public places.
More information at: http://www.capital.sp.gov.br/portal/noticia/845#ad-image-0
b) Project "Compost, São Paulo", released in 2014 by the company “Morada da Floresta” with the
support of municipal authorities. 2,006 domestic composters have been distributed, reaching
7,033 residents and ensuring that 2,525 more people started to compost their organic waste on
their own. This initiative works on promotion of home composting as a good practice to be
cultivated and passed on to others. High quality teaching materials and suitable strategy of
approaching the target group have been essential qualities of the project.
More information at: http://www.compostaSãopaulo.eco.br/

10

c) Bioplastic bags distribution campaign for home use, promoted by AMLURB since 2015, providing
two-color bags, one for dry recyclable waste packaging (green bag), and one for other solid waste
(gray bag); there is a third idealised bag, brown color, to pack organic waste.
More information at:
http://www.prefeitura.sp.gov.br/cidade/secretarias/servicos/amlurb/noticias/?p=188477
d) Promotion of lectures, debates and visits to local waste management facilities, promoted by
several entities;
e) Campaign "SP Kind City", an initiative from the concessionaries Ecourbis and Loga, with the support
of the City of São Paulo, presented in 2016, which combines art, a web-series, news and services.
This campaign aims to create a dialogue with the public about the issues involving recycling,
selective collection and generate experiences that are positive in the daily relationship with waste.
More information at http://spcidadegentil.com.br/

Eu jogo limpo com São Paulo/ Composta São Paulo / SP Cidade Gentil / lectures, debates and visits / AMLURB
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Problems and solutions
In the second phase of CCW MSWI City Assistance Project, a workshop for training and exchange of
experience in strategic environmental communication was held on January 20th, 2016. The workshop
focused on solid waste management and it was attended by main actors of the project and leaders of
key organisations responsible for solid waste management in the city of São Paulo.
During the workshop, participants were asked to list problems and possible solutions in order to
improve environmental communication on solid waste management in the city.
From the list of problems, we would like to emphasize the following:
1. Poor interest on the subject – solid waste management is not at the top of citizens' agenda. Poor
interest is reflected in low adherence to waste sorting and to using compost from organic waste.
Citizens do not feel they have their own responsibility for cleaning the city or are unaware about
the cause / effect of their attitudes;
2. Deficit of planning and evaluation of campaigns and communication services – campaigns are
discontinued and they are not in agreement with entities working in the area. The absence of a
standard visual identity also does not facilitate communication to citizens;
3. Inadequacy of information and little uniformity in communication between all agencies and
entities that promote solid waste management among the population;
4. Absence of good examples to be followed - distress between what institutions say and what they
do: institutions communicate the need for behaviour change by the population, but do not act as
advocated;
5. Lack of human, financial and logistical resources;
6. Negative perception by the population about the existing equipment for treatment and recovery
of solid waste.
From the solutions listed, we would like to emphasize the following:
1. The need for a solid public policy that explicit laws and provides mechanisms to ensure
compliance with the law; that guarantee long-term investment in implementing environmental
education policies; and that put urban solid waste as priority on the city agenda;
2. Defining an operational action plan, which shall present clearly the form of articulation between
all entities (public and private) and shall transmit specific and useful information to citizens (e.g.,
waste collection weekly schedules);
3. Setting good waste management practices in our own organisation, so that citizens have good
examples to follow;
4. Building up good environmental practices among promoters, organising a common agenda, and
communicating work in progress and results to the public.
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Reliable information for a better planning
Any planning process begins with collection of data and diagnosis, in order to create a reference
scenario. This step is important to ensure that solutions to be adopted are as suitable to reality as
possible. Nevertheless, it should be a limited process, that is, planning should bring clear deadlines
for data collection and analysis.
Sources of information are key for data collection. They should be reliable and possible to be
recovered. However, experience has shown that sometimes data does not come from credible
sources, still they give clues to either find ways to validate information or to find new sources.

Information sources
As far as official information sources are concerned, it is not unusual that data does not bring enough
detail. Yet, creativity must play its role: looking for associations and universities that might have made
research on the field is desirable. Also, it is possible to look for organisations from other sectors of
activity that can help in data collection. However, the government must consider leading the process
of diagnosis.
When implementing collection of organic matter, it is important to identify generators (restaurants,
markets, canteens and households) and to estimate production of this kind of waste. These are central
information in order to cost implementation, as well as to decide on communication strategies. In this
case, it is desirable to survey target groups; the examination of opinions and behaviour are important
to make decisions guided by information that is not available otherwise.

Requests for information and complaints reported to concessionaires are valuable sources of
information on the main necessities of the population concerning solid waste management. If each
and every incoming complaint is seen as an opportunity to get acquainted with beneficiaries, solutions
will emerge. This is so because information needed to improve services will become source for
decision-making.
The whole context of waste management is fragile and undermined by constant exposition to public
opinion. Waste collection is often something to complain about, for different reasons: the container
is too far; the container is too close; collection failed and garbage is accumulating; the floor around
the container is dirty; schedule is not suitable; and many other reasons that make people unhappy.
People also complain of lack of information, misleading information, and also because they did not
pay attention to directions. Usually, technical reasons are at the top of the list of complaints. It is
appropriate to solve technical problems first, and, just then, communicate a new campaign to the
public, since it is not productive to encourage people to recycle packages, if, at the place concerned,
13

collection failures, no containers are available, or the spots where people can bring in their waste are
dirty or full.

Complaint analysis
From the analysis of complaints about solid waste management addressed to the city of São Paulo by
various media (Phone 156 for Customers' Service of the City of São Paulo and Internet:
http://sac.prefeitura.sp.gov. br), from 01/01/2014 to 01/14/2016; comes a list of top five reasons for
complaint:

1. Collection and removal of bulky waste
This is the main reason for complaints, far more recurrent than the other ones. There are several ways
to respond to the problem, although a strong communication strategy is essential (connected to
technical problem-solving). Local campaigns on the types of waste that are collected in the bring-ityourself system and information on addresses for collection; tracking software; community "patrols"
working cooperatively for local supervision; permanent signaling for bring-it-yourself collection
centers; partnership with local stores to give information to consumers in the act of purchase (eg,
how to dispose of a sofa); and publicity on the operations carried out by the Municipality to collect
bulky waste and large objects.
More information at:
www.prefeitura.sp.gov.br/cidade/secretarias/subprefeituras/catabagulho/index.php?p=19780
These are examples of attitudes that can be part of strong communication campaigns to discuss
technical and communication problems.

2. Collection and removal of debris
The second reason for complaints relates to debris. In addition to appropriate technical solutions,
communication strategies are the same as mentioned above. In this case, there should be information
addressing building material local stores, so as to they can provide clients information about the
deposition of debris.

3. Household waste collection
The third most recurrent reason for complaint is lack of garbage collection. This claim can be pursued
on environmental communication by mapping complaints to identify areas of the city where
management of waste must be reconsidered, and where there is no public system operating at all.
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4. Cleaning of public roads
The fourth position in the rank is dissatisfaction with cleaning on public roads. This aspect requires
improvement, in addition to local campaigns and the mapping of areas where the problem in
perceived. Communication should aim at rising awareness in order to take citizens to cooperate,
keeping the city clean, and avoiding improper disposal and waste disposal at improper places.

5. Street sweeping and cleaning
The fifth position is similar to the fourth, but it is focused on sweeping and cleaning service. Beside
improvements to be made in these services, mapping allows understanding which areas of the city
present the same problem, and, once again, it makes awareness campaigns to inhabitants possible.
One conclusion derived from this analysis is that the mapping of complaints is a significant tool to
solving problems reported by citizens, who, in doing so, contribute to improving quality of life at the
cities.
Municipal authorities are able to analyses data and make decisions, not only by providing technical
solutions, but also by responding adequately to the complainant, who should be informed on what is
being done to minimize problems.
Acknowledgement of recurrent problems being reported by population enables preventive actions
that guide strategic communication actions. Addressing these aspects that cause discontent can occur
either by providing detailed and specific information through channels that effectively reach the
citizen, or by guiding future behaviour in order to curb deviations.
To dialogue with the citizen who complains is a way of demonstrating that the City is attentive to the
needs of the population, but it is necessary to give realistic and well-founded answers, so as to
guarantee that institution's credibility is strengthened. The objective is that claimants can tell others
the story about how services were good, and how this action was important to the city.

Target groups in São Paulo
When it comes to communication challenges, the first question one should ask is who to communicate
with, that means, what is the group? What is the target? And what position should be adopted? Target
groups definition is fundamental to draw suitable strategies, and appropriate means and investments.
The more targeted the message is, the greater the chance of success.
One of the strengths of this project development is to have permeated the network of contacts and
partnerships involved, which allowed rich and detailed compilation of information about specific
audiences when defining an action plan or a campaign with the theme of solid waste for São Paulo.
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Target groups for strategic environmental communication were identified after the first contact with
organisations and the completion of the strategic environmental communication workshop with
participation of main actors to the project. The table below brings target groups and numbers.

Tables on attachment are the result of data collection gathered by the team responsible for
implementing this document, between December 2015 and February 2016. They are groundwork for
all those who need to define target groups of a campaign or communication action. Data are
presented by sub-prefecture; blank cells are information that could not be found during the time this
document was being prepared.
Sources of information were all official, with emphasis on the information provided by the City of São
Paulo.
Although target groups have been defined and quantified, campaigns or communication actions do
not always fit such group distinction. For example, carrying out separate collection of organic waste
in a particular area of the city or along a route defined according to technical criteria, may have as
target groups large generators and families - the approach to each audience is different, as are
different the amounts of waste generated and the needs and concerns of each.
This is the starting point of a diagnostic approach to audiences that have a lot to say about the city.
The end point depends on desire and ability, diagnosis may vary in extension of detail, depending on
the objectives of the communication project.

Consumer behaviour
When communication aims at changing behaviour, it is necessary to consider messages that lead to
action. Acknowledging who and how many are the target groups is a first step. If an organisation wants
to promote recycling in a particular place, either at an early or at an advanced stage of action,
consumer habits shall be surveyed, such as what are the conditions of living and collection system
16

installed at the site, among other things. Often, the most peculiar detail about the way of life of the
audience give the right clues to whether action will make a difference and lead to a voluntary and
informed membership.
Consumers are whom campaigns are designed to and the ones to influence and motivate behaviour
change. The better the information gathered on consumers' behaviour, the easier you can
communicate with them. It is not the most elaborate and expensive campaigns that accomplish goals,
but those that hit the heart of the problem and are the levers of change. There will be cases in which
change might require numerous efforts, but there are also cases in which personal contact with the
leader of a group is enough (eg, trade union representatives, religious leaders are often opinion
leaders and behaviours promoters accepted in society).
Consider, as an example, that one wishes to develop a communication campaign to families at a
determined community, key information to survey are listed in the table below:
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Communication strategies applied to the
goals of solid waste management
Environmental communication applied to solid waste management relates to the concept of
education and should be understood rather as a continuous and persistent investment than as a shortterm investment. Like all educational fields of study, environmental education is often perceived as a
marathon, a vocation or even a mission. It is a process that goes through generations, and although it
may have memorable moments of specific actions in time or space, it should rather develop as part
of the culture of a society. For this mission to be faced and envisaged for the future, it demands
strategic and planned investments of time and other resources, in order to profit from human and
economic investment.
This is a task crafted by society on several fronts - teachers, technicians of municipalities, companies
with public responsibilities in the sector, private and state sector, and media. In order to optimize
resources in which many partners are developing similar or complementary work, the ideal situation
would be a coordinated network led by public authorities, based on a national strategy. Even though,
in most cases, it is not how it happens. In spite of the fact that many countries are witnessing
widespread unconcern for partnership strategies designed to promote environmental education as a
purpose, or a mission, some laudable initiatives are arising from different organisations and
individuals committed to changing such pessimistic scenario.

Communication strategies by content
As it was mentioned before, we intend to convey multiple messages regarding solid waste. These
themes obey a hierarchy of priorities: prevention, reuse, recycling, recovery and final disposal.
Each of these themes has its specific approach, which must be worked bearing in mind the
characteristics of target groups. Whatever the action is, it should be framed in an integrated strategy.
It should always have a clear visual sign in it, with the follow information: the names of the promoters
of the action, how to know more about the action, and its relation to a larger strategy.

1. Avoiding waste generation:
a. Promote actions of domestic and collective composting, and develop programs to enable the
participation of citizens.
Examples: composters offer, complemented by a program of training and awareness actions
(face-to-face, web-based or other formats); implementation of community gardens that include
shared composters; distribution of the compost produced by the users and community;
organisation of workshops and publicizing and promotion events; practical guides (printed and
digital versions).
b. Promote actions against food waste, highlighting social, economic and environmental gains.
Examples: Promote structured and volunteer services to collect ready food or leftovers in good
condition in restaurants, canteens, hotels, markets, catering events (among others); Acquire the
necessary means for food preservation, in order to guarantee the best condition of food; Establish
partnerships with trusted entities to register families or needy citizens and to entitle them to the
food products reception service; Promote partnerships with organisations that can deliver their
remaining food; Promote programs associated to nutritional advice; Promote the dissemination
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of this good practice and associate it with actions against hunger and poverty as a social lever for
the implementation of projects.
c. Promote family and organisation aimed campaigns (with the suitable language for each), with
practical examples to show that the economy of resources leads to money saving.
Examples: Storing food in reusable containers (instead of using aluminum or plastic film paper);
Avoid the use of disposable tableware or napkins; Promote the use of reusable bags (with the
obligation to purchase them from the trade and the provision of bags); Promote the use of
shopping lists; Promote the purchase of family packs or bulk products; Promote the adoption of
post box stickers that declare not to receive unaddressed advertising; Promote the use of
electronic invoice service; Promote the acquisition, when available, of products of local or
national origin; Avoid unnecessary document printing, and consider double sided printing or using
scratch paper whenever possible..

2. Waste reuse:
a. Promote the reuse of materials to families and organisations, highlighting that this practice can
increase lifetime of materials and saves natural and economic resources.
Examples: Promote "exchange fairs" or "open garage day" in specific days and locations to foster
occasions when people may bring in material to sell or trade; Promote web pages aimed at selling
or trading goods no longer required; Promote repair services of electrical and electronic
equipment, as well as furniture and other goods, with participation of the community; Support
the donation of unfitted or no longer needed clothing to networks of reputable entities that
ensure their distribution to poor people; Promote the creation of waste exchanges by companies
and foster the participation by other entities; Promote workshops with information concerning
material reuse that may disseminate the benefits of reuse.

3. Waste recycling and its transformation into new objects:
a. Promote the recycling of materials, emphasizing that this practice lowers the use of original raw
materials, saves space in landfills beyond being a practice that boosts the economy and creates
jobs.
Examples: Promoting awareness raising actions and visits to recycling plants and recovery of
waste, so that more people come to know the process and may testify to its viability; Promote
partnerships with companies and organisations, in close collaboration with public and/or private
entities responsible for the selective collection of waste, to foster the selective collection in
offices, schools, restaurants, public spaces - the disposal sites should be well indicated and should
contain information and/or proper training to all those involved in the process (from top
management to the cleaning staff); Ensure that urban events (like music festivals, races and
marathons, city festivals, sporting events, among other) become "Eco events", making sure that
conditions are given for participants to separate their waste and information is accessible; Foster
the association of recycling work and social causes in which part of the revenues from the
environmental gains of a particular initiative may contribute to a community cause.
b. The rules of waste material separation should be as simple as possible, and it should apply to as
many communication media associated with recycling as possible.
Examples: Standardise the rules and the array of colours associated with selective collection and
make them applicable to all materials; Information regarding materials that can and materials
that cannot be disposed in which containers should be conveyed in simple language - this
information should regard the materials collection priorities, and in the case of information
regarding materials that cannot be disposed and where, priority should be given to materials that
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are mostly disposed wrongly or the ones that most drastically interfere in the screening process;
Produce compelling communications media that can disseminate information to as many people
as possible, via posters, flyers, magnets to put in refrigerators and detachable adhesives;
Standardised communication should be available in all containers with stickers or nameplates.

4. Energy recovery:
a. This is an initiative that concerns more the entity that receives the waste that were not saved,
reused or recycled than the consumer. We must view the energy recovery process associated
with such material a process still possible even with materials that reached this stage.
Examples: Explain and demonstrate in simple fashion how to obtain energy from waste (from
biogas generated in landfills or anaerobic digestion processes, or through incineration processes)
- If conveyed in a simple, graphically appealing and easy language, this technical complexity can
be more easily grasped by the consumer in a very short time of his attention; Produce
communication materials with different levels, considering charts with data and technical
information aimed for the industry and technical personnel, and charts with more simplified
information for the general public; Promote open days in waste recovery plants, occasions
properly structured so that visitors can receive free and accessible information on place; Enhance
the role of this initiative in the waste management hierarchy and its importance in the diversion
of waste from landfill (when justified).
b. Pay attention to the safety of installations and their social, economic and environmental
performance in order to anticipate responses to the legitimate concerns of the population.
Examples: Assuming the existence of monitoring programs regarding plant activities, it is needed
to present its results not only in reports conveyed in technical language, but also summaries
prepared in a more simple and accessible language; Ensure the dissemination of information
destined to local officials and to the vicinity of waste recovery plants, as well as to all stakeholders
(workers' committees, trade unions, neighborhood associations, NGOs); Ensure social
responsibility actions for the neighborhood near the facility; Promote scheduled visits to facilities,
in order to ensure the highest degree of transparency in the company's activity; Ensure an
effective service designed to answer inquiries and complaints, to enable that adequate and
correct information be given to the incoming contacts; Develop a procedure and a guide to crisis
management (not only technical crisis but also communication crisis) and ensure the right training
be given to all personnel involved.

5. Final disposal:
a. This is the action that ends the waste management hierarchy, although it is so often the one that's
used on larger scale. We must however understand its key role in ensuring public health and its
key role to establish the difference between landfill and dump.
Examples: almost all actions indicated in the previous case apply, with some particularities,
emphasizing the differences between landfill and dump, including those related to the safety of
waste disposal and to the advantages in biogas recovery and in slurry treatment (where
available).

Implementation of separate solid waste collection
Before establishing strategies for separate solid waste collection, it must be clear if the starting point
of the action is phase zero or if the action already develops at a further stage. The difference between
these two approaches is the greater demand for knowledge in cases when the action is already in
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course because in these situations the consumer has developed opinions on the subject, due to past
information and experiences. When the action starts from zero, there's the advantage of novelty that
usually gathers more attention on the subject, but, in this case, there's the need for more information.
It is essential to recognize limitations and seek contributions from various areas of knowledge. The
goal of the whole action is to consider technical, logistical and communication issues, as well as those
regarding education and culture. It is also worth mentioning that well developed communication
actions adapted to target groups shall impact directly the behaviour of people who work every day in
the industry. A situation in which the citizen is asked to separate his waste, but the employee of the
entity responsible for the collection does not behave the same way, lessens the credibility of the
action. Finally, we must bear in mind that communication works as a strategic ally of technical area.
An action of this type demands collaborative work from both areas with closely aligned schedules and
straight collaboration of technicians on both sides.
Whatever the format of selective collection model to be implemented (if only for packaging, organic,
wet and dry), what follows below is the outline of a plan (or roadmap) of best practices in simplified
form:

1. Target group definition
The goal of next phase is to define who will be the target group for the campaign - the conveyed
message must vary according to the public to which it is aimed at, since the need for information
varies greatly from group to group. A misdirected campaign runs the risk of not being seen at all or of
being misunderstood.
To set the campaign target group, it is necessary to know and define the target groups of the
organisation, both internal and external. After this mapping, actions and initiatives may be more
properly directed and aimed at specific publics, saving resources and reducing error.
As an example, assuming our target is a school level campaign, we must take into account at least the
following public: teachers; students; school officials; educational personnel; cleaning personnel. After
this definition, different strategies of action may be designed, such as those indicated in the table
below.
Too often, a communication campaign is aimed only at students and teachers, and this action does
not get the expected result. It fails to inform schools as a whole of the proper framework, or
sometimes it even fails to inform those responsible for the cleaning and disposal of containers about
the logistics of separate collection.
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2. Starting point — diagnosis
After deciding on the area where the selective collection will be implemented, it is necessary to
consider which stage the selective collection in this specific area has reached. If it is at the zero point,
full coordination between all actions and the technical area must be ensured. It is also important to
establish the target public, the advantage of the novelty factor may be favorably used, and it is
necessary to ensure credibility and coordination to the program.
When the action is aimed at a target public that already uses some model (formal or informal), it is
necessary to get information on these systems of waste collection, taking into account the complaints
and barriers to recycling, the knowledge and experience developed must be used, and the key
messages focused on problem-solving must be determined. When the case is to improve the quality
of the collected material or intervene in areas with poor performance, it is necessary to know in detail
the waste collection system installed, analyse the complaints and problems identified, replicate the
best examples, prepare selective messages and provide constant feedback mechanisms to the target
public.
The diagnosis should strictly regard the facts concerning the reality of the moment for the target
audience. If it is an organisation, consider the availability of human and material resources, constraints
and limiting, dependence on third parties, if opportunities are at hand, among other key factors to
the development of the action plan. External factors should also be taken into account, and are easily
summarised in a so-called PESTEL analysis (political, economic, social, technological, environmental
and legal). After this analysis of reality, whoever is responsible for the action should be able to list the
strengths, weaknesses, threats and opportunities in a model called SWOT analysis.
The purpose of this diagnostic activity is to firstly define clearly where we are before tracing the route
of where we want to go.

3. Setting realistic goals
It is essential to write the goals objectively. First, one should formulate the goal of an action, despite
of greater or lesser amplitude as related to the ambition. To reach the goals, it is necessary to consider
an educational methodology that envisages the transformation desired. The simpler and more
quantified this formulation, the easier its implementation. This outline of goals must be as simple as
the following examples:
a. Implement collection of organic waste on site X, starting on day Y and with regular collection on
day and time W and Z;
b. Increase participation in the selective collection of dry waste from X% to Y%;
c. Ensure regular answering to inquiries and complaints through the X contacts beginning on Y day.
Examples of vague formulations:
a. It is intended to implement a selective collection system in the city;
b. It is intended to ensure the collaboration of the entire population;
c. It is intended to increase the selective collection of dry waste
These ill-defined goals are doomed to failure, because those who read them do not realize what has
to be done and when, turning the program as vague as its goals.
Goals should follow the SMART methodology - Specific, Measurable, Achievable, Realistic, Timebound, that is, to be specific, measurable, attainable, realistic and with a defined duration.
After setting the goals, it is also important to set the indicators, so that the actions can be correctly
evaluated and performed the best way possible.
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4. Position taking
Setting a position is also crucial - Are we innovators and leaders in the industry? Are we accessible and
transparent to all the public? Is the focus in mass communication or is communication rather aimed
at a very specific target group? Are we bold and implement the latest innovations at higher prices, or
is our goal to implement a rather simple, cheap and effective action? The positioning of the promoter
entity is essential for defining the action to be achieved, because it sets the values to be highlighted
in the ongoing contacts with the target groups.

5. Creativity and good sense
Communication campaigns are, as a rule, initiatives that generate debate, discussion, hatred and love,
as the individual taste varies. It is very easy to criticize, to point defects and to have a personal opinion
that can destroy or emphasize a specific action. However, rather than let ourselves be carried away
by the brilliance of creativity, we need to stay focused on the goals - it is pointless to select an
ingenious creative idea if it does not comply with what has been set, just because it's an interesting
idea or just because it pleases the chief. The communication professional has to know that creativity
is an important factor for the success of any campaign, as well as common sense and objectivity.
Around the world, many were the concepts used in different places to persuade people to separate
specific types of waste, and the main goal is to set a clever and very visible campaign. As a reference,
we can consider the following factors when defining or evaluating a campaign proposal:
a. The goal is to INFORM - information to be transmitted has to be presented and understood by
target group. One important idea is how media may be used to convey the message. Also, we
have to consider that, in this specific goal, our target group is mere receiver of information. In
order to inform, we must think of ideas that speak for themselves and that make our target
receive the most relevant information. Brochures full of important information, but very
condensed, are a waste of resources - creativity is a key factor to ensure that the means of
communication selected may attract attention and arise curiosity.
b. The goal is to DEBATE – in order to fairly debate and discuss, one must firstly know. The promotion
of debates, constructive public discussions, seminars, discussion groups, awareness-raising and
study visits are exceptional ways to promote integration of audiences and raise awareness on
environmental issues. These actions are memorable due to interaction with other participants,
which stimulates thinking and civic participation. To better support these initiatives, a previous
moment of clarification or information should be considered, so that at a later moment, word
can be given to participant in order to make questions or express ideas. A campaign that has this
claim should take into account: who the speakers / moderators are, which are the media
supporting the initiative, what’s the credibility of those who communicate, and how they use it.
c. The goal is to INVOLVE - Any initiative with such goal aims at sending a message to target groups
and make sure that they keep that experience in mind. Significant and rewarding events full of
positive energy, events, parties, contests, prizes and creative gifts are examples of actions that
have these features.
Campaigns are successful when they’re able to increase recycling and recovery rates of given
materials, thanks to the quantity or quality achieved. Also, the goals are accomplished when campaign
can engage people and turn them into active agents of change, leading them to become motivators
of good behaviour.

6. Action plan
The outlined campaign should consider the variety of communication strategies and choose those
that best fit the goals and the target group. Despite all media deserve consideration, there will be
23

many cases in which only one media should be prioritised; and cases in which a campaign involving
various media will be the most effective option.
The action plan can be structured in simpler actions, or in more complex ones, taking into account the
following variables:
a. Advertisement: image ads in the press or TV; ads in the radio; signaling; advertisement in
newspapers or magazines designed to look like an article; production of graphic material (leaflets,
brochures and others).
b. Public relations: events organisation, workshops and professional meetings; professional
contacts with chosen target groups; management of social networks and profiles of key people
of the organisation; press conferences; and regular information to journalists.
c. Sales power: the sales power does not only refer to a group of sellers, but also includes diffusion
and distribution means of the product, service or idea. This variable also applies to the analysis
agents, delegations, and telephone numbers set specially for the campaigns, customer care
services, telephone operators, and communication representatives. In this specific case, it is
important to consider a manual dedicated to the theme with the main questions and answers, so
that monitors or anyone who come to interact with the public is able to know the basic
information to answer on behalf of the organisation. Anyone who talk about recycling, must know
how the process works in a given country, from collection to recovery; the rules of waste
separation, including colors and types of recovery; this person must also know what products can
be created out of which recycled products and give examples; know the contacts of all
stakeholders in the process and basic information about where to complain or how to take part
on specific actions that may be developed.
d. Sponsorship and patronage: this topic assesses the ability to sponsor or be sponsored. According
to the situation and the organisation, it may be interesting to sponsor events organised by
recognised entities, events dedicated to the topic or which may contribute to increase in recycling
by implementing good practices. If the situation demands the search for donations or
sponsorship, a strategy to contact potential sponsors should be outlined, and the material that
persuade them to support the cause must be worked out.
e. Promotion: it is an attraction, which motivates our consumers to buy something, to act or to
adopt a certain behaviour. Promotion deals are often quite attractive, and this field can use
awards or recognition associated with good practices. It may be achieved by the allocation of
domestic eco-points, vouchers and discounts, credits associated with the amount of wellseparated waste or more or less elaborate schemes that increase the environmental, social or
individual benefit.
f. Merchandising: gifts and offers may create emotional ties, and are excellent to turn an idea or a
feeling into something more tangible. Should this variable be used in a complementary way, it
can be an excellent element of communication continuity, at home or in the workplace of the
target group. Reusable bags, magnets containing the rules for recycling, or the telephone line to
answer questions are just a few examples of merchandising adopted by entities that promote
recycling among citizens.
g. Direct marketing: surprising the target group with a unique action that comes to him by mail,
email or in person can be a catalyst experience. This variable has special impact at the moment
of launching a campaign; when the goal is to give prior knowledge to leading opinion groups about
an idea that will be launched; and when sending special invitations.
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h. Internet: this is a new and unavoidable variable these days. Having a web page with interactive
and multimedia content and an active participation in social networks is the most basic thing to
be done in a world where this feature is increasingly popular.
The available budget is also a vital element. You need to know how to use the financial support
available and how to conduct a detailed monitoring, in order to avoid unpleasant surprises or
reallocation of costs

7. Monitoring and evaluation
No campaign is complete without a fair evaluation and monitoring system, so that you can somehow
control what is going on, evaluate, and, if necessary, revise the action plan.
As far as communication effectiveness is concerned, it can be measured in several ways: through
satisfaction surveys with the target group (which can be applied to all or a predefined sample,
according to the number of people involved); online research, if the action operation is based on the
Internet; audience studies (if the radio and television have been used); through the feedback request
(in cases where interactivity is requested, the result thereof and the number of contacts are also good
indicators); the number of adherents to initiatives promoted; the number of news on the subject that
come out in various media; and most importantly, the results achieved and verified in recycling rates
of the target materials. In this regard, if the message is not well-targeted to a specific material, the
complexity of assessment increases - the broader the message, the harder it will be to evaluate its
effectiveness.
The production of indicators is an active process that should be shared by all authors of a specific
action. When the job is well defined from the beginning, it may develop in a database of valuable
information about success and failure, in order to improve performance hereafter. Although there's
a trend to associate a higher degree of success to those who invested more money in communication
campaigns and vice versa, this isn't always the case. We may cite campaigns based on volunteer work
that are able to recycle more material than expensive and poorly targeted campaigns.
After the processes of analysis and interpretation of the indicators gathered, it is very important to
give feedback to people or organisations involved. If viable, feedback should also be given to the
defined target public. Thus everyone will have the opportunity to improve in the future and share the
success of the campaign. This procedure works to motivate all parties to continue with their work,
spreading the good practices. It may also enhance people’s perception of the organisation.

Importance of school community
Schools are the engine of education, a unique place where people go to learn and work concepts for
considerable periods of time. These conditions turn the school into the ideal place to establish
continuity programs extended to families. This concept is valid all around the globe, although there
are significant differences in media organisations and access to knowledge worldwide.
Where the basic learning needs are secured and students have access to knowledge in a regular basis,
the conditions to include environmental education in school curricula are present. Ideally, this
inclusion should be ensured by national authorities responsible for education curriculum, but this is
still not a reality in most countries. This issue is sometimes addressed by more responsive and dynamic
teachers who seek to make a difference, often with small day-to-day gestures that inspire students.
If a given school practices separate collection, the conditions are created to implement a school
program, which may involve the preparation of activities in various formats; acts of awareness-raising
at school (for students, teachers and assistants); event celebration (such as World Environment Day,
June 5th ); construction of bring-it-yourself collection in the classrooms; selective collection contests
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of packages; among many initiatives the imagination of children and young people can develop (they
are very creative, once rightly stimulated). These simple activities may also be improved with outside
school activities that promote contact and partnership between various entities and families, hoping
that the behaviours worked out at schools are able to reach families, a situation which is a reality in
many countries. It is common when children draw the attention of parents for not having placed
certain waste in the correct container or for having thrown a cigarette butt on the floor. Our
investments in children and young people are motivated by this kind of behaviour. It is a long-term
investment but with the wish and hope that in the future, adults who recycle will be the majority of
the population, and will also demonstrate more adequate environmental behaviour.

Communication role in solid waste plants
Raw material sent to solid waste treatment plants has already been a property of someone, who later
discarded it. It has value by type of material. Thinking of communication strategies in these plants
evokes an institutional component (as in all societies), but it also brings specific issues that deserve to
be considered when leading a waste recovery plant or a landfill.

NIMBY – Not in My Backyard
The NIMBY (an acronym for "not in my backyard,") phenomenon is known as a popular reaction
against the implementation of unwanted activities, and which applies to waste recovery plants,
landfills and dumps.
Fear, based on previous negative experiences or horror things that happened elsewhere, can actually
motivate less positive reactions, however not less important. These fears and concerns vary from case
to case: increased air pollution; risk to public health; presence of unwished odors; risk of accidents
and explosions; increasing traffic and with it, a drop in air quality; deterioration of road bringing risk
of accidents; devaluation of the property; lack of cleanliness; increase of pests; contamination of
wells, rivers and seas; among other concerns that can be listed in a specific way.
It must be considered that there are more or less favourable times for the beginning of the activities
in these plants, and that, in fact, there are competing interests that enhance this effect, such as the
proximity of an electoral year and local businesses supposedly threatened by this plant.
A warning should be reinforced - the tendency on the part of the organisations of the plants to
associate the NIMBY to ignorant people or to motivation by other interests is a mistake. Another
mistake is to call NIMBY a syndrome, as if it were a disease. The size of these reactions may be higher
or lower, depending on the quality of the installed equipment, and according to the commitment
devoted to communication with neighbors, local leaders, environmental organisations and
stakeholders.

Implementing a waste recovery plant
Regardless the equipment to be used, it is essential to consider straight communication with all
stakeholders since its inception. The key moments of action should be set. The identification of all
stakeholders is the starting point of the whole process, followed by the usual steps: diagnosis,
objectives, positioning, action plan, monitoring and evaluation.
What most immediately calls the attention is the lack of information. Some examples of possible
answers to this issue follow: create a monitoring committee with local leaders in order to provide
regular information on the construction and operation of the facility; promote visits to sites with
similar equipment to come in contact with something similar to what is intended to be built; develop
simple learning materials with details of the facility to be built and the underlying benefit provided by
it; ensure the availability of environmental, social and economic information for constant
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consultation; Highlight the job posts generation that the equipment will provide; Highlight the security
issues as a way of demystifying fears; Implement social responsibility programs among the
community's clubs and associations; Ensure that those who request information or send their
complaints receive immediate and adequate answer; Invite local stakeholders to the opening of
equipment or to relevant local events; promote the dissemination of information in local media.
Brand communication should not be overlooked. All the institutional image of the company should be
expressed in its profile. Investing in logo design, create a website or standardize the company's
communication is essential to ensure continuity and recognition of actions to be developed.

Crisis communication in waste management
Waste management sector workers occasionally have some awareness of the dangers and crises that
they may be subject to, but this awareness is not always shared by all employees. The expectation
that the crisis only happens to others and the vague hope that everything will work out fine leads
often to the postponement of this critical issue. The problem is that crises occur, and often an event
that was virtually controlled at early stages may assume devastating proportions if overlooked.
This approach has the objective to face communication of crisis. Each organisation will define its
technical procedure set. Usually, technicians are so busy solving problems that they hardly focus on
this part of the equation, which may increase the problem.

What is a communication crisis?
Crisis is a negative event that may potentially affect the reputation or credibility of an organisation.
All organisations have already faced a crisis or may face it at any time. It usually appears suddenly,
causes hasty decisions, creates situations of uncertainty or panic, alternates between eminent control
and uncontrolled situations, and generates much noise in communication. It usually starts in the
private domain of the organisation, has public exhibition time, which might continue or not, according
to responses given, but it remains in the organisation even after public domain is controlled.
Any crisis, even that exclusively in-house crisis, if not properly treated, may cause a dramatic impact
on the organisation, affecting its profitability, reputation, or its ability to keep up with the operation.
Crisis situations arise in two contexts: they may be predictable (more than 90% cases) or
unpredictable. The sooner one identifies a virtual crises, the better one can determine actions and
define the most suitable method for each situation. It would be desirable to write a complete crisis
management manual, bringing the most effective responses to each situation listed, definition of
responsibilities and procedures, organisation’s spokespersons actions, and strategies for controlling
damage.

Crisis types
There are several types of crisis which may affect the reputation of an organisation of the waste
management sector, whatever its size. Some possible situations are: public accidents; judicial actions;
actions of consumers; defect on product; resignation of executives; financial damages; fusions and
acquisitions; sexual offences; allegations of crimes; crimes of corruption; violence in the workplace;
shady relationship with government authorities; natural disasters; environmental problems; labor
relations; changes to the shareholder structure; among many others.
The best guidance to prevent crisis is to be prepared, and what follows are samples of preparation for
a communication crisis: having updated contact lists may facilitate and ensure fast contact with
decision-makers; have a list of prepared answers made from broad and comprehensive base scenario;
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big decisions must be pre-authorized, for they can trigger responses; at least two individuals must be
designated for every major decision.
To make it simple, we may organize responses following these five steps:
1.
2.
3.
4.
5.

Solve the problem that caused the crisis and stop production of victims (if any);
Assist victims and give support to the ones directly affected;
Communicate with employees;
Inform those who are indirectly affected (members, partners, distributors, agencies...);
Manage positively the "self-appointed" as involved ones (including the media, critics, nongovernmental departments, competitors, etc.).
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Assessment and Control
The assessment of activities is a very significant step to determine the most appropriate approach to
correct decisions and to align planning continuously. Therefore, after setting goals, we must define
the main indicators and subsequently assess and monitor the ongoing processes. Pre-defined
indicators are a precious file in decision-making and the basis for future investments and more
polemic decisions.
Waste management activity obtains most information from economic activity, but there are indicators
that need to be built based on the knowledge of the sector. In the communication field, when
promotion of an activity of selective collection is started, indicators are not easy to quantify. However,
whenever possible, we recommend the following items, or a more specific agenda, that an
organisation can institute.

Use of feedback as a management tool
Feedback is essential to ensure communication between the parties, to correct the route, to evaluate
the work and performance, to engage, to include and to improve. Some alternative ways to promote
feedback are the implementation of a system to receive, sort and respond appropriately to requests
for information and complaints; reactions to campaigns by the audiences and the media; participation
in public sessions; in-person meetings.
As an example, one way of ensuring a better relationship with the claimants of an installation is to
invite them to visit the facility and to discuss with them the problems experienced in a previously
arranged session that anticipate the problems and possible solutions. Thus, it works to involve these
participants in a feedback program in which they are able to send information whenever there is
reason to complain, as well as receive information about what is happening. In a more mature
relationship it is possible to anticipate the occurrence of a problem (a scheduled maintenance that
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may indicate the presence of bad odours, uncommon noise, less frequency of collection due to strike,
etc.). This issue is communicated in advance and thus, these claimants become spreaders of official
information. The recognition of the importance of these issues brings advantages, if ignored these
issues may foster potential crisis.

Conclusions and recommendations
The research, analysis and evaluation work starting from the information received have proved fruitful
and, in the specific case of the city of São Paulo, it allowed to draw some conclusions and suggest
some recommendations. These recommendations to the City Hall are suggestions of possible ways to
deal with issues — the next step is to ensure that the work become more productive, and that the
city's communication challenges may achieve the desired solution.
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