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Letter of transmittal

Dear members of the board,

Please find enclosed a proposal for “Vannes toward zero-waste” a public relation campaign

for the new waste management program of  the city.

The main purpose of  this  report  is  to  present  the  first  year  of  the  future  city zero-waste

campaign and its  public  relation strategy.  The proposal  outlines the steps we will  take in

order to generate publicity and actors involvement to successfully launch the campaign.

It will show how we can overcome the challenges of this project and meet our goals to reduce

our  amount  of  waste  going to  landfill  and raising  awareness  in  the  community.  “Vannes

toward zero-waste” includes a communication strategy that will show the benefits and needs

to change our daily habits thanks to a close-to-the-publics strategy letting them participating

fully in the program.

This strategy  will  appeal  to  our  key  publics  and  establish  the  zero-waste  process  as  an

important part of everyday life citizens to improve their quality of life. It will also present the

first programmed event that will be the start of the campaign: The Zero-waste festival. We’re

very excited about this project and hope you find the proposal to your liking. Feel free to

contact us at  ---- if you need any more information.

Sincerely,

Mathilde Vinchon 
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EXECUTIVE SUMMARY

• The Problem: 

Due to all the growing concerns about global warming and the need to change our habits,

Vannes decided to implement a zero-waste policy thanks to the help of the European Union

and the state. The city decided to set up a Public Relation plan focusing on raising awareness

and communicate about the new waste management plan “Vannes towards Zero waste”.

• Program Goal:  

The goal of our program is to reduce the city amount of waste that is going to landfill by 90%

by 2025 and to educate, promote and advocate a zero-waste sustainability agenda. Here the

program will be for the first year of its implementation.

• Target Audiences: 

 Families ,Schools and Local Businesses.

• Audience Objectives: 

We want 300 families involved in the zero-waste family to reduce by 50% their residual waste

by the end of 2019.

We want the schools to commit themselves by applying the actions proposed in the zero-waste

plan such as reducing by 80% food waste in their cafeterias and create composting point in

each participating school by the end of 2019.

We want the businesses to sign the “zero waste chart” and apply the actions proposed. We

want these one to reduce their waste by 60% by the end of 2019.

• Major Strategy: 

We will have mainly a proactive strategy thanks to interpersonal techniques such as special

events  that  will  make the publics  a  part  of  the  project  success.  Media  will  also  have  an

important place to spread our message.
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• Recommended Budget:

 As the campaign is a response to a request of proposal from the state and the European

Union, it will be funded thanks to government and EU money. The municipality will also

allocate a part of its budget communication especially to the campaign. Some raise funding

events that are part of our communication tactic will also improve the budget.

• Evaluation Plans: 

By , we will evaluate each publics to see if the campaign and objectives were fully achieved

thanks  to  constant  feedbacks,  before-after  studies  and  content  analysis  during  the  entire

campaign. 
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SITUATION ANALYSIS

Vannes is a French city situated in South Brittany. Because of new national and European

targets on waste management, the region implemented a new waste management plan. Indeed,

the  French  government  created  new  policies  written  in  the  National  Waste  Prevention

Program for 2014-2020. One of their objective is to “reduce waste sent to landfill by one-half

by 2025”. So that Vannes responded to a request of proposal from the Environment Ministry

which decided to help the cities who wanted to follow a reducing waste process. We decided

to rethink our system of recycling, waste management and even consumption as an example

for the other communities of the agglomeration.

The city is planning to be a pioneer in the region as an almost zero waste city/green city. To

us,  ecological  transition  is  very  important  as  a  region  with  a  lot  of  natural  resources,

environmental and historical monuments. We want to preserve our wealth as a very touristic

destination thanks to our culture and protected sites. And of course, promote them sustainably

as they consist a major source of revenue and job creation. To function properly, a zero-waste

plan must be included in every local government policy (education, tourism, public markets,

economic  growth)  and  not  only  into  waste  management.  All  the  community  (citizens,

businesses, media, associations etc.) are going to be affected.

That is why we now want to develop a strategic communication plan to deal with our want to

be a zero-waste city. This choice is an opportunity to make the metropolitan area well-known

as one of the first taking impacting actions in this region. It would lead to a better quality of

life for the citizens, attract new citizens that are possibly concerned by environmental issues,

and  of  course  green  businesses.  We  took  for  example  the  city  of  Capanori  in  Italy  that

succeeded in reducing 80% of its residual waste, that means the waste that can’t be recycled

or avoided.

The city of Vannes was already involved in a “green” strategy for the city. In fact, in 2012, we

presented a huge campaign that was based on the need and importance of recycling. They also

had experience thanks to their experience such as “Green Capital” in 2008. 
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Moreover,  it  is  a  logical  decision  for  the  metropolitan  area  due  to  its  commitment  in

sustainable development. As its vision and mission statements show:

 Vision: Vannes  wants  to  put  people  and  the  family  in  the  center  of  their

preoccupations, being a place where it is good to live and fulfill yourself. 

 Mission: Its mission is to give with efficiency and effectiveness, qualitative municipal

services that respond to the demand of the community.  The municipality promotes

commitment and citizen involvement. She is developing her territory in a sustainable

and  respectful  way  and  increases  its  economic  vitality  respecting  the  sustainable

development principles.

INTERNAL ENVIRONMENT

Vannes is an economic center and a touristic destination where 52 648 inhabitants live (1st of

January 2015).  It  is  the  4th city  of  Brittany region  in  number  of  inhabitants  and  the  3rd

university pole of Brittany. As a commune based on quality approach politic, Vannes is always

putting effort to respond to proposed improvement from citizens. One of our motto is “Quality

concerns everybody”. We always ensure the services quality given to the Vannes’ inhabitants,

improving if necessary the functioning of city departments. The Mayor is always listening to

the population and communicate regularly with them thanks to mails, the city website or local

newspapers.  There  is  a  real  desire  to  communicate  and  share.  Regarding  sustainable

development, the city is already involved in some actions such as the creation of an Eco-

neighbourhood, an Eco-metropole label and of course in its mission to develop the territory in

a sustainable and respectful way that is why this a zero-waste program was logical in the

strategic plan of the city. 

In terms of resources for this plan, the municipality has a communication service that is really

involved in developing the city image and reputation as nowadays public communication is a

major  aspect  of  public  service management.  Indeed,  we are more and more conscious  of

communication challenges  and overall  its  impact  on cities and territories governance.  We

already have tools to help the promotion of the zero-waste project. For example, Vannes is

labeled as an “Internet city”, a label that reward the most dynamic cities in terms of new

technologies, as online and social media are now very important in Public relation strategy.
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The  city  even  was  in  3rd place  in  2008  for  its  website  in  the  national  contest  named

“Communication awards” that reward the best communication tools, actors or actions of the

year.

In the last years, because of some restrictions the communication budget was lowered but as

the project was a response to a government public tender offer, there will be government

funds. Moreover, it will also be financed thanks to European funds. 

Nonetheless,  the council  still  had some issue concerning internal  communication.  In  fact,

although Directors and Heads of Service are aware of the council’s aims and messages, many

staff across the organization are not and the Intranet is only available to around 70% of staff,

although this proportion is growing. That could be a problem in terms of spreading the zero-

waste campaign inside the city hall as the employees also had to be a part of the process.

PUBLIC PERCEPTION 

The city of Vannes did some research among all its citizen and users (thanks to questionnaires

and telephone calls) to know how the perception of the town council was. It seems that it has

a stable social environment. The performance of the council was rate as 70% good and almost

the same for the quality of the services. People seem happy with the city actions as Vannes is

always making a point of honor of communicating their services and actions. People say that

it  is  a  good  city  to  live  in.  Nevertheless,  there  is  some  issue  concerning  the  citizens’

complaints. Indeed 53% were dissatisfied with how their complaint was handle. They also

think that the city could improve information flows between the citizens and the city council. 

EXTERNAL ENVIRONMENT

We can think that is not really a competitive environment, but some other city can be more

attractive for citizens, enterprises etc. Some people will move to another one where quality of

life is better. 

It can always be difficult to impose a new policy and raising awareness in a city that is why

the public relation must be well planned. As there are more and more concerns worldwide

about eco-responsibility and zero waste, a lot of citizens want to be part of the movement and

make changes improving their way of life for the planet, so they will probably support this

process.  Furthermore,  environmental  associations  will  also  support  this  decision.  For
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example, there is even some NGO that proposed help such as Zero waste France who created

special communication resources (materials, events ideas etc.) to help the city in its transition.

Nevertheless, some people don’t want to change their habits, it is too hard for them. It can be

a problem if the citizens don’t follow the movement. For example, it can be difficult for some

old people to understand well the issue. Some firms can also be against the project because

they think they will lose money, do less benefice. The city also must be aware of the possible

political opponents that can try to discredit the municipal actions put in place.

SWOT ANALYSIS.

STRENGTHSSTRENGTHS WEAKNESSESWEAKNESSES

 Government  and  European  help  to
finance the plan.

 Good communication service.

 Material  and aware of importance of
social/online media.

 City already in a green process: eco-
neighbourhood, eco-metropole label.

 Huge  cost,  lack  of  budget.  Needs  of
funds.

 Poor internal communications

 Lack of resources about Zero waste.

 Low  capability  to  react  to  complaints
made by citizens. (bad image)

OPPORTUNITIESOPPORTUNITIES THREATSTHREATS

 City  and  citizens  wants/needs
improvement  in  their  quality  of
life.

 Possible  partnership  with
environmental associations.

 Campaign can attract new businesses
coming in  the  city.  Possible  creation
of a “Green hub” + Green jobs.

 More  regional  attractivity  and
resources  thanks  to  the  new
businesses.

 Modify and create new conducts can
be  difficult  if  the  communication
isn’t good enough.

 Hostile  groups.  (old  people,  anti-
change.)

 Political opposition.

 Slow to change.
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CAMPAIGN GOAL

Our “Vannes toward zero-waste” campaign will face different important goals:

 Vannes toward  zero waste  by 2025:  Reduce the  amount  of  waste  that  is  going to

landfill by 90%.

 Educate, Promote and Advocate a Zero Waste Sustainability Agenda.

To help the achievement of those goals we are also going to focus on the positioning of our

municipality:  What will make us distinctive and what do we want people to think about us.

It is really important for us to be known as an environmentally friendly municipality. 

Another important step is to be the first city in the region engaged in a ZERO WASTE process

that illustrate our will to promote social innovation mobilizing each territory' actors: Citizens,

Businesses, NGOs...
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AUDIENCE IDENTIFICATION AND MESSAGES

We can divide the publics in four categories: the customers (who receive the services), the

producers  (those  providing  inputs),  the  enablers  (which  help  in  the  success  of  the

organization) and the limiters (that reduce the success of the organization). For an effective

zero-waste communication, key sectors need to be engaged early and as much as possible.

This includes Governments, non-government organizations, the general public, industries, and

businesses.  Here, in our public relation plan for the raising awareness campaign about zero

waste of Vannes, we divided the publics that way:

 Customers: Citizens, Businesses, local retailers, schools.

 Producers: Employees, National government and Europe

 Enablers: Local and National media, Non-governmental association.

 Limiters: Political opponents

Inside all those publics, the city must define and prioritize key publics for the public relation

campaign, the most important ones that will be impacted and impactful. The municipality

decided to focus on three different strategic publics that are the following:

FAMILIES

Issue: Our citizens want to improve the quality of their life so that they want the municipality

to help them in this and expect us to take actions inside the city. Every year each inhabitants

produce 300 kg of waste in Vannes. Families are conscious of the need to recycle thanks to all

the previous campaign in the city, but they don’t know that one another impactful step can be

zero waste. To them, it can seem too difficult if they are badly informed. This campaign could

benefits them in the way that they will feel more informed about the impact of their actions,

make their life better and feel happier being fully part of a process that lead to improvement.

Organization: The  city  council  is  a  very influential  organization  for  families  because  it

provides  all  the  services  they need (sports,  events  during  holidays,  holidays  for  children,

municipal library etc.).  The relation between the city and the citizens is good, strong and

necessary.

Communication: Radio, Television, Newspapers, Advertisement campaign in public places

10



and most of all internet such as social media. Events.

Demographics: In 2014 there were 12 896 families in Vannes. Almost the half of it (47,2%)

are families with children (INSEE). The general families in Vannes are middle class families

composed by parents and 1 or 2 children. They are not necessary aware of this issue because

they don’t really know the amount of waste that they produce and the solutions.

SCHOOLS

Issue:  Young people is  a very important  audience because they tend to be aware of the

impact of climate change on earths and so the importance of taking actions thanks to school

and media. They are recognized as influential and effective. In general, what is learned by

children at  school tends to be later communicated to their  family at  home and even their

extended family networks that is why there are a very important public.  Schools want to

improve their school system and give their students the best education possible so that they

need the municipality to work with them in those changes They expect the municipality to

listen to their demands and help in improvements. This program will benefits the relations

between the municipality and school. It will provide materials for the schools and improve the

quality of their services.

Organization: The city organizes events for its youth, services and activities such as sports

facilities, events, holidays programs. Nonetheless, the youth isn’t always aware of what the

city is really doing for them and its involvement. 

Communication:   Education material at School, online media, social medias, video games.

Demographics: On the 53 200 of inhabitants in 2015, 15 884 were children and adolescents

from less than 25 years old (INSEE) There are 48 schools in Vannes from kindergarten to high

schools. 

LOCAL BUSINESSES

Issue:  More and more businesses are focusing their attention on improving their operations

because it is proved to be a tangible benefit and a competitive advantage. There is a growing

part of organizations that care for the community and the environment. It is said that a good

waste management is a good business management. Zero waste not only reduces pollution

and saves resources but also saves money. Our local businesses want to attract more clients,
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make more profit and of course improve the quality of their services so that they need to make

some change and it can be easier with the help of the city. This program will benefits them as

they will save money, attract a new customer base thanks to the trendy green label and actions

taken.

Organization: The relation between the shops and the city council is mostly administrative.

The zero-waste  campaign could  help  those businesses  by making them “greener”  and so

helping them to have new clients. As it is proved in analysis, it  can also make them save

money. The city council can always provide them some help.

Communication: Social media, advertisement in local newspaper, in the street, face to face

with their consumers. 

Demographics: In the city in 2016, we can find approximately 4250 commercial businesses

(INSEE). The center of Vannes is mostly composed of little shops such as clothing stores,

jeweleries  but  also  some  food  stores.  Outside  the  city  we  can  find  supermarkets  and

businesses. All those businesses are known to waste a lot. (packaging, food etc.)
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AUDIENCE OBJECTIVES

The audience objectives can be divided in three stages of persuasion: awareness, acceptance,

action which are necessary steps to make publics act. Those objectives has to be SMART ones

FAMILIES

• To have an effect on awareness of families, specifically increase their understanding

about the benefits of zero-waste. (75% during the next year).

• To have an effect on acceptance of families, specifically to gain their interest on the

zero-waste action that the municipality is planning such as the “zero-waste family”

program (involving 300 families in the next 6 month).

• To have an effect on action of families, specifically to reduce by 50% the residual

waste of the 300 families involved in the zero-waste family program by the end of

2019.

SCHOOLS

• To have an effect on awareness, specifically increase the understanding of students

about  the stakes  and benefits  of zero-waste  thanks to  the sustainable development

education plan headed to schools. (75% of students by the end of 2019.)

• To have an effect  on acceptance,  specifically to  create  interest,  among at  least  10

schools, in applying to the Sustainable development education plan within the next 6

months.

• To  have  an  effect  on  action,  specifically  to  generate  schools  and  so  student

commitment by applying the actions proposed in the zero-waste plan (Reducing by

80% food waste in their cafeterias and create composting point in each participating

school by the end of 2019)

LOCAL BUSINESSES

• To have an effect on awareness, specifically to increase their understanding about the

benefits of zero-waste (saving money, green image, new clients etc.) thanks to new

rules  and  incentives  to  provide  encouragement,  motivation  and  rewards.  In  2015

(INSEE statistic) 4250 businesses, we want 50% to start a zero-waste process by the
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end of 2019.

• To have an effect on acceptance, specifically to gain businesses interest in the “Zero

waste chart” (concrete actions to respect such as reducing packaging, eliminate plastic

bags). We want 2125 actors to sign the chart by the end of 2019.

• To have an effect on action, specifically to generate business commitment themselves

signing  this  “zero  waste  chart”  and  applying  the  actions  proposed.  We  want  the

business following the chart to reduce their waste by 60% by the end of 2019.
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STRATEGIES

It is important for us to use a two-way communication tactics, engaging our audiences and

publics in the communication strategy. The Municipality of Vannes will develop the following

strategies for its zero-waste plan: 

PROACTIVE STRATEGY

 Involve  citizens  public  in  special  events (presentation,  conference  about  the

municipality choice and the program, conferences on zero-waste and environmental

awareness, Collaborate in the organization and promotion of events such as National

Recycling week, World Environment day etc.), workshops and even projects focused

on  raising  awareness  about  zero-waste  and  the  possible  actions.  (Coordinate

composting demonstrations throughout the neighborhoods) 

 Audience participation: Creating a project that will involved family in the process

name “Zero Waste family” that consists in proposing to a restrict number of families

(here 300) to committed themselves during 1 year by reducing their residual waste. To

help them, they will have a set of tools such as a composter, a scale to weight their

waste and most of all a personal coach giving them helpful advices and tips.

 Enhance alliances with environmental local NGO’s and associations that are already

involve  in  environmental  matters  and zero-waste  to  help  spreading the  zero-waste

vision. Collaborate with waste Authority.

 Publicity: Festival Zero Waste. Launching a huge campaign to accomplish zero waste

involving celebrities such as for example Bea Johnson, a zero-waste lifestyle expert.

 Take  advantage  of  the  many  newsworthy  activities  associated  with  all  this  new

municipality program that will be unusual. (Provide regular recycling reports in local

community newspapers, prepare regular media statements)

Develop a series of short video clips/podcasts to put on websites,. Create a website providing

data, learning tools, animations and links to relevant recycling website.
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REACTIVE STRATEGY

No responsive strategy is anticipated, because the zero-waste program is unlikely to generate

opposition or criticism.
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COMMUNICATION TACTICS

In  its  campaign  toward  Zero  waste  in  2025  ,  the  city  of  Vannes  will  use  the  following

spokesperson:

Bea Johnson (ZERO WASTE PIONEER)

She is a French woman famous for her blog name Zerowastehome and her bestselling book

Zero Waste Home in which she proposes a simple guideline to Zero Waste. She named herself

a Zero waste lifestyle expert and The New York Times called her: “The Priestess of Waste-

Free  Living”.  She  has  given I  have  given more  than  200 speeches  in  30 countries  on 6

continents, since 2011. She is a credible source because expertise in zero waste.  She is a

dynamic speaker who project an enthusiasm and friendliness that most  people appreciate.

Personnel involvement. She was a citizen as everybody just decided to change her habits and

it works. 

David Robo, Vannes’ Mayor

It is important that the mayor take a huge part in the campaign to explain its initiatives and

challenges to the inhabitants. It will provide impetus to the zero-waste process. He will be

perceived by most audiences as highly credible because of its position. He is a persuasive

speaker and will be totally honest about his choice to give his city a zero-waste turn. He is in a

position of leadership.

Alexandre Garcin, Deputy mayor in charge of Sustainable Development department.

Alexandre will be perceived as a credible source as he oversees the Sustainable development

department  and  an  expert  in  this  field  thanks  to  his  studies  and  previous  works  as

environmental engineer. He has received professional media training and so is competent in

media and other public presentation.
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RATIONAL APPEAL

The messages of the campaign will be based on factual proposition focused on awareness,

increasing attention and build greater understanding. Verbal evidence such as comparisons,

examples, statistics and testimonies on information about waste environmental impact and the

importance to change our habits will be presented. Some information about zero-waste and

proof of its effectiveness when it is applied in everyday life in cities or citizens everyday life

will also be spread.

It is also important to create a value proposition asserting that this zero-waste program is in

the best interests of citizens and the city by showing its virtues. Improving the quality of life

of our citizens is our priority.

These messages will include in details: 

 statistics  about  the impact  of  plastic  consumption  and how zero-waste  could  be  a

solution.

 Comparisons between a life without and with zero-waste and its advantages showing

the improvement that can be made thanks to it in the city and people everyday life and

for the planet.

 Personal endorsements (such as the example of Béa Johnson but not only some other

zero-waste  ambassadors  will  come  in  the  city  during  all  the  campaign  and  also

association) 

 Specific examples of other cities that started a zero-waste process and succeed in it. 

They also will include visual elements such as charts, graphs, photographs, diagrams

and videos. 

EMOTIONAL APPEAL

Vannes  will  present  appeals  to  positive  emotions:  particularly  the  virtues  of  self  and

environmental improvement and the realization of personal potential. Everybody can make

our city and the world a better place, it is in our hands! We will link it to improvement appeals

that focus on progress, social advancement and making the world a better place.

Nonetheless, some negative emotions such as guilt appeal will be used in moderation to lead

the publics to some compassion and think about their waste consumption. We will present, for

example, the impact of plastic consumption around the world on animals, sea, people, life etc.

18



in order too make people aware of the urge to take actions and the need to change. 

Here is an outline of the verbal and nonverbal communication strategies for the Zero-

Waste program of Vannes.

Verbal communication:

 One point of view will be presented: Zero Waste is beneficial for all the citizens, 

schools and businesses. 

 Conclusion will be drawn: The community should consider the zero-waste campaign 

to improve their quality of life.

 An appropriate, clear and simple vocabulary will be used, adapted to each keys public 

considering the differences in language between families, teens and businesses.

 Messages will include powerful words such as “benefit to community”, “quality of 

life”, “zero-waste” and “environment-friendly”.

 Name = Vannes toward Zero-Waste 

 Slogan= Reduce our waste, Become a Z'HERO!

 Messages will rely on facts and documentation rather than empty claim.

Nonverbal communication:

 Symbols such as Recycle logo, Planet, Flowers, all that is connected to nature.

 Logo created especially for the campaign will be featured in all the messages.

 Specific colors such as Green and Blue will be used in the messages as it will 

represent the planet, environmental issue and zero-waste issues.

INTERPERSONAL TECHNIQUES

One  of  the  most  persuasive  and  engaging  of  all  the  communication  tactics  are  the

interpersonal (or face to face) ones. Those techniques can be a strategic advantage to the

organization and have a potential of strong impact. When the organization actively involves

its publics in a two-way communication, the mutual interest is likely to be improved.

Vannes will develop the following interpersonal communication tactics to publicize its zero-

waste program:
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TACTICTACTIC CHARACTERISTICSCHARACTERISTICS
Educational gathering
(conferences, seminars, workshops, 
meetings)

Interaction with publics and feedback, 
serving awareness and acceptance 
objectives, High visibility. 

Civic events (Fair + Festival Zero-waste) High visibility, moderate cost, serving 
acceptance objectives. 

Artistic events (photo exhibit, film festival, 
reuse of waste.) 

Moderate cost, Serving awareness 
objectives.

Contests (talent contest) Low costs, display knowledge, skills and 
assets, increased visibility in news value. 

Holiday Events Low cost, moderate impact, key family 
public, serving acceptance objectives.

Fund raising event/Sport event High visibility,  moderate cost,  awareness, 
news.

MEDIA TACTICS

It is important to link those tactics to some media tactics as it will help to spread the news to 
our publics. All the content will be gathered in a media kit.

TACTICSTACTICS CHARACTERISTICSCHARACTERISTICS

Progress Reports Low cost, make people aware

Direct mail : Invitations, Newsletter Lowcost,  target key publics.

Poster Moderate cost, high visual impact

Website, videos. Information-seeking publics, moderate cost.

News releases, Events listing Low  cost,  accessible,  target  to  potential

families, schools, businesses.

News fact sheets Low cost, target to media publics

Photos and captions of special events Low  cost,  interest  community  about  the

program

News interview with reports Low cost, high visibility.

Media advisories when necessary Low cost
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SCHEDULE

This report present the first year of our future campaign “Vannes towards zero-waste” that

will start in September 2018.

Our main tactic is to organize special events during all the year (at least 1 per month) to raise

awareness, educate and present our issue but also to make people participating to the projects

by taking several actions (zero-waste families, zero-waste businesses, zero-waste schools) and

of course spreading the news in the media. The most important in this communication plan is

the constant two-way contact with our publics.

• September: Zero-waste festival to start the campaign.

• October: Start of all the projects (Zero-waste families, zero-waste businesses, zero-
waste schools) and detailed conferences to explain entirely those projects to the actors.

• November: One week conferences/seminars about zero-waste for businesses. 

• December:  Zero-waste  Christmas  and  new year  eve.  Christmas  market.  (Actions,
demonstrations, workshops with this special theme)

• January: One week festival film about Environment with conferences.

• March:  Launch  of  the  photo  exhibition  “Impact  of  plastic”  in  the  Carrefour
supermarket of Vannes, the hall of the municipality and the municipal library.

• May: Zero-waste contest for schools.

• June: Fund raising/ sport : Zero-waste marathon.

• July: Zero-waste fair presenting alternatives, businesses etc.

• September: Cloturing event to present the evaluation plan and show the impact of the
first  year  of  the  campaign.  Closing  all  the  zero-waste  projects.  Present  the  future
actions for next year.

During all the year, different workshops will take place 3 times per each month. People can

decide  to  apply  to  them.  Citizens  and  associations  personal  actions  will  also  take  place

depending on their will. The aim of this campaign is also to gather the community into a same

objective: Find alternatives to reduce their waste. 
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A ZERO-WASTE FESTIVAL

The following schedule shows one of the several  events within the initiative to publicize

Vannes campaign towards Zero waste. It shows the festival and its component tactics, along

with a cost and start date for each tactic:  

Our zero-waste festival will take place the second weekend of September (the 8 th and 9th) in

the park “Vallons de Kércado” (around 25 000 km2) where a special “zero-waste village” will

be created. It will be an outside festival as it is still summer and we are sure that people will

come back from holidays. The goal of our festival is to make people aware of what is zero-

waste, show them the future campaign and already some actions that they can applied in their

life. It will be an important event to raise awareness and present the city campaign. We are

expecting at least 8000 participants in two days.

Zero-waste festival program:

The program festival will  include conferences to review all  the future taken actions,  DIY

workshops to discover et learn about zero-waste, exhibitions to show and experiment concrete

solutions and live performances of local bands.

8th of September:

• 9h:  Welcome speech by the mayor David Robo and the Deputy, Alexandre Garcin.
• 9h15:  What is a zero-waste city? Presentation of the issues: Why and how this Zero-

waste policy? 
• 10h: Béa Johnson speech: A zero-waste citizen story.
• 11h: New job and activity opportunities with local businesses: Fibre &’Co, 

Recyclivres, Mobius.
• 14h: Save money thanks to Zero Waste: Sharing experience of 2 families.
• 15h30 :  Bulk options for alimentary products or cosmetic. How to deal with it?  with 

Day by day, Réseau Vrac, Apothicream, Biocoop 
• 17h: Presentation of zero-waste shops label with Zero Waste France, Vannes Côté 

Commerce, 2 labeled shops. 
• 20h30: Local Bands concert.
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9th of September

• 9h30: The development of repairs shop and upcycling. (Intervention of the city of 
Dunkerque presenting its already existing “Repair Café”)

• 11h : New and natural solutions for biowaste 
• 14h : Reducing foodwaste. (Intervention of Zero-waste France)
• 15h30: Waste as resources for the earth with AgroParistech and Urban Interstices
• 17h: Cities toward zero-waste: Example of cities in mutation.
• 19h: Local band concerts

During all the day people can participate to different practical workshops such as doing their 

own cleaning products, realize a good compost etc). Some of these workshops can be attended

by the entire families presented as some games to make them playful for children. For the 

children, there will be a special tent in which they can find games and demonstrations. There 

will be a projection of the movie Wall-e each day at 16h30.

The food will be provided by 5 food-trucks spread around the village that will only serve 

vegetarian zero-waste recipes.

A main stage for the conferences and concerts will be at the center whereas the tents for the 

workshops and exhibitions will be located at the four different corners. Each corner of the 

village will have different themes (Children tents, Bathroom, Kitchen, Garden).
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BUDGET

The budget for this campaign will be funded thanks to governmental funds, European 

funds (around 300 000 €)  and personal incomes from the municipality. 

Our budget approach will be based on the objective based budgeting that is raising awareness,

provided resource necessary to achieve its objectives that already were approved by our 

organizational decision maker.

Here is the budget for our first special event that will be the start of the campaign: The Zero-

waste festival

EVENT: ZERO-WASTE FESTIVALEVENT: ZERO-WASTE FESTIVAL COSTCOST ASSIGNEDASSIGNED

MANAGERMANAGER

BEGIN  WORKBEGIN  WORK

(BEFORE D-DAY)(BEFORE D-DAY)

PROGRAM PLANING 12 weeks 

Musicians 500 € Event department

Mayor' speech 0 € Mayor script

WC (ecological toilets construction + composting) 1 000 € Event department 12 weeks

Equipment rental 1 000 € Event department 10 weeks

Tents (5) + Chairs and tables + stands (workshops) 5 000 € Event  department  +

associations

10 weeks

Catering for musicians 200 € Associations 2 weeks

Electric material 300 € Event department 10 weeks

Security 1 000 € External agency 4 weeks

Staff (Volunteers + associations) 3 000 € Associations 4 weeks

COMMUNICATION

Media advisory 200 € Event department 6 weeks 

Newspapers ads (every two days during 4 weeks) 300 € Event department 4 weeks

Event list 0 € Event department 4 weeks

News interviews (4 for each famous local newspapers + 1

for local TV)

0 € Event department 4 weeks

Posters (*200) 500 € External agency 10 weeks

Website/Graphic designer 1 200 € External agency 20 weeks

TOTAL 14 200 €
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The personnel will be composed of organizational employees from the communication 

department and event department (a special team will be created for the campaign), volunteers

for the festival that will be hired 1 month before the event and  the associations involved in 

the project and their members.

In term of message repetition, we will follow a pulsing pattern that means that our messages 

will give our message continuously and augmented  them by intermittent burst of 

communication activity when special events are coming. 
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EVALUATION PLAN

The city of Vannes will evaluate its campaign according to the following plan:

Before  the  launch  of  the  campaign  an implementation  report  will  be  presented.  This

document will show how the program tactics are going to be carried out. It include a schedule

of  progress.  It  will  help  to  identify  any  defects  or  potential  delays.

During the campaign the progresses will be monitoring inside a  progress report  as having

constant feedback is very important to make the campaign a success.

Every three months meetings and special event will take place to see the advancement of the

project to see if the mid-project goals were achieved and so take “go/no go” decisions that is

to  say  decided  if  we  continue  or  not  with  what  was  programmed  (see  Appendix  )

After the realization of the campaign a final report  will be presented that will review the

whole program and the impact and outcomes for the various tactics.

The written evaluation will be presented to the municipality members and then will be

shared to all the public concerned, thanks to news release and a conference, to show

them the impacts and results.

FAMILIES:

Measuring awareness and acceptance objectives

• Before-after study: What do they know before and after the campaign (comparison:

change in knowledge, attitudes, behavior)

• Content  analysis of  newspaper  articles,  radio  and  news  reports.  Studying  the

positive/negative nature of the reports about the zero-waste family program.

• Measurement of the number of hints on the website in the family category. 
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• Record oral and written comments given to the municipality about the program.

• Brief survey as a part of the application process for the zero-waste program, asking

applicants the source of their information about this program.

Measuring action objective

• Measuring the number of families involved in the zero-waste family program (Goal =

300) at the end of the program.

• Before-after  study:  Seeing  the  amount  of  waste  reduced  after  the  end  of  the

campaign.

• Audience participation to the special events

SCHOOLS:

Measuring awareness and acceptance objectives

• Interviews with each of the head of schools to gather comments, opinions and reviews

of the program applied to schools.

• Measure  the  readability of  our  content  to  gauge  how  easy  the  message  is  to

understand for schools public

• Feedback:  Questionnaires for students and schools employees to compare before and

after the tactic was implemented.

Measuring action objective

• Measuring number of school participating to the project (Goal = 10) 

• Before-after study: Measuring the reduction of residual waste of each of the participa

nts.  
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BUISINESSES: 

Measuring awareness and acceptance objectives

• Brief survey as part of the commitment in the zero-waste chart. "Where did you hear 

about this project?". Analyze media coverage by tracking placement.

• Number of hints and inscription in the website in the business category (web traffic st

atistics)

• Number of participants in special events for businesses.

• Before-After study compared to ascertain any change in knowledge attitudes and 

behaviors associated with the public relation plan.

Action objective:

• Measuring the number of businesses committed in the chart (Goal = 50%)

• Before-after study: Measuring the amount of reduced waste in those businesses. 

During all the year, milestones are going to be used  to measure the progress and 

accomplishments of the project. Indeed, every three months advancement will be measured to 

know if the project is going well. The percentage of progress will be measured for each 

objectives. For example, as we seen before we want 300 families to reduce by 50% their 

residual waste after 1 year into the project to so after the first 3 months we will hope a 

reduction of 15% , after 6 months 30%  and after 45%  months to finally achieve our goal of 

50%. If we realized that the number are not achieved, thanks to those milestones we will have 

a chance to adapt or change our strategy. 
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APPENDIX 

Time line of the project: (Milestones) (detailed of the events in part Schedule)

Begining of "Vannes toward Zero-Waste" program

September October November      December January February      March April May      June July August

End of the project

: Intermediate milestone

: Final evaluation



Relevant researches:

• Study case about the city of  Capanori in Italy that we took as example:

https://www.zerowastefrance.org/media/TZW/CaseStudy_Capannori.pdf

• First city in France starting to implement zero-waste:

http://www.roubaixzerodechet.fr/

• Organize a zero-waste family event (Guide from Zero-waste France, association in

partnership with the project)

https://www.zerowastefrance.org/media/Guide%20m%C3%A9thodologique%20d

%C3%A9fi%20familles.pdf

• Zero-waste cities:

http://zerowastecities.eu/
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