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 8 Municipalities 

 Area – 648 km2 

 Population – 985.000 inhabitantes 

 Waste Production (2013) –  471.861,31 t 

 Capitation – 1,3 kg/inhab.day    

 

 

 



Why communicate? 
 

Organizations need to conquer the trust of their Stakeholders 
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Communication 

To Know To Act 



Basic Plan of Communication 
 
It’s necessary to make clear 
 

Concept and message 
Goals ans Expected results 
Target --» Define the different segments 
Action Strategie --» Means, actions and resources 
Approach --» Language and construction of awareness 
Evaluation --» To evaluate the results 
Improvement Actions --» To implement in futures campaigns 
Give feedback --» To inform the target about the results 
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How to communicate? 
 
 

Diverse methods! 

Transparency! 

Listen! 

Prepare! 
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Evaluation 
The continuous assessment of the involvements plans is essential to measure results and redefine strategies. 

Assessment tools 

Opinion barometer; 

Customer Satisfaction survey 

Monitoring and Performance Indicators 

Affected population 

Number of published news 

Media Value 

Website access 

Number of visits to the facilities 
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Communicate with whom? 
 

The target public is a diverse group 

 

Who do people listen to? 

The media 

The decision makers 

… 
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Key player analysis 
 

Identify the Key players amongst Stakeholders 

Identify potential losers, bring them into the communication process early 
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LIPOR Stakeholders Matrix 
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Media Involvement 
Does media provide enough space to environmental issues? 

Are waste management issues a hot topic? 

Which are the main topics that the media would like to have more information about? 

Social issues regarding the waste management sector? 

Good and bad news? 

Main difficulties felt by the media? 
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Journalists Survey 
15 Journalists answered the Survey 

 

LIPOR Strategy with Social Communication - Global Satisfaction  
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Sample – 4,57%- Survey sent to 328 journalists 

77,33% 
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Sample – 4,57%- Survey sent to 328 journalists 

 
Preferential Contact 
• E-mail- 14 
• Telephone - 1 

 

 
 

Most used channel as source of information 
• www.lipor.pt – 7 
• Eletronic e.News – 7 
• Facebook – 2 
• Press Release – 11 
• E-marketing – 1 
• Other - 2 
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How do we engage the Media? What are the mechanisms? 
Press Release 

Telephone contact 

E-Marketings 

Eletronic e.News 

Press Conference 

Website (dedicated area) 
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Journalists presence in LIPOR initiatives (2013) 
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Number of News published by Year (2013) 
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Number of News published by Month (2013) 
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Number of News published by Theme (2013) 
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Number of News published by Press Type (2013) 
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News reach published (2013) 
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Media Value (2013) 
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SCOPE AMOUNT AMOUNT COUNTED % COUNTED TOTAL (€) 

 NATIONAL 236 179 75,84% 1,355,859.07€ 

 REGIONAL 105 94 89,52% 353,216.84€ 

 WORLDWIDE 620 258 41,61% 486,453.40€ 

TOTALS 961 531 36,90% 2,195,529.31€ 

Increase of 
32.27% 
compared with 
2012 
 



Conclusion 
The definition of communication and engagement plans are a sucess key factor in waste 

management 

Identify the relevant Stakeholders and define each programme 

Transparent communication 

Monitoring and constant feedback 
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For more information 
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www.lipor.pt/en 


