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After some research into several sustainable projects, 

we found the project “original unverpackt”. It is an idea 

about opening a supermarket without any packaging. 

With that project the founders want to raise awareness 

about how much plastic we are throwing away every day. 

Their aim is to reduce the use of plastic in the world and 

to raise the awareness about the problem (www.origi-

nal-unverpackt.de). 

The idea of reducing plastic in the world really inter-

ested us and so we started to look into this worldwide 

problem. We were shocked about the facts we found 

out. Every minute a million plastic bags are used, and it 

only takes 12 to 20 minutes before they are thrown away. 

That is where the problem starts. A lot of plastic is not 

thrown away properly and ends up in the nature, in for-

ests, meadows and finally in our oceans. 

We decided to look into the plastic problem in the oceans, 

also called plastic soup problem. It is a big problem and 

so far there is not yet a good solution found to solve it. 

It is a problem that arised during the last few years. That 

is the reason why a lot of people don’t know about the 

concequences the cause when they throw a plastic bag 

away. Out of this insight we developped the following 

research questions:

HOW WE FOUND OUR SUBJECT



What impact do campaigns 
have to raise awareness about 

the plastic soup?
Is there a difference between local and global
campaigns concerning the raise of awareness?  



A large part (60-85%) of all the plastic what is produced, 
is intentionally or accidentally released into nature. Ani-
mals can not see the differences between plastic and co-
lourfull food, with the result that a lot of animals has plas-
tic in their stomach: 80% of the lobsters had plastic in 
their stomach, 100% of the seabirds and 36% of the fish 
people eat had eaten plastic. So in the end that means 
that we also can have plastic in our body because of the 
foodchain. And with these plastics we also get toxins in 
our body. 

The growing plastic pollution of oceans and seas, and 
also inland, has become an uncontrollable disaster. It is 
a big problem what needs a sollution. But what is the 
problem exactly?

Every year the people produce 250 million tons of plas-
tic, about 4.7 million tons of plastic is eventually dumped 
in the sea, that means 12.000 tons per day. 

Plastic has many positive features: it is strong, light-weight-
ed, waterproof and durable. Especially that last quali-
ty, durable, is also very negative. Plastic is not naturally 
degradable. Experts even say that is is durable for over 
a thousand years. After some time it will fall eventually 
apart, but then it ’s even harder to collect the waste.

It is a little bit ironic because: the problem begins with humans, when we produce 
plastic and throw it away, but also ends by the humans, when we eat fish or meat.

FIRST, SOME PLASTIC FACTS



The big journey of Plastic: From hand to stomach.



OVERVIEW CAMPAIGNS



As we found out, there are a lot of organisations which have a campaign against the plastic soup problem. They all 

try to raise the awareness by shocking posters. Most of the campaigns show the danger for the marine animals. Not 

one of the campaigns really shows where the problem starts, but only what effect it has. Only a little of them, mosty 

local organizations, involve the people in their campaigns. But this is a very important way to really raise the aware-

ness by people. By involving people in a campaign or action, raises the chance that the really see the problem and 

after this they will change their behaviour. “The Surfrider Foundations” says that simple local actions can help make 

an impact to solve this global issue. The chance to raise awareness by involving people with a global campaign ap-

parently differences from a local campaign; it does not have an big effect on people. They see it, but it ’s to far from 

their personal life. Because of this fact we choose two dutch projects (Plastic Whale and The Ocean Cleanup) for an 

analysis of their physical, social and economic aspects. The Plastic Whale and The Ocean Cleanup are involving peo-

ple to clean the waters togeter. In addition we interviewed WWF (global) and Stiksoep (local) for more information, 

these two organisations are busy making campaigns.

WHAT WE FOUND /short conclusion



The Plastic Whale is the world’s first plastic fishing com-
pany, located in Amsterdam. Their aim is to clean the 
canals of Amsterdam by selfmade boats from the found 
plastic. 

SOCIAL 
(standard of living, education, community, equal opportunity):

The company is proud of the canals, and they want to 
clean them with more people from Amsterdam who love 
the canals. Every year the company organizes the event 
“Oud-Amsterdamsch Plastic Vischen” and “Koningsvis-
sen”. At the events a lot of volunteers go fishing for plas-
tic with each other and their boats of Amsterdam. In ad-
dition there is the possibility to go plastic fishing for one 
day with your team or working group and getting work-
shops about the plastic soup and what to do with plastic.

ECONOMIC 
(profit, cost servings, economic growth, research&development):

The Plastic Whale starts with the canals of Amsterdam. 
When the company has grown enought, their aim will be 
to clean other canals in cities like Venice, Utrecht, Bali. 
Because these are also cities with plastic problems. The 
Plastic Whale Foundation depends on public donations 
and sponsorship. On the other hand they grow by selling 
the design object they make.

ENVIRONMENTAL 
(natural resource use, environment management, polution prevention):

They use the plastic they found in the waters, to make 
design objects and new boats for fishing. So there is a 
win-win situation; The Plastic Whale is cleaning up plas-
tic, with these plastic they can build new boats to fish.

LOCAL PROJECT /The Plastic Whale



Teamwork. More boats, less plastic.



“According to you what is the main problem of the plastic soup?”
Anita Waltman: There is too much unnecessary packaging, the products are not well thought through, no deposit on 
small bottles and cans and the bad habits of people, they should clean up their own waste. If  that happens, there is 
no plastic soup. 

“Who is the target audience for your campaign?”
Anita Waltman: Everyone, however, the education is focused on children because they can still learn good habits.

“What is the reach of this campaign?”
Anita Waltman: Different, last year I had a community art project during the four day walking event in Nijmegen. The 
range was first the inhabitants of Nijmegen (160,000) and then all visitors of the event, that was more than a million. 
But I also have classes and then the reach is only several people. And sometimes I speak with people on the street if 
they throw something on the ground .... Next week I’m on Almere 30 years and build a UFO of waste. I expect 60,000 
visitors.

“Is there a difference between before and after the campaign, concerning the plastic pollution by humans?”
Anita Waltman: I notice that people are aware of the problem during campaigns and definitely rethink before they 
throw plastic on the street. Unfortunately this is not the fact for everyone.

“What is in your opinion, the next step to solve this problem? Or to raise even more awareness.”
Anita Waltman: I think we should teach kids from the very beginning that waste should be recycled. This should be 
done with images, because text does not reach kids. It should also be throwing. There should also be fine tickets on 
throwing away wast, same as if  when you leave the shit of your dog on the street. Only difference, shit is gone within 
several days, a plastic bottle stays for a few thousand years.

INTERVIEW WITH ANITA WALTMAN /Stiksoep, local



As a global project we choose for “The Ocean Cleanup”. 
It is a project found by a 19 year old student from Delft. 
His aim is to clean all the oceans within 10 years with a 
new technique which has no impact on the animals in the 
sea. The Ocean Cleanup works to develop world’s first 
feasible method to clean the gyres of plastic.

SOCIAL 
(standard of living, education, community, equal opportunity):

Prevention is an essential part of stopping plastic pol-
lution, but will require radical changes in all levels of 
society. The Ocean Cleanup aims to assist with these ef-
forts by stressing its importance, and by raising aware-
ness about the problem and its solutions. Obviously, 
prevention is something we are all responsible for. In 
preparation of a merchandise line, they are now looking 
for great designs to print on both fundraising and crew 
shirts. Hence they announce The Ocean Cleanup T-Shirt 
Design Contest. The winners with the tree best designs 
will receive their t-shirts, a reusable TOC water bottle, 
and will be mentioned on the social media.

ECONOMIC 
(profit, cost servings, economic growth, research&development):

The Ocean Cleanup Array concept is likely a feasible and 
viable method to remove almost half the plastic from the 
North Pacific Garbage patch, while being an estimated 
7900x faster and 33x cheaper than conventional meth-
ods. The crew of this project was researching a whole 
year with a team of 100 volunteers and professionals. 
Because of small operational expenditures, high capture 
efficiency and the possibility of re-using the plastics, 
it will only cost €4,50 for every kg of plastic removed. 
That is about 33 times less expensive than conventional 
cleanup methods.

ENVIRONMENTAL 
(natural resource use, environment management, polution prevention):

The project uses the currents in the ocean to its advan-
tage, a collection process 100% driven by the natural 
winds and currents. The collected ocean plastic will be 
turned into oil or other new materials. So it is completely 
nature friendly.

GLOBAL PROJECT /The Ocean Cleanup
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Area’s where plastic comes together, due the ocean currents.



“According to you what is the main problem of the plastic soup?”
Ilse Kaspers: Large and small pieces of waste each have their own way of affecting the environment. The problem of 
large pieces is that marine animals entangled in them and die that way. 
The problem of smaller pieces is that scavengers eat a lot of plastic because they think it is food. The plastic takes 
the hunger away, which leads to a huge number of starving birds. 
In some cases, fish eat more plastic than natural food because the concentration of plastic is seven times greater than 
the concentration of plankton.
The smaller the plastic the more toxic it gets. The smallest particles cause the biggest problems. The ocean contains 
toxins such as dioxins, PCBs and pesticides that have entered due to human activities. 

“Who is the target audience for your campaign? What is the reach of this campaign?”
Ilse Kaspers: The WWF is a worldwide organisation, and our aim is always to reach as many people as possible.

“Is there a difference between before and after the campaign, concerning the plastic pollution by humans?”
Ilse Kaspers: The WWF has not yet been active in the field of the plastic soup problem, but we recognize it as one of 
the biggest threats of the health of the marine ecosystem. We have a lot of campaigns running which are supporting 
the marine ecosystem. We keep a close eye on science and are currently looking for any opportunities to strengthe 
the activities of other organizations.

“What is in your opinion, the next step to solve this problem? Or to raise even more awareness.”
Ilse Kaspers: The fishing of floating debris is the only practical way in which a part of the problem can be solved. 
There are techniques available to recycle large pieces of plastic waste, but these techniques must be more devel-
oped  becasue they cost to much money. It is important that everybody knows who is causing the problem and who 
can be punished for it. Otherwise we continue mopping with the tap open.

INTERVIEW WITH ILSE KASPERS /WWF, global



The ‘plastic soup’ is a very perfidious problem because you 
can’t see the most dangerous part of it; the small and toxic 
pieces of plastic. What it also makes it difficult to solve this 
problem, is that it is to far away from the population. We sim-
ply don’t live in the sea, we ‘don’t see it with our own eyes’. So 
it is really hard to make people see a problem which you can’t 
actually see. A lot of companys and projects try really hard to 
visualize the problem, but still it is hard to tell how big the im-
pact eventually on people’s behaviour is. The fact is that slowly 
more and more people get to know the problem, but most of 
them don’t change their behaviour, yet. 

Global and local campaigns have the same strategy in how 
they want to reach the people. They both try to shock people 
by showing what troubles the problem causes. We found out 
that the campaigs only show where the problem ends. A few 
organizations try to raise the awareness by showing where 
the whole problem ‘plastic soup’ starts. The ones who try to 
do that are mostly the local initiatives/campaigns. They try to 
talk directly to the people by involving them in their process 
of cleaning up the waters. With this stategy they try to show 
people that it all starts with their own behaviour. Unfortunately 
the reach of these campaigns is not that big, but compared to 
global campaigns the impact on one single person is bigger. 

Global campaigns on the other hand have a way bigger reach. 
Their aim is not to change peoples behaviour directly, but is to 
reach as many people as possible and show the  world that the 
plastic soup is a big global issue. Because of that, the global 
campaigns are less personal than local campaigns. 

In addition, there are so many campaigns which try to shock 
people with images about all the trouble we have in the world, 
that the strategy about shocking people may not be the best 
way to raise awareness about the plastic soup. Campaigns 
would have way more impact, if they would try to reach out to 
a younger target group. The advantage of that would be that 
they are not yet used to throw away their own waist and that 
you can educated them. But also if they are interacting with 
the people they want to reach, so that people are busy with te 
problem... more involved.

The conclusion we have made is that raising awarenss about 
the plastic soup won’t solve the problem. It is way more impor-
tant that the campaigns change our behaviour. People need to 
learn not to throw their waste away, otherwise the plastic soup 
will never stop. If people keep on throwing waste away it is 
useless to put money in new projects like The Ocean Cleanup. 

OUR FINAL CONCLUSION

AWARENESS - CHANGE BEHAVIOUR - CLEAN OCEANS



Plasticheroes:
http://www.plasticheroes.nl/faq-page 

Plasticsoupfoundation: 
info@plasticsoupfoundation.org 

Greenpeace: 
info@greenpeace.nl 

Plasticsoupsurfer: 
merijntinga@hotmail.com 

WWF:  
info@wwf.nl 

Stiksoep: 
info@stiksoep.nl 

The Plastic Whale:
contact@plasticwhale.org

ORGANIZATIONS WE TRIED TO CONTACT

Questions we asked:
1. According to you what is the main problem of the plastic 
soup?
2. Who is the target audience for your campaign?
3. What is the reach of this campaign?
4. Is there a difference between before and after the cam-
paign, concerning the plastic pollution by humans?
5. What is in your opinion, the next step to solve this prob-
lem? Or to raise even more awareness?

And also used for information about the plastic soup.
LOCAL

Surferridersfoundation:
info@surfrider.org 

Surfersagainssewage:
info@sas.org.uk 

Ifaw:
info-nl@ifaw.org /info@ifaw.org 

Oneworldoneocean 
team@oneworldoneocean.org
 
Mother:
mother@motherlondon.com 

Electrolux:
electrolux@vacfromthesea.com

The Ocean Cleanup:
Boyan Slat via Facebook

GLOBAL


