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Brief and objectives: 

As Cardiff is a waterfront city, with over 22 million visitors a year, we wanted to respond to 

the devastating problem of ocean plastic, and the impact of tourism and events on the 

environment. 

Therefore, using our established, high profile events and networks as platforms, we created 

a project plan to engage with leisure and tourism businesses and visitors to help inspire 

them to be more sustainable and make positive environmental changes. In addition, this 

would support the work that we in the tourism and harbour authority departments, as it 

shows that Cardiff is being proactive in this growing problem. 

Key Objectives: 

1. Create an activation relevant for the Volvo Ocean Race to engage with at least 20k 

visitors 

2. Generate media interest /PR coverage to talk about ocean plastic and sustainability 

3. Engage with over 170 in the ‘Visit Cardiff Network’ to raise awareness of the 

problems 

4. Create a legacy - monitor behavioural change in the industry in Cardiff re: 

sustainability. 

 

The idea, research and planning: 

Times are changing - through charity lead marketing campaigns and high profile TV shows 

like Blue Planet, there is more public awareness on this subject than ever before. The 

demand for change is out there, travellers are becoming more aware, and as a destination 

we have to work together to adapt. 

We researched charities and organisations that were already doing great work in this area 

and reached out to them to help understand what we could do. What should we focus on? 



Due to the nature of the industry, the population of an area will increase significantly for a 

short period, putting extra pressure on resources. Therefore, the main areas we decided to 

look at were the use of one use plastic and the procurement of alternatives, food waste, and 

travel. 

Another thing we had to consider with visitors was that we were planning to promote our 

messages to them in leisure environment – so we were mindful that we wanted to inspire 

people with fun activations and messaging, and not lecture them. 

 

Strategy, tactics, creativity and innovation: 

Phase one – On Site Activation - We created a quirky activation for the Volvo Ocean Race 

site called the Eco Lounge. It consisted of upcycled furniture made with debris and rubbish 

collected by the Harbour Authority Boat Crew in Cardiff Bay - all made by a local carpenter. 

We thought that this would be a unique way to demonstrate the scope and volume of 

rubbish/plastic collected in Cardiff. In addition, as visitors could use the furniture, and it was 

not just for display purposes, it was great way to generate conversation and get people 

talking about the issue. 

The Eco Lounge and supporting exhibition panels, displaying information about how the 

rubbish was collected and decomposition process, was a popular attraction. The Volvo 

Ocean Race site attracted over 180k visitors across 2 weeks. 

Phase two - Media- Using the Volvo Ocean Race/World Ocean Day theme we encouraged 

media to find out more about the upcycled furniture, and see the problem first-hand, by 

organising media boat trips on the river Ely with a talk from the Harbour Authority 

environment team. The story was picked up by national and regional media. 

Phase three – Travelling exhibition – To continue to raise awareness, we created a schedule 

to display the Eco Lounge upcycled furniture at events across the summer including the 

National Eisteddfod and the International Food and Drink Festival. The exhibition is now on 

permanent display at the attraction Cardiff International White Water (over 100k visitors per 

year). 

Phase four – Business Networking Breakfast – To conclude the campaign, we created a 

business breakfast to celebrate World Oceans Day 2019, and invited leisure and tourism 

related businesses, from across the region and government to attend. The presenters and 

exhibitors were chosen to highlight a variety of elements that effect the industry specifically, 

from one use plastic, to travel, and new initiatives like the Oohoo. 

Over 70 businesses attended. 

Phase five – Eco Tourism Guides – To complement the Business Networking Breakfast and 

Eco Lounge, and make the information more accessible, we engaged with experts including 

Keep Wales Tidy and Surfers Against Sewage to create two sustainability advice guides – 

one aimed at businesses and one for visitors. These are promoted online and on social 

media. 

 



Delivery: 

The 12-month project, which started at World Oceans Day at the Volvo Ocean Race June 

2018, used a number of activities to engage the different target audiences. The project was 

led by the Marketing Campaigns and Strategy Manager in Cardiff Council’s tourism and 

events department - who worked in partnership with the Cardiff Harbour Authority. They also 

engaged with external companies like the Volvo Ocean Race to amplify the promotion. 

 

Measurement and evaluation:  

Now that the campaign has ended, we are encouraging our networks and partners, including 

Local Authorities and Visit Wales to work with us, and to share their experiences with us so 

that we can feature them in Visit Cardiff Industry newsletters and on the websites. Also, all 

feedback will be monitored to promote any fun/news worthy stories. 

Evaluation as per ‘brief and objective’ section: 

Objective 1: The Eco Lounge (see attached photographs) was displayed at three high footfall 

events and one attraction - and exceeded the 20k visitor target. 

Objective 2: Regional and national media picked up the story. For exmaple BBC Breakfast 

News. BBC X Ray and CBBC Our School. 

Objective 3: All VCN members and partner organisations received information, and over 70 

businesses attended the network event. 

Objective 4: We are encouraging people tell if they have been inspired and to share their 

experiences with us. 

 

Budget and campaign impact:  

As we used internal staff, and Council supported events/venues, we were able to keep costs 

comparatively low. The 12-month campaign came in under £16,000. 

 Staff Time Internal Staff Resources £0 

 Event pitches Utilised existing Council partnerships £0 

 Delivery & Install Eco Lounge at 4 x events £1000 

 Furniture/branding Carpenter fees/materials (not removed from the Bay)/branding 

£11,860 

 Business Breakfast AV/Room hire/Catering/Presenters (minus contra/sponsorship) 

£2900. 

 


