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1. Summary

This document contains gather all information about gaps and synergies reporting. The purpose of this
document is to list specific methodologies, data collection and data analysis in order to get more detailed
knowledge on the plastic problem in every location. This report is compiling what is already being done in
terms of mitigation and known gaps in Croatia, Greece and Portugal. They are presented as three different
case studies.

This report consists of fulfillment of Project Output 2 - Gaps and Synergies.

2. Introduction

Three case studies represent the BL.EU Climate project, namely in Croatia, Greece and Portugal.
Croatia

The report on Gaps and synergies identification for the Croatian case study sites is based on research done
on environmentally responsible tourist demand and supply.

Terra Hub has been implementing a yearlong support program for influencers and leaders of environmental
change on the local area and on the Croatian islands (primarily Zlarin and Cres) through advocacy, campaigns
and actions with a goal of reducing plastic waste on the coast and in the Adriatic Sea.

In the first, the quantitative part of the research online surveys and questionnaires were used to gather
contextual and localized information that can be combined with some broader sociological concepts. Second
part of the research was dealing with qualitative aspects with separate visits to three different locations that
are the first changemakers/early movers in terms of abandoning single-use plastic - the island of Zlarin, hotel
Adriatic in the city of Rovinj and a zero waste AirBNB/booking rented facility in the city of Zagreb. The idea of
this mixed methods research design was to gather broader information on travellers and their habits during
the vacation and to see how localities and businesses rationalize and explain their decisions to involve plastic
free or zero waste policies in their model.

Additional desk research was conducted prior to the field work and by using secondary sources such as the
available data of the Tourist Board and the local and national government as well as internal documentation
and assessment/strategy used by the first-generation change-makers.

What the leaders of change on the ground were facing was nominal agreement with change but extremely
rigid set of values and practices towards environmental protection as a secondary or tertiary concern
following primary concern with economic growth through tourism. Very concrete data on the specifics of
tourism demand related to environmental quality of the tourist offer, as well as documenting the paths and
the needs of the changemakers in the tourist service industry is the only thing we believe can be detrimental
to creating a shift in values and/or priorities.

The data received are to be used for advocacy campaign among the local tourist service providers as well as
the tourist board and agencies, local government, media and the general community, providing data,
information and recommendations on how to generate change that can increase tourist influx for the local
community both in quantity and quality.
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In order to trace, document, analyse and propose recommendations for the plastic-free changemakers in
Croatia several interviews were conducted as well as extensive desk-research in three locations/initiatives
making sure that the initiatives sampled constitute the first generation/wave of change makers in these
plastic-free Adriatic initiatives and that they were three structurally different initiatives - one which is a single
person, single accommodation initiative (Zero Waste Apartment for rent in Zagreb), one that is a big
corporation but unified initiative/tourist service provider and one that is a collaboration of several very small
tourist service providers.

Greece

The survey was conducted as part of the Climate-KIC funded project entitled “BL.EU — Climate Innovation in
Southern European Waters”. The survey was based on a common questionnaire designed by all beneficiaries
of the BL.EU project, which was targeting tourists that reside in the relevant touristic areas. It was
implemented in two stages: the survey ran in the wider Piraeus region between 15-30 September 2019 and in
Milos Island during the first half of October 2019. Participation rate was 50%, leading to a sample of 54
respondents. The participation rate is considered low, however, the results depict some significant efforts
towards awareness raise.

The analysis of the questionnaire responses highlighted findings that are relevant to the wider range of
stakeholders related to marine litter, such as policy makers at national and regional levels, entrepreneurs of
the tourist sector, tourists and researchers.

The main findings of the survey are summarized in the following points:

- Most of the participants are aware of the environmental degradation and they can link it to
anthropogenic effects.

- Age, education and income levels are factors that affect awareness and perceptions towards
environmental protection. Younger people, better educated and with higher income are more eager
to identify the impact of environmental degradation in their life and are willing to support more
transitions to cleaner environments.

- Some level of environmental awareness exists, however, in some cases this has proven to be
superficial since a significant percentage of the participants still does not understand the impact of
core environmental problems.

- The above also affects the willingness to pay for the transition into higher quality and more sustainable
ecosystems.

- The perceived link between environmental sustainability and socioeconomic aspects is weak, whereas
the importance of achieving good environmental status in relevant ecosystems (i.e. marine) is not
highly prioritized.

- Significant efforts to increase awareness of the European policies on environmental protection are
needed. A clear knowledge gap at the citizen’s level was identified during the survey, even for
directives that have been already part of the EU dissemination strategies (i.e. single use plastics
directive, plastics directive etc.) This gap is more evident among participants of older age; young
citizens are more aware and possibly less reluctant to support the implementation of the policies.
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Portugal
The work developed in the WP2 allowed to:

— Tourism sector
— Visit 6 passenger ships

— Apply questionnaires to Environmental officers or Chief Officers - 4 answers obtained

— Analyze plastic waste compositional data campaign - 748 kg (sample)
— Survey tourists - face to face and online approaches - 33 answers
— Cargo sector
— Visit 1 cargo ship
— Analyze plastic waste compositional data campaign - 9 kg (sample)
— Fishing sector
— Visit 11 fishing ports
— Apply questionnaires to fishermen - 86 answers obtained
— Analyze plastic waste compositional data campaign - 21 kg (sample)

After all data collection, best practices, gaps and barriers were identified for the sectors. At last, conclusions

and recommendations were made.
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3. CROATIA

3.1. Surveys and questionnaires
RESEARCH DESIGN:

Research Question: What was the first generation of changemakers in the field of plastic free tourism service
able to provide and how does tourist demand react to the increase of environmentally responsible tourism
supply on the Croatian Coast

Topic 1: What are the priorities in choosing a vacation location?

Topic 2: How much does environmentally responsible offer influence the choice of vacation location for
tourists? (What is the perceived cost and acceptable cost of a sustainable choice?)

Topic 3: Is there a difference in the sociodemographic characteristics of tourists that prioritise
environmentally responsible locations?

Topic 4: What were some of the experiences, challenges and benefits of environmentally responsible tourism
supply in Croatia?

Quantitative Research

A convenient sample using online survey was used, with an overall number of 126 participants. Online and
offline surveys were conducted during tourist season with the cooperation of the Tourist Board and other
stakeholders in the local tourism community.

Three different samples were used:

- Online survey for the general public shared through social media and partner organizations.
- Online survey for the island of Zlarin.
- Online survey for the island of Cres.

The Questionnaire used consisted of four topical segments:

- Socio-demographic variables - age, gender, country of origin and the level of education.

- Planning and circumstances considering the vacation - financial issues, duration of stay and the
arrangements, including the number of people involved.

- Gathering more data on practical ecological issues and the level of information guests have prior to
their arrival.

- Dealing with broader attitudes on ecology, using the NEP (New ecological paradigm) scale for testing
attitudes of respondents.
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Qualitative Research

Second part of the research was dealing with qualitative aspects — semi-structured interviews with tourists
were used with separate visits to three different locations - the island of Zlarin, hotel Adriatic in the city of
Rovinj and a zero waste AirBNB/booking rented facility in the city of Zagreb.

The idea of this mixed methods research design was to gather broader information on travellers and their
habits during the vacation and, at the same time, see how localities and businesses rationalize and explain
their decisions to involve plastic free or zero waste policies in their model.

- Semi-structured interviews with tourists
- case studies: offering environmentally responsible services in the area of tourism with a goal of
documenting best practices, experiences, obstacles, and strategies of success.

CASE STUDY 1: ZLARIN PLASTIC FREE ISLAND - collaboration of small tourism providers

Zlarin, the island without plastic is the most famous plastic-free initiatives in Croatia, an initiative where all of
the tourist service providers in Zlarin that have single-use plastic included in their daily services such as
restaurants, grocery stores and fast food places and bars collectively managed to get rid of single-use plastic
items in the front-end of the tourism service establishments in couple of months, sign a charter, create a logo
and certificate, record a video, produce and use reusable plastic cups for all the events on Zlarin and create
and open for use a composter.

CASE STUDY 2: ROVINJ ADRIATIC PLASTIC FREE HOTEL — a big tourism provider

Hotel Adriatic Rovinj was the first hotel in Croatia to go single-plastic free, it is a part of a large group of hotels
Maistra (https://www.maistra.com) that started the initiative in one small hotel due to the inspiration of Zlarin

as well as the forthcoming EU regulation in the area of plastic use. The hotel worked closely with all its staff
to remove single-use plastic form the front-end (rooms and bar/restaurant) as well as to organize a series of
events and discussions on the topic.

CASE STUDY 3: ZERO WASTE APPARTEMENT - a single small provider

The Zero waste private apartment in Zagreb. It's a luxury apartment in the centre of the city that has been
completely redone to include energy efficiency, upcycling of furniture and a zero-waste management of
tourism.

The obtained data was analysed and based on the survey results several indices were constructed. The main
idea was to explain how tourist choices of location are made, how much of an impact did values have on that
choice and how much did postmodern values such as environmentalism impact the choice of vacation venue
for different socio-demographic groups. This was tested on both current and potential tourist guests in the
chosen local communities. The qualitative part of the research project enables us to collect best example
stories from service providers that already use environmentalists as a selling point and as a value offered to
their guests.
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DATA RECEIVED:

Quantitative Research Data

The socio-demographic characteristics of the sample:

- Mostly from Croatia, predominant majority of respondents belong to age groups between 20 and 50,

with those between 30 and 40 being the largest group.
- Gender balance: 75.9% of the sample is comprised of women who are more prone to cooperate in

surveys and are more often involved in planning the trip. Furthermore, women are expressing more
concerns about the ecology saying that environmental responsibility is “crucial” when deciding on a

destination.
- The more educated population tends to travel, as 83% of the sample has some form of tertiary

education and that population is economically better off.

Age

30-40

Figure 1: Age.

Travel habits, two processes have to be addressed:

Decision-making: cleanliness is the most important item on their list, as it has a very high level of
agreement (4.43), followed by environmental responsibility and a good price while children friendly
(2.75) and good nightlife (2.32) are the least important. Two types of tourism come to mind: First is
oriented towards family tourism and the other primarily towards the youth.

- Single travelers are rare with only 7%, 78% of all tourists in the sample are coming with another person
or a group of up to four other people, meaning that families are the largest audience followed by 25%

of couples.
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Environmentally responsible destination
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Figure 2: Environmentally responsible destination.
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Figure 3: Important aspects when planning a vacation.

Ecological habits and attitudes of tourists:

- They are generally well informed and have heard about the EU Single-Use Plastics directive and
express a strong agreement with pro-ecological items.

- When picking a location, the eco-friendly tourist service will be considered an added value and rarely
a factor in decision making. However, it does play a strong role in competing with other service
providers in the same destination or in the same price category.

- Ecology being an economic category: 50% of the respondents claim that they would be willing to pay
up to 5€ per day to be in an ecologically responsible destination and only 17% are willing to pay more
than 10€. Percentage of tourists willing to pay more than 10€ per day and person remains the same
(15.3 and 15.9) with accommodation lower than 50€ and in the 50-99€ category and the doubles (30.8
%) with tourists willing to pay more than 100€.
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more than 20 EUR
6,9

upto 20 EUR
10,3%

upto TOEUR

32,8%

How much more, per day/person, would you be willing to pay for a
location that invests in environmental responsibilities?

upto 2EUR

16,4%

upto SEUR
336%

Figure 4: Willing to pay for a

location that invests in environmental responsibility.

Which plastic products are tourists using and which of them are they willing to replace: Plastic straws
and shopping bags are the only two items not used by more than half of our respondents. Plastic

bottles, plates, cups and cutlery are

seen as the most easily replaceable items.

Single-use plastic products - "l do not use it"

B Usage

A significant fraction of the sample

Figure 5: Plastic products.

would be willing to pay more to use an environmentally friendly

product even if it costs more, ranging from 12% to 35%, depending on the product.
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“I would use a replacement product even if it costs more."

B willing to replace

Figure 6: Plastic products.

The issue of the financial cost of replacing single use plastic was raised among the tourist service

providers, and although tourists seem to be willing to pay more for plastic-free accommodation,

services and products, none of the interviews tourist service provider raised the prices of their

services.

The evaluation of the cost was explained with:

a) The unnecessary things that got rid of covered the cost of the acquisition of new plastic-free
products;

b) It was estimated that the price for that season was marginal and worth the impact it had on the
environment as well as promoting plastic-free services.

Willingness to pay extra 10€ for more aware accommodation

below 50

100+

Figure 7: Willing to pay.
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The Preliminary Results for the
BIEu Research Project
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chose an eco destination
e mapping the first wave of
change-makers in reducing
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e quantative and qualitative

research on eco tourist
demand and supply
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018
‘/‘3\ How much more are you g who are our responsible
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service? women

well educated
familiar with the topic
mid 30

coding the qualitative
o findings - teaser:

* what motivates a tourist business to go

2EUR SEUR 10EUR
® 20€UR plastic free?
e what are the challenges?
But ...respondents that now spend over 100 * what do tourists mean when they say
EUR night/person 33% would pay extra 10 “clean” destination
EUR night/person ¢ being responsible - does it only mean
recycling

Figure 8: Summary infographic with the research results

Qualitative Research Data

To get additional insight into choices and behaviours of the tourist, a series of semi-structured interviews were
conducted with tourists in Rovinj and Zlarin during August of 2019. What follows are the selected relevant
findings for the qualitative dimension of BIEU research of tourist/guest attitudes, values, habits and
behaviours.

- The first part: how the tourists found themselves to be in the given location and how they make
choices about locations they visit.

- three categories: “relatives/ties to a location”, “something different/something new” and
“clean/beautiful”. It was found that in the traveling decision-making the first two are usually
opposing and the third one seems to be an individually differently perceived common
denominator. “Clean” is crucial for tourists and it seems to be connected to serenity, greenery,
natural biodiversity and a place for relaxation with cleanness of the sea, history, heritage,
waste management and urban planning, a place that is taken care of. Further exploring the
meaning and expectations projected into the “clean” imaginary is one of the possible routes
to be further clarified by additional research.
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The second part: decision about the accommodation (if not staying with family). None of the
interviewees mentioned environmentalism as the reason for picking accommodation or the fact that
the accommodation itself has made any efforts in being green/plastic free. The reasons for picking
accommodation are a combination of location and price with a strong input from online tools for
grading and reviews (such as TripAdvisor).

The third part: tourists were asked if knew they were on a first plastic-free island/hotel and how
they felt about it. All interviewees considered it a great thing and are happy to
support/promote/recommend it perceiving it as a great added value to the original location/price
value. Zlarin has had significant support and assistance (Terra Hub organizations Challenge, the media
picking up the story, being showcased at the GA Un by the President of Croatia herself), as well as
working on the visibility and brand (big poster at the doc, the design of the Zlarin without plastic signs
for all tourist service providers and reusable cups now used on the island for all events). Because of
that all but one of the interviews have either heard of Zlarin being the first island without plastic in
Croatia before coming to the island (with some even coming because of that) or they have learned
about it upon arrival. They even discussed what could be done better, what disappointed them or
compared it to where they are from. In Rovinj the tourists were unaware of Hotel Adriatic being the
first plastic-free hotel in Croatia and even suggested disseminating that information upon arrival.
Tourist focus on what's most obvious to them, they are much more likely to perceive waste on the
beach and the island and compare it to the promise of the plastic free island than the lack of plastic
straws.

The fourth part: tourists were asked about their impression of Croatia and branding as a clean blue
and green paradise in comparison with their own countries. Tourists were asked to compare
standards in their own countries and here as well as their own habits at home (and how they can
practice them here) and most think it isn’t a leading country in environment preservation. The
identified major problem is that when asked about how they contribute to the environment/planet
the absolute go to answer is recycling. Usually that is the beginning and the need of what people from
various countries, age, gender, nationality and status believe is the most important and often the only
thing they can do. Knowing that recycling is the last resort in environmental preservation, as well as
the national and local governments are catching up with the data and knowledge in the field and are
only now (in Croatia) providing infrastructure for recycling as well as that recycling is the main
environmental habit taught in schools as the solution it all provides for a very worrying message to all
citizens, including tourists. However, some tourists do have the right idea and are declining plastic
whenever they can, are a responsible shopper by buying in Packaging-Free Supermarkets or Zero
Waste Stores, are picking up trash, saving resources, using reusable items, are composting and
shopping at a farmers’ market, are vegan and so on.
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TOURIST SERVICE PROVIDERS AS CHANGE-MAKERS

In discussing how and why the initiative was started, all of the changemakers perceive environmentalism and
plastics in particular as one of the most important issues of today and often refer to future generations,
responsibilities to the communities and are motivated by the EU Directive businesswise. In Rovinj it was
obvious there was an understanding of the responsibility that the hotel has for the impact on plastic waste
volume in the community. Motivation such as smart business decisions, promotion, education of guests as
well as wider social impact were detected among the first generation of change-makers.

In a strictly business and procedural way, switching to plastic free didn't seem to be that demanding, time-
wise or financially although time consumed was more often quoted as an issue than financial losses. People
who do not have the experience of going plastic-free perceive it as much more complicated and expensive
than it is in implementation. However, staff from the plastic-free hotel and the cafes say that they have not
only started to replace plastic at home, but have also talked about their family and friends into it. It seems
that living without plastic for 8 or more hours during work is enough to change behaviour at home.

Discussing how the community reacted and how the guests reacted and what were the methods of
communicating change to plastic-free, the existing consensus was faced again on plastic-free or
environmentalism being a positive change throughout communities/societies. The perception of the guest by
the tourist service provider in the context of providing environmentally responsible service varied from having
a wish to impact and even change the behaviour and the attitudes of the guest through providing a service
that is luxurious/comfortable/holistic/healthy to simply integrating what is good for the environment without
considering the impact on the guest at all. At this time, it is not possible to be 100% zero waste or plastic-free
so there were certain compromises to be made, depending on the motivation or perceived importance of
goals. In Hotel Adriatic the content is presented without plastic, also they are refusing to sell plastic products
to guests in order to make sure the guests see as little plastic as possible. The tourists are all surprised and
when told the reason, have a good reaction. In zero waste apartment the dishwashing sponge is left for the
guests (in addition to the bamboo brush for dishwashing) because it was the estimate of the owner that it
would be too big of a push for guests to learn to wash the dishes without the sponge even though it leaves
microplastics in the waste waters. On top of compromises it is clear that the tourist service providers are
determined to go above and beyond the call of duty for their customers, with zero waste apartment separating
waste and recycling after guests if they do not do it themselves, the same service is provided in the Adriatic
hotel where also cardboard straws are replaced if they get soggy because of staying in the drink for too long
etc.
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Page 14 of 76



HOW CHANGEMAKERS IMPACT EACH OTHER AND WHY SYNERGY IS IMPORTANT

Terra Hub is the only organization in Croatia that has been doing the job of degenerating and supporting ideas
in the area of reducing plastic, tracking them, researching, enabling, and mentoring. During the BL.EU project
a lot of information about this first generation of changemakers has been documented.

An article about Zlarin was the main inspirations for the hotel Adriatic to the plastic-free project. The work
done by the Adriatic hotel will be an inspiration, lesson and motivation for many more to come. Thus,
continuing work on supporting and documenting community leaders in the area of reducing plastic and waste
is crucial. It would be well advised to set up social impact measurement tools and protocols in order to
document and measure further how a small island initiative can inspire a small hotel which can then in return
inspire the whole hotel group and have a sizable impact on the community, not just at large but specific niches
such as supplier of alternative to plastic, staff working in tourism, and tourists/guests themselves.

1st Generation
Synergy o

organises workshops
and lectures

22.4.2019
Adriatic Hotel makes August 2019
a comitment to go
30% plastic tlj'ie by Terra Hub conducts
une inspired by data gathering and
Status Quo 2018 Zlarin resea%ch in z|%n'n,

Rovinj and in Zagreb
162 000 plastic items
used in Zlarin

99 050 plastic items

sold or used by
Adriatic Rovin]

April, May 2019

Zlarin team partners

with SMILO
Zlarin team June 2019
cooperation with .
French embassy and Adriatic hotel
NP Krka accomplish and
exceeds 80%
plastic free plan
15.10.2018
Terra Hub Adriatic
Plastic Challenge - June 2019
Zlarin wins .
March, April, May Zlarin team creates
RS ST and launches 'Taks a
Terra Hub iny PP break from plastic

mentoring Zlarin and video

contributes to the

future video Zlarin team creates

the composting
station Zlarko

Figure 9: First-generation strategy.
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3.2. Other data collection

Additional desk research was conducted prior to the field work and by using secondary sources such as the
available data of the Tourist Board and the local and national government as well as internal documentation
and assessment/strategy used by the first-generation change-makers.

3.3. Gaps and barriers
Gaps and barriers according to tourists:

- Lack of information, lack of good user-friendly infrastructure and waste management are obstacles
for tourists to be environmentally responsible in the location.

- Evenin plastic free accommodations, store bought plastic bottles with water are brought in by tourists
who are mostly unsure of whether the water in the location is drinkable.

- There is an unpleasant odour in the location and a general problem with waste management (no
noticeable recycle bins, their location nor if waste is to be recycled or not, which waste is recycled in
which bins, no recycling instructions for tourists in different languages, not recycling glass and
aluminium).

- Lack of organic shops and small to no variety in bio products.

- Still a lot of plastic waste from previous years on the first plastic free island/location, the focus should
have been based on first cleaning up the island/location.

- First-generation changemakers (locations and tourist service providers) in Croatia weren’t advertised
enough.

- Not motivating tourists to behave responsibly on the destination so there are many irresponsible
people that just don't care about plastics or cigarettes and they litter, there is not enough pressure on
such negative behaviour.

- Not enough communal workers and garbage-patrols (binmen, utility crew, public workers) on beaches
and other tourist locations nor recycle/garbage bins emptying.

- Not educating locals nor tourists about other ways of contributing to the environment/planet (reusing
or refusing plastic bags, shopping responsibly, picking up trash, saving resources, composting...)
besides recycling which should be the last resort in environmental preservation.

Gaps and barriers according to tourist service providers:

- Advocacy and planning/development in the local community is the most challenging aspect and the
largest area where additional support is needed for successful project implementation.

- Nominal agreement with change but extremely rigid set of values and practices towards
environmental protection as a secondary or tertiary concern following primary concern with economic
growth through tourism.

- Replacement products could not be ordered from Croatia so had to be ordered in enormous quantities
(too much for each provider individually) for a lot of money from other countries or were ordered in
to small quantities locally and were too expensive.

- Ifitis not “clean” tourist service providers’ businesses will not be able to function, tourists will not
come to Croatia.

- Big financial cost for replacing single use plastic and many don't want these costs.
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- Not enough alternative products for guests who want their food for “to go”.

- The standard of alternative products must meet tourist service providers’ standards, every item must
fit the whole image of a hotel and have quality in all fields.

- Many providers don’t know where to start, it all sounds complicated and difficult to do.

- Smaller apartments, businesses, tourist services and private accommodation need significant
information and support to be plastic-free and environmentally responsible, they are left out and have
no representative to get replacement products cheaper by wholesale.

- The media and visibility boom in Zlarin put a lot of pressure, frustration, stress to fulfill the
expectations of the created plastic free island brand as well as the time needed to repeat the
statements to many actors during the high tourist season.

- Problem with microplastics created by numerous washing of bedding during the season.

- Small entrepreneurs are not all equally successful in implementing the plastic free initiative.

3.3. Best practices
Best practices according to tourists:

- Tourists consider residing in the first plastic-free island/hotel in Croatia a great thing and are happy to
support/promote/recommend it perceiving it as a great added value to the original location/price
value for money calculation that landed them there in the first place.

- Tourists like being informed by tourist service providers where to recycle and about waste separation
in the location.

- Croatia is making a better effort to recycle than other popular destinations (Venice), it’s a location
with hardly any graffiti or littering.

- Croatia is enforcing environment protection trends, that is the future and the location/hotel could be
an example to all other locations/hotels in Croatia/the World.

- Tourists like the concept of return bottles and that there was very little plastic waste on the location.

- Zlarin has implemented in just one-year proportional waste charges to the non-recyclable garbage
produced.

Best practices according to tourist service providers:

- Tourists seem to be willing to pay more for plastic-free accommodation, services and products

- Aclear understanding of the responsibility that the hotel has for the impact on plastic waste volume
in the community.

- Being afirst-generation change-maker is good for the promotion/marketing and for the environment,
providers are doing something useful while not losing anything and the feedback is great.

- Local people and providers are starting to be more aware and environmentally conscious bringing the
good habits and implementing the change from the workplace in their own homes. Active involvement
of employees in designing applicable and simple solutions within their workplace and domain.

- The new meaning of luxury is leisure, ecology and health, meaning the guests now want to feel cared
for while knowing that the provider where they spend their summer in takes care of the environment.

- Whether providers contact the supplier for single use plastic or alternative products the same amount
of time is “wasted”.
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- If many big providers were in collaboration, the demand and diversity for alternative products would
increase and the price would drop. Big providers also have a greater impact on the chain of supply,
availability, alternative products and their price as well as which of the items will be used as opposed
to small tourist service providers.

- All the shampoos are now provided in ceramic bottles that work on refill systems.

- Refusing plastic products to guests doesn’t result in bad reactions, objections or complaints.

- For first-generation change-maker the biggest wave of promotion happened though Terra Hub, the
providers did not spend much time or any promotion at all.

- Inmore than 40 events held on Zlarin during the season there was no single-use plastic at any of them!

3.4. Conclusions and recommendations

Following the analysis Terra Hub team of experts identified a need for a data-driven advocacy/development
effort in order to use the first wave of change for generating further shifts in the value system and priority
hierarchy. Very concrete data on the specifics of tourism demand related to environmental quality of the
tourist offer, as well as documenting the paths and the needs of the changemakers in the tourist service
industry is the only thing we believe can be critical to creating a shift in values and/or priorities.

- There was a combination of economy and ecology involved when a decision about the destination is
being made. While almost all tourists support ecological ideas and have a broad sense of the
importance of environmental policies, when considering the intersection of ecology and economy as
well as behaviour and attitudes, the situation is not as uniform. That means that although ecology in
seen as an important issue on general level, not everybody can afford to calculate that cost in their
budget and that is another important piece of information for advocacy and marketing.

- The majority of tourists are arriving in smaller groups of 4-5 people then couples or singles. So, this is
something to consider when thinking about the accommodation types, local policies, marketing and
advocacy.

- Translated into strategy and policy: while luxury tourist services such as high end hotels or
apartments may be able to raise the price of their service due to the economic category of their
potential guests, lower-end accommodation and service will not be able to do so and will require
additional support and stimulation from the local government in order to provide plastic-free or
ecologically friendly services.

- Since tourists are willing to replace plastic products (such as plastic straws and shopping bags, plastic
bottles, plates, cups and cutlery) serving food and drinks without plastic is an obvious possibility.
There are also tourists willing to pay more to use an environmentally friendly product even if it costs
more. This is an important finding because it can help designing the policy of the use of plastic on
locations, as tourists are not equally willing to pay more for certain products. One of the
recommendations stemming from the research is the local government procurement for the whole
community and then distribution or the joint orders by groups of tourist providers.

- An interesting point was raised during the discussion of the preliminary results at the Climate - KIC
workshop were the issue of having to pay more (from the tourist standpoint) for a service that is for
the good of the environment and the society is wrong and the additional price (on the tourist and
the provider) should not be for the environmental tourist services /products but rather, via taxation
or other means on those that are harmful for the society and environment.
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When asked if they knew they were on a first plastic-free island/hotel in Croatia and how they felt
about it the tourists that were unaware suggested disseminating that information to future tourists
upon arrival at the location and via hotel/location marketing. As for media covered plastic free
locations (Zlarin - island without plastic), people already knew, have enjoyed that news and have
discussed what could have been done better, what had disappointed them or compared it to their
home country.
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4. GREECE

4.1. Surveys and questionnaires

The survey was based on a common questionnaire designed by all beneficiaries of the BL.EU project, which
was targeting tourists that reside in the relevant touristic areas. The survey was implemented in two stages:
the survey ran in the wider Piraeus region between 15-30 September 2019 and in Milos island during the first
half of October 2019.

Participation rate at the survey was around 50%, leading to a sample of 54 respondents. The participation rate
is considered low; perhaps implementing the survey during the summer months with higher touristic demand
(i.e. July and August) could lead to higher participation rates.

The results of the survey were acquired in two stages, (1% stage 24 responses from Piraeus and 21 responses
containing also with additional questions received), therefore, the report is structured in two chapters.

The responses were obtained using a random sampling method. Five out of ten respondents were females
(56%) and the rest 44% were males.

M Female M Male

Figure 10: Respondents’ sample - Gender split.

The majority of respondents were Greeks (70%), while the remaining 30% came from other countries including
the United Kingdom, Spain and Italy (Figure 11). In total, 88% of the tourists belonged to the European Union
(28 Member States), while only 12% were tourists from non-EU countries (i.e. USA, Kazakhstan).
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Figure 11: Country of origin.

Regarding age distribution, the majority of the respondents were between 20 to 30 years old (46%). The
second most represented age group was the people from 30 to 40 years old (26%). The rest of the age groups
participated less at the survey, since only 19% of the respondents were 40 - 50 years old, and 9% were 50 -60

years old.

50-60
years,9%

40-50
years, 19%

30-40
years, 26%

20-30
years, 465

M20-30 years M30-30years M40-50 years M50-60 years

Figure 12: Age groups.

In terms of education level of the participants, it is noted that most of them participants (59%) have a Master’s
degrees or higher education. Around 35% of the respondents have graduated from Universities (Bachelor

degrees), while the remaining 6% has concluded secondary education (Figure 13).
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Figure 13: Education level.

When combining the age and educational characteristics, the main characteristics of identified are the
following:

- Participation rate in the survey was higher among younger people and especially those belonging in
the age class of 20-30 years old. People belonging to other age classes (above 50) participated less at
this survey, despite the fact that the surveys took place during September and October, when the
touristic demand is higher for people of these age classes (i.e. pensioners).

- The vast majority of the young participants, which was 95% of the 20-30 years old tourists have
completed tertiary education. Most of the respondents in this sub-category were young women
(72%).

- Most of the respondents that belong to the age group of 30-40 years old (93%) are also well educated
(Bachelor degree and above). The remaining 7% of this category has completed high school.

- The responses from people above 40 years old came also from highly educated people.

- The sample of tourists that chose to respond to the BL.EU questionnaire were good (Bachelor degree)
or highly educated people (Master or above). This characteristic was evident across all age classes;
however, participation frequency decreases with age.

The above can be explained by the assumption that older people have not received proper education about
environmental protection and climate change. Besides, the discussion on climate change and its impact is still
rather new and had not entered the educational curriculums of the European educational systems earlier than
the past 15-20 years (Stokes, Edge, & West, 2001). Another element that could explain the low participation
rate of older people is their overall resistance to behavioral change on topics related to the protection of the
environment and climate change, despite the fact that this age class is more vulnerable to environmental
changes (Geller & Zenick, 2005). In contrast, the older generations entering retirement are increasingly using
volunteering work (cleaning riverbanks, scrubbing bird feathers, rescuing sea turtles) as part of their
environmental awareness (Coughlin, 2018).

4.1.1. Examining preferences
To draw better conclusions on the properties of the sample, the survey includes questions relevant to the type

of stay and the budget spent.
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Most of the tourists surveyed are willing to spend between €30-80 per night (41%), whereas, 26% of the
sample would prefer that their accommodation costs between €80-120. Almost one fifth of the sample is
willing to pay more than €120, whereas, 15% of the respondents prefer low budget vacations (daily
accommodation cost below €30).

Figure 14: Accommodation spending per night (€).

The analysis of the above data in relation to the age classes of the sample does not reveal a specific trend.
These results are consistent with the expected financial planning of people as per age group. For example,
older people in their retirement are looking to save more on their pensions, while people in the age band of
40-50 year old being in the workplace for longer, can have accumulated higher disposable income and have
perhaps climbed the corporate ladder resulting in higher salaries. In contrast, the tendency of young people
in the age band of 20-30 to spend lower for their accommodation is consistent with them entering just now
the workplace taking also into account youth unemployment rates in Europe and Greece.

Regarding the daily budget besides accommodation, the results reveal that 48% of the younger tourists (age
20-30) spend less than €30 per day. The 71% of the tourists that belong to the 30-40 age group are willing to
spend significantly more and between €50-100 per day. The daily spending of tourists from age classes of 40-
60 has been reported to be around €50-60.
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Figure 15: Age group vs. accommodation spending per night (€)
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Figure 16: General spending per day, (€)

Respondents aged 20-30 stated that they are willing to pay less for both accommodation (Figure 2-2) and
general spending besides accommodation (Figure 2-4). For older respondents aged 50-60, they also prefer to
pay less for both accommodation and general spending per day. For the rest of the age groups, the results are
mixed but nevertheless, the age group 40-50 are generally willing to pay higher for their accommodation and
on general spending per day.

From the above, it can be observed that participants in the study aged 40-50 are generally more willing to
spend more on their vacations, perhaps due to the higher disposable income they have accumulated because
of their higher salaries due to them being more years active in the workplace than other age groups.
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Figure 17: General spending per day vs. age group

Another indicator of the type of tourism interviewed is the fact that the vast majority (72%) responded that
good nightlife is not very important or neither important nor unimportant. This finding could perhaps seem
odd given the age structure of the sample, however, it should also be noted that people with higher
environmental awareness, such as those that seem to have participated at the survey are also following
healthier life models, where early sleep is highly appreciated. A further 28% has indicated that good nightlife
is crucial/important when planning a vacation.

4.1.2 Perceptions on environmental values

The following section contains an analysis of the responses in questions that are mostly related to
environmental awareness and ecosystemic protection.

Cleanliness of the accommodation has been reported as an important factor for the majority (94%) of tourists
interviewed (Figure 18). All age and education classes scored this factor as extremely important for their
selection of the accommodation venue and tourist destination in general. The importance of this factor not
only for the selection of the destination but also for the return visitation is highlighted across literature
(Schuhmann, 2011).
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Figure 17: Importance of cleanliness

On the other hand, the majority of the respondents (76%) perceive that the environmental responsibility of
the accommodation provider is an important factor when planning their vacation. The rest of the respondents
(24%) mentioned that that their choice of vacations is indifferent with regards to the environmental
responsibility of the accommodation provider. Similar results also appear at another recent survey conducted
in Greece in the summer of 2019 with the support of the LIFE programme (LIFE-IP AdaptInGR, 2019). The scope
of the survey was to assess the perceptions of the Greek citizens on climate change and its impact in the Greek
environment and economy. Among others, the survey identified that almost 77% of the citizens are well
informed on climate change, a percentage which is similar to the one presented above. However, the fraction
of those that were “a little” or “not at all” informed exceeded 22%, which is three times higher to the present
survey. This could be attributed to the small sample and also to the time period that the survey took place.
Even though the BL.EU survey was focusing more on environmental awareness and not on climate change as
the LIFE survey, it is easy to understand that these two notions are highly interrelated.

W Crucial W Important @ Neither important nor unimportant & Notimportant

Figure 18: Importance of environmental responsibility
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On a more positive side, the respondents mentioned that their selection of the tourist destination is more
defined by the environmental responsibility (56%) and less of the coast location (44%).

By examining the above findings, it is obvious that there is a significant part of the respondents that have
difficulties in identifying the premises they reside in (i.e. house, room, beach) as part of the natural
environment, or their natural ecosystem. Believing that the impact of environmental degradation does not
affect the citizen’s “ecosystem”is a notion that possibly derives from poor environmental education and
awareness.

One of the most important valuation tools that are used in the assessment of the environmental policies is
the willingness to pay (“WTP”). Under this, the respondents of the questionnaire are invited to mention a price
that they are willing to pay for different types of green services during their vacations. The notion of the “WTP”
is based on the economic value that a consumer is expected to receive from an ecosystem service.

By analyzing the responses (Figure 2 10) of the WTP versus the perception of importance of environmental
responsibility, the following findings are extracted: Firstly, it appears that people that find the environmental
responsibility crucial are willing to pay less compared to others. Secondly, those who rate environmental
responsibility lower appear to be more responsible, since they have higher WTP, which is contradictory.
Thirdly, the majority of the respondents, regardless of their preferences are willing to pay €5 more to receive
more environmentally friendly services. Fourthly, wealthier tourists, such as those residing in more expensive
hotels and those that present a higher daily spending, do not necessarily present higher WTP. In literature,
there are evidence that households of higher incomes are more likely to book ecotourism holidays
(GlobalData, 2017). The gap between the literature example and the results of the survey is again related with
the lower level of environmental education and awareness of the respondents. In addition, the younger age
classes (below 30 years old) appear to have higher WTP compared to the other age classes, despite the fact
that their income level is usually lower.

Despite the responses above, most of the participants (89%) identify the added-value of greener services and
they are willing to select them provided that they do not have to bare the additional cost for them. This is a
common finding across numerous relevant surveys conducted in Europe and the USA. However, as it is pointed
out simply believing and/or accepting the importance of environmental responsibility does not always
translate into pro-environmental activity. Even though consumers mention that they want more greener
services, it is actually (Coughlin, 2018).
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Figure 19: Environmental responsibility vs Environmental cost

Furthermore, the survey reveals that 62% of the respondents mentioned that the ecological standards are
important for choosing a travel destination, while 28% mentioned that the ecological standards do not drive
their decision.

When comparing the ecological standards between the home country and the visiting country, most of the
participants (66%) responded that not significant differences are noted. Considering that 76% of the sample
is coming from EU countries and a further 43% coming from Greece, the above paragraph is alarming, since it
denotes the lack in environmental education and also a significant lack of awareness of the European and
national policies that are being implemented among different environmental aspects across the EU.

1-Notimportar 5
S-very important 5o
19%

4
43%

= 1-Notimportant =2 =3 =4 =5-veryimportant

Figure 20: How important are ecological standards for choosing a vacation destination?

In terms of plastics and waste management, both key issues denoted in the European policy framework, most
of the participants (81% and 90% respectively) mentioned that they are willing to pay to create the necessary
conditions for a single-use plastic free environment and for the implementation of integrated waste
management systems. However, as it was mentioned in previous sections of this report, willingness does not
always translate into action, (Coughlin, 2018).
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Despite their willingness, most of the respondents mentioned that they are not aware of the Plastics directive?
(62%). Given the young age of the sample and taking into account that the sample is otherwise
environmentally conscious, this finding indicates a gap in engaging in education and information of the public.
This finding is consistent with findings from the AdaptInGR project (LIFE-IP AdaptInGR, 2019) which identified
that 22% of Greek respondents were “a little” or “not at all” informed about climate change.

In connection to the above, the questionnaire asked whether the participants would consider replacing certain
single use plastic products. Almost 40% of the participants mentioned that they plan to replace plastic
shopping bags provided that they wouldn’t have to bare the relevant costs. This indicates another significant
lack of awareness among the sample. In Greece, the consumption of single use plastic bags is levied (€0.09
per bag). Therefore, the costs of purchasing cloth reusable bags or other means of carrying containers will pay
off quite soon for an average-sized family.

Yes; 38%

Figure 21: Aware of the EU Single-Use Plastics Directive

A further 30% of the sample indicated that they have stopped using plastic bags. Given that a significant part
of the sample are Europeans, this finding can be linked to the effective implementation of the Directive
2015/720/EC on the plastic bags that imposed a levy on the use of plastic bags. In fact, the consumption of
plastic bags was halved in Greece, after the adoption of the European directive and the imposition of the
environmental fee in single use plastic bags.

1 According to the EU Single-Use Plastics Directive 2019/904 (European Parliament and the Council of the European Union, 2019), the
single-use plastic products of cutlery, plates and straws shall be gradually discontinued from the market within a period of two years
from the date the Directive becomes enforceable. In addition, measures shall be taken for plastic food containers and cups to diminish
their use.
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Figure 22: Replacing plastic shopping bags.

The same fraction of respondents that mentioned that they do not use plastic bags mentioned that they have
stopped using plastic straws. In addition, 40% of the sample indicated that they would replace them if the
replacement solution doesn’t cost anything. A significant 20% have indicated that they would consider
replacing even if it costs more.

Iwould use a replacement if it doesn't cost me

anything S

Idon'tuse it

lwould use a replacement even if it cost more

Iwould use a replacement even if it requires
additional effort (ie research)

lwould use a replacement if it doesn't require any
additional effort {ie research)

Figure 23: Replacing plastic straws.

In connection with ice-cream cups, as per Figure 2-12, a 43% of the sample have indicated that they would
consider replacing if no extra effort is required and a 24% replied that they would replace if no extra cost is
present (Figure 2-12). It seems that ice-cream cups are widely used since only a 5% have indicated that they
do not use this product.
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Figure 24: Replacing ice-cream cups.

With reference to take-away drink cups and their lids (i.e. coffee cups), a 33% of the sample have indicated
that they would use a replacement even if it cost more while a 24% would replace if no additional cost is
present. A further 24% would replace if it does not require extra effort. Finally, a 10% have said that they do
not use single use coffee cups. Perhaps these respondents have already made the switch to alternatives (e.g.
reusable cups).
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Figure 25: Replacing take-away drink cups and lids.

Concerning single-use plastic plates, cups and cutlery, a 38% of the sample have indicated that they are willing
toreplace even if it costs more while a 19% have said that they would replace if no extra cost is present (Figure
2-14). A further 19% said they would replace if no additional efforts were required. The results are satisfactory
given that these products are targeted by the EU Directive and are scheduled to be discontinued.
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Figure 26: Replacing plates, cups and cutlery.

With respect to plastic bottles for beverages, a 38% have indicated that they would consider replacement
even if it cost more while a 19% would consider replacement if there was no extra cost (Figure 2-15). A further
19% would consider replacing if there were no additional efforts involved.
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Figure 27: Replacing plastic bottles for beverages.

Finally, as regards to cotton buds a 38% would consider replacing if there was no extra effort required while a
19% would replace if there was no extra cost. A significant 19% indicated that they do not use this product.
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Figure 28: Replacing cotton buds.

Concerning the above graphs, which consist the behavioral change part of the survey, as an overall comment,
we can observe that the respondents show a preference over replacement methods that do not require extra
cost nor additional effort. However, for specific products (plastic bottles, plates, cups and cutlery), the most
common answer was that they would consider replacing even if it costs more.

Finally, the survey asked respondents to offer their opinion for a series of statements that could help us build
upon the awareness level of the participants. The respondents mentioned that they found the level of
ecological crisis exaggerated (33%), whereas 48% replied that ecological crisis communication is not
exaggerate implying that this is an issue of high importance. One fifth of the responses appear to be neutral
to this statement. This raises more questions on the factors that affect the perceptions of the wider public and
how this is linked with the existing level of environmental education and awareness.
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Figure 29: The so-called “ecological crisis” facing humankind has been greatly exaggerated.

On the brighter side, 81% of the sample agrees that balance of nature is very delicate and easily upset, while
unanimously agreed that human activities are negatively affecting the environment. In the same context,
almost 76% of the sample identified that the humans do not have the right to modify the natural environment
to suit their needs. The same fraction of the respondents also agreed that the human interference with nature
leads to ecosystemic degradation.
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In general, the above responses are consistently showing good environmental consciousness, which however
is not compatible with the characteristics of the sample presented in previous chapters and related with their
willingness to pay for higher quality environmental services. This enhances the view that public awareness
may only be superficial taking under consideration that a significant part of the audience had not heard about
the EU Single Plastics Directive.

Moreover, the tendency of the participants to avoid extra effort or additional cost in their behavioral change
preferences may be an indicator of a lack of awareness on the link between environmental challenges and the
impact that environmental deterioration implies for human health and for the economic systems. .

4.2. Other data collection
No other data have been used during this exercise.

4.3. Gaps and barriers
The next section contains an identification of the gaps and barriers that were identified during the analysis of
the survey results, which is also available in previous sections.

The main finding that was highlighted across the survey is related with awareness and perceptions of the
citizens. Under all cases, there was a lack of awareness at some degree among almost all citizens that
participated in the survey. This limited awareness is not only related to the perception of the citizens about
the causes of the deterioration of the ecosystems but also extends to more generic issues relevant to
institutional trust and sustainability.

For example, a significant knowledge gap of key European policy texts relevant to single use plastics and plastic
waste in general was identified. Effective communication campaigns can lead to a) the successful
implementation of the European policy and b) the building a strong European message which is critical during
the current era of Euroscepticism.

In addition, a significant gap that is also closely related to low awareness is that the citizens that participated
in the survey are willing to pay (WTP) higher amounts to receive better accommodation services than green
environmental services during their vacations. It was evident that the citizens could not easily understand the
impact of low sustainability in the natural ecosystems in their own lives and this could have been one of the
factors for this WTP gap.

Going deeper in the systemic characteristics of the participants, it was evident that elderly people are less
eager to understand and support environmental protection, despite identifying the importance of having a
good environmental standards. These people are more reluctant in understanding core elements of
sustainability and adaptation measures. In contrast, younger generations identify better climate risks and the
importance of sound environmental management.

4.4, Best practices
Best practices will be identified during the validation workshop taking place in the mid of December.
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4.5 Conclusions and recommendations

The analysis of the questionnaire responses highlighted findings that are relevant to the wider range of
stakeholders related to marine litter, such as policy makers at national and regional levels, entrepreneurs of
the tourist sector, tourists and researchers.

As a first finding, most of the respondents understand that the natural environment is at crisis and this is
caused mainly by anthropogenic factors. Human intervention is perceived to have had bad consequences at
the environmental ecosystems, while, most of the participants in the survey mentioned that humans do not
have the right to modify the natural environment based on their own needs, which after all, is one of the basic
notions of environmental sustainability.

In contrast to the above, the survey revealed that even though the level of environmental awareness exists,
in some cases this is considered to be superficial. Around one fourth of the participants do not understand
some core environmental problems and therefore cannot be engaged in further actions, either during their
vacations (i.e. use of single use plastics at the beach) or in their home country.

It was also evident that the participants could not identify the importance of sustainability and its potential
links to environmental and economic systems. A striking example is that a significant number of people were
not aware of the extent of the marine plastic pollution and its detrimental effects on the marine ecosystems.

That gap was evident across almost all questions asked. For example, many of the participants did not consider
the natural environment as part of their own living niche. In fact, they are ready to pay more for a clean hotel
room but were not willing to pay more for a clean ecosystem. It is obvious that despite acknowledging the
importance of sound environmental management, these respondents could not understand how
environmental degradation could affect them and therefore considered it as a problem related to the wider
society. Most of them were not willing to pay more than €5 to receive green environmental services during
their vacations.

In addition to the above, even though a significant part of the sample identified the importance of preserving
the natural environment and have already stopped using plastic bags, plastic straws and other single use
plastics, few were aware of key European policies on plastics (such as the Plastics Directive). In more structural
characteristics, higher levels of awareness were denoted among younger people, whereas people belonging
to older age classes appear to be more reluctant in understanding core elements of sustainability and
designing adaptation measures. Higher income families of the sample have not yet developed the need to
purchase greener vacations, a finding which is significantly different to the tourist sectors of other EU Member
States (Italy, Sweden, Norway, etc.).

Even though a great share of the responses identified the significance of environmental responsibility, it was
observed that the WTP was low. Additionally, when the cost factor was removed from their decision, the
respondents were willing to adapt their needs. When the participants in the study where asked to rate
different behavioral change strategies, they showed preference to methods that do not involve additional
efforts or costs. This of course is linked with the effect of social momentum, which surpasses with the design
and implementation of effective policies.
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5. PORTUGAL

This section is composed by: i) surveys and questionnaires applied, ii) other data collection, iii) gaps and
barriers identified by stakeholders regarding plastic problem, iv) best practices indicated by stakeholders.

5.1. Surveys and questionnaires
This section includes: i) the methodology adopted and, ii) the results obtained from surveys and
guestionnaires for tourists and fishermen.

5.1.1. Methodology
Tourists

Questionnaire design was adapted from Croatian team. The questionnaire consisted mainly of closed-ended
guestions. Open-ended questions were used for age, country of origin and some numbers respondents have
to say (e.g. how many people traveling with the respondent and how many nights staying at Lisbon).

Regarding, surveying two approaches were used: i) face to face approach, done by FCT NOVA team, on
October 16 2019 in Port of Lisbon and, ii) online approach between October 16th and 31st - tourists in Port of
Lisbon received a flyer with the questionnaire link. In both approaches English and Portuguese versions were
used. Data analysis was done by FCT NOVA team.

Fishermen

Questionnaire was designed by FCT NOVA and APLM team. The questionnaire is mainly composed by closed-
ended questions. Open-ended questions were used for age, years of experience, vessel characteristics and
few questions where respondents were able to specify in detail some answers.

Surveying occurred between November and December 2019, in several fishing ports in North, Center, Lisbon
Metropolitan Area and South Regions in Portugal. It was used only Portuguese version of the questionnaire.
Data analysis was done by FCT NOVA team.

Both questionnaires can be found in the Annex .

5.1.2. Results
Results of surveying consisting in two parts, namely tourists' survey and fishermen’s survey.

Other results of this WP can be found on the section 3.2., regarding the results of other stakeholders
interviews and research, as well as the waste compositional campaigns carried out for plastic waste generated
on passengers cruises, cargo and fishing sectors.

5.1.2.1. Tourists' survey

33 participants answered the questionnaire. Most of questionnaires (94%) were obtained by face to face
approach.

The questionnaire consists mainly of closed-ended questions. Some questions have the option to describe or
add comments, which was also registered, although they are not statically analyzed in this report.

Characteristics of survey respondents

BL.EU Climate - Climate Innovation in Southern European Waters
Page 36 of 76



Characteristics of survey respondents are: i) gender, ii) age, iii) country of origin and, iv) level of education.

Gender

B Female
H Male
mN.d.

Figure 30: Gender.

Regarding gender, 58% of the total of respondents was female, 36% male and only 6% there is no data (Figure
30).

Age

3% 3%

m<18
m18-30
m31-40
m41-50
m51-60
mol-70
m>71

mN.d.

Figure 31: Age.
More than 70% of respondents have 50 or more years old, as shown on Figure 31.

There were a lot of countries registered as the respondents’ country of origin, but most of them were from
European countries, representing 82% of total answers (i.e. Belgium, Czech Republic, France, Italy, Hungary,
Netherlands, Portugal, Slovenia, Switzerland and the United Kingdom). The rest 18% respondents were from
America (i.e. Brazil, Canada and Uruguay).

Education

mElementary school
WHigher school

W McS

WPhD

mOther

Figure 32: Level of education.

BL.EU Climate - Climate Innovation in Southern European Waters
Page 37 of 76



When asked about their level of education (Figure 32), 34% of the total respondents pointed Master degree,
27% higher school, 15% PhD degree and 18% of elementary school. Only for 6% was registered another level
of education, without specifying which.

Holidays' characteristics

To better understand holidays’ characteristics, respondents were asked about: i) how many people traveling,
ii) accommodation costs per day, iii) holidays’ costs per day, iv) number of nights staying at Lisbon, v) level of
importance of some aspects when planning holidays.

How many people did come with you?

3%

mOp.

mlp.

m2pp
W3pp
m4pp
m5pp
mépp

Figure 33: Number of people on holidays.

Most of the respondents travel in couple (46%) or in group/family (48%, 3 to 6 people), as shown on Figure
33. Only 6% were traveling alone.

Accommodation costs/day

3%
Mless than 20 EUR
12%
m20to 40 EUR
W40to 60 EUR
m60to 80EUR
m80to 100 EUR
W100to 120 EUR

m120to 15S0EUR

Figure 34: Accommodation costs per day.

Regarding only accommodation costs per day (Figure 34), 67% admitted that costs are around 80 or more
Euros per day (24% - 80 to 100 Euros/day, 12% - 100 to 120 Euros/day, 3% - 120 to 150 Euros/day and 28% -
more than 150 Euros/day). Few respondents pointed less than 20 Euros/day (3%), 20 to 40 Euros/day (3%)
and 60 to 80 Euros/day (3%). No data was registered for 12% respondents.
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Holidays costs/day

M lessthan 20 EUR

W20to 40EUR

m40to 60 EUR

mG60to 80EUR

W 80to 100 EUR

M 100to 120EUR

W120to 150EUR

mmore than 150 EUR
N.d.

Figure 35: Holidays costs per day.

Concerning total costs of holidays (Figure 35), the perception of respondents indicated less the
accommodation costs/per day in general. In that case: i) 28% of total respondents pointed out less than 20
Euros/day, ii) 15% of total respondents indicated 40 to 60 Euros/day and, iii) 12% indicated 80 to 100
Euros/day. No data was registered for 9% of total answers.

Number of nights at Lisbon

3% 3%

ml
u2
w4
]
22
EN.d.

Figure 36: Number of nights at Lisbon.

When asked for how many nights passengers were staying at Lisbon (Figure 36), most of the total respondents
indicated 1 night (70%) or 2 nights (15%).
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Cultural/Historical heritage
Gastronomy
Weather/Landscape

Children friendly

Offers isolation, peace and quiet
Environmental care

Good nightlife

Locationon the cost

Safe destination

Country of destination
Somewhere | haven't been hefore
Easily accessible

Good price

Environmental cleanliness

Figure 37: Important aspects when planning a vacation.

Regarding different aspects that were used to plan holidays (Figure 37), in average safe destination is the
one that is highlighted by the respondents in terms of importance.

Environmental issues on holidays

Environmental issues on holidays are described in: i) plastic free destination, ii) willing to pay for a location
that invests in environmental responsibility, iii) importance of ecological standards attributed by respondents,
iv) plastic products - intention to use or replace, v) knowledge about the existence of EU Single Use Plastic
Products Directive, vi) agreement with environmental statements and, vii) the perception of Lisbon
environmental standards in comparison with respondents country of origin.

Plastic free destination

W Without any doubt, the plastic free destination
M Maybe the plastic free destination
m Destination with no plastic free measures

M Either destinations, it doesn't make a difference

Figure 38: Plastic free destination option.

When asked about if respondents had the option to choose a plastic free destination (Figure 38), 76%
answered without any doubt they choose a plastic free destination than another that did not implemented
environmental measures.
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Willing to pay

3%

W Nothing

M Lessthan 2 EUR
HUptoSEUR
mUpto 10 EUR
mUpto 20 EUR

B More than 20 EUR

mn.d.

Figure 39: Willing to pay for a location that invests in environmental responsibility.

Regarding willing to pay for a location that invests in environmental responsibility (Figure 39), less than 2 Euros
was the answer most registered (28%), followed by up to 5 Euros option (21%) and up to 10 Euros option
(21%). 15% of total respondents said they were willing to pay nothing for a location with environmental
responsibility. The option of more than 20 Euros was pointed by 9% of respondents. No data was registered
for 3% of respondents.

Ecological standards

B Notimportant

m Slightly important
o Indifferent

B Important

m Very important

Figure 40: Importance of ecological standards.

Although they are unwilling to pay, ecological standards are important (43%) or very important (33%) for 76%
of total respondents, as shown in Figure 40. Only 6% of respondents indicated that ecological standards are

not important. Few answers were registered in case of slightly important (9%) and indifferent (9%) options.
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Plastic carrier bags
3% 3% midon'tuseit
W would replaced it, if it was not more expensive
m | would replaced, if it was easy to buy it
m | would replaced even if it was more expensive
m | would replaced it, even if it required additional effort

to find it
I would never replaced it

mnd.

Ice-cream cups

3%
.

Plates, cups and clutery for take-
away or street food

3% 3% midon'tuseit

Widon'tuse it

m | would replaced it, if it was not more
expensive
m | would replaced, if it was easy to buy it

Wi would replaced even if it was more
expensive

m I would replaced it, even if it required
additional effort to find it

m | would never replaced it

mn.d.

m | would replaced it, if it was not more
expensive
| would replaced, if it was easy to buy it

m | would replaced even if it was more
expensive

o would replaced it, even if it required
additional effort to find it

m | would never replaced it

mnd.

Cotton buds

3% 3% M| don'tuseit

| would replaced it, if it was not more
expensive

m | would replaced, if it was easy to buy it

m | would replaced even if it was more
expensive

m | would replaced it, even if it required
additional effort to find it

m | would never replaced it

mnd.

Plastic straws

Widon'tuseit

m | would replaced it, if it was not more expensive

m | would replaced, if it was easy to buy it

W would replaced even if it was more expensive

m | would replaced it, even if it required additional
effort to find it

m | would never replaced it

mnd.

Take-away drink cups and lids
m|don'tuse it

| would replaced it, if it was not more
expensive
m | would replaced, if it was easy to buy it

m | would replaced even if it was more
expensive

m | would replaced it, even if it required
additional effort to find it

| would never replaced it

mnd.

Plastic bottles for beverages
39 3% midon'tuseit

® | would replaced it, if it was not more
expensive
® | would replaced, if it was easy to buy it

m | would replaced even if it was more
expensive

m | would replaced it, even if it required
additional effort to find it

W | would never replaced it

mnd.

Figure 41: Plastic products to be replaced.

Regarding plastic products, tourists response patterns were found to vary from item to item (Figure 41).
Nevertheless, respondents said that they do not use at all some items, such as i) plastic straws (67%), ii) ice-
cream cups (61%), iii) plastic carrier bags (55%), iv) plates, cups and cutlery for take-away/street food (46%),
v) take-away drink cups and lids (40%), vi) cotton buds (30%) and vii) plastic bottles (18%).

For all these mentioned items, respondents would like replace them if it was not more expensive or if it was

easy to buy, highlighting the convenience as the major factor for change on consumption pattern.
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EU Single-Use Plastics Directive

mYes

ENo

Figure 42: EU Single-Use Plastics Directive.

Most of respondents said that they did not know about the EU Single-Use Plastics Directive (58%), as shown
on Figure 42.

When humans interfere with nature it often produces disastrous consequences

Humans have the right to modify the natural environment to suit their needs

Humans are seriously abusing the environment

The balance of nature is very delicate and easily upset

The so-called "ecological crisis” facing humankind has been greatly exaggerated

Figure 43: Level of agreement - environmental statements.

When tourists were asked to think about how they agree with the environment statements presented, most
of the respondents tend to strongly agree (1) or agree (2) with all of them, as shown on Figure 43.

Lisbon environmental standards

3% 3%

W Very higher
W Higher
mSimilar

W Lower

W Very lower
mna.

wn.d.

Figure 44: Lisbon environmental standards in comparison with country of origin.

Tourists' perception on Lisbon environmental standards (Figure 44) is very similar when in comparison with
respondents' country of origin for most of them (64%). Only 15% answered they were higher or much higher
(3%). Lisbon standards were lower for 9% of total respondents. 6% of tourists prefer not to answer to this
guestion, as it was the first time visiting Lisbon and they were asked immediately after they landed. No data
was registered for 3% of the answers.
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5.1.2.2. Fishermen's survey
Characteristics of survey respondents

Fishermen characteristics are shown for these aspects: i) ports, where they were inquired, ii) gender of
respondents, iii) age, iv) number of years regarding experience, v) level of education. There were also some
guestions regarding their crew and vessel issues, such as: i) crew - number of fishermen, ii) crew - age, on
average, iii) crew - number of female fishermen, iv) vessel size and, v) trip duration.

Face-to-face Approach was used. 86 participants answered the questionnaire in fishing ports.

Ports

W Aveiro

M Figueirada Foz

M lha da Culatra

W Nazaré

m Olhdo

M Peniche

M Portimao

= Quarteira
Sagres

W Sesimbra
Setubal

Figure 45: Portuguese ports.

Most of the answers were from Algarve region fishermen in the south of Portugal (51% of total answers,
grouping Culatra Island, Olhdo, Quarteira, Sagres and Portimdo). Metropolitan Lisbon Area (Sesimbra and
Setubal) ports represented 19% of total answers. Similar values were registered in North region of Portugal
(Aveiro and Figueira da Foz) - 18%. Center region (Peniche and Nazaré) had less fishermen answers,
representing 12% of total respondents. This distribution is shown on Figure 45.

Regarding gender, all fishermen inquired were male.

Age

m<18
W 18-30
m31-40
W41-50
m51-60
m61-70
w71
mN.d.

Figure 46: Age.
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Most of respondents had between 41 and 60 years old (53% of total respondents). Only 5% was under 30
years old and 1% older than 71 years old. No one of the respondents was under 18 years old. No data was
registered for 2% of total respondents. Age data is shown on Figure 46.

Experience

W<5years
M6- 10 years
m11-20vyears
W21-30vyears
M 31-40vyears
m41-50vyears

m>50years

mn.d.

Figure 47: Experience.

When asked for the number of years of experience on fishing sector (Figure 47), 22% of respondents indicated
31 to 40 years range, 20% pointed 11 to 20 years range and 17% said 21 to 30 years range. No data was
registered for 16% of the total of the respondents.

Education level

m Noqualifications
H Elementary school
M High school

W University

m Other

mn.d.

Figure 48: Education level.

Regarding level of education (Figure 48), most of the respondents indicated elementary school (51%) and high
school (5%). However, no data was registered for 44% of the total of the respondents.

Crew size

1% 3%

W1 person

W 2-5 people
W6-9 people
m10- 15 people
W > 16 people
mnd.

Figure 49: Crew size.
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Related with the number of people that composed the crew (Figure 49), most of the fishermen indicated 2 to
5 people in the crew (47%). Some of them worked alone (23% of the total of the respondents). Only few of
them have crews with 6 to 15 people (20% - 6 to 9 people, and 6% - 10 to 15 people). More than 16 people in

the crew was very rare (1%). No data was registered for 3% of the total of the respondents.

Crew age

m<18
m18-30
m31-40
m41-50
m51-60
m61-70
m>71
mN.d.

Figure 50: Crew age.

On average, the range between 31 and 50 years old was the most pointed out by the fishermen about their
crew age (Figure 50). No data was registered for 54% of total answers.

Female fishermen

HNo
M Yes

mn.d.

Figure 51: Female fishermen.

When asked about female fishermen in the crew (Figure 51), 62% of the total of the respondents indicated
that there were no women on the crew. Only 2% answered yes to this question. No data was registered for

36% of the total of the respondents.

Vessel size

2%

m<25m
W5-10m
m11-20m
m21-30m
m>30m

mn.d.

Figure 52: Vessel size.
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Regarding vessel characteristics (Figure 52), 49% of fishermen indicated that their vessels size are between 5
and 10 m. 34% pointed out that their vessels were 11 or more than 30 m. No data was registered for 15% of
the total of the respondents.

Trip duration

m<1hour

B 1 hour

m 2-8 hours
W 9-24 hours
W= 24 hours

mn.d.

Figure 53: Trip duration.

Concerning trip duration (Figure 53), and depending on the fishing activity, answers varied. In this case, the
most common range indicated by fishermen was: i) 2 to 8 hours (34%), ii) 9 to 24 hours (24%), iii) less than 1
hour (12%), iv) more than 24 hours (8%) and, v) 1 hour (5%). No data was registered for 17% of the total of
the respondents.

Fishing activity and marine litter perception

This section is focused on fishermen perception about plastic waste and marine litter, their behaviours and
their roles in marine litter collection and source segregation, as well as awareness campaigns about marine
litter for fishing sector.

Concerns

M Fish stocks

m Safety

M Environmental degradation
M Fish species

M Lack of social protection

M Other

Mn.a.

mn.d.

Figure 54: Concerns.

Regarding fishing sector, the respondents highlighted their concerns related with (Figure 54), namely: i) fish
stocks (23%), ii) environmental degradation (22%), iii) fish species (8%), iv) their own safety (6%) and v) lack of
social protection (4%). Many of them pointed out other reasons, but did not specify them. No data was
registered for 8% of the total of the answers.
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Plastic waste

m Many
HSome

W Few

H Very few
H None

Figure 55: Plastic waste.

When asked about plastic waste, all fishermen indicated to see plastic waste on seas (Figure 55). 46% of the
respondents answered many, 34% said some, 12% pointed out very few and 8% indicated few plastic waste.

Marine litter - most viewed

2%

M Packaging waste
M Fishing arts
M Plastic carrier bags

M Other

Figure 56: Plastic marine litter.

Regarding marine litter most viewed by the respondents (Figure 56), fishermen indicated packaging waste

(49%), plastic carrier bags (35%) and fishing arts (14%).

Plastic waste in the sea

3%

M It'sincreasing a lot
M It'sincreasing

m Equal

M It's decreasing

M It's decreasing a lot

Figure 57: Perception of plastic marine litter in the sea.
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When they were asked about their perception of plastic marine litter (Figure 57), it was very similar values for
different answers, such as: i) it is increasing (27%) or increasing a lot (19%), ii) it is decreasing (26%) or iii) it is
equal (26%). Only 3% considered marine litter it is decreasing a lot.

Plastic marine litter as an environmental problem

4%

W Very serious

M Serious

 Not serious

M Nota problem at all

mnd.

Figure 58: Perception of plastic marine litter as an environmental problem.

Plastic marine litter as an environmental problem (Figure 58) is perceived by fishermen as a serious (44%) or
a very serious problem (27%) . On the other hand, few fishermen considered that is not a serious problem
(17%) or a problem at all (4%). No data was registered for 8% of total answers.

Plastic marine litter harms fishing sector

2%

mNo

mYes

Figure 59: Perception of plastic marine litter and fishing activity.

77% of fishermen considered that plastic marine litter harms fishing activity, against 21% that did not consider
it (Figure 59). No data was registered for 2% of the total of respondents.
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Carrier bags

m Don'tuse/rare

W Mixed waste container
M Plastic waste container
W Take to land

mnd.

Food containers

2%

W Don'tuse/rare

B Mixed waste container
W Plastic waste container
W Take to land

En.d.

4%

Cups

m Don'tuse/rare

| Mixed waste container
W Plastic waste container
M Take to land

mnd.

Plates, clutery

mDon't use/rare

W Mixed waste container
m Plastic waste container
W Take to land

mnd.

Bottles, carboys

1%

M Don'tuse/rare

M Mixed waste container
W Plastic waste container
M Take to land

mnd.

Figure 60: Plastic products consumption and waste management.

Most of the plastic items mentioned on the survey (i.e. carrier bags, cups, food containers, and plates and
cutlery), many fishermen affirmed they do not use it or it is rare to use it (Figure 60). Take to land was the
second option most chosen for the mentioned items. Bottles and carboys had a different response pattern, as
it is a plastic product that fishermen had the habit to use.
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Throw away trash

m Don'ttell anything
W Draw attention

M Punishment
Hn.a.

mnd.

Figure 61: Throw away trash onboard.

In case of a crew member throw away trash when onboard, it was asked what fishermen do (Figure 61). Draw
attention (37%) and punishment (5%) were the options most said by fishermen. Do not tell anything option
was pointed out by 9%. No data was registered for 49% of total responses.

Marine litter collection

3%
W Yes

HOnly what it's on the sea

m Only what comes on fishing nets
ENo

mn.a

mnd

Figure 62: Marine litter collection.

Regarding marine litter collection, most of the fishermen collect it (79%), as shown on Figure 62, but in
different ways: i) 39% of fishermen affirmed that only what comes on fishing nets, ii) 34% chose the option
yes and, iii) 6% said only what it is on the sea. Only 13% of fishermen said they did not collect marine litter.
No data was registered for 8% of responses.

Specific container for plastic waste

2%

mYes
mNo

mn.d.

Figure 63: Specific container for plastic waste.
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Regarding waste management onboard (Figure 63), 72% of fishermen said they had a specific container for
plastic waste, against 26% that did not have. No data was registered for 2% of the total responses.

Entangled animals

m Do nothing

W Communicate to the competent authorities
m Collect

W Other

mn.a.

mnd.

Figure 64: Entangled animals.

When asked about entangled animals on fishing arts/marine litter (Figure 64), different answers were pointed
out, namely: i) 16% of fishermen said they collect them, ii) 12% of fishermen said they do nothing and iii) 1%
affirmed they communicate to the competent authorities. Other option was pointed out by 14%, but it was
not specified. No data was registered for 57% of total responses.

Sorting and collecting waste - barriers

M Lack of crew awareness

B Lack of space on the vessel
m Waork that implies

W Difficult to discharge on land
m Other

Hna.

mn.d.

Figure 65: Barriers of sorting and waste collection.

When asked to identify barriers for sorting and collecting waste (Figure 65), and the answers were: i) lack of
awareness of the crew, ii) the work that it implies (16%), iii) lack of space on the vessel and, iv) discharge on
land difficulty (5%). Other option was pointed out by 10% of fishermen, but barriers were not specified. No
data was registered for 35% of total responses.
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Fishermen role - importance

M rrelevant

M Little important
M Important

W Very important
M Fundamental
En.a.

W n.d.

Figure 66: Level of importance attributed to fishermen role.

When asked about the importance of fishermen role against marine litter production (Figure 66), most of the
answers attributed important (45%) to very important (17%) role. Even fundamental role was pointed out by
6% of total answers. Irrelevant (6%) or little important (14%) were pointed out by few fishermen. No data was
registered for 12% of total responses.

Awareness campaign - marine litter

ENo
mYes

mn.d.

Figure 67: Awareness campaign about marine litter.

When asked if fishermen had recently been involved in an awareness campaign on marine litter (Figure 67),
no was the option more registered (51%) against yes (45%). No data was registered for 4% of total answers.
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Awareness campaign

W Awareness campaigns on shore
W Awareness campaigns onboard
m Posters on the ports

M Paper flyers/brochures

m Other

mn.a.

mn.d.

Figure 68: Awareness campaigns, how to do it.

When asked about the best way to develop awareness campaigns (Figure 68), 52% of fishermen pointed out
awareness campaigns on shore (52%), posters on ports (6%), paper flyers/brochures (2%) and awareness
campaigns onboard (1%). 11% of answers were registered as other option, but it was not specified. No data
was registered for 28% of total responses.

“Fisheries for a sea without litter” project

2%

ENo
M Yes, and | part of it
mYes, but | don't participate

Wn.d.

Figure 69: Fisheries for a sea without litter project.

“Fisheries for a sea without litter” project is well known by the fishermen interviewed: i) 61% affirmed they
knew it and had been participating in it, ii) 22% although affirmed they knew the project they did not
participate and, iii) 15% did not know the project. No data was registered for 2% of total answers.
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“Fisheries for a sea \gﬁithout litter” project perception

W Very bad

mBad

M Either good or bad

mGood

mVery good

1%

Mn.a.
n.d.

Figure 70: Perception of "Fisheries for a sea without litter project".

In general, the perception of “Fisheries for a sea without litter” project (Figure 70) is good and very good (41%).
Only 1% considered a very bad and 5% a bad project. For 24% of the total of the respondents this project is
not either good or bad. No data was registered for 29% of the total of answers.

5.2. Other data collection
Regarding other data collection, we highlighted in this section the waste characterization carried out, to obtain
waste compositional data from ports.

The waste characterization in many cases has the purpose of providing information for addressing a problem
or issue. As physical characterization using manual sorting or picking analysis is time-consuming and
expensive, and thus such analysis is often done on limited samples (size and number) and usually not very
often (Lagerkvist et al., 2010). In this case, it was possible carried out specific campaigns regarding plastic
waste generated in one cargo ship, in one passenger's ship and in one fishing port.

5.2.1. Methodology
Waste physical compositional campaigns were prepared in order to know more about waste generated in the
Portuguese Ports. Only plastic waste (bale waste or in containers) were analysed.

Two campaigns were organized in October: i) Port of Lisbon - October 17 and, ii) Port of Sesimbra - October
30.

In Port of Lisbon it was possible to characterize plastic waste from one cruise ship and one cargo ship. The
cruise ship chosen was the same that team applied the surveys o passengers on the day before.

Manual sorting was used. Sample was sorted and grouped by material (visually identifiable fraction in the
waste with common features such as paper/cardboard, glass, plastic, composites, metal or others).
Subfractions were then weighted and registers were made, in order to analyse data obtained.
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5.2.2. Results

Results are organized regarding sectors, namely: cargo, tourism and fishing sectors.

Cargo sector

Table 1 shows the results obtained for cargo sector waste plastic characterization.

Table 1: Waste compositional data - plastic waste - cargo sector.

Material Category Quantity (in weight)
kg %
Bags 0,6 7,1
Plastic Boxes 3,0 33,0
Non packaging 5,4 59,9
Total 9,0 100,0

In the case of waste physical characterization from cargo sector, 100% was plastic waste: i) around 40%
packaging waste (bags and boxes) and, ii) 60% of non packaging waste.

Figure 71: Plastic waste compositional campaign - cargo sector.

Tourism sector

The cruise ship arrived in October 16 at Port of Lisbon and discharge 15 waste bales of plastic (1 934 kg). All
plastic waste bales had cardboard to give it structured, and they were wrapped with plastic film, as shown on

Figure 72.
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Figure 72: Plastic waste compositional campaign - tourism sector.

Results from waste compositional characterized are shown on Table 2.

Table 2: Waste compositional data - plastic waste - tourism sector.

Material Category Quantity, in weight
kg %
Composite (Tetra Brik) Beverages packaging 23,1 3,1
Cardboard 84,9 11,4
Cardboard 15,9 2,1
Cardboard boxes 18,5 2,5
Paper 59,8 8,0
Paper/cardboard Paper/cardboard 123,8 16,6
Paper/mixed waste 0,9 0,1
Hands tissue 22,3 3,0
Napkins/hand tissues 2,3 0,3
Metals Metals 2,0 0,3
Mixed packaging 81,5 10,9
Mixed and other Mixed waste 65,6 8,8
Personal protective equipment 2,2 0,3
EPS 0,2 0,0
Non packaging 13,6 1,8
Bags 51 0,7
Plastic Bottles 64,1 8,6
Boxes 17,2 2,3
Film/wrap 15,6 2,1
Mixed 128,8 17,2
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| Total

747,3 |

100,0 |

Regarding the tourism sector, the sample analyzed showed that only 36% was plastic waste. Mixed plastics
and plastic bottles were the items most found on the sample.

Fishing sector

In the case of fishing sector, one container from Port of Sesimbra was analysed. In this container, fishermen

should put plastic, metal and composite (e.g. Tetra Brik) packaging waste, as well as other plastics such non
packaging waste. Results from waste compositional campaign can be found on Table 3 and Figure 44.

Table 3: Waste compositional data - plastic waste - fishing sector.

Quantity, in weight

Material Category ke %

Composite (Tetra Brik) Beverages packaging 0,2 1,0
Cardboard 2,0 9,5

Paper/cardboard Paper 0,7 33
Glass Bottles 8,4 41,0
Hazardous waste packaging 1,4 6,8

Metals Metals 0,3 17
Mixed waste Mixed waste 1,4 6,6
Other 0,2 0,9

Mixed 0,3 1,7

Non packaging 0,3 1,7

Bags 1,3 6,1

Plastic Bottles 1,1 5,1
Carboy 0,4 1,9

Cups 0,1 0,5

Film/wrap 0,2 0,8

Plate 0,0 0,0

- Ropes 0,5 2,2
Fishing sector Fishing net 0,6 2,8
Textiles Textiles 1,3 6,5
Total 20,6 100

Figure 73: Plastic waste compositional campaign - fishing sector
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5.3. Gaps and barriers
Gaps and barriers identified by stakeholders are related with:

— Law and regulation: i) not adapted to fishing reality; ii) difference between regulation at the sea and
on land;

— Activity concerns: i) plastic waste damages fish species; ii) plastic waste damages fishing nets;

— Convenience: i) it is more convenient to mix all waste in one container than sort them (e.g. lack of
space in vessel for more than one container); ii) enormous quantity of plastic marine litter - difficult
to collect and have it all aboard, in order to bring it to land;

— Other concerns: i) awareness campaigns should be more effective (e.g. training ministered by masters
of fishing vessels / posters on ports are not functional); ii) economic incentives could help to collect
marine litter.

5.4. Best practices
Visits to cruise ships, interviews and questionnaires applied to environmental officers were another way to
collect information.

Best practices were pointed by stakeholders from all sectors, as highlighted below:

— Waste prevention programs regarding plastic waste (e.g. reusable bottles);

— Sorting for recycling is a common practice in most of ships (cargo, tourism or fishing sectors);

— Alternative materials to substitute plastic materials (e.g. straws);

— Awareness campaigns for staff (tourism and cargo sectors) and/or passengers (tourism sector), or for
fishermen (fishing sector).

5.5. Conclusions and recommendations

The development of this Work Package it was possible to learn more about three sectors: tourism, cargo and
fishing sectors focused on marine litter and waste management onboard and in land.

In Port of Lisbon, it was possible to have few tourists and environmental officers perceptions about plastic
marine litter, and visit waste rooms of cruise ships and verify waste management procedures. Many of cruises’
companies are aware about plastic problematic. In all ships visited, waste sorting was done in order to
recycling. Plastic products are being substituted by alternative materials. Some companies have already waste
prevention programmes.

In partnership with APLM, many fishing ports all over the country were visited. Fishermen that are
participating in the Fisheries for a Sea without Litter Project were surveyed, as well as those who are not
participating in it. Both perceptions were analysed, and their main concerns are related to fish stocks, as well
as how plastic waste can damage fish and/or fishing nets. Awareness campaigns are needed, but they should
be more effective.

Data collected was very important, as in some cases it was the first opportunity to obtain it. But surveys,
guestionnaires and compositional data waste campaigns, should continue monitoring the perception,
behaviours and attitudes among all stakeholders from cargo, tourism and fishing sectors.
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ANNEX I - Research Questionnaire applied in Croatia
"BIEuU" - research on environmentally responsible tourist demand
Hello!

We are a team of researchers and activists from Croatia working on a project in the field of climate change
and seas/oceans called "BIEu" and we are trying to find out a bit more about how tourists feel about
environmentally responsible destinations. So if you are anyone who is planning a vacation or currently on
vacation please fill out this form until the 22nd of September 2019. This questionnaire is anonymous, short
(it takes approx 3-5 min to fill) :) and very useful to us so we thank you for donating your time and helping
us. The information gathered in this survey will solely be used to better understand and advocate
environmentalism in tourism.

A. Tell us a little bit about yourself, please :)
In this part of the questionnaire we will ask You a few basic questions about Yourself.
1. Age *
less than 10
10-20
20-30
30-40
40-50
50-60
60-70

more than 70

2. Gender *
Female
Male

Prefer not to say
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3. Country of origin *

4. Highest achieved level of education *
Elementary school

High school

Bachelor's degree (B.A.)

Master's degree (M.A.) or higher

B. Who, how much and for how long?

In this part we will ask you a few brief questions about Your vacation plans.

5. How many people are you planning to travel with, on your next vacation? *

just me

4
5

more than 5
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6. How much are you planning to spend on accommodation (per night and for all the persons in your group)?
*

less than 10 EUR
10-15 EUR
15-20 EUR
20-30 EUR
30-40 EUR
40-50 EUR
50-60 EUR
60-70 EUR
70-80 EUR
80-90 EUR
90-100 EUR
100-120 EUR
120-150 EUR

more than 150 EUR

7. How much are you planning to spend per day, during Your vacation? *
less than 10 EUR

10-15 EUR

15-20 EUR

20-30 EUR

30-40 EUR

40-50 EUR

50-60 EUR

60-70 EUR

70-80 EUR

80-90 EUR
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90-100 EUR
100-120 EUR
120-150 EUR

more than 150 EUR

8. How many nights are You planning to stay in your first destination? *

1

10
11
12
13
14

more than 14
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9. How important for You are the following aspects when planning a vacation? *

Not important at all

Not very important

Neither important nor unimportant
Important

Crucial

Easily accessible

Children friendly

Country of the destination
Offers isolation, peace and quiet
Environmentally responsible
Clean

Good price

Good nightlife

Location on the coast

Somewhere | haven't been before

10. There are two locations you are looking at, costing the same and offering the same content, one is

environmentally responsible and the other isn't, which would you choose? *

| would choose the location that is environmentally responsible

| would choose a location that is not environmentally responsible

Either, it doesn't make a difference
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11. How much more, per day/person would you be willing to pay for a location that invests in environmental
responsibility? *

upto 2 EUR
upto5EUR
up to 10 EUR
up to 20 EUR

more than 20 EUR

C. Let'stalk about the environment. And plastic, in particular.

12. How important are ecological standards of a destination when You are making a decision about Your
vacation? *

Not important at al / | Very important

12345

13. Could You compare environmental standards in Your country with the one at the planned vacation
destination? Would You say that the environmental standards in Your country is *

Much lower/ Much higher

12345

14. | am willing to pay more to be in a single-use plastic free environment. *
Yes

No

15. Which of these items could you replace? *

| don't use it

| would use a replacement

if it doesn't cost me anything | would use a replacement
if it doesn't require any additional effort (ie research)

| would use a replacement even if it cost more

BL.EU Climate - Climate Innovation in Southern European Waters
Page 67 of 76



| would use a replacement even if it requires additional effort (ie research)

| would never use a replacement

plastic shopping
bags

plastic straws
ice-cream cups
take-away drink
cups and lids
plates, cups and
cutlery for takeaway
or street

food

plastic bottles for
beverages

Q tips (cotton

buds)

16. I am willing to pay more to be in an environment that has good waste management *

Yes

No

D And finally, some general questions about the environment, nature and humankind.

17. Have you heard of the EU Single-Use Plastics Directive?

Yes

No
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18. We will show You several claims about the environment. Please state Your agreement or disagreement
with them. *

Completely disagree/Disagree/Neutral/Agree /Completely agree

The so-called “ecological crisis” facing humankind has been greatly exaggerated.
The balance of nature is very delicate and easily upset.

Humans are seriously abusing the environment

Humans have the right to modify the natural environment to suit their needs.

When humans interfere with nature it often produces disastrous consequences.

Thank you for donating your time... and please continue reading if you want to find out a bit more about the
project and plastic pollution in the sea/ocean as well as how you can help.

IF YOU WANT TO KNOW A LITTLE BIT ABOUT PLASTIC POLLUTION AND WHAT YOU CAN DO:

There are more than 8 million tonnes of plastic waste getting into our oceans and seas each year, degrading
nature, killing birds, fish, turtles and whales and entering our food-chain as microplastics whether form
waste waters, disintegration of larger plastic in the sea or other sources. For example, cigarette buts are the
most common litter found on beaches, shores and streets, they are made of cellulose acetate, which is a
type of plastic that takes up to 10 years to degrade in nature and contains many different toxins generated
during smoking and one cigarette can pollute 500 litres of freshwater. This summer, dispose of cigarette
butts responsibly, don't use plastic bags, cups, straws and other single -use plastic items and help us keep
the oceans and coasts clean and healthy!

IF YOU WANT TO KNOW A LITTLE BIT ABOUT US AND THE PROJECT:

We at Terra Hub work on sustainable development and specifically are working with the local community in
Croatia to help clean and protect our coast and our oceans. BL.EU stands for Climate innovation in Southern
European Waters, it is an EIT Climate-KIC Pathfinder project and it is being implemented in Portugal and
Greece too.

IF YOU WANT TO CONTACT US, CONNECT, OR WATCH THE VIDEO:

You can find out more about what we do on facebook or our webpages (www.terrahub.eu and

www.bezplastike.eu) as well as see the results of this research later this fall. You can also watch a video
here: https://www.youtube.com/watch?
v=lJQagfOfUvM&fbclid=IwAR2GKXCjjn4p8yMxaoRgMktV8g15UN7QvKellK_WVsrQJM1znyui9Tyt6p8
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ANNEX Il - Research Questionnaires applied in Portugal

1A. Tourism - English Version - face to face approach

1]

Fc F.ﬁtﬂJlDADE DE n -
Coocimoon O Gwee \@r) cimecerc

SCHOOL OF SCIEMEE A4D TECHNOLOGY

Questionnaire BL.EU Climate
Research on environmentally responsible tourist demand
Data: __ / _/ Hora: ___:_ Cod. /N2 questiondrio: ___/
Hello!

We are a team of Portuguese researchers from Faculty of Science and Technology - NOWA University in Lisbon (FCT NOVA), partner
of "BLEU Climate" a European project, with Croatian and Greek partners. The aim of the project is to study marine litter reduction,
specifically plastic products and responsible tourist demand.

This questionnaire is part of the project, to understand perception and opinions about these issues from tourists who are in Port of
Lisbon. Ifyou are on holidays in Lisbon, please fill out this form, it takes approximately 5 min to fill.

The guestionnaire is anonymous and the answers will be used exclusively for research proposes, confidentiality is guaranteed. Your
collaboration is crucial for us, so we thank in advance for your participation. If you have any questions about this questionnaire or
about the project, feel free to contact: ull2639@campus.fct.unl.pt

Thankyou,
1. Age 2. Gender FEMALE MaLE PREFERNOT TO SAY 3. Country
4 | 3 - of orgin
4. Level of education ELEMENTARY SCHOOL HiGH SCHOOL BACHELOR MASTER PHD OTHER

J J J J J J

5. How many people, excluding you, did come with you?

6. In average, how much does your accommadation cost per day?

LESS THAN 20EUR 20-40EUR 40 - 60 EUR 60 - BDEUR E0- 100 EUR 100-120EUR 120- 150 EUR MORETHAM 150 EUR

- J . . . J . -

7. In average, how much money do you spend per day during your holidays?

LEss THAN Z0EUR 20-40EUR 40 - 60 EUR 60 - BOEUR B0- 100 EUR 100-120EUR 120- 150 EUR MORE THAN 150 EUR
i - | | | — i I
8. How many nights are you staying in Lisbon?
9. When you were planning a vacation, how important was the following aspects?
NOTVERY NETHER IMPORTANT HOR
MNOT IMPORTANT AT ALL IMPORTANT VERY IMPORTANT
IMPORTANT UNIMPORTANT __I

E NvI ROMMENTAL CLEAN LINESS
GoOD PRICE

EASILY ACCESSIBLE

SOMEWHERE | HAVEN'TBEEN BEFORE
COUNTRY OF THE DESTINATION

SAFE DESTINATION

LOCATION ON THE COAST

GOOD NIGHTUFE

E M RONMENTAL CARE

OVFFERS 1SOLATION, PEACE AND QUIET
CHILDREN FRIENDLY

W EATHER fLANDS CAPE
GASTRONOMY
CULTURALSHISTORICAL HERITAGE
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I GastronomyY

I

[ |

I Curvmasfsmstomcar nermace

10. If you could chose between two destinations that cost isthe same and offers the same content but one is environmentally
responsible and banned single use plastic products {packaging, cups, straws, etc.) and the other didn't do anything, which one

would you chose?

WITHIUT AMY OOUBT, THE PLASTIC FREE

DESTINATION

_

a2 THE PLASTIC FASE DESTIMATION

|

.

DESTIMATION WATH MO PLASTC FREE MEASURES

EmHER DESTINATIONS , IT DOESH'T MAIE &
DFFERENCE

.

11. How much, per day and per person, would you be willing to pay for a location that invests in environmental responsibility

and the total ban of plastic disposable?

NoTrna

-

Less Tan 2 EUR Urta SEUR

A -

Ur o 10 EUR

- A

Ue 1o 20 EUR

Moas man 20 EUR

-

12. How important are ecological standards of a destination when You are making a d

about Your ion?

Nat ieaatant

|

SugHTLY mPOATANT - __I

oFFERENT

InwaaTanT

|

Vet inPORTANT

-

13. Which of these items would you be willing to replace and in which situations?

lwowo

loan'T use i REPLAZED T, IF 1T

| waun
REPLACED, IFIT
Wk EASY To BUY

_I WAS NOT MIRE "
EXPENSIVE J _I |_I

| wown aepLacen,
BYEN IF IT WAS MORE
ERPENSIVE

| waun Hever
| wouLD REPLAED 1T, BVEN

REPLACED 1T
FIT AEQUIAED ADDITIONAL

EFFOAT Ta FND 1T _I

PLastic cormsr ancs

PLasric sTRAWS

lce

EAM CUPS

Texe

(WAY DRINE CUPS AND LIDS

Puates, cues amo cumierr rom

TAKE-AWAY OR 5T

o0

PLISTIC BOTTLES FOR BEVERAGES

Corrow suns

\"_sl Nc-—l

14. Have you heard about the EU Single-Use Plastics Directive?

15. How do you agree with the following statements?

SracuaLy AR

Acaze Unpecoen

| -

STRoMaLY DISMGREE

Disasnse _I -—I

D.

COLOGICAL CRISS™ FACNG HUMANEIND HAS

To BALANCE OF NATURE 15 VERY DELICATE AND EASILY UPSET.

Husaans ane sERiousLy ABUSING TH

MUBROMMENT

ENVIRONMENT TO SUIT.

Humtans Have THE RIGHT TO MODIY THE NATURAL

Whien musans mire

DESASTROUS COMSEQUENCES,

WITH NATURE IT OFTEN PRODUCES

16. Comparing with your country, Lisbon environmental standards are:

Vet HicHER

l_I

Hicrien Sinan

- 1

Lowen

Vert LoweR

-
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1B. Tourism - Portuguese Version - face to face approach

m

c F&ECUI.BADE DE n
FOC osiiooon ML Omwee \@r) cimeewo

SCHOOL OF SCIEMCE AND TECHMOLOGY

Questionario BL.EU Climate
Turistas falantes de portugués, que chegam/partem do porto de Lisboa

Data: __/ /[ Hora: __: Cod./Ne questiondrio:

Exmo(a) Senhor{a)

Somos uma equipa de investigadores da Faculdade de Ciéncias e Tecnologia da Universidade Nova de Lisboa (FCT NOVA) que estd a
colaborar num projeto de investigagio europeu - "BLEU Climate”, sobre a procura de oferta turistica ambientalmente responsavel
e areducdo do lixo marinho, em especial dos pldsticos. Para além de Portugal, participam no projeto a Grécia e a Crodcia.

Este questiondrio faz parte integrante deste projeto e tem por objetivo conhecer as opinides dos turistas que che gam e partem do
Porto de Lisboa, sobre estas gquestdes. Se esta de férias em Lisboa, preencha por favor este questiondrio, demora
aproximadamente 5 min a ser preenc hido.

0 questiondrio & andnimo, as respostas serdo tratadas estatisticamente e utilizadas exclusivamente para fins de investigacio,
sendo assegurada a sua confidencialidade.

Asua participacdo é fundamental para este estudo, pelo que desde ja agradecemos a sua colaboragio. Caso necessite de qualguer
esclarecimento sobre o questiondrio ou sobre este estudo, utilize por favor o seguinte contacto: u112639 @campus.fot.unl.pt

Muito obrigado

1. Idade 2. Género | FEMININO MaSCULING PREFIRC NAC MENCIONAR 3. Pais de

- . . . Wh!m
| 1 1
4. Grau de escolaridade ENSING BASICO ENSIND SECUNDARID | LICENCIATURA | MESTRADD | DOUTORAMENTO OUTRA FORMACAD
] J ] J [ -
5. Para além de si, quantas pessoas vieram consigo de férias? l:l

6. Quanto custa, em média, sua acomodagéo por dia?

MENDS DE Z0EUR 20440 EUR 40 460 EUR &0 A B0 EUR BOA100EUR 1004120 EUR 1204150 EUR M DE1S0EUR

- . - - - _J 1 .

7. E quanto gasta, em média, por dia, durante suas férias?

MENDS DE Z0EUR 20440 EUR 40 460 EUR &0 A B0 EUR BOA100EUR 1004120 EUR 1204150 EUR M DE1S0EUR

1 _I 1 - 1 . _I _I
B. Quantas noites vaificar em Lisboa? l:l

9. Qual o grau de importincia que atribuiu aos seguintes aspetos quando planeou as suas férias:

NENHUMA IMPORTANCIA POUCA IMPORTANCLL INDIFERENTE ALGUMA IMF_ORT.\iNCIJl MALITA IMPORTANCILA

LiMPEZA / QUALIDADE DO AMBIENTE
Bom PRECO

ACESS I ILIDADE

LUGAR ONDE NUNCA ESTIVE ANTES
O pais DE DESTING

DESTING SEGURD

LOCALIZACAO PERTO DA COSTA S PRAI
ATRACHES /DA NOTURNA

P REQCUPACAO AMBIENTAL

OF ERECE 150 LAMENTO, PAZ E CALMA
ADEQUADD PARN CRIANGAS
Cuinny/PAISAGEM

GAS TRONOMIA

PATRIMONIO CULTURAL / HISTORICO
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| Gastronons I

Parmmdnin cururas / sstdmca I

10. Se pud Ik

entre dois

dectil

que custam o fi

- d 5
que um é

os icos ndo reutiliziveis |

etc.), @ um outro que nio

e

tomou estas medidas, qual escolheria?

copos,

Sem QUALGUER DINIDA, & DESTING LIVAE D€
AsTICDS

.|

TaLvez 0 CESTING LVRE DE PLASTICOS

0 cESTHE QUE MAG TEM NEDDAS D€
EUMINACAD DE PLASTIEOS

- ]

ChiaLaUER UM, E-ME INCIFERENTE

-l

11. Quanto, por dia e por pessoa, estaria disposto a pagar por um local que investe na responsabilidade ambiental e na

: d

liminago total dos pla

Nazw

-l

menosoe 2 EUR ate 5 EUR are 10 EUR

- - -

A 20EUR

-

Mus 0z 20 EUR

-l

12. Qual a importéncia que atribuiu a um destino livre de plasticos na sua decisio sobre o local de férias?

Nenkuma iwpoaTincia

l_I

Pouca ineoatiucs WoFeENTE A

.| |

|

|

13. Qual desses | de plé staria na di i¢do de substituir por outros ivos e em que sit ?
SugsnTum s SugsTiuis e SUBSTITLA MESMD S DESSE Nunca sussTTuRia
Munca ) SUBSTTUW MESMED 5
HAQ FOSSE MNS FOSSE FACL

uso FOSSE MAK CARD

- ] ] -

RIS TRAZALHE A I

ENCONTRAR

_

Secos 0E COMPRAS DE PLASTICO

Prysmsns pe puismico

Coros 0E PLASTICO PARA GELADO

Coros & Tameas para sEamas "Taxeawar”

Praros, Tau ESSORIOS PARA COMIDA

VEMDIDA MA RUA

Geansens ve puisTICO

Coromeres com HASTE D FASTICO

Sint

00

14. Ja ouviu falar da diretiva europeia sobre produtos de pldstico de uso tnico?

15. Qual o seu grau de 14

Conconng
Concoana

TOTALMENTE _I
-l

New eomeaana, Nem
oECowmE

_ - ]

Disenaoa
Disenana

A cranmane "orse

TEM SI00 MUNTO EXA

PERTURBAD O

O squitismo oA NATUREZA £ MUITO DELICADO & FACKMENTE

O's 55865 HUMANOS ESTAD A ABUSAR SERIAMENTE DO AMEIENTE

Os seres sumanos

MATURAL PARA ATE

& MODIFICAR O AMEIENTE
SIDADES

Quanoa s s

=

MUITAS VEZES PRODUT CONSEQUENCMS DESASTROSAS

16. Comparativamente ao seu pais/local de origem, os padries ambientais da cidade de Lishoa sdo:

Mo sas aros

Mes atas SeneiHanTes

|

Mus sanes

|

MuTo mas samas
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1C. Tourism - English and Portuguese Flyers for online survey

T ;
environmentally
responsible tourist
demand

Hello!

We are a team of Portuguese researc hers from FCT NOVA University. partnes of
BLEU Climate European Project with Croatian and Creek partners.

mmolmmstosmdymmummmu&tym
prociucts and responsibie toursst de

We invite you to participate in this Place your phone
study by answering a  short camera here:
questionnaire about the perceptions

and opinions of tourists on these issues.

The i ire is and
the answers will be used exclusively for
research proposes.

Your collaboration is crucial for us,
please use the QR code or the link
below to access the questionnaire:

MTTP//SHORTURL AT/ALQRS

Please fill out this form until the 3ist
October, and thank you in advance for fFCt 8°
your participation! Bl

ambientalmente
responsavel

Oola!

Cnnnasﬂwndognda Universidade Novidelsbou parwndo

pcn,anBLEUClm Para além de Portugal participam neste projeto
também aGréciae a Crodcia.

Oobjeﬂ\nmstepm)méesn.dUapmondoomekﬁca

dosplasticos.

Convidamos a participar neste estudo, Coloque a camera
@ um brave do aqui

sobre as percepgbes dos turistas em

relacSo a esta tematica. J

4] i ioe as

serfo tratadas exclusivamente para fins
a

de 40, sendo
sua confidencialidade.

A sua colaboragio € crucial para nés
Use o codigo QR ou o link abaixo para
aceder ao questionario:

HTTPS.//SHORTURLAT/ACLUG

Por favor, preencha este formuldrio até
o dia 31 de outubro. Agradecemos
desde j4 a sua participacio!
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2. Fishermen - Portuguese Version

Fc t FJ\QCULD.&DE DE n
CIENCIAS E TECNOLOGIA .
UNIVERSIDADE NOVA DE LISBOA uﬂ @ MARE @ Climate-KIC

SCHOOL OF SCIENCE AND TECHNOLOGY

Questionario BL.EU Climate

Pescadores
Local: Data: __/__ [ Hora: ___:__ Cod.fNe questiondrio: ___f
Bom dia/Boa tarde
Chamo-me______ e faco parte de uma equipa de investigadores da Faculdade de Ciéncia e Tecnologia da Universidade Nova de Lisboa (FCT

NOWA) gue estd a colaborar num projeto de investigagdo europeu, intitulado "BL.EU Climate", sobre lixo marinho de pldstico, em especial dos
plisticos. Para além de Portugal, participam também neste projeto a Grécia e a Crodcia.

No dmbito deste projeto interessa-nos conhecer a realidade dos portos de pesca e as opinides e as praticas dos pescadores relativamente ao
lixo marinho.

Nio se importa de me dispensar 5 min do seu tempo para responder a um pequeno questiondrio?

[Se sim, muito obrigada(o); se ndo, posso combinar consigo uma outra hora?)

|. Dados sobre a embarcacio

MNOME DA EMBARCACAD ARTE DE PESCAC
NomE po WESTRE: DU RAGAD MEDIA DA VIAGEM (H) ©
TAMANHO EMEAWD\';EU: PORTO ONDE HARITUALMENTE FAZ#M#KDI{M: ______________

|Descemmscs Pecana/ Resiouos)
Il = Caraterizacdo do mestre e da tripulagdo

1. Idade do mestre I:l 2. Género | FEMINING el l Mmuuuo—. | 3. Anos de experiéncia na pesca I:l

4. Nivel de escolaridade I SEM mnlum{,ors_. ‘ ENSING Bisico ) | SEcUNDARID —) IEnsmosun:mu-_” Gmuromnuo_.

5. N2 médio de pescadores a bordo :I 6. N2 de pescadores mulheres l:, 7. idade média da tripulagio I:I

Il. Perce¢do e importancia atribuida ao lixo marinho de plastico

8. Atualmente, o que mais lhe preocupa na sua atividade profissional (indicar o mais importante)

STOCKS DEALGUMAS FALTA DE SEGURANCA DEGAADACAD DO DESVALORIZACAD DD FALTA DE PROTECRD SOC1AL A OUTRD, QUAL?
ESPECIES MUITO BAKOS DURANTE A FAINA MEID MARINHD PESCADD PROFESAD DO PESCADOR

. . . J .

9. Quando anda na faina, vé muito lixo de pldstico no mar? | A | P | | POUCE Lo | MLII'[OPOIJ{_O-—]I MENHUM J l

10. Qual o tipo de lixo de plistico que mais observa no mar (escolha 1):

] 7
| BMBALAGENS DE PLASTICO —) | arres pepesca —J |sncosn:nuis‘nco | OUTROS, QUAL? |

11. Na sua opinido, a quantidade de lixo de plédstico que vé no mar esta a aumentar ou a diminuir de ano para ano?

| A AUMENTAR MUTO -—I | A»\lLIMENTﬂIl—. | WNT:M—SEIGU#L-—. | A DIMINUIR -—I | A DIMINUIR B.AST»\!NTE-—I |

12. Isto para si representa um problema ambiental... | MUTO GRAVE el | cnavelmd | POUCO GRAVE e | N0 £ UM PROBLEMA wed |

13. Na sua opinido, pode o lixo de pldstico no mar prejudicar a atividade de pesca?

| N | | ] |5:5|M,nmu:roma? |
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IV. Comportamentos a bordo

14. A sua tripulagdo costuma trazer para bordo algum destes produtos? .... @ o que lhes fazem depois de usados?

NAD usam/ £ RARD DETAM NO CAOTE DO LINO COMUM

o

DEITAM NO CAKOTE
DESTINADD AQS PLASTICOS

LEVAM CONSKEO PARS TERRA

SACOS DE PLASTICO

‘COPOS DE PLASTICO

CADAS DE PLASTICO COM A COMIDA

PROTOS, TALHERES DE PLASTICO

GARRAFAS OU GARRAFOES DE PLASTICO

15. Como reage perante um elemento da sua tripulacio que deita uma embalagem ou outro tipo de residuo para o mar?

| MNED DIGONADA -—I | CHAMOD A SATENCAD -—I ‘ Casmiao ——lmm?

16. Recolhem o lixo de plastico que esta no mar ou nas redes de pesca?

| S el |sooau:r_<.'muom.nn L ‘ 500 QUE 0 VEM annuommsn:nm-—l |N.|io -—I |5E NAQ, POROUE?

17. Dispdem na sua embarcacio de um contentor especifico para o lixo de pldstico, que recolhem do mar ou que fazem a bordo, ou é
misturado com os outros residuos produzidos a bordo?

Sk -—I

SE Sib, EM MEDLA QUAL O PESO DE LK RECOLHIDD?

-—I<1 KG -—II—E KG -—'5-10 kG -—I:\‘lU kG

SENAG, PORGUEY

wio

18. No caso de avistamento de animais enredados, vivos ou mortos, como reagem?

MNAD FAZEMOS Nnnn—. IcoMummm.ﬁ.snummmnummmma _I ‘ R:coLH:ms_l |GUTMS FORMAS, QUAIS?

19. Quais julga ser, as maiores dificuldades para a separagdo e recolha de residuos no mar? (escolha 1 opgéo)

TRIPULACAD
-

FALTA DE SENSIBILIDADE DA

FALTA DE ESPACE KA
EMBARCACAD

J

O TRABALHO QUE BTO IMPLICA

J

DIFICIL DESCARREG AR EM
TERRA

J

DUTRAS CALISAS, GUAKY

20. Que importincia atribuiu ao papel dos pescadores no combate ao lio marinho?

| IRRELE\J’.\'ANTE-—I | POUCD IMPORTANTE —. | IMPOIIT.\'ANTE-—I | MIJI'I'QIMPQRTANTE-—I | FI.IND.\I.MENT.\'AL—. |

V. Sensibilizacio/formacdo

21. Nos altimos anos frequentou alguma agio de sensibilizagio sobre lixo marinho?

[ wold |

Sk -—I

| SE 5iM, QUAL EQUANDO [aNo) ¥

22. Qual julga ser a melhor forma de sensibilizar um pescador para o problema do lixo marinho? {escolha 1 opgio)

ACDES DE SENSIBILES CRO

Ebd TERRA

AQOES DE SENS IBILEAGAD
i EMBARCACAD

CARTATES WA ZONA PORTUARL -—I

FOLHETOS DE FAFEL-—I

OUTRAS FORMAS, GUAKY

23. Ja owviu falar do projeto “Pesca por um mar sem lixg” ?

=

\ SiM,

EPARTIORD -—I

\ SiM,

BAS HAG PARTICIPD _l | PORQUE WAQ PARTICIPA?

{52 ndio, explicar em que consiste)

24. Como avalia o projeto “Pesca por um mar sem lixg™?

MuITo Mmau

-

s

.

MER BOM, HEM MaLU

.

Baw

.

fumo pom

.

..Asua colaboracio foi muito importante, muito obrigada(o).

0 inguérito finalizou (apontar neste espago observagdes dos inquiridos ou apontamentos do entrevistador sobre a forma como decorreu a entrevista e gue
sejam relevantes para o estudo)
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