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To us, the ECOPACK team, for nearly 10 
years already, corporate social respon-

sibility has been not only a commitment to 
which we firmly adhere, but also a source of 
inspiration and reward. We don’t just recover 
packaging but work together in the interest of 
the public and the environment.
The wide-ranging awareness and education 
campaigns constitute a major area of activity 
of ECOPACK Bulgaria. They help get across 
the communications about separate waste 
collection and protection of the environment 
to millions of Bulgarian households. It only 
takes one look at the beaming, happy faces 
of the children in our ‘flying eco classroom’ 
or the impressive turnout of volunteers in the 
green events we organize and support, to get 
a sense of the potential for positive change 
that they carry.
One of the critical factors for the success of 
the environmental and sustainable develop-
ment projects is the cooperation and active 
involvement of all of you – our clients, part-
ners, friends and fellow-supporters of the 
green idea. I hope you will continue to sup-
port ECOPACK’s efforts in the public interest. 

ECOPACK Bulgaria possesses certificates 
under Bulgarian State Standard EN ISO 
9001:2008 and BSS EN ISO 14001:2005SO.

HIGH INTERNATIONAL REC-
OGNITION FOR ECOPACK’S 
UNIQUE ECO-BUS

The unique strategic approach employed in the 
execution of the campaign ‘ECOPACK’s Flying 

Classroom’ was highly acknowledged by the profes-
sional community. It was awarded Second Prize by 
the International Solid Waste Association at ISWA 
Communication Awards 2013. This is the only glo-
bal non-profit organization working in the public 
interest to promote sustainable and professional 
waste management. Through its working groups it 
supports the activity of international organizations 
such as UNEP, WHO, and EU institutions in the field 
of waste management.

Separate waste collection is a process 
of enormous importance to the protec-

tion of the environment and the sustain-
able development of society.  Everyone’s 
active involvement guarantees a cleaner 
environment, more efficient economy, and 
ultimately, better quality of life. Yet, how 
can we draw the attention of the young-
est, those whose tomorrow depends on 
what we all do today? After all, we are 
dealing with ‘thrash’... Of course, there 
are many good answers to this question 
but ECOPACK Bulgaria and DeConi, the 
company’s communication agency, came 
up with one of the best – the 3D ECOBUS.
The3D ECOBUS is often referred to as ‘the 
flying classroom’ and that is exactly what it 
is – a classroom on wheels. Only one that 
seems to have arrived from the future – with 
42” 3D mobile displays, Dolby Digital Sur-

For the third consecutive year, ISWA Communication 
Award honors communication campaigns that promote 
sustainable waste management among the general pub-
lic. This year the competition involved 48 campaigns from 
27 countries and 4 continents. The award ceremony took 
place on October 7th in Vienna, where ECOPACK Bul-
garia received the prestigious award.

This year alone, the project has won the following prestig-
ious national and international awards in competition with 
hundreds of other projects:

First Place, Green Communications and Urban Environ-
ment category, PR Priz, Bulgarian Public Relations Society;

Second Place, Sustainable Development Campaign 
category, Bright Awards, Bulgarian Association of PR 
Agencies;

Finalist, Environmental category, International PR As-
sociation Golden World Awards.

round Sound and Audience Response System 
(ARS), which turn the 40-minute learning ses-
sion into an unforgettable experience and the 
children – into devoted ambassadors of the 
green idea and separate waste collection.
Since March 2011, close to 80,000 children 
from 438 schools and kindergartens in 70 
municipalities have joined the battle of Harty, 
Stuk, and Plastika (the superheroes from the 
3D film ‘Lords of Recycling’) against Fear-
some Thrash (who is not to be feared at all 
as long as we collect waste separately) and 
have themselves become ‘eco-heroes’ in the 
interactive ARS game. The exceptional impact 
of the project was achieved thanks to its in-
novative nature and the partnership model 
established with government institutions on 
the central and local levels, Bulgarian and 
international companies, non-governmental 
organizations, national and regional media. 
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YORDANKA FANDUKOVA
MAYOR OF SOFIA MUNICIPALITY, MAYOR OF THE YEAR 2013

Mrs. Fandukova, when and how 
did you decide for Sofia to ap-

ply for European Capital of Culture 
2019?
Participation in the European culture 
capital competition is not a political 
project but a genuine civic cause. 
In fact, all of the applicant cities 
come out as winners because in the 
process of preparation, and in the 
process of application, they get the 
chance to present their artists and 
achievements, to build new cultural 
infrastructure, as well as to create 
new products. Already as Deputy 
Mayor about 7 years ago I started 
working actively towards the imple-
mentation of this project. Bulgaria’s 
capital is a cultural center producing 
works of art and various forms and 
expressions of culture of high excel-
lence. Our participation will help our 
artists present their work to a Euro-
pean audience and the public will 
get the chance to see and interact 
with the culture and art of other Eu-
ropean countries. Let me just remind 
you that thanks to our excellent col-
laboration with Italian cities, Sofia 
residents and visitors have already 
had the opportunity to see fine ex-
amples of Ravenna mosaics, as well 
as an original Raphael painting. The 
involvement of the residents of the 
capital in the year-long application 
process has been of great impor-
tance. Our project is a reflection of 
the ideas of the people.

How would you describe the role of 
the conservation of nature and a clean 
environment and could they make a 
difference in terms of winning this 
distinction?
No doubt, keeping up a clean environ-
ment and the attitude to nature in gen-
eral are part of the culture of a given 
society. Sofia Municipality has many 
and diverse priorities in this respect, 
such as building up the underground, 
the waste recovery plant, and devel-
opment of transport, education, and 
culture. In each project we look for the 
environmental implications and pos-
sible benefits. Every time we have a 
boulevard repair project, I personally 
insist on including the installation of 
bike lanes, we are developing electric 
transport and the metro system, as the 
most environment-friendly transport 
mode. We are gradually implementing 
energy-efficiency measures in all of the 
Municipality buildings. Such measures 
have been partially or fully implemented 
in 95% of all municipal kindergartens 
and schools. All newly built kindergar-
tens meet the latest standards. We al-
ready have one completed ‘green’ kin-
dergarten in the Kremikovtsi area and 
are building another two in German and 
Kumaritsa. We are ready with another 
130 projects for the next program period 
but one of the most important ones is to 
secure financing for the refurbishment 
of concrete buildings. That is why I have 
been urging the Government to imple-
ment a special measure for Sofia in or-
der to assist the residents of the capital 
to refurbish their homes and make them 
more energy effective. 
We have all seen our capital growing 
ever more beautiful and green in the 
past few years; what new initiatives 
have you got planned in this respect 
in the short- and mid-term?
I am happy that Sofia residents rec-
ognize our efforts to make the capital 
a more beautiful and colorful city.  In 
the spring of this year we opened the 

Vrana Park to visitors. Presently we 
are renovating the Banya Lozenets 
Park, which is to be refurbished with 
new paving, lighting, landscaping, 
and park facilities. Over the next 
year we will refurbish the entrance 
to the Borisova Gradina, the park 
next to the Doktorski Pametnik, and 
the park in Studentski Grad. I expect 
the installation of new lighting at the 
central entrance to the North Park to 
be completed by the end of the year 
and a refurbishment of the paving, in 
the course of 2014. 
How can we all, as citizens, help 
keep our city clean and pleasant?
The involvement of the citizens is cru-
cial for the success of any cause. The 
spring clean-up campaigns and the 
Green Sofia Program suggest that 
what people need is motivation and 
more information. I expect the com-
panies dealing with separate waste 
collection to organize such cam-
paigns and to operate in such a way 
as to engage the people as partners. 
Citizens are actually very responsi-
ble, they love their city and are willing 
to help tidy up Sofia.
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VOLUNTARY COMMITMENT TO SOCIETY

The practice of profit redistribution 
in the interest of the community 

in which it was generated is practi-
cally as old as profit-making itself. In 
the 1970s and 80s this giving back to 
the community, already conceptual-
ized as ‘corporate social responsibility’ 
(CSR) started gaining in popularity in 
the world of business and was warmly 
embraced by the innovation-minded. 
Today CSR is no longer all the rage. 
But not because it has been relegated 
to history. Rather, it has turned into a 
common practice, something that we 
seem to take for granted.
CSR is one of the terms designating the 
concern by private business interests 
for the public interest. And just like this 
concern and commitment on the part of 
the community to business, through gov-
ernment mechanisms, takes the form of 
various acts of legislation, so the com-

mitment of businesses finds expression 
in a definite set of rules of conduct. Here, 
however, the crucial term is ‘voluntary’.  
We even find it in the definition provided 
by the European Commission in its Strat-
egy for Corporate Social Responsibility 
2011-2014: “Corporate Social Respon-
sibility is a concept whereby companies 
integrate social and environmental con-
cerns in their business operations and in 
their interaction with their stakeholders 
on a voluntary basis”. 
CSR is the commitment on the part of 
the business community to contribute to 
sustainable economic development and 
to fulfill its responsibility to the workers, 
their families, the local authorities, and 
society as a whole with the aim of im-
proving quality of life in a manner accept-
able in terms both of sound business and 
sustainable development. 

However, how voluntary is the com-
mitment of the business community 
to contribute towards sustainable de-
velopment? If we think about it, the 
successful CSR strategies enhance 
a company’s reputation and image 
among its clients, the business com-
munity, and society in general. This 
involves a number of benefits:
• More, and more loyal, clients: The 
perception of a given company as so-
cially responsible reflects on its sales 
thanks to the ever stronger tendency 
for purchase decisions to be based on 
values as well, rather than just the tradi-
tional criteria such as price, quality, ap-
pearance, convenience, etc. The lower 
carbon footprint or the lack of geneti-
cally modified ingredients, for example, 
makes some products more desirable 
than others, even at a higher price.
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• Easier recruitment and retention 
of employees: The companies with an 
active CSR policy are more attractive 
in the labor market and that has imme-
diate financial implications. The costs 
of recruiting, hiring, and training staff, 
which can be quite significant, are 
generally lower for such companies. 
On the other hand, a quality workforce 
makes a critical difference to the over-
all performance of a company.
• Facilitated access to capital: Com-
panies with a proven sensitivity to 
ethical, social, and environmental is-
sues and an active policy in address-
ing them find it easier to interact with 
financing institutions, especially those 
which share their values.
• Sustainable business partnerships: 
A good reputation naturally leads to 
preferential treatment by suppliers, 
distributors, and other partners, and to 
more durable business relations.

• Facilitated interaction with the ad-
ministration: The companies involved 
in addressing specific social problems 
often enjoy various advantages and 
administrative concessions on the cen-
tral and local government level.
• Greater innovation potential: The 
companies with a well-qualified and 
motivated workforce and easier access 
to financing are among the leaders in 
the field of innovation.
Ultimately, all of the noted benefits 
lead to one – improved competitive-
ness. Thus, CSR as a concept has long 
had a direct bearing on profit-making 
itself and not just its redistribution. To 
quote Philip Kotler from his Marketing 
3.0. From products to Clients to the 
Human Spirit, ”philanthropy and cause 
marketing have been gaining popular-
ity in recent years. A global survey by 
Edelman suggests that 85 percent of 
consumers prefer socially responsible 

brands, 70 percent will pay more for the 
brands, and 55 percent will even rec-
ommend the brands to their family and 
friends. Companies are aware of this 
fact. They are increasingly recognizing 
that their employees, consumers, and 
the public at large develop a view of a 
company not only based on the quality 
of its products and services but also on 
its degree of social responsibility”.
In this sense, CSR is voluntary insofar 
as profit-making is. Thus, to the ambi-
tious management of a company the 
question whether to voluntarily inte-
grate a CSR strategy in their business 
model is irrelevant. It is simply a must. 
And if they don’t know it, their competi-
tors most certainly do. 

For nine years already ECOPACK has been fulfilling its commitment to its clients 
and society. The company has consistently endorsed the idea of the necessity 

and benefits of corporate social responsibility and the commitment of businesses, 
as confirmed by its own policy. The value added provided by ECOPACK to its 
clients is the constant aspiration to enhance existing services and create new ones.
In excess of 1,200 companies have put their trust in the team’s professionalism 
and have enjoyed the following free services:

Collection and transportation of packaging waste from clients’ sites:
- Free-of-charge provision of different types of containers depending on the amount of waste generated; 
- Buying up the materials collected at competitive prices;
- Transportation and handing over for recycling of the collected materials. 

Assistance to clients in meeting legal requirements: 
- Free consultations and checkup of packaging reporting; 
- Regular seminars on topical issues related to the legal and regulatory framework with a bearing on packaging; 
- Provision of up-to-date information through regular print and electronic publications. 

Support and active involvement in the implementation of clients’ CSR strategies by: 
- Assisting clients to put in place a separate waste collection system in their offices; 
- Provides information materials on separate waste collection and conducts staff training;
- Organizes separate waste collection in environmental initiatives and events; 
- Helps save resources though the use of ECOPACK online and e-Invoicing; 
- Issues certificates of the amount of natural resources saved and carbon footprint certificates. 

ECOPACK – A STRATEGIC PARTNER IN CORPORATE 
SOCIAL RESPONSIBILITY

FOCUS

Emil Georgiev, DeConi



ECOPACK LAUNCHES A USED BEVERAGE CARTONS 
RECYCLING PILOT PROJECT

Used beverage cartons (used for milk, 
juice, etc) are collected in the blue con-
tainers together with paper and card-
board.
Once taken to the sorting facility, they 
are separated and baled.  The practice 
in this country has been to hand them 

over for energy re-
covery by burning. 
For the first time in 
Bulgaria, 
ECOPACK will 
hand over collect-
ed carton waste 

for recycling, reaffirming its commit-
ment to the protection of the environ-
ment and its sustained efforts to meet 
European standards in the area of 
recycling and recovery of packaging 
waste. Recycling will take place at a 
specialized plant in Belgrade.

With the assistance of TETRA PAK and 
the support of many of the producers 
using this type of packaging, a public 
awareness campaign will be launched 
in late October to inform and motivate 
citizens to dispose of used beverage 
cartons into the blue containers. The 
success of the project largely depends 
on public support and the involvement 
of the population of the cities of Sofia, 
Plovdiv, and Bourgas, where it will be 
implemented in its pilot phase.

What is your view about the ECOPACK 
pilot project of collection and recycling 
of beverage cartons?
Tetra Pak has a long-term focus on protection 
of environment. We set very ambitious targets 
emphasizing three key areas: environmental 
footprint, sustainable products and recycling. 
Tetra Pak South Eastern Europe puts great ef-
forts to raise the awareness and to increase 
recycling rates in the region. Therefore, collec-
tion and recycling pilot project with ECOPACK 
represents a great opportunity for joint action 
in Bulgaria. Thanks to ECOPACK’s highly 
professional approach in developing this 
project, proposed activities will increase the 
quantities of collected and recycled used 
beverage carton, as well as educate and 
inform Bulgarian citizens on the value and 
quality of recycled packaging material which, 
thanks to its outstanding features, becomes 
again a valuable raw material. From the be-
ginning project looks very promising, thus we 
believe in even better final results.

Dragan Rajkovich, Environment Director
Tetra Pak South Eastern Europe

How Tetra Pak will support the project in 
Bulgaria?
Tetra Pak SEE decided to participate in this 
project when it recognized ECOPACK as 
a strong partner who already has a devel-
oped network for waste collection and re-
cycling. Taking in consideration that ECO-
PACK’s operations are on the high level 
and don’t request support, we see our role 
more in the part of communication towards 
entire stakeholder body. That means that 
we will invest our resources and participate 
in creation and development of communi-
cation materials with a special focus on 
beverage cartons collection. 
What are the good practices in Europe in 
these sphere?
As a matter of fact, we have brilliant ex-
amples in some of European countries, 
such as Belgium and Germany with the 
highest recycling rates of used beverage 
carton globally. Unfortunately, countries 
in South Eastern Europe are far from this 
level and we are fully aware that this is 
a long and painful process because you 
need to change the attitude and mentality 
of citizens, to involve and get support from 
the state and municipal officials, public and 
private waste management companies and 
other stakeholders. On the other hand, it 
has been proved that the citizens can be 
very interested in protection of environ-
ment and willing to participate in different 
waste collection activities if they are of-
fered easy and simple solutions, as well as 
if they can see the results of their efforts in 
everyday life. One of the best examples is 
Slovenia, where system for primary sepa-
ration, collection and recycling has become 
highly functional and sustainable with used 
beverage carton recycling rate above 35%.

What is the Tetra Pak strategy of ex-
panding the collection and recycling of 
beverage cartons worldwide? 
Достигането на целите ни в световен 
маAchieving our recycling goal on a global 
level requires a mixture of infrastructure 
and financial resources and relies on col-
laboration between industry, government 
and consumers. Although we are partner-
ing with national recovery organizations 
throughout Europe, we are aware that 
each location requires a different solu-
tion so Tetra Pak takes a need-based ap-
proach. We often provide infrastructure 
to enable collection and recycling pro-
grammes in areas where beverage carton 
recycling is not yet established. Part of our 
role is to help foster sustainable business 
models for collection and recycling.  

Tetra Pak is 
the  world's lead-
ing food processing 
and packaging so-
lutions company.

In 2012 alone it sold in excess of 173 bil-
lion packages in more than 170 countries 
across the world. The 42 Tetra Pak produc-
tion plants provide employment to more 
than 20,000 people.
Tetra Pak packages have strong envi-
ronmental credentials: Some 75% of the 
packaging material comes from renewable 
sources, and the used beverage cartons 
are fully recyclable. In addition, the shape of 
the packages, packaging material composi-
tion and low weight as well as its efficient 
transport, storage and distribution systems 
result in an overall lower CO2 impact than 
other alternative packaging solutions.
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WASTE. SHOULD WE LET OURSELVES BE SWAMPED BY IT 
OR FIT IT INTO AN INTELLIGENT CIRCLE OF LIFE

CURIOUS FACTS

Researchers in Taiwan have come up with an efficient method of using old CDs to clean 
wastewater. The process involves using a CD’s flat surface as a platform on which to 

grow zinc oxide. Water flows onto the zinc oxide-coated spinning disk, which is illuminated 
with UV light. The zinc oxide acts as a photo-catalyst, breaking down organic pollutants in 
sewage water.

One man, one camera, and a garbage dump in Southern France. Martin Esposito lived for 
14 months surrounded by waste to create his documentary Supertrash. The film reveals 
harsh and unpleasant truths about waste and waste management.

More than one billion tons of food go to waste worldwide in a year. The economic loss 
amounts to USD 750 billion or Euro 565 billion. Yet 870 million people in the world go 
hungry every day.

793 bottles and glass containers are recycled each second in Europe.

Four percent of toothpaste is always left in the tube. Each year this amounts to losses of 
70,000 tons of toothpaste worldwide.

M ilen Atanassov is one of the au-
thors of the Green Light feature 

on Bulgarian National Television, 
which has been gaining in popularity in 
the past two years. The short features 
broadcast Monday through Friday are 
dedicated to the environment, green 
technologies, and sustainable devel-
opment. Green Light doesn’t shun 
problems, but does prefer to seek and 
present solutions. We talked to Milen 

about waste, recycling, and the new 
circles of everyday life.
How does Green Light fit into the 
Bulgarian media landscape?
I believe media in this country are in-
debted to the public because of the 
opportunities missed. These opportuni-
ties are found beyond the scandals and 
false sensations. And that is exactly 
where Green Light looks for them. The 
feature is primarily concerned with the 
numerous ways in which we can rear-
range our everyday life so that we live 
in a cleaner environment, more comfort-
ably, and still keep nature intact so that 
people after us will be able to enjoy it. 
Green projects and investments are 
exclusively future-oriented. But how 
would you describe the present in 
which we are living?
We live in interesting times. We flood 
our daily life with food scraps, with 
paper, metal, gas and diesel exhaust 
fumes. There was some famous quote 
about how we no longer need to dig un-
derground for resources. Everything is 
right up on the surface. All we need to 
do is to decide how to use the materi-
als that are piling up. Let ourselves be 
swamped by them or fit them into an in-
telligent circle of life. Recycling, green 

technologies, water, wind, and solar 
energy – all of this exists and gives us 
a choice. We have huge opportunities. 
And a huge responsibility, as well.
Do you think companies are begin-
ning to take this responsibility seri-
ously?
Corporate social responsibility is only 
part of the right solution. The respon-
sibility for a cleaner present and future 
is borne by businesses, scientists, 
politicians, and the people. If the me-
dia manage to match and bring them 
together, they will have done their 
job. The public needs modern heroes 
and inspiring stories. Like the stories 
about the Canadian Tom Szaky, who 
turns each piece of waste into a prod-
uct, or the boatman Roberto da Silva 
who every day hunts for plastic bot-
tles down the Brazilian Tiete River, or 
the Indian Jadav Payeng who single-
handedly made a forest out of a desert 
island. These are the kind of people 
that Green Light is looking for. Across 
Bulgaria and the world.
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ECOPACK BULGARIA WITH DIVERSE INITIATIVES 
TARGETED AT CHILDREN

BE GREEN NOT ONLY FOR A DAY

The latest, sixth edition of the initiative 
“My Green City” had a great turnout of 

more than 2,000 volunteers on September 
29, 2013. They all made their contribution to-
wards a cleaner and more pleasant environ-
ment. The organizers of the event were the 
Coca-Cola system in Bulgaria, ECOPACK, 
and the Bulgarian Bird Protection Society, in 
partnership with the Ministry of Environment 
and Water, and Sofia Municipality.
In the largest-scale edition of the initiative 
to date, the volunteers cleaned up parks, 
eco-trails, beaches, sports facilities and 
cultural landmarks. With joint efforts, they 
collected more than 2,500 bags of waste, 
painted more than 200 benches, planted 
more than 150 plants, and demonstrated 
how everyone can help save the environ-
ment with only a little effort. Like every 
year, there were open-air classrooms 

Within its information-and-education pro-
grams, ECOPACK continues to devote 

special attention to children. One such project 
was the children’s event “Old Paper for a New 
Book”, on September 15, 2013, on Vitosha Boul-
evard in Sofia. The initiative was organized by 
Greenwich Book Center, ECOPACK Bulgaria, 
and Sofia Municipality, and implemented with 
the active support of BTV Media Group, Entu-
siast Publishing House, Knigomania, and the 
campaign “Fun Summer Reading”.

All of the children who came with an accom-
panying adult and handed over 5 kg of paper 
were given the chance to choose one among 
the thousands of copies of children’s books 
secured for the event.

The goal of the initiative was to persuade the 
children, and their parents, of the importance 
of separate waste collection to the conserva-
tion of nature and to stimulate their interest in 

where more than 1,000 young and old 
nature-lovers learned more about the ben-
efits of separate waste collection, about 
water resources and biodiversity and were 
given useful advice about keeping the envi-
ronment clean throughout the year.
In Sofia, My Green City took place in 
the Northern park, where the volunteers 
cleaned up the green areas and the 
Kakach river, painted the park benches, 
and planted flowers. They were joined by 
the Bulgarian show-business stars Deo 
and Alexander Kadiev.
The residents of Kostinbrod spruced up the 
Belitsa sports stadium by painting its fence.
Bankya residents and visitors cleaned up 
the eco-trail “The Path of Health” and the 
iconic site of ‘Vazov’s Oak Tree’. Despite the 
rainy day, for the first time the initiative was 

joined by volunteers in Bourgas, Varna, Ve-
liko Turnovo, Velingrad, Gabrovo, Pazardjik, 
Pleven, Plovdiv, Silistra, Sliven, Smolyan, 
Stara Zagora, Turgovishte, and Haskovo 
who cleaned up parks, bike lanes, children’s 
playgrounds, rivers, and lakes.

books and reading. The Mayor of Sofia Munici-
pality, Yordanka Fandukova, was the patron of 
the event. She attended with her grandson 
Alex, who is a first-grader, and they, too hand-
ed over old paper and got a book.

At the specially set up collection points, volun-
teers weighed and collected the paper in the blue 
containers provided by ECOPAC. The paper was 
transported, sorted, and baled at the ECOPACK 
sorting facility and was then handed over for re-
cycling. During the campaign 13 tons of paper 
were collected and 2520 children received new 
books. In this way, thanks to all of the people who 
participated in the children’s event “Old Paper for 
a New Book”, 169 trees were saved from felling.

On the stage set up in front of Greenwich Book 
Center, numerous performers maintained the 
festive mood throughout the day. The program 
started with the interactive show “The Magic 
World of Roald Dahl”, to celebrate Roald Dahl 

Day. Other performers included the amazing 
magician Mister Jimmy with his magic show 
“ECOPACK’s Magic Containers”, and the Vra-
bchetata music and drama  group with the So-
fia Children’s Center.

In a specially put up tent youth from the founda-
tion for intellectually challenged young people 
“The World of Maria” showed the children how 
to make beautiful flowers out of colored paper.

The results of this year’s campaign “Fun 
Summer Reading” were also announced dur-
ing the event.

Throughout the day ECOPACK’s unique 3D 
Ecobus was at the children’s disposal. All those 
who went through the interactive learning ses-
sion found out how important recycling is and 
how each and every one of us can help save 
natural resources with just a little effort.

The kids took part in many games, sweepstakes 
and quizzes with questions related to separate 
waste collection and the protection of the envi-
ronment, as well as with fairy tale characters and 
their adventures, and received more than 3,000 
gifts and prizes from the event organizers and 
partners. The day ended with a gift from the offi-
cial media partner of the initiative, bTV: a concert 
by the popular stars of the show The Voice of 
Bulgaria Gita Petkova, Nina Ilieva, Nikolina Atan-
asova, Hristo Mladenov, and Plamen Borisov.

The initiative “Old Paper for a New Book”, 
which the organizers hope to turn into a tradi-
tion, was in support of Sofia’s application for 
“European Capital of Culture 2019”.
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