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PROJECT BACKGROUND AND BASIS 

 

Marine litter is already a commonly known issue on a global level. The oceans of the world have been 

observed to have huge floating patches of garbage, and many beaches in these areas are extremely 

littered. On an international level, the issue of marine and beach litter has gradually become a subject of 

research and investigation. It has been discovered that you can find litter even on the remotest of 

uninhabited islands. Water birds and marine animals are affected by debris in many different ways. The 

world’s oceans are plagued by a wide range of environmental problems, litter being just one of them. Litter 

is, however, a problem that is growing at an alarming rate. (European Environment Agency, 2014.)  

Relatively few studies have addressed the issue of marine litter in the Baltic Sea. In 2007, HELCOM (the 

Baltic Marine Environment Protection Commission – Helsinki Commission) conducted research into the 

extent of litter in the Baltic Sea. This project was partly funded by the United Nations Environment 

Programme (UNEP). Based on several preparatory studies, UNEP has developed a method for analysing 

marine and beach litter that can be used around the world in different marine conditions. (P. Korpinen & A. 

Saloniemi, 2014.) 

In 2011–2013, the Keep the Archipelago Tidy Association (KAT) was involved in the Baltic Marine Litter 

(MARLIN) project that examined the amount of litter on the shores of the Baltic Sea. The MARLIN project 

partners were Estonia (Keep the Estonian Sea Tidy), Latvia (FEE Latvia), Sweden (Keep Sweden Tidy), and 

Finland (KAT). The project included a total of 23 beaches, nine of them in Finland. Litter data on the 

beaches was collected using an adapted version of the UNEP method. According to the results, the most 

littered beaches among these countries were in Finland. MMost of the litter collected was plastic and foamed 

plastic. 

The Clean Beach campaign was an independent follow-up to the MARLIN project. When communicating the 

project results, the KAT staff received queries from individual people asking what they could do to improve 

the situation. Thanks to these contacts and the willingness of the KAT staff, an idea was born that people 

should be invited to join in the efforts to take care of beaches and clean them up. The idea emerged in the 

spring of 2013, providing the basis for planning the Clean Beach campaign concept.  

The first Clean Beach campaign was carried out in the spring of 2014 (12–25 May 2014). The goal of the 

spring 2014 campaign was to clean up beaches along the Finnish coast and the Åland Islands during those 

two weeks. The campaign’s main area was the Finnish coast as a whole, that is, the Baltic Sea coast. The 

Finnish coast was selected as the campaign area so that the possible results could be compared with those 

achieved in the MARLIN project. The first campaign’s preparations included creating our own method for 
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classifying and counting litter that was simpler than the UNEP method. The reporting method should be 

simple enough that participants could fill in the form without separate guidance and instruction, yet 

provide the right kind of information. 

The preparations for Clean Beach 2015 were carried out based on experiences and feedback from the first 

campaign. The campaign was shortened to a week, running from 18 May to 24 May 2015. The campaign 

area was extended to all water bodies in Finland and the Åland Islands, including seashores, lakes and 

rivers. Otherwise the spring 2015 campaign was carried out in the same way as the previous year. 

In 2016, the campaign will run for all of May, 1–31 May. The key message in the campaign communication 

is KAT’s goal of collecting data on beach litter. The actual practical arrangements should be set by the 

participants themselves. The Association’s role is to motivate people to join the campaign, provide practical 

tips, maintain a list of the clean-up sites that people have signed up for, and obtain information on the 

amount of litter cleaned on the beaches. Another goal is to have significantly more clean-up activities 

organised on the shores of lakes and rivers. The Association launched a three-year EU project called 

BLASTIC in 2016 that addresses the role of rivers in the Baltic Sea litter problem. The litter reported in the 

Clean Beach campaign will support this endeavour too.   

The aim of the campaign is to highlight the litter problem around the Baltic Sea and water bodies in 

general, and to bring the issue to the public’s attention through concrete activities. It also aims to inspire 

people to clean up beaches on a voluntary basis. In addition to motivate individuals, the target groups 

includes different kinds of clubs, hobby groups, businesses, institutions, residents’ associations, and boat 

clubs, as well as school children and students, families and groups of friends, and other organisations.  
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PROJECT ORGANISATION 

 

Project management 

The Clean Beach campaign is managed by the Keep the Archipelago Tidy Association (KAT). Founded in 

1969, KAT is a Finnish environmental organisation for boaters and other waterway users. It operates in the 

areas of the Archipelago Sea, the Gulf of Bothnia, the Eastern Gulf of Finland, Lake Päijänne, Lake Saimaa, 

and the Pirkanmaa Region.  

The Association’s task and aim is to keep the Finnish beaches and archipelago tidy, and facilitate boating 

opportunities on all Finnish waterways. In addition to actual waste management and maintenance of 

excursion harbours, the association carries out environmental education activities. Waste management 

includes being in charge of managing boaters’ waste, dry toilets, floating pump-out stations, and servicing 

excursion harbours. The environmental education activities are targeted at all waterway users. The 

Association aims to provide guidance on environmentally conscious ways to get around on waterways.  

KAT is a member-based expert organisation. The activities are funded through membership fees, support 

received from the Ministry of the Environment, and corporate sponsorship. The Association contributes to 

protecting waterways in many ways and in collaboration with other organisations engaged in similar work, 

both nationally and internationally. Various projects provide environmental information and solutions for 

boaters and other citizens.  

Environmental projects are an important aspect of the Association’s work. With the help of project funding, 

the Association has been able to develop, research, and introduce new methods and procedures intended 

to reduce the environmental impact of boating. We implement national and international environmental 

projects through co-operation with universities, research facilities, and other environmental organisations. 

We actively advise all those travelling in and around the waterways ways to enjoy the natural surroundings 

in an environmentally-friendly manner. 

In the past few years, the Association has reported on littering on Finnish coastlines, been involved in 

researching paints used on boat bottoms, developed a dry toilet network in the archipelago and developed 

the monitoring of floating pump-out station operations.  

The target group for the environmental communications of the Association includes all those moving in or 

around Finnish waterways: boaters, paddlers, holiday residents, residents, campers, hikers and those in 

charge of harbour management. The objective is to advise everyone on ways to navigate the waters in an 

environmentally-considerate and respectful way.  
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Project staff and project group 

Jenny Gustafsson served as a full-time employee and project coordinator for the campaign from January–

July 2014 and January–August 2015. In 2016, one person shall lead the campaign on a part-time basis. The 

tasks include all the stages of planning and implementing the campaign content, and being in charge of the 

campaign.  

The campaign employed a university student intern in the spring of 2014, and a communications assistant 

for two months in 2015. Lydia Siikasmaa worked both as an intern and as a communications assistant, her 

main task was to take care of the campaign’s social media, website updates, graphic design and assisting in 

daily tasks.  

Heini Kaasalainen, the Association’s project coordinator, worked part-time for the Clean Beach campaign 

from February–May 2014, conducting mainly sponsorship recruitment. For the rest of the campaign she 

also dealt with tasks related to practical implementation and communications.  

 

 

DESCRIPTION OF ACTIVITIES AND ASSESSMENT OF IMPLEMENTATION 
 

The Clean Beach campaign was first organised as a two-week event on 12–25 May 2014, covering the area 

of the Finnish coastline in its entirety, and the Åland Islands. In 2015, the campaign ran from 18–24 May 

and involved all waterways: sea, lake and river shores. The campaign period has now been extended to a 

month, and in 2016 it will run from 1–31 May. The aim is to draw attention to the topic in late summer and 

early autumn too, and to organise a major clean-up event at the end of the beach season.  

The goal is to clean up beaches through voluntary work and raise public awareness of the Baltic Sea and 

freshwater environments litter issue, thus giving people a concrete chance to make a difference to the 

environmental well-being of the Baltic Sea and freshwaters. 

The campaign is open to associations, societies, clubs, hobby groups, workplaces, businesses, cities, 

institutions, students, school children, families, and groups of friends, as well as individual citizens.  

Each participating party is free to choose their clean-up site and invite either their own organisation’s 

members, or organise a public event for all who sign up to come and join in the clean-up efforts. The party 

organising the event needs to name a contact person who will be in charge of the event and communicate 

with KAT.  
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In addition to cleaning up the beaches, these voluntary work events also aim to gather information on the 

amount and type of litter found. KAT has asked the teams of volunteers to report the amount and type of 

litter material on the printable litter form created for the campaign. The reports should be returned to the 

campaign head by post or e-mail, or via the online form. The campaign head collates the reports and 

reports on the campaign and its results once the campaign has ended. 

 

Campaign funding and partners 
Preparations for the campaign started in the autumn of 2013 with no external funding secured. In the 

spring of 2014, the campaign received a 60,000-euro Environmental Account bonus from the Bank of Åland. 

In addition, support via campaign sponsors amounted to about EUR 60,000. The sponsors gave their 

support in the form of money, services and a range of products. 

In 2015, the campaign did not receive such a large amount of monetary support. The Association still 

wanted to organise the campaign using mainly KAT’s own funds, since the feedback on the 2014 campaign 

was so positive. The campaign was budgeted at EUR 60,000, but costs were cut as much as possible due to 

less than expected external funding. 

At the beginning of 2015, external funding was sought from WWF Finland’s Panda Award programme, 

Suomen Aateliset ry, Raija ja Ossi Tuuliaisen säätiö, Saaristomeren Suojelurahasto, Turku Energia, and the 

Wärtsilä Corporation. Except for WWF Finland, all of the aforementioned sponsored the campaign.  

The campaign’s realised budget was EUR 32,000. Approximately two-thirds of it went on staff costs, and 

one-third was spent on communications, marketing, clean-up and other events, and travel. External 

funding amounted to EUR 18,000, which means EUR 14,000 was taken from the Association’s funds.  

No external funding has been sought for the campaign in 2016. The campaign budget now stands at EUR 

25,000, which includes salaries, PR and marketing costs, expenses related to the clean-up events, and 

travel, telephone, website and computer costs. 

 

Cooperation  
Partnerships were divided into two categories: sponsors and partners. The sponsors had a clear role as 

providers of financial support for the campaign. The support has come mainly in the form of services and 

products. This kind of support was very important, especially in the first year, when the campaign was 

being launched. Some of the sponsors gave direct monetary support. The partners, in turn, provided 

specialist advice, assisted with practical arrangements, and let KAT make use of their networks to spread 

the word about the campaign, for example. Some of the cooperating parties provided both financial 
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support and assisted in organising the clean-up events. Typical partners include municipalities, other 

associations, and organisations. Sponsors include a car dealer, print and web companies, foundations, small 

companies, shops, waste management companies, and companies already sponsoring KAT’s work.  

 

SPONSORS PARTNERS 

Aamumaa, 2015 Baltic Sea Action Group (BSAG) 2014 & 2015 

Aspo, 2014 & 2015 City of Espoo, 2014 & 2015 

Astrum Auto Oy, 2014 & 2015 Baltic Sea Challenge, 2014 & 2015 

Beweship, 2014 & 2015 Archipelago Sea Biosphere Reserve, 2014 & 2015 

Fazer, 2014 Junior Chamber International Finland, 2014 

Flagmore, 2014 Rotary Finland, 2014 

Ford, 2014 UN Association of Finland, 2014 & 2015  

Ekokauppa Ekolo, 2014 Gulf of Finland Year 2014, 2014 

Hungry, 2014 & 2015 Suomenlinna, 2014 

Kuusakoski Recycling, 2014 Ravintolalaiva Katarina, 2015 

Leipomo Rosten, 2015  

Turun Seudun Jätehuolto, 2015  

Light Press, 2014  

LähiTapiola, 2014 & 2015  

Mad Croc energy drink, 2014  

Muutostoimisto Jokojo, 2014  

Pilke Media, 2014  

Poutapilvi, 2014 & 2015  

Raija ja Ossi Tuuliaisen säätiö, 2015  

Ruisrock Festival, 2015  

Ruohonjuuri, 2015  

Saaristomeren Suojelurahasto, 2015  

Suomen Aateliset ry, 2015  

The Governing Body of Suomenlinna, 2014  

Turku Energia, 2014 & 2015  

Viking Line, 2015  

Wärtsilä, 2014 & 2015  

Bank of Åland, 2014  
Table 1. Campaign sponsors and partners in 2014 and 2015. 
 

Some of the municipalities provided support, help and advice to volunteers in 2014 and 2015. These cities 

already have in place a procedure and a unit that deals with providing support for groups of volunteers and 

clean-up groups.  

The campaign partners also spread the word about the Clean Beach campaign, inspiring their own partners 

to join in. The partners were truly happy to get involved in the campaign and there are plans to continue 

collaboration with many of them.  

The campaign has been able to benefit from the positive input of some celebrity figures who have lent their 

face to “clean beaches” and have participated in the clean-up events as far as their schedules allow. Most 

of them are actors or other players in the cultural sector, or athletes. The campaign has sought to engage 
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partners in many different sectors and to acquire new partners for KAT too, and seems to have succeeded 

in this endeavour.  

 

Timing and schedule 
The Association decided to organise the campaign in the spring as it seemed to be the best time for the 

clean-up events. The timing of the campaign had its advantages and disadvantages. 

The following points were seen as advantages: 

 spring is a traditional time for clean-up or other voluntary work events in Finland, so it is easy to 

combine them 

 schools are in session, and in late spring there is room in the timetable for various activities 

 vegetation is not yet high (safety, visibility, taking animals into account) 

 the approaching summer season motivates people to clean up nearby beaches 

 spring is the easiest time for most people to organise the event 

 it is easier for school children to participate in the event in the spring, and many organisations hold 

some recreational activities at this time, so this event can be easily integrated into them 

 

The following points were seen as disadvantages: 

 spring is the bird nesting season 

 there are usually many events taking place in the spring, and it is a busy time before the summer 

holidays, leading to conflicts in people’s availability.  

 

The most significant argument against the spring scheduling was the nesting season. There are many bird 

colonies, particularly in the archipelago, and many areas are closed to visitors from spring until late 

summer. In all campaign years, the campaign website has included a reminder about the bird nesting 

season.   

Almost all of the beaches to be cleaned up were located in the immediate vicinity of cities and residential 

areas, some of them were public bathing beaches. The sites were not typical bird nesting beaches. By pre-

registering the clean-up events campaign coordinator wanted to make sure no events would be organised 

in sensitive areas.  

Most of the campaign schedule was taken up by planning, contacting partners and sponsors, and preparing 

PR and marketing material. This has taken about 3–4 months in all of the campaign years. The actual 

execution stage is busy but quite short. It usually takes two weeks to a month in all. The reporting stage 

with the collation of results and post-campaign PR takes approximately a month. 
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Communication  
One of the main goals of the Clean Beach campaign is to raise awareness of the litter problem in the Baltic 

Sea and in waterways in general, and to stimulate discussion on the topic. Communication is undoubtedly 

one of the key areas in implementing the campaign. It clearly takes up the largest chunk of the total time 

and resources reserved for the campaign.  

The campaign has a website in Finnish, www.siistibiitsi.fi, and in Swedish, www.snyggbeach.fi. It includes 

campaign material, instructions, advice, tips for organising the clean-up events, the forms for litter 

reporting, and general information on the campaign’s progress and results. Most of the information is also 

in English from spring 2016.  

 

Traditional media and PR 
During the Clean Beach campaign in the spring of 2014, KAT put out a total of eight press releases, and in 

the spring of 2015, three. From January–May 2014, the campaign had a total of 108 media hits in print, TV, 

and radio, and 68 media hits on the Internet.  

In the spring of 2015, the media hits totalled 56 in print, TV, and radio, and 33 on the Internet. The Internet 

hits exclude those on social media. The media hits data for the spring of 2016 is not yet known at the time 

of writing.  

Marine and beach litter has attracted interest in the media, and the topic and the campaign have been 

covered in quite a few articles across different media. The goal of the campaign has been to gain media 

visibility for marine and beach litter as well as KAT’s MARLIN project and the Clean Beach campaign. Our 

own awareness-raising activities have aimed at drawing attention to the campaign topic and thus 

motivating people to join the clean-up events. The media find the topic quite interesting, and the KAT staff 

have been interviewed for the print media as well as for radio and television. 

 

Social media 
Social media is seen as an extremely important channel for raising awareness and encouraging 

engagement. The Clean Beach campaign has an account on Facebook, Twitter, and Instagram.  

The Clean Beach campaign can be found on social media as follows:  

 Facebook: Siisti Biitsi – Snygg Beach 

 Twitter: @Siistibiitsi 

 Instagram: siistibiitsi 

 

http://www.siistibiitsi.fi/
http://www.snyggbeach.fi/
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The visibility of the Clean Beach campaign on social media is one way of engaging people. You can follow 

the discussion using the hashtags #siistibiitsi and #snyggbeach. Social media has been a very dynamic and 

significant tool in campaign communications. It requires quite a bit of active contribution by KAT, especially 

in the initial stage of the campaign. In 2014 and 2015, the communications assistant was in charge of the 

Clean Beach campaign’s visibility on social media between April and June. Publishing links and pictures has 

proved to be the best way to gain visibility and engage users. Funny and personal posts received the most 

clicks and likes. Facebook has turned out to be a good channel for increasing followers on Twitter and 

Instagram.  

 

 

 

The visibility of the Clean Beach campaign on social media has been a success. The liveliest discussions have 

taken place on Facebook. Interaction peaked just before the clean-up events as well as during them. The 

amount of material posted and sent by campaign participants has been surprisingly high, which shows that 

they have the interest and the will to share their experiences with others. This also shows that the 

campaign has succeeded in motivating people to contribute to cleaning up beaches, and they think 

highlighting the topic is important. The volunteers’ posts on social media mainly deal with the clean-up 

events they have participated in.  

 

Figure 1 Otavamedia Customer Communications, Turku unit, organised their clean-up event on 
Ruissalo Island in Turku on 14 May 2014. Company staff posing. Photo: Keep the Archipelago Tidy 
Association. 
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Clean-up events 

The campaign events mainly include clean-up events organised during the campaign period. KAT has been 

involved in a number of clean-up events and other events related to the theme as well as showcased the 

campaign on various occasions. Each year, KAT has organised several clean-up events of their own, inviting 

their partners, sponsors and individual volunteers to take part.  

In both years, there were many clean-up events organised along the Finnish coast and the Åland Islands, 

and also on inland waters in 2015. The events have been organised by volunteer groups consisting of 

businesses, associations, municipalities and private individuals. 

In the spring of 2014, the goal was to have 100 groups and sites join the campaign. This was achieved as 

115 organisers joined the campaign and 110 beaches were cleaned up. Some of the clean-ups were carried 

out in collaboration with other organisations. The number of participants was reported for 47 beaches and 

totalled 1,464. Most of the clean-up events took place in the regions of Southwest Finland and Uusimaa.  

 

In 2015 we wished to expand the campaign area and thus increase the number of clean-up events 

registered. The first year’s goal was 100 clean-up sites. In 2015, the goal was set at 200 beaches, because 

the campaign area was significantly larger. The target was to engage at least 1,000 people in the events.  

Figure 2 Loading the trailer with the litter collected by the Seglinge and Kumlinge islanders.  
Photo: Keep the Archipelago Tidy Association. 
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In 2015, there were 127 sites registered for the campaign. The number of event organisers who signed-up 

was 102. Several organisers cleaned up more than one beach, which increased the number of sites. Other 

parties joined in the clean-up activities in some of the events, and many events were organised in 

collaboration with others. The number of organising parties was 140. There were more sites than in the 

first year. The number of participants was reported on 50 beaches, with a total of 1,116 people involved in 

the clean-up operation. According to the reports, the events typically had 8–25 participants.  The clean-up 

event with the highest number of participants had almost 300 volunteers.  

Most sites were reported on the seashore, especially along the Finnish coastline in Southwest Finland and 

Uusimaa. The northernmost seashore site was in Oulu, the westernmost on the Åland Islands in Kumlinge, 

the southernmost in Hanko, and the easternmost in Kotka. The easternmost inland water site was in 

Joensuu, the northernmost in Juuka, the westernmost in Turku, and the southernmost in Siuntio. 

The campaign has been well received, and there is a clear demand for it. The idea is that the association 

works as a kind of messenger, motivator and provider of support for the clean-up event organisers and the 

organisers will take care of the practical matters of their own clean-ups.  The purpose of the campaign has 

been to provide practical tips, assist in finding the right partners, provide some materials, and advise on the 

litter reporting. From 2015, the participants have been provided with a guide booklet that specifies the 

roles, gives practical tips, provides instructions on how to get around in the outdoors, and gives advice on 

how to report on the litter. The most important form of support has been concrete help, such as providing 

clean-up tools and setting up litter collection points.  
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Events 
During the 2014 campaign, KAT also organised four special events: the Roskapuhetta (“Rubbish”) seminar 

on 29 April, the Clean Beach Kick-Off on 12 May, and the Clean Beach thank-you event on 28 May. A litter 

dive in the Aura River in Turku was also organised before the thank-you event in the evening.  

 

Target groups of the events were slightly different. The seminar was especially targeted at parties working 

in the environmental, water and research sector.  

The kick-off and thank-you events were specifically aimed at the clean-up event organisers and participants 

as well as the campaign partners and sponsors. All events received positive feedback from the participants. 

The thank-you event and the way the clean-up event organisers were recognised with various rewards and 

products was considered an excellent concept. 

In the second year KAT held fewer events, organising only two events in 2015. In collaboration with the 

Ruisrock Festival and LähiTapiola Varsinais-Suomi (an insurance company), KAT organised a clean-up event 

on the Ruissalo Island beach in Turku on 23 May 2015. The event was named the campaign’s main event 

with the slogan Siisti Biitsi goes Ruissi presented by Ruisrock and LähiTapiola. The local waste management 

company Turun Seudun Jätehuolto Oy (TSJ) as part of partnership picked up the litter collected during the 

day. The day’s clean-up efforts were followed by another event, After Talkoo that took place onboard the 

Katarina, a restaurant boat. 

In 2014 and 2015, KAT also participated in various events to promote the campaign and its theme. In 2016, 

the KAT staff will again participate in a range of events related to the Clean Beach campaign theme.  

Figure 3 The Clean Beach Kick-off at Suomenlinna on 12 May 2014. Taking pictures of 
the litter catch. 
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The campaign also runs That’s neat! Competition for the clean-up event participants. It has helped to 

showcase the clean-up events being organised across Finland. The purpose of the competition photographs 

and other materials is to create community spirit, making the participants feel that they are working 

towards the same goal. The award categories have included the coolest outfit, coolest action picture, the 

largest amount of litter collected, and the largest group of participants.  

  

Figure 4 The Clean Beach litter dive in the Aura river on 28 May 2014. KAT staff posing with voluntary 
divers. In the foreground you can see the litter installation by Tikke Tuura. Photo: Keep the Archipelago 
Tidy Association. 
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LITTER REPORTING 
 

The goal of litter reporting has been to gain some kind of an overview of the litter situation along the 

Finnish coast and freshwater environments. To this end, KAT created a paper-based litter reporting form 

for the campaign. The form can be downloaded on the campaign website. Based on the experiences of the 

past two years, the printed paper form works best on the beach. Reporting can also be done via an online 

form after the event.  

 

 

The purpose of litter categorisation is to partly follow the categories used in the MARLIN project, but by 

specifying litter based on the material rather than the type. The MARLIN project followed the methods 

created by UNEP. In this way, our results can still be compared according to the proportion of materials, 

without making the task of completing the form too complicated. The purpose was not to specify the type 

of litter, such as wrappers, bottles, etc.  

Figure 5 Saaristomeren melojat ry, a local canoe club, organised 
their clean-up event in the Turku archipelago in Vepsä on 17 May 
2014. Jarkko Sarmaala reporting on the collected litter. Photo: 
Keep the Archipelago Tidy Association. 
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CLEAN BEACH 2014 

In 2014, there were two kinds of forms in use. The first version (2014 form A) did not have the fields 

“Other”, “Cigarette butts”, and “Comments”. These were added to the new form (2014 form B) based on 

the feedback received in the kick-off event. Form B had the following categories: plastic, paper and 

cardboard, metal, glass and ceramics, cloth, wood, organic waste, rubber, cigarette butts, and other. Plastic 

and foamed plastic were placed in the same category (plastic). In the MARLIN project, cigarettes, butts, and 

Plastic Paper & cardboard Metal

Bottle caps  and l ids Paper (newspapers  and magazines) Food conta iners  (plates , mugs  & cutlery)

Bottles , barrels , jerry cans  & buckets  (> 2 L) Cardboard boxes  & pieces Bottle caps , l ids  & pul l  tabs

Cutlery Cups  & cartons , food trays  & wrappers , cigarette packs Aluminium drink cans

Drinks  packing, s ix-pack rings Firework tubes Canis ters , gas  bottles , barrels  & buckets

Food conta iners Other unidenti fied card & cardboard Foi l  wrappers

Plastic bags  (frosted & clear) Fishing-related

Toys  & party poppers Pieces  

Gloves Wires , wire netting & barbed wire

Cigarette l ighters Other, including devices

Syringes

Baskets , drinks  crates  & trays

Plastic armbands

Mesh bags

Tarpaul ins  or other woven plastic bags , pa l let covers

Fishing tackle

Monofi lament yarn

Ropes

Fishing nets

Ties

Fibreglass  pieces

Res in pel lets

Bath sponges

Cups  & food packaging

Foam floats

Foam (insulation and packaging)

Other unidenti fied plastic & foamed plastic materia l

Cigarette butts  (COUNTED IN OWN AND IN PLASTIC CATEGORIE)

Glass & ceramics Cloth Wood

Construction materia ls  (brick, cement, chimney elements) Clothing, footwear, headgear & towels Corks

Bottles  & jars Backpacks  & bags Fishing traps  & crayfish pots

Crockery (plates  & mugs) Oi lskin, sa i lcloth & sackcloth (Hess ian) Ice lol ly s ticks , forks , chopsticks  & toothpicks

Light bulbs Ropes  & s trings Processed timber & pal let boxes

Fluorescent tubes Rugs  & furni ture Matches  & fi reworks  

Glass  floats Other cloths  (including rags ) Other (please speci fy)

Glass  or ceramics  fragments

Organic Rubber Other

Excrement (manure) Bal loons , ba l l s  & toys Paraffin or wax

Fruit, food, cakes , sweets , i ce cream Footwear Sanitary and personal  hygiene products

Other organic (please speci fy) Gloves Devices  & electronics  

Tyres Batteries  (torch batteries )

Inner tubes  & rubber discs

Rubber bands

Condoms

Cigarette butts (COUNTED IN OWN AND IN PLASTIC CATEGORIE)

Table 1 Typical litter types categorised per material using the model created in the MARLIN project. 
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filters were counted in the plastic category. On form A these did not have a category of their own; instead, 

they were counted in the Other category. On form B they had their own category.  

We also developed a litter reporting web application for smartphones and computers. Vaadin Oy created 

the app as part of its Community Friday programme. The web app was designed as a joint effort with the 

Vaadin employees, the company creating the campaign website, and the KAT staff. A name competition for 

the app was organised for the campaign’s Facebook page followers. The winning name was “Sibi”. The 

purpose of the app was to make it possible to join the campaign easily and enable individuals to report on 

the litter they collect. The Sibi app had the following litter categories: plastic, paper and cardboard, glass 

and ceramics, metal, cloth, organic waste, rubber, and wood. 

Reporting via Sibi did not work as desired. It was supposed to work as a channel for signing up for the 

clean-up events, but it was completed too late to serve that purpose. Unfortunately, there was not enough 

time to develop and test the app. Designing and implementing the app was surprisingly time-consuming. It 

would be best to create the app as a separate project. Litter reporting on a smartphone is otherwise an 

excellent idea, and litter will certainly be reported via a smartphone app in the future. In the spring of 2014, 

the European Environment Agency (EEA) launched Marine Litter Watch, an app for smartphones. This app 

will probably be used for reporting beach litter in the future.   

In general, the weakness of smartphone apps is the dependence on good network connections for them to 

work. Some of the clean-up sites can be located far out, close to the open sea, where you cannot always 

access a working connection. Marine Litter Watch developed by the EEA also works offline.  If using an 

electronic reporting method, it needs to be clearly and carefully explained to the users. The paper form is 

so far a safer option, and easier for many to use, and it is well suited to outdoor use. Completing the form 

also has an environmental education aspect to it, providing a natural opportunity to discuss current litter 

issues with the clean-up event participants.  

 

Reporting results for 2014 
Litter was reported on 64 different beaches. There were a total of 56 reporting groups, so some of the 

groups cleaned up more than one beach. One of the reported sites was a lake site. It is excluded from the 

final results as the first year’s campaign aimed at assessing the amount of litter on the Baltic Sea beaches 

only. The amount of litter on the rivers running into the Baltic Sea is included.  

Not all of the reports were filled in according to the instructions. Most of the groups reported the litter per 

item, as requested. A total of 46 beach sites included the number of litter items found. In addition, seven of 

these 46 sites also sent forms filled in using other units of measurement than the number of items. There 
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were 21 sites that reported their results using other units of measurement than the number of items. The 

measures used were percentages, litres, and kilogrammes. Some of the forms used verbal descriptions (a 

lot, a little, mostly, etc.). Only item-based litter reports were included in the final campaign results. 

However, all reported information has been processed and listed. Only litter reported per item can be 

compared to some extent with the MARLIN project results, for example, and this is why only these are 

taken into account in the final results. The MARLIN project used a clear research method at each beach site 

studied. The Clean Beach campaign did not clearly specify the size and borders of the area to be cleaned 

up, as they did in the MARLIN project. The Clean Beach campaign form was significantly simpler and less 

exact, and most of the clean-up events carried out under the campaign did not have KAT-devised litter 

reporting procedures. These differences also have an impact on comparing the results.  

 

 

The amount of litter at the clean-up sites could vary a lot. Some of the sites were evaluated as having been 

very rarely tidied up, so there was litter dating back several years or even decades. Some of the sites were 

well maintained and therefore the amount of litter was small. Some of the sites were very litter-strewn, 

despite being maintained. The participants thought this might be due to the location of the beach, with the 

sea bringing more litter from other areas. The beaches could also be in active recreational use, which 

means litter was probably accumulated there by land too.  

 

Plastic (incl. butts)
69 %

Paper and 
cardboard

9 %

Metal
8 %

Glass and ceramics
7 %

Cloth
1 %

Wood
2 %

Organic
1 %

Rubber
1 %

Other
2 %

CLEAN BEACH 2014 LITTER TYPES

Chart 1 Litter materials counted per item in the Clean Beach 2014 campaign. Cigarette butts have been included in 
the plastic category as in the MARLIN project. 
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The 64 beach sites reported on in 2014:  

 
1. Espoo, Haukilahti beach 
2. Espoo, Laajalahti marina 
3. Espoo, Matinkylä beach 
4. Espoo, Mellsten 
5. Espoo, Mellsten (another group) 
6. Espoo, Soukanlahti beach 
7. Espoo, Westend beach 
8. Hamina, Mäntlahti 
9. Hanko, several beaches near the Hanko town centre 
10. Helsinki, Hylkysaari 
11. Helsinki, Lauttasaari 
12. Helsinki, Seurasaari Island; beach by the playground 
13. Helsinki, Seurasaari Island; the area by the bridge 
14. Helsinki, Suomenlinna, Susisaari Island 
15. Helsinki, Töölönlahti 
16. Helsinki, Vuosaari islands (eastern, northern and western  
       Villaluoto islands, Malkasaari, Kalliosaari) 
17. Jurmo, several beaches 
18. Jurmo, marina 
19. Kaarina, Hovirinta 
20. Kalajoki, Hiekkasärkät 
21. Kirkkonummi, Ormholmen 
22. Kotka, Pitkäsaari Island at Kaarniemi 
23. Kotka, Ruonala 
24. Kotka, Ulko-Tammio 
25. Kustavi, Lootholma 
26. Naantali, Lammasluoto 
27. Naantali, Särkänsalmi bridge 
28. Pargas, Björköholmen, Pargas  
29. Pargas, Fårö, Nötö 
30. Pargas, Korpo, Retais 
31. Pargas, Mjoö, Nötö 
32. Pargas, Prostvik ferry landing at Nagu 
33. Pargas, Lillmälö ferry landing at Pargas 
34. Pargas, Nagu, Risholmen 
35. Gulf of Bothnia, Furuskär  

36. Gulf of Bothnia, Hebenetta 
37. Gulf of Bothnia, Kallberget 
38. Gulf of Bothnia, Korrskär  
39. Gulf of Bothnia, Orrskär  
40. Gulf of Bothnia, Remmargrundet 
41. Gulf of Bothnia, Stora Rummelgrund 
42. Gulf of Bothnia, Tolvmansgrundet 
43. Porvoo, Saktafarten promenade, Sikosaari Island 
44. Punkaharju, Laukkasaari Island (inland waters, excluded  
       from final results) 
45. Raseborg, Ekenäs, Jägarbacken marina 
46. Raisio, Hahdenniemi beach 
47. Raisio, Viheriäinen Perttala (Kukonpää) 
48. Rymättylä, Iso-Kuusinen 
49. Salo, Halikonlahti, Satamakatu and the vicinity of the  
       birdwatching tower 
50. Salo, Penturanta in Vartsala 
51. Turku, Aura riverside between the Teatterisilta and  
       Martinsilta bridges, eastern side 
52. Turku, Aura riverside, from Teatterisilta to     
       Tuomiokirkkosilta bridge 
53. Turku, Ekvalla beach 
54. Turku, Hirvensalo, Sorttamäki beach  
55. Turku, Ispoinen beach 
56. Turku, Ruissalo Island, beach at the eastern edge of the  
       park 
57. Turku, Ruissalo Island, western edge of the park 
58. Turku, Ruissalo Island, Kolkanniemi 
59. Turku, Ruissalo Island, Kuuvannokka 
 
60. Turku, Ruissalo Island, beach by the Saaronniemi BBQ  
       area 
61. Turku, Ruissalo Island, Saaronniemi beach volleyball area 
62. Turku, Vepsä, beach by the BBQ area and northern beach 
63. Vantaa, Kerava River 
64. Åland Islands, Mariehamn, Kungsö

Most of the reported litter was plastic (chart 1). When counting cigarette butts as plastic, they comprised 

69% of all litter collected. The next largest groups were paper and cardboard, metal, and glass and 

ceramics. The rest of the categories together – rubber, organic waste, wood, cloth, and other – amounted 

to 7% of the reported litter. The proportions of the materials are mainly in line with the results of the 

MARLIN project (chart 6).  

A total of 45,000 litter items were picked up. Listed per category they were plastic 16,000; paper and 

cardboard 4,200; metal 3,700; glass and ceramics 3,300; cloth 400; wood 1,000; organic waste 500; rubber 

200; cigarette butts 15,000; and other 800. The amount of litter reported in litres was 26,000 litres, and in 

weight, 2,300 kilogrammes. The numbers are rounded to the nearest hundred.  
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CLEAN BEACH 2015 

In the first spring, river and lake shores were not included in the litter analysis. For the 2015 campaign we 

wanted to include them to extend the campaign to all Finnish waterways and thus to all of the areas KAT 

operates in. Including inland waters also made it possible to compare the litter results by the type of water 

body.   

The campaign employed both a printed paper form and an online form. The form had the following 

categories: plastic, paper and cardboard, metal, glass and ceramics, cloth, wood, organic waste, rubber, 

cigarette butts, hazardous waste, and other. The form included a comment box in which users could leave 

comments on the litter found and the clean-up experience as such, and also suggestions on how to 

decrease the amount of litter. Missing from the 2014 form, the category of hazardous waste was added to 

the 2015 form. 

Participants were instructed both on the website and in the guide booklet written for the campaign on how 

to report the litter. People were advised to clean up in small groups of two to three people. One of the 

group members was to work as the note taker and keep a tally of the litter items found and reported by the 

others.  

The online form proved to be a good method for litter reporting; more than half of the reports returned 

were received that way. The next most popular way was to send a scanned or photographed copy of the 

form to the campaign coordinator. Some forms were returned by post too. 

 

Reporting results for 2015 

In 2015, 51 groups reported on 58 clean-up sites. Three seaside reports included results for more than one 

beach. In them, the litter found on the beaches had been tallied up on one form. There were 43 sites 

reported on the seaside, 11 sites by lakes, and four on riversides. 

More detailed instructions significantly reduced the number of forms with wrong units of measurement. 

Some of the beaches had been reported together on one form. A total of 56 clean-up events reported on 

the number of litter items. In addition to item-based reports, seven of these sites also submitted forms that 

used different units of measurement. For two sites, the report only included other than item-based 

measurements. The units of measurement were based on percentages, litres, and kilogrammes. Some of 

the forms used verbal descriptions (a lot, a little, mostly, etc.). Other than item-based reports were 

excluded from the 2015 campaign’s final results. However, all reported information has been processed 

and listed, just as in the previous year.  
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The 56 beach sites reported and included in the results:  

1. Espoo, Hanasaari 

2. Espoo, Tapiola, Otsolahti 

3. Hamina, Rampsinkari, Tervasaari 

4. Helsinki, Lapinlahti 

5. Helsinki, Töölönlahti 

6. Ingå, Ingå riverside 

7. joensuu, Ilosaari Island 

8. Joensuu, Niskasaari Island 

9. Jämsä, Lake Päijänne, Edessalo lean-to 

shelter 

10. Kimitoön, Dalsbruk, Näsudden and 

Sapeli 

11. Kirkkonummi, Ormholmen 

12. Korpilahti, Kiviönniemi lean-to shelter 

13. Kotka, Kuusinen, breakwater 

14. Kotka, Äijäniemi, Karhula 

15. Kustavi, Lootholma 

16. Loviisa, Lehtinen Island 

17. Lumijoki, Lumijoki riverside 

18. Naantali, Kultaranta marina 

19. Naantali, Kunstenniemi, Kunstenmaja 

20. Naantali, Lammasluoto and Kailo 

Islands 

21. Naantali, Livonsaari Island 

22. Naantali, Nunnalahti 

23. Naantali, Rymättylä, Karhuluoto 

24. Naantali, Taimo beach 

25. Padasjoki, Kelvenne, Hinttolanhiekka, 

Camping site 

26. Padasjoki, Kelvenne, Isohieta 

27. Pargas, Björköholmen 

28. Pargas, Gullkrona Island, Lustholmen 

29. Pargas, Iniö, Salmis 

30. Pargas, Korpo, Likoholmen, Korpo 

31. Pargas, Lillholmen 

32. Pargas, Nagu, Laggarnäs 

33. Piikkiö, Pyölinranta 

34. Porvoo, Risholmen 

35. Raisio, Hahdenniemi beach and 

Kukonpää 

36. Raseborg, Halstö 

37. Rauma, Pölläri school camp centre 

38. Rauma, Rokinnokka 

39. Salo, Penturanta in Vartsala 

40. Suolahti, Lake Suojärvi 

41. Tampere, Lake Kaukajärvi, Riihiniemi 

42. Toivakka, Recreational area, 

Rappukalliontie 217 

43. Turku,  Brinkhall beach 

44. Turku, Ekvalla beach 

45. Turku, Erikvalla, Heinänokka camp 

centre 

46. Turku, Ispoinen beach 

47. Turku, Jänessaari 

48. Turku, Konsankuja street to upstream 

the Aura River 

49. Turku, Moikoinen beach 

50. Turku, Ruissalo Island, Beach 

promenade 

51. Turku, Ruissalo Island, Folk park beach 

52. Turku, Ruissalo Island, Saaronniemi 

53. Turku, Ruohonpää, Kuninkoja 

brookside 

54. Yläne, Lean-to shelter surroundings by 

Lake Särkijärvi 

55. Ylöjärvi, Räikkä beach 

56. Åland Islands, Kumlinge 

 

 

The largest litter category reported on all of the beaches was plastic (chart 2). When counting cigarette 

butts as plastic, they comprised approx. 68% of all litter collected. The next largest groups were glass and 

ceramics, paper and cardboard, and metal. The figures for the other categories ranged from 0.4 to 1.5 

percent, totalling 5.2% of the litter. In the spring of 2014, the largest group was plastic, followed by paper 

and cardboard, metal, and glass and ceramics in fourth place. The other categories comprised 7% of the 

litter collected. The proportions of the materials are mainly in line with the results of the MARLIN project 

(chart 6). 
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A total of 36,400 litter items were picked up. Listed per category they were plastic (incl. cigarette butts) 

23,500; glass and ceramics 3,700; paper and cardboard 3,100; metal 2,400; and other 1,600. The amount of 

litter reported in litres was 26,000 litres, and in weight, 1,000 kilogrammes. The numbers are rounded to 

the nearest hundred. 

Less plastic was found on riversides (chart 5) compared to lake (chart 4) and sea shores (chart 3). There 

were far fewer reports on lakesides, and riversides in particular, compared to seasides, so the results are 

not totally comparable. The results do, however, provide a preliminary idea of the freshwater litter 

situation.  

Litter reporting has been widely considered to be an important issue by the participants. The media have 

also shown interest in the results of the reporting. Many volunteers have said that counting litter per item 

demonstrates the litter problem on the beaches much better than just picking it up. Many of them have 

also been happy to hear that the results will be used for future projects and for raising awareness of the 

issue. Many participants have informed us that they will join the campaign to clean beaches in the coming 

years too.  

 

 

67,80 %

10,80 %

8,90 %

7,30 %

5,20 %

CLEAN BEACH
BEACH LITTER COLLECTED AND REPORTED IN 2015

Plastic (incl.butts)

Glass and ceramics

Paper and cardboard

Metal

Other (incl. cloth, wood, organic, rubber, hazardous waste and other)

Chart 2 Litter materials counted and reported per item in the Clean Beach 2015 campaign. 
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69,17 %

5,33 %

12,55 %

8,84 %

4,12 %

CLEAN BEACH 2015
LITTER COLLECTED ON LAKE SHORES

Plastic (incl. Butts)

Glass and ceramics

paper and cardboard

Metal

Other (incl. Cloth, wood, organic, rubber, hazardous waste and other)

68,46 %

10,97 %

8,47 %

7,27 %

4,83 %

CLEAN BEACH 2015 
LITTER COLLECTED ON SEASHORES

Plastic (incl. Butts)

Glass and ceramics

Paper and cardboard

Metal

Other (incl. Cloth, wood, organic, rubber, hazardous waste and other)

Chart 3 Litter materials counted and reported per item in the Clean Beach 2015 campaign, seashores 

Chart 4 Litter materials counted and reported per item in the Clean Beach 2015 campaign, lake shores. 
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49,32 %

14,76 %

17,57 %

5,37 %

12,97 %

CLEAN BEACH 2015
LITTER COLLECTED ON RIVER BANKS

Palstic (incl. Butts)

Glass and ceramics

Paper and cardboard

Metal

Other (incl. Cloth, wood, organic, rubber, hazardous waste and other)

Chart 5 Litter materials counted and reported per item in the Clean Beach 2015 campaign, river banks. 

Plastic and foamed 
plastic
75 %

Paper and cardboard
5 %

Metal
7 %

Wood
5 %

Organic
1 %

Other
0 %

Kangas
2 %Cloth

Glass and ceramics
4 %

Rubber
1 %

MARLIN
Litter category distribution Finland 

Chart 6 The MARLIN project’s results in Finland per litter categories. Source: Hanna Haaksi, Keep the Archipelago Tidy Association. 
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THE FUTURE OF THE CAMPAIGN 
 

The data collected during the campaign as well as the media channels and publications created for the 

campaign remain for KAT to use in, for example, planning and carrying out future projects, as well as for 

information purposes.  

KAT has an interest in continuing and coordinating the campaign on an annual basis. The options 

considered include extending the campaign period to start earlier in the spring and continuing through to 

autumn. In this way, beaches could be cleaned outside of the bird nesting period, and before and after the 

busy beach season. The attention attracted by the campaign has shown that there is demand and 

enthusiasm for this kind of activity. The aim is to keep the Clean Beach campaign as part of KAT’s activities.  

Litter reporting must definitely be included in future campaigns. It is likely to become more and more 

common to obtain information through crowdsourcing, so data collected like this is likely to be in demand. 

There are, however, several elements of uncertainty related to crowdsourcing, such as the reliability of the 

data reported. One good way of increasing reliability is to provide sufficiently detailed instructions and 

guidance, and create a simple method. Filling in the form has been observed to have an important role in 

terms of environmental education, as it offers a natural opportunity to discuss current litter issues with the 

volunteers.  

KAT continues to carry out the beach litter monitoring programme started by the MARLIN project on 11 

beaches along the Finnish coastline. The results of these clean-ups will be reported to the Finnish 

Environment institute (SYKE).  

 

Contact 

Keep the Archipelago Tidy Association / Pidä Saaristo Siistinä ry 

Puolalankatu 1 

20100 Turku 

roope@pssry.fi 

tel. 02 247 5500 

 

Campaign Coordinator 2014–2016 

Jenny Gustafsson 

jenny.gustafsson@pssry.fi 

tel. + 358 (0) 50 5569 271 
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