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1 OUR ORIGINAL INNOVATION 

 

We participated in the innovation challenge for the Europe's most sustainable 

capital of culture project in February 2022. We responded to Varjo festival's chal-

lenge “Vastuullinen tumppaus” where a solution was sought for how to prevent 

cigarette butts from ending up on the ground during the festival. 

 

Our original innovation was a workshop organized at the festival, where festi-

valgoers could make their own pocket ashtray from recycled material, such as 

old coffee packets. In addition to the workshop, our original innovation included 

voting ashtrays, where you can cast your vote for the question posed in the ash-

tray by dropping the butt. These two elements were the main points of our inno-

vation, but we also mentioned in our innovation about campaigning about the 

harm of cigarette butts and to encourage people to dispose their cigarette butts 

more responsibly. 
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2 OUR FINAL SOLUTION 

 

Our final innovation was ultimately a marketing campaign for responsible disposal 

of cigarette butts, as the mini ashtrays came from another innovation tester, the 

Zero Waste Finland association. Our proposed solution had three parts: a mar-

keting campaign, a butt patrol going around at the festival, and the questions 

created for the festival's visitor survey about the success of the campaign. 

 

In a joint meeting with Varjo festival representative Hanna Takkula, we came to 

the conclusion that the marketing campaign would work as a short campaign right 

before the festival. We also agreed that it would be good to keep a positive tone 

in the marketing campaign, because people come to the festival first and foremost 

to be comfortable and have fun. Based on this, we set out to create the campaign. 

 

The campaign's slogans were "Drop beats, not butts!" and "Drop moves, not 

butts!". We tried to bring out enough information in the texts of the publications 

but keep the tone positive and inspiring. The images in the publications continued 

this same tone. 

 

Our initial marketing campaign included six Instagram posts, three Instagram Sto-

ries series, three Facebook posts, and one TikTok video. In addition to these, the 

campaign included four infographics for the festival's screens, an image bank of 

the photos we took, and the questions created for the festival's visitor survey. We 

created all these publications, but in the end, at the request of the representatives 

of the Varjo festival, we ended up condensing the number of Instagram and Fa-

cebook publications to half, so that the festival would have time to publish all the 

publications before the festival. The numbers of infographics, visitor survey ques-

tions and TikTok video remained the same as in the original plan. 

 

In addition, our campaign included a “Cigarette Butt Patrol”, where two people 

would go around the festival with bigger ashtray containers, collecting customers' 

cigarette butts and monitoring the success of the campaign. 
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3 SUCCESS OF THE CAMPAIGN 

 

3.1 Survey questions 

 

We delivered the questions created for the visitor survey to the festival repre-

sentative before the festival. The questions produced for the visitor survey were 

as follows: 

 

1. Did you see any campaigning related to responsible disposal of cigarette 

butts on Varjo festival's social media or during the festival? 

a. Yes - I saw posts on social media 

b. Yes - I saw campaigning during the festival 

c. Yes - I saw posts on social media and campaigning during the fes-

tival 

d. No - I didn't come across any campaigning related to responsible 

disposal of cigarette butts 

2. Did you use a pocket ashtray during the festival? 

a. Yes – I used a pocket ashtray during the festival and will continue 

to use it after the festival as well 

b. Yes - I tried it but it didn't work 

c. No - I didn't feel it was useful 

d. I don't - I don't smoke 

e. Other – open answer 

3. If you used a pocket ashtray at the festival, how did you feel using it? 

a. Open answer 

4. The responsible disposal of cigarette butts marketing campaign included, 

among other things, social media marketing, the distribution of pocket ash-

trays, a butt patrol roaming the festival and information at the festival’s 

screens. Did the marketing campaign affect your own smoking at the fes-

tival? 

a. Yes - I was more aware of the matter and made sure that cigarette 

butts end up in the ashtray and not in nature 

b. A little - I was more aware of the cigarette butts and did my best 

during the festival so that the cigarette butts did not end up on the 

ground 
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c. No - I'm already acting responsibly anyway, the marketing cam-

paign had no effect 

d. No – the marketing campaign did not influence my own behavior 

e. No - I don't smoke 

 

While writing this report, we have not yet heard how many answers the visitor 

survey received or what kind of answers it collected. 

 

3.2 Social media posts 

 

The posts we created for the marketing campaign received variable visibility and 

likes on social media. Of the Instagram publications, the first post received the 

most likes: 132. The Instagram posts didn't collect comments, but the Facebook 

posts got some comments. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. The first Instagram post 
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2. Second Instagram post 

3. Third Instagram post 
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2. The first Facebook post 

3. Second Facebook post 

4. TikTok video 



11 

 

Of the publications, the most views and likes were clearly collected by the TikTok 

video we created, which collected 24.8 thousand views and 607 likes. We created 

the TikTok video for a trend that was circulating on TikTok at the time, so the 

views are explained partly because of that. On the other hand, the subject may 

also have been perceived as interesting, which has caused the video to be 

watched to the end or even several times. 

 

We also created marketing material for our own Instagram stories throughout the 

festival, which the Varjo festival also shared in their own stories. Among other 

things, we showed in the stories where the pocket ashtrays can be picked up, 

and we updated how many ashtrays were still left. Many who came to pick up the 

mini ashtrays seemed to know where to get those, so the marketing seemed to 

have found the people. 

 

For the marketing campaign, it would have been useful to communicate even 

more with the other innovation tester, the Zero Waste Finland association. For 

example, we didn't have time to get ourselves the mini ashtray before taking the 

pictures for the marketing, so we improvised and used a similar small jar, from 

which we took the marketing photos. For the marketing material, it would also 

have been useful to know where the mini ashtrays are being delivered at the 

festival, so that we could have already announced it in the posts in advance. 

 

3.3 Infographics 

 

We created a total of four infographics for the Varjo festival, which were displayed 

on the screens next to the stages of the festival. 

 

 

 

 

 

 

 

 5. Original plans for infographics 



12 

Infografiikoissa päädyimme pitämään myös positiivisen sävyn ja kannustamaan 

ihmisiä vastuullisempaan tupakointiin. Myös käyttämämme iskulauseet ”Drop 

beats, not butts!” sekä ”Drop moves, not butts!” toistuivat infografiikoissa. 

 

The infographics didn't specifically mention the mini ashtray, but in retrospect, 

one of the graphics could have told people to pick up their own mini ashtray. On 

the other hand, at the time of creating the graphics, we still didn't know where in 

the festival area people could pick up the mini ashtrays. We also wanted to keep 

the text part of the infographics to a minimum, because we thought that people 

wouldn't have time to read long amounts of text on the screen anyway. 
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3.4 The butt patrol 

 

Our campaign also included a two-person butt patrol, the purpose of which was 

to go around the festival with two containers, offering customers the opportunity 

to conveniently empty their mini ashtrays into them. The butt patrol would also 

monitor the success of the marketing campaign at the festival. 

 

The job description of the butt patrol changed completely at the festival. After 

arriving at the festival, we were informed that there are two smoking areas at the 

festival and smoking would only be allowed in these areas. This information was 

not conveyed to us clearly enough before the festival and it came as a surprise 

to us. We found the mini ashtray and the butt patrol a bit pointless, because the 

festival's customers would still have to go to the smoking area to smoke, so why 

would they use the mini ashtray. We also received a comment from the festival's 

security that they felt that the mini ashtrays caused them more work when they 

had to explain to the customers that smoking is not allowed everywhere in the 

festival area, even if the customers have a mini ashtray. On the second day of 

the festival, we updated our Instagram stories with information about smoking 

areas and urged customers to use the smoking areas. We also mentioned this to 

people who came to pick up the mini ashtrays from our tent. So, we changed the 

job description of the butt patrol to more of a distributor of the ashtrays and pro-

moters and left the collecting of cigarette butts out of the job description. 

 

 

 

 

 

 

 

 

 

 

 

 

 6. The butt patrol 
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At the moment, it is difficult to measure the success of our innovation other than 

based on the data of social media publications, the number of mini ashtrays dis-

tributed and the comments we received at the festival. We tried to monitor the 

number of cigarette butts found on the ground in the festival area, but it is difficult 

to compare it to anything and we do not know how many cigarette butts were 

found in the area even before the festival. At the time of writing this report, we 

have not yet received data on the questions asked in the visitor survey. 

 

In general, we received many positive comments about the mini ashtrays during 

the festival, and people seemed to be pleased that attention has been paid to the 

cigarette butt problem. We distributed a little over 200 mini ashtrays during the 

festival, so there was clearly a need for innovation and our marketing had found 

people. 
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4 TO BE DEVELOPED 

 

In our opinion, our innovation testing went well, but of course development targets 

also came to mind. For example, communication with us, the Zero Waste Finland 

association, and the Varjo festival could have been even more frequent, so that, 

for example, information about smoking areas would have been communicated 

to each party before the festival. The communication also took place at the very 

last moment, so for example we didn't have time to get the actual mini ashtrays 

for ourselves before taking the marketing photos. It would also have helped in 

marketing if we had known before the festival where the mini ashtrays would be 

distributed, so that we could have already guided people to the right place in the 

posts or in the infographics running on the festival screens. 

 

In the festival area, we noticed that neither we nor the Zero Waste Finland asso-

ciation have any information signs about mini ashtrays that would guide custom-

ers to the right place to pick up the mini ashtrays. For example, there could have 

been a sign next to the mini ashtrays distribution point that read, for example, 

"Pick up your mini ashtrays here!", so that customers would have found the mini 

ashtrays even by chance while walking by. On the other hand, many customers 

heading to our point knew where to come, so our marketing had clearly reached 

people. 

 

In the end, we found the butt patrol to be rather pointless, because smoking is 

only allowed in the smoking area, so it is easy for people to empty the mini ash-

trays directly into the larger ashtrays found in the smoking areas. In the end, the 

members of the butt patrol acted more like promoters, who distributed mini ash-

trays to people in the area and shared information on social media, for example 

about the number of mini ashtrays. 

 

During the festival, we noticed one situation where the group in front of us was 

smoking and the security guard came to point out that smoking was not allowed 

in that place. The group's reaction was to quickly throw the cigarettes on the 

ground. For situations like this, the security could have had a couple of mini ash-

trays in their own pockets, which they could have handed out to the people. 


