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Our communication goals in 2021 and what we achieved:

✓ Establishing TOMRA company on the Slovak market

✓ Opening the topic of DRS, promoting TOMRA´s experience and pointing out lessons-learned

✓ Securing the position of thought-leader and expert on DRS

✓ Building strong position as a partner for DPO (Deposit System Operator)

✓ Educate customers – retailers (B2B) and educate consumers (B2C)

✓ Prepare for the DRS launch and create case study for other markets where DRS will be implemented

PR 2021 – Communication goals
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• We positioned TOMRA as a leader at the market with focus on being helpful partner for 
DPO, retailers and consumers

• We showed that TOMRA is a brand not focused only on B2B (retailers), but on B2C as well 
(consumers)

• TOMRA gained high visibility and we increased brand awareness throughout strong 
communication with media and on social media

• We built relationship with various types of media – trade, mainline and tech group, during 
whole year we’ve been constantly working on media lobbying and cooperation with media

• In 2021 we worked on content to help educate consumers, inform retailers, being helpful 
for DPO, provide high quality of service and support in various fields

What have we achieved in 2021 – overall summary
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Overall summary:

• Announcements of pilot zalohomats placed in stores have reached highest rate of coverage.
• Announcements of DPO of Slovakia and key milestones to launch DRS have reached average rate of 

coverage.
• General information about DRS and recycling in overall without local radius have reached lowest rate of 

coverage.

TOMRA Media coverage 2021
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TOMRA DPO RVM Systems Envipco

TOMRA vs DPO vs COMPETITORS 2021 

Communication of 
TOMRA reached a level 
of nonprofit organization 
of DPO and defeated 
other competitors.

To compare – in overall we 
achieved high media 
coverage(333 media outputs).

Only two competitors have slight 
coverage and communication in 
media: RVM – 1 media output in 
July, Envipco – 20 media outputs 
in November and December.



7Wrote about us...

SME.SK
One of the biggest daily opinion-forming medium

HNONLINE.SK
Biggest daily economic related 
medium



8Wrote about us...

IN STORE Slovakia, Tovar a predaj
We successfully cooperate with TRADE MEDIA on regular base with strong media coverage and 
great relationships



9Wrote about us...

Touchit.sk, Fontech.sk
We cooperate with TECH MEDIA on regular base and position TOMRA as a leader on tech field 
providing state art technology RVM´s at SK market



10Wrote about us...

Akcnezeny.sk, Refresher.sk
We cooperate with LIFESTYLE MEDIA and provide them with interesting information based on 
lifestyle related information and information about recycling for young people who cares about 
environment 



11

KPIs: 25 outputs

KPIs: 50 outputs

KPIs FOR 2021

Trade media group:
KPIs for 2021: 25 outputs

Achieved 2021:
46 outputs till 31.12.2021 (184 %)

Tier 1 media group:
(big news outlets, business media, 
media specialized on waste 
management and eco topics)
KPIs for 2021: 50 outputs

Achieved 2021:
90 outputs till 31.12.2021 (180 %)
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*AVE refers to the cost of buying the space taken up by a particular article, had the article been an advertisement

333
media hits

6,9m
opportuniti

es to see

167K €
Advertising 
Equivalent 

Value
AVE*

Key topics we spoke about:

• Reaction to announcing the administrator
• White paper launch
• DRS is not a spend, it is an opportunity for retailers
• What will DRS look like
• Automatization will work for you in every aspect!
• Cooperation with retailers
• DRS system in practice
• Circular economy
• Retailer´s launches
• Case study – first results
• Slovak DRS: 2 months to go
• Interviews with Roman Postl
• New retail summit
• DRS – Experiences from abroad
• Press visits related article – About TOMRA and SK DRS
• Slovak DRS: 1 month to go
• DRS and impact on plastic pollution
• Press visits related article – About TOMRA and SK DRS
• Slovak DRS: It´s coming!

28
media hits

monthly 
average

575K
opportunit
ies to see
monthly 
average

14K
€

AVE*
Monthly 
average

TOMRA MEDIA COVERAGE IN 2021
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

We localized country brochures in SK and EN language, as well as product brochures to be prepared 
and provide various, correct  and up to date information about TOMRA and company´s portfolio.

We also prepared DRS white paper and launch the press release dedicated to key features of well 
functioning DRS system in Slovakia. 
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

During summer we also created our own 
video case study – first experience of 
customers using TOMRA’s RVM in Tesco 
Nitra. We gathered valuable feedback from 
customers and transformed it in 4 separate 
videos with all respondents answers 
separately  and also one video with their ideas 
and thoughts about using of TOMRA RVM in 
SK and EN version to be able to demonstrate 
how was Slovakia preparing for DRS.

PLAY VIDEO ˃˃˃˃˃˃˃˃˃
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

We started cooperation with international and local retail chains – FRESH Plus, COOP Jednota and
Tesco. Together we worked on launching pilot press releases of our cooperation as well as press releases 
dedicated to case studies – with sharing first results with using zalohomats.
B

FRESH Plus COOP Jednota Tesco
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SUMMARY OF PR ACTIVITIES IN 2021

Internal projects:

We created tailored and detailed instruction videos & manuals for retailers and their employees. This 
helps to improve knowledge of usage of TOMRA RVMs and it also builds stronger relationship with 
customers – retailers. Videos and manuals are simple to understand and easy to distribute all around 
Slovakia (possibility to use in other countries with localizing of subtitles). 

H30 MultiPac & EasyPac T7 Dual and Trisort/T90
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

In December 2021 after systematic 
and regular work during couple of 
weeks we launched new SK 
microsite https://collection-
sk.tomra.com/. We have main 
section, with Blog where we added 
articles on various topics, our press 
releases, new cooperation and 
other interesting facts. 
We will attract more people on 
page via social media redirection 
and with start of SEO work.

https://collection-sk.tomra.com/
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

In September we become silver 
partner at biggest retail 
conference in Slovakia –
New retail summit 2021.

With more than 300 participants, 
20 speakers and presentations 
and 3 panel discussion it was 
great experience and 
opportunity to speak about 
upcoming DRS. 

Roman Postl catch the attention 
of participants with his 
presentation, followed by well 
prepared Juraj Otta as a panellist 
in panel discussion. We also 
brought TOMRA machine to 
provide real experience for 
participants of the conference.
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SUMMARY OF PR ACTIVITIES IN 2021

External projects:

In November we organized 
exclusive press trips to premises at 
TOMRA SENEC in 3 separate days 
for 3 media groups (trade, mainline, 
tech) to feel more special and also 
safe due to Covid-19 situation.

9 journalists attended and till this 
day 5 media published their 
detailed stories (other media will 
work with information they gained 
throughout the time of 
implementing SK DRS), so we can 
await more stories.

This also helped us to build 
stronger and better relationships
with them and showcase TOMRA as 
a leader not only in collection field.
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Social
media 
report
4-12/2021
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Interesting facts

We were the first ones in Slovakia who started to 
communicating actively about deposit system on 

social networks
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Interesting facts

Overall, we have 
achieved:

All together 
comments

Published posts

75

302
Shares of posts

Likes of posts
3 092

670

All together post clicks
19 980



• Our goal was to reach as many people as possible and build awareness of 

SK deposit system and zalohomats itself.

• In the period from April to December 2021, we hit a total of 456,712 unique users on Facebook, who 

made 24,366 interactions.

• The KPIs that were set at the beginning of the cooperation are 10k - 25k reach per contribution. Our 

average reach of all posts (ad supported and unsupported) is 29,269 unique users per post. The 

average reach per supported post is 39,405 unique users.

• Until August, we primarily communicated B2B, and in August we changed communication primarily to the 

B2C segment. 

• After August, the most reached users were people aged 25-34 and 18-24 who are interested in Recycling, 

Ecology, Plastic recycling or Plastic pollution.

• As part of the communication, we connected with Slovensko Zalohuje. We re-shared some of their stories, 

media discussions and influencer posts. We were also inspired by their communication style.

24SOME: What have we achieved in 2021
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Overall – People reached

128817
138539

113379

158548

85169

133306
127160

113959

74087

0

20000

40000

60000

80000

100000

120000

140000

160000

180000

APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

TOTAL REACH

Reach



Overall – Engagement
26

1615

1022 891

6783

2476

3856

2848
2372 2503

0

1000

2000

3000

4000

5000

6000

7000

8000

APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER

TOTAL ENGAGEMENT

Engagement



27

Posts analysis

Throughout the period, we published various types of posts (graphics, 
videos, photos, etc.). The best results we achieved with posts that 
included:

• Direct connection to some place/Example: Post about the launch of zalohomat in 

Nitra

• Multiple photos posts

• Graphics that are simple and understandable

• People - posts with people have a good overall reach

• Specific information, Data, Statistic/Example: The exact start date of the DRS in 

Slovakia



28

Comments on Facebook

Our paid posts also had engagement in the form of comments.
This has brought us several situations. Most commentators mentioned 
the following topics/questions:

• Why carry packaging to the store when I can throw it in the trash bin at home?

• We are not bringing anything new. DRS was already here during communism 

(referring to glass bottles DRS in their point of view)

• Glass is better. We need to go back to the glass containers

• Someone wants to get rich on us again. (referring to companies and DPO 

administrator)
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Comments on social media

Our recommendations for B2C communication on Facebook (content):

• Repeat – Always explain the whole deposit system and its operation in more 

specific details

• Communicate all the benefits of a deposit system

• Communicate differences such as: plastic production/other package production 

and recycling vs. glass

• Reshare information with known sources like: DPO administrator, MoE, experts on 

DRS/recycling topic


