
Module I 
Conducting awareness-raising 

campaigns on lead 

International Lead Poisoning Prevention Week 

 

 

Central and Eastern Europe and Central Asia Regional Workshop on the Establishment of Legal Limits on 

Lead in Paint, 19-20 May 2016, Chisinău, Republic of Moldova 
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Toolkit for Establishing Laws to Control the Use of Lead in Paint 



Outline  

• Background 

• Support available 

• Examples of campaign activities and materials 

• Registering your campaign 

• Sources of additional information 
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Background  

• One of the tasks of the Global Alliance to Eliminate Lead 

Paint (Lead Paint Alliance) is to raise awareness of the 

toxicity of lead to human health and the environment  

• The Business Plan of the Lead Paint Alliance identifies an 

awareness campaign as a priority action 

 Supported by the Third International Conference on Chemicals 

Management (ICCM3) in 2012 

• International Lead Poisoning Prevention Week was 

established in 2012 – it takes place in the last full week in 

October 
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Aims of International Lead 
Poisoning Prevention Week (ILPPW) 

• Raise awareness about lead poisoning 

• Highlight efforts to prevent childhood 

lead poisoning 

• Urge further action to eliminate lead 

paint 
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Support provided by Lead Paint 
Alliance partners  

 

 

 

 

 

 

• Customisable materials developed for use in local 

campaigns  

 posters, flyers, icons, fact sheets, Questions and Answers 

• Materials provided in Arabic, Chinese, English, French, 

Spanish and Russian 

 



  6 

Customisable 

materials 



Active participation in ILPPW around 
the world 
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Active participation in ILPPW in the 
region 
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• Albania 

• Armenia 

• Bosnia and Herzegovina 

• Georgia 

• Hungary 

• Kazakhstan 

• Kyrgyzstan 

• Republic of Moldova 

• Slovenia 

• Russian Federation 

• Tajikistan 

 

 



ILPPW activities in Georgia:  
awareness-raising 

Organised by the National Centre for Disease Control and 

Public Health  

• Meeting for stakeholders and experts to discuss the 

impact of lead poisoning on human health and means for 

prevention; brochures and leaflets distributed  

• Distribution of information to students at Tbilisi State 

Medical University and question and answer sessions 

held 
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ILPPW activities in Georgia:  
awareness-raising 

• Newspaper articles on impact of lead on health and 

current situation in Georgia 

• Seminars at 2 kindergartens for parents and teachers 

about lead poisoning; distribution of information 

brochures; children taught to wash their hands 
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Examples of other activities from 
ILPPW campaigns 

• Twitter campaigns e.g. #StopLeadPaint – 

forwarded by multiple organizations and 

individuals 

• YouTube videos 

• Announcement that organization has joined the 

Global Alliance to Eliminate Lead Paint 

• Technical meetings/webinars to discuss health 

effects of lead and alternatives to lead in paint 

• Report published on the results of study of lead 

paint in selected countries 
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Examples of other activities from 
ILPPW campaigns 

• Declaration that control measures on lead paint are 

being introduced 

• Interview with legislators working on new regulations  

• Newspaper articles on the hazards of lead, lead 

poisoning prevention and the need for regulatory 

controls 

• School education session and competition to develop 

slogans 

• Drama / dance to convey messages about lead  
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Report of ILPPW 2015 

http://www.who.int/ipcs/lead_campaig

n/objectives/en/ 
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Register your campaign 

• Register your event on the WHO 

webpage 
http://www.who.int/ipcs/lead_campaign/event_regist

ration/en/ 

• See who else is organising events in 

your area and consider joining forces 

• Consider customizing Lead Paint 

Alliance materials  

 Multiple events using  same icons and 

messages increases the global impact of 

the campaign 
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Additional information  

• Information on how to plan your campaign is in the 

Toolkit for Establishing Laws to Control the Use of 

Lead in Paint 

http://web.unep.org/chemicalsandwaste/noleadinpaint/tool

kit 

• For information about the 2016 campaign send an email 

to: noleadinpaint@who.int 

 

• For information about the Global Alliance to Eliminate 

Lead Paint: www.unep.org/noleadinpaint   

 

15 

http://web.unep.org/chemicalsandwaste/noleadinpaint/toolkit
http://web.unep.org/chemicalsandwaste/noleadinpaint/toolkit
http://web.unep.org/chemicalsandwaste/noleadinpaint/toolkit
mailto:noleadinpaint@who.int
http://www.unep.org/noleadinpaint


Raising Awareness 
About Lead  in Paint 

Experiences from IPEN´s Global Campaign 

1 



IPEN: A toxics-free future for 

everyone 
 

A world in which chemicals are no longer produced or used in ways that 

harm human health and the environment 

 

1998: Establish prior to POPs INC1 – 50 people 

2001: Expanded Mission to POPs Treaty Ratification & Implementation 

2004: Establish 8 Regional Hubs & Networks 

2006: Expanded Mission to Development Agenda (SAICM) 

2011: 700 + NGOs in over 100 Countries 

2016: more than 300 projects in IPEN regions   

 

 



Thematic areas: 
 Chemical conventions 

 Safe Chemicals Management (SAICM) 

 NGOs, governments, private sector 

 Global, regional, national, community levels 

 

IPEN - A Global NGO Network  
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Work Themes: 

Heavy metals: lead and 

mercury 

E-waste 

POPs Pesticides 
Highly Hazardous pesticides 

 

 

 

 

Chemicals in products 

Dioxin,  PCB  

& Waste 



Globalizing Local Priorities  
Identifying national issues of concern 

and linking local constituencies to 
the global process 

 Localizing Global Policies 
Securing and leveraging global 

policies and resources for on-the-
ground change 

IPEN´S Model  
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Outline 
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• Aims of awareness raising 
activities 

• Strategic considerations 

• Examples of awareness raising 
strategies for different 
audiences 

• Examples of Helpful Tools for Awareness Raising 

• Summary and Contacts  

 

 



Aims of awareness raising activities 
A higher awareness of the hazards of lead in paint 
empowers audiences to take action 

• Government Officials can enact regulatory controls on 
production, sale, use, import and export of lead paint 

• Officers in charge of large procurement can specify 
paint with no added lead in their procedures 

• Paint manufacturers can voluntarily reformulate their 
paint 

• Paint retailers can stop selling paint with lead 

• The public can ask for paint without added lead 



Strategic considerations 

Some important considerations: 

• Who is the target audience?  

• What is the message? 

• What do I want them to do? 

• How do I reach them? 

• What is my time frame? 

• What risks may occur? 

 

Know your audience and speak 
their self-interest 



Examples of awareness raising strategies for different 
audiences 
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Everyone Should Have the 
Facts About Lead in Paint 

• Present information about lead in paint  
   hazards on relevant government websites 

• Work with the Health Ministry to prepare materials 
about health hazards associated with lead in paint and 
distribute them to health professionals and other 
relevant stakeholders 

• Distribute materials on lead in paint at public events, 
fairs and other events 

• Sponsor or co-sponsor public meetings on lead paint         
hazards 

 

There are many ways to reach people 



Outreach to industry 
Government can encourage paint 
companies to voluntarily eliminate 
lead from paint 

• Organize meetings with industry 
representatives to discuss the 
problems that are caused by lead in 
paint  

 • Work with industry and other stakeholders to agree 
on a reasonable timeline for eliminating lead in 
paint  

 



Work with Key Stakeholders 
Key stakeholders can play critical 
role in getting the message out 

• Organize meetings with teachers, 
pediatricians or other groups that 
work with parents 

 
• Organize or participate in panels aimed at creating public 

awareness 

• Support civil society organizations and other stakeholders 
working to promote lead paint elimination 

 • Ensure open communications about lead in 
paint between government, industry and 
other relevant stakeholders 

 



Examples of Helpful Tools for Awareness Raising 
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Data on lead in paint 

• Shows that a problem exists in the country 

• Engages stakeholders, especially when the hazards 
to children is explained 

• Provides information for dialogue with paint 
manufacturers and other industry stakeholders 

 



Examples of lead in paint in EECCA  
Armenia 

2011 
26 samples manufactured in different countries 

10 samples – above 10,000ppm 

130,000 ppm (yellow, manufactured in Armenia, 
brand headquarters – Iran) 

101,000 ppm (green, manufactured in Armenia, 
brand headquarters – Iran) 

86,000 ppm (yellow, manufactured in Turkey, brand 
headquarters – Turkey) 

 

 



Examples of lead in paint in EECCA 
Kazakhstan 2011 

26 samples manufactured in different countries;  

Average concentration – 15,700ppm; 

No information on lead level on the label; 

Maximum concentration – 25,000ppm 

71,000 ppm (green, manufactured in Iran, brand 
headquarters – Iran) 

56,000 ppm (yellow, manufactured in Ukraine, brand 
headquarters – Russia) 

26,000 ppm (yellow, manufactured in Russia, brand 
headquarters – Russia) 

 

 



Examples of lead in paint in EECCA 
Russia 2011 

26 samples manufactured in Russia;  

Average concentration – 8,340ppm; 

No information on lead level on the label; 

Maximum concentration – 52,900ppm, blue 

35,400 ppm (red, manufactured in Russia, brand 
headquarters – Russia) 

27,200 ppm (yellow, manufactured in Russia, brand 
headquarters – Russia) 

24,000 ppm (yellow, manufactured in Russia, brand 
headquarters – Russia) 

 

 



Examples of lead in paint in EECCA 
Azerbaijan 2011 

http://ipen.org/documents/lead-enamel-
decorative-paints 

30 samples manufactured in different countries;  

Average concentration – 2,600 ppm; 

No information on lead level on the label; 

Maximum concentration – 20,000ppm 

Concentration above 90 ppm – 77% of samples 

 



Collaborations with stakeholder 
associations 
• Paint manufacturers, retailers, 

builders, painters and others 
often have industry 
associations that can 
effectively reach out to their 
members  
• Many also have newsletters and other magazines that 

can be utilized for information sharing 

• Verification of lead-free claims is needed 

 



Media as a vehicle  

• Use media to convey a message 

• Enactment of a regulation 

• Hazards of lead paint 

• Responsible paint manufacturers that 
voluntarily reformulated their paint 

 

• Media is typically attracted to special 
happenings, heartfelt stories and 
important people -- high level public 
officials, celebrities  

• Visual media (print, TV, online) likes a good 
photo opportunity, plan in advance 



Summary 
• Awareness Raising enables people to act 

• A clear strategy often gives better results 

• Different audiences may require different strategies 

• Key stakeholders can help in spreading awareness 

• Data on lead in paint important tool  
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Point of Contact 

Dr. Sara Brosché 
Global Lead Paint Elimination Project Manager 
IPEN 

Box 7256, SE-402 35 Gothenburg, Sweden 

Email: SaraBrosche@ipen.org 
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