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According to Pitt Eats,

Every month, Pitt's Oakland

campus uses nearly 50,000

single-use disposable cups

for beverages and 225,000

to-go packages for food.

The majority of these

single-use disposable

packaging products are not

recyclable and end up in

landfills.
"

"

C A M P A I G N

Provide college students with tips and

suggestions about making their actions

and daily tasks more environmentally

friendly

C A M P A I G N  G O A L

Teach college students how to be more

sustainable on Pitt's campus

T E A M I N G  U P  W I T H  CHOOSE

TO  RE -USE  AT  PITT

Presenting established resources at Pitt

to students to encourage sustainable

practices



Target
Audience

TERTIARY  AUDIENCE

On-campus environmental groups, as well as

environmental groups within the college students’

home communities, and classrooms and

community groups

PRIMARY  AUDIENCE

College students at Pitt, specifically students who

are living on their own for the first time in dorms 

SECONDARY  AUDIENCE

Friends, family and others within the social spheres

of these college students to influence the primary

audience 
“In a two-step flow model, media

messages are not necessarily
directly received by the audience,

but filter down through opinion
leaders. This implies that media

organizations may not have direct
influence on what information

people receive, but instead have
indirect influence through

gatekeepers” (Humphreys 10).



Color
Palette,
Logo, Fonts
Utilizing green as the primary color

due to its association with recycling

and sustainability

Color Palette

Logo Fonts



Instagram

Feature students who live on Pitt’s campus as part of our

marketing campaign

Promote sustainable giveaways and other interactive

opportunities 

Create a collaborative feel 

Share primary and secondary sources 

Post our media in the afternoons and evenings to best reach our

target audience

Use Pitt parents to help us amplify our message to their children

Promote our campaign hashtag #PittchIn

Include captions that encourage sustainability

According to Sprout Social, "Midday engagement during weekdays
became even denser with top times throughout the 11 a.m.–2 p.m.

range, and evenings and weekend times showed increased
opportunities for engagement."



Sample Posts



Sample Posts



Twitter

Target our secondary audiences, such as parents and extended

family

Use Twitter to encourage our followers to follow our other

accounts, specifically our Instagram

Repost sustainability content from established users to attract

like-minded audiences

Utilize a fun and casual tone

Feature memes and videos discussing sustainability (Ted Talks,

TikToks, etc.) 

Promote our hashtag #PittchIn along with other viral

sustainability hashtags 

“Depending on what topics are trending, brands have the opportunity
to capitalize on an existing conversation. This approach, also known as
“meme jacking,” has been successful for smaller organizations seeking

to gain more exposure” (Shields 133)



Sample Posts



TikTok

Promote our message through DIY and tutorials of our main

points

Showcase green and sustainable features on campus

Reach a younger audience (perspective Pitt students)

Reach our secondary and tertiary audiences 

Post either early in the morning or late at night

Potential to cross this channel with our other platforms, such as

Instagram

Have a more personal touch by promoting human-centered

content (such as student ambassadors)

On our video media, we will include live captioning 

Promoting viral hashtags and our own campaign hashtag

#PittchIn



Sample Post



Sample Post



Sample Post



IMPACT  OF

CAMPAIGN

Call to Action 

More students genuinely think

about their impact on the

environment and do their part to

make Pitt a more sustainable

campus

Develop Sense of
Community 

Encouraging discussion around

sustainable efforts and

developing a relationship

between Pitt students and the

Pitt community 



Rhetorical

Choices
We decided to keep a fun and

casual rhetorical tone on all of our

platforms because our intended

audience is Pitt students. Pitt

students are all a part of a greater

community, and we want everyone

to be able to relate to our campaign

and call to action. 

A community
“shares particular,
identifiable social
traits, indicators of

bonds that go
deeper than mere
acquaintance or

co-presence”
(Humphreys 170).



SOURCES

Social Media Management Textbook - Shields

Social Media Enduring Principles Textbook - Humphreys 

https://sproutsocial.com/insights/best-times-to-post-on-social-media/

https://spoonuniversity.com/how-to/how-to-compost-in-your-apartment-or-dorm

https://www.ibanet.org/article/76F8D2A9-1A1D-4A2F-8A6F-0A70149FD4D5

https://www.epa.gov/recycle/recycling-basics

https://www.ted.com/talks/natalie_fee_plastic_pollution_our_toilets_and_us

https://journal.oscm-forum.org/publication/article/environmental-sustainability-through-clothing-recycling

https://spoonuniversity.com/how-to/food-waste-during-holidays

https://www.greenofficemovement.org/sustainable-food/

https://spoonuniversity.com/how-to/5-unexpected-ways-use-lemon-peels

https://www.collegebasics.com/blog/make-dorm-room-eco-friendly/

https://dineoncampus.com/pitt/reusables

https://dineoncampus.com/pitt/reusables

