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EXECUTIVE SUMMARY
This plan book, created by Velocity Media, provides a compelling campaign strategy for the Zero Waste 

program at University of Texas at Austin. The program, focusing on achieving zero waste by the year 2020, 
has been limited by its small budget and lack of a strong digital presence. Velocity Media has developed 

an effective strategy, which will combine advertising, public relations, and marketing efforts to revamp the 
program’s current efforts and create a lasting behavior change regarding recycling within the UT community. 

Our detailed plan will ensure successful implementation of the Zero Waste Initiative at the University of Texas, 
achieving the intended outcome by the time frame provided. 

The strategy will include a consistent social media presence, cohesive bin labeling across campus, a renovated 
webpage, and other unconventional guerrilla marketing tactics. These and additional promotion efforts like 
Zero Waste tailgate initiatives and giveaways will be employed to create more unique engagements with our 
audience in ways that are conducive to the campaign objectives and in line with the message the Zero Waste 

program is advocating.  

Velocity Media seeks to establish awareness, heighten student responsibility when it comes to recycling on 
campus, and ultimately reduce the waste at the University of Texas at Austin. After analyzing considerable 
primary and secondary research, we have developed the optimum campaign strategy, which will focus on 
enhancing cohesion of the program among the primary campus auxiliaries, the digital voice, and students’ 
consciousness of their environmental impact when recycling, and connections to the Zero Waste initiative.

Students are currently willing to contribute to causes, which support the environment such as recycling but 
only if convenient. UT students in particular are unwilling to go out of their way to recycle on campus, as it is 

often seen as a hassle if a bin is not nearby or if it’s necessary to separate their own waste. Both confusion and 
apathy must and will be overcome with the application of Velocity Media’s strategy.

In order to accomplish zero waste by 2020 at the University of Texas, Velocity Media recommends beginning 
the campaign strategies with student orientations during the summer of 2015 and continuing the efforts 

throughout the fall and spring semesters.

UT ZERO WASTE PROGRAM
The UT Zero Waste program was developed by the department of Facilities Services at the University of Texas. The program’s 
aim is to significantly reduce the amount of solid waste on campus, which would typically be sent to a landfill, by improving 
the simplicity of recycling for students and by increasing the overall recycling rate at UT Austin. The university plans to have 

diverted 90% of its total waste stream from landfill by August 31, 2020. The Program Coordinator is currently Jennifer Hobson.

At the end of year 2014, the University of Texas at Austin had recycled over 3 million pounds, composted around 700,000 
pounds and the campus wide diversion rate was 33%. This is an extremely significant accomplishment for the program; 

however, the average person produces 4.5 pounds of waste per day, and UT has roughly 50,000 students and over 24,000 
faculty and staff members, resulting in a large difference between waste produced on campus and the waste recycled in 2014. 
UT Austin’s Zero Waste goal is ambitious, yet with increased marketing and advertising efforts, which will reach students of all 

ages as well as faculty and staff, Zero Waste by 2020 can certainly be accomplished.
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 SITUATIONAL ANALYSIS

SWOT MARKETING EVIRONMENT
There is no doubt that people are increasingly environmentally conscious 
and concerned with recycling. According to Shelton Group, “buying and using 
green products is a more important part of the millennial public image than 
for all other age groups,” meaning there is a recognition of environmental 
responsibility in the younger generations. Moreover, there is a crucial need 
to be environmentally responsible and to recycle. Of the total waste thrown 
away each year, 30% is paper, 12% is plastic, and more than 96% of the food 
we throw away ends up in landfills. As the statistics indicate, this waste 
consists primarily of packaging for hard goods and food, as well as paper and 
plastic containers.

Currently, a handful of schools have implemented programs similar to the UT 
Zero Waste program. Some schools include the University of Oregon, Arizona 
State University, and University of California at Berkeley. Berkeley has had 
particular success by installing water refill stations, adding environmental 
classes to the curriculum, conducting eco-friendly walking tours on campus, 
and allowing for students to submit proposals to be funded for improvement 
projects. The University of Oregon has also made large progress in its zero 
waste movement by using different desk side bins for recycling, compost, 
and trash and by charging students for using printers in computer labs, while 
the University of Arizona developed a classified ad system where different 
departments can exchange office and lab supplies, etc. In addition, the 
University of Ohio has the largest stadium in the country to have achieved 
zero waste, something that UT Austin is capable of. These schools are proving 
the feasibility of achieving zero waste and highlighting the fact that students 
are interested in contributing to the improvement of the environment if made 
aware of their impact and opportunities.

STRENGTHS AND OPPORTUNITIES
Of the students surveyed, only 10% were aware of UT’s Zero Waste program, which is a pressing problem that can be conquered. 
There is a lack of cohesiveness when it comes to recycling on campus, in that bins do not have a uniform style and also in the fact that 
the primary auxiliaries involved are not spreading a unified messages to students, faculty and staff. This has created confusion but 
now also allows for an opportunity. If bin labeling was identical across the entire UT Austin campus and presented the fact that single 
stream recycling is available, Velocity Media believes that students would respond. All UT Austin campus establishments must work 
together to disperse a single UT Zero Waste message. Students, being millennials, will be best reached via a digital presence, which 
will mean updating website information on the Zero Waste program and vamping up the social media strategy. It is necessary to reach 
students where they are and inform them that recycling on campus can be convenient.
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PRIMARY RESEARCH
After analyzing our primary research, we discovered that there is a desire and willingness to contribute to the improvement of our 

environment, but only so long as it is an extremely convenient contribution. Of the students surveyed, 82% stated that they are motivated 
to recycle because it helps the environment, while only 4% stated that they do not recycle at all, and others focused on inconvenience 
or awareness. In addition, 56% of students claimed to know which products could be recycled, 41% claimed to sometimes know, and 
only 2% claimed to not know what should be recycled. The problem does not lie in educating students but in making recycling more 

convenient, as 76% of students surveyed stated that inconvenience prevents them from recycle.

Along with a survey, we observed students and faculty in multiple lunch areas on campus. Our findings confirm that students are truly 
lazy when it comes to recycling. Very few were willing to take the time to sort their waste into the appropriate bins, and instead, threw all 

their waste into the landfill bin. It was evident that when single stream bins were available, students seemed less confused and did not 
have to worry about sorting their waste. Of those that did recycle, they stopped to consider which products should be thrown where and 

to many, this appears to be an inconvenience.

CONSUMER ANALYSIS
Our target consumer is the average University of Texas 

undergraduate student in their first two years of school. We 
want to reach the typical underclassmen living in a residence 
hall on or off-campus in an apartment or house. Typically, our 
target consumer is concerned with their financial situation or 
making good grades. On any given weekday, Longhorns spend 

the majority of their time sleeping, studying, working, or surfing 
the web, especially on social media sites. During their free time, 
students site “hanging with friends” as one of the main activities 

they participate in. According to secondary research, college 
students are more inclined to buy fewer cars and drive less. In 

addition, millennials care more about supporting environmental 
issues than the generation of their parents, 76% compared to 

24%. Millennials also respond to cause-oriented marketing only 
if it does not consume too many of their resources, such as time, 

money, or effort.

 SITUATIONAL ANALYSIS

KEY MEDIA PROBLEMS
Velocity Media recognizes that this plan needs to create a 

movement in order to enact a behavioral change about recycling 
within the UT community. We expect to make recycling the 

“norm” on campus. In order to achieve this, it’s necessary to 
capture the attention of our target market by illustrating the 

ease and convenience of supporting the Zero Waste initiative. 
Through studying and surveying our target market, we have 
discovered media outlets that will best reach freshman and 

sophomores to convey our message.

FOSTER AWARENESS
Overall, the UT community is unaware of the Zero Waste campaign. Our first objective is to increase awareness by creating a campaign 
that will include a slogan/hashtag on all its initiatives to establish a cohesive brand voice across campus. By the end of the 2015-2016 

school year, a 30% brand awareness should be achieved.

CREATE BUZZ
Social media is the top media outlet to reach millennials, 

especially with cause-oriented marketing. We plan to increase 
social buzz around this initiative through the #zerowaste2020 

throughout all of our social efforts as well as through branding. 
The Zero Waste 2020 landing page countdown will help 

aggregate this buzz and measure success of the hashtag. We 
are looking to generate the use of hashtags and retweets during 

heightened times of our efforts as well as the unconventional 
guerrilla efforts such as ‘moss graffiti’ and ‘trash talk’ bins.

GENERATE COMMUNITY
UT already has a strong community feel surrounding Longhorn pride. Velocity Media plans to leverage this pride and create a community 

effort around accomplishing zero waste on the UT campus by 2020. We will achieve this by being present at big campus events and 
utilizing the already existent UT social presence. The goal is to have all of our giveaways handed out and used.

TONE
Since this campaign is mostly geared towards students, the 
Zero Waste program should approach them with humorous, 

recognizable references, without being distasteful or offensive. 
We want to avoid being too wordy, since long articles or 

paragraphs usually do not intrigue students. However, there will 
be exceptions to this on informational pages such as the landing 
page, since it is also important to display professionalism. This 
landing page will cater not only to students but to staff, faculty 

and even prospective students.

MANNER
This advertising campaign focuses on meeting our target market 

where they are. It is important to use social media platforms, 
since students already spend so much time online.  It is also vital 
to use UT’s media, such as campus radio stations and advertising 

on the Forty Acres bus in order to increase awareness and 
knowledge about the campaign. Promotional efforts will be 

utilized during big campus events such as freshman orientations 
during the summer as well as football tailgates and basketball 

games while school is in session.

MEDIA OBJECTIVES
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BUZZFEED QUIZZES
BuzzFeed Quizzes can be seen on social media platforms often. 

Since they receive 75% of views from Facebook, Twitter and 
Pinterest, this is the perfect outlet to connect with young 

people that are constantly on the Internet.  This execution will 
allow us to add a humorous tone to our campaign, since the 

quiz will be titled “How Trashy Are You?”  By creating this quiz, 
we will be able to know how many people actually recycle 

as well as raise awareness of what zero waste is. One of the 
highlights of this execution is that creating these quizzes is free. 
It will be shared organically by both students and by UT’s social 
media sites. This will allow the cost to remain very low, while 
remaining effective to create awareness and buzz about the 

campaign.

LANDING PAGE
The University of Texas at Austin’s website is not only accessed by students, but also by staff, faculty, and prospective students as well as 
by people interested in going to athletic events. Due to the variety of people constantly accessing the website, it will provide us with the 

ideal platform to inform our target market about what zero waste is and how it is beneficial to the UT community. This site will be used to 
aggregate all of our digital efforts.  In order to avoid making this landing page strictly informational, it is important to add components that 

attract people’s attention. Therefore, we will have a countdown to 2020, as well as videos of different figures mentioning how they take 
part in this initiative.  Without being impolite, we will also demonstrate how we are doing in comparison to other campuses in the USA.  
This will increase the sense of community and motivate people to participate in the Zero Waste by 2020 campaign.  Since this execution 
can be maintained for many years to come, it will encourage not only immediate recycling, but most importantly long-term recycling. It 

will incite not only a change in behavior but also in attitudes towards recycling.  Students will not see recycling as a convenience issue, but 
rather as something that must be done constantly regardless of the situation.

 ADVERTISING EXECUTIONS
RADIO STATIONS

UT’s two biggest radios, KUT and KUTX, offer a unique advertising 
opportunity to the campaign.  Most listeners are students, 

making it vital that we promote events that relate to the Zero 
Waste campaign there.  These include, but are not limited to the 
tailgate, the 2020 Bash or even simpler ones like the distribution 
of freebies like water bottles and t-shirts.  Since we will be using 

the PSA advertising method, this will allow the Zero Waste 
initiative to have one advertisement for free every month.  

Although it may seem like a low number, we will already have 
a strong online presence, and we do not want to bombard our 

target market through all the possible mediums since they might 
become resistant to the campaign.  Advertisements on both 

radio stations will increase awareness as well as participation not 
only at the events, but most importantly in the act of recycling. 

POSTERS
We also plan to place a series of posters around campus, especially in dining halls. The posters will urge students to not be “trashy” 
or a “trashole.” This will continue to create awareness of the zero waste movement and help remind students to recycle at the point 

of action. 

UT BUS ROUTES
In order to increase awareness of what the Zero Waste initiative is, we will be advertising inside the different UT shuttles on all 10 

routes.  Statistics show that 5.2 million people take the shuttles annually, giving us the perfect outlet to reach not only freshmen and 
sophomores, but also the rest of students as well as UT faculty and staff.  The bus cards allocated inside the shuttles will not include a 

lot of text, since it can be hard to read while the bus is moving.  However, we will promote the hashtag #ZeroWaste2020 as well as add 
graphics in order to get the attention of commuters and increase their knowledge on the cause.
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NALGENE WATER BOTTLES
To decrease plastic water bottle usage on campus in addition to seeking out unique ways to promote 

our #zerowaste2020 campaign, Nalgene water bottles will be distributed throughout the summer 2015 
orientations so as to directly reach our primary target (incoming freshmen). They will also be given out 

at the biannual organization fairs on campus to reach the rest of the student body/UT community. These 
bottles will be orange with #zerowaste2020 proudly displayed. To further promote recycling awareness, 

these bottles will contain a brief recycling best practices guide/pamphlet with the link to our landing page 
where all of the campaign efforts will be aggregated. These materials will be printed on plantable seed 

paper in order to perpetuate the initiative and engage those who receive them.

TAILGATE TENTS AND PROMO
Because we only want to focus our efforts around events that will garner a lot of attention and create 
meaningful impressions, we will make the campaign presence known at the famous UT campus tailgates. 
A Zero Waste tailgate tent will be present at the on-campus tailgates for every home game, where our 
Zero Waste street team will be passing out branded koozies to tailgate attendees. The street team will 
leverage the recycling bins provided by UT’s “Recycling: Bleed Orange, Live Green” program by placing 

our logo on them and assisting with their disposal. 

zerowaste
2020

zerowaste
2020

MOSS GRAFFITI
As a way of sparking intrigue about our campaign creatively, we will 

challenge the negative notion of “tagging” with our moss graffiti 
initiative. We will purchase moss graffiti kits, available online, and 

assemble the Zero Waste interns to tag our #zerowaste2020 or 
tagline “no place for waste” at a few peak, humid times of the year 
on various spots/walls/buildings around campus. The moss, which 
can last up to a month when done correctly, will be mixed, applied 

and maintained by the interns. This tactic plays on the Austin graffiti/
art phenomenon and the idea of people loving to take pictures of and 
with these unique forms of expression. It will serve as another way for 
the campaign to be shared socially and to drive awareness of the Zero 

Waste initiative.

BBALL BLAST-OUTS
To keep up our momentum with athletic events in the 
spring semester, #zerowaste2020 organic cotton shirts 
will be shot out into the crowds by Bevo, the mascot, 

and cheerleaders at select basketball and baseball 
games. This will be complemented by an ongoing 
Instagram contest where students who are lucky 

enough to scoop up these and our other items of swag 
are invited to post something creative with their prize 
and #zerowaste2020 for chances to win various prizes 

throughout the semester. 

#zerowaste2020 0
waste

TRASH TALK VIDEOS
Since we want our campaign to be as viral and engaging 
as possible, we will leverage online video, arguably the 

most shareable medium among our targets. “Trash Talk” 
will be our online video series done documentary style 
with a humorous twist. Various athletes, well-known 

professors, and students will discuss recycling, participate 
in random trivias and help illustrate best recycling practices 

in ridiculous, over the top ways. We will commission film 
students (TSTV/Daily Texan) and other interested parties 
to help us create these videos, offering them internship 

credit and other incentives. These videos would be featured 
on the UT YouTube channel and would be streamed 

periodically on the TV’s at certain auxiliaries such as: The 
Union, The SAC, Jester, PCL, and ideally at the football 
stadium, possibly on the jumbotron. The first one will 

launch  during the summer 2015 orientations. 

TRASH TALK
UT ZERO WASTE  

MOVEMENT

 PROMOTIONAL EXECUTIONS

TRASH TALK BINS
By utilizing an audio-automated motion sensor, Velocity Media will create a buzz-worthy promotional effort that is relatable to students. 

We will place these motion sensors within recycling bins that are in high-traffic areas of campus such as Belo, SAC, Union, UTC, Jester/
Greg. These motion sensors will detect when a piece of waste is thrown away and will prompt the sensor to play the audio recorded. The 

audio will be part of pop-culture songs and quotes that our target will relate to and find funny. The sound will most certainly be humorous 
enough that they will share their experience with friends. The sensors will be set to detect motion randomly to create more of a surprise 

factor and prevent overstimulation. Also, part of the “Trash Talk” video campaign will feature reactions to this stunt in order to create even 
more awareness and to get students excited about these bins and the Zero Waste initiative. These sensors will be moved to dorms during 

move-in/move-out periods of the school year to reinforce good recycling habits among students.
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MEASURABILITY
We will measure the success of our campaign through a variety of means. We will use Google Analytics to track our referral traffic 
from our digital efforts, (social media, Buzzfeed, etc.), to the landing page. We will employ Google Analytics as well as other social 
platform tracking sites, (Spread Fast, Simply Measured, etc.), to determine the conversations generated about the Zero Waste 
initiative from our hashtag and other related posts. The success of all other executions will be measured based on the amount of 
impressions and engagement generated by each as seen in the budget/flowchart below.  

 BUDGET   MARKETING EXECUTIONS

BIN WRAPS
Our research taught us that lack of cohesive bin labeling across 
campus was one of the main reasons preventing students from 
recycling. To help dissolve the confusion students have concerning 
what they’re supposed to recycle and where, we will mark all 
of the bins on campus with images of the appropriate waste 
that is supposed to go in each bin. This effort will not only make 
the various bins on campus more cohesive without having to 
physically remodel them but will also be vital in marketing the 
Zero Waste 2020 initiative.

2020 BASH
Our campaign is built around the goal of UT having zero waste 

by 2020, so our 2020 Bash will be a culmination of all of our 
efforts. This party will be seen as the finish line, motivating people 

throughout the campaign to reach our goal so that there is in 
fact a reason to celebrate. This event will take place in 2020, 

once UT has achieved zero waste. The event will commission the 
Zero Waste program’s key auxiliaries to be a part of the event in 

some way, whether through games, contests and/or collaborative 
recycling efforts. We will utilize UT radio stations, event listings, 

Union advertising, other campus marketing tactics and social 
media to market the event. This will aim to reward students for 

their participation and solidify that this movement has been 
realized and is here to stay.
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 FLOWCHART & BUDGET
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Thank you!

Utilizing the information provided in the request for proposal, combined with 
our intensive primary and secondary research, Velocity Media has cultivated an 
innovative campaign that will transform the recycling behavior of the University 

of Texas community. Through our carefully crafted recommendations, we are 
confident in our ability to deliver on our promise of making the UT campus 

waste free by the year 2020. If given the opportunity to execute our strategy, 
Velocity Media will be involved every step of the way to ensure the details of our 
campaign are carried out with the utmost effectiveness. Thank you very much for 

your time and consideration. We look forward to eliminating waste with you! 


