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To empower and inspire TRU 
students, faculty and staff to 

know that they can affect 
change and create a 
sustainable future. 




•  Build relationships with relevant audiences: Students, 
staff, faculty and industry leaders. 

•  Provide an additional, low-barrier method for target 
audiences to interact with the department to provide 
feedback, seek help and suggest ideas. 

•  Extend awareness and reach of the Sustainability 
department and our messages. 

•  Increase participation of energy efficient initiatives 
and campaigns.  

•  Educate and address concerns regarding campus 
specific projects. 

Why Social Media? 



               Facebook: (618 Fans) 
Facebook focuses on connecting with existing students, 
faculty and staff to share information about TRU Campus 
sustainability initiatives.   
 

               Twitter: (1,566 Followers) 
Twitter aids the department in sharing sustainability tips, 
articles, news and initiatives to not only our target audience 
but to the general public and industry leaders. 

Yammer ( 510)  
Yammer posts go to faculty and  
staff members – ideal for targeted  
or daily discussions 

 
 



            Instagram: (153 Followers) 
Instagram aids the department in visual storytelling of 
events and campaigns on campus to students, staff and 
the local community. 
            Blog: 
The TRU Sustain Blog is our main hub for more detailed 
updates, projects and announcements to  students, staff 
and faculty. 
                   YouTube:  
YouTube aids the department in hosting videos that can 
then easily be shared by the other platforms.  
 
 
 



§  Sustainability Grant Fund had over 52,500+ social 
media impressions. 

§  Twitter: 35,250+; Facebook: 12,000+; YouTube: 5, 
293 views 



§  Selfie campaign – 
Building occupants take 
pic of turning off light 
and post – for prizes. 

§  Social media ideal for 
creating initiatives that 
are relevant, fun and 
engaging 



§  We saw 15 X the participation 
of the BC Hydro/TRU Energy 
Conservation survey compared 
to the previous survey.  



§  We focus on using social 
media as a tool to educate and 
provide feed back of the 
results from campaigns.  

§  Creating images, infographics 
and short videos makes the 
content more engaging to the 
audience.  

§  Regular tips and tool kits 
(links) via Social media 
regarding energy efficiency at 
the workplace 


