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ABSTRACT 

 

Social media is not only revolutionising the way we communicate it is opening up exciting new 

opportunities for organisations to raise awareness about corporate responsibility and promote 

their activities. 

This paper describes the process in setting up a social media campaign, evaluating its effectiveness 

and planning future directions. The paper also touches on the critical issue of how society can stay 

within certain boundaries regarding the limitations of continual growth. 

The traditional economic engine of our society is based on the production-consumption cycle. 

Industry produces and society consumes the goods and services. At the end-point of consumption is 

the generation of waste. Over the past decades significant resources have been devoted by 

governments to campaigns aimed at the message around waste avoidance, reduction, recycling and 

reuse and providing practical advice for implementing changes in our attitude to waste. The waste 

management industry itself devotes a substantial task and infrastructure to collecting and 

processing recyclables. However, addressing the heart of our propensity to consume is a major 

challenge amidst the constant barrage of advertising, marketing, the media and peer influence 

which are all intensifying the desire for evermore consumption.  

Amid this backdrop of consumerism has evolved the “Buy Nothing New Month” campaign. The 

message is not about never buying anything new again. Rather, the campaign for one particular 

month is aimed at raising awareness amongst consumers about how and what we purchase. The 

campaign also showcases and supports small enterprises in the business of reusing, recycling and 

reselling. 

The campaign was initiated in Australia in 2010 without a social media strategy. For the October 

2011 campaign an extensive social media strategy was developed and successfully implemented 

leading to the uptake internationally of the program for 2012. The strategy involved the use of 

Facebook, Twitter, YouTube, a blog and website. The paper explains the background behind these 

various platforms, the reasoning for their adaption into the program and the monitoring program 

to track effectiveness. 

For traditional advertising, marketing and awareness raising campaigns it is difficult to measure 

their success without costly consumer surveys. In contrast the digitised nature of social media 

allows for accurate tracking and placing precise numbers for immediate evaluation. The monitoring 

for the Buy Nothing New Month campaign tracked how the different platforms were utilised e.g. the 

number of tweets, Facebook fans, YouTube views and visits to the blog and website. Another aspect 

of the electronic media meant that the number of pledges to the campaign could be tracked. 

Monitoring also tracked how this awareness spilled out to traditional media such as print, radio and 
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television. Through these various monitoring mechanisms, it enabled an overall picture of the 

success of the social media strategy throughout the campaign to be evaluated. 

In summary the paper sets out how social media can be used to advantage to promote awareness of 

critical sustainability issues and be a tool in the often difficult area of behaviour change. For many 

of the crucial sustainability issues facing us we may have the technologies for change, however we 

also need proven mechanisms to work with society, corporations and organisations to influence 

and manage change. The paper illuminates a step-by-step process whereby social media used 

appropriately offers a new and efficient mechanism to achieve significant social change. 

 

 

 

 

1. Introduction 

 

Buy Nothing New Month is a national campaign that promotes conscientious consumption 

and educates people where the goods we buy come from and where they go.  

 

The campaign is an Australian initiative started in 2010 by Centre for Sustainable 

Leadership alumni, Tamara Di Mattina.  “I created the idea of Buy Nothing New Month to 

address wasteful consumption in a really positive way.  So many people are distressed 

about the environment and this is something every single person can do.”   

 

               The traditional economic engine of our society is based on the production-consumption 

               cycle.  Industry produces and society consumes the goods and services. At the end-point of 

consumption is the generation of waste. Over the past decades significant resources have 

been devoted by governments to campaigns aimed at the message around waste avoidance, 

reduction, recycling and reuse and providing practical advice for implementing changes in 

our attitude to waste. The waste management industry itself devotes a substantial task and 

infrastructure to collecting and processing recyclables. However, addressing the heart of 

our propensity to consume is a major challenge amidst the constant barrage of advertising, 

marketing, the media and peer influence which are all intensifying the desire for evermore 

consumption. 

 

 

In contrast to this consumerism the aim of the Buy Nothing New Month initiative is to 

encourage people to be mindful of their purchases, as well as to showcase and support 



3 | P a g e  

  

small enterprises in the business of reusing, recycling and reselling.  It’s a light hearted 

campaign but with a serious message.  As Paul Gilding, former head of Greenpeace 

International and Buy Nothing New Month’s ambassador explains, “Buy Nothing New 

Month isn’t about going without, nor is it Buy Nothing New Never.  With the rising costs and 

pressures of living, it’s about living smarter, reassessing how much we really need, looking 

at where our stuff comes from, where it goes, and what our alternatives are.  Importantly, it 

highlights the time and money we can access by modifying our consumption and waste.” 

 

 

1. Social Media  

 

The Buy Nothing New Month campaign debuted in 2010 without a formal social media 

strategy in place.  Actually, the campaign had no social media presence at all. 

 

With the rise of social media creating a fundamental shift in consumer behaviour, 

organizations began to realize having a social media strategy was essential to their business 

strategy.  

 

Social media today is regarded as the ultimate form of expression, an undeniable force in 

modern-day communication.  On a global stage, social media has overtaken pornography as 

the number one activity on the web (Qualman 2011, Socialnomics).  In Australia, 62% of 

Internet users use a variety of social media platforms, with many visiting every day and at 

least a few times a week (Sensis 2011, Social Media Report).  This represents a large 

audience that organizations can easily tap into. 

 

The attraction of social media is that it is a dynamic instrument of communication, which 

allows for interaction and real time user generated content being distributed online via 

numerous platforms.  It also has the power to reach the masses, as well as bring a message 

to life, shape the way we do business, and inspire social change.  
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2. Buy Nothing New Month Social Media Strategy 

 

3.1 Objectives 

 

The objectives of the social media strategy for Buy Nothing New Month were to; 

 

 Increase campaign awareness and create a Buy Nothing New Month 

community 

 

 Increase the number of people making the pledge to Buy Nothing New in 

October 

 

 Support the PR Strategy through engaging and continuing the conversation 

online 

 

 Facilitate discussion and nurture the sustainable sentiment achieved during 

October until the next campaign 

 

 

3.2 Social Media Channels 

 

While the tools of social media are easily accessible, the rules of the road are not 

necessarily intuitive.  Since Buy Nothing New Month was a relatively new campaign 

and a social media strategy had not been employed previously, the social media 

channels selected for the campaign were primarily based on popularity, and the 

campaign’s capacity to execute. 

 

In the Social Media Report commissioned by Sensis (Telstra's wholly owned 

advertising and directories arm) in May 2011, it was found Facebook and Twitter 

dominated in terms of achieving social media presence. 
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  3.2.1 Facebook 

 

Facebook dominates the social media space in Australia, capturing 97% of 

social networking users and 60% of all Internet users.  It is used by more 

than 90% of social media users from both sexes and by all age groups, with 

average users spending more than five hours a week on the site (Sensis 

2011, Social Media Report).  

 

It has been said if Facebook was a country, it would be the world’s third 

largest (Qualman 2011, Socialnomics). 

 

A Facebook fan page was created for Buy Nothing New Month.  This enabled 

Facebook users to “like” the campaign’s page and share it amongst their 

networks. The purpose of the fan page was to help create the Buy Nothing 

New Month community through facilitating discussions and sharing of 

information.    

 

3.2.2 Twitter 

 

In Australia, it is estimated 2.5 million people have Twitter accounts, some 

1.2 million of which are active, that 2% of total global traffic comes from this 

country; and that we average 1.8 tweets per capita per month - more than 

the US, Canada and Ireland, who all average 1.7 (Hooton, 2011 p11).  Using 

Twitter, the campaign mobilised support through “tweets” (a 140 characters 

message), with the intention of spreading the campaign’s message and 

displaying community support and unity. 

 

The campaign created a Twitter account under the moniker of 

@Buy_Nothing_New.  This user name was not first choice but 

@BuyNothingNew was already taken and @BuyNothingNewMonth was 

considered too long as it took up too many characters, which was something 

that had to be considered given that the maximum characters allowed for a 

tweet is 140 characters.   
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3.2.3 YouTube 

 

YouTube is the second largest search engine in the world.  Every minute, 24 

hours of video are uploaded onto YouTube (Qualman 2011, Socialnomics).  

Not only does this suggest there exists a large YouTube user base but in a 

recent study compiled by TubeMogul, it revealed of 133,975 YouTube users 

more than 80% had not uploaded any video in 2010 (Yarow and Angelova 

2010, Chart of the day: 1 in 5 YouTube Users Upload A Video Each Month), 

suggesting the majority of users are on YouTube to view video content 

rather than to provide video content.  YouTube therefore, represents the 

most preferred destination to garner maximum benefits from videos. 

 

In keeping with Buy Nothing New Month’s social media channels consistent, 

the campaign’s YouTube channel was created under the same Facebook 

vanity URL /BuyNothingNewMonth. 

 

3.2.4 Blog 

 

While the general purpose of a blog is to generate content that drives return 

traffic to the blog, Buy Nothing New Month had another purpose, which was 

to disseminate content via the other social media channels and to provide 

cross-promotional benefit in relationship building with stakeholders and 

other networkers. 

 

The content on the blog was shared amongst social networks like Facebook 

and Twitter to increase page views, and drive interest in the campaign.  The 

idea was to lead them to the campaign’s website where they would then 

make the pledge to buy nothing new in October. 

 

According to data released by HubSpot [www.hubspot.com], based on the 

analysis of posts from 5000 blogs; by posting to Twitter and Facebook, blog 

posts generated 160% more page views than those not posted at all.  While 

http://www.hubspot.com/
http://www.hubspot.com/
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posting to both networks generated the most page views, another 

interesting finding was that blog posts only shared on Twitter had 63% 

more page views than those only shared on Facebook, indicating Twitter 

was better than Facebook for generating page views. 

 

   Table 3.2.4.1  

                                               

   via http://contenthub.apa.co.uk/actionbar/29902 

 

 

http://contenthub.apa.co.uk/actionbar/29902
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3.3 Website 

 

The Buy Nothing New Month’s campaign website served as the “home” for all 

campaign information and was the base for linking all of the campaign’s social 

media channels.   

 

 

3.4 Community and Influencer Outreach  

 

Social media provides easier access to communities on a global scale but without the 

associated transportation cost.  Social media also enables organizations to identify 

and access key influencers within the social media community.  Key influencers are 

regarded as those whose objectives align with the campaigns and who also has the 

capacity to spread the campaign’s message through creating their own content and 

sharing it amongst their networks.  Social media therefore, provides the means for 

organizations to build mutually beneficial relationships that can further increase the 

campaign’s reach and awareness. 

 

Key influencers identified for the Buy Nothing New Month 2011 campaign were; 

 

  Table 3.4.1 Key Influencers 

 

 

Key 

Influencers 

 

About 

Number of 

Facebook 

Fans 

Number of 

Twitter 

Followers 

3things 

Project 

An initiative of Oxfam Australia.  Whether you've got 3 

minutes, 3 weeks or more, you can do 3 things to help 

change the world.  This concept aligned well with the 

Buy Nothing New Month campaign.  There was an 

opportunity to connect with the initiative by listing 

Buy Nothing New in October as one of our 3things.   

The campaign also fitted well with 3things Exchange 

for Change, an event that was held in October, where 

3things = 5,918 

Oxfam = 8,605 

3things = 1,479 

Oxfam = 11,473 
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they run events that encourage swapping and 

mending of clothes and accessories.  Again, this tied in 

perfectly with the principles of Buy Nothing New 

Month.   

No Impact 

Man 

 

Colin Beavan aka No Impact holds the following titles: 

 MSN’s Ten Most Influential Men of 2007 

 Eco-Illuminator in Elle Magazine’s 2008 Green 

Awards 

 World’s top 15 environmental websites by 

Time Magazine for this NoImpactMan.com 

blog  

 2008 Eco-Star by New York City’s Lower East 

Side Ecology Center 

Colin also runs the non-profit No Impact Project in an 

effort to engage "average folks" to undertake a week-

long carbon cleanse and find out how much money, 

time and stress they can save.  Again, this tied in well 

with the Buy Nothing New Month campaign and 

furthermore it gave the campaign international 

exposure and scope to extend. 

No Impact Man 

= 1,490 

No Impact 

Project = 1,450 

No Impact Man 

= 5,800 

No Impact 

Project = 5,600 

Fashion 

Hayley - 

Blogger 

 

An Australian fashion blogger originally from 

Melbourne but now based in Sydney.  Connecting with 

Hayley helped spread the campaign’s message to a 

new audience.  An audience who are already active on 

social media networks but are also naïve to the impact 

of their purchases.  Through her blog, Hayley can 

bring about awareness to the environmental, social 

and financial impact our shopping choices have on us 

and the world through her experiences, styling and 

blogging.   

848 3,936 

 

 

 

http://noimpactproject.org/
http://noimpactproject.org/
http://noimpactproject.org/
http://noimpactproject.org/
http://noimpactproject.org/
http://noimpactproject.org/
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In addition to the key influencers identified, the campaign also tapped into the 

sponsors social media networks; 

 

Table 3.4.2 Sponsors 

 

Sponsors 

Number of Facebook 

Fans 

Number of Twitter 

Followers 

 

1Million Women 

 

27,725 

 

1,709 

 

Brotherhood of Saint Lawrence 

 

Brotherhood Books 

 

Hunter Gatherer 

 

2,140 

 

294 

 

309 

 

1,404 

 

207 

 

667 

 

City of Melbourne 

 

 

n/a 

 

1,314 

 

Gumtree 

 

39,584 

 

2,088 

 

Ian Potter Foundation 

 

158 

 

n/a 

 

Salvos Stores (the Victorian branch 

of the Salvation Army) 

 

3,681 

 

4,099 

 

 

3.5 Content Generation 

 

Having a number of social media accounts does not give a campaign a presence, 

however engaging with online communities and being active via those channels do.  
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Content is the most important component of a social media campaign. It must be 

relevant and useful to the target audience and adaptable across social media 

channels.  

 

Content was driven by the following: 

 

● Press and broadcast media achieved from the PR Strategy 

● Buy Nothing New Month competition entrants 

● People who have made the pledge and have a social media presence  

● Content from key influencers 

● Projects that encouraged and supported Buy Nothing New Month principles  

● Events that aligned with Buy Nothing New Month principles 

● Businesses that had agreed to display the campaign’s window decal on their 

store window 

 

While the campaign created content through leveraging its PR and marketing 

efforts, social media led to further content being produced, as a result of shared 

content generated from stakeholders. This meant the campaign did not have to 

allocate a significant proportion of their resources to content creation. 

 

Once content was created, it was shared via the social media channels.  Twitter was 

used to inform, Facebook was used to provide visuals and for making 

announcements, YouTube was used to provide video content and the Blog was used 

for lengthy pieces and cross promotion.  By sharing content, the campaign not only 

engaged with the stakeholders but through social media it enabled stakeholders to 

further share the content within their own networks and so on. 

 

 

3.5.1 Delivery 

 

Given the limited resources available, blog posts were posted once a day 

during October for the purpose of keeping pledgers inspired and potential 

pledgers interested.   
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Social Media channels were checked daily for the purpose of keeping the 

conversation going, as well as to begin new conversations.  Having an active 

presence, gave visitors a reason to return and further engage with the 

campaign through their contributions.   

 

 

3.6 Monitoring  

 

Accessing the social media channels and observing what stakeholders were posting, 

tweeting, and commenting on assisted in deciding the type of content to be shared. 

 

For Facebook, the number of “likes” and comments were monitored. 

 

For Twitter, monitoring involved tallying the number of mentions of 

@Buy_Nothing_New, Buy Nothing New Month, Buy Nothing New October, and the 

use of the Twitter hashtag #bnnm2011.  Twitter hashtags are a simple and effective 

way to look up tweets on a specific topic.  Hashtags allow a user to track what 

people/tweeters are saying about the campaign via the Twitter search box.  Again, 

as Twitter is confined to 140 characters, the hashtag is kept short to allow for more 

characters in the message.  The hashtag must be made known to Tweeters for this to 

be effective.  The greater the use of the campaign hashtag, the greater likelihood of 

the campaign “trending” and becoming a feature talking point.  For the Buy Nothing 

New Month campaign, the hashtag #bnnm2011 was made known on the Buy 

Nothing New Month’s Twitter profile. 

 

  

3.7 Results 

 

Buy Nothing New Month social media channels were created and launched 1st 

August 2011.  In the 3 months, the campaign achieved the following: 
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 Table 3.7.1   Social Media Results November 2011 

 

Measure 

 

Figures 

 

Facebook fans 

 

2,771 

 

Twitter followers 

 

487 

 

YouTube views 

 

758 

 

Website unique visits 

 

17,488 

 

 Buy Nothing New Month Pledges 

 

1,427 

 

Buy Nothing New Month entries 

 

69 

 

Blog visits 

 

1,339 

 

 

In addition to these figures, the Buy Nothing New Month campaign received 

international interest from the following countries; 

 

● Italy 

● Netherlands 

● New Zealand 

● Portugal 

● Sweden 

● United Kingdom 

● United States of America 
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The public relations activities and the associated press and broadcast that resulted 

from the activities, along with the social media numbers can be found in Appendix A.  

These numbers are freely available from the social media channel themselves.  

Should further insights be required and more funds were available, applications 

such as Sprout Social [http://sproutsocial.com] could be employed so as to obtain 

detailed information on followers, influence, engagement, clicks and more, and all in 

colorful, intuitive charts and graphs. 

 

Reporting on the results were necessary to not only determine the effectiveness of 

the social media strategy but more importantly it provided the campaign with an 

internal benchmarking system, which allowed for adaptation during the campaign, 

as well as provided a foundation for future campaigning.  

 

The social media strategy proved a success.  Given the limited resources, the fact 

that the campaign was only into its second year, and the fact that the social media 

strategy was conceived, implemented and executed within a 3 month period, much 

traction was achieved with numbers surpassing expectations.  Potential sponsorship 

and involvement from organizations and businesses were expressed via social 

media channels, which simply fortify the success of the Buy Nothing New Month’s 

2011 campaign. 

 

 

3. Conclusion 

 

It is not a question of whether an organization does social media but how well it does it.  

One thing that is certain is that social media is going to keep evolving every day, and 

regardless of how it is defined, it will continue to have more and more impact on our lives.  

The potency of social media is in its ability to amplify word-of-mouth effects.  

 

For the Buy Nothing New Month campaign, the conversations and engagement that have 

evolved from harnessing the power of social media during October, simply shows that there 

is a community out there savvy and aware of the impact their purchases have on the 

http://sproutsocial.com/
http://sproutsocial.com/
http://sproutsocial.com/
http://sproutsocial.com/
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environment.  It also reveals an exciting shift in the number of businesses that are thriving 

from sustainable recycling and up-cycling models. 

 

Small businesses wishing to flourish will need not only to adapt to changing times but they 

will also need to engage in the early stages of the consumer decision journey.  It is from an 

effective social media strategy that businesses can at low cost, proactively lead consumers 

toward long-term behavioural changes. 

 

Simply having a social media presence is no longer sufficient.  A successful social media 

strategy will need to ensure the right message is sent via the right medium.  It can be 

tempting to just focus social media efforts on the current Big 3 – Facebook, Twitter and 

YouTube – but if it is not where the target audience hangs out, then social media is not going 

to have much effect.  It also pays to remember that people tend to behave differently on 

different networks  Therefore, consideration needs to be taken on the actions one wants 

their users to take, and match the medium to the message.  For example, for an immediate 

response, Twitter would be more appropriate, whereas Facebook would be more suited to 

opinion sharing. 

 

Finally, a social media strategy is not a means to an end.  A successful social media strategy 

should be fully integrated with all other marketing, advertising and PR activities, both 

online and offline.  In doing so, not only will it increase the campaign’s overall impact but it 

will also avoid any contradictory messages placed in the public realm. 

 

As an annual campaign, one element to be weary of is that once the campaign has ended, 

there is high probability the numbers will die down.  While it is not expected that the 

campaign with remain highly active, having a presence is still valuable, since it helps 

maintain the momentum achieved, in addition to long term loyalty.  This is an area that will 

need to be addressed in future planning. 
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4. What’s next? 

 

Since wrapping up the Buy Nothing New Month 2011 campaign, activity has slow down 

 significantly, which is of no great surprise.  Social media activity reduced from daily 

 engagement to monthly engagement, with public relations taking on a reactive approach.  

 The campaign however, does continue to receive at least one email a day, which suggests an 

 integrated marketing, public relations and social media strategy, does lead to long term 

 engagement.   

 

 Table 3.7.1   Social Media Results May 2012 

 

Measure 

November 2011 
Figures 

May 2012 

Figures 

 

Facebook fans 

 
2,771 

 

2,845 

 

Twitter followers 

 
487 

 

527 

 

The success from the Buy Nothing New Month 2011 campaign resulted with Tamara 

becoming a Futuremaker Finalist in the 2012 World Wildlife Fund (WWF) Earth Hour 

Awards, which strengthened the future of the overall campaign.   With the City of Sydney 

extending their support and groups from the Netherlands and the United States jumping on 

board, 2012 is set to be a huge year for Buy Nothing New Month.   Planning has started, but 

with a lesson learnt.  Not having anticipated the success the campaign would bring in 2011, 

a new Facebook fan page had to be created to reflect the campaign’s international presence.  

It was decided each country would have a dedicated Facebook page, allowing each 

administering group to manage their own country’s networks.  The issue faced, is not being 

able to transfer the original 2,845 Facebook fans over to the new Buy Nothing New Month 

Australia fan page.  A lesson learnt, but nothing a little social media can’t fix, and definitely 

nothing to hinder the future of the campaign. 
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