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Executive Summary 

 

Institutions and corporations are increasingly called upon to address environmental and social 

challenges (Bergeson, 2006). For many higher education institutions (HEIs) in North America, 

the effective marketing of sustainability initiatives present on campus has the potential to 

increase enrolment interest (The Princeton Review, 2015; Behrend et al., 2009). Some HEIs seek 

to advance their image as sustainability leaders through the pursuit of third party recognitions 

and/or certifications, such as the Sustainability Tracking, Assessment, and Rating System 

(STARS) framework created by the Association for the Advancement of Sustainability in Higher 

Education (AASHE) (Fonesca et al., 2011). The STARS framework analyzes a variety of 

campus sustainability performance dimensions, including Academics and Operations.   
 

This study explored the extent to which sustainability concepts are represented within the student 

recruitment materials for Dalhousie University. This study quantified the presence of content 

related to campus sustainability within two of Dalhousie’s recruitment materials, chosen using 

non-probabilistic sampling. The materials chosen were the Dalhousie Domestic Viewbook 2016 

and the script portion of the 2015/2016 Studley Campus Tour Guide Manual. The materials were 

analyzed using a textural coding method, based upon a unique adaption of the framework for 

sustainability assessment provided by AASHE STARS. The codes were organized into four 

categories: Academics, Engagement, Operations, and Planning & Administration. Dalhousie 

University actively engages in the STARS certification process, providing relevance to the use of 

the STARS framework as a lens for this study’s explorations and recommendations. 
 
Data analysis revealed that a large portion of the items within the coding framework did not 

appear in the chosen recruitment materials (forty-seven percent of all items which were chosen 

for coding were not present). The category that surfaced most frequently within the research was 

Planning & Administration, consisting of thirty-five percent of all codes found, while the 

Engagement category surfaced the least, at nineteen percent of all codes found. Specific codes 

such as “Undergraduate Programs” repeatedly occurred (fifteen times), suggesting they were 

emphasized within the recruitment materials, while many other codes were not represented at all. 

Sustainability initiatives undertaken by Dalhousie’s Sustainability Office were also not 

represented. 
 
This study recommends that an active dialogue be established between the Dalhousie 

Recruitment Office and members of the Sustainability Office, in order to determine shared goals 

for marketing campus sustainability within recruitment materials. Furthermore, this study should 

be made available as a resource to facilitate the generation of more knowledge in regards to how 

Dalhousie conveys sustainability initiatives to future student recruits. 
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1.0 Introduction 
 

In an attempt to embrace sustainability, Dalhousie University has developed interdisciplinary 

sustainability programs and initiatives within its academic community (Dalhousie University 

College of Sustainability, 2014). This research is intended to explore the extent to which the 

sustainability concepts present on campus are integrated into student recruitment.  
 
1.1 Objective 
 
The objective of this project is to determine the representation of Dalhousie’s sustainable 

concepts within the university’s student recruitment process. This project will explore 

Dalhousie’s efforts in promoting sustainability in their recruitment efforts. Developing and 

fostering student understanding of sustainable practices is essential to facilitate a new generation 

of leaders (Wright & Defields, 2012). Dalhousie University pursues sustainable leader status 

through recognition from Association for the Advancement of Sustainability in Higher Education 

(AASHE) derived from their Sustainability Tracking Assessment Rating System (STARS) 

(AASHE, 2015). This project will help to assess the role of sustainability as being an integral 

part of the recruitment process at Dalhousie.  
 

1.2 Research Question 
 
This research is guided by the question:  

To what extent are sustainability concepts represented in the student recruitment 

materials for Dalhousie University? 
 
1.3 Scope 
 
The scope for this exploratory research project is limited to select Dalhousie recruitment 

materials. The investigation will include textual analysis of printed recruitment material, looking 

for content related to sustainability and sustainable universities. The analysis will be informed by 

the Association for the Advancement of Sustainability in Higher Education STARS assessment 

criteria. The key sources of information to be analyzed include the Dalhousie Domestic 

Viewbook 2016 and the script for campus tours contained in the 2015/16 Studley Campus Tour 

Guide Manual. This analysis of the material used to market Dalhousie to prospective students 

will reveal the degree to which sustainability is integrated into the student recruitment process. 
 
2.0 Background and Rationale 
 
2.1 Sustainability in Business and Marketing 

 
The upsurge in attention towards environmental and social issues has substantially increased 

pressure on corporations to adopt more sustainable practices (Bergeson, 2006). Many businesses 

are now motivated to explore means in which they can reduce their ecological footprint without 

compromising their economic success, since businesses have traditionally had a considerable 
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impact on the environment. Sustainable development, as defined in the Brundtland Report, refers 

to any development that meets present needs without sacrificing those of future generations, and 

encompasses environmental, social and economic considerations (World Commission on 

Environment and Development, 1987; Bridges & Wilhelm, 2008). The act of voluntarily 

implementing sustainable management practices is referred to as corporate social responsibility 

(CSR) (Babiak & Trendafilova, 2010; Ganescu & Dindire, 2014). CSR has started to gain 

traction, as more businesses re-evaluate their role in sustainable development.  

 
Businesses that engage in environmentally and socially responsible practices also aim to improve 

their reputation (Babiak & Trendafilova, 2010; Ganescu & Dindire, 2014). Adopting sustainable 

management practices can often enhance the company image and increase economic success, 

particularly now that sustainable issues have become a global focus (Babiak & Trendafilova, 

2010). Sustainable marketing, more commonly referred to as “green marketing”, is the use of 

marketing tools (e.g. advertisements) to promote aspects of company practices that are specific 

to sustainable development (Bridges & Wilhelm, 2008; Wong et al., 2014; Wymer & Polonsky, 

2015). The use of green marketing can have a significant effect on how a company is perceived 

by its patrons. Behrend et al. (2009) demonstrates that the use of pro-environmental messages on 

a company’s website could increase the overall perception of the company’s performance, 

increasing the likelihood that a prospective employee would apply for a job. Similarly, Yusof et 

al. (2013) showed that the perceived “green image” of a store could influence a consumer’s 

anticipated value of shopping there, and that shopping value has a direct impact on customer 

loyalty.  

 
2.2 Sustainable Development at Higher Education Institutions 

 
Universities and colleges likewise play an important role in promoting sustainable development. 

Higher education institutions (HEIs) are central for education in sustainability and therefore 

should lead the way in fostering sustainable innovation (Walton & Galea, 2005). In fact, many 

HEIs in North America have made steps towards widespread integration of environmental and 

sustainable initiatives on campus. A number of schools now publish annual sustainability reports 

and participate in initiatives such as the Sustainability Tracking, Assessment, and Rating System 

(STARS) from the Association for the Advancement of Sustainability in Higher Education 

(AASHE) (Fonesca et al., 2011). More and more online tools now rank schools based on how 

environmentally-friendly and sustainably aware they are.  

 
The strategies that apply to sustainable marketing in business may also help to promote 

sustainability concepts on university campuses. According to The Princeton Review’s College 

Hopes & Worries Survey Report, at least 60 percent of prospective students surveyed in 2015 felt 

that how a college compared to others based on its commitment to environmental issues would 

contribute to their decision to apply or attend (The Princeton Review, 2015). Furthermore, 

Figueredo & Tsarenko (2013) illustrated that promotion of environment and sustainability 

programs on campus directly affects students’ pro-environmental behaviour, making them more 

likely to engage in on-campus initiatives. These types of studies suggest that the way in which 
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sustainability concepts are marketed can influence student engagement, and potentially increase 

interest in enrolment.  
 
2.3 Rationale 
 
With an increasing value being placed on the importance of corporate social responsibility, 

Canadian institutions such as Dalhousie University are keen to adopt campus greening 

initiatives, undergo environmental research, and generally be involved in activism geared 

towards environmental and sustainable concepts. In a global context, Dalhousie has signed onto 

the role of being an international leader in sustainability (STARS Sustainable Campus Index, 

2015; Maclean’s, 2016), as there has been an increase in both the need and desire for universities 

to gear our world towards a more sustainable future (Wright & Defields, 2012).  

 

Through an analysis of Dalhousie’s recruitment resources, our research goal is to analyze the 

extent to which materials that are accessed by a typical prospective student market Dalhousie’s 

sustainable aspects. The justification for our research stems from a review of previous studies 

that explore the importance of marketing sustainability concepts in promoting institutions’ 

various goals and brand image (Behrend et al., 2009; Lidstone et al., 2015). Research suggests 

that even small amounts of information regarding the sustainability initiatives being adopted by 

an organization can positively affect that organization's reputation, and, in the case of 

universities, its recruitment results (Behrend et al., 2009; The Princeton Review, 2015). Thus far, 

there is no research that specifically looks at the extent to which Canadian university recruitment 

materials market sustainability concepts, therefore making our project findings relevant to the 

future of sustainability within Canadian universities (Connolly, 2014). Additionally, the findings 

of our study have the potential to reveal the importance that Dalhousie recruiters place on 

sustainability. 

 
3.0 Research Methods   
 
This project was driven by a mixed-methods approach with both qualitative and quantitative 

aspects. The study design incorporated textual coding of select recruitment materials from 

Dalhousie, with coding criteria influenced by the STARS framework checklist (AASHE, 2015). 

Resulting data were interpreted through frequency analysis, and translated into visual displays 

using Wordle software. There were no costs associated with this project as all materials and tools 

used to facilitate analysis were freely accessible for all group members.  
 
3.1 Study Design  
 
The study investigated the use of sustainability concepts in recruitment materials for prospective 

Dalhousie students using non-probabilistic purposive sampling. Through the assessment of select 

promotional content with a target audience of prospective students, the extent to which 

sustainability concepts are communicated was determined. This study assessed two materials: the 

Dalhousie Domestic Viewbook 2016 and the script portion of the 2015/16 Studley Campus Tour 

Guide Manual. Coding criteria were developed using the STARS framework checklist as a 
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baseline (AASHE, 2015). This well-established and reviewed framework was altered to reflect 

the scope of this analysis to quantify environmental sustainability in higher education institutions 

(Lidstone et al., 2015).  
 
The Dalhousie Domestic Viewbook (hereafter referred to as the viewbook) is updated on an 

annual basis, and distributed to prospective students across the country through recruitment 

sessions and by high school guidance counsellors. The viewbook is typically 30 to 40 pages and 

compiled in a booklet format. This book is intended to communicate interesting and attractive 

highlights of life at Dalhousie, as well as programs available and their associated admission 

requirements, estimated/expected costs of programs and services, an admissions timeline, and 

contact information for recruitment services. This material is a key item used to convey and 

market the university to prospective students and those helping them make their university 

selection. 
 
The Studley Campus Tour Guide Manual is used to educate the Dalhousie Student Ambassador 

and Tour Guides as they showcase the university to prospective students and guests. This 

information was confirmed through communications with Brandon Randall, a member of the 

Dalhousie Recruitment team, on March 17, 2016. Our analysis was limited to the script portion 

of the document (hereafter referred to as the script), shown in Appendix B. The intent of the 

script is to equip the tour guide with interesting details and highlights to be included in the verbal 

tours conducted in a group setting. Supported by the Recruitment Office of the university, these 

tours act as an influential, and often determining, means of accurately representing the university 

and inspiring prospective students to apply to or attend Dalhousie. 
 

3.2 Research Tools 

 
The qualitative research methods of this study involved a textual analysis of recruitment 

materials. Connolly (2014) outlined how universities use both text and images to market to 

prospective students, and described how the benefit of identifying the context of the text and 

imagery is useful in analyzing its effect on the intended demographic (i.e. prospective students). 

Through examining what Dalhousie includes in select and accessible promotional materials, it is 

possible to determine what aspects of programs and services on campus are deemed important or 

appealing.  
 
The main tool used in this research was a priori coding. A priori coding can be defined as a 

method where code development occurs prior to examining the resources (Wright, 2016). This 

method required group members to develop an understanding of the goals and objectives of the 

project before performing any analysis. The AASHE STARS checklist influenced the 

development of a more specific code book for the purpose of analysis. The code book used in 

this project is featured in Appendix C. The textual analysis involved assessment of all blocks of 

text within the chosen recruitment materials. A priori content specific coding was used, as it 

allowed for consistency throughout the analysis of recruitment resources (Wright, 2016). The 

coding system was arranged in a hierarchy to cluster related aspects, enabling clarity in content 
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analysis. In total, 62 codes were developed and specified into 17 subcategories, and then 

organized in 4 overarching categories, as shown in Appendix C. 
 
Microsoft Excel was used to store, organize, and manipulate the data (Microsoft Support, 2016). 

This program enabled the creation of graphing and charting to assist group members in 

identifying trends in data. This program was also used to filter and sort data for further analysis 

of results to develop the discussion and conclusions. Additionally, Wordle.net was used for the 

purpose of qualitative analysis as the software program produced corresponding figures to 

represent the code frequency developed within data analysis (Wordle, 2016).  
 
3.3 Data Analysis  
 
The code book contained 62 codes in total. Each group member was responsible for 

approximately ten codes as the “primary” coder. To ensure reliability and validity of 

measurement and analysis, each group member was also responsible for ten additional codes as 

the “secondary” coder. The primary and secondary coders worked together to determine the most 

appropriate and representative sum of the count of each code, to be then used in the analysis. 

This process allowed for discussion amongst group members while ensuring that the coding was 

performed more than once for each aspect within the code book.  
 
The codes used to analyze the viewbook and the tour guide script were divided into four 

categories: Academics, Engagement, Operations, and Planning & Administration. The 

Academics subcategory contains codes identifying formal educations programs/courses that 

address sustainability, as well as research pertaining to sustainability (STARS Technical Manual, 

2013). The Engagement subcategory contains codes identifying sustainable learning 

opportunities outside an institution’s formal curriculum (STARS Technical Manual, 2013). The 

Operations subcategory recognizes an institution’s efforts to measure and/or reduce greenhouse 

gas and air pollutant emissions (STARS Technical Manual, 2013). Finally, the Planning & 

Administration category targets the development of an institution’s engagement in sustainability 

coordination and inclusion of staff and students in sustainable governance (STARS Technical 

Manual, 2013). The categories mirrored those in the AASHE STARS checklist, but were adapted 

to remove codes that we felt would not be relevant for assessing student recruitment materials 

(e.g. information for employees). Additionally, under the Academics category, the codes were 

modified to reflect curriculum and research that directly focused on environmental sustainability.  
 
All data were summarized with a predetermined tracking table within Microsoft Excel, as shown 

in Appendix C. A quantitative analysis of the frequency of each code was then generated to 

visually illustrate and identify trends within the findings. Next, the data were manipulated using 

Microsoft Excel to identify the mode through frequency analysis, in order to reflect which 

coding categories were most apparent within the recruitment materials. The individual code data 

were analyzed qualitatively by developing word clouds using Wordle software. The word clouds 

provided an additional visualization of the data to assess which aspects of sustainability were or 

were not apparent in the materials. 
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Overall, through the use of these two programs, raw data were translated into frequency tables, 

graphs, and illustrative word clouds. The word clouds depict the sum of the code evidence and 

relate it to the size of the words generated, with increasing size as the code appearance count 

increased.  
 
3.4 Delimitations and Limitations  
 
The restricted time frame and availability of sample material were the major limitations of this 

project. Given that data collection and analysis were required to take place within a two-week 

period, the scope and material incorporated within the methods were limited to what was 

achievable within this timeframe. An additional limitation included the availability of material; 

current resources based on only the 2015/2016 academic year were analyzed.   
 
A delimitation of this study was introduced in the decision to restrict analysis to resources that 

are electronic or print, and readily available. It was determined that conducting interviews or 

focus group sessions with members of the recruitment team was not feasible as per the associated 

timeframe and ethical obligations. This delimitation may have impacted the study, as we were 

unaware of any intended changes or upgrades for upcoming publications of the materials. For 

example, it is unknown at this time whether undergoing alterations and construction projects 

throughout campus are intended to be incorporated in the proceeding publications of the material 

assessed.  

 

Additionally, throughout the coding of these materials, bias and varied interpretation of 

individuals performing the assessment were acknowledged. These are aspects within the control 

of study design and have been addressed through proactive measures of partnered coding 

allowing for more than one individual being responsible for each code The STARS framework 

was selected and used for the purpose of this project, although this selection delimited the project 

findings, it was determined to be an effective tool based on its function and legitimacy gained 

through similar studies. 

 
4.0 Results 
 
4.1 Summary of Codes 

 

The results of the a priori coding, for both the script and viewbook respectively, are summarized 

in Table 1. The data have been condensed to show the total number of “hits” for each of the 

categories and subcategories outlined in our checklist; a “hit” refers to a single tally for each time 

that a code appeared in the materials. Each subcategory contains between two to eight individual 

codes. The complete dataset, which shows the individual number of hits per each code, is 

included in Appendix C. 
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Table 1: Total counts of a priori coding of the Dalhousie tour guide script and viewbook. 

 
 
 

Across both materials, there were 128 hits: 27 for Academics, 18 for Engagement, 39 for 

Operations and 44 for Planning & Administration. The frequency of coding across each category 

is illustrated in Figure 1. The number of available codes for each category was 11, 10, 28 and 13 

respectively, which therefore means that – spread evenly across each category – the average 

number of hits for each code was 2.5 in Academics, 1.8 in Engagement, 1.4 in Operations, and 

3.4 in Planning & Administration. 
 
The viewbook was coded considerably more times than the tour guide script; however, the 

distribution of codes across the four categories differed substantially between the two materials. 

Planning & Administration and Academics were both coded relatively frequently within the 

viewbook, while Operations dominated the coding of the script. 
 
Of the 62 codes described in our checklist, 33 were found at least once (Figure 2). 25 of the 33 

codes were found two or more times. The highest number of hits per code was 15. 
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Figure 1: Frequency of codes that appeared during the a priori data analysis.  

 
 

 
Figure 2:  Percentage of the total codes that were used at least once during the a priori coding. 

 
 
4.2 Viewbook Coding 
 
Coding the viewbook resulted in a total count of 78 hits across all categories (Table 1). Figure 3 

shows the distribution of the coding hits across each category. Within the four major categories, 

Planning & Administration was coded most frequently, included seven hits for each of 
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“Sustainability Coordination” and “Sustainability Planning”. This category also had the highest 

proportion of codes that were met at least once, with 7 out of 13 codes counted at least twice. 

The Academics category was coded second-most frequently; however, the results were 

considerably more skewed within the sub-categories, with “Undergraduate Programs” receiving 

15 out of the 22 total hits. Several other codes, such as “Academic Research” and “Support for 

Research”, received hits as well, but occurred no more than two times within the viewbook. 
 
The remaining two categories, Engagement and Operations, together received half as many hits 

as Academics and Planning & Administration combined. However, Engagement had only 10 

codes, half of which received at least one hit. “Student Life” was coded most frequently, with six 

total hits. On the other hand, only 7 out of 28 codes for Operations received at least one hit, and 

only one of these (“Low Impact Dining”) occurred more than twice. 
 
Including the front and back covers, the viewbook has a total of forty pages. Averaged across the 

entire book, a code from each major category appears less than once per page, with both 

Engagement and Operations codes only occurring every second or third page. However, most 

codes are clustered together; for example, “Undergraduate Programs”, which had 15 hits, was all 

coded on pages 12 and 13 of the viewbook (Appendix A). These results are also displayed 

visually in a word cloud (Figure 4). Figure 4 shows all of the codes that had at least one hit 

within the book, colour-coded based on each of the four major categories. Word size indicates 

the relative frequency with which the code occurred. 
 

 
Figure 3:  Number (percentage) of codes counted from the 2016 Dalhousie viewbook for each of 

the four main categories used during a priori coding.  
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Figure 4: Word cloud generated for viewbook code results. Academics = blue, Engagement = 

green, Operations = red, and Planning & Administration = yellow. 
 
 

4.3 Tour Script Coding 
 
The script was coded a total of fifty times across the same four categories (Table 1). Figure 5 

shows the distribution of the coding hits. In this case, over half of the hits were for codes under 

the Operations category. However, only 10 of the 28 codes received hits, and only three of these 

ten occurred more than once. “Food and Beverage Purchasing” received the most hits, at nine, 

while both “Building Design and Construction” and “Building Operations and Maintenance” 

received eight and four hits respectively. 
 
Planning & Administration codes occurred fourteen times, with a far more even distribution. 

Eight out of 13 codes were counted at least once, and none of the categories had considerably 

more counts than the other. The maximum number of hits was three, which occurred for both 

“Support for Underrepresented Groups” and “Affordability and Access”. In contrast, both 

Engagement and Academics were coded only three and five times respectively. There were no 

mentions of academic programs with respect to sustainability, and 4 out of 5 hits for Academics 

were attributed to “Access to Research”. The hits under Engagement were each attributed to 

“Student Life”, “Community Partnerships” and “Inter-campus Collaboration”. 
 
The script is approximately nineteen pages in length, although several pages are dedicated to 

describing tour guide duties and working conditions, rather than tour material. As a result, on 

average, operations codes appeared approximately twice per page and Planning & 

Administration codes approximately once per page. Both Academics and Engagement codes 

were infrequent. Figure 6 depicts a word cloud of codes appearing in the script, again arranged 

by size (based on word frequency) and by colour (based on category). 
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Figure 5: Number (percent) of codes counted from the 2015/16 Dalhousie tour guide script for 

each of the four main categories used during a priori coding 
 

 
 

Figure 6: Word cloud generated for campus tour script code results. Academics = blue, 

Engagement = green, Operations = red, and Planning & Administration = yellow. 
 
 
5.0 Discussion 
 
The reasoning behind looking at the extent to which sustainability concepts are represented in 

student recruitment materials stems from acknowledging Dalhousie University as a global leader 

in sustainability, in reference to AASHE STARS Sustainable Campus Index (AASHE, 2015). 



16 

  
Similarly, Maclean’s magazine released this year's analysis of Canadian universities, listing 

Dalhousie as one of the top schools to attend for environmental programs, which, for the purpose 

of our study, aligns well with the sustainability concepts measured in our coding (Maclean’s, 

2016). An analysis of our coding provides a preliminary assessment of how sustainability is 

portrayed in Dalhousie’s recruitment materials, and how that portrayal compares with 

Dalhousie’s current position as a sustainability leader. Our findings suggest that the recruitment 

materials in question, the Dalhousie Domestic Viewbook 2016 and the script from the 2015/16 

Study Campus Tour Guide Manual, do not adequately reflect on-campus sustainability. 
  
With respect to the viewbook, the most frequent code that appeared was “Undergraduate 

Program” under the subcategory “Curriculum Related to Environment and/or Sustainability”. 

Although the majority of the viewbook contains copious amounts of information on the types of 

undergraduate programs offered at Dalhousie University, the large frequency that culminated 

within the viewbook was a result of a compiled list of all undergraduate programs on a single 

page. The undergraduate programs available were rarely mentioned outside of this list, and were 

in no way explained any further.  

 

The majority of codes in other categories were mentioned even less frequently. For example, the 

LEED certifications obtained by Dalhousie University were not mentioned at all in the 

viewbook. In the tour guide script, the Rowe Building certification was discussed once, but no 

other mention of LEED buildings was made, and the Mona Campbell building, which houses the 

College of Sustainability, was not mentioned at all. These are very prestigious certifications that 

are seen as extremely important in the realm of sustainability. For these achievements and 

certifications to go unnoticed within campus recruitment materials reflects a failure to address 

one of Dalhousie’s key sustainable initiatives. The design of Dalhousie’s buildings was 

discussed extensively in the tour script, but primarily from a historical perspective, and left out 

many important details related to how Dalhousie has been working towards a higher level of 

sustainability through their buildings. Additionally, operations overall were generally 

underrepresented in both recruitment materials, with very few codes appearing at all, and often 

when codes did appear, it was only once and not more. Many of Dalhousie’s other sustainability 

initiatives that are prevalent on campus were also excluded, including the Bike Centre and 

renewable energy initiatives on campus. 

  
One major drawback to using the viewbook as material for analysis is the inclusion of 

Dalhousie’s Truro Agricultural campus in the information presented in the viewbook. The 

information on the Truro campus was counted in a significant amount of coding, as naturally the 

agricultural campus would have extensive “green” concepts; however, this becomes an issue as it 

is not representative of Dalhousie University as a whole and may affect claims about the 

significance of our results. In contrast, the tour guide script was limited to the Studley campus in 

Halifax. 
 
Figueredo and Tsarenko (2013) argue that “being green” is not a predecessor of a student’s 

interest and/or participation in sustainability initiatives on campus. Therefore, Dalhousie 

University’s recruitment materials should equally represent all aspects of information presented 
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to target prospective students, because, although a prospective student may not be applying to a 

program based on environment or sustainability, they may still be interested to see how 

Dalhousie University is tackling environmental and sustainable issues prevalent in today’s 

society. There are many studies that surround the concept of promoting sustainable and 

environmental initiatives to future employees of any given corporation, as researchers have seen 

an increase in applications following promotion of these initiatives within a corporation’s 

recruitment material. In the case of research completed by Behrend et al. (2009), it was found 

that any given job pursuit’s personal environmental stance had little to no effect on the impact of 

the environmental messages presented by the corporation. It is fair to assume that this has the 

potential to be representative of the impacts of recruitment material in any sort of situation, 

universities included. The promotion of sustainable concepts, or lack thereof, can either help or 

hinder the reputation of any institution (Ganescu & Dindire, 2014). These types of studies 

provide support for the findings of our study, suggesting the results may be relevant in further 

assessing Dalhousie’s reputation as a sustainable leader. 
 
6.0 Recommendations and Conclusions 
 
6.1 Contributions of the Study 
 
The intention of this study was to portray the prevalence of sustainability concepts in 

Dalhousie’s student recruitment material and produce results that would reflect how accurately 

environmental sustainability language, as defined and assessed by STARS, was used as a 

branding and promotional tool for Dalhousie recruitment materials. As outlined by AASHE 

(2015), the first three reasons listed by STARS as reasons to participate in the STARS program 

are: 
 

1.     To gain international recognition for your sustainability efforts 
2.     To generate new ideas 
3.     To engage your community 

 
These three arguments for participating in the STARS assessment concede to better promotion 

and branding of an institution as being actively engaged sustainability efforts. However, we 

recognized that the prestige connoted by participation in the internationally recognized STARS 

assessment relies on the very promotion of the STARS status, and the inherent sustainability 

concepts, in order to attract potential students whose values lie in sustainability efforts. 

Therefore, it was in the interest of this study to deliberately provide recruitment services a 

comprehensive analysis of the areas of sustainability that Dalhousie accurately revealed to 

potential students, and which aspects were overlooked. The results of this research study, if taken 

into consideration, could make significant contributions to the promotion of Dalhousie as a 

leader in sustainability to future students by perpetuating the presence of sustainability efforts 

and consciousness within the campus culture, and, through catalytic validity, generate a stronger 

sustainability trademark for the school. 
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6.2 Recommendations for Further Action and Continued Research 
 
We recommend that future action be taken to more accurately represent aspects of sustainability, 

as defined by STARS, which are currently misrepresented, or found to be omitted from the 

Dalhousie student recruitment materials. For example, our results showed that forty-seven 

percent of the environmental sustainability codes that we intended to analyse were absent from 

the resource material. Similarly, the discrepancies among the four categories of codes; 

Academics, Engagement, Operations, and Planning & Administration were disproportionately 

represented in the available materials. We anticipated that discrepancies would be found among 

the four coding categories, and recommend that these inconsistencies remain, but that they are 

more reflective of each of their presence on the Dalhousie campus. 
  
This study was an exploratory analysis of the presence of environmental sustainability in the 

Dalhousie recruitment materials. We recommend that the information extrapolated from our 

environmental sustainability coding be used to determine a benchmark for the revision and 

production of future recruitment materials. Although this study was limited to specific 

environmental sustainability codes, it is possible to expand coding to all aspects of the STARS 

assessment, and continue to improve the accuracy of the portrayal of sustainability in future 

years. The coding, which was produced to adhere to the STARS criteria, made this research 

reliable and easily replicable with the fabrication of new recruitment material. We recommend 

that similar sustainability coding research of recruitment materials continue in order to determine 

what progresses are being made in accurately portraying Dalhousie’s commitment to being a 

leader in sustainability, and as a means of recognizing the aspects of misrepresentation of 

Dalhousie’s sustainability efforts. 
  
We recommend that in order to facilitate more successful sustainability branding through 

Dalhousie recruitment material, future coding and analysis of the recruitment material be carried 

out before the recruitment material is published. Finally, in order to effectively brand 

sustainability as an integral quality of Dalhousie, we acknowledge that it would be advantageous 

to have a representative with an understanding of the STARS assessment framework, and general 

knowledge of Dalhousie’s sustainability goals be involved in the decision-making and writing 

process of Dalhousie recruitment materials. 
  
6.3 Conclusion 
 
This exploratory research study analyzed the prevalence of different environmental sustainability 

concepts, as outlined by STARS, in Dalhousie student recruitment materials. The analysis of the 

viewbook and tour script as student recruitment materials involved a mixed methods approach of 

qualitative and quantitative analysis. Through textual coding of select recruitment materials as 

standardized by the STARS checklist, a frequency analysis was produced and interpreted as a 

means of representing the aspects of environmental sustainability that had been coded. The 

coding in this research project involved a priori content specific coding, and was developed 

complementary to the STARS checklist and associated criteria for each code. 
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Similar coding should be carried out as new recruitment material is produced in expand this 

exploratory research in order to further represent the value that Dalhousie places on its efforts in 

being a leader of sustainability. In a broader context, this study has laid some of the groundwork 

to better understand how sustainability may be used as a brand and promotional tool for 

Dalhousie student recruitment. 
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Appendices 

 
Appendix A: Dalhousie Domestic Viewbook 2016  

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
(Front Cover: Dalhousie Domestic Viewbook 2016) 

  
 
 
 
 
 
 
 
 
 
 

 

 

 

(SAMPLE: Page 

8-9 Dalhousie 

Domestic 

Viewbook 2016) 
 

Link to entire book: https://issuu.com/dalhousieuniversity/docs/dal_domestic_vbk_2015?e=2143093/30245390 
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Appendix B: 2016 Studley Campus Tour Guide Script 
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Appendix C: Sustainability Coding Checklist 
*Based on the existing STARS framework from AASHE 
 
 

University Sustainability Code Book (based on AASHE STARS)   

Category Subcategory Code Total Score - 

Script 

Total Score - 

Viewbook 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Academic Courses 0 1 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Learning Outcomes  0 0 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Undergraduate Program 0 15 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Graduate Program 0 0 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Immersive Experience 0 2 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Sustainability Literacy 

Assessment 

0 0 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Incentive for Developing 

Courses 

0 0 

Academic Curriculum related to 

Environment and/or 

Sustainability  

Campus as a Living 

Laboratory 

0 0 

Academic Research focused on Academic Research 0 1 
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Environment and/or 

Sustainability  

Academic Research focused on 

Environment and/or 

Sustainability  

Support for Research 1 2 

Academic Research focused on 

Environment and/or 

Sustainability  

Access to Research 4 1 

Engagement  Campus Engagement  Student Educators 

Program 

0 0 

Engagement  Campus Engagement  Student Orientation 0 0 

Engagement  Campus Engagement  Student Life 1 6 

Engagement  Campus Engagement  Outreach Materials and 

Publications 

0 0 

Engagement  Campus Engagement  Outreach Campaign 0 0 

Engagement  Public Engagement Community Partnerships 1 2 

Engagement  Public Engagement Inter-Campus 

Collaboration 

1 1 

Engagement  Public Engagement Community Service 0 3 

Engagement  Public Engagement Community Stakeholder 

Engagement 

0 0 

Engagement  Public Engagement Participation in Public 

Policy 

0 3 

Operations Air & Climate  Greenhouse Gas 

Emissions 

0 0 

Operations Air & Climate  Outdoor Air Quality  0 1 

Operations Buildings Building Operations and 

Maintenance 

4 1 
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Operations Buildings Building Design and 

Construction 

8 1 

Operations Buildings Indoor Air Quality 1 0 

Operations Dining Services Food and Beverage 

Purchasing 

9 0 

Operations Dining Services Low Impact Dining  1 3 

Operations Energy  Building Energy 

Consumption 

1 0 

Operations Energy  Clean and Renewable 

Energy 

0 0 

Operations Grounds Landscape Management 0 0 

Operations Grounds Biodiversity 0 0 

Operations Purchasing Electronics Purchasing 0 0 

Operations Purchasing Cleaning Product 

Purchasing 

0 0 

Operations Purchasing Office Paper Purchasing 0 0 

Operations Purchasing Inclusive and Local 

Purchasing 

0 0 

Operations Purchasing Life Cycle Cost Analysis 0 0 

Operations Purchasing Guidelines for Business 

Partners 

0 0 

Operations Transportation Campus Fleet 0 0 

Operations Transportation Student Commute Modal 

Split 

1 2 

Operations Transportation Employee Commute 

Modal Split 

0 0 

Operations Transportation Support for Sustainable 0 1 
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Transportation 

Operations Waste  Waste Minimization 0 2 

Operations Waste  Waste Diversion 1 0 

Operations Waste  Construction and 

Demolition Waste 

Diversion 

0 0 

Operations Waste  Hazardous Waste 

Management 

1 0 

Operations Water  Waste Use 0 0 

Operations Water  Rainwater Management 1 0 

Operations Water  Wastewater Management 0 0 

Planning & 

Admin 

Coordination, Planning 

& Governance 

Sustainability 

Coordination 

1 7 

Planning & 

Admin 

Coordination, Planning 

& Governance 

Sustainability Planning 2 7 

Planning & 

Admin 

Coordination, Planning 

& Governance 

Governance 0 0 

Planning & 

Admin 

Diversity & 

Affordability 

Diversity and Equality 

Coordination 

1 5 

Planning & 

Admin 

Diversity & 

Affordability 

Assessing Diversity and 

Equity 

0 2 

Planning & 

Admin 

Diversity & 

Affordability 

Support for 

Underrepresented Groups 

3 2 

Planning & 

Admin 

Diversity & 

Affordability 

Support for Future Faculty 

Diversity 

0 0 

Planning & 

Admin 

Diversity & 

Affordability 

Affordability and Access 3 5 

Planning & Health, Wellbeing & Wellness Program 1 2 



42 

  

Admin Work 

Planning & 

Admin 

Health, Wellbeing & 

Work 

Workplace Health and 

Safety 

0 0 

Planning & 

Admin 

Investment  Committee on Investor 

Responsibility 

0 0 

Planning & 

Admin 

Investment  Sustainable Investment 1 0 

Planning & 

Admin 

Investment  Investment Disclosure 2 0 

TOTAL Academic  5 22 

TOTAL Engagement  3 15 

TOTAL Operations  28 11 

TOTAL Planning & Admin  14 30 
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Appendix D: Communication of Results to Dalhousie Recruitment Team 
 
ENVS 3502: Environmental Problem Solving II – Campus as a Living Lab 
Dalhousie University 
April 2016 
 
 
Brandon Randall 
Assistant Registrar – Recruitment 
Dalhousie University 
 
 
Dear Recruitment Team, 
 
Please see the attached document summarizing a group project performed by students within 

ENVS 3502, instructed by Dr. Tarah Wright and mentored by Ms. Eliza Jackson. 
 
Our findings, regarding the extent to which environmental sustainability concepts are currently 

represented in student recruitment materials, are based on an analysis of the Dalhousie Domestic 

Viewbook 2016 and 2015/16 Studley Campus Tour Guide Script.  
 
If you are interested in further detail regarding our assessment strategy and results, please contact 

Dr. Tarah Wright directly at tarah.wright@dal.ca.  
 
We appreciate your cooperation and willingness to provide research materials to aid in the 

development of this project. 
 
Sincerely, 
  
Alyson Fullarton 
Mariah Gigone 
Taylor Milne 
Yvonne Ritchie 
Adam Sandeson 
Scott Smith 
 
 
 
 
 
 
 
 

mailto:tarah.wright@dal.ca
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Appendix E: Copy of Original Project Proposal  
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1.0 Project Definition 
 
In an attempt to embrace sustainability, Dalhousie University has developed interdisciplinary 

sustainability programs and initiatives within its academic community (Dalhousie University 

College of Sustainability, 2014). This research is intended to explore the extent to which these 

campus sustainability initiatives are integrated into student recruitment. 
  
1.1 Objective 
  
The objective of this project is to determine the representation of Dalhousie’s sustainable 

initiatives within the university’s student recruitment process. This project will explore the 

availability of data [EJ1] surrounding Dalhousie’s sustainability in their recruitment efforts. 

Developing and fostering student understanding of sustainable practices is essential to facilitate a 

new generation of leaders (Wright & Defields, 2012). Dalhousie University pursues sustainable 

leader status through recognition from Association for the Advancement of Sustainability in 

Higher Education (AASHE) derived from their Sustainability Tracking Assessment Rating 

System (STARS) (AASHE, 2015). This project will help to assess the role of sustainability as 

being an integral part of the recruitment process at Dalhousie. 
 
1.2 Research Question 
  
This research is guided by the question: 

To what extent, informed by the AASHE STARS sustainability criteria,  are 

sustainability concepts represented in the the sustainable initiatives of Dalhousie 

University marketed in the student recruitment materials process through the domestic 

view book, select Dalhousie web pages and on-campus tour script for Dalhousie 

University? 
  
1.3 Scope 
  
The scope for this exploratory research project will be limited to select Dalhousie recruitment 

materials including the analysis of selective printed recruitment material. We will conduct an 

investigation informed by principles of the AASHE STARS sustainability criteria. The 

investigation will include pictorial and textual analyses of recruitment material looking for 

content related to sustainability and sustainable universities (informed by the Association for the 

Advancement of Sustainability in Higher Education STARS assessment criteria). ; these 

resources will be analyzed both qualitatively and quantitatively. The key sources of information 

to be analyzed include the Dalhousie Domestic View Book 2016, two recruitment-specific 

Dalhousie web pages, and the script of for the Studley campus recruitment tours. This analysis of 

the imagery and literature used to market sustainability on campus. Dalhousie  to prospective 

students will reveal the degree to which sustainability isn differences, similarities, strengths and 

weaknesses in comparison to the aforementioned sustainability criteria, and will assess the extent 

that sustainable initiatives are integrated into the student recruitment process. 
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2.0 Background and Rationale 
  
2.1. Sustainability in Business and Marketing 
 
The upsurge in attention towards environmental and social issues has substantially increased 

pressure on corporations to adopt more sustainable practices (Bergeson, 2006). Many businesses 

are now motivated to explore means in which they can reduce their ecological footprint without 

compromising their economic success, since businesses have traditionally had a considerable 

impact on the environment. Sustainable development, as defined in the Brundtland Report, refers 

to any development that meets present needs without sacrificing those of future generations, and 

encompasses environmental, social and economic considerations (World Commission on 

Environment and Development, 1987; Bridges & Wilhelm, 2008). The act of voluntarily 

implementing sustainable management practices is referred to as corporate social responsibility 

(CSR) (Babiak & Trendafilova, 2010; Ganescu & Dindire, 2014). CSR has started to gain 

traction, as more businesses re-evaluate their role in sustainable development. 
 
Businesses that engage in environmentally and socially responsible practices also aim to improve 

their reputation (Babiak & Trendafilova, 2010; Ganescu & Dindire, 2014). Adopting sustainable 

management practices can often enhance the company image and increase economic success, 

particularly now that sustainable issues have become a global focus (Babiak & Trendafilova, 

2010). Sustainable marketing, more commonly referred to as “green marketing”, is the use of 

marketing tools (e.g. advertisements) to promote aspects of company practices that are specific 

to sustainable development (Bridges & Wilhelm, 2008; Wong et al., 2014; Wymer & Polonsky, 

2015). The use of green marketing can have a significant effect on how a company is perceived 

by its patrons. Behrend et al. (2009) demonstrates that the use of pro-environmental messages on 

a company’s website could increase the overall perception of the company’s performance, 

increasing the likelihood that a prospective employee would apply for a job. Similarly, Yusof et 

al. (2013) showed that the perceived “green image” of a store could influence a consumer’s 

anticipated value of shopping there, and that shopping value has a direct impact on customer 

loyalty . 
 
2.2. Sustainable Development at Higher Education Institutions 
 
Universities and colleges likewise play an important role in promoting sustainable development. 

Higher education institutions (HEIs) are central for education in sustainability and therefore 

should lead the way in fostering sustainable innovation (Walton & Galea, 2005). In fact, many 

HEIs in North America have made steps towards widespread integration of environmental and 

sustainable initiatives on campus. A number of schools now publish annual sustainability reports 

and participate in initiatives such as the Sustainability Tracking, Assessment, and Rating System 

(STARS) from the Association for the Advancement of Sustainability in Higher Education 

(AASHE) (Fonesca et al., 2011). More and more online tools now rank schools based on how 

environmentally-friendly and sustainably aware they are. 
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The strategies that apply to sustainable marketing in business may also help to promote 

sustainable initiatives on university campuses. According to The Princeton Review’s College 

Hopes & Worries Survey Report, at least sixty 60 percent of prospective students surveyed in 

2015 felt that how a college compared to others based on its commitment to environmental 

issues would contribute to their decision to apply or attend (The Princeton Review, 2015). 

Furthermore, Figueredo & Tsarenko (2013) exemplified that promotion of environment and 

sustainability programs on campus directly affects students’ pro-environmental behaviour, 

making them more likely to engage in on-campus initiatives. These types of studies suggest that 

the way in which sustainable initiatives are marketed can influence student engagement, and 

potentially increase interest in enrolment. 
  
2.3 Rationale 
  
With an increasing value being placed on the importance of corporate social responsibility, 

Canadian institutions such as Dalhousie University are keen to adopt campus greening 

initiatives, undergo environmental research and generally be involved in activism geared towards 

environmental and sustainable initiatives. Through an analysis of Dalhousie’s recruitment 

resources, our research goal is to categorize the effectiveness of Dalhousie University’s 

marketing[TW4]  materials that are accessed by a typical prospective student or other relevant 

stakeholder. Our research will be justified by previous studies that explore the value placed on 

marketing of sustainability initiatives, an activity commonly occurring within the context of 

Canadian Universities (Behrend et al., 2009; Lidstone et al., 2015). [TW5] The effective 

advertisement or conveyer of sustainability activities indicating corporate social responsibility 

are valuable to the institutions various goals and brand image (Behrend et al., 2009). Further 

research suggests that even small amounts of information regarding the sustainability initiatives 

being adopted by an organization can positively affect that organization's reputation, and 

recruitment results (Behrend et al., 2009). 
  
3.0 Methods 
  
Our project will be driven by a mixed-methods approach, with both qualitative and quantitative 

aspects. The study design incorporates group textual and pictorial coding of select recruitment 

materials from Dalhousie, based on the STARS checklist (AASHE, 2015). Resulting data will be 

interpreted through frequency analysis, and translated into a visual display using Quirkos 

software. The findings will be used to determine how sustainability initiatives are marketed 

within recruitment material. 
  
3.1 Study Design 
  
The study will investigate the use of sustainability concepts in as a recruitment materials  tool for 

prospective Dalhousie students using non-probabilistic purposive sampling. Through the 

assessment of select promotional content available to potential students, we will determine the 

extent to which Dalhousie’s commitment to concepts of sustainability is are communicated 

through its recruitment materials. This study will assess three materials: the Dalhousie Domestic 
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View Book 2016, the most recent Dalhousie Studley campus tour script (which is primarly 

intended as a recruitment method), as well as the Dalhousie prospective students’ “Life @ Dal” 

web page (Appendix D) and the “Sustainability at Dalhousie” webpage[TW11]  (Appendix D). We 

will qualitatively code the textual and pictorial aspects of these materials using the STARS 

checklist as a framework (AASHE, 2015), because it is a well-established framework for 

quantifying sustainability in higher education institutions (Lidstone et al., 2015). 
 
3.2 Research Tools 
 
The qualitative research methods of this study involve a textual and pictorial analysis of 

recruitment materials. Connolly (2014) outlines how universities use both text and images to 

market to prospective students, and describes how identifying the context of the text and imagery 

is useful in analyzing its effect on the intended demographic (i.e. prospective students). Through 

examining what Dalhousie includes in its promotional materials, we can become aware of what it 

deems to be important or appealing within its programs. 
  
The main focus of our research will involve coding the recruitment resources previously decided 

upon by the group. We will code the textual and pictorial aspects as a group, using both a priori 

and a posteriori coding. The a priori coding, defined as developing codes prior to examining the 

resources, will involve our group developing codes based on the using the AASHE STARS 

checklist[TW12]  to code the materials (Wright, 2016). The textual analysis portion of the analysis 

will involve refers to all blocks of text within the chosen recruitment materials.  , and pictorial 

analysis will be accomplished using all images present on both the web pages, and the images in 

the view book. We decided to utilize this form of coding as it allows for consistency throughout 

the analysis of recruitment resources (Wright, 2016). Following the preliminary coding, we will 

use a grounded a posteriori coding, meaning codes are developed during the analysis process, to 

allow for new terms that seem to come up or are represented repeatedly in the text to be added to 

our list of codes (Wright, 2016). By employing a posteriori coding, we are allowing for 

adaptability within our study by incorporating additional terms that appear repeatedly in 

resources to be added to our list of codes for future reference (Connolly, 2014). This is beneficial 

not only to our own study, but also any future researchers should they choose to utilize our 

research as a baseline for their own projects (Connolly, 2014). 
  
The AASHE STARS checklist contains seventy-four codes in total (AASHE, 2015). Therefore 

each group member will be given a list of twelve or thirteen codes, and will go through the 

promotional resources chosen by our group, keeping a tally of how many times the code appears. 

Each individual will repeat the process for their respective codes, and following this process we 

will go through the codes as a group to ensure that none have been missed. The coding will allow 

us to determine how Dalhousie addresses each of the various aspects of sustainability (Appendix 

D) in its recruitment materials. A quantitative analysis of the frequency of each code, developed 

into a word cloud using Quirkos, will enable us to visualize the data and assess which aspects of 

sustainability are or are not apparent in the materials. 
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3.3 Data Analysis 
  
The data extrapolated from this study will help assemble a reflection of sustainability through 

Dalhousie’s recruitment efforts. Our analysis will combine the effects of all of the 

aforementioned research tools to establish a list of common words, themes, ideas, and images 

related to sustainability as according to the AASHE STARS checklist. The data will be 

organized in an Excel file, from which the mode will be calculated, representing the codes that 

are most apparent. We will then input this data into the Quirkos software. 
  
Quirkos is a qualitative analysis software program that allows for us to input our framework for 

the codes we created regarding one or more topics chosen by the group, and produces 

corresponding figures (Quirkos, 2016). We will translate the data into graphs, frequency tables, 

and a hierarchy tree along with an illustrative word cloud. The word cloud will show, based on 

the size of the words generated, which codes appeared the most. We will explore the connections 

between the data by observing how closely the codes are grouped together. 
 
3.4 Delimitations and Limitations 
  
A major limitation will be the restricted time frame and available sample material. Given that 

data collection and analysis will take place within a two-week period, the scope and material 

incorporated within the methods will be achievable within this timeframe. Additionally, we will 

be restricted to the most current resources, content available during the 2015/2016 academic 

year. 
  
We delimit our study by choosing to analyze resources that are electronic or print, and are 

readily available. We chose not to interview individuals involved with recruitment due to 

considerations of time and ethics. Throughout the coding of these materials, their bias and varied 

interpretation will be acknowledged. These are aspects within our control and are currently 

addressed in a proactive measure through intended methods. The STARS framework has been 

selected and will be used for the purpose of this project. However, we anticipate that it will be an 

effective tool because of its function and its legitimacy gained through similar studies. 
  
  
4.0 Schedule 
  
Throughout project development, group members will remain in regular contact with each other 

through weekly meetings, in addition to allocated project development sessions in each lecture. 

As shown in Figure 1, our group worked collaboratively to develop a schedule to achieve all 

milestones in advance of due dates to ensure that all group members can discuss and be confident 

in the quality and content of our final submissions. Appendix A features schedule details in the 

form of a monthly calendar for the semester, aligning project objectives and deliverable 

deadlines. 
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Figure 1: Project Schedule: Gantt chart of schedule for research project to be completed 

throughout the duration of ENVS/SUST 3502 Winter Semester 2016 starting 

January 4th, 2016 and ending April 6th, 2016 at Dalhousie University, Halifax, NS . 
  
5.0 Budget 
 
We do not anticipate that there will be any costs associated with this project. The materials we 

have deemed necessary to our project are freely accessible and analysis tools previously decided 

upon by the group will be computed through programs that group members already have access 

to. 
  
6.0 Deliverables and Communication Plan 
 
The aim of this project is to develop a preliminary evaluation of how on-campus sustainability 

initiatives are promoted during Dalhousie University’s student recruitment process. The project 

will be a first step in assessing how Dalhousie may be perceived by prospective students in terms 

of its sustainable image. We intend for the project to be exploratory in nature and to provide the 

recruitment branch of the Dalhousie Registrar’s office with a summary of its current position on 

campus sustainability. The outcomes of this project may also be of interest to Dalhousie students, 

staff and faculty as a whole. The project has the potential to lead to future research examining the 

effects of promoting sustainability on student enrolment. 
  
The results of our analysis will be compiled in a written report, to be accessible to all through 

Dalhousie’s Environmental Science department website. The report will also aim to summarize 

the motives behind our research and to make possible recommendations to Dalhousie’s 

recruitment office which will be provided with a one-page summary of our findings. 
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Additionally, the project results will be developed into a PowerPoint presentation, to be 

delivered as part of a Pecha Kucha night at the Grawood campus pub in the Dalhousie Student 

Union building on April 5th, 2016. The audience will be primarily members of the ENVS/SUST 

3502 class, as well as any additional members of the Dalhousie staff, faculty or student body that 

may wish to attend. Both the report and the presentation will aim to clearly communicate our 

findings to a general audience, and will hopefully lead to further discussion about how Dalhousie 

can continue striving to be a leader in sustainability. 
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Appendices 
Appendix A: Calendar 
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Appendix B: Dalhousie Domestic View Book 
  

 (Front Cover: Dalhousie Domestic View Book ’16) 
  



56 

  

(SAMPLE: Page 8-

9 Dalhousie Domestic View Book ’16) 
  
Link to entire book: https://issuu.com/dalhousieuniversity/docs/dal_domestic_vbk_2015?e=2143093/30245390 
Appendix C: AASHE STARS Sustainability Checklist 
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Appendix D: Dalhousie Web Page 
  
 

 
URL:  http://www.dal.ca/campus_life/orientation/life-at-dal.html 
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URL: http://www.dal.ca/faculty/sustainability/about/sustainability-at-dalhousie.html 
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