
 

 

  

  

 

 Marketing Sustainability Education at the University of New Hampshire  

  

  

Chrissy Delyani, Theresa MacDowell, Bosi Mosongo & Michael Slagle 

University of New Hampshire 

SUST 750:  Sustainability Capstone 

Vanessa Levesque 

May 8, 2020 

  



MARKETING SUSTAINABILITY EDUCATION  Delyani, MacDowell, Mosongo & Slagle 1 
 
 

 
   
 

 
 

Introduction 

Issues like climate change are a pressing challenge that if uninterrupted will compromise 

the needs of future generations. It is important to teach methods to address such complexities, 

since it requires multiple disciplines to collaborate to mitigate risk and increase global resilience 

(Incropera, 2015). The emerging field of sustainability, defined as “meeting our own needs 

without compromising the needs of future generations to meet their own needs,” is becoming 

increasingly relevant in contemporary society. Sustainability integrates three different 

perspectives, often referred to as pillars: economic, social and environmental (World 

Commission on Environment and Development, 1987). Approaching problems within the three 

pillars of sustainability is done through interdisciplinary research. This style of research is 

performed when different experts come together to solve a wicked problem such as climate 

change. Despite conflict that can arise from interdisciplinary work, the solutions that are derived 

from this research are well-rounded and applicable (Schoolman et al. 2012). To address the 

world's impending complex issues, it will be meaningful to teach a sustainability-based approach 

to future generations.  

Sustainability and Academia  

 Higher education institutions, which will furthermore be referred to as universities, are 

defined as any school that provides education and professional training above a secondary 

education level. Universities are also seen as a representative of society, alternatively 

microcosms of society (Rodin, 1997). These institutions are crucial to the promotion of 

sustainability (Levesque et al, 2019). Academia is one category that is important to institutions 

for spreading the educational awareness about sustainability (Levesque, 2019) 
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Universities should be conscious of the factors that influence a student’s decision to 

enroll in a particular degree program in order to successfully market it (Baker, Irani and Abrams, 

2011).  Students often choose an academic program to enroll in based on their existing passions, 

their desire to be happy in the workplace, and the stability of perceived jobs that can stem from 

the completion of that program (2011). However, the barriers of not knowing what jobs the 

degree can lead to, poor salaries once employed, and poor overall performance of the industry 

leads students away from a degree program (Baker, 2011). This suggests that students select 

degree programs based on the long-term benefits of completing the degree from prior researched 

knowledge or existing passion.  

In one study at the University of Texas at Brownsville, students were more likely to 

enroll in a program if they enjoyed the professor that they had, citing that high school career 

counselors, school career centers and academic advisors had low impact (Quezada and Chi, 

2013). Likewise, Brown suggests that knowing students enrolled at the university and their needs 

through primary research and data is critical for attracting students to a program (Brown, 2004). 

These points suggest that connection with the students encourages them to enroll in a program.  

Marketing a Dual Major 

The University of New Hampshire is at the forefront of the sustainability movement, 

evidenced by its STARS platinum status, work in reducing emissions, and hosting waste-free 

graduations (AASHE, 2018).  An additional sustainability initiative made by the university was 

the development of the sustainability dual major. Although UNH’s sustainability education is 

one of their flagship programs, enrollment has increased only slightly: about sixty out of twelve 

thousand undergraduate students have currently declared the dual major. Currently, there is a 
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lack of literature on marketing to enrolled undergraduates. A better understanding why students 

enroll in specific academic programs will provide a basis for the scope of marketing the dual 

major to increase overall enrollment.   

A common issue that reputable universities face is a lack of effective communication 

with undergraduate students after enrollment (Hossler, 1999). The University of New Hampshire 

is no exception to this, for there is limited internal community awareness of the option of the 

sustainability dual major.  

Our group intends to work closely with key stakeholders to investigate the low 

enrollment rate of the SDM and identify effective messages and mediums that target the Gen Z 

generation. Using our results, we will create recommendations to share with the University of 

New Hampshire Sustainability Dual Major that will aid future market decisions to increase 

enrollment.  

Literature Review 
For universities, marketing has changed since the global education massification, or when 

a product or service, in this case education, becomes available to more people. In response to 

massification, universities have changed the way they operate to reflect that of a business where 

the degree is a product and the students are customers (Maringe & Gibbs, 2008). Universities 

acting as a business must carry out marketing with a student-centered design (2008). Student 

centered indicates that the needs of the students are met through the selling of the product. To 

meet this need, especially when aiming for increased enrollment, university programs 

individually must be looking for feedback from students and aim for continuous improvement. 

Feedback can be generated through a variety of tasks but must be inclusive of all people in the 

program (2008). 
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Additionally, universities that are more market oriented have been found to perform 

better (Caruna, Ramaseshan, & Ewing, 1998). Studies on the degree of marketing and its 

relationship to performance in Australia can confirm that there is a positive correlation between a 

market orientation and overall performance. (1998). To properly evaluate the progress of 

marketing, tracking is vital. A university or program running as a business should utilize 

tracking. Only when a business tracks and optimizes advertisements is when it can still be 

profitable (Wilson & Pettijohn, 2010).  

Regarding internal communication, existing information for practices let alone most 

effective methods of internal communication in higher education has not been widely addressed 

in existing literature. However, experts in the field of business have found that internal 

communication is “crucial for successful organizations as it affects the ability of strategic 

managers to engage employees and achieve objectives” (Welch, 2007).  

Continuing with the business model, a full understanding of the target customer is 

needed. As of 2020, college students will be Generation Z, also known as Gen Z. This generation 

includes anyone who was born between the years 1997 to 2012 (Turner, 2015). Gen Z will 

occupy college campuses for over a decade making them the targeted generation for universities’ 

marketing efforts.  

 Television is one medium that is currently used to target Gen Z college students (Story, 

2007), for it is one of the most persuasive marketing methods for Gen Z as a whole (Campus 

News, 2019). Viewership of television among college students has been increasing with students 

preferring live TV (44%) and streamed services (37%) (College, 2013). Despite these efforts, 
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marketing via television is not effective for current Gen Z college students like it is overall for 

the generation (College, 2013).  

Researchers have found that members of Gen Z “spend two-thirds of their waking day 

consuming content.” (Hill, n.d.). Dependence on technology within this generation is expected to 

continue. Along with internet reliance, social and virtual networking sites are popular among 

Gen Z college students as they appeal to their desire to belong (CONE Research, 2019; Williams 

& Page, 2020). The most popular platforms used include Instagram, Snapchat, TikTok, 

Facebook, and YouTube (Yadav & Rai, 2017). To access these platforms, the generation can 

easily use their smartphone. Thankfully, 96% of the generation is reported to own a smartphone 

(CONE Research, 2019; Williams & Page, N.D.).  

 Thus, one way to target collegiate Gen Z members is to advertise to them through digital 

marketing. Studies have shown that if a firm wants to build a “long-term relationship” or 

attachment with a target they should “utilize digital media for marketing purposes.” (Tiago & 

Verissimo, 2014). Gen Z’s unique characteristics directly influence which marketing methods 

are effective. Marketing campaigns must understand and utilize what is known about Gen Z so 

that they are successful in achieving their goals (Williams & Page, n.d).  

Methods  

In the research process, we conducted semi-structured key person interviews, and online 

surveys to students at the UNH Durham campus and currently enrolled in sustainability core 

classes. A literature review was conducted to provide a base understanding about Gen Z.  

Specifically, we conducted five interviews. We interviewed key university staff in the 

UNH Sustainability Institute and the dual major directors to learn about methods they have 
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previously used to market sustainability. We administered each survey using an online 

application called Zoom for thirty minutes each and obtained permission to record each 

interview (Gibbs, 2013). We asked several questions about the past methods to increase student 

enrollment in the sustainability dual major. We used these interviews to identify current attitudes 

from these key university staff to identify gaps in current practice and, as compared to best 

practices in the literature review.  

We also conducted an online survey for the general student body at UNH (see appendix 

A). Surveys can provide specific areas for quality improvement efforts (Cleary, 1999). We aimed 

to discover correlations between specific major schools and their particular sustainability 

interest. Furthermore, we wanted to know the general awareness of sustainability on campus, and 

which topics related to sustainability were most important to currently enrolled students. The 

survey was concluded with demographic questions, including which school their major was 

included within and class year. To administer this survey, our group posted the link to the survey 

on all four of the UNH Class Facebook pages, with a short note inviting users to take our survey. 

By using social media to promote our online survey, we strove to get a representative sample of 

University of New Hampshire students. We chose to use this methodology to further increase our 

pool of respondents (Wright, 2005).  With the total enrolled undergraduate students and UNH 

totaling little more than 12,700, we aimed to get anywhere between 300 and 500 responses 

(Qualtrics, 2020).  

We also administered our survey to currently enrolled sustainability students. We 

requested professors of the core sustainability courses to have the students enrolled voluntarily 

take the survey. Instructors gave the students a link to the survey through email. Conducting the 
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survey in the core sustainability classes provides valuable insight on what motivated them to 

enroll in the course and, if applicable, why they are pursuing the dual major.  

To interpret our data, we first used Qualtrics to identify trends in our online survey 

responses. We took our Qualtrics interpreted data to Microsoft Excel to create visuals to 

represent these trends between students and their sustainability interests. We used questions 

about currently enrolled student’s sustainability interests to better shape which types of messages 

may best resonate within the student body when creating a marketing plan. 

The last method we used was a literature review. This method gathered data in two 

different fields: marketing in academia and marketing towards Gen Z. Looking at practices from 

the literature of marketing in academia, we were able to compare the practices suggested by the 

literature to the practices done to promote the dual major (Turner, 2018). The data about 

practices done by UNH for the dual major were examined through the survey and interview 

results. By comparing the current practices to those best described in the literature, the gaps in 

the university’s practices were identified for improvement. The literature on Gen Z was used to 

better understand the targeted population (Turner 2018). This data was used to enhance what the 

information from the survey, providing a fuller understanding of how marketing resonates with 

students. By using the information from the literature review, the best practices of marketing the 

dual major has been brought forward.  

Results 

Survey 

After 20 days posted we received 317 complete survey responses, with half coming from 

the senior class (see Figure 1). The distribution of respondents by UNH school was quite even, 
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with most responses coming from students in Peter T. Paul College of Business and Economics, 

or PAUL (see Figure 2). Of the students surveyed, 14% of the students had taken SUST 401, the 

introductory course to the sustainability dual major. Of the students who had taken 401, they 

were fairly evenly distributed among COLA (19%) PAUL (18.9%), and COLSA (17.1%). Only 

one CHHS student had completed SUST 401.  

Figure 1: Respondents by class standing                   Figure 2: Respondents by UNH school  

 

 

 

 

 

Most students originally found out about the 

class SUST 401, Surveying Sustainability, through the medium of an advisor (24%). Other 

common ways of learning about the introductory class were from the UNH website (16%), print 

advertising (such as table tents) (15%), and through friend and peer word of mouth (15%). The 

full results of this question can be seen in Figure 3. 

Figure 3: How students originally heard about SUST 401  
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In respect to favorable messages: from the surveyed students it was revealed that the most 

popular tagline was “Let’s Make Solutions, Not Pollutions”, with 139 votes, see Figure 4 for 

complete results.  

Figure 4: Results of tested taglines
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The top issue that resonated with students was climate change, with it receiving the most 

votes from every school. Each school had a different topic message that interested them most, 

with PAUL and CEPS both having the most votes in renewable energy. Figure 5 shows the 

breakdown of topics of interest by school, with the top interest of each school outlined in black.  

 

 

 

 

 

 

 

 

Figure 5: Results of most important topics 
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 Furthermore, there was a correlation between the UNH college students and how 

relevant they felt sustainability was according to their interests. Overall, 79.8% of students saw 

sustainability as relevant or very relevant to their interests, see Table 1 for complete results by 

school.  

Table 1: Relevance of sustainability compared to college of primary major 

 

 Another correlation found was between student’s sustainability knowledge and which 

UNH college they were in. Students in COLA and CHHS were overall the least knowledgeable 

with 26% and 3% feeling sustainability was relevant or very relevant respectively. Students in 

COLSA felt they were the most knowledgeable, with 55%; full results can be seen in Table 2.  

Table 2: Students perceived knowledgeability about sustainability 

 

Overall, 88% of students surveyed were aware of UNH’s sustainability course offerings. 

Of the 12% that were not aware, 4% were interested in learning more about these classes. There 

was also a correlation of awareness with courses by which school students were a part of: CEPS 

and COLSA, having more than 90% awareness and CHHS with less than 80%. Table 3 shows 

the different majors and their awareness levels.  

Table 3: Student awareness of UNH sustainability courses 
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Interviews 

From the interviews, it was evident that the sustainability dual major has been marketed 

to students since the dual major began in 2016. The marketing of the dual major has been 

conducted in several different forms. Print and digital marketing comes in the form of: tabletop 

advertisements (also known as table tents) of sustainability courses at the Memorial Union 

Building and dining halls, brochures, leaving messages on whiteboards in classrooms, posting 

regularly on social media about opportunities, emailing students, and digital posters on video 

screens located around campus. Much of the marketing for the dual major is conducted through 

word of mouth. This is accomplished by students having conversations with friends, students 

speaking in classes about the dual major, accepted students’ days tabling, hearing the lecturer of 

the sustainability core courses speaking about the dual major, students meeting with 

Sustainability Institute staff, and through events. The staff and faculty at the Sustainability 

Institute and the dual major stated that in person conversation with students is the most effective 

method of marketing the dual major to increase enrollment, yet they do not have numerical 

evidence to support this.  

Outside of the Sustainability Institute and the dual major faculty, the university as a 

whole does not market the dual major. The university does claim that it is a sustainable campus, 

as recognized by the STARS program, but fails to promote its sustainability education program. 

Efforts to market the rating have grown students’ awareness of the idea of sustainability, yet its 

direct impact on the dual major enrollment is unknown but likely limited.  



MARKETING SUSTAINABILITY EDUCATION  Delyani, MacDowell, Mosongo & Slagle 13 
 
 

 
   
 

 
 

From the interviews, communication issues between the sustainability dual major, the 

Sustainability Institute and the university overall were discussed. All of the interviewed faculty 

staff have recognized that the dual major has been marketed in several forms and has had 

successes. Some faculty were displeased by the current reach, stating that they hope that 

marketing will bring more students into the program in the future. Others saw the current 

marketing reach as a slow but sustainable approach. In this case, the different faculty and staff 

are acting independently of each other instead of having a clear and distinct marketing plan; 

interviewees said that this was a university wide issue.  

The interviewees were interested in expanding current marketing practices and 

implementing new tactics. Maximizing in person communication about the dual major is one 

strategy that was stated to be expanded on. Sharing the stories of students and their reasons for 

partaking in the dual major was another method that was commonly mentioned. When creating 

new, expanding, and rewriting print materials, the messages must reflect the current students’ 

needs and what is most relevant to them. Doing so, the language used must be carefully 

considered. When doing these new and refined marketing methods, it was commonly suggested 

that there is a place where students can become more involved, not just leaving it up to the 

faculty and staff to do.  

Discussion 

 Our study explored the messages and mediums that are the most effective in marketing 

sustainability education to current college students who are part of Gen Z. We also found barriers 

across different administration levels that prevent these messages and mediums from being 
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effective. We present five recommendations to the sustainability dual major to ensure the 

recruitment and reach of these messages and mediums.  

Messages and Mediums 

With 88% of surveyed students aware of the UNH sustainability course offerings, it was 

clear the issue was more about students not connecting sustainability with their primary major. 

When targeting Gen Z students that are currently enrolled at UNH, the best message to use is one 

about climate change. This is seen as one of the generations biggest challenges and has caught 

the attention of many UNH students.  

The sustainability dual major enrollment has had some positive assistance from programs 

like the changemaker fellowship. This program has brought attention to sustainability courses at 

the university; this program takes a business centered approach to create sustainable change. This 

business focused approach has sparked the interest of students, especially those in Paul College 

of Business and Economics. These students are exposed to the pillars of sustainability in the 

changemaker program and can foster their interest in continuing sustainability education in 

programs like the sustainability dual major.   

Using targeted methods would be best for schools with low enrollment rates such as in 

the College of Health and Human Services, CHHS, which had the lowest enrollment rate as well 

as lower overall attitudes of sustainability’s relevance to their interests. Using a targeted message 

about a social sustainability topic, such as universal healthcare would be an impactful way to 

help these students’ better picture themselves enrolling in the major. Another option is to 

highlight a student’s story who is enrolled in both CHHS and the SDM.  
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Furthermore, using a catchy tagline, such as “Let’s Make Solutions, Not Pollutions” 

could be another way of raising overall sustainability awareness on campus. By putting a tagline 

such as this on every trash and recycling bin, UNH is promoting both waste and recycling efforts 

while raising awareness of overall sustainability programs on campus. Getting students’ attention 

in this way would be an effective way of raising interest levels in learning more about the major 

and increasing enrollment in SUST 401.  

Several different mediums are impactful in reaching Gen Z students. One of the most 

impactful ways to target this population is through social media platforms. Gen Z spends on 

average ⅔ of their day consuming digital content, part of which is consumed through social 

media. The Sustainability Institute currently has a presence on Instagram; the dual major does 

not have any social media presence.  Along with social media, another compelling marketing 

method revealed was word of mouth. Our survey revealed that 15% of students heard about the 

sustainability dual major through friends and peers, and 24% of students have heard about the 

dual major through a discussion with their advisor. Expanding on current mediums and trying 

new ones with an emphasis on having a web presence and in person communications are 

recommended. These new marketing mediums can be found in the recommendation’s subsection 

(See page 17).  

Challenges Faced  

All departments at the University of New Hampshire often work independently of one 

another when working to recruit more students. As a business model, the departments are in 

direct competition with one another to get as many students as they can into their respective 

programs. The sustainability department is not unique in that sense; faculty who work to market 
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the dual major do so independently of other academic programs offered at the university. It was 

evident from some of the interviews that working independently from other academic programs 

is harmful. Citing that students are presented with too much information about academic 

opportunities offered at the university, students can often forget what is available due to 

information overloads from opportunities. Collaboration with other academic programs can 

provide students with the ability to compare programs that meet their academic needs. The 

sustainability dual major is a flexible interdisciplinary academic program; the flexibility offered 

can cater to multiple students’ needs and contrast with other programs that have rigid 

curriculums. 

Some interview respondents believe that marketing efforts have been effective in 

increasing awareness, yet others seek more. It is clear that the marketing techniques used have 

raised visibility of the SDM. Of the students surveyed, 88% of students were aware of the 

courses offered by the sustainability dual major. Our interviews also discovered differing 

favorable marketing methods for the SDM, however, all faculty felt that in-person 

communication or on-campus events were the most effective. Yet, when looking at the survey 

results, it was found that out of the 55 students who had prior knowledge of SUST 401 or the 

SDM, the results with the highest frequency showed that 23% of students were introduced by 

their advisor and 16% discovered the program from the website. On campus events still raise 

awareness but could be enhanced with the messages found from the survey. Students have to 

meet with advisors twice a year, it would be beneficial to put more effort in improving 

information provided to advisors as well as on the university website. 

Recommendations  
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 Expanding on current marketing practices is recommended to increase enrollment of the 

dual major. Accordingly, targeting Gen Z is impactful through an online and social media 

presence, expanding on these current practices is recommended. The Sustainability Institute has 

an online presence and an Instagram account. Information on the dual major is available on the 

Sustainability Institute website but is not featured on the Instagram account. This online presence 

could be expanded by the sustainability dual major having its own Instagram page. The new 

Instagram page will be highlighting the topics that resonate most with students and then having a 

post that shows how the dual major discusses this. For example, a post on climate change could 

be done by showing a picture of a climate change topic being taught in class and how a student 

can learn about it by enrolling in the sustainability dual major course. More specific posts can be 

made to target specific groups of students.  

Often, academic advisors have an impact on the trajectory that a student’s college career 

will take. Advisors listen to students’ interests and recommend dual major or minors based on 

their academic goals. We recommend that advisors could be provided with optional training to 

correctly promote dual major and minor programs to students. This training will go over what 

programs are available and how to work with students to select one that fits their interests. When 

they leave the training, they will be given packets with descriptions of all dual majors and 

minors. Advisors can give students one of the packets during their advising meeting. The advisor 

can show the student options that they see fitting the student’s academic goals. The sustainability 

dual major will be featured in this packet; a description of the dual major will be provided along 

with how it can be applied to enhance students’ academic experiences.   
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 We recommend that a student sustainability dual major task force should be created to 

take on responsibilities of experimenting with new marketing techniques to promote enrollment 

in the dual major. These students will work alongside the dual major faculty to provide a student 

voice for the marketing and communication of the academic program. Meetings could occur 

monthly, or more frequently if there are projects to work on. This task force could reach out to 

student organizations on campus, further increasing word of mouth advertising. Students would 

give a small presentation to the members of student clubs at a general meeting. This way, outside 

joint events with organizations that potentially have members that are interested in sustainability. 

The goal of this task force would be to further increase sustainability student presence on 

campus.  

The fourth recommendation is to gather data from students in each of the core 

sustainability dual major courses each year in an effort to market effectively to university 

students. Based on our Sustainability Awareness survey, this survey will ask different questions 

about students’ experiences with enrolling in the dual major. The introductory course will ask 

about how and why students took the intro course. The intermediate course will ask questions 

about why they chose, or did not choose, to enroll in the dual major and how they first learned 

about it. The advanced course will ask students about their overall experiences in the dual major, 

what sustainability issues they enjoyed learning about most, and how the program can improve 

to best meet student’s needs. Furthermore, all these surveys will have identical questions 

pertaining to messaging and marketing tactics. The answers to these questions will be compared 

to the results from the previous year’s survey. The data gathered here will be important for 

continuous improvement of marketing the dual major program. It is important this is done 
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annually as the results will likely change each year. These changes will directly correlate with 

which marketing methods appeal to the UNH student body. Faculty will use this information to 

provide messaging that resonates with student’s interests and learn what mediums are effective 

when marketing the program.  

 Finally, we recommend the creation of an annual university wide dual major and minor 

fair will present students with the opportunity to find an academic program that will enhance 

their overall academic experience. At the fair, students will learn about what a dual major and a 

minor is and have the option to talk to faculty about what option will best fit their needs. All dual 

majors and minors at the university will have the option to set up a table to explain what a 

student will learn by enrolling in the program, what classes are required, and how the program 

can lead to career success. Faculty and current students in a program will talk to students who 

stop by their table answering any questions they may have and providing them with information 

about the program.  

Limitations  

 The research conducted was limited due to a few factors. The survey conducted in the 

research was the first time the sustainability dual major has gathered this information; because of 

this, the data presented here has no comparison to examine trends or previous student’s 

experiences. However, the data presented here can be useful as a base data for future research on 

the dual major. The data gathered in the survey had a strong representation of the senior class. 

The data for underclassmen is limited, calling for future research to emphasize these classes. It is 

important to remember that the data and recommendation are only for currently enrolled 
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students. The research shows that marketing to those who are thinking about going to college or 

university is important, but it is out of our research’s scope.  

Conclusion 

 Although there are some marketing difficulties within the university space, using new 

practices for current UNH students can be effective in increasing enrollment. Using our research, 

we were able to identify new ways for the sustainability dual major to further their reach: 

educating advisors, creating a student committee, continual student surveying, and organizing a 

dual major and minor fair. Additionally, we were able to find the best messages and mediums 

that resonated with these Gen Z students to support current marketing practices. Increasing the 

visibility of the major will also have other positive effects, students will have expanded overall 

awareness of UNH’s sustainability efforts and a better understanding of the topic as a whole. 

Through updating marketing practices to meet the needs of students, the sustainability dual major 

will have individualized techniques to increase enrollment in the program.  
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Appendix A  

Sustainability DM Survey  

 RESEARCHER AND TITLE OF STUDY 
We are four undergraduate seniors at the University of New Hampshire conducting our 

sustainability dual major capstone research on how to market sustainability education at UNH. 
The name of the project is: 2020 Sustainability Capstone Research, UNH IRB #8230.  

WHAT IS THE PURPOSE OF THIS FORM? 
This consent form describes the research study and helps you to decide if you want to 

participate. It provides important information about what you will be asked to do in the study, 
about the risks and benefits of participating in the study, and about your rights as a research 
participant.  

You should: 
• Read the information in this document carefully. 
• Ask the research personnel any questions, particularly if you do not understand 

something.• Not agree to participate until all your questions have been answered, or until you are 
sure that you want to. 

• Understand that your participation in this study involves you taking a survey that will 
last about 3 minutes. 

WHAT IS THE PURPOSE OF THIS STUDY? 
The purpose of this study is to examine student awareness of and interest in sustainability 

education at UNH. No knowledge about sustainability is needed when taking this survey. 
Answers from all current UNH students will be helpful for our research. In order to participate, 
individuals must be at least 18-years-old. 

WHAT DOES YOUR PARTICIPATION IN THIS STUDY INVOLVE? 
In this study you will be asked to answer questions about sustainability education at 

UNH. The study will take approximately 3 minutes. 
WHAT ARE THE POSSIBLE RISKS OF PARTICIPATING IN THIS STUDY? 
Participation in this study is expected to present minimal risk to you. 
WHAT ARE THE POSSIBLE BENEFITS OF PARTICIPATING IN THIS 

STUDY? 
You are not likely to benefit in any way from this study, but the information collected 

will be used to improve sustainability education at UNH. 
 
WILL YOU RECEIVE ANY COMPENSATION FOR PARTICIPATING IN THIS 

STUDY? 
No. 
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DO YOU HAVE TO TAKE PART IN THIS STUDY? 
Taking part in this study is completely voluntary. You may choose not to take part at all. 

If you agree to participate, you may refuse to answer any question. 
CAN YOU WITHDRAW FROM THIS STUDY? 
If you agree to participate in this study and you then change your mind, you may stop 

participating at any time by closing your browser. 
HOW WILL THE CONFIDENTIALITY OF YOUR RECORDS BE 

PROTECTED? 
Survey responses are anonymous and no identifiable information will be collected. 

Responses will be stored in an online cloud space that is password protected. If we write a report 
or article about this study or share the study data set with others, you will not be able to be 
identified. The data will be reported in aggregate. The results may be used in reports, 
presentations, and publications. 

WHOM TO CONTACT IF YOU HAVE QUESTIONS ABOUT THIS STUDY 
If you have any questions pertaining to the research you can contact our capstone project 

professor, Dr. Vanessa Levesque at Vanessa.Levesque@unh.edu.If you have questions about 
your rights as a research subject you can contact Melissa McGee in UNH Research Integrity 
Services at 603-862-2005 or melissa.mcgee@unh.edu to discuss them. 
By clicking, you agree you are over the age of 18 and consent to participate in the research study. 
  
  
Q1 How knowledgeable are you about sustainability? 

o Extremely knowledgeable 

o Very knowledgeable 
o Moderately knowledgeable 

o Slightly knowledgeable 
o Not knowledgeable at all 

 
 

 
 

  
Q2 Are you aware that the University of New Hampshire offers sustainability courses? 

o Yes 

o No 



MARKETING SUSTAINABILITY EDUCATION  Delyani, MacDowell, Mosongo & Slagle 23 
 
 

 
   
 

 
 

o No, but I am interested in learning more 
  

Display This Question: 

If Are you aware that the University of New Hampshire offers sustainability courses? = Yes 

Or Are you aware that the University of New Hampshire offers sustainability courses? = No, 

but I am interested in learning more 

  
Q3 Have you taken SUST 401 (Surveying Sustainability)? 

o Yes 

o No 

o No, but I am interested in enrolling 
  

Display This Question: 

If Have you taken SUST 401 (Surveying Sustainability)? = Yes 

Or Have you taken SUST 401 (Surveying Sustainability)? = No, but I am interested in 

enrolling 

  
Q4 Are you considering enrolling in the Sustainability Dual Major? 

o Yes 

o Maybe 

o No 

Display This Question: 

If Have you taken SUST 401 (Surveying Sustainability)? = Yes 
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Or Have you taken SUST 401 (Surveying Sustainability)? = No, but I am interested in 

enrolling 

  
Q5 How did you originally learn about SUST 401 (Surveying Sustainability)? 

o Advisor 

o Friend/Peer 

o UNH Website 

o On Campus Events (ex. U-Day, MUB Tabling) 

o Print Advertising 

o This Survey 

o In a Class (please specify which) _____________________________________________ 

o Other (please specify) ________________________________________________ 
   
Q6 Which sustainability-related slogan makes you want to learn more? (Choose all that 
apply) 

▢     Helping the Earth One Class at a Time 

▢     Let's Make Solutions, Not Pollutions 

▢     People, Planet, Profit, You 

▢     None of the Above 
   
 
 
 
 
 
 
Q7 How relevant do you feel sustainability is to your interests? 

o Very Relevant 

o Relevant 

o Neither Relevant or Irrelevant 



MARKETING SUSTAINABILITY EDUCATION  Delyani, MacDowell, Mosongo & Slagle 25 
 
 

 
   
 

 
 

o Irrelevant 

o Very Irrelevant 
  
 Q11 Which of the following sustainability issues interests you the most? Choose up to three 
issues. 

▢     Climate Change 

▢     Environmental Justice 

▢     Food Systems 

▢     Access to clean water 

▢     Diversity & Equity 

▢     Corporate Social Responsibility 

▢     Access to quality healthcare 

▢     Access to quality education 

▢     Renewable Energy 

▢     Biodiversity loss 

▢     Waste & Recycling 

▢     Other (Please Specify) ______________________________________ 
  
 
 
 
 
 
 
 
 
Q8 What school is your primary major a part of? 

o COLA 

o COLSA 

o PAUL 
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o CEPS 

o CHHS 

o Other (please specify) ________________________________________________ 
  
Q9 What year are you considered? 

o Freshman 

o Sophomore 

o Junior 

o Senior 
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