




















To be the main hub where students can collaborate on sustainability-related
projects and initiatives
Provide access to sustainability-related resources on and off-campus
Function as a meeting room for AMS affiliates

Finally, the AMS Sustainability has multiple ongoing projects aimed at involving
UBC’s student body. This includes larger projects such as the AMS Sustainability
Subcommittee and the Interactive Sustainability Centre, as well as short-term
projects like the Revolving Gardens in the UBC Nest and AMS Thingery (UBC Alma
Mater Society, 2022).

Through these five areas, AMS Sustainability plans to continue leading the path
toward achieving a more sustainable society at UBC.

The Interactive Sustainability Centre (ISC):
One of the ways AMS Sustainability plans to achieve its goal of a net-zero student
society is by opening the Interactive Sustainability Centre (ISC). The three main goals
of the ISC are:

1.

2.
3.

To achieve these three goals, there are three main objectives for the ISC: 

Objective  1: Expand the impact and reach of the ISC’s services and offerings, all
while acting in accordance with the AMS Sustainable Action Plan (AMS of UBC,
2020). At the time of this report, the ISC had just had their grand opening on February
14. Although AMS Sustainability has emailed all UBC Sustainability clubs and filmed a
promotional video for the ISC, there has only been minimal impact and reach on the
UBC community.
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Objective 2: Increase the overall number of users; increase the number of both
first-time and repeat interactions with the ISC and its service offerings. ISC’s grand
opening provided a burst of new users, but AMS Sustainability has struggled with
retaining its consumers. Investing over $24,000 in renovating a storage room to
create this new centre, the AMS plans on making the ISC the hub for all
sustainability-related collaboration at UBC (Gaster, 2022). Currently, they are
focusing on increasing their number of users through word-of-mouth marketing.

Objective 3: Introduce more sustainability initiatives and programs to the UBC
population. The ISC was created to act as a catalyst for interacting with other
offerings from AMS Sustainability, such as the Zero Waste Foodware Strategy and
the Sustainability Subcommittee. They are hoping the ISC will foster more in-person
collaboration, helping foster the creation of sustainability projects.























The ISC also has a lack of product differentiation from other meeting rooms. One of
the key features currently being advertised for the ISC is the easily accessible
meeting room for sustainability clubs. However, we quickly noticed that there is not
much differentiation that would make the average consumer realize the meeting
room is sustainability-focused. Aside from the dashboard showing sustainability
statistics of the AMS Nest, the centre’s layout is very similar to a standard study
room. This is hurting the ISC’s positioning, as many consumers will misuse it as a
study room rather than the collaborative-focused discussion room that was
intended for sustainability-minded students.

Another one of the ISC’s weaknesses is its room booking process. Unlike the
majority of room booking services at UBC which are processed through an
automated system, the ISC currently requires one person to reply to the consumer’s
email. The back-and-forth delays the process and is viewed as more work than
existing room booking services, turning away potential customers from using the
ISC. There is also only one person replying to the emails currently, which can lead to
delayed responses if there are too many requests.

Not having a website dedicated to the ISC is another weakness. Currently, the only
official information about the ISC is hidden in the “Get Involved” page on AMS
Sustainability’s page. Without their own website, the ISC is limiting their potential.
For example, interested consumers currently have to put in a lot more effort to learn
about the ISC or book a meeting room. This can turn a lot of potential customers
away due to the much easier room booking systems on campus.

Opportunities
As has been widely observed, sustainability is Gen Z’s (most of the UBC student
population) primary concern. For the Interactive Sustainability Centre, this is a huge
opportunity to get users who are largely sustainability-conscious to the room. The
interest exists, people want to learn more and engage in sustainable activities, the
ISC needs to market itself correctly in order to engage it.

UBC has many sustainability clubs and organizations which the ISC can join forces
with and build a partnership that furthers the goals of all involved. Partnerships can
expand the ISC’s reach by drawing even more people in and raising its profile.
Vancouver is also a sustainability hub of North America and has many
companies/organizations working in the sustainability space or with a heavy
emphasis on sustainability, for instance, the David Suzuki Foundation, Chop Value,
Nada, and many more. These organizations offer a big opportunity for the ISC to
build a conversation about sustainability on campus. 
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 workshops. Their awareness of AMS Sustainability and ISC is low. If they were to
visit ISC, they would be more inclined if ISC was recommended by a fellow club
member, and would most likely ignore the AMS website and AMS social media. 

Segment 4: “Active Abbie” - 24.59%
Key Characteristic: Either a member or an executive of a club in UBC, lives a
sustainable lifestyle, and disagrees with using the ISC in the next 3 months

The "Active Abbie" is a driven student who places a high level of importance on
being part of a community. They are so driven that they live a very sustainable life.
They are already involved in a sustainable initiative in or outside of UBC. Active
Abbie will likely visit the ISC if there is an opportunity to start a sustainability initiative
or project. Compared to Convenient Connor who mostly cares about the
convenience of the ISC, Active Abbie looks at other aspects of the room such as
attractiveness and amount of sustainability information and resources. Their
awareness of AMS Sustainability is high and most of them have heard of it from AMS
Instagram, word of mouth, and campus clubs.

Segment 5: “No No Noah” - 3.28%
Key Characteristic: Not a member of any UBC Club, not a sustainable person, and
disagree with using the ISC in the next 3 months

The "No No Noah" is an uninvolved student in their fifth year (or greater) of their
university studies. They do not even bother to learn or try to be sustainable. They
are very certain they don’t want to be involved in sustainable projects on campus
and would not bother to search for one. 

Segment 6: “No Club Nancy” - 19.67%
Key Characteristic: Not a member of any UBC Club, convenient and actively
sustainable, and disagree with using the ISC in the next 3 months

The "No Club Nancy" is your typical green student at UBC. They have never heard of
AMS Sustainability or AMS Sustainability -- and if they have, they would most likely
have heard about it from a UBC Blog or email, as these are their most frequently
uses mediums for information. They want to learn more about sustainability but
there is not enough drive for them to start their own green initiative. If they were to
use the ISC, it is more likely they would have been recommended by their fellow
peers. 
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Strategy 1.2: Increase resources and information about the ISC available online.

It is important for the ISC to appear in search results related to UBC sustainability.
Currently, the ISC does not appear amongst any search results related to
sustainability at UBC, so users cannot be aware of it. To alleviate this issue and bring
the ISC to people’s attention, AMS Sustainability should improve its online presence
by ameliorating its ISC webpages as well as improving its Search Engine Optimization
(SEO) for the ISC. 

Tactic 1.2A: Improve the ISC’s website presence by adding a dedicated landing page
with more information and functionality. 

Currently, the ISC is only featured in a small text box on the AMS Sustainability
landing page with a computer-generated mock-up of the room. There is no way to
interact with or learn more about it. By adding the ISC’s own dedicated landing page,
people who come across the AMS Sustainability’s website will be able to learn more
about the ISC and what it actually is. Through this new sub-page, the ISC can also
incorporate a new room booking feature which will allow users to more simply book a
room for events and meetings. Within this new sub-page, there will be space to add
more text allowing for more keyword use. This leads to the second tactic: improving
SEO. 

Tactic 1.2B: Improve ISC’s Search Engine Optimization (SEO) through long-tailed
keywords and the use of H1 tags. 

With the ISC’s new dedicated landing page, there is the opportunity to improve SEO
by populating more H1 tags with long-tailed keywords. These specific and targeted
keywords will help to rank the ISC amongst internet searches for UBC Sustainability
related topics. We recommend using keywords such as “UBC Sustainability”,
“University Sustainability”, or “AMS Sustainability”. For a further list of potential
keywords to highlight on the new ISC subpage see Appendix A. These keywords are
specific, targeted and relevant, and so they should help rank higher amongst UBC
sustainability-related searches, leading to increased awareness of the ISC. To further
this point, currently, the ISC is outranked by the “Integrated Service Centre” for most
UBC ISC-related search results. Improving SEO across the new landing page should
also help AMS Sustainability's ISC become more searchable for those seeking it.
Through the new subpage, AMS Sustainability can also use this as an opportunity to
educate viewers about the ISC’s service offerings, while at the same time boosting
SEO through the use of keywords throughout the page. 
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Tactic 3.1B: Promote to and inform “No Club Nancies” of the SPF funding through
physical posters and flyers.
 
Building off the previous tactic, the SPF program can also be promoted through
posters and flyers at high foot-traffic locations around campus, such as key
junctions at the Nest or Life building, as well as placed in on-campus student
residences. Many of the previously noted sustainable campus organizations that the
AMS will be pushing for digital promotions will also have physical locations that
would make targeting concentrated groups of “No Club Nancies” easier. The
posters and flyers will showcase the ISC to build a visual association of the SPF to
the ISC while also recommending that interested applicants visit the ISC to learn
more, include concise information about the SPF program, and include an
accessible QR code that takes viewers to the SPF microsite. 

Strategy 3.2: Increase the number of sustainability-related projects initiated at the
ISC. 

Part of the goal of the AMS is to lead local sustainability by supporting students
through initiatives and projects at UBC. To encourage recurrent usage of the room
and foster more collaboration among sustainability-driven students, we believe that
providing students with goal-oriented objectives and a centralized, sustainability-
oriented, working space will help guide the conversation to creating more
meaningful sustainability projects that can be applied to the SPF.

Tactic 3.2A: Provide students with the ASAP Plan’s list of sustainability issues which
can be accessed via a bulletin board

The first tactic is to add a sustainability initiatives ideas bulletin board inside the ISC
with a cohesive (but not exhaustive) list of ideas drawn from the existing ASAP plan;
the plan outlines some of the most pressing and prioritized sustainability issues that
UBC encourages its students to tackle (this is also an indicator for students of
certain focus areas of priorities for the AMS when making project and budget
approvals for SPF applications). Together, students can meet up with and
collaborate with other like-minded peers to select and solve an issue from the
board and develop it into a full-fledged project throughout the term. This physical
bulletin board and large whiteboard spaces encourage brainstorming and foster
collaboration while also effectively allowing students to fully utilize the given space. 







 Furthermore, this is also the time new students are exploring the physical UBC
campus in pleasant weather, that is why it is essential for the ISC to have all the
ground work done for their outdoor light display to be projected and make students
aware of the ISC. 

Having the Instagram page setup also means that during orientation week, AMS SUS
can drive engagement by introducing the mural design challenge during the first
week of classes (September, 2022). Since getting approval for and painting murals
across campus is a much longer process, and we hope to have student groups
contribute to the painting of these murals, we believe it would be best for this to be
completed over the course of Winter Term 1 from September to December. 

Objective 2
Using the same rationale as in Objective 1, we suggest the AMS implement their new
ISC booking process, paint the exterior walls, and add the notice board, implement
these recommendations before orientation week to maximise student awareness.
Similarly, promotions for the RecycleCard should begin during orientation week as
the AMS can leverage Student Residence Orientations/Move-In Days to spread
awareness. 

In order to keep students coming back to the ISC, we recommend having at least
one major AMS SUS event at the ISC per month. That is why we recommend hosting
the Speaker Series in October, December, January, and March, while hosting
Industry Nights in November, February, and April. Starting these events in October
instead of the first month of classes also gives organisers time to arrange for
speakers and industry professionals who would attend these events. Lastly, we
recommend only starting club sustainability consultations in January so that the
AMS has time to hire students to fill those positions in Term 1. 

Objective 3
Implementing SPF promotions (digital and physical) will have to be done throughout
the academic year in order to keep the funding at the top of No Club Nancy’s mind.
The bulletin board with issues from the ASAP plan would need to be implemented
by the time students start using the ISC in September so that they have time to
come up with projects and get started on building them. Building partnerships with
clubs and other UBC organisations to promote the SPF will also need to start in
September but would be an ongoing activity. 
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To track engagement and gain further insight into potential improvements to the
AMS Sustainability Instagram page, Instagram polls are recommended. An example
of the type of Instagram story poll is as follows:

 Have you used our recycling services:
 Option 1: Yes!
 Option 2: Not yet, but I can’t wait to

Objective 1.2 - Google Search Console & Google Analytics
The key to ensuring the quality of leads and the relevance of search is through
Google Search Console and Google Analytics. Specific to tactic 1.2A, we recommend
measuring landing page success by measuring the traffic growth after the initial
launch, the bounce rate of the landing page, new and recurrent traffic, traffic source,
and session duration. If traffic growth dips shortly after it spikes through the initial
drive in traffic through the newsletter and social media promotions, the update of
content on the page may not be of high relevance or interest to the customer. 

A high bounce rate on the landing page could be improved by having a pop-up
feedback box on the page for users to give quick feedback on what they’d prefer to
see and how their user experience can be improved. While new traffic measurement
is integral to evaluating the success of the launch and the quality of leads from other
traffic sources and the SEO, recurrent traffic that’s measured bi-weekly or monthly
indicates if users see enough value to return to the page and learn more about
sustainability and relevant student resources.

Another measurement of success is through session duration; if the average session
duration is only a few seconds, there isn’t enough relevant information to capture a
user’s attention. A relatively long session duration with a high bounce rate indicates a
confusing or frustrating user experience or an overwhelming amount of content.
Lastly, measuring traffic sources indicates the success of the AMS Instagram page
and specific posts to identify which leads result in the greatest call-to-actions. If
page traffic spikes after paid social media from Instagram campaigns, the ROI can be
justified.

Objective 1.3 - Campus-Wide Newsletter
We intend to track the awareness and impact of our in-person experiences through
campus wide survey deployments and social media mentions  We recommend that
the AMS deploys a campus-wide survey via their newsletter one quarter after the
implementation that includes questions that measure the awareness of how
effective students perceive this form of marketing to be.







54

Objective 3
Tactic 3.1A - Traffic To The SPF Microsite
While tracking the conversation rate from the main site is important, as it tells the
effectiveness and strength of the call-to-action messaging and/or the
corresponding graphic on the landing page to apply. Traffic sources will indicate
which channels and specific organizations (through the use of specific embedded
external links generated using UTM parameters) can attract more interested non-
club, sustainability-driven students. This will also help the AMS prioritize paid media
based on top-performing metrics and increase the quality of leads to the
application through improvements in SEO keywords. 

Similar to tracking traffic and engagement for Tactic 1.2, it's also necessary for the
AMS to measure the digital success of locating and completing an application by
measuring the bounce rate on both the microsite as well as the application itself. A
high bounce rate on the microsite indicates that the application itself isn’t easy to
locate on the page, the discovery process is confusing, or there could be
information overload. A high bounce rate and long session duration on the
application page itself would imply that the application process is difficult or too
lengthy and should be revised, as the third SMART objective focuses on driving high
application volumes through garnering greater awareness as well as lowering the
application barrier.  

Tactic 3.1B - Internal Newsletters
The AMS can deploy surveys through internal newsletters to students who have
signed up to receive bi-weekly/monthly newsletters to gauge the effectiveness of
poster placements and compare, similarly to the survey questions designed for
Tactic 1.3, physical promotional tactics to digital ones.

Tactic 3.2A - Direct Feedback
The methodology we recommend the AMS uses to gather feedback is different
from our aforementioned approaches. For Tactic 3.2A, which is based on in-person
collaboration over a longer period of time, customer satisfaction and dissatisfaction
can often be a lot more nuanced and contextual. Gathering feedback from
customers directly at the ISC through reaching out in person could help gather
more qualitative feedback and help the AMS improve the in-person project
experience. For Tactic 3.2B, having ISC representatives network at certain
partnership events and connect with club executives over a longer period of time
can foster greater community awareness and word-of-mouth buzz. More
formalized feedback through surveys of the ISC's quality of collaboration and
projects can also be conducted.


























