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BACKGROUND



NTNU

8051    employees

43422  students

4062    international students



     1. Motivation and Study Technique

KICKSTART YOUR THESIS

     2. Using the Library to find Literature

     3. Copyright & Avoiding Plagiarism

     4. Academic Writing



THE SOCIAL ASPECT

We wanted to give the course series a social

aspect

The plan was to hold the course series physically       

(too bad covid didn't agree with us...)

As social alternatives, we tried to make the

students interact through a facebook group

In 2021, we also introduced excercises that the

students were supposed to solve together, in

groups



NUMBER OF PARTICIPANTS

2020 2021

Members in Facebook group

Total number of participants

Average number of participants
per workshop

>400

109

22

97

37

9



UX METHODS & GOAL 



UX METHODS

Insights/statistics
User feedback: Questionnaires and interviews.

Questionnaire 
Interviews
Observation

From previous years

UX Forum on Social Media (SoMe)



INSIGHTS

Before Kickstart Your Thesis
A one-day event
Several talks / topics that the students could choose from

Feedback
Most students followed the same "path"
Too much information on too little time



     1. Introduction to the Library

REFERENCE GROUP VS. WORKSHOP TOPICS

     2. Motivation and Study Technique

     3. Finding literature, be critical of sources, avoid plagiarism

     4. Reference management in EndNote / Zotero / BibTeX/BibLaTeX

     5. Academic Writing



     1. Motivation and Study Technique

REFERENCE GROUP VS. WORKSHOP TOPICS

     2. Finding literature, be critical of sources, avoid plagiarism

     3. Reference management in EndNote / Zotero / BibTeX/BibLaTeX

     4. Academic Writing



     1. Motivation and Study Technique

REFERENCE GROUP VS. WORKSHOP TOPICS

     2. Finding literature, be critical of sources

     3. Copyrighted materials, avoiding plagiarism

     4. Reference management in EndNote / Zotero / BibTeX/BibLaTeX

     5. Academic Writing



     1. Motivation and Study Technique

REFERENCE GROUP VS. WORKSHOP TOPICS

     2. Finding literature, be critical of sources

     3. Copyrighted materials, avoiding plagiarism

     5. Academic Writing



REFERENCE GROUP VS. FORMAT

Students wanted hybrid format

In 2022 (post covid)

Physical workshops

Streaming to Trondheim / Gjøvik / Ålesund

Open for digital participants (on request)



REFERENCE GROUP VS. GROUP WORK

2020: Some students wanted group work

2021: We tried group work

Low overall attendance

The few participants we had didn't show up

2022: We skipped group work, but...

... we made room for group discussions during

the workshops



UX FORUM

Representatives from all 15 branch libraries
Quarterly workshops

Wanted insights from users
Questionnaire
Interviews
Analysing user behaviour 

Social Media Strategy  



UX FORUM

How students communicate with the Library, fellow students ,
lecturers & the University 
How students engage with the Library on SoMe

What kind of content they like:
Engaging/personal, informative or funny

More engagement on Facebook
Majority of students on IG
Analysed user behaviour:

Engage with more personal content or funny posts
Click through on informative posts

Questionnaire

Interviews

Observation  (Statistics/insights from Facebook and Instagram)



Innsida

GOAL

Increase attendance with 200%
compared to 2021
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GOAL

S

M

A

R

T

Specific  - What needs to be done?
Need to increase the number of attendants.

Measurable - Can it be measured?
Yes. Document the number of attendants & compare to last year.

Achievable - Can it be done?
Yes, by improving the course description and layout, and make changes
based on user behaviour, feedback and insights.

Relevant - Should it be done?
Yes, it is the most important course offered to the international students at
the Library, and feedback show participants find it useful to attend.

Time-bound - When will it be done?
September 2022



TARGET AUDIENCE 
& USER JOURNEY



TARGET AUDIENCE
Based on feedback and statistics we knew the previous writing event was very popular
with international students and decided to stick with the decision from 2020 to make
them our main target audience. Personas were developed based on statistics, feedback,
interviews and UX forum workshop on SoMe.



By creating a user journey we could plan
communication assets for each stage of
the journey. 

USER JOURNEY



Make sure we run the series at an
appropriate time during the semester 

Convey this series is offered by the
Library. Focus on the learning outcome.

Use other students in the marketing: Why
do they recommend it?

In the Course Portal indicate number of
open spots to trigger the conversion.

Students who attend tell fellow students
how much they got out of this course. 

USER JOURNEY



Innsida

KEY PERFORMANCE INDICATORS

SOCIAL MEDIA

COURSE PORTAL

WEBSITE

Keep an eye on reach and engagement for the posts. Based on user
behaviour: Adjust posts/content. 

Monitor number of visitors and activity on the page. Look at content
and message if many visitors leave  straight away or do not continue
to the Course Portal. 

Continuously check how many students sign up for the workshops
in the three campus cities, and adjust local communication assets if
necessary.



MARKETING BASED 
ON FEEDBACK



COMMUNICATION PLAN

Target Audience
Messages
Channels
Communication Assets

Our communication plan stated:



COMMUNICATION ASSETS

The list of communication assets made sure we knew what information should be
communicated, who should receive that information, where (e.g., email, social media,
posters) communication will be shared, when that information should be delivered, and
by whom.

Developed based
on feedback from
interviews and
questionnaires
regarding where
the students heard
about the series.



Innsida
POSTERS/FLYER

INTRANET

NEWS ON WEBSITE

MONITORS

EMAIL

VIDEOS ON SOCIAL MEDIA

In the libraries, on campus and  mailing
list. 

Information on monitors in the libraries
and on the different campuses.

News articles on the Library channel, All
students/staff’ and ‘Events Calendar'.

Share under ‘News’ on the library website
August - September.

On the Library’s Facebook and Instagram,
repost to group for international students. 

Information (before and after) to students
who signed up to the series.

COMMUNICATION ASSETS



MESSAGES

AWARENESS

INTEREST

Posters/flyers,
monitors

Intranet, website

DESIRE Posts on social
media

CONVERSION Signing up in the
Course Portal

ADVOCACY
Feedback,
interviews

We can help you kickstart your
thesis!

We cover topics which are useful
when writing your thesis. 

Why attend this course series? 

Sign up today!

Tell others about this!



INSIGHTS: OBSERVING
USER BEHAVIOUR



SOCIAL MEDIA

2020: Short, funny videos
Feedback from students: 

Librarians aren't strict and scary
A feeling that they knew us
Inclusive and welcoming

2021: Informative, more formal videos
Feedback from students:

Looks like it's from an advertising agency
Makes me feel this is for 'perfect' people but not me

Feedback from UX Forum and interviews 

 



SOCIAL MEDIA

Informative, formal videos
Kept the informative videos for the
website

Videos with (real) NTNU students 
What would be covered in the
workshop?
Why would these students
recommend fellow students to
attend?



SOCIAL MEDIA

Engagement: Very good compared to
content posted during the same time.
Website visits: Students clicked the link
to the website from our posts.
Course Portal:  There were few students
signing up in Gjøvik and Ålesund. 

KPIs

Adjustments
Created a more fun and relaxed video
focusing on moderators in all three cities.



Want to know more about what to
expect, learning outcome and how
much time/effort was included.

News article posted on the Library's
channel, Library channel as well as ‘All
students/staff’ and ‘Events Calendar
for students/staff’. 
On the website and in the Course
Portal we included information on
target audience, what to expect, aim
and objective.

Feedback from interviews 

What we did:

INTRANET



WEBSITE

People clicked from the posts on Facebook and Instagram and the
news item on the website  to the Intranet page for the series
Peek in visitors after the news article on the Intranet.
Almost 80% of the unique website visitors continued to the Course
Portal to read more/sign up - our Call To Action/conversion. 
We were very pleased, and did not change the creative (videos) or
copy (text with details about the course) on the website.

Observation (Statistics/Insights)



HOW DID WE DO?



Innsida

GOAL

Increase attendance by 200%
compared to 2021
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RESULT

We increased attendance by 692%
compared to 2021
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WHERE DID THEY HEAR
ABOUT THE COURSE



Librarian Lecturer Poster Social media Intranet Friend Other

40 

30 

20 

10 
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KYTW1 07/09/22

KYTW2 14/09/22FEEDBACK



WHAT DID WE LEARN?



USE THE FEEDBACK YOU GET!

Target audience
Topics to cover 

Format of the series
Content of the workshop
User task + user journey
Create messages for each stage of the user journey

How previous campaigns worked
What kind of content do they want/engage with

Crucial in order to keep an eye on how we were doing

Statistics and feedback from previous writing events 

Interviews

UX Forum on Social Media 

KPIs




