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Who am I and why an I here?

•Director Student Communications at AUT

•A former student of AUT

• I want to improve the experience of students and 
I really want to hear your thoughts.



Background

2016: AUT conducted a review of student communications

2017: AUT brought together a Student Communications Team

Created a new Director Student Communications role

Enhanced practices within Student Services & Administration

Began use of new Student Intranet

2018: Launched new channels, chat bots etc.

2019: Starting working much more outside our Division to drive change



Agenda

• My thoughts on “The Problem”

• My thoughts on “The Solution”

• And (if time allows) a look at some of AUT’s setup.



Communicating effectively 
with students is difficult...

Simply because there is no 
‘perfect way’ to do it.

The Problem



We’re not the only ones vying for their attention.



And we are not their only priority.

Bills and 
finances

Employment

Family

Friends & 
Peer pressure

Personal 
identity

Health Relationships



So how do we do it?

How do we facilitate:

• The transfer of information from the University to Students

• The transfer of information from students to the University.



My thoughts on the solution…

Multiple 
Channels

Great UX

Right 
Voice

Repetition

Personalisation Coordinated 
messaging

Student 
ownership

Cultural 
intelligence

Get 
creative

Co-create 
content



Channels



Omni-Channel Engagement

Disconnected channels that 
are used independently An integrated seamless experience 

across multiple touchpoints



Coordinated messaging



Coordinated messaging

Student hate get conflicting messages

Or spammed by the ‘same’ message 
from multiple sources

Channels working together need to 
align to ‘one source of the truth’



Personalisation

• Personalisation is more than a <merge tag>

• It’s about delivering to the expectation of an 
algorithm audience

Great communications feels personal, like it 

knows who I am. 

Plus it seems useful - It’s delivers a benefit to 

me and doesn’t feel like it’s marketing to me.



Test you own practices with Persona



Give them details. Make them real!

Willing to ask for help

Perception of tech ability

Intimidation factor

Seriousness/commitment

Team player



Great UX

• Student channels need to 
deliver an experience 
comparable to the channels 
your audiences are using.

• Think Facebook, Instagram 
and others.



The right voice for each channel

The Four Dimensions of Tone of Voice

• Funny vs. serious

• Formal vs. casual

• Respectful vs. irreverent

• Enthusiastic vs. matter-of-fact

https://www.nngroup.com/articles/tone-of-voice-dimensions/

“We apologize, but we are experiencing a 
problem.”

https://www.nngroup.com/articles/tone-of-voice-dimensions/
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The right voice for each channel

The Four Dimensions of Tone of Voice

• Funny vs. serious

• Formal vs. casual

• Respectful vs. irreverent

• Enthusiastic vs. matter-of-fact

https://www.nngroup.com/articles/tone-of-voice-dimensions/

“We apologize, but we are experiencing a 
problem.”

“What did you do!? You broke it! 
(Just kidding. We’re experiencing a 
problem on our end.)”

https://www.nngroup.com/articles/tone-of-voice-dimensions/


Cultural Intelligence

Cultural intelligence or cultural quotient (CQ) is a term used in 
business, education, government and academic research. Cultural 
intelligence can be understood as the capability to relate and work 
effectively across cultures.

“Cultural intelligence: an outsider’s seemingly natural ability to 
interpret someone’s unfamiliar and ambiguous gestures the way 
that person’s compatriots would.” Harvard Business Review



Cultural Intelligence

What does this mean for communications?

Culturally appropriate doesn’t go far enough anymore:

Don’t expect credit for not offending people or claim to be inclusive 
because your photos have ‘more than one culture’ in them. It’s now 
a hygiene factor. It’s expected as a bare minimum and isn’t part of 
the extra credit that warrants the term ‘Excellence’. Mike Shaw



Cultural Intelligence

AUT Student Services & Administration 
staff are ALL undergoing the formal 
training for CQ.

This means whether our staff are 
student-facing support or back-office 
admin, everyone is trained to know and 
understand the factors that contribute to 
cultural understanding and acceptance.



Give students ownership of their 
communications

Allow student to tailor their 
communications experience

Provide the ability Opt-in/Opt-out 
of communication groups

Allow them to select their preferred 
channels for information



Work with students as co-creators of content

• Student-led Social channels

• Student Bloggers

• Student Interns

• Co-creation workshops

• Crowdsourcing ideas

• User-generated content

• Work with the Student Union/Association where possible



Be persistent

“The Rule of 7 is a marketing principle that states that your prospects 
need to come across your offer at least seven times before they really 
notice it and start to take action.”

But aren’t we spamming them if we show them 7 times?



Be persistent

Your 
Message

Email
Screens

Text

App

Website

Intranet

Posters
Chat-
bot

Phone 
calls

LMS

Social 
media

Post

Events

(Omni-Channel Communications)



Your 
Message

Email
Screens

Text

App

Website

Intranet

Posters
Chat-
bot

Phone 
calls

LMS

Social 
media

Post

Events
Co-ordinated messaging 
delivered across an omni-
channel environment, in the 
right voice for each channel 
and appropriately targeted 
where the channel in invasive 
and direct to students.

Be persistent
(Omni-Channel Communications)



Which leaves…

While email is often the primary channel, 
we are guilty of using it as the default 
channel.



Done well, Student 

Communications 

should feel invisible.

Staff find it simple to 

communicate and 

students barely 

realise they’ve been 

informed. 



SDW



Our Chatbot, Tua

Built in-house on the Microsoft Bot 
Framework

Draws on 1,000’s of Q&A pairs within 
a range of knowledge bases to 
respond to incoming enquiries.

Deployed within our Student Intranet 
environment.







Our New Student App

Catch up with me anytime for a demo!



Keen to 
talk more?

Scan me!


