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New resources for working together
to attract, engage and win future
students

+ Investments in Foster staff, training, new tools and reporting

 Building baselines from new data sources for shared review

« Improving tools with stakeholder feedback (beta testing, community
meetings)

+ Integrating analytics into planning and progress discussions

+ Direct access to resources on the Marketing Services site

» Direct access to Salesforce dashboards and reports

Foster School of Business, University of Washington




Building the foundation for
marketing and customer analytics

* Google Universal Analytics > GA4 (August 2023)

+ New Ad Agency DNA > first campaigns in market (spring 2023)

+ Linking Ad Campaigns to Salesforce (spring-fall 2023)

* New Email Marketing Manager, cross-program initiatives, analytics (2023)
+ New Marketing Analytics role (2023)

* New tools: SEM/SEO, social media & website user engagement (2023)

* New customer journey tracking reports (2024)

+ Shifting Marcom team & vendors toward data-driven decision-making

5 Foster School of Business, University of Washington




Website &
Advertising
Analytics




Why do we need
analytics?
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What happened to website trafficin 2022?

Graduate Programs
Acquisition

FOSTER

swooLor BUISINESS Jan 31, 2022 - Jan 31, 202:

All information on this page refers to sessions that beginon a
Graduate Program landing page (i.e., not the Foster homepage)

Sessions Unique pageviews trend

182,120 15K

New Users 10K N

115,929 S e e

i -6.6% s

5K

Unique Pageviews

376,243 |

3 -24 9% 0

Rk <l Jan 31, 2022 Apr 11,2022 Jun 20, 2022 Aug 29, 2022 Nov 7, 2022 Jan 16, 2023

Mar 7, 2022 May 16, 2022 Jul 25,2022 t 3, 2022 Dec 12, 2022
—— Unique Pageviews Unique Pageviews (previous year)

Google
algorithm
change

Source: Google Universal Analytics, Jan 2022-Jan 2023 YOY results

Google algorithm changes,
better bot filtering, GA4
reporting changes and
increased online ad
competition all contributed
to traffic declines

Foster School of Business, Univers'\ty of Washington Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only.
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How did the marketing team respond?

Graduate Programs

w SCHOOL OF e Jun 1,2022 - Jun 11, 2023
i Acquisition

Sessions

174,227

8-21.7%

New Users

109,441

5 -20.4%

Unique Pageviews

All information on this page refers to sessions that begin on a
Graduate Program landing page (i.e., not the Foster homepage)

Unique pageviews trend
15K

10K

N Spring 2023 program promotion
s W\,\/ drove 19% increase in sessions

and 24.5% increase in new users

334,1 10 ,
§A00% May 30,2022 Aug 8, 2022 Oct 17,2022 Dec 26, 2022 Mar 6, 202 May 15,2023
Jul 4,2022 Sep 12,2022 Nov 21,2022 Jan 30, 2023 AN 10,2023
—— Unique Pageviews Unique Pageviews (previous year) Feb 2023 - hew DNA agency hired
Mar 2023 - increased advertising investment

Sessio.. Sessio.. Sess.. % A Acti.. %A Ne. %A Enga.. %A Enga.. %A Avera.. % A
google organic 114725 -3.0% 63,517 26% 1 49249 6.3%t 71,793 1.2% ¢ 62.58% 43% ¢ 60.53 -5.2%
(direct) (none) 49815 -13.0% 24024 0551 20629 -7.7% 4 27338 -97% % 54.88% 3.7% 1 62.1 73%t
google cpc 21,139 191% ¢ 17264 224%1t 15318 245% 1t 11,557 18.8%... 54.67% -0.3% 4 49.53 -46% 4
washingt.. referral 11,443 1.2% ¢ 9,801 ~Z2.2% § 3,971 -29% & 7,955 0.7% ¢ 66.02% -0.5% 4 91.82 0.2% 4

Source: Google Universal Analytics, Jun 2022-Jun 2023 YOY results

Foster School of Business, Uni\/ersity of V\/ashmgton Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only.

foster.uw.edu



Impressions Cost per Opportunity popversies Rte

CTR cﬂnverSIUH Rate i!icujug’ley.l;l;::Iytics4
pogle Asalytics 4

J"}f’“j'ﬁ"“‘ BP Google Analytics 4 yoree R do
Looker Studio i GMT 'ﬁrﬁﬁm
DMACTR DMA | CTR

CPM

CPN . .
N g o Looker Studio
lmpressions a s 0 rc e CPM
DMA _

C“lﬁ Opportunity Looker Studio

* Impressions
Salesfurce b Salesforce g .. - Impressmns Share of Voice e
e n a I cs ant per Opportunity
Cunversmn Rate

lnoker Stlldl(l DMA Ecnversmn Rate CPM Sal f rCB' m mns
cuugleAnalytmcgst I]er ﬂppnrtumt Shd|eeufsV0l1][:e

Conversion Rate Salesfurce 1are of VI]IF CDH\'B[SIGII R“e

Lots of data. So What?

Foster School of Business, University of Washington foster.uw.edu
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CTRConversion Rate:::, "

How can we use data to address 155 %Pr""“s"“t”ﬁ“;'f;gm Y’ aﬂ;;;;:s;;ns

our business questions? i CTR O I forc[ﬁm\

mlmpressmns
DNA i
k Salesforce sales force w Impressions 7
tR G I UMA I t EShareﬂa Voice =
0st pe; pportunity
Where do prospec tive students L‘mersmniale gnmganuerswnkaie ynPr‘IIcs
l"“'gef,slhfy?'ﬂ‘c t per Opportunit Salesfurce

come from? ’ 08 F,EE,MPFUT unity, s

Which ads converted visitors to
What actions did visitors prospective students?

take on my website?

What do my website analytics mean?

What does the top of

i ?
the funnel look like: How much does it cost to acquire a

new prospect?

Foster School of Business, University of Washington foster.uw.edu
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Sponsare: d
[ ] [ ] © onlinebusiness.seattleu.edu
hittps://onlinebusiness seattieuedu  §
Wh at d o t h e t re n d S I n We bs I te Seattle University - Flexible Online MBA
o ne MBA

Adva comi

tra Ic mea n? Online MBA Curriculum

Experiential Learning in an Online MBA.

No GMAT/GRE Required

Seattle University Simplifies Graduate Applications.

« Decreased interest in graduate business degrees e g
» Reduced organic search volumes W oo
. . . . . . F|E!Xib‘luéal'.ldAuf.ft;.rd:;ble"MB¥.‘A‘*O;1)\ir;eMBAOption
« Major transition from Google Universal Analytics (different metrics) to GA4
» Current metrics only go back to 2022 B S s
$9,900 | 10 Months - Only $9,900 - MBA
* Better bot filtering, focus on engagement, multi-page sessions S mm————
+ More competitive search and paid search environments
s B e o 4
» Foster now bidding for UW & Foster branded search, Foster School of Business - Join Our MBA Community
strategic program groupings to better compete for share of voice "
Apply Now

Stricter privacy laws in U.S. and internationally ThMtMBA
ecl anagemen

Specialized Program For Tech Leaders & Innovators.

» Fewer cookies to ID returning visitors; UW has no cookie policy

Compare Options

4 Different Programs To Fit Your Schedule & Reach Your Goals

» Less customer data: age, gender, location, returning visitor Work Compatible MBAS

Earn your MBA While Your Work. 4 Options To Choose From!

m Foster School of Business
https://foster.uw.edu» . » Degree Progr

MBA Programs for W rofessionals
o ol of Business MB are
FOS‘E@I’ Schoo‘ O-f Bus'ness' Unlve’,s‘ty Of \/\/aSh\ﬂgTOﬂ top-ranked MBA on your schedule. Our expert faculty wi

Hybrid MBA - Evening MBA - Executive MBA




How many people visited the Foster site in 2023? (Jan-Dec)

Unique pageviews trend

3.35 million views (+6.6%)

825,872 visitors (+9.4%)

789,687 NEW visitors (+4.8%)

945,719 engaged sessions (+6.6%)
Engagement rate rose +8.8% to 65.7%%*

4:17 Average session duration**

Top referral sources
Google organic search (-6.1%)
Google Paid Search (+180%)

20K

15K

10K

SK

0
Jan 1, 2023

May 15, 2023 Sep 26, 2023
Mar 9, 2023 Jul 21, 2023 Dec 2, 2023
— \iews Views (previous year)
Views Active users New users Engaged sessions Engagement rate
3,349,019 825,872 789,687 945,719 65.68%
1 6.6% t 94% 1 48% 1 6.6% 1 8.8%

A

|
il ﬁﬁ'\f\"ﬁf\f\m.wWlr-lrl!.lhf{\f'\' i \"[\’m'\"l'\n-’\ﬁ

1

(Jan 23 - Jan 24)
Peak periods in
spring, fall & Jan
followed ad
campaigns

Sessions peruser Average session duration

04:17

13.7%

1.7

5 -10.5%

UW _ Washington edu (_ 8%) google 759.675 6.1% 335991 33%14 527.273 29% 69. 04:40 3
goog! 244793 180.0% 1 182910 254.5% 153.065 167.9% 1 62.53 0z:a9 -25.6% 1
BI ng Organ|c Sea rCh (+30.7%) direct) 238,501 -15.6% 4 162,955 -15.9% 4 130,550 22% S4.74% 41%1 03:30 S5.6%1
*Engagement rate benchmark 55% _ Orblt Media ashington.edu / referral 60.584 08% 1 33,093 0.5% 43347 9.1 71.55% 05:4 8
. . . bing / 40413 30.7% 16,233 27.9% 28813 31.6% 1.3% 05:34 -5.9%
**Average session duration 3:00 - OHO Interactive o : ' :
3 Foster School of Business, University of Washington foster.uw.edu



What drove increases in traffic?

« Responding to Google algorithm changes

« Improvements in paid search campaigns - better
targeting, reach, messages matched to application cycles

- Content strategy - better search engine optimization,
content to attract high volume queries

« Small investment in powerful tools - SEMRush, Hotjar,
Sprout Social, ChatGPT, GA4 transition & reporting

« Prioritizing analytics - responding to red flags, acting on

growth opportunities -

Foster School of Business, University of Washington
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Where do prospective students come from?

Users by Session source / medium over time

at 01 01 0

Jan Feb Mar Apr
® cocgle/ epe

Q Search..

Session source / medium

1 google / organic

2 google / cpe

3 (direct)} / (none)

4 washington.edu / referral
a bing / organic

[ (not set)

F linkedin.com / referral

8 t.co / referral

] display / banner

10 goagle / banner

Foster spring
ad campaign

+ . Users
911,239
100% of total
403994
229,249
185921
41,437
20127
14,668
8071
5987
4,632

3289

Application
deadlines push

Program & One Foster
ad campaigns

1 o1
Sep Gzt

New users

875,863
100% of total
365,290
217,194
177,119
35928
17,840
747
7391
5,836
4637

3266

a1
Nav

Sessions

1.691,313
100% of 1otal
830,346
286,278
262,660
65111
44702
15,785
10,774
7314
5428

3,576

google / cpc 5,076

Engoged soesions
1.045,197
100% of total
577,133
180,732
145,405
46,980
32,214

97

7,477
5057

818

1,424

Users by Session source [ medium

google /
organic

bing / erganic .

Engagement rate

£5.68%

Avg 0%
69.51%
63.13%
55.36%
72.15%
72.06%

0.61%

69.4%
§9.14%
15.07%

39.82%

200K 300K

Rows per page: 10 = Go e
Average engagement time per session
1m OBs

Avg D%

Tm11s

2m DBs
Im 30s

2m 11s

AD0K

1-10 of 2087

Conversions

Allevents =

45.889.00

180% of total
24597.00
8,650.00
5177.00
2,003.00
2,197.00
292.00
98.00

500

42.00

288.00

>

Conversions =
Apply Now link
clicks

Foster School of Business, University of Washington

foster.uw.edu



Re-setting baselines - How many people visited program
sites in 2023? (Jan-Dec)

GA4 tracking started

Ual:l(ique pageviews trend late Oct 2022
Visits to MBA & master’s program websites \ A
714,715 visits 2" W\[\r W\ I f\‘ \’\
| f
.. Vv \ } | |
145,741 visitors 1K ‘ \
128,204 NEW visitors :
. Jan1,2023 Mar 4,2023 May 5,2023 Jul 6,2023 Sep 6,2023 Nov 7,2023 Jan 8,2024
164,469 engaged sessions Feb1,2023 Apr4,2023 Jun 5,2023 Aug 6, 2023 Oct 7,2023 Dec 8, 2023
. —_— VViews Views (previous year)
84.2% Engagement rate (65.7% full site)*
Views Active users New users Engaged sessions Engagement rate Sessions per user Average session duration
5:09 Average session duration (41 7 full SItE) s 560,826 145,741 128,186 164,064 84.2% 153 05:09
Top referral sources ‘ . - :
google / organic 93,322 68,684 57073 85,764 91.9% 06:35
Google organic search - 68K users, 57K new users i G i i it i D
(direct) / (none) 22,855 18,489 17,010 18,263 7991% 05:21
Google paid search - 44K users, 36K new users — — o e e e e
Bing Organic Search _ 5K users, 4K neW user_s google / banner 3,469 3277 37258 1,363 39.29% 19
washington.edu / referral 2,736 1,919 955 2274 83.11% 07:26
Google banner ads - 3K users (nearly all new) (not se1) 2008 1860 742 " azon 0434
Linkedin / Sponsored_content 1,454 1,396 13%4 839 57.7% 11

*Engagement rate benchmark 55% - Orbit Media

**Average session duration 3:00 - OHO Interactive

16 Foster School of Business, University of Washington foster.uw.edu



Where are visitors coming from? What are they searching for?
Graduate Programs Dashboard - Jan 2023 - Jan 2024

Mostly branded searches for UW & Foster, high
mindshare searches: MBA, MSBA, Online MBA, MSIS

Url Clicks

Query Impressions

Northwest, India & New York

Top cities

university of washington mba 166.862 7.203 437%

uw foster 100,065 5423 5.42%
uw mba 143108 5278 3.60% Seattle 110218 24604 18371 30,537 144 05:37
r - Mumbai 13251 3,562 2978 4,092 1.32 05:14
foster mba 131.861 5,266 3.99%

Bellevue 13,105 2968 2329 3,285 1.3 05:40
university of washington business school 51.372 3,136 6.1%

Bengaluru 9,778 2115 1675 2,837 1.54 05:46
uw msba 29208 3.091 19.50% New York 8395 3,695 3340 2,692 114 02:58
university of washington online mba 35523 2486 7% Los Angeles 8097 3059 2608 2519 117 03:46

verett 7,884 1,350 1011 1,787 147 4
uw mis 26,401 2386 9.04% Everet 53 135 0 g 0640
i G e 5,406 2308 42 60% Redmond 7224 1729 1,396 1,751 1.24 05:11

Hyderabad 6,107 1621 1314 1935 139 04:54
business minor uw 4,580 2,068 45.15%

San Jose 5877 1,778 1,469 1,738 117 04:49
university of washington foster school of business 36.067 2053 5.69% Kirkland 5401 1244 905 1337 126 0509
foster business school 52032 1.992 3.83% Chennai 4,568 1,013 790 1319 1.46 06:07

Delhi 4,038 961 736 1,244 147 05:58

Portland 3,966 1334 1.156 1.085 117 03:27

/I 7 Foster School of Business, University of V\/ashmgton Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



What actions did visitors take?

w FOSTER __  Hybrid MBA landing page SUmmary jan1,2023-ec31, 2023

Views Active users New users Engaged sessions Engagement rate Average session duration Sessions per user
48,658 32,709 17,335 25670 58.98% 01:35 e
163% t9.4% 1 149.1% 1 268.8% £30.7% £ 16.2% §-2.5%
Unique pageviews trend Key events (Salesforce Form Submissions,
500 Apply Now + Profile Creation)
Event name ~ Event count
400 SF_form_submission 1,001
200 _

['lflfw‘\-nll _\N#‘l‘l\rﬂ\r"!h‘ 'Il‘ "N\ll’]‘“ 'ﬂ .‘, ” NN“ Apply Now

Graduate application profile link

— Ve Views (previous year)

Page path Views I S A %A ‘sessitn %A
academics/degree-programs/hybrid-mba 48,658 190.7% 1 32709 1826% 1 01:35 162%
/academics/degree-programs/hybrid-mba/admissions/ 12797 190.7% ¢ 8156 1964% 1 02:48 -70%
academics/degree-programs/hybrid-mba/cumiculum, 9.770 1919% 6.504 2054%1 02:37 00% 4
academics/degree-programs/hybrid-mba/fees-and-financing 7.088 175.9% 5408 171.8%1 01:49 126%
academics/degree-programs/hybrid-mba/hybnid-mba-frequently-asked-questions, 3935 229.6% 1 3049 2240%1 01:32 2.1%1
academics/degree-programs/hybrid-mba/class-profile. 2999 207.3%1 2287 2159% 01:28 47%
academics/degree-programs/hybrid-mba/student-experience/ 2988 203.7% 1 2054 201.6% 02:22 11.1%
academics/degree-programs/hybrid-mba/career-management 2490 193.6% 1.849 1903% 1 02:04 154%
academics/degree-programs/hybrid-mba/admissions-events 2449 100.7% ¢ 1518 206.0% 1 01:19  -33.4%
academics/degree-programs/hybrid-mba/contact-us, 1250 1741% 816 191.4% 1 02:51 3.2%1

Over 1,000 clicks to inquiry form,
691 submitted (Salesforce)

772 clicks to Apply Now site,
130 submitted last year (Salesforce)

790 clicks to Grad profile site,
405 started & submitted last year (Salesforce)

Which content did visitors engage with most?
* Home page

+ Admissions

*  Curriculum

+ Fees & Financing

+ FAQ

« Class Profile

/I 8 Foster School of Business, Uni\/ersity of V\/ashmgton Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



How much does it cost to acquire a new prospect? (Jan 23-Jan 24)
2022-23 baselines - all graduate program paid search campaigns

219,745

clicks to Foster site

39,243

8.889% conversion activities
click-through rate

e - 3,349
$3.39 15.27% unique opportunities

cost per click conversion rate

$235.61

per opportunity

Source: Salesforce Paid Search Report, 2/6/24

Foster School of Bus'\ness, un \verS\'ty of Wash'\ngtom Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only.

2,280

unique prospects

foster.uw.edu



Which ads converted visitors to prospective students? (Jlan 2023-Jan 2024)

AME © STATUS CLICKS IMPRESSIONS CONVERSIONS COST CcPC CPO
ITIES
GG 2021 Evening MBA Brand 1P1920990 Enabled 3,127 149,709 655 $8,190.06 §2.62 144 235 $34.85
.
e MEA Nonbeand ROI from Paid Search
Enabled 2,216 17,120 526 $15,042.30 $6.79 102 184 $81.75

TIme MBA Brand 1P1920992 Enabled 23,120 955,982 16,736.2 $0.72 395 490 $34.16 * TraCkingaCtivated in M_ay
2023 - Salesforce can link

e Enabled 9,305 179,033 2,095 $20,71497 $223 384 518 $39.99 new prospects and
opportunities from paid

GG 2021 Hybrid MBA brand 1P1713930 Enabled 957 2,671 182 $3,035.18  $3.17 62 114 $26.62 search campaigns
: Enabled 10,740 480,394 1,837 54179863 $3.89 311 544 $76.84 I .
+ Building baseline data -
GG 2021 MPAcc Brand | P1923203 Enabled 1,318 48,088 106 $3,587.76 $2.72 44 7 $81.54 cost per click & cost per
GG 2021 MP d IP1923203 Enabled 1776 90,927 157 $6,531.76  $3.68 35 42 5155.52 opportunity to improve

ROI. Nonbrand campaigns
= Enabled 2,968 363,799 229 $9,149.15 20 $351.89 typically have greater
competition, higher CPC

wr
w
o
(]

e Enabled 983 3,806 165 $390786  $398 41 56 $69.78
e « More unique opportunities
S - S Stk Enabled 1,149 53,001 178 $521659  S454 26 34 $153.43 than prospects due to

interestin multiple
chnology Mgmt o C - = s - - programs

Enabled 48.96 $4.17 98 16 $73.95

SEM TMMBA - Technology Mgmt Brand o ' - o ] + Executive MBA ad
‘ ’ - il connector activated Oct
2023.

£
[=
O
o
wr
w
e
r
wr
n

Execu Displa Enabled 987 386,965 7 $1,566.37 $159 0 0 50.00
E Rerr Enabled 5,054 143,754 219 §1,596.16 $032 0 0 50.00

Source: Salesforce Paid Search
Report, 2/6/24

Executive - Search Enabled 1,275 6,300 78 $4,758.21 S

w
-
w
o
(S}
wr
[=1
(=4
[s



Which ad visitors converted to prospects and opportunities?
(Jan 23 - Jan 24)

50.00 Inqulring ROI from Paid Search
$0.00 90% Applicant
s0.01 %0% + Tracking activated in May 2023
50.00 10% - now Salesforce can link new
50.00 o5 leads and opportunities from
50.00 %0% Applicant the referring paid search
50,00 Appllcant campaign
$0.00 90% Applicant
500 + Click on the Opportunities link
s0.00 Appllcant to view the contacts referred
50.00 Appllcant by that ad campaign and their
T 50.00 Applkont current program of interest
- 50.00 20% Applicant and Stage
50.00 20%
0.00 90%

+ High % of cross-program
200 g fPElEston S interest between master's and

$0.00 90% Applicant MBA programs

50.00 60% Application Started

s s teplleation Starie + Program-specific campaigns
— o often resulted in opportunities
- - for other Foster grad programs
50.00 90%

: Source: Salesforce Paid Search
0.00 10%

Report, 2/6/24

Foster School of Business, Unive !’5‘\4[\/ of \/\/aShmgTOﬂ Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu
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Analytics




CTRConversion ﬁéteﬂ o

How can we use data to better : P oo’ m
Looker Studmm PM DDMA“”*

connect marketing & recruitment 2o I lllll f 0

Lonker Studm
mlmpressmns i
n Impressmns

DMA
ETR - Salesforce Sales orce y“Share of Voice
G Ie A“al tlcs Eust pe;ﬂapurtum
How Iong does it take prospective Ennuemnniale

PMLgoker Studlu DIfA Conversion Rate CPM SBIBSfﬂfCE
Google Analytics 4 cust I]Er uppurtu"lty Sha r 1 Voice

students to apply? it
Which activities are the first
How can | convert more touchpoint in the customer journey?
applications at this stage in

the recruitment cycle?

How do application volumes

compare to last year?
How many Foster programs is my

prospective student considering?

) 3 Foster School of Business, University of Washington foster.uw.edu



How long does it take students to apply?
2022-23 recruitment baselines (7/1/22-6/30/23)

Opportunity Stage to Applicant

applications

Inquire to App Started

54

2383 .-

Inquire to Applicant

prospects who did 53

apprl]icégtsi?r:t; rr]nay 9 6 d ayS

apply in FY25 to apply 12

Source: Salesforce Masters Programs Dashboard - Opportunity Funnel with Stage Duration FY24, 8/24/23

through the
admissions funnel

Engaged to App Started

56

Engaged to Applicant

44

Offer Accepted

13

Foster School of Business, Univers'\ty of \/\/ashwﬂgton Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only.

foster.uw.edu



How many prospects are converting to applicants?
2023-24 recruitment year - monitor funnel in real time

2022-23 Prospect to 2023-24 Prospect to
Applicant Funnel Applicant Funnel YTD
July 1, 2022 - June 30, 2023 July 1, 2023 - February 5, 2024
inquiing Prospect
Engaged B stages
Application Started Application
Applicant I submission
Offered B
75% e 8 S
Waithsted
IanIrIng Clo::':: : Enrolled
prospects -
many 160/0 app started
migrated

from Radius

1,188 (14%)

115 . current applicants
Source: Salesforce Contacts with Opportunities Report 2/12/24 fees pa Id

)5 Foster School of Business, University of Washington

Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



What is the real-time application status by program?
2023-24 recruitment year

Month to Month (App Submitted Date)

Full-time MBA

400

Citizenship P 300
mecers ot CREMQ'.;\ 200

United States @ oo

Record Court

[ ]
Chinz @ May 2023 June 2023 July 2023 August 2023 September 2023 October 2023 November 2023 December 2023 January 2024 February 2024
Towan @
seorsa; gt ch Applcation Date
Thalans @ View Rapont (Appicants by Month)
Vietram @
indonesia
®| | status
Pakisan @
Cansda @ Record Count
Nigerz @ -] 40 80 120 180 200 240 280 320 350 400 440 480 520 550 800
Kuwst @ B Resewed
Bangladesh @ s s
s |1 o
g
oy o | | § orees-corsrioce |
Russian Feseration @ § Envolled Packet Made _
g @ | | B Wangrgwn I ‘
Sweden ® | [ £ Dectined Contimed | 2
Contacts with Open Opportunities
Record Count
500 x 1.5« 2 25 E 35 4x 45 -3 55 B 65« Te T8 & 85x o 05« 10x 105« 1= 1.5« 12¢ 125«

Inquiring
e
v
v
Priorty I ()

Dﬂlllﬂ.&ﬁ

Stoge

Feestas | @0
Waised |7

Offer AcceptedDepost Made 3

Source: Application Summary, Contacts with Open Opportunities 2/7/24

Foster School of BUSiﬂ@SS, Universi‘[y of V\/ashington Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



What percentage of applicants enrolled?

Last year, marketing and admissions activities generated
7,102 new prospects*

5,334 started applications

2,935 submitted applications

686 master’'s & MBA enrollments (23% of applicants)

Enrollments increased +7% overall from 2022 to 2023
(from -13% change between 2021-2022)

PACCAR HALL

*New inquiring, engaged opportunities, no Radius migrated contacts (Dec 2022- Dec 2023)

Foster School of Business, University of Washington




How do prospect & applicant volumes look this month?
Graduate Programs Prospects to Applicants Dashboard (7/1/24-2/12/24)

Total New New Prospects Applications Applications Actual Applications Applications
FY25 Projected |pocpects 12/22 FY25 YTD YTD Prospects FY25 Projected  Started (not  Applications Started & Submitted Final FY25 Enroliments Fr24 FY24 Submitted % of Started  Started &
New Prospects | to 1/24 (full (7/1/23- % to Goal Applications bmitted) to Submitted to itted  Applications % Applications % Application = Enrollment  Verified FY24 Enrollment% Enrollments % FY24 Apps Submitted
Program needed year) 2/12/24) 7/23-6/24 needed Date FY25 Date FY25 FY25 to Goal of Prospects Deadline Goals (2/23) (10/18/23 of Goal of Applications  (verified) Submitted FY24
SM - Ssupply Chain Management 241 253 113 46.90% 195 103 230 333 117.80% 131.62% 40 42 105.00% 20.49% 205 53.95% 380
$M - Business Analytics 712 617 300 42.14% 1007 304 735 1039 72.97% 168.40% S0 78 86.67% 8.93% 873 68.15% 1281
MBA - Global Executive 171 148 94 54.85% 30 58 67 125 222.55% 84.46% 1/15/2024 22 19 86.36% 73.08% 26 25.74% 101
SM - Information Systems 522 563 458 87.68% 308 222 250 472 81.16% B83.84% 2/1/2024 S0 97 97.00% 20.22% 332 50.46% 658
SM - Accounting | 216 216 83 43.06% 140 124 114 238 81.43% 110.19% 2/15/2024 45 45 100.00% 32.14% 140 56.91% 246
SM - Tax 113 98 40 35.37% 53 30 24 54 45.22% 55.10% 2/15/2024 30 26 86.67% 56.52% 46 61.33% 75
SM - Entrepreneurship 154 134 55 35.64% 120 79 95 174 79.33% 129.85% 2/26/2024 38 33 86.84% 31.73% 104 48.83% 213
MBA - Full Time 2474 2388 2092 84.56% 849 505 869 1374 102.41% 57.54% 3/14/2024 115 111 92.50% 13.55% 819 57.64% 1421
MBA - Executive 1960 1639 1002 51.13% 91 44 29 73 31.91% 4.45% 4/1/2024 55 46 76.67% 60.53% 76 51.01% 149
MBA - Evening | 898 813 606 67.48% 143 113 18 131 12.63% 16.11% 5/30/2024 a5 86 7167% 66.67% 129 48.68% 265
MBA - Hybrid 926 913 600 64.78% 132 118 85 203 64.45% 22.23% 7/1/2024 70 69 98.57% 53.08% 130 32.10% 405
MBA - Technology Management 361 361 232 64.27% 55 22 5 27 9.09% 7.48% 34 34 85.00% 61.82% 55 39.29% 140
Total 8,749 8,143 5,685 64.98% 3,122 1,722 2,521 4243 80.74% 52.11% 8/7/2024 724 686 86.84% 42.31% 2,935 55.02% 5334
Programs in gray reached application deadlines 64.98% of projected prospects 80.74% of projected applicants Benchmark: 23% of all FY24 applicants enrolled Benchmark: 55% of all FY24 apps submitted
Updated 2/12/24 69.81% of last year's prospects YTD 7/23-2/12/24 85.89% of FY24 applications submitted YTD 79.55% of FY24 applications started and submitted YTD

Projected prospects based on FY25 goal and additional prospects/apps needed Applications Started to Date

above FY24 actuals to meet 100% of goal. Goals confirmed with program Pool of potential applications for submission. As apps are submitted, the

directors 2/24. started number can decrease. Peak months for submission are January
and December.

Total new prospects for the year « Overall, applications submitted are at 86% of FY24 levels and 78% of

Most programs migrated to Salesforce by the end of January 2023. projected apps

Total prospects tracks all new, non-Radius prospects from Dec 2022-Jan 2024. Applications started and submitted are at 79.5% of FY24 levels
+ Total applications submitted can be verified for MSBA, MSCM and
Applications % of Prospects - More than 50% Apps to Prospects indicates a GEMBA after programs close admissions

high d f stealth licant
Igh degree of stealth applicants Applications Submitted

Volumes have increased with app deadlines for MSCM, MSBA, GEMBA
Source: Salesforce Applications for Andrea, Contacts with Opportunities (Jan deadlines), MSIS, MPAcc, MSTax (Feb deadlines) and FT MBA (round 1)
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Which activities are the first touchpoint in the customer journey?

Record Count

0 50 100 150 200 2 300 350 400 450 500 550

Evening Master of Business Administration [ NEEEREE
Executive Development Program .

Executive Education Programs

Executive Master of Business Administration [ NN s

Global Executive Master of Business Administration

Global Master of Business Administration

Hybrid Master of Business Administration [
Master of Business Administration L - ]

Master of Professional Accounting - "
Master of Science in Business Analytics ES Group Formula
Master of Science in Entrepreneurship

It
o

-8
Master of Science in Information Systems )

Master of Science in Taxation Applicant @

Master of Supply Chain Management Converted Lead
MBA Visiting Graduate o

: E Event

PhD Programs -

Technology Management Master of Business Administration [N ExecEd Portal Login
Pardot Form B
Stealth Applicant

New Salesforce Origin report tracks where contacts enter CRM - from event
registrations and RFI forms to applications started

FT MBA & MSBA -
high % of stealth applicants - first touchpoint was starting application

Salesforce Contact Entry Source, 1/29/24
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Which activities are the first touchpoint in the journey by program?

Evening Master of Business.
Administration

EveMBA Inquiry Form - Prospect
Evening MBA Information Session
Financing A Foster MBA: A Guide for Worki.. I 2
Find The Right Fit: Foster MBA Programs F.. [l 7

I
9

Master of Science in Business
Analytics

Master of Science in Business Analyti..
Master of Supply Chain Management .11
MSBA Inquiry Form - Prospect

MSBA Student Ambassador Connect ..

55

Evening MBA Shadow Night | 3 MSIS Accelerate Office Hour
Evening MBA Student Connection - Applicant
Started Slate Application T MSBA OnDemand Fall2022
Executive Master of Business EMBA-Guide Download Inquiry Form- Prosp.. i 97 Started Slate Application 175
Administration Financing A Foster MBA: A Guide for Worki 4 Master of Science in Null |
Find The Right Fit: Foster MBA Programs F.. I 23 Information Systems MSIS Application Workshop E3
EMBA-Information Session Video Inquiry F.. |1 MSIS Accelerate Office Hour |
Started Slate Application MSIS Core Curriculum Office Hour i3
Work Compatible-inquiry Form- Prospects [l 4 MSIS Online Open House 15
Global Executive Master of GEMBA Brochure Inquiry Form | 13 Master of Science in Information Sys..
Business Administration Exec Ed- Inquiry Form (Prod) 11 MSIS Mixer at Flatstick Pub 7
GEMBA Webinar Form MSIS Winter Lunch & Learn 1.17.24 2
Started Slate Application 1 MSIS Workshop: How Al and Human |.. Il
UW Global Executive MBA Program Inform.. l3 MSIS_General Inquiry Form_Prospec..|1
Hybrid Master of Business Null 1 Started Slate Application 43
Administration HMBA Inquiry Form I 2= Master of Supply Chain Master of Supply Chain Management .. 17
BMC Information Session 1/3/24 |1 Management - Applicant
Hybrid MBA - Information Session (virtual) .. I 14 MSCM Contact Form - Praspect - V1
Started Slate Application MSCM Student Ambassador Connect ..
Work Compatible-Inquiry Form- Prospects |1 MSCM_OnDemand_Fall2022
Technology Management Started Slate Application 3 MSCME&MSBA Internal Contacts
Master of Business Administr.. Technology Management MBA Information .. N3 Started Slate Application 64
TMMBA Inquiry Form - Prospect -V1 o Master of Science in Master of Science in Entrepreneurshi..| 2
Master of Business FTMBA Inquiry Form - Prospect | EX] Entrepreneurship MSENTRE Inquiry Form - Prospect |
Administration GEMBA Brochure Inquiry Form I1 MSENTRE On Demand Info Session F.. [l 4
Interview Event | Started Slate Application 23
Connect to Pardot 11 Master of Professional Null |
Experience Foster: MBA Career Changers | Accounting MST/MPAcc Combined Inquiry Form 8
FTMBA 2023-06-27 Prospect Access Maste.. |1 Started Slate Application 37
FTMBA CGSM 2024 AppsinProgress List | Submitted Slate Application 12
FTMBA Clear Admit 2023-08-02 ProspectE.. |2 Master of Science in Taxation Started Slate Application 6
FTMBA ROMBA 2023-08-30 Prospect Admis..| PhD Programs Started Slate Application 24
Full-time MBA Information Session I 11 Submitted Slate Application | 13
Full-time MBA Shadow Day 3
Full-time MBA Student Connection | I3
Full-time MBA Student Connaction - LGBTQI..12
Full-time MBA Student Connection - Vetera.. |
Started Slate Application 218
Submitted Slate Application I 24
TMMBA Inquiry Form - Prospect -V1 |1
Salesforce Contact Entry Source, 1/9/24
3 O Foster School of BUSIH@SS, UI’]I\/@I’S\TV of WaShlﬂgtOﬂ Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



How many Foster programs is my prospective student considering?

Multiprogram Prospects by percentage

Evening MBA I 45.33
Hybrid MBA I 44.83
Executive MBA I 43.48
MST I 41.67
TMMBA I 38.82
Global Executive MBA I 32.26
MPAcc I 28.57
MSBA I 10.68

MSCM I 8.89 Working Professional MBA,
MSIS 838 Accounting programs
Full-time MBA I 7.1 highest % of shared
MSEntre NN 6.67 prospects (opportunities)

Source: Salesforce Open Opportunities Multiprogram, 8/2/23 (2023-24 recruitment cycle)
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Opportunities to build on analytics

Better targeting, segmentation and messaging
» Apply market research insights to improve campaigns, content strategy

« Measure campaign results and fine-tune during recruitment cycles

Better admissions insights
* More consistent reporting needed for cross-program dashboards

« Partner with programs to review yield, cohort analysis; inform targeting

Better understanding of ROI

» Build better picture of return on marketing activities beyond paid search

PACCAR HALL

(strategic partnerships, sponsorships, acquired lists, degree tours)

Foster School of Business, University of Washington




Next Steps

Survey

« Share top business questions that may be informed by marketing analytics

Self-serve Resources
» Check out new Marketing Analytics page

«  Get familiar with your website dashboard (set to prev. month for best data)

Discuss

*  Ways to coordinate goal tracking, and marketing during recruitment cycle

«  Marcom planning quarterly review meetings with graduate programs

PACCAR HALL

Foster School of Business, University of Washington




FOSTER Current Students | Future Students | Alumni ' Recruiters & Business Partners
ZERZBUSINESS

ABOUT > ACADEMICS > EXECUTIVEEDUCATION > (CENTERS > FACULTYSRESEARCH >  CAREERS > NEWSSEVENTS >

Access to resources on new -
Marketing Analytics Site! Marketing & Communications

SERVICES RESOURCES PLATFORMS ANALYTICS TEAM & AGENCY CONTACT US

Services

*  Website dashboards by program

SUBMIT A WEB UPDATE

« Marketing reports

« Market research

* Rankings Analytics
° Sa | esfo rce reso u rces Click on the links below to access website and advertising analytics, view mat

research.

WEBSITE DASHBOARDS D)

Monthly overview of website traffic, referring sources, top keywords, traf
trends, key events (form submissions. apply now clicks and clicks to grad

https://foster.uw.edu/marcomservices/ Saadl afe rtigeenm

Executive MBA
Evening MBA
Full-time MBA
Hybrid MBA

Global Executive MBA
Foster School of Business, University of Washington TMMBA foster.uw.edu
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What do we know about website visitors?

City = + Users New users Engaged sessions Engagement rate
Users~ by Country @ - Users~ by Gender A~ T/ e
COUNTRY USERS 825.872 789.687 945,719 65.68%
---------------- 100% of total 100% of total 100% of total Avg 0%
United States 545K
1 Seattle 161,302 136,646 239,460 64.08%
India 59K
— 2 (notset) 102,980 91,782 88,103 60.75%
Jordan 22K
i 3 NewYork 14,864 13,805 12,007 58.29%
China 17K
- 4 Los Angeles 13,165 1,141 11,174 62.5%
Canada 14K
" 5  Mumbai 12,219 11,350 13,845 70.61%
Saudi Arabia 13K
5 o MALE o EEMALE 6  Bellevue 11,885 9,885 16,680 67.18%
“ Leb 9.7K
manon 51.6% 48.4% 7 SanJose 8338 7,031 7,729 67%
8 Beirut 6777 6,706 4,451 56.58%
] Bengaluru 6,601 6,025 9,653 72.71%
Users~ by Age A - Users~ by Language @ - 10 Chicago 6,547 5835 6355 69.54%
11 Redmond 6,017 4,991 7,707 67.49%
Chinese I 13 Kirkland 5,705 4307 6,564 64.45%
25-34
Arabic I 14 Hyderabad 5,691 5,208 6,383 70.72%
35-44
Spanish I 15 Jeddah 5,569 5457 3,625 58.88%
45-54
Korean | 16 Everent 5144 4220 7687 70.58%
55-64 J
apanese 17 $an Francisco 43810 4,197 4,261 61.47%
65+
Eranch | 18 Manama 4780 4719 4,095 62.65%
0 30K 40K S0K 0 400K 600K 800K 19 Kent 4754 3,490 5331 65.72%
20  Pordand 4751 3,857 4329 64.23%
38 Foster School of Business, University of Washington foster.uw.edu



Program website traffic trends part of Dean’s KPIl metrics

MBA Programs Master’s & PhD Programs
Fultime 202021 [ 322628 MSBA 020- 165,007
VIBA 20 362,883 189,226
2 I ¢ 552 I 125,347
Evening MBA I 57,327 MSIS 128,770
2( 98,242 146,433
2 I o1 <62 I <416
HybridMBA 2 I 50,138 MSCM I 76,465
_ I 7,200 D 02
il —— MiErre I ::320
N : 33,661
2 B -
TMMBA I 70,272 2022-23 [N 26,533 o
5 59.198 MPAcc 2 1 [ 45,54 — 2 8 /O
2 B :: cc7 2021-22 39,834
ceea m e i decrease in visits to
-7 2 16,578 program sites from
: Ll Aug 2021-23 to 2022-23

Website traffic Aug 2022-Aug 2023 - an early indicator of prospect interest, and the top of the funnel for marketing and admissions
Source: Google Analytics, 8/21/23; some drop in traffic attributed to better bot filtering, most programs have seen increases in engagement
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Which ads converted visitors to prospective students? (Jan 23-)an 24)

Click- Conversion Unique Unique
Name Clicks Impressions through Rate Conversions Rate Cost CPC  Prospects Opportunities CPO
GG SEM TMMBA - Technology Mgmt Brand 1P158483 2184 7575 28.83% 438 20.05% $8,715.55 $3.99 125 155 $56.23
GG 2021 TMMBA - Technology Mgmt Nonbrand IP1584 2987 116534 2.56% 638 21.36% $12,506.30 $4.19 102 176 $71.06
GG 2021 MSCM Nonbrand 1P1716038 1895 21115 8.97% 366 19.31% $17,099.99 $9.02 72 115 $148.70
GG 2021 MSCM Brand 1P1716038 1579 202213 0.78% 348 22.04% $9,124.38 $5.78 93 147 $62.07
GG 2021 MSBA Nonbrand 1P1820283 8038 488709 1.64% 1092 13.59% $34,092.75 $4.24 144 226 $150.85
GG 2021 MS Entrepreneurship - Seattle Nonbrand IP1 1153 53026 2.17% 180 15.61% $5,245.07 $4.55 26 34 $154.27
GG 2021 MS Entrepreneurship - Seattle Brand IP1713 998 3853 25.90% 170 17.03% $3,939.16 $3.95 43 58 $67.92
GG 2021 MS Entrepreneurship - Other Cities Nonbran 2974 364003 0.82% 232 7.80% $9,193.62 $3.09 20 26 $353.60
GG 2021 MPAcc Nonbrand 1P1923203 1806 91204 1.98% 158 8.75% $6,778.53 $3.75 36 S $154.06
GG 2021 MPAcc Brand 1P1923203 1325 48157 2.75% 106 8.00% $3,613.29 $2.73 44 ey $82.12
GG 2021 Hybrid MBA Nonbrand 1P1713930 10796 480848 2.25% 1847 17.11% $42,052.32 $3.90 316 551 $76.32
GG 2021 Hybrid MBA brand 1P1713930 1010 2821 35.80% 187 18.51% $3,215.53 $3.18 69 128 $25.12
GG 2021 Full Time MBA Nonbrand IP1920992 9352 179336 5.21% 2096 22.41% $20,855.93 $2.23 391 527 $39.57
GG 2021 Full Time MBA Brand 1P1920992 23178 956126 2.42% 2883 12.44% $16,811.14 $0.73 401 497 $33.83
GG 2021 Evening MBA Nonbrand IP1920950 2227 17268 12.90% 528 23.71% $15,110.90 $6.79 103 185 $81.68
GG 2021 Evening MBA Brand IP1920990 3134 149722 2.09% 659 21.03% $8,226.26 $2.62 145 237 $34.71
FSOB MSIS - Nonbrand 1P2353957 114902 1075137 10.69% 22057 19.20% $26,323.80 $0.23 4 8 $3,290.48
FSOB MSIS - Brand 1P2353957 22725 155437 14.62% 4949 21.78% $12,469.40 $0.55 146 191 $65.28
Executive - Search 1304 6451 20.21% 78 5.98% $4,852.98 $3.72 0 0 $0.00
Executive - Remarketing 5174 147014 3.52% 224 4.33% $1,623.09 $0.31 0 0 $0.00
Executive - Display 1004 403134 0.25% v 0.70% $1,595.27 $1.59 0 0 $0.00
FSOB Spring MBA - NonBrand 40893 808780 5.06% 634 1.55% $22,725.54 $0.56 18 19 $1,196.08
FSOB Spring MBA - Brand 6931 572993 1.21% 128 1.85% $6,005.04 $0.87 1 g 28 $214.47
219,745 4,969,683 8.88% 39,243 15.27% $263,445.26  $3.39 2,280 3,349 $235.61
Average Average Total Average Average
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When do prospective students apply? Summer & Autumn intake, 2024

October 2021 l 375

>
=4
h=1 . . .
% Noveberauzy [ 6of Application status - Autumn Quarter 2024 intake (MBAs, MPAcc, MSTax)
S December 2021 [ 583
g January 2022 | EED 0 100 200 300 400 500 600 700 800 900 1x 1.1k
©  February 2022 | 300 3 Receiveq |
April 2022 | 145 L Denied [RIES]
May 2022 | 34 _é Offered - Cards Made _
June 2022 | 60 = Enrolled Packet Made -
July 2022 | 46 5 Withdrawn IT
August 2022 | 51 S Offer Declined |3
September 20... | 87 = Declined Confirmed |2
October 2022 [ 315
November 2022 | 257 Application status - Summer Quarter 2024 intake (Spec. Master’s, GEMBA)
December 2022 . 825 0 70 140 210 280 350 420 490 560 630 700
January 2023 [ 1.3« - Receive |
February 2023 | 208 P -
March 2023 | 135 5 pence |
April 2023 | 146 § Envoled Packet Mace |
May 2023 78 g Offered - Cards Made _
June 2023 | 101 § Offer Declined -
] Withdrawn . 1
July 2023 | 61 g ,
Declined Confirmed IZ
August 2023 | 61
September 20... | 131 o . .
October 2023 [] 323 + Total application volumes are higher in October and November 2023 compared to 2022.
November 2023 ] 469 In 2023, MSBA and MSCM moved int'l application deadline to November. December apps lower YOY
December 2023 [l 725 * Null value (-) for applications = started
J 2024 S
anuan ___REL Salesforce Application Summary dashboard, 1/26/24
Foster School of Business, Universi‘[y of V\/ashw’ngton Confidential and proprietary materials for UW Foster School of Business employees and strategic partners only. foster.uw.edu



How do application volumes compare to previous years?

MBA Programs Master’s Programs

Master of Science in Summer Quarter

Master of Business  Autumn Quarte
Business Analytics  gymmer Quarte

Summer Quarter 2023 —875

N :6 -
. Master of Supply Summer Quarter 20, _144
[ Chain Management
i anagemert. S mmerGuarter 2022 | 215
126 Summer Quarter2022 | 207
e Summer Quarter 202

Master of Sciencein Summer Quarter

Administration Autumn Quarter 2022

Autumn Quarter 2

Autumn Quarte:

Evening Masterof  Autumn Quarter 2
=

usiness Autumn Quarter 2
Administration " -
Autumn Quarter 2|

Autumn Quarter 2024 ] 13

Hybrid Master of
Business

Administration

Executive Master of
Business Administration

Global Executive Master of
Business Admi

Technology Management
Master of Business
Administration

Source: Salesforce Applications for Andrea, MyGrad application status 2/9/24

Autumn Quarter 2021
Autumn Quarter 2022

Autumn Quarter 2023

Autumn Quarter 2024

Autumn Quarter 2!

Autumn Quarte
Autumn Quarter 2023
Autumn Quarter 2024

Summer Quarter 21

I 140
I 11
I :0
| E3

1 e

2 [ s6

I 7
| )

3 [l

Summer Quarter 2024 [JI 68

Autumn Quarter 2021
Autumn Quarter 2022

2073

Autumn Quarter 202

Autumn Quarter 2024

[ 7
I 54

3 5

|5

-138
-4.44%

change in applications
2022-23 to 2023-24

Systems

ter of Science in
reneurship

Accounting

Master of Science in
Taxation

pring Quarter 2

Sp
Summer Qual
Spri

summer Quarter 2023 | 27

Spring Quart

Autumn Quarter
Summer Quarter 20
Spring Quarter 2
Summer Quar

Summer Q

Summer Quarter 202

Quarter 2021

Au
Autumn Quarter 2022
2023

Autumn Quarter 2024

Autumn Quarter

Autumn Quarter 2021
Autumn Quarter 2022
Autumn Quarter 2023

Autumn Quarter 2024

A

W2

Application Status

(Al
Null
Accepted
Accepted Fees Paid
Declined
Deferred
Denied
Enrolled

Incomplete
Melt
Offered
Received

tarted

Waitlisted

Withdrawn

/7)) Foster School of Business, University of Washington
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What is the best way to report application stages? (updated 1/3/24)

App Status vs MyGrad App Status FY24 App Status vs MyGrad App Status FY24

Applying To

Application Status MyGrad Application St..

- Applying To Application Status  MyGrad Application St..
== 25 — R ®

Velt

I 130
3
.16 Received
W20
4 [‘ ncor
S Denied
|3
. s
|3

m o

Salesforce Application Summary dashboard, 1/3/24

No consistent
application status
reporting across
graduate programs
for accurate roll-up
reports

Application Status
preferred by Foster
programs for
tracking waitlisted,
melt, other stages
not available in
MyGrad

Application Status
final decisions need
to be reported to
MyGrad for statuses
to match
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