
MARCOM LAB:
ANAYLTICS

A n d r e a  B o w e r s  

D i r e c t o r  o f  M a r k e t i n g  A n a l y t i c s

F e b r u a r y  1 3 ,  2 0 2 4



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

The Radius era…

• No connection between prospective students and applicants

• Graduate school did not share started applications

• No connection between online advertising and CRM

• Minimal reporting beyond email campaign results
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Now…

• All graduate programs migrated to Salesforce (2023)

• MyGrad integration of applications; connection to prospects (2022+)

• Slate data integration in progress (2023+)

• Advertising integration in CRM (2023)

• Customer journey and engagement tracking (2023)

• Extensive reports and dashboards (2023)

• Large user community – more than 80 Salesforce users (2022+)
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• 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 

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

Analytics



Why do we need 
analytics?
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Source: Google Universal Analytics, Jan 2022-Jan 2023 YOY results
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What happened to website traffic in 2022? 

Google 
algorithm 
change

Google algorithm changes, 
better bot filtering, GA4 
reporting changes and 
increased online ad 
competition all contributed 
to traffic declines
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How did the marketing team respond? 

Feb 2023 – new DNA agency hired
Mar 2023 – increased advertising investment

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

Spring 2023 program promotion 
drove 19% increase in sessions 
and 24.5% increase in new users
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Lots of data. So What?
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W h e r e  d o  p r o s p e c t i v e  s t u d e n t s  

c o m e  f r o m ?

W h a t  d o e s  t h e  t o p  o f  

t h e  f u n n e l  l o o k  l i k e ?  

W h i c h  a d s  c o n v e r t e d  v i s i t o r s  t o  

p r o s p e c t i v e  s t u d e n t s ?  

W h a t  d o  m y  w e b s i t e  a n a l y t i c s  m e a n ?  
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How can we use data to address 
our business questions?

H o w  m u c h  d o e s  i t  c o s t  t o  a c q u i r e  a  

n e w  p r o s p e c t ?  

W h a t  a c t i o n s  d i d  v i s i t o r s  

t a k e  o n  m y  w e b s i t e ?  
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• Decreased interest in graduate business degrees

• Reduced organic search volumes

• Major transition from Google Universal Analytics (different metrics) to GA4

• Current metrics only go back to 2022

• Better bot filtering, focus on engagement, multi-page sessions

• More competitive search and paid search environments

• Foster now bidding for UW & Foster branded search, 

strategic program groupings to better compete for share of voice

• Stricter privacy laws in U.S. and internationally

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

• Less customer data: age, gender, location, returning visitor

What do the trends in website 
traffic mean?
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How many people visited the Foster site in 2023? (Jan-Dec)

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%)

UW – Washington.edu (-.8%)

Bing organic search (+30.7%)
*Engagement rate benchmark 55% - Orbit Media

**Average session duration 3:00 - OHO Interactive
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( Jan 23 – Jan 24)
Peak periods in 
spring, fall & Jan 
followed ad 
campaigns
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• 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

What drove increases in traffic?
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Where do prospective students come from?

15

Foster spring 
ad campaign

Program & One Foster 
ad campaigns

Application 
deadlines push

Conversions = 
Apply Now link 
clicks
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Re-setting baselines - How many people visited program 
sites in 2023? (Jan-Dec)

Visits to MBA & master’s program websites

714,715 visits

145,741 visitors 

128,204 NEW visitors 

164,469 engaged sessions

84.2% Engagement rate (65.7% full site)*

5:09 Average session duration (4:17 full site) **

Top referral sources

Google organic search – 68K users, 57K new users

Google paid search – 44K users, 36K new users

Bing organic search - 5K users, 4K new users

Google banner ads – 3K users (nearly all new)
*Engagement rate benchmark 55% - Orbit Media

**Average session duration 3:00 - OHO Interactive
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GA4 tracking started 
late Oct 2022
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Where are visitors coming from? What are they searching for? 
Graduate Programs Dashboard – Jan 2023 – Jan 2024
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Northwest, India & New York 

Mostly branded searches for UW & Foster, high 
mindshare searches: MBA, MSBA, Online MBA, MSIS
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What actions did visitors take? 

Source: GA4
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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
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How much does it cost to acquire a new prospect? (Jan 23-Jan 24)
2022-23 baselines - all graduate program paid search campaigns
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39,243 
conversion activities

219,745 
clicks to Foster site

3,349 
unique opportunities

2,280 
unique prospects

$235.61 
per opportunity

15.27%
conversion rate

8.88%
click-through rate

$3.39 
cost per click

Source: Salesforce Paid Search Report, 2/6/24
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Which ads converted visitors to prospective students? (Jan 2023-Jan 2024)

ROI from Paid Search

• Tracking activated in May 
2023 – Salesforce can link 
new prospects and 
opportunities from paid 
search campaigns

• Building baseline data –
cost per click & cost per 
opportunity to improve 
ROI. Nonbrand campaigns 
typically have greater 
competition, higher CPC

• More unique opportunities 
than prospects due to 
interest in multiple 
programs

• Executive MBA ad 
connector activated Oct 
2023. 

Source: Salesforce Paid Search 
Report, 2/6/2420
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Which ad visitors converted to prospects and opportunities? 
(Jan 23 – Jan 24)

ROI from Paid Search

• Tracking activated in May 2023 
– now Salesforce can link new 
leads and opportunities from 
the referring paid search 
campaign

• Click on the Opportunities link 
to view the contacts referred 
by that ad campaign and their 
current program of interest 
and stage

• High % of cross-program 
interest between master’s and 
MBA programs

• Program-specific campaigns 
often resulted in opportunities 
for other Foster grad programs

Source: Salesforce Paid Search 
Report, 2/6/24
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Salesforce 
Analytics
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H o w  l o n g  d o e s  i t  t a k e  p r o s p e c t i v e  

s t u d e n t s  t o  a p p l y ?

H o w  c a n  I  c o n v e r t  m o r e  

a p p l i c a t i o n s  a t  t h i s  s t a g e  i n  

t h e  r e c r u i t m e n t  c y c l e ?

H o w  m a n y  F o s t e r  p r o g r a m s  i s  m y  

p r o s p e c t i v e  s t u d e n t  c o n s i d e r i n g ?
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W h i c h  a c t i v i t i e s  a r e  t h e  f i r s t  

t o u c h p o i n t  i n  t h e  c u s t o m e r  j o u r n e y ?

H o w  d o  a p p l i c a t i o n  v o l u m e s  

c o m p a r e  t o  l a s t  y e a r ?

How can we use data to better 
connect marketing & recruitment ?
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How long does it take students to apply?
2022-23 recruitment baselines (7/1/22-6/30/23)

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

96 days 
to apply

5,860 
applications

2,383 
prospects who did 

not start an 
application & may 

apply in FY25

Velocity 
through the 

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

Prospect
stages

Application 
submission

Deposit/ Fees 
Paid - Enrollment

2022-23 Prospect to 
Applicant Funnel
July 1, 2022 – June 30, 2023

Source: Salesforce Contacts with Opportunities Report 2/12/24

2023-24 Prospect to 
Applicant Funnel YTD
July 1, 2023 – February 5, 2024

1,188 (14%) 
current applicants

16% app started

25

75% 
inquiring 
prospects –
many 
migrated 
from Radius

Enrolled

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

Source: Application Summary, Contacts with Open Opportunities 2/7/24 
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Full-time MBA
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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)

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

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

Source: Salesforce Applications for Andrea, Contacts with Opportunities
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Applications Submitted
Volumes have increased with app deadlines for MSCM, MSBA, GEMBA 
(Jan deadlines), MSIS, MPAcc, MSTax (Feb deadlines) and FT MBA (round 1)

Applications Started to Date 
Pool of potential applications for submission. As apps are submitted, the 
started number can decrease. Peak months for submission are January 
and December. 
• Overall, applications submitted are at 86% of FY24 levels and 78% of 

projected apps
• Applications started and submitted are at 79.5% of FY24 levels
• Total applications submitted can be verified for MSBA, MSCM and 

GEMBA after programs close admissions

Projected prospects based on FY25 goal and additional prospects/apps needed 
above FY24 actuals to meet 100% of goal. Goals confirmed with program 
directors 2/24.

Total new prospects for the year
Most programs migrated to Salesforce by the end of January 2023. 
Total prospects tracks all new, non-Radius prospects from Dec 2022-Jan 2024. 

Applications % of Prospects - More than 50% Apps to Prospects indicates a 
high degree of stealth applicants
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Which activities are the first touchpoint in the customer journey?

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?

Salesforce Contact Entry Source, 1/9/24
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45.33

44.83

43.48

41.67

38.82

32.26

28.57

10.68

8.89

8.38

7.1

6.67

Evening MBA

Hybrid MBA

Executive MBA

MST

TMMBA

Global Executive MBA

MPAcc

MSBA

MSCM

MSIS

Full-time MBA

MSEntre

Multiprogram Prospects by percentage

How many Foster programs is my prospective student considering?

Working Professional MBA, 
Accounting programs 
highest % of shared 
prospects (opportunities)

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

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

Opportunities to build on analytics
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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

Next Steps
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Access to resources on new 
Marketing Analytics site!

• Website dashboards by program

• Marketing reports

• Market research

• Rankings

• Salesforce resources 

https://foster.uw.edu/marcomservices/
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THANK YOU
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What do we know about website visitors?

38



Foster School of Business, University of Washington foster.uw.eduConfidential and proprietary materials for UW Foster School of Business employees and strategic partners only. 

Source: Google Analytics, 8/21/23; some drop in traffic attributed to better bot filtering, most programs have seen increases in engagement

MBA Programs Master’s & PhD Programs

Website traffic Aug 2022-Aug 2023 – an early indicator of prospect interest, and the top of the funnel for marketing and admissions

-28%
decrease in visits to 
program sites from 

Aug 2021-23 to 2022-23
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Program website traffic trends part of Dean’s KPI metrics 
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Which ads converted visitors to prospective students? (Jan 23-Jan 24)
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When do prospective students apply? Summer & Autumn intake, 2024

• Total application volumes are higher in October and November 2023 compared to 2022. 
In 2023, MSBA and MSCM moved int’l application deadline to November. December apps lower YOY

• Null value (-) for applications = started
Salesforce Application Summary dashboard, 1/26/24
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Application status – Autumn Quarter 2024 intake (MBAs, MPAcc, MSTax)

Application status – Summer Quarter 2024 intake (Spec. Master’s, GEMBA)
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How do application volumes compare to previous years? 

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

MBA Programs Master’s Programs
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-138
-4.44%

change in applications 
2022-23 to 2023-24
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What is the best way to report application stages? (updated 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

Salesforce Application Summary dashboard, 1/3/24 
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