
MARKETING & APPL CATION 
DASHBOARDS 
Q2 & YOY 202

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

J a n u a r y  2 0 2 4
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Last year, marketing and admissions activities generated 

7,102 new prospects*

5,334 started applications**

2,935 submitted applications (55% of started applications)

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

Master’s & MBA incoming enrollments increased +2% overall 

from FY23 to FY24 

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

** All applications & enrollments: Summer 2023-Spring 2024 + MSIS Accelerate Spring 2023

2023-2024 Marketing & Admissions Results
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Website Volumes YOY FY22 - FY24
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Source: Google Analytics 4, 8/21/23 (August 2021-August 2023 YOY results)

MBA Programs Master’s & PhD Programs

• Website traffic – an early indicator of prospect interest, and the top of the funnel for marketing and admissions engagement – has been declining since 2020 
(except for GEMBA, which rebooted in 2022-23)

• Google algorithm changes, better bot filtering, GA4 reporting changes and increased online ad competition have all contributed to traffic declines
• Marcom monitoring website visits to leads to applications funnel closely to inform marketing decisions early in recruitment cycle
• Better advertising targeting, program persona identification and scoring and grading in Salesforce will help reach and convert better-fitting candidates

-28%
decrease in visits to 

program sites FY23-FY24
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Application Volumes YOY FY22-FY24

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

MBA Programs Master’s Programs

4

-138
-4.44%

change in applications 
2022-23 to 2023-24
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Enrollment Volumes YOY FY21 - FY24 (FY24 enrollments as of 2/1/24)
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Source: Tyler DuLam enrollment report updates, 2/24

Full-time MBA (+16% incoming class), MSCM (+8%) exceeded FY23 enrollments; 
+19 GEMBA enrollments added with 2023 reboot

+2%
increase in incoming 

enrollments FY23-FY24

-7% 
decrease in total 

enrollments 
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Graduate Programs Prospects to Applicants Dashboard (YTD 7/1/24-1/19/24)

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)
• Total applications submitted can be verified for MSBA, MSCM and 

GEMBA after programs close admissions

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. 

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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Salesforce conversions – 2022-23 full year recruitment baselines 
(7/1/22-6/30/23)
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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 have 

not started an 
application & may 

apply in FY25

Velocity 
through the 

admissions funnel
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Applications by month, 2022 – 2024

January 2023 
Peak apply clicks: 189

Ads need to be in market

Budget Committee 
finalizes ad budgets

Salesforce – Applications 
submitted by month

Sep-Jan – average 96-day conversion 
cycle from prospect to applicant

January 2024 
Peak apply clicks: 421

(Apply link click data 
gap July – Dec 2023)

Massive increase in 
apply link clicks 2023-24
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Dean’s Dashboards – All Grad Programs YOY Jan-Dec 2023
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Source: Google Looker dashboard

Top referral sources
• Google organic referred 57K new visitors, 

92% engagement rate and  6:35 average session

• Google CPC referred 36K new visitors, with a 78.6% 
engagement rate up 79.4%, and 4:39 average 
session duration

• Bing referred more than 4K new visitors with a 91% 
engagement rate

• Google banner ads attracted 3.2K new visitors and 
LinkedIn, 1.4K new users

YOY trending started in late Oct 2022
No YOY trending metrics are included for 2023 
due to lack of full year comparison

New program and One Foster campaigns in market 
Oct 2023 to support conversion to applications
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Dean’s Dashboards – All Grad Programs YOY Jan-Dec 2023
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Source: GA4 Graduate Program Dashboard Qtly

• Key events not set up for full year 
Jan-Dec 2023 – start monitoring in 
January 2024

• Capturing baselines for each grad program and 
portfolio for 2024 YOY comparison

• Programs with high volumes of new visitors, 5K+ 
FT MBA, MSBA, Hybrid MBA, MSIS, MSCM, TMMBA, 
Evening MBA, MPAcc

• Longer session durations 2+ minutes 
MSBA, MSIS, MSCM, MSEntre, MPAcc, MSTax, 
GEMBA
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Dean’s Dashboards – All Grad Programs Q2: 10/23-12/23
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Source: Google Looker dashboard

Q1/Q2 comparison:

 Views up 16%

 Active users up 14%, New users up 20%

 Engaged sessions up 18%

 Google CPC paid search up 63.7 for sessions 
and 55.1% for new users

 Google organic sessions up 4.6%, but new 
users down 8.4%

 Bing sessions up 7%, but new users down 
21.7%

 New users referred by new retargeting 
campaigns on Meta and LinkedIn, LI 
sponsored content
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Dean’s Dashboards – All Grad Programs Q2: 10/23-12/23
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Source: GA4 Graduate Program Dashboard Qtly

 Form submissions 
decreased 12% from Q1

Many high-volume grad 
programs also have 
high % of stealth 
applicants, especially 
MSBA, FTMBA

 Apply Now link clicks 
increased nearly 52%

 Graduate applications 
increased nearly 84%

 Across grad programs sessions up 19%, Active users up 11%, New users up 8%
 Programs with gains in active users - All but Evening MBA
 Gains in new users: MSBA, Hybrid MBA, MSCM, Evening MBA, TMMBA, MSEntre, MPAcc, EMBA, GEMBA
 Increase in engaged sessions, session duration shows response to website improvements

Q1: 7/23-10/23

Q2: 10/23-12/23
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Dean’s Dashboards – MBA Search Queries 10/23-12/23
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Highlights:
• Branded search terms still highest performing 

(UW & Foster + program)

• MBA, Executive MBA, Online/Hybrid MBA still top 
for search mindshare, although Executive MBA 
recently increased impressions

• High click-through rates above 9% 
MBA class profile, MBA cost, MBA tuition, 
MBA deadlines, GEMBA and Online MBA 
(6.4% average CTR for Education)

• Click-through rates have dropped YOY for most 
top organic search terms, reflecting an overall 
decrease in organic search volume for graduate 
business education

Wordstream Education benchmarks:
• Average Click-through Rate (CTR) 6.41%
• Average Conversion Rate (CVR) 7.07%
• Average Cost Per Click (CPC) $4.10

Source: Google Universal Analytics, until program filtering corrected in GA4
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Dean’s Dashboards – Master’s Search Queries 10/23-12/23
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Highlights:
• Branded search terms still highest performing 

(UW & Foster + program)

• MSIS ranking for very competitive nonbranded search 
“msis” – 119 clicks

• MSBA, MSIS, MSCM, MPACC top programs for organic 
search mindshare

• High click-through rates above 10% 
UW/Foster MSBA, business analytics, uwash msba, 
ms business analytics, uw mpacc, uw scm
(6.4% average CTR for Education)

• Click-through rates have dropped YOY for most top 
organic search terms, reflecting an overall decrease in 
organic search volume for graduate business education

Wordstream Education benchmarks:
• Average Click-through Rate (CTR) 6.41%
• Average Conversion Rate (CVR) 7.07%
• Average Cost Per Click (CPC) $4.10

Source: Google Universal Analytics, until program filtering corrected in GA4



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

Content strategy - top blog posts YOY Jan-Dec 2023
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Highlights – top 15 posts:

• David Bonderman post continues to drive visits, but 
low session duration

• Cultivating gratitude Ryan Fehr research from 2020 
still popular

• Rankings continually drive traffic and engagement, 
including Hybrid, MSBA, Full-time MBA posts

• Unexpectedly in Korea study abroad post attracted 
nearly 3.5K new visitors

• Yusuf Medhi alumni story drive more than 2.2K new 
visits and 66% engagement rate

• Evergreen supply chain career and supply and 
demand mismatch stories continue to attract readers

Source: GA4 Looker dashboard

 No full year tracking, set baselines for YOY 
comparison in 2024

 Engagement rate about average at 52%
 Average session duration metrics need to be 

fixed on Blog site
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Content strategy - top blog posts Q2: 10/23-12/23
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Highlights – top 10 posts:

• New top posts this quarter: 
Hybrid MBA #2 ranking, Entrepreneurship ranking, 
Undergraduate ranking, CPG internship stories, 
Spratlen family painting loan

• David Bonderman post continues to drive visits, but 
low session duration

• Cultivating gratitude Ryan Fehr research from 2020 
still popular

• Rankings continually drive traffic and engagement

• MSBA FAQ and MSCM career opportunities 
evergreen posts still attracting new visitors, high 
engagement ratesSource: GA4 Looker dashboard

Q1/Q2 comparison:

 Views up 19%

 Active users up 14.5%, New users up 13%

 Average session duration up 8.4%
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Paid Search Ad Conversions Prospect & Opptys (Jan 23-Jan 24)
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Wordstream Education benchmarks:
• Average Click-through Rate (CTR) 6.41%
• Average Conversion Rate (CVR) 7.07%
• Average Cost Per Click (CPC) $4.10
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Paid Search Ad Conversions Prospect & Opptys (Oct-Dec 2023)
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ROI from Paid Search

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

• Building baseline data –
cost per click & cost per 
opportunity to improve 
ROI

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

Wordstream Education benchmarks:
• Average Click-through Rate (CTR) 6.41%
• Average Conversion Rate (CVR) 7.07%
• Average Cost Per Click (CPC) $4.10
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Foster grad programs campaign results 10/23-12/23

Source: GA4; promotion campaign began Oct 2023, no yearly results

Advertising channels top producers of new visitors

 Sessions up nearly 200% over previous year

 Active users up 206%

 New users up 509%!

 Engaged sessions up 253%

 Foster’s Financial Times Research rank increased 
from #12 to #7 in the word

Wordstream Education benchmarks:
• Average Click-through Rate (CTR) 6.41%
• Average Conversion Rate (CVR) 7.07%
• Average Cost Per Click (CPC) $4.10


