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Project Overview
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Foundational systems:

* Lack functionality to meet needs of current & future
stakeholders;

* Aging, lag behind technology at peer institutions;

* Separate, disparate, challenging to maintain and
integrate with other campus systems;

* Unable to meet growing institutional requirementsfor
timely, accurate information and reporting; and

* Inhibit the University’s ability to deliver timely service
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Enterprise System

Improve foundational systems capabilities;
More integrated, user-friendly interfaces;
Increase mobile functionality;

Better access to accurate, timely data;

Enhancereporting & analytic tools to support decision
making;

Facilitate institutional efficiencies & productivity;
Improve end-user experience for all stakeholders
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Business Case
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lifecycle to increase student recruitment and retention rate

Student
Lifecycle

@‘) Streamline Communication Effort

Provide standardized communication experience across faculties

Increase Student Recruitment and
%I:I Retention Rate
u Understand pain points and critical touch points across student

ensure better engagement

ROI

Measure individual campaigns to ensure maximum return on
investment of marketing resources

(2]

—1 Build Loyal Student and Alumni Base
= s
end highly personalized messages and content in a timely manner to

Photo Credit: Deloitte Touche Tohmatsu Limited



Project Scope

N

Oracle PeopleSoft and Cloud solutions are being implemented for this project:

On Premise Oracle Student
Administration Modules

Oracle Cloud Student
Engagement Modules

Oracle Cloud Finance Modules
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High-level Challenges
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* Resourcing

* Space

e Administrative infrastructure, governance (CRM)
* Communications

* Governance & cadence

* Concurrentoperations and development

UWi;



Project 0verview

2017 2018

=
X}

M3 ‘ M4 ‘ M5 | M6 | M7 ‘ M8 ‘ M9 | M10 | M11 ‘ M12 | M13 | M14 | M5 | mie | w1z | wmis | mio | m20 | m21

I Y
R
[ oon | owe | oewer 5 Operme
] 1 ] ] ] ] ] ] ] ] 1
| l } I \ | | | | | | | l

| | | | \ l | | | | | \

CRM

Finance

Budget! IRELUELLRYED




Student Engagement CRM
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What.is a CRM?2 ,
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» Customer Relationship Management System

* Makes the recruitment team more productive

Make the sales process simpler

Improves the overall customer experience

Provides analytics to inform business decisions

Generates and tracks leads
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What.is a MAP?
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* Marketing Automation Platform

« Generates and qualifies leads
* Nurtures leads from suspect to student
 Manages email marketing campaigns

* Reports on the success of various campaigns
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Digital Marketigg Autop‘tion
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CRM.& MAP Cgm
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 \What is the difference?

Both collect and manage customer
data

Both trigger sales and marketing
actions

Both have elements of marketing
automation

« The real difference is in the
emphasis:

CRM emphasizes the sales
process

MAP emphasizes online marketing

CRM & Marketing Automation Features

Lead Nurturing

Leads can be nurtured based on a variety of attributes (behavior, demographics,
buying stage)

Campaign Management
Inbound marketing and outbound campaigns

Lead Management
Allows the leads to move through the entire marketing funnel

Landing Pages
Allows for the building of landing pages independently or within a CM5

Email marketing
Has a majority {if not all) of the functionality used regularly in existing e-mail
marketing platforms

Sodal Marketing
Built-in social media marketing and management tools

Sales Intelligence
Real-time sales intelligence and insights

Visitor Tracking
Allows for the identification of companies by IP, and the individual visitors” activities
on the site. Segments the database based upon those tracked activities.

Reporting and Analytics
Easily examine raw data to make business decisions
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Student Engagement CR
| .
kS ] . )

ORACLE

PEOPLESOFT
CAMPUS SOLUTIONS
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ORACLE ORACLE

SERVICE CLOUD
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Digital Marketing Sources Traditional Marketing Sources

Pay-per-click Organic Relationships Cold Calls Referrals

adverts search 7Q Networking «
" aas
Ao & &>

Webinars Email Social media Site visitors Trade shows Media

Campaignﬁ g ® advertising %
2 ]

Inquiries, registrations, customer and contact pool

Marketing

Team

Qualified as Leaq
sales ready nurturing

Sales Leads Longterm leads go
back into lead

nurturing programme

Sales T [
Sales-ready | Sales-ready
Team shortterm longterm

Opportunities
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Digital Marketing Sources Traditional Marketing Sources
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Most Students Cross Many Channels

75% of students
use 3 or more
channels

(E——

25% of students
use less than 3

channels -

1 channel 2 channels 3 channels 4 channels 5 or more channels
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EFFICIENCY

(LOWER EFFORT)

INCREASE OPPORTUNITIES INCREASE SATISFACTION INCREASE PRODUCTIVITY

IMPROVE CONVERSIONS IMPROVE LOYALTY IMPROVE SELF SERVICE

DRIVE MORE SALES DRIVE HIGHER ADVOCACY DECREASE OPERATION COSTS




BecomevA Modern Cus iC me;' Serwce

lenew. Advance.

“ Empower Employeesa

Make it easy to serve
customers

o Engage Customers
Make it easy for customers to
engage with your brand

Customer
Service

Adapt Quickly
Easily adapt to the changing
needs of your business
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ORACLE
SERVICE CLOUD

Web Customer Cross Channel Knowledge Policy Field Service
Service Contact Center Management Automation Management
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Registrar's Student Finance
Office (Awards/Financial Aid & Cashiers)

Alumni
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Proof of Concept




Preliminary Work

Engage. Renew. Advance.

Alumni
Relations

Over the past few Months, we have conducted multiple sessions

o @Xplore, create and refine ey streams of

work to support University of Windsor in it's over arching vision to
becoming more student centric and increase engagement by
creating meaningful personalized communication

Onboarding
and
Enrolment

Information
Technology
Services

Admission &
Records
Office

Various
Faculties

Key Streams of Work

Career

Services
Stream 1: Stream 2: Stream 3: Student
Kick off, Discovery and Perform Fit-Gap to Implement the first Success
Build Student Personas understand the future campaign to Engage
and Journeys marketing needs Prospective students

Recruitment
and
Application

\ 4 \ 4

PREFERRED COMMUNICATION TYPES AND CHANNELS )
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Summary

Field Details

Preferences Campaigns

Recent Activity

Email Clickthrough
" ' Responsive Email

52/2017 2:35 PM

Ty Website Visit
‘9 hitp://s127504788.t.en25.comiales
5/2/2017 2:35 PM
Email Open
Q Responsive Email
5/2/2017 2:35 PM
Email Open
Q Responsive Emall
5/2/2017 2:35 PM
Email Open
Q Responsive Email
5/2/2017 2:35 PM

Behavioral Tracking

Engage. Renew. Advance.

Activity Log  Scoring Linked Records

Subscribed Globally

Valid Email Address

Physical Address:
Deloitte

Sales Information:
Salesperson: Unknown

Launch in Profiler
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RFI Form Submission
Double-click to choose...

I
" 3rd Party Sources
| Double-click to choose...

, Is Interest Undegrad Scie...
Double-click to choose...

" Generic E-mail Confirmation
Double-click to choose...

—_ Science Email Confirmation
Double-click to choose...

Opened Email?
Double-click to choose...

Move to Generic Journey
POC Campaign - Generic
Wait: 3 Days

~_ Send Reminder E-mail
Double-click to choose...

o -
. -

Move to Campaign

°~ POC Campaign - Undegrad Sci...

Wait: 3 Days

Segmentation

Engage. Renew. Advance.

From Another Campaign
POC Campaign - Start

Wait
3 Days

. Has Applied?
Double-click to choose...

Add to List - Has Applied
! Double-click to choose...

W Is GTA 1012
Double-click to choose.

et T i
Move to Science GTA 101 C...

° POC Campaign - GTA 101 Scie...
Step: Has Applied?

W Is Local 1012
Double-click to choose.

) Is International? \

Double-click to choose Move to Generic Science U...

RNV ?6 POC Campaign - Generic Scienc
T q\_,,/ Step: Has Applied?
|

) Is Transfer?
Double-click to choose
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Progressive Forms
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_Progressive Profile

First Name

- = 8-
Last Name

Last Name Display Settings
Email Adcress Fields to Display: 2 ‘ v . , .

Emed Adcress Prospective Parent or Guardian or Friend

Progressive Prome Randomize Fieids:  [J Student of Prospective Student

Company

e Size

: Tie
= Field Width: Large
B —

Guidance Counselor or Other
Teacher
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Responsive

Engage. Renew. Advance.

£ Reply [©2 Reply All £ Forward G5 IM

Wed 4/26/2017 3:58 PM
UniversityofWindsor1 <newclient@en25.com>

University of Windsor Template
To M Vasileski, Hristijan (CA - Ottawa)

0 If there are problems with how this message is displayed, click here to view it in a web browser.

560x300

University of Windsor

Please insert the content of the email here.
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Y Sic Subscription Management
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University
A of Windsor

Manage your subscriptions

Thanks for visiting our Email Preference Center. Please
select which types of emails you would like to receive.
Newsletter

Please enter a description here.
Subscribe “ Unsubscribe

Events

Please enter a description here.
Subscribe Unsubscribe

Volunteer

Please enter a description here.
Subscribe Unsubscribe

Sponsorship
Please enter a description here.
Subscribe “ Unsubscribe

Exclusive Updates and Promotions

Please enter a description here.
Subscribe “ Unsubscribe

Uw
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Data Model

Eloqua Staff (for alumni and
recruitment)

Cashiers, Registrar’s Office, Student Services and Advisors

Engage. Renew. Advance.

Recruiter
Student administration tasks Raiser’s Edge tasks
Marketing tasks Application evaluation Track alumni and donor
Storing prospects, applicants, Service desk tasks Student registration information
students and alumni Q&A with prospects, applicants, Fee assessments Manage alumni programs, events,
Sending email campaigns students and alumni Graduunug L‘\'ill_'-l'r_!UU" grants and appeals
Qualifying prospects through Case management Academic advising Manage alumni relationships
lead scoring Escalation management Ete. 1
I I I_ New Applicant, Student,

ORACLE m
sevice oo\ .

ta__—

Prospect and
their Event
Information to
Service Cloud

Qualified prospects
to Campus
Solutions

Prospect and
Alumni
Information to
Eloqua

54

Applicant and Students Bio
Demo, F ty, Plan, Program,
Affiliates, Program
Information

to Service Cloud and Eloqua Akmini
information to
Raiser's Edge

| |
Service Cloud

PeopleSoft Campus Solutions

~—__ NewAlumniData -

Alumni and Donor
information to
Service Cloud

W



Policy Allgnmerkt % Coherence
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Engage. Renew. Advance.

« Policy for the Use of
University Electronic
Mailing Lists

« Terms and Conditions

for Use of the University
Website

* Subscription
management

« Canada Anti-Spam
Legislation (CASL)
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Campaign Apprgwgl
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THE CREATIVE PROCESS

RESEARCH:
Ex e several key factors including
ent’s business, competition, and audience

REVISION: PRODUCTION: DESIGN:
B -for ocess with ts to discuss edit Put en tc The process of ring al Narrowing

DELIVERY: FOLLOW-UP:
i C i lient
| t | rest i ymendati
) ns fo




Brand Conformance

LT

DESIGN

TRUST y VL
STRATEGY

'}\ BRAND /4

IDENTITY LOGO

ADVERTISING MARKETING




Privacy

POWERING
PERSONALIZATION




Access

Engage. Renew. Advance.

« Justification

* Training
requirements
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