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Session Topics

• Automation / Personalization mix

• Maximizing ‘people power’ with technology

• Use of recruitment & communication tools

• Communication plan development

• BU MET OPM to Insourcing transition

• Opportunities for growth

• Poll questions throughout!

• Discussion at the end

1 D



Metropolitan College
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• Mission of Access

• 1st Online division at BU (2002)

• Flexibility (modality, pace, program)

• Largest & most diverse graduate school

60%10%

30%

Graduate Undergrad Non-Degree



Insourcing Transition

• Ended OPM in 2017

• Insourced digital marketing

• Created a centralized admissions team

• 10 Graduate Admissions Advisors

• Merger of online and on campus  
recruitment and admissions

• Created a Data & Analytics Team

• PowerBI Dashboards for conversion  
analysis

• CRM (EMP)

• Applicant Portal (WebAdmit)

• SIS (BU University Information System)
transitioning to Campus Solutions (‘23-24)
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The Graduate Admissions Funnel:

Enrollments

Graduates

Inquiries
Started Applicants

Applicants
Incomplete Applicants

Admits
Accepted Offers, Deferrals

Lead
Conversions
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App  
Completion rate

Yield
& Melt rates

Retention

Inquiry-App
Conversions

~45,000

~9,500

~7,500

~2,000

2022 Cycle:

MET Admissions & Enrollment Services



Graduate Admissions Advisors

• Specialized from point of hire and  

throughout onboarding process

• Specialization Expertise Efficacy
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• Virtual & in-person events

• Faculty-vetted student & alumni
admissions ambassadors

• Enrollment & Marketing Meetings

• Open channels of communication for  
faculty to field prospective student  
questions

Faculty / Admin Collaboration
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PURL

Tools for Communicating
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Personal URL PURL

Example: Inquiry Stage

• A dynamic resource through the
admissions process

• Easy ways to connect with their
Graduate Admissions Advisor

• Can share and update  
information about themselves
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Personal URL
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PURL

Example: Applicant Stage

• Application Requirements

• Link to Application



Personal URL
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PURL

Example: Admitted Stage

• Welcome video

• Can respond to offer

• Next Steps



Automated Emails
• Out of CRM (EMP)

• Welcome Email from GAA

• Nurture Campaigns

• Prospect – Purchased Lists

• Inquiry

• Admitted Students

• Blast campaigns

• Admissions Communication / Deadlines

• Replies sent directly to Graduate
Admissions Advisor

• Can view open rates, click-through rates
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Text Messaging
Hello from Boston University’s MET College! I’m  
Dana, your Grad Admissions Advisor following up  
on your interest in the Supply Chain Management  
Graduate Certificate program. Click here to  
schedule a phone appointment with me:  
met.bu.edu/{Unique PURL}
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Calling
• First Call

• Follow Up

• Call Projects

• Calendly Appointments
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Customized
Introduction

Student  
Discovery

Personalized
“MET”

Discussion

Next Steps

Consultative Advising
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• Applicant auto-assigned to GAA at point of  
inquiry

• Listen
• What do they hope to accomplish by

earning their degree?
• On-campus or online learning?

• How do they plan to finance their  
education?

• Counsel
• Recap what they shared
• Transition to discussing MET as a solution

• Sell
• MET-specific talking points
• Next steps to apply



Customizing Communication

• Student can update information within their
PURL

• Provides ADM information not asked for  
within RFI forms

• Can opt into EMP texting
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Events

Types

• General Admissions, Financing, Program-
Specific

• Webinars & On-Campus Info Sessions

• Department events

Communication

• Event Nurture Campaign

• Targeted email invitations

• PURL

• MET Event Calendar
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CRM Group Builds
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Putting it all together…

Sunday Monday Tuesday Wednesday Thursday Friday Saturday Sunday

Inquiry Form Calendly BU Intro

WhatsApp Dept Welcome Event Drip

Program Intro

App Details

Format Webinar 18 D



Measuring Success

• Evaluate performance in the context of factors  

within our control

• Frame monthly numbers as a strategic tool

• What is and is not effective about our  

outreach approach? What can we  

change?

• Adjusting daily practices according to  

patterns

• Develop targeted outreach projects to meet  

goals in our priority demographics
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Power BI
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Power BI



Opportunities for Improvement

• Communication Plan

• Drip campaign content & timing

• Volume of outreach in first 30 days

• PURL content and design audit

• Workload equity across advising team

• Video content (short and long)

• Print expansion

• Unibuddy student connection platform expansion

• On-Demand webinar downloads
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• How do you balance automation with personalization?

• What consultative approaches will work for your recruitment?

• How do you leverage your communication tools?

• What does our communication plan look like?

• What targeted / seasonal / project-based outreach efforts (with aged leads?)
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