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Agenda for today’s webinar

e |Introductions
e Overview of Liaison

— What is EMP’s Relationship to PAEA & PA Programs?

e The Enrollment Marketing Platform
— Benefits of EMP

— How EMP can help PA program admissions efforts

e Q&A

Feel free to submit questions!
Questions will be addressed at the end if time permits.

Recording & slide deck will be made available.
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Liaison covers the entire admissions spectrum

Prospect

Inquiry

Applicant

Accepted

Enrolled @~ = = e ==
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Liaison’s higher education presence
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Liaison/PAEA relationship

e PAEA Role

— Expand Industry Knowledge
— Capture more data
— Funnel Communications
-Inquiry through Applicant
- Better informed student base

A Ij, A PHYSICIAN ASSISTANT
1\ EDUCATION ASSOCIATION
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EMP - The Enrolilment Marketing Platform

e Complement to CASPA to EMP =
manage communication from ok \ E
inquiry through deposit M S

e Native APl integration to e —
WebAdMIT I I I l

e C(Cloud-based marketing & CRM . R
platform

e Easy data segmentation AT o s -

e Behavioral scoring mm
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EMP: An integrated approach to admissions marketing
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EMP’s attributes

Student-Facing

e  Multi-channel

communications

e Personalized to student

preferences
* Interactive
 Real-time

 Meaningful engagement

at all stages

Admissions-Facing

Easy-to-build multi-channel
campaigns
Easily manage student data, create

meaningful student groups

Enable mass-personalization to

different audiences

Shape a more diverse class
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Student facing

[5U]

WELCOME TO YOUR FUTURE

Home

Apply Today

Public Relations (MS)

Why COM?

Boston

Visiting Campus

After BU

Tuition, Scholarships & Aid
Beyond the Classroom
Internships & Opportunities
Frequently Asked Questions

Events

Haley Nielsen

Admission and Financial Aid
Counselor for Hope Weimer
617-353-3481
hnielsen@bu.edu

Hope, your future at COM awaits.

BU'’s College of Communication (COM) is a place where new media, innovation,
communication, and a passion for storytelling intersect — and you're about to see how!

This personal page is your resource, for information about COM that matters to you.

You can learn about life in Boston and how to schedule a visit. You can explore
internships and other opportunities to gain real-world experience. When you are ready to
take the next step, you can begin the application process.

1 will be your connection to BU's College of Communication, so you can ask me any
questions you have about the school, our admissions process, or what you can expect
as our student.

If you're interested in ication, you're i d in COM!

100 Years of Communication at Boston University @ #

Application Checklist

Take these steps to complete your
application!

Application submitted

Application Fee $95, online only
Official transcript(s)

Program specific requirements and
writing assignments

Three Letters of Recommendation
Program specific required exams

International students must fulfill
additional requirements. Please
review our International applicants
requirements.

You've completed 0%

ADMISSIONS
DEADLINES

JANUARY 15
PhD Deadline
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Late-stage admissions campaigns
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“FINALLY, after years of banging my head
against a wall with CRM companies, we
have found a painless, usable, robust, and

user-friendly system.”

David Coftter

Assistant Provost for Graduate Enrollment Management

previous:
Assistant Dean for Graduate Affairs

College of Communication BOSTON
UNIVERSITY

Boston University




How EMP can help PA program
admissions efforts

LIAISON 3



What is happening with PA programs?
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What does EMP mean for PA Programs?

e Communicate through the funnel

e Better educated pool of students

e PAEA communicating at industry level, not the
program/school level

e Continue level of communication at the school level

e Partnership offers!
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Step up your admissions communication plan

e Create easy to build multi-channel i
marketing campaigns omcs s i

Stages O Prospect  nqury Appiicart  Accepted  Crvolled

e Manage data easily and segment groups
of students

e Create nurture programs by segment,

=
stage, geography, etc. .

e Use EMP’s calendaring to schedule =y ol =y o o A
campaigns to the right prospects at the o Rt B e B8 o
right time Eait Conten Ect Deta o Edt Conten Ecit Do o Ec o

e Marketing services available to help & me o
drive best results e

EMP campaign builder
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A complete communication plan

- 9 y - - -l I

N Eylaa @ :
4R uh Other Inqunes Tradmtonal

Inquines from webaite Plan & visit from website Seorch engne marketing Lood Generation W H o Manwal Upload Form Fdl Advertiung

Dynamic Form-Fills

— NN

|, tex, ot
Yor Broc omal, text, vote nuture

‘-— 2 Txge‘!cd .' - —
L Inquiry Nurture = u - \
' | omal, text, vosce nurtre

TR - -—
Event Invite - ¢ ﬂ u o &

Vb Postomd

omail, text, voce innte

Intograted Event S-M
iy O\

Pre and Post-Event Emads, Text & Voice

- -

Porsonal Vistt “
Invitaton u —-—

omad, text, vowce nvite

1§ - -
Drive to Apply ﬁ u -

omail, text, vosce innte

Varubie Srochure

sl -
Stealth e i
Application ¢ u |-
Nurture omad, text, voxe nutse

Varabe Brochae

AN of

T r— = ™
Appliod Nurture 8.:;,‘\“ Ad L

email, text, vowce nurture

UniCAS/CAS Application ]

-
wralin Beihre omail, text, voce murture

Accepted Nurtuwre m Q B

Yield Nurture
Faculty Connect

Var ochwre lwne  ©mail, text, vosce wite

Yield Nurture “ u
. -
Aburnni C Varishie Srachure lnvite omail, text, vosce vite

EMP Generated Campaigns

Pernsonalued emads, texting and voice messeging campagrs can be launched nght from the Admasons Department

-~ -

Arvy campagn can utilze the PURLs, and all outbound emails and texts (including singular personal emaids and texts from ~y.
rep-to-prospect) wil be tracked, with response qualfed real-teme Deposit Nurture u -

email, text, vosce imnte

i
C
AR AR AR AKX

-
Varat e Poatzaed



Shape a more diverse incoming class with data segmentation

198 Students in the group Students have not applied + Have over 150 points

EMP con tact gro up builder FirstName  LastName  Email Stage Assigned Rep Rating
Madison Alexander MadiAlex@gmail.com Inquiry Norma Jackson +462
Kelly Carmen kellyc@eol.com Inquiry Greg F ers +331
Julie Francese Juliefran85@gmail.com Inquiry Frank Dileo +269
i Growp List
Bu'ld Group e m Michelle Gallo mgaletst@gmail.com Inquiry Greg Powers. o
David Stapias T g i 24 hrs
8 cumentty ulocked | Lock G 5 wVISIT" link last
A @ Geoup s cumenny o | LockGrowp T — Haven't Visited Campus + Hit "VIS d Rel Rating
nts | Assigned Rep
Fiterng Opticns ~ Basic  Advanced 42 Stude Email Stage +121
FirstName ~ LastName Inquiry Emma Burton g
Name  New Group 25@gmail.com 62
Chris Moring SR rank Dileo ‘
Cr Inquiry 5
v mpaeen(e51543@gma“-°°m +70
Mary Penney \nquiry Frank Dileo
john.branigan@insidespectrum.com 470
Aarian Yourd Inquiry Frank Dileo
- mail.com +72
scott Morgan SeOeg Inquiry Frank Dileo
Rep  AlReps B sarsh Marshie@aol.com +74
Allan Mars! Inquiry Frank Dileo
oughK@gmail.com +105
Kristine Dough boug Inquiry Frank Dileo
Gusta@yahoo.com +122
Gusta
Al Inquiry Frank Dileo
2 aol.com +125
cema jean  Burton eim@ Inquiry Frank Dileo 2
" wmmincidespectrum.com
96 Students in the gro eineses
First N group Most active Out-of-State Ingui
lame uiri
LastName  Emqy Quiries
Julie Sta,
Fra " ge i
ncese Juuefranss@gmail.com Assigned Rep Rati
Elsie Inqui ng
Hamilt ry
amilton Alle@gmall.Com Frank Dileo 55
Sofia Inqui
R ; £4 a
08 winner@aol.com frari Diso +230
Christopher T, Inquiry
racy Fran|
) cTracy@gmail.com 4nk Diso +195
John Smithy Marketing@ins; Inquiry Frank Dileo
E— 9@insidespectrum.com o +178
Mma Jean 1 - uiry
Burton eim@aol.com Frank Dileo 125
Al Inqui
Gust, Y a
2 Gusta@yahoo.com Frank Dileo =
Kristine Inqui
Dough y Fran|
9 Doughkagmail.com kbleo +105
Allan Inqui
Ma ry -
Marsh Marshie@aol.com i +74
Inqui
quiry Frank Dileo
+72

LIAISON
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Shaping a more diverse incoming class

Use Micro-targeting!

e EMP allows you to easily create
different messages by audience
segment

e Dynamic content applies to:
— Emails
— Print
— Text
— Personalized Microsites

LIAISON 3
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Segment your market

Micro-targeted Response

e High Impact Response

: +. - Personalized ')
2| S ‘ Microsite

“f —— B _ Personalized v“
Brochure

- Targeted Nurture Targeted

Email Inquiry
- Personalized Text
- Rep Trigger for

personal call

response

Secondary Response
- Personalized

Your pool of

Microsite
- Personalized Secondary
StUdents at any Postcard Targeted
- Targeted Nurture Inquiry
stage: e

- Personalized Text ﬁ

Automated Response
- Personalized

Microsite Regular
- Targeted Nurture Inquiry
Emaill

Response

- Personalized
Microsite with “A ‘

thanks but no thanks” "
Not Qualified

Ingquiry
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Communicate across several channels

Online PURL (Personal Microsite) Email

Thank o for your inteeest in Mareart TH. Ghan Bchoel of Pubis Hesth
e v -
Nt S (4 3 7 .

SR HARVARD
T AN

Form & EMP Database

‘ W
-
EEL!
L— F . ‘
ﬁ Phone : . Personalized Print
= : 3

Kavila, -7’, -
Franklin Pierce

b
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Real-time analytics improves response

Meeting Scheduled: Moved to Salesforcd for Tracking +50 ra |

Get a clear view of your Phone: Connect a0 /8
efforts—in real time— and Phone: Incoming CallRetumed Call w0 /8

. . . o , Left Voicemail or Message with Someone e |
effectively adjust your tactics rrene WA e fomenstoriessme win =2 ’

Phone: No connect/No message 0 ra |

Phone: To Non-MQL for Prospecting 0 ra |

Provides a 360° view of key Point Deduction: -1 A /@
information about your Point Deducton: 10 o o8
prospects displayed in a user- ‘

friendly interface. R EESS

O Hope Weimer was browsing the Graduate Programs page

Who olse did th

Q Hope Weimer clicked a link on their Viewbook 1o schedule_a_tour_of_emp +
Who oisn i this?
ACt i O n a b | e a n a |yt i CS e n a b | e yo u 0 Hope ',.wp.:va‘s?(c:-?mq the Schedule a Tour of EMP page -

0 Hope Weimer was browsing the Graduate Housing Options page -
Who olse o this?

to traCk Communicationsl Q Hope Weimer clicked a ink on their Viewbook 10 housing_options 1
qualify leads, give attention O e D L :
where needed most .

e Hope Weimer was browsing the Graduate Programs page #“

Who else cid this?

e Weimer clicked a ink on their Viewbook to affordability_and_value_at_watertown_university L3
Who sl Od thiy?

LIAISON .-
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Services & support

Some of EMP’s Account
Management & Services Team
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Why invest in EMP

e Helps you accomplish the
marketing output of several
admissions & marketing staff

® Speed personalization &
relevance drives results -
and EMP enables it

® Print-on demand performs
better - and can save you
money

® Services from admissions
marketing experts

e Hands-on help & proven
practices

() Watertown

S . ;
Mna\\led =
Pt’,nen(f be

Your pe
gearch eX
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Typical implementation

E M P :’;'-;.‘- Month 4

Testing
Rollout
Month 1
Business
Requirements
Doc (BRD)
Months 2-3
Implementation
& Integration
Day 1
Welcome

Meeting



Thank You!
Q&A

Your Regional Representative will be in touch to offer a free
consultation on your current process in shaping your class!

Or contact us:
ssharp@liaisonedu.com

Stand in the shoes of a prospective student -
launch a personalized campaign to yourself.

www.myviewbookdemo.com



