
WHO IS TAYLOR UNIVERSITY? 

A Christian liberal arts college in Upland, 
Indiana, Taylor University is a vibrant 
community of scholarship and Christian 
faith characterized by relentless discovery, 
intentional community and global 
engagement. For the last nine years, it has 
topped U.S. News & World Report’s list of 
‘Best Regional Colleges-Midwest.’

HIGHER EDUCATION 
Sales Cloud, Force.com,  
Wave Analytics, Community Cloud

Taylor University rides Wave Analytics 
to a more efficient recruiting model
For high school students investigating 
colleges, geography may be an important 
consideration. But for a university, where 
a student is from isn’t as significant. 
Nonetheless, when recruiting among 
8,000 potential students each year, Taylor 
University historically assigned them to 
admission counselors based on where 
those students lived. “It’s kind of weird 
to recruit by state because their home 
state isn’t important to a student when 
they’re coming to our campus for a tour,” 
says Nathan Baker, Taylor’s Director of 
Enrollment Analytics. “What does matter is 
what they want to study.”

Under its location-based model, Taylor’s 
seven admission counselors had to learn 
the basics about every department and 
major in the university, which didn’t leave 
them time to develop deeper knowledge 
about any one particular program. Because 
of that, they weren’t selling the university 
and individual programs as well as they 
could have been, Baker says.

The university had a gut feeling they should 
re-align recruiting efforts along majors, 
but had little real data analysis to support 

that move. The university’s admission 
and recruitment process—which deals 
with about 45,000 records annually—is 
managed through the Salesforce Sales 
Cloud, while another marketing automation 
tool is used for engagement. That other 
tool isn’t friendly for reporting, and Baker 
had no way of bringing its data into Sales 
Cloud. When he wanted to pull data from 
that other tool, he had to create Excel 
spreadsheets. That meant, for example, 
that it would take a week or more to put 
together the annual report.

So Baker turned to Salesforce Wave 
Analytics to report between the two 
systems, combine the data and analyze it. 
Because they already used Salesforce for 
enrollment management, it was convenient 
and cost-effective to incorporate Wave 
rather than implement a new system.

Wave analytics showed that individual 
counselors did statistically better recruiting 
prospects who were interested in certain 
majors than they did with prospects 
interested in other majors. Under the 
location-based model, each counselor 

worked with all prospects in their region 
regardless of major. 

Using the information from Wave, the 
university re-aligned how it segments its 
seven admission counselors; now, there 
is one for each academic school—the 
School of Natural and Applied Sciences; 
the School of Humanities, Arts and Biblical 
Studies; and the School of Social Sciences, 
Education and Business—and a transfer 
counselor, an international counselor and 
a counselor devoted to helping undeclared 
students. The seventh counselor is now 
dedicated to reviewing all applications and 
advancing them along the decision process, 
which each counselor was responsible for 
before. That gives the other six counselors 
more time and resources to focus on the 
prospects who are “raising their hand a little 
higher,” Baker says.

“This new model allows the counselor to 
be devoted to one area, to know that area 
really well, make connections with faculty, 
know what’s going on in the academic 
departments, projects, conferences and 
presentations, so they can sell the product. 
It’s a fundamental shift,” Baker says. He 
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CHALLENGE

Taylor used a geography-based 
model for assigning prospective 
students to recruiting counselors, 
a model that often didn’t line up 
with students priorities.

A more analytics-driven 
approach made sense, but, 
while the university has a ton 
of data, that data is kept in 
different systems, which are 
siloed apart from each other.

For enrollment, they used 
Salesforce Sales Cloud; for 
prospect engagement, they 
used another marketing 
automation solution; those two 
systems couldn’t share data.

Pulling reports from the other 
marketing automation tool was 
a pain-staking process requiring 
the use of pivot tables in Excel.

SOLUTION

Taylor seamlessly incorporated 
Wave Analytics alongside Sales 
Cloud and the other marketing 
automation software Taylor 
used, creating a system that 
took the disparate data and 
combined them.

Wave uses that data to deliver 
business intelligence that allows 
Taylor to take a more data-
driven approach to recruiting—
and to student, alumni and 
donor engagement.

RESULTS

The university can ask hard 
questions and get hard data to 
support or subvert assumptions. 

Prospective students are now to 
assigned recruiting counselors 
according their intended major.

Recruiting consolers can 
become experts in specific 
programs/majors. 

Reporting time was cut down; 
now it takes about half the time 
to complete the annual report.

 “The reality is the data that we’re collecting 
from Wave Analytics on various points across 
the university affect the student life cycle from 
a point of inquiry to prospective enrollment, 
through to the donor and alumni stage. Now 

we can bring our data into one location where we can 
complete that life cycle and be able to look at our data 
in a more holistic approach.”

Nathan Baker, Director of Enrollment Analytics
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anticipates that shift will help the university 
be more efficient in recruiting its in-coming 
class of about 500 freshmen and transfer 
students each year. Wave has also cut 
down on reporting time, Baker says. It took 
him about three days to complete the last 
annual report—nearly half the time it took 
before they implemented Wave.

But Wave’s work isn’t done. Using metrics 
that Wave provides, Taylor is becoming 

more strategic in recruiting, engaging and 
connecting with students, Baker says. He 
anticipates analytics use growing, creating 
a culture where anybody throughout the 
university leadership can ask questions 
and get hard answers—which is the way the 
business world operates, but is something 
higher education often lacks. And Baker is 
working with the Business Department to 

create an academic class using Wave for 
hands-on analytics.

“The reality is the data that we’re collecting 
on various points across the university affect 
the student life cycle from a point of inquiry 
to prospective enrollment, through to the 
donor and alumni stage. Now we can bring 
our data into one location where we can 
complete that life cycle and be able to look 
at our data in a more holistic approach.” 


