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“Higher education is at a turning 
point. First, we simply can’t sustain 
the cost of delivering education in 
traditional ways. Second, the new 

generation of students is demanding 
an educational experience that is 

flexible, personalized, and real-time. 
If we are to thrive and deliver on our 

mission, we’ll need to adapt.”

Thomas Dionisio
VP for Technology & Transformation, 
Southern New Hampshire University

THE CHANGING LANDSCAPE 
OF HIGHER ED

The bar has been raised for Higher Education institutions. Where colleges and 
universities once built systems around business processes, they now need to focus 
on the student experience. There’s a mandate for change across the sector, and 
leaders must innovate for the future — or risk getting left behind.

The private sector is very much responsible 
for these new pressures and paradigm 
shifts. Companies like Amazon, Lyft, 
Netflix, and Fitbit have reset consumer 
expectations. These businesses 
are delivering outstanding service, 
personalized engagement, and powerful 
mobile experiences for just $10 a ride 
or $8 a month. So for the price of your 
tuition, today’s students arrive on campus 
assuming they’ll get all that and more.

In this book, you’ll meet 8 visionary 
institutions that are transforming to meet 
these new expectations and deliver the 
next generation of higher education. 
You’ll read their stories, see the innovative 
solutions they’ve built, and hear from their 
leaders. We hope these stories will inspire 
you as you embark on your own journey to 
becoming a Connected Campus.
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CHAPTER 1:

RECRUITING & ADMISSIONS

Prospective students want you to know who they are, and want to know who you are 
as an institution. Are you presenting a single brand and unified experience across 
every school, department, channel, and touchpoint?

The secret to achieving this goal is unifying 
your back-end systems and data. This 
creates a chain reaction from back office to 
front-end experience: once you consolidate 
your data, you can streamline processes for 
recruiters and admissions staff, which gives 
you the ability to establish and deliver a 
unified experience for prospects.

Let’s see how one institution has 
transformed the recruiting and 
admissions experience.

“We’re not just 
upgrading the  

information technology. 
We’re transforming 
the way we conduct 

business.”

Jack George
AVP for Enterprise, 

Application Services & IT,
Tulane University
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Located in Canada’s beautiful capital, 
Algonquin College finds itself in a state of 
transformation. Like other Canadian higher 
education institutions, Algonquin College faces 
a serious demographic challenge. The number 
of students graduating from high school in 
Canada is steadily declining, creating fierce 
competition amongst Canadian colleges and 
universities. Adjusting to the demographic shift 
and increased competition, Algonquin College 
decided to change their approach to recruiting 
and deployed Salesforce across campus.

Algonquin College started their transformation 
by rolling out a new student recruitment 
solution on Salesforce. The school uses 
Salesforce to automate student lead capture 
via its website and social media channels, 
manage lead scoring and segmentation, 
execute targeted communications, and track 
conversion targets. Algonquin also developed a 
custom recruiting application for the iPad using 
the Salesforce Platform. The new app allows 
recruiters in the field to collect prospective 

students’ data in high school classrooms. “We’re 
now able to track our prospective students 
throughout the entire recruitment lifecycle and 
provide a modern experience,” said Elizabeth 
Babiak, Social Media Community Officer.

Using the Salesforce Marketing Cloud, the 
school has been able to have a voice in 
both intentional and unintentional social 
conversations. Salesforce allows Algonquin’s 
social media team to have a single view of 
every conversation it’s had with a specific 
user, minimizing duplicate outreach and 
conversations.

Altogether, Algonquin College increased lead 
generation by 23% and reduced collateral 
fulfillment time by over 50% within the first 
year of rolling out Salesforce. “Our student 
recruiter productivity has tripled with 
Salesforce. What used to take weeks or months 
now takes minutes,” said Doug Wotherspoon, 
VP of International and Strategic Priorities.

TRAILBLAZER
ESTABLISHED: 1967

FULL-TIME ENROLLMENT: 19,000

PART-TIME ENROLLMENT: 37,000

TYPE: Public

INNOVATIVE SOLUTION: iPad app for recruiters, automated lead capture and scoring

SUCCESS METRICS: +23% in lead generation, -50% collateral fulfillment time

HOW DOES IT WORK: Recruiting app enables recruiters in the field to collect prospective 
student data, marketing automation drives more personalized communications

PRODUCTS USED: Lightning CRM, Service Cloud, Community Cloud, Marketing CloudDoug Wotherspoon
Vice President,  

Innovation & Strategy, 
Algonquin College

“Our student recruiter 
productivity has tripled. What 
used to take weeks or months 

now takes minutes.”

ALGONQUIN COLLEGE
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CHAPTER 2:

STUDENT SUCCESS
When a student doesn’t perform to their potential, there’s a ripple effect that 
impacts the entire institution. To help students succeed today, you need to create a 
360-degree view of every student, and then leverage that data to deliver one-to-one
support and personalized attention.

By empowering advisors and other staff 
with complete visibility and the right tools, 
you can transition fromre active student 
services to proactive student engagement  
and support.

Let’s see how one institution 
is innovating to achieve key 
student success goals.

“Everything in the 
classroom should 

be challenging and 
stretch students to 

their limit. Everything 
outside of that is a 

service, and it  
should be easy.”

Mark Lombardi
President,  

Maryville University
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At 18,000 students, UMass Lowell’s enrollment 
is up over 50% over the past 10 years.“With 
that kind of growth, we knew we needed to re-
think business processes and service delivery,” 
says Kerry Donohoe, Dean of Academic Services. 
But student service was siloed between the 
Registrar, Financial Services, Financial Aid, and 
other student-facing departments. To get a 
question answered, a student would often have 
to go to more than one department.

So, with support from our executive leadership, 
Kerry and other leaders from key areas came 
together with IT to design the Solution Center, 
which serves as a “one-stop” for student 
services. In 2014, UMass Lowell implemented 
the Solution Center on Salesforce in 12 weeks. 
Today, they’re processing over 100,000  
cases per year using multiple channels for 
customer contact.

After the success of the Solution Center, UMass 
Lowell began to bring other functions onto the  

Salesforce platform. “Our approach is centered 
on student success and creating a 360-degree 
view of the student. We see Salesforce as a 
strategic enterprise platform for the university,” 
says Lori Dembowitz, Associate CIO. “We 
moved to undergraduate and graduate 
admissions and recruiting. Then corporate 
relations and career services.”

Advisors across all 6 colleges are running 
retention campaigns on Salesforce targeting 
students that have not yet registered for the 
next semester. These campaigns have helped 
drive huge progress toward key student success 
goals. “Graduation rates have improved more 
than 4% in the last year. We also saw first-year 
retention improve by 1.5%. This means  
we’ve met our strategic goal 3 years early,”  
says Donohoe.

“We’re keenly focused on student success, 
student engagement and building efficiencies. 
Salesforce technology has helped us deliver on 
this,” says Michael Cipriano, CIO, UMass Lowell.

TRAILBLAZER
ESTABLISHED: 1894

STUDENTS: 18,058

TYPE: Public

INNOVATIVE SOLUTION: Automated retention campaigns and real-time dashboards for advisors

SUCCESS METRICS: +4% graduation rate, +1.5% first-year retention, 100,000+ cases  
resolved per year

HOW DOES IT WORK: Automated surveys sent to students that aren’t registered for next term. 
Dashboard for advisors showing students they need to reach out to, refreshed daily.

PRODUCTS USED: Lightning CRM, Higher Education Data Architecture, Service Cloud, Community 
Cloud, Marketing Cloud, Salesforce Advisor Link

Lori Dembowitz
Associate CIO,

University of Massachusetts Lowell

UNIVERSITY OF MASSACHUSETTS LOWELL 
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CHAPTER 3:

ADVANCEMENT

Advancement goes beyond fundraising. Today’s alumni want you to engage with them 
on their preferred channels,  understand who they are and why they are invested in your 
institution’s future. When you invest in building a relationship with them, they’ll invest in 
your institution.

But yesterday’s fundraising systems aren’t 
designed for engagement. They aren’t built to 
be accessed from a mobile device. And they 
can’t provide real-time donor analytics and 
insights. 

Salesforce can help you achieve mobile, social, 
and data-driven advancement.

Let’s see how one institution is 
innovating to better connect with 
donors and exceed campaign 
goals.

“Salesforce really 
streamlines portfolio 

management. Our 
fundraisers can focus on 

building relationships. 
They love being able to 

look up people on the fly 
and use voice-to-text  
to input their tasks  

and events.” 

Cheryl Cerny
AVP of Advancement Operations, 
Worcester Polytechnic Institute
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With shrinking budgets, decreased government 
funding, and increasing donor expectations, 
fundraising has never been more challenging. In 
addition to these hurdles, Westmont College’s 
advancement team lacked a consistent donor 
management process, relying on disparate 
manual processes and disconnected tools to 
manage fundraising. “In spite of heroic efforts, 
our IT team was mired in 24/7 support of 
legacy applications. They just weren’t able to 
keep up with our evolving advancement needs,” 
says Reed Sheard, Vice President for College 
Advancement and Chief Information Officer.

Westmont implemented Salesforce to 
standardize and streamline their advancement 
processes. Sheard and his team immediately 
recognized Salesforce as a powerful tool for 
gift officers to manage their donor portfolios 
and the proposal lifecycle, but much of the 
data they needed to access was stored in the 
college’s ERP system. Turning to the ecosystem 
of Salesforce integration partners, Westmont 
found a connector that allowed them to 
quickly set up a secure, bi-directional data 
synchronization between Salesforce and the 
ERP back end.

“Now, for example, a gift officer can be at a 
meeting in another city and enter notes into the 
Salesforce iPad app, and within minutes this 
information is written into the ERP system at 
Westmont,” explains Sheard.

Within 95 days of purchasing Salesforce, 
Westmont was able to implement it as a 
complete donor management solution and 
launch a new fundraising campaign. And thanks 
to their CRM-to-ERP integration, data visibility 
and integrity are maintained automatically.    

“Salesforce freed up IT staff from keeping the 
lights on for our legacy applications so they 
could focus on innovation,” says Sheard.

Their initial fundraising campaign powered by 
Salesforce raised over $83 million, the largest 
amount raised in Westmont’s history. In the first 
three years after implementing the solution, the 
college increased fundraising 250%.

TRAILBLAZER
ESTABLISHED: 1937

UNDERGRADUATES: 1,313

TYPE: Private

INNOVATIVE SOLUTION: Mobile fundraising app integrated to back-end data

SUCCESS METRICS: Deployed in 95 days, fundraising increased 250% over 3 years

HOW DOES IT WORK: A near-real-time integration between Salesforce and Westmont’s ERP  
system enabled gift officers on the road to access and update data anywhere, anytime.

PRODUCTS USED: Sales Cloud

Reed Sheard
Vice President for College Advancement  

and Chief Information Officer, 
Westmont College 

WESTMONT COLLEGE

“We designed an integrated 
fundraising relationship 

management system, built 
a prototype, and put it into 

production in a little  
under five months.”

/ 09



CHAPTER 4:

MARKETING COMMUNICATIONS

Your students and constituents are on a journey with your institution. They choose when to start 
it, when to end it, and how their journey will unfold. And they expect you to be there with them 
every step of the way.

By designing and automating journeys, you can 
deliver one-to-one communications at scale. That 
means you can go from sending generic messages 
to delivering targeted, tailored content that 
drives prospects, students, alums, and any other 
constituent to engage. 

Let’s see how institutions are 
innovating to deliver a seamless 
student journey and providing 
opportunities for students to 
deepen their skillset.

“Having all of the 
information about  a 

constituent in one place... 
has transformed the way 

we communicate.”

David Burge
Executive Director, Admission Services, 

Arizona State University
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With over 1.5 million members of the IU 
community, Indiana University needed to 
solve their data silo challenges. Data silos — 
having information about students in dozens 
of different, disconnected databases and 
spreadsheets, for example — weren’t working 
well for IU at an institutional level. Constituents 
(recruitment prospects, students, parents, 
graduates, or anyone who has a relationship 
with IU) were frustrated that they had to 
provide the same information multiple times to 
different people.

Fortunately, IU had the vision to take action 
on an institutional level, selecting Salesforce 
to provide a robust solution for the diverse 
needs of the university’s 110,000 students, 9 
campuses, and large constituent population.

“One reason why we chose Salesforce for IU 
CRM is because it’s powerful, flexible, and can 
scale to our needs. For example, we anticipate 
that adding SMS messages as a communication 

option will be popular with students, who prefer 
more immediate channels like text messaging 
to email,” says Cathy O’Brien, AVP for Client 
Services and Support.

Over the last two and a half years, key 
stakeholder groups and sponsors including 
admissions, communications & marketing, and 
human resources embraced Salesforce as the 
solution for their strategic goals.

More than 200 units across the IU system use 
Marketing Cloud to manage communications 
and campaigns across their various 
constituencies. In total, over 400 separate 
instances of email-blast tools have been 
replaced across IU with Marketing Cloud. These 
users have leveraged 52 million email sends, 
2700 structured campaigns, and 13 million 
campaign members to effectively communicate 
IU’s vision around the world. Interactions are 
also recorded on individual IU constituent 
records for future knowledge and nurturing.

TRAILBLAZER
ESTABLISHED: 1820

UNDERGRADUATE STUDENTS: 89,176

POST-GRADUATE STUDENTS: 21,260

TYPE: Public

INNOVATIVE SOLUTION: Consolidated 400+ email tools across 200 units onto Marketing  
Cloud for unified system-wide communications

SUCCESS METRICS: 52 million email sends, 2700 structured campaigns, 13 million  
campaign members 

HOW DOES IT WORK: Admissions, Communications & Marketing, Human Resources, and  
other groups have adopted Salesforce CRM and Marketing Cloud to gain a complete view of 
constituent interactions

PRODUCTS USED: Lightning CRM, Marketing Cloud, Service Cloud, Heroku, LiveMessage 

Cathy O’Brien
AVP for Client  

Services and Support, 
Indiana University

INDIANA UNIVERSITY
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It’s a distinction no school wants: The University 
of Tennessee, Knoxville was consistently 
included in lists of the ugliest campuses 
nationwide. But with a new beautification 
project underway, the university is changing 
that perception.

“We wanted to change the tone of the 
conversation,” says Rebekah Winkler, the 
university’s Social Media Manager. So the 
university’s Office of Communications and 
Marketing teamed with Professor Courtney 
Childers’ social media class to highlight new 
buildings, the preservation of older buildings, 
its LEED certification, and beautiful areas 
around campus.

The social media class meets in the Adam 
Brown Social Media Command Center, an 
innovative facility powered by Salesforce 
Marketing Cloud. There, students, faculty, 
and staff have access to Social Studio, the 
one-stop solution for social media teams  
to listen, analyze, engage, and publish to  
various channels.

Using Social Studio, the class created the 
hashtag #beautiVOL — playing off the school’s 

“Volunteers” nickname. Then they crafted 
a strategy to emphasize the benefits of the 
beautification and the beauty already inherent 
on campus. That strategy included a photo 
scavenger hunt for picturesque locations 
around the hilly campus.

The use of Social Studio is having an impact 
on the university, as well. For one thing, it’s no 
longer on those ugliest campuses list.

“Social studio is one of the most powerful tools 
out there,” Childers says.

Winkler attributes that almost solely to the 
#beautiVOL campaign. “I know that our media 
relations staff wanted to reach out to some of 
the university-specific publications and invite 
them onto campus, but they haven’t come  
yet,” she says. “So, I owe it all to social media, 
and the social media that the students have  
done themselves.”

TRAILBLAZER
ESTABLISHED: 1820

UNDERGRADUATE STUDENTS: 22,139

POST-GRADUATE STUDENTS: 5,913

TYPE: Public

INNOVATIVE SOLUTION: Collaborate with students to launch social media campaigns  
to change the university’s image

HOW DOES IT WORK: Students and staff used Social Studio to launch and monitor the 
#beautiVOL social media campaign

PRODUCTS USED: Marketing Cloud Social Studio Courtney Childers
Associate Professor,  

Executive Director of the Adam Brown 
Social Media Command Center, 

University of Tennessee, Knoxville

UNIVERSITY OF TENNESSEE KNOXVILLE
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CHAPTER 5:

COMMUNITY ENGAGEMENT

More and more, education is about collaboration. The key to fostering your campus 
community is creating digital spaces for constituents to interact with each other, as 
well as your faculty and staff, and get more done by working together.

With Salesforce, you can deploy an online 
community that’s more than a portal or a 
site — it’s an experience. 

Let’s see how one institution 
is innovating in community 
engagement.

“CRM gives us a 
360-degree view of

the student, but 
communities give  

students a 360-degree 
view of our university.”

Rebecca Joffrey
IT Innovation Officer, 

Cornell University
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TRAILBLAZER

At the University of Florida’s MBA program, information overload was a serious concern. Important 
updates were posted on the MBA website, the university portal, the LMS homepage, multiple 
email listservs, and social media posts. “There was just too much information floating around and 
our students were really overwhelmed,” explains John Gresley, Director of Student Affairs.

The MBA program decided to deploy a 
student community, powered by the Salesforce 
Community Cloud, to help streamline 
communications. Now, instead of searching 
for information on different websites or sifting 
through emails, admitted students now log 
into one community portal to find everything 
they need. With custom tabs like “My Cohort” 
and “My Roadmap,” students can easily access 
contact information, course schedules, payment 
schedules, a pre-enrollment checklist, and 
orientation resources.

Students are placed in cohort groups within the 
community, where they can talk about what’s 
going on in class, discuss upcoming assignments, 
and post pictures to get to know each other. 
They can also join location and interest groups 
to connect with other students. “The best 
part about the community is that it’s not just 
academic – it’s social,” says Gresley.

Community management dashboards allow 
admission staff to proactively identify students 
that are most likely to drop out of the program 
before enrollment, with real-time insight into 
who is logging in, participating, and actively 
viewing the pre-enrollment checklist.

As students move through the lifecycle, so does 
their community experience. Newly enrolled 
students, for example, see orientation resources 
when they log in, while current students are 
shown more relevant information like career 
services resources.

“Before Salesforce, we had to update 19 different 
places within our LMS if we wanted to push 
out new information to our cohorts,” explains 
Gresley. “Now, we have one place to make 
updates – the community.”

ESTABLISHED: 1853

UNDERGRADUATES: 32,781

GRADUATES: 15,754

TYPE: Public

INNOVATIVE SOLUTION: Social community hub for students

SUCCESS METRICS: Reduced 19 different places sources of information for students to one  
unified, interactive portal

HOW DOES IT WORK: Instead of checking multiple websites or sifting through emails, students 
now log into a community, powered by the Salesforce Community Cloud, to find everything they 
need from orientation resources to peer interest groups. On the back end, staff can monitor 
community activity to drive student success.

PRODUCTS USED: Community Cloud

John Gresley
Director of Student Affairs, 

University of Florida

UNIVERSITY OF FLORIDA

“The best part about the 
community is that it’s not just 

academic - it’s social.”
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CHAPTER 6:

ANALYTICS

Do you have answers and insights at your fingertips? Waiting weeks or months for  IT will 
no longer cut it. Getting the data you need from disparate systems when you need it will 
help you tackle issues in real time and move onto your next challenge.

The world is moving faster than ever, and you 
need analytics to help you keep up with it — 
not hold you back. Salesforce  
has open APIs that can help you bring 
together data from any source, visualize  
it in real time, and quickly turn analytics  
into actions.

Let’s see how one institution is 
taking a more holistic approach 
to data-driven recruiting.

“Having all pertinent data 
and processesing one place 
has empowered our small 
team to do some pretty 

amazing things.”

Jamie Glass
Associate Vice President for Corporate Solutions, 

Wake Technical Community College
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TRAILBLAZER

When recruiting among 8,000 potential 
students each year, Taylor University historically 
assigned them to admission counselors based 
on where those students lived. 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. 
Unfortunately, the data they needed to analyze 
was stored in Salesforce, a separate marketing 
tool, and excel spreadsheets. So Baker turned 
to Salesforce Wave Analytics to aggregate the 
data in these and analyze it. Wave provided 
concrete analytics that individual counselors 
did statistically better recruiting prospects who 
were interested in certain majors than they did 
with prospects interested in other majors. 

Taylor re-aligned how it segments its seven 
admission counselors; now, there is one for 
each academic school, a transfer counselor, 
an international counselor, and a counselor 
devoted to helping undeclared students.“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.

Taylor continues to use analytics from Wave 
to become more strategic in recruiting and 
engagement. Not only can they work smarter, 
but also faster, since Wave has cut the time it 
takes Baker to generate his annual report in  
half — from about a week to just three days.

ESTABLISHED: 1890

UNDERGRADUATES: 8,410

GRADUATES: 19,532

TYPE: Private

INNOVATIVE SOLUTION: Data-driven shift from recruiting based on territories to recruiting 
based on majors

SUCCESS METRICS: Cut annual report generation time in half, from a week to 3 days.

HOW DOES IT WORK: Wave aggregates data from two disconnected systems to provide 
analytics that justified a recruiting strategy shift.

PRODUCTS USED: Wave Analytics, SalesCloud, App Cloud, Community Cloud
Nathan Baker

Vice President, 
Director of Enrollment Analytics, 

Taylor University

TAYLOR UNIVERSITY

“ 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.”
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CHAPTER 7:

THE CONNECTED CAMPUS 
POWERED BY EDUCATION CLOUD

As you’ve seen in the previous chapters, Salesforce is a powerful solution in many 
institutional areas. But the true power of the platform is when it all comes together.

We call this strategy the ”Connected 
Campus” — a complete set of solutions that 
unifies data and touchpoints across the 
student lifecycle on a single platform.

Institutions everywhere are finding that this 
holistic approach enables them to exceed 
their students expectations by delivering a 
more personalized, higher quality student 
experience in a more cost-effective way

Let’s see how one institution 
is innovating campus-wide.

“We are rapidly 
expanding Salesforce 

enterprise-wide to all of 
IU as a means to improve 

how we communicate 
with each constituent.”

Brad Wheeler
Vice President for IT & CIO,

Indiana University
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TRAILBLAZER

As an institution, Georgetown has always been guided by its values. “One of our strongest values 
is cura personalis, or “care for the whole person,” says Judd Nicholson, Vice President and CIO. “It 
means fostering the unique insights, gifts, skills, and abilities of everyone in our community.”

But the student experience wasn’t always 
reflective of that value. With five separate email 
systems and two aging ERP systems, staff didn’t 
have the tools to engage students effectively, 
and students were often unsure about where to 
turn for support.

Jo Ann Grainger, Associate Vice President for 
Advancement Services, explains, “In the past, if 
a student needed something for financial aid, 
they would have to go to the financial aid office. 
For residential life, they have to go find the 
residential life website. What we were able to do 
with the Salesforce Platform is put all those bits 
of information that they need in one place.”

Georgetown embarked on the Georgetown360 
initiative with the goal of creating a holistic 
view of every student to ensure a personalized 
experience. With Salesforce as the platform 
powering Georgetown360 campus-wide, the 
university is transforming in strategic areas.

In Advancement, they have replaced their 
aging system and increased their capacity to 
leverage data and to have a more meaningful 
engagement with alumni.

With the GUFaculty360 community, 
Georgetown has deployed a portal that gives 
faculty a Georgetown-branded intellectual 
public presence. Faculty can manage all of their 
daily tasks, connect with students, and log notes 
for advisors. “After GUFaculty360 launched, our 
faculty told us ‘You gave us something we didn’t 
know we needed,’” says Linda Buckley, AVP of 
Administrative Applications.

Through the Hoya360 student community, 
Georgetown provides every student with a 
dashboard for their life on the Hilltop. The 
modern, mobile-ready experience helps 
students manage their academic courses, 
calendar, tasks, groups, and connect with their 
personal support team.

How did Georgetown achieve campus-wide 
transformation? “The key to success is a 
partnership between the IT organization, the 
functional business units, and the students. 
Trust and partnership between these groups is 
what creates transformation possible,”  
says Nicholson.

ESTABLISHED: 1789

UNDERGRADUATES: 7,636

GRADUATES: 10,213

TYPE: Private

INNOVATIVE SOLUTION: Georgetown360 campus-wide CRM, community portals for  
faculty and students

HOW DOES IT WORK: Georgetown is using Salesforce to transform advancement and alumni 
outreach, create a seamless experience for faculty, and engage every student in a powerful, 
personalized way.

PRODUCTS USED: Lightning CRM, Community Cloud
Judd Nicholson

Vice President and Chief 
Information Officer, 

Georgetown University

GEORGETOWN UNIVERSITY

/ 18



A PLATFORM AS BIG AS YOUR VISION
Here at Salesforce.org, our mission is the same as yours: to help every student be 
successful. When we help you achieve your vision, we achieve our mission.

Education Cloud empowers institutions to achieve the Connected Campus vision 
and to better serve the needs of their students, staff, alumni, and donors. By 
gaining a complete view of your students and creating amazing experiences 
across the lifecycle, you can transform the student journey.

It's a big vision, and we're here to help. We're proud to work with our customers 
to not only bring the world's best technology to your campus, but also valuable 
Salesforce skills to your students, and resources to help your staff do more with 
our platform. Together, let's empower every student to be prepared for 
tomorrow.

GET STARTED
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