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Auckland University of Technology

 Student Services and Administration sit within 1 portfolio

 Mainly centralised admission process – Undergraduate and 
Postgraduate Taught (Domestic)

 Large portion of first in family students

 Priority targets are Maori and Pacific students and our South campus 
4000+ commencements each year

 Sector is partially funded by student outcomes through Education 
Performance Indicators (EPIs). Parity targets for Maori and Pacific 
students to be reached in 2018



“The only way to beat the competition 
is to stop trying to beat the 

competition”

Brian Halligan, 2006



2014/2015 Conversion Project: Goals

Increase the rate of conversion from Application to Enrolment through:

 the generation and delivery of prospective student and influencer 
communications and activities

 identifying and removing barriers within the Admission process 

Respond to Faculty requirements in a planned approach to deliver 
campaigns to Applicants throughout the season:

 eDM (electronic direct marketing) activity and print material

 On campus events

 Outbound phone calls 



Why?

2014 Season Admission Report:

The rate at which applicants accept an offer and ultimately enrol 
in a programme of study has continued to decline from 65% in 
2012, 62% in 2013 to 61% in 2014.



Strategies in 2015 season

 Case manage priority applicant cohorts

 Increase the conversion rate of those who have accepted offer to 
enrolment

 Improve the rate at of completion of applications to assessment 
outcome

Our commitment to the academic community:

 To deliver engaged ready to learn students on Day 1







Personalisation

 Creation of new personalised digital communications

- those who haven’t accepted offers

- those who have accepted offer prior to enrolment

 Utilise new technology platforms and functionality

 Planned outbound calling campaigns for all 

 South applicants









Priority groups: South Campus

Target: 

High volume of Applicants with Incomplete application or Lapsed 
application (due to not submitting requirements for assessment)

Faculty representatives and Central Admissions collaboration

Admissions Evening: 27th November 2014



Priority groups: Maori and Pacific

 Review Referral Pathways to ensure ALL Maori and Pacific applicants 
who met UE offered a Bachelor programme of study

 Outbound phone call follow up: How can we assist you with your 
Application to study at AUT?



Benefits achieved

 Collaboration across Brand and Marketing Services, Student Services 
and Administration and Faculties – a new way of working together

 Intersection with the Admission cycle to move Applicants forward

Results
 5% growth across all Bachelors Offered to Enrolled

 6% growth across Bachelor of Business Offered to Enrolled



How did we do it?



Step 1: 
Student Journey Map



Generating value

 Mapping the journey –current and the future

 Development of personas – that align with strategic intentions

 Understanding how the generation of preference supports successful 
on-boarding and engagement for learning

 Building operational structures and frameworks that capture 
resources and responsibilities to deliver activities

 Development of customised service delivery and engagement tools to 
reach individuals needs

 Alignment inspection



Visualising the future student lifecycle



The future student pathway

The consumer decision journey
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“The customer of 2020 will be more informed and in charge of the 
experience they receive.  They will expect companies to know their 

individual needs and personalise the experience.  Immediate resolution 
will not be fast enough as customers will expect companies to pro-

active address their current and future needs”

Walker Information Inc, 2015



Personalisation: Cohort distinction

School Leavers:
Key issues affecting their engagement and first year 
experience:
 Feeling unprepared for university study
 Anxiety about studies
 No strong sense of purpose about why they were 

attending university
 Difficulty making friends with fellow students
 Accommodation
 Homesickness



Targeting applicant cohorts

School Leaver

• Student Life

• Fun

• Clubs + Societies scene

• Exchange experiences

• Careers support

International 
Student

• Support

• Accommodation

• Services

• Peer mentoring

• Careers support

Adult Students

• Career Support

• Industry connections

• Flexible timetables

• Support services



Step 2: 
Developing Experiences



Applicant Experience

• I am able to complete the 
admissions and enrolment process 
and know what is expected of me

• AUT helps me to discover my 
available options for academic 
pathways

• I feel like an individual and not one 
in a crowd

• I am confident I have made the 
right choice and am excited about 
studying at AUT



AUT Staff experience

• I know our principles and values which 
guide our service delivery.

• My colleagues and I are all working to the 
same model and to the same standards.

• I understand my responsibilities and I’m 
empowered to help applicants and 
students to meet their needs. If I can’t 
help, I will do everything I can to support 
the applicant or student and follow up.

• I can see the positive impact of our way 
of working on student satisfaction & 
engagement.



Governance experience

• I am confident that AUT’s admissions and 
enrolment processes are designed to 
meet EFTS targets

• Admissions and enrolment processes 
deliver organisational efficiencies

• I am kept informed of how the University 
is tracking to meet EFTS targets

• I know applicants are satisfied with the 
service they have received

• Staff have a common understanding and 
are jointly contributing to AUT’s strategy



Step 3:
Creating beautiful seams



The role of Analytics

Increasingly data and analytics are being used to support the 
achievement of business outcomes

 Who are our applicants?

 What influences applicant choice?

 Who are our students?

 What factors influence their performance?



Generating preference: the role of positioning

Development of unique attributes that form your brand:

 Student experience and student support

 Infrastructure – the learning environment

 Deep industry engagements that lead to opportunities for students

 Rankings and world status

 Quality curriculum

 Research that matters



Removing barriers

Application Submitted

Applicant verified?

Yes

Assessment

Firm offer

Provisional offer

No offer

     Enrolment

Application complete?

No

Stop

Yes

No

Stop

Long assessment times common in some programmes

Current State

Short timeframe to 
troubleshoot and enrol 
students because of long 
assessment period

Indicative time: August 2015 Indicative time: February 2016 Indicative time: March 2016

Application process stops 
without verification of 
applicant information

Application process stops 
without all application 
information (even if we 
could assess without it)

Time from submission to outcome
Time for engagement and 
interventions (if required)



Collaboration


