
Cornell’s CRM 
Playbook

Rebecca Joffrey

Director of Digital Innovation & Strategy

Cornell University

rj283@cornell.edu

mailto:rj283@cornell.edu


The Engagement Ecosystem 
(not your traditional view of IT)
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CRM: The Secret Sauce 
for Driving Digital 
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For many institutions, CRM *is* 
the digital transformation – 
because it weaves together 
technology into a personalized 
digital experience. 
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Dx leverages technologies to create value [for students], 
innovate, and adapt to changing circumstances.

WHAT IS…
DIGITAL  TRANSFORMATION? 



CRM is a data and workflow platform. 
You can build a single view of the customer, from common data 

sources, and make that view available for interaction and analysis.

WHAT IS…
Const i tuent  Re lat ionsh ip  Management  (CRM)?



Jobs To Be Done Framework

Corporate PhilanthropyLearner Success Post Graduation

Communication + Analytics + Workflow + Reporting

Personalized 
communications & custom 

journeys

Application management 
and submission tracking

Consolidate student services 
& support – “one stop”

Design early alerts & success 
plans

Streamline communication 
with nudges, portal, 

journeys

Internship 
opportunities

Single, 360-degree view of 
prospects

Application review & 
workflow processes

Track student issues and 
questions

Collaborate holistically to 
support students

Create portals & integrate 
into student communication

Externship 
opportunities

Track yield metrics and 
trends

Applicant portal and 
customized communication 

journeys

Multichannel 
communications including 

live chat & chatbot

Enable students to schedule 
appointments

Digitize processes + calls to 
action + communication

Full-time career 
opportunities

Event and campaign 
management

Campaigns for deposits & 
orientation

Create a consistent support 
experience

Collaborate with students 
on course pathways

Create & deploy surveys, 
checklists, goal-setting tools

Alumni career 
networking

Recruitment Admission Streamlined 
Student Service

Unified Advising 
Experiences

Student Engagement 
& Success

Internship, Co-op, 
Career Development







1. You are interacting with a human
2. You want to make it easy a human to take an action
3. Humans are really smart, sometimes…
4. You need to know: for each human, what they need to 

do next, when to communicate, how to communicate, 
and enable each human to take the first step RIGHT 
NOW 

5. And remember the step has been taken
6. And record the “victory” so it can be reported

WHY CRM?
Eas ier  customer  journeys



The world of 
“MarTech”

Why IT Needs to Pay More Attention to 
Marketing Technology
Carrie Shumaker and Rebecca Joffrey
Educause Review, 2021

https://er.educause.edu/articles/2021/5/why-it-needs-to-pay-more-attention-to-marketing-technology
https://er.educause.edu/articles/2021/5/why-it-needs-to-pay-more-attention-to-marketing-technology


Why CRM?
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WHY CRM?
36 0 ◦  v iew o f  t he  s t ud ent  fo r  a d v is o r s



WHY CRM?36 0 ◦  v iew o f  t he  un iver s i t y  fo r  s t ud ent s



Example:

Job-to-be-done: Campus reactivation

Dx win: Use the “building blocks” to 
assemble new journeys

















o Transformations are hard, and digital ones are harder
o The path to modernization begins with making information more 

accessible across the organization 
o First, you need a data platform
o Second, you need to set up your channels for engagement 

(“building blocks”)
o Finally, you have to get started – it’s okay to start small and iterate

TIPS
Use CRM to  enable  d ig i ta l  t ransformat ion



What is Salesforce?
(no really, what is it?)

Chapter 3



24

Project “Stakeholders”
O r d e r  o n e B u i l d  o n e

Project “Stakeholders”
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Project “Stakeholders”
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Project “Stakeholders”
O r d e r  o n e B u i l d  o n e

Project “Stakeholders”
O r d e r  o n e B u i l d  o n e

Project “Stakeholders”
O r d e r  o n e B u i l d  o n e

P i l e  o f  a p p s

projects

Current state
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“their”
customer

frontline 
teamS E R V I C E S

procurement

finance

risk

other “stakeholders”

Student 
advisors

Alumni gift 
officers

Faculty 
Admins

Research 
Support

Don’t build for these people

Build for these people

Who is the customer?
To enable these people
(students, faculty, staff, partners)



Account
Contact
Leads 
Opportunities
Case

Sales Cloud +
Knowledge
Live Agent
Web to Case

Marketing Cloud
Pardot
Social Studio

Data visibility to 
the outside 
world, enabling 
collaboration 
around business 
processes

Chatter
Mobile Publisher
Groups 
Topics
Custom 
Lightning 
Components

The ability to take 
action on insights 
is what makes 
Salesforce unique

Einstein
Prediction Builder

via the App Exchange

Conga Composer
Form Assembly
Qualtrics Connnector
Docusign

Salesforce Products (aka “Clouds”)

Tools



Account
Contact
Leads 
Opportunities
Case

Sales Cloud +
Knowledge
Live Agent
Web to Case

Marketing Cloud
Pardot
Social Studio

Data visibility to 
the outside 
world, enabling 
collaboration 
around business 
processes

Chatter
Groups 
Topics
Custom 
Lightning 
Components

Mobile Publisher
Trailhead

The ability to take 
action on insights 
is what makes 
Salesforce unique

Einstein
Prediction Builder

via the App Exchange

Conga Composer
Form Assembly
Qualtrics Connnector
Docusign

Salesforce Products (aka “Clouds”)

Tools we 

have















Re-define ”Student Success”

DATA WE HAVE:

1) ACADEMIC

2) CAREER

3) DEMOGRAPHIC

WELL BEING:

1) FINANCIAL SECURITY

2) SOCIAL AND COMMUNITY 
SUPPORT

3) PURPOSE AND ENGAGEMENT

















How to Think About Implementation
IT perspective

Chapter 4
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Option Pros Cons

No solution No IT cost Indirect costs; lack of reporting capabilities

Stand-alone solution(s)* One unit/one purpose Need multiple systems; data becomes silo’d

Platform solution Leveraged spend via common “apps” and 
common data retrieval for multiple units

Takes more time; requires compromise and 
adoption; added apps can mean added cost

When a business unit needs technology, what are 
the options?

*can be custom app development, 3rd party application or independent implementation of Salesforce



44

Actions & alerts

Experience Cornell Outlook synch Opportunity tracking

Application engine Meeting mgnt Activity tracking

Form Assembly Front desk check-in Case Career Services

Pardot Student community Texting Corporate Engagement

Operational metrics Microsoft Bookings Tableau Basic CRM Marketing Cloud

Data infrastructure Data infrastructure Data infrastructure

Integrations (34) Integrations (9)
D&B

Integrations (7)

Operations Data cleanser

Security

“Apps”

Platform

*The Marketing Cloud implementation benefited from the $ spent under the Corporate and Covid projects to install data cleansing tools; and from the 
integrations built in the student project.
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Value proposition of a shared platform

1. “Repeatable technology” equals reduced development 
costs

2. Speed of implementation once the platform is in place

3. Growing repository of actionable data
• System of record integrations (build them once!)
• Engagement data
• Process data



How to Think About Implementation
Project perspective

Chapter 4



“The student experience”



“The student experience”



Campus Engagement Platform

Student Activities (co-curricular lens)
Give students the tools to find and participate in university programs. Give program 
managers the tools they need to run those programs.

Student Advising (curricular lens)
Give advisors the tools they need to strengthen student engagement, understand student 
needs more deeply, collaborate efficiently, and build stronger paths through graduation.  

Student Community
Give students the tools they need to feel connected to the institution.

Analytics
Give senior leaders access to important trends and information that can be used for 
decision-making.



Goal

Source: Deloitte



Cornell Strategy
1. Enable the advising community with shared data and engagement 

tools to support students at Cornell – not just their overall journey 
but all their micro-journeys

2. Create a real-time profile of student engagement, preferences, and 
activity (e.g, preference center, progressive profiling, check-in 
system, interventions) and establish a ‘sensor network’ to provide 
key signals that students are getting what they need

3. Make insights widely available to people and processes across the 
University so those on the front lines can take action



Thinking in Terms of Capabilities

Chapter 5



SHARED DATA

Checklists

Forms & surveys

Rules and routing

Email automation, texting

Application management

Community

Actions & alerts

Event management

Appointment scheduling
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Capability Stack

As these technologies and
data combine, they become 
greater than the sum of 
their parts to bring new 
capabilities & greater value
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Leverage 
capability stack

Custom 
develop
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Buy
stand-alone system
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data combine, they become 
greater than the sum of 
their parts to bring new 
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Cornell Student Experience 
Initiative



Student 
Activities
Give students the tools to find and participate in university 
programs. Give program managers the tools they need to run 
those programs.

Includes: 
opportunity marketplace, 

application engine, 
administrator dashboards, 

student dashboards.

Roadmap: 
leverage data for advising, 

program planning and 
investment, travel registry 
needs, housing projections, 

donor reporting, and 
measuring student outcomes. 



Experience.cornell.edu
Make it easy for students to navigate and plan their Cornell experience by showcasing all that your College or 
department has to offer.



Application Engine
Collect, manage and review applications to programs and run reports on program participation.



Program Application in Salesforce

6060



6161

Cases (3)

Add/Drop Petition

Concussion

Death in the Family

CASE NAME DESCRIPTION STATUS



6262

Student
Dashboard



Resource Library
Create a common resource repository for students.







Student 
Advising
Give advisors the tools they need to strengthen student 
engagement, understand student needs more deeply, 
collaborate efficiently, and build stronger paths through 
graduation.  

Includes: 
appointment management, 
case management, advising 

record, actions and alerts, pre-
built analytics

Roadmap: 
success teams, success plans, 

predictive analytics



Student Record
Manage your day-to-day interactions with students over time from a single screen. You can take notes, track activities and 
appointments, set up alerts, and collaborate with other Student Services teams. 



Appointment Scheduling
Schedule meetings without the back and forth of email. You can set your availability. Students then pick from a list of 
services and team members and the event is added to your calendar. 



Front Desk Check-In
Track student visitors – appointments, drop-ins, and no-shows – and alert team members when someone arrives.



Actions & Alerts
Automate student outreach for issues such as academic probation or milestone reminders. Minimize the need on your 
part for manual followup, and ensure all the right people are in the loop.



Case Management
Manage a student issue, inquiry or incident until it is resolved – collect record details, collaborat with other members of the 
case team, correspond with the student, and track the progress of work.



Outlook Synch
See background details about the student you are emailing right in Outlook and synch communications so you don’t 
have to cut and paste to save interactions in the Student Record. 



Live Chat
Communicate in real-time with students for office hours, first point of contact, and website interactions and inquiries. 
You can set up a chatbot customized for your team, manage numerous simultaneous customer interactions from just 
the one screen, access case history upon incoming interactions, and store the transcripts for future reference.



Pardot
Set up email campaigns that can be automatically triggered based on timing or changes in student status



Operational Metrics
Choose from a set of pre-defined Student Services and Student Activities reports and set up a view for yourself or your 
team. You can also run your own reports. 



Next Best 
Actions

Roadmap

Success 
Plans

Success 
Teams

Sentiment 
Surveys





Student 
Community
Give students the tools they need to feel connected to the 
institution.

Includes: 
mobile app, appointment 

scheduling, quick-links, college 
feeds, forms

Roadmap: 
links to new services as they 

are digitalized, student 
analytics



Student Community
Empower students with a self-service app so they can ask questions, find resources, and make appointments. Use the app to 
support initiatives like new student onboarding, transfer student support, publicizing new courses, and connecting students 
to interest groups.  



Covid Workflows
Use the “building blocks” of CRM to assemble new journeys – this is key to Cornell’s digital transformation efforts.



Covid Workflows
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Covid Workflows
Use the “building blocks” of CRM to assemble new journeys – this is key to Cornell’s digital transformation efforts.



Students take action in 
the “app”

Advisors work with students 
in the “console”

Leaders monitor activity 
and take action in the 
“dashboard”



Analytics
Give senior leaders access to important trends 
and information.

Includes: 
operational metrics for users

Roadmap: 
predictive analytics, business 
intelligence to support things 

like personalization of 
communications, internal 

planning, and external 
reporting



Re-define ”Student Success”

DATA WE HAVE:

1) ACADEMIC

2) CAREER

3) DEMOGRAPHIC

WELL BEING:

1) FINANCIAL SECURITY

2) SOCIAL AND COMMUNITY 
SUPPORT

3) PURPOSE AND ENGAGEMENT
















