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An exploration of the changing business 
needs of Australia’s higher education sector 
and the technology and choices that can help 
chart the way forward. Includes a detailed 
look at the future of higher education through 
the eyes of digital transformation at UTS.
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The higher education sector is at a 
significant turning point in Australia. 
While the global pandemic forced 
universities to adapt and change the 
way they deliver learning, many of 
these changes were already planned 
and just had to be fast-tracked. What 
comes next is the unknown.
 
The decisions these institutions make 
now will determine if they are to thrive 
or stagnate in the years ahead. It has 
never been a more crucial time for 
Australia’s higher education sector. 

Summary

Loss of funding from international 
students, reduced support from 
government, and changing 
expectations of students and industry 
are forcing universities to rethink the 
way they o�er higher learning.
 
The higher education system will need 
to find its own way forward to not only 
recover from the global pandemic but 
also to thrive in the years ahead.
 
Universities are seeking to diversify 
revenue by looking at new business 
models such as modular learning or 
o�ering upskill and reskill courses for 
professional workers. 
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By rethinking of students as 
customers, academic institutions are 
enabling a cultural shift that can help 
them design programs that better 
meet student needs and drive loyalty 
across a lifetime of learning. 
 
New ways to collaborate with industry 
and government will help vital 
partnerships to continue and possibly 
allow universities to resume some of 
their stalled capital works programs.
 
UTS is already well advanced with its 
digital transformation journey (p13). 
See how they view their students as 
customers and use CRM solutions 
to o�er more robust experiences for 
students.
 
Technology enables e�ective digital 
transformation journeys when it aligns 
with the needs of institutions, students, 
sta�, alumni and corporate partners. 
Simplus can help navigate the choices 
to find the right technology solutions 
for your university or college. 





6

Before the global pandemic, Austrade 
ranked international education as 
one of Australia’s largest exports. It 
contributed nearly AU$35 billion to 
the Australian economy in 2018[3]. 
Before 2020, Australia had the world’s 
third highest number of international 
students, behind the UK and the US[4].
 
The trend of globalisation in higher 
education has helped to create 
a more equitable and accessible 
experience for learning around  
the world, but in doing so it has  
also brought new competitors  
online, methodologies, and fresh 
challenges.

The globalisation of education has 
also brought a focus on international 
rankings, subject performance and a 
greater awareness of academic talent 
on a global scale. While Australia’s 
universities do feature well in the 
popular international rankings like 
QS or Times Higher Education, they 
are facing rising competition from 
universities in places like China and 
Russia. 
 
The history and evolution of higher 
education in Australia is crucial to 
understand the full impact of the 
global pandemic and the changes 
facing the higher education sector.

https://www.universityrankings.com.au/qs-australian-rankings/
https://www.timeshighereducation.com/student/best-universities/best-universities-australia
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Diversifying  
Revenue Streams

International border closures meant 
that international student revenue was 
almost wiped out as well. For some 
institutions, this represented as much 
as 40 per cent of their total revenue. 
Many capital works, research 
partnerships or academic hires were 
put on hold to counter the impact of 
lost international student revenue. 
 
The flow on e�ect of this lost revenue 
led to restructures and sta�ng 
cutbacks across most Australian 
universities. They also began to 
diversify and double down on 
providing short and modular courses 
aimed at the professional domestic 
sector, where the customer is both 
corporate organisations and the 
students themselves. However, the 
short-term sources of funding are still 
tightening. 

The number of international students 
arriving to Australia in February this 
year was down more than 99 per 
cent compared to the same time last 
year. Predictions are that past student 
numbers may not return until mid 
2022. 
 
There’s not much support either 
coming from the government in this 
year’s federal budget. While other 
struggling industries did receive a 
boost, education had further budget 
cuts. 
 
The message to universities is clear – 
they must chart their own way out of 
this storm.

One in four students want a 
more personalised education 
experience that better meets 
their needs 

SALESFORCE CONNECTED  
STUDENT REPORT 2021
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For academic institutions, which have 
their traditions, viewpoints and ways 
of talking about their student bodies, it 
is not always a simple cultural shift to 
think of students as customers. But it is 
an approach worth considering. There 
are many years of valuable learnings 
that the business community can 
share about attracting, serving and 
delivering customer experiences for 
higher retention. 
 
If universities can begin to think of 
students as customers, it helps to 
reshape the entire student experience 
from recruitment, admissions, learning 
experiences to becoming alumni. 
Academic sta� and student service 
teams design customer-focused 
products, services and interactions 
that meet student needs better.

Numerous technology platforms can 
be used to streamline the customer 
experience. Salesforce is the world’s 
number one CRM platform now 
for more than seven years in a row. 
There are already many universities 
in Australia that use Salesforce in 
some capacity at their institution. 

A global survey of university 
staff revealed that: 

are implementing 
more credential and 
micro credential 
options for students.

of universities are 
implementing more 
adult learning 
programs. 

of universities are 
implementing 
new business 
models because 
of the pandemic. 

SALESFORCE 
CONNECTED STUDENT 
REPORT 2021

45%

37 %

29%
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The University of Technology 
Sydney (UTS) launched a nine-year 
strategy in 2018. It was a vision 
and a plan for how the university 
would evolve, differentiate and stay 
relevant in the changing landscape 
of higher education. A major digital 
transformation journey and roadmap 
was at the core of this strategy. 

A Look into  
the Future of 
Higher Education

The main aspects behind the  
strategy were to become more 
customer-minded, better meet 
the needs of students, a transition 
towards a mindset of loyalty and 
life-long learning and to find the right 
technology to deliver the strategy 
e�ciently.
 
Our Students Are Customers

According to John Chalmers, the Chief 
Marketing and Communications 
O�cer at UTS, students and 
prospective students are not just 
students but customers of the 
university. In challenging the ‘student’ 
mindset, a new language and way to 
speak about students was needed to 
help tangibly reinforce the strategy. 
There were also many siloes to break 
down between various functions at 
the university.

The digital transformation of UTS 
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One of the key outcomes of the 
Salesforce program has been the 
improvement of the postgraduate 
application through to o�er and 
acceptance process. Through 
Salesforce, both students and sta� 
members have complete visibility 
around the applications. Automation 
also helps speed up the process, 
and o�ers can now be made to the 
students faster than they ever have 
before. 
 
Another primary outcome of the 
program was the unification of 
student data to create a single view. 
This allows for a more personalised 
and guided experience, allows for 
developing greater loyalty and 
enables Salesforce to become 
the critical application for a full 
range of student messaging and 
communications. 

Studying Abroad From Home

Throughout the pandemic, universities 
have been trying to find the right 
balance between physical distancing, 
physical and virtual learning and 
maintaining an authentic social 
connection. 
 
While initially, the shift from physical 
to virtual brought about unease, 
anxiety and nerves across students, all 
students are now more comfortable 
creating human connectivity online. 
While students still prefer one 
particular style of learning, many find 
the hybrid approach is becoming the 
best of both worlds. 
 
For international students, the 
flexibility and freedom of the online 
lectures may have also helped solve 
some of the former disadvantages of 
face-to-face learning. Students have 
access to all the resources, all the 
time, and can even easily set up their 
own study groups at times that suit 
them to review a particular topic. 
 
While UTS still has more to come 
with their overall strategy and plan, 
they already see returns from their 
investment early on. 
 
With Salesforce and Simplus as 
partners, UTS can focus on its mission 
to teach students how to learn and 
help people pivot in or advance their 
career paths.
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There are a range of digital tools 
that help to manage the student and 
customer relationship.

One of the main options is Salesforce 
Education Cloud. It is a CRM 
platform for higher education to 
help universities and colleges deliver 
e�cient and e�ective life-long 
learning for students. With it, you can 
help turn students into loyal customers 
and advocates through a range of 
education technology solutions. 

Technology  
Choices to Support 
Your Institution

Maximize Your Impact with Education Cloud
*Insights from the Total Economic Impact Study by Forrester Consulting.

Total legacy 
cost savings

Increase in 
enrollment

11%195%

ROI with a 7-month 
payback period

$2.4M

https://www.salesforce.org/highered/
https://www.salesforce.com/form/sfdo/edu/total-economic-impact-education-cloud/?icid=SFORG:hed-cloud-body:&_ga=2.224051096.289377622.1627267098-1473721253.1627267098




https://grattan.edu.au/wp-content/uploads/2014/10/816-mapping-higher-education-20142.pdf
https://grattan.edu.au/wp-content/uploads/2014/10/816-mapping-higher-education-20142.pdf
https://grattan.edu.au/wp-content/uploads/2014/10/816-mapping-higher-education-20142.pdf
https://grattan.edu.au/home/higher-education/mapping-higher-education/
https://grattan.edu.au/home/higher-education/mapping-higher-education/
https://grattan.edu.au/home/higher-education/mapping-higher-education/
https://www.austrade.gov.au/australian/education/news/data/research-snapshot-jobs-supported-by-international-students-studying-in-australia
https://www.austrade.gov.au/australian/education/news/data/research-snapshot-jobs-supported-by-international-students-studying-in-australia
https://www.austrade.gov.au/australian/education/news/data/research-snapshot-jobs-supported-by-international-students-studying-in-australia
https://www.austrade.gov.au/australian/education/news/data/research-snapshot-jobs-supported-by-international-students-studying-in-australia
https://www.austrade.gov.au/australian/education/news/data/research-snapshot-jobs-supported-by-international-students-studying-in-australia
https://www.timeshighereducation.com/student/best-universities/best-universities-australia
https://www.timeshighereducation.com/student/best-universities/best-universities-australia
https://www.timeshighereducation.com/student/best-universities/best-universities-australia
http://www.simplusaustralia.com.au
https://www.salesforce.org/highered/
http://www.simplusaustralia.com.au

