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Did you know?

The Asia School of Business (in 
collaboration with MIT Sloan School of 
Management) offers two different MBA 
programs, a Master of Central Banking as 
well as Executive Education programs.



The Challenge

How can we leverage Ping in Slate 
to better track engagement & ROI 
on digital ads



Ping 101
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What is Ping?

● Slate’s web analytics tool that enables you to track remote web 
access and correlate those ‘hits’ to records in Slate

● Can be added to both websites and Slate pages

● Logs activity when a person leaves a website - allows us to record 
duration and timestamp



There’s a fine line 
between cool and 
creepy.



So what makes it special?

● Retroactive matching

● Unmatched Ping records can be queried

● Visit duration tells a story



Limitations to consider
● No built-in reports - how do you 

use the data?

● Forms must be embedded to 
grab Ping data

● Matches aren’t guaranteed

● Data volume can affect 
performance 



Querying Ping Data
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Types of Queries

● Unsubmitted/Incomplete Apps with 
Application Page Traffic

● Local Inquiries with Event Landing 
Page Traffic

● Event Page Traffic w/o Registration 
or Application

● Segmentations and motivators for 
communications

● Aggregate Level of Activity
● Digital Ad Conversions
● Website Traffic 
● Communication Campaign 

Performance

Types of Reports



Sample Query - Admits by Counselor



Person-Scoped Data through 
Slate Template Library

● Exports provide general interaction data
○ Total Count
○ First and Last Timestamp
○ Total Duration
○ URL-specific variants



Configurable Join Ping Base

○ UTM Parameters
○ Unique Ping ID (Identity)
○ IP Address
○ URL
○ Referrer URL
○ Timestamp
○ Duration



What is UTM?

● Urchin Tracking Module
○ Variables assigned to links in emails and digital ads for tracking 

purposes.
○ Customizable and can be used in different combinations

● Example:
○ Source = carnegie
○ Medium = video
○ Term = youtube
○ Campaign = ug
○ Content = outreach

http://www.underscoreuniversity.edu/admissions/degrees
?utm_source=carnegie&utm_medium=video&utm_term=yo
utube&utm_campaign=ug&utm_content=outreach



Digital Ad Conversion
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Throw your Origin Sources 
into the Fires of Mt. Doom

Retroactive Matching



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources



Identify Digital Ad First Sources

-Create Digital Ad Interaction Code + 
Origin Source
-Re-import with interaction code dated 
to UTM date



The Results - Fall 2022
#1 SMALL PRIVATE 

ARTS SCHOOL IN 
CALIFORNIA

#2
LARGE PUBLIC 

FLAGSHIP IN THE 
MIDWEST

＋ SCHOOL #1 - 90 STUDENTS TOTAL, 30 STEALTH APPS, 13 DEPOSITS

＋ SCHOOL #2 - 813 STUDENTS TOTAL, 100 STEALTH APPS, 181 DEPOSITS

＋ SCHOOL #3 - 14 STUDENTS TOTAL, 12 STEALTH APPS, 3 DEPOSITS

＋ SCHOOL #4 - 71 STUDENTS TOTAL, 1 STEALTH APP, 7 DEPOSITS

#3
SMALL PUBLIC  IN 

THE SOUTH

The Schools

#4
SMALL 

PRIVATE OUT 
WEST



ASB Case Study
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Prospect Activity - Quarterly Report YoY

Sources provides a summary of marketing campaign data based on UTM codes. The Sources 
view consists of data that each represent a UTM parameter. The UTM values are displayed 
in the aggregate from most to least accessed.

Insights from Ping Analytics (Quarterly Report)

• Google Search ads have been 3x more impactful this year compared to last year. 

• Slate emails have seen a 278% increase in traction – events, schedule a call, alumni spotlight, deadline reminder

• Social Media (FB & LinkedIn): 4-6x more traction compared to same period last year.

• All digital channels are showing stronger results compared to the same period the year before. 

Sources (2021 Cycle) Sources (2022 Cycle) Medium (2021 Cycle) Medium (2022 Cycle) Campaign (2021 Cycle) Campaign (2022 Cycle)

google 3843 Google 13827 email 2881 search 13113 remarketing 1836 events 4700

slate 2597 slate 7231 ad 2168 email 7956 mcb 722 remarketing2021 1286

pardot 184 pardot 593 search 1631 social 840 deadlinereminder 562 scheduleacall 744

Facebook 91 Bing 445 social 151 searchadmba_SEA 763 newsletter 439 alumnispotlight 434

Gmail 70 Facebook 404 gmail 77 searchadmba 523 mba2021intake 343 corp.newsletter 405

LinkedIn 65 LinkedIn 381 website 63 webpage 325 admits 308 deadlinereminder 395
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Applicant Activity - Quarterly Report YoY

Insights from Ping Analytics (Quarterly Report)

• Overall, visits on the apply page has dropped by 20% 

• Slate emails have increased traction by 27% and is still the predominant driver

• Remarketing ad has seen a decline at the bottom of the funnel

Sources (2021 Cycle) Sources (2022 Cycle) Medium (2021 Cycle) Medium (2022 Cycle) Campaign (2021 Cycle) Campaign (2022 Cycle)
slate 434 slate 552 email 441 email 585 deadlinereminder 255 events 147

google 289 google 42 ad 243 search 21 remarketing 242 deadlinereminder 133

brochure 25 pardot 24 search 33 social 18 brochure_organic 82 brochure_organic 115

Bing 4 Facebook 11 gmail 16 searchadmba_SEA 16 newsletter 32 scheduleacall 78

facebook 3 Gmail 7 social 2 searchadmba 7 onlinebrochure 25 alumnispotlight 31

partners 3 LinkedIn 7 linkclicks 2 socialmedia 2 wp_prospect 23 remarketing2021 23

Count

11,013 (2021 period)

14,029 (2020 period)
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Ping Data for Digital Marketing (Prospects)

Ping data can be queried and reported on at the person level 
within the Query tool

• Query to identify active website visitors at prospect status  

• Set up automated emails and/or retargeting ad to convert 
prospect to an inquiry/lead 

• Take an action: fill an inquiry form 



Ping Data for Digital Marketing (Prospects)

- Query Ping data and 
report at the person 
level within the Query 
tool

- Set up automated 
email campaign 
and/or retargeting 
campaign to convert 
prospect to a lead 
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Ping Data for Digital Marketing (Applicants)

Ping data can be queried and reported on at the person level 
within the Query tool

• Query to identify application portal visitors who have yet to submit 

• Set up automated email and/or retargeting ad to convert to 
applicant 

• Take an action: start and/or complete application 



Ping Data for Digital Marketing (Applicants)

- Query Ping data and report at the 
person level within the Query tool

- Set up retargeting ad for application 
portal visitors (not submitted)



External Services
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Google Analytics Goals Setup

Integrating marketing data with Slate Ping Tracking so that 
information is reported from multiple sources such as:
• UTM Data from URLs
• Digital Ad sources (Google Ads, LinkedIn, Facebook, etc.)
• Website behavior (Google Analytics & Ping Tracking)



Tap into Google 
Analytics’ Goals 
feature.
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Google Analytics Goals Setup

Slate Ping Tracking + Google Analytics (Goals)
• Implement Ping on Website Pages, Slate Pages (portals & forms) 
• Ensure comms associated with forms are embedded with tracking 

scripts (Thank You page html) 
• Ensure ad campaigns have standardized UTM parameters
• Set up relevant Goals on Google Analytics 
• Decide on the most appropriate type of GA Goal



Funnel-Based Goal Setup

APPLICATION

Landed on Application Portal

INTEREST

Enquiry Form: Destination (Goal)
'Thank you' HTML page 

ENGAGEMENT
 
Event Form: Destination (Goal)
'Thank you' HTML page
'Thank you' HTML page 



Ping Analytics – GA Goal Flow Report

• The Goal Flow report will help you see if users are navigating your content as expected, or 
if there are problems, such as high drop-off rates or unexpected loops.

Enquiry Form: Destination (Goal)
'Thank you' HTML page 



Integrating Slate with PowerBI in 
Real Time

● Set up Ping Configurable Joins
o Add Ping Duration
o Ping Referrer
o Ping UTM Sources
o Ping URL
o UTM Codes (campaign, source, 

medium)



Integrating Slate with PowerBI in 
Real Time

● Export Ping CJ to PowerBI 
● Combine data from website visits, direct 

traffic, paid ads, interaction
● Use the JSON web service to pull data in 

real time
● Export data to PowerBI for a full funnel 

review



Thank You!


