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Name: Skidmore Online Chapter Clubs  

 

Summary:  

We plan on creating a blog for the Alumni Association and each of its chapters. 

With one central blog and then localized blogs we can foster an environment for alumni 

engagement. Each local blog will have an alumni moderator who will receive and post 

submissions to the blog.  New blogs can be started by alumni getting in touch with the 

Alumni Association.  The blogs will act as a springboard for social networking. There 

will be links to Facebook pages, LinkedIn groups, and to Twitter, which allows alumni to 

engage in other forms of social media. Likewise, LinkedIn chapter pages would also be 

created to help alumni seek employment. We will also be using SkidmoreUnofficial.com 

(one of our members is the Executive Editor) as a platform because of its popularity with 

alumni. Skidmore Unofficial has already had alumni write articles for the website about 

life after college and many alumni are fans of the website on Facebook. With daily hits 

around 1,000 and over 175 Facebook fans this is a powerful tool for reconnecting with 

alumni, especially the recently graduated. It is our hope that the chapter blogs will be a 

forum for alumni to post what they are doing in their professional lives, and be a valuable 

resource for alumni support.  We’ve also attached a rudimentary central blog mock-up.  

(Note that the images were taken from www.skidmore.edu and www.alumni.rutgers.edu.) 
  

The Website: Once the website is up-and-running it can be maintained by chapter 

contacts or in-house at Skidmore. The content will be partly created by Skidmore and 

partly by alumni in the area of the chapter. The plan is that local alumni will post events 

they are hosting or attending and other alumni will read about it and attend. For example, 

if someone in New York City was featured in an art gallery, they would post the event 



details along with a description and alumni reading it would be inspired to attend the 

show. There will also be a forum for conversation on the website, which is restricted to 

alumni only by password (Rutger’s blog does this effectively), this will create an active 

dialogue as well.  

 

Strategy: 

• Create master page 

• Create chapter pages based on locations with known concentrations of alumni. 

Judging from the chapter websites, they will likely be New York City, 

Washington DC, Naples, Rochester, and Boston.  

• After some content is posted by Skidmore, post the link on the school website as 

well as SkidmoreUnofficial.com and the Facebook pages for the chapters. It 

would also behoove the effort to include an article about it in SCOPE.  

• As website hits increase, begin constructing the websites for the other chapters.  

• After the websites are constructed, all that needs to be done is maintain to it, 

which is not time intensive.  

• In addition to this being easy to maintain, it is also inexpensive, domain names 

generally cost $35 dollars a year.  

 

Blogs with user-generated content provide an effective way to create an environment 

where alumni will engage with the website and also each other. It is also a platform for 

engaging with other social networking devices, which could have even greater benefits. 

What this initiative ultimately hopes to achieve is increasing alumni support. There is 

always power in numbers, and these websites could help provide just that.  


