
Creating an Active, Connected Alumni Community
a marketing plan developed by Jon Yeston and Jake Dolgenos

Proposal and Plan Outline
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Mission: Skidmore's successful fund-raising campaigns in the last ten years have 
demonstrated a dedication to and enduring belief in the Skidmore message among 
alumni. Therefore, the focus of our proposed campaign will be on strengthening 
the rate of alumni donation – especially that of recent graduates – which, as of 
2008, was around 35%, and building a more connected Alumni Network.

A look at the practices and policies of those schools with the highest giving rates reveals a trend 
toward personal outreach: breakfasts for recent graduates, conference call lectures, and invitations to 
private functions. However, the advent of social media sites like Facebook, LinkedIn, and Twitter, 
promises a bright but uncertain future for colleges' attempts to keep their alumni connected. The 
challenge will be in utilizing the great potential of social media while maintaining a distinct collegiate  
culture online and preserving the familial feel of a network of alumni. To this end, we recommend the 
college consider a two-fold approach.

First, Skidmore has been successful in creating an image of innovation, and this has extended 
to the college's online presence. The recent completion of Skidmore Connect, the uniquely Skidmore-
oriented social media outlet, outlines a fantastic first-step toward a move into stronger online 
community. The functionality of the site, allowing new users to link to Facebook, makes it easy to get 
started, but the look and feel of the site is heavy and feels outdated. Further, the most difficult step to 
creating an online community is getting people to sign up and sign in regularly. The best way to foster 
frequent use, and get people online, is to encourage current students to sign up. There are many 
reasons for a Skidmore student to go to the college's current website: they may be checking their email 
account, logging into blackboard, looking up class details, or just surfing the homepage for upcoming 
events and college news. If Skidmore Connect could integrate these functions into a single page (with 
links to email and Blackboard), it would demonstrate the site's capacity to serve as a one-click 
connection to campus culture, and as these students graduate they would continue to use their 
Skidmore Connect accounts as alumni.

This image of connectivity and 21st century community ties into our proposal for the rebranding 
of the Alumni Association as the “Skidmore Network.” Promotion materials will focus on the power 
of technology and innovation in everyday society as well as the impact of the Internet on the 
fundamental importance of Skidmore's core principle: creativity. Because the concept has the potential  
to alienate older alumni who may be attached to a vision of a classical, professional collegiate image,  
pains will be taken to combine the old respectability of the century-old institution with the 
innovative possibilities which lie in the future of social media. The community should maintain an 
elite status (though avoiding the negative implications of the word), while forging ahead under the 
Creative Thought Matters(R) motto, an undeniable step towards making the Skidmore brand feel more 
current and give to the college a feeling of constant evolution.

Ideas for what a student-oriented branch of Skidmore Connect would look like are provided on 
page 4.

Second, Skidmore should aggressively pursue an increase in small donations, especially from 
recent graduates. To this end, the proposed marketing campaign should build momentum and aim for 
an increase in participation every year for five or ten years. Let alumni know the numbers: 35% is 
good but we can do better. Focus on the strength of Skidmore's collective community: 24,000 alumni 
can make a big difference if there's 50-60% participation, even if the average donation is small. 
Marketing materials will therefore focus on the power of small gifts from a large number of givers. 
(Some ideas are presented on page 5.) We further recommend these approaches to encouraging 
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frequent, smaller donations from alumni who might not donate otherwise:
1) Encourage the habit of smaller gifts. When someone donates small amounts (perhaps less 

than $100) online, record the date and the amount donated. At around the same time a year later,  
send an email thanking them again for their contribution, and presenting three options: would 
you like to repeat your donation and give the same amount, give a different amount, or not give 
anything at all. This targeted reminder will hopefully give small, potentially one-time donators  
the feeling that their gift was appreciated, and encourage a habit of giving. 

2) Break gifts apart into smaller, structured payments. Obviously, if an alum gives $100 
dollars, the hope is that he or she will repeat this gift often. But when seniors graduate into an 
uncertain job market and the distractions of a new environment, it may be years before they 
give again. Seniors will understand the power of participation rate in promoting the growth of 
the Skidmore Alumni network, and so may be encouraged to give a smaller gift which might be 
broken into installments to be paid over the next 4-5 years.

3) Give personality to entreatments. If an alum was on a varsity team for four years as an 
undergrad, they will be drawn to that community. Requests for donations need not focus on the 
destination of the money (eg. “Give to the sports program because you played sports!”), but 
should draw upon the community that the alum was a part of. This will be the focus of the 
campaign shown on page 5.

4) Use computing power. Data is easier to filter and utilize than ever, and there is no excuse for 
not targeting materials appropriately. Older alumni will not be as connected online (though 
some may be), and younger graduates will not pay the closest attention to snail mail. Alumni in 
graduate school will not be in a position to give in large amounts, but are also in a position  
where they are reminded every day of their time at Skidmore. Emails cost little to send and, as 
long as care is made, as always, to ensure that the message and request does not cheapen the 
Skidmore community, the right email sent to a graduate student could lead to a lifetime of  
giving.

5) Use a promotion to get people to give for the first time. Give “free” T-shirts (some ideas 
presented on page 4) with a suggested donation of $5 and get thrifty students in the habit early. 
Recent graduates will also be more likely to enjoy a shirt demonstrating their membership to the 
Skidmore community. This campaign would be part of a larger effort to “re-brand” the Alumni 
Association, and could feature the new logo and motto of the organization. 

In conclusion, our core proposal is that the college strengthen its online presence with the 
increased functionality of Skidmore Connect (and promote the service to current students), and pursue 
smaller donations with the aid of targeted materials, and several possible promotions, with the intent to 
boost the college's giving rate every year for a number of years (5 being in appearance the most logical 
number). Recent events (in Egypt and elsewhere) have demonstrated the great power of social 
networks and the Internet. The two-fold approach outlined here (strengthening the online community, 
encouraging participation, large and small) is aimed at creating a Skidmore Network for the 21st 

Century: connected, engaged, and numerous. 

If we are chosen to continue in the competition, our goal will be to 
further detail the proposed marketing campaigns, give cost and return 
estimates, and deepen our understanding of the Alumni Association, and what 
we want it to be.

3



4



5


