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The ThoroughGrad Association  
 
Campaign Tag Lines:  
‘Remember when… [Insert Memory Here]’ 
 

 
 
 

‘                            
Objectives: 

• Re-establish and increase the Alumni-Skidmore relationship 
• Target recent graduates and present them with information about Skidmore that they find 

relevant and are interested in 
• “Creative Thought still Matters” 

• Via Linkedin, Facebook, Twitter, Scope, Alumni page, Skidmore Connect 
• Remind alumni about the memories they have of Skidmore 

• “Remember when…[Insert Memory Here]” campaign 
• Facebook, Twitter, T-Shirts, etc. 

• Alumni Funday 
• Held on campus during reunion weekend 
 

The goal of this campaign is to promote alumni engagement with the school and with other 
alumni of Skidmore College. Currently, we believe the Alumni Association is viewed by our generation 
as outdated and solely focused on collecting monetary donations. To distance themselves from this 
reputation, we are proposing the Alumni Association reintroduce themselves as Skidmore’s 
ThoroughGrad Association. That being said, our campaign is centered on a ‘pull’ strategy. It would be 
wise to create a more nostalgic atmosphere and remind alumni about all of the memories they shared at 
Skidmore. In other words, we believe that more donations will come from creating events for alumni 
where no donations are required, or even requested, than by sending out mailings and requesting 
donations at alumni events. It is no secret that Skidmore’s financial stability comes from the generous 
donations of alumni, and direct mailings are not going to suddenly drive this point home to someone who 
never realized it before. Our plan is to simply focus on creating the best environment possible for alumni 
to stay engaged with Skidmore, and to trust that donations will come as a result of this. 

While an essential element of our marketing plan is to keep alumni engaged with what is 
currently going on at Skidmore, it is equally important to highlight the achievements of alumni after 
Skidmore, which is why we suggest launching the ‘Creative Thought Still Matters’ campaign. This 
campaign seeks to utilize social media outlets such as Facebook, Twitter and Linkedin as well as Scope 
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magazine and Skidmore Connect, to regularly update alumni on their fellow classmates’ achievements. 
This will promote alumni engagement, as well as increase the use of social networking among alumni, 
specifically via LinkedIn. Stimulating discussion about examples of how creative thought still matters 
after graduation is the primary goal of this part of our campaign. Alums will be able to share photos, 
descriptions, videos, etc. highlighting creative thought, whether it be in their new professional life, with 
other Skidmore grads, or elsewhere. 

Currently, the majority of alumni events are focused on the older generations. The Alumni 
Association does not need to reinvent the wheel; they just need to update it a little. They should continue 
what they have been doing, as it is an effective way of reaching the older alumni, the ones who have 
(much) more disposable income.  What we are proposing would be in addition to the current endeavors. 
We believe it is important to focus on recent graduates and not wait until they are financially able to 
donate. It is especially important to keep in touch beginning when alumni graduate, instead of trying to 
rebuild a relationship in later years. It is easier to keep the strong connection that recent alumni & current 
seniors already have than to recreate it. To promote this idea, one of the events we are proposing is an 
“Alumni Funday.” Skidmore College, by nature, is a fairly segregated group of individuals. The wide 
breadth of both the subject matter and the extracurricular activities creates amazing experiences for the 
students here, but also tends to separate the Skidmore population into fairly disconnected groups. Funday 
is something that resonates with all relatively recent graduates. It does not matter what group you were a 
part of at Skidmore, everyone loves and remembers Funday. 

In creating this marketing plan, we realized that this disconnect between groups presents a 
particularly difficult challenge when reaching out to and staying connected with alumni. We needed to 
find something that spanned all groups and would resonate with anyone that went to Skidmore.  We 
realized that when looking back on our time here at Skidmore, we are not necessarily going to remember 
what we learned in Finance class, or the details of our fifteenth art project of the semester drawing 
cardboard boxes. We will remember the times we spent here because of the people we spent them with. 
We will all remember getting scared to death by a squirrel jumping out of a trashcan walking back from 
the Spa. We will remember the epic snowball fight the day classes were canceled from the three feet of 
snow. Everyone remembers that one crazy thing they did, the times they spent with friends, the clubs they 
joined, and the experiences they had. To focus people along these lines, we are proposing our “Remember 
when” Campaign. Our plan seeks to recreate and reconnect alumni with the college experience that they 
will look back on when they’re stuck in a cubicle 8 hours a day and wishing they were back at Skidmore. 

For the “Remember when” and “Creative Thought still Matters” campaigns we want to 
particularly focus on the current senior class up to those alums who are 15 years out of Skidmore. This 
segment has strong ties to the current campus, and most will have been at Skidmore during the times 
“Funday” was held.  We also chose this younger segment because it will be important to keep Skidmore 
on their radar as they develop their professional careers. By keeping in touch with them and providing 
relevant updates during the years they cannot fiscally contribute, it will be less of a demand out of the 
blue when they do get asked to give back.  It is like only calling your parents when you need something; 
they’re more likely to oblige when you call them for other reasons too, like keeping in touch and letting 
them know what’s going on in your life. 

The main vehicle for this proposed campaign is through social media websites like Facebook, 
Twitter, and LinkedIn. In addition to these networking sites, we intend to update the Alumni section of 
the Skidmore page and Skidmore Connect website as well as Scope magazine with an emphasis on the 
school-run advertisements and articles. By using these vehicles to create more touch-points with the 
recent alums, we predict that engagement will increase. More importantly, this plan connects with recent 
graduates and maintains a strong relationship that will translate into strong future donations. It is essential 
to build relationships that are viewed as genuine, and not financially-based, in order to get people to 
donate in the future. 


