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Executive	  Summary	  
	  
	   The	  Alumni	  Connection	  is	  a	  rebranded	  evolution	  of	  the	  already	  notable	  
Alumni	  Association.	  	  We	  will	  be	  casting	  a	  wide	  net	  to	  capture	  our	  eclectic	  Skidmore	  
community.	  	  Our	  goal	  is	  to	  not	  only	  increase	  the	  number	  of	  Alumni	  active	  in	  the	  
Alumni	  Connection,	  but	  also	  instill	  a	  greater	  identification	  with	  the	  Skidmore	  
institution.	  	  	  
	   The	  shift	  in	  name	  to	  “The	  Alumni	  Connection”	  is	  vital	  because	  it	  illustrates	  a	  
bond	  that	  Alumni	  can	  form	  as	  members	  of	  the	  Skidmore	  community.	  	  In	  addition	  the	  
word	  connection	  is	  easily	  associated	  with	  the	  Skidmore	  Connect	  platform;	  this	  
creates	  continuity	  throughout	  the	  former	  Alumni	  Association’s	  brand.	  	  	  
	   The	  rebranding	  of	  the	  Alumni	  Association	  as	  “The	  Alumni	  Connection”	  will	  
begin	  with	  our	  “Keeping	  Creativity	  Alive”	  campaign.	  	  This	  campaign	  will	  urge	  
Alumni	  to	  recall	  specific	  moments	  and	  reminisce	  about	  their	  Skidmore	  career	  and	  
share	  with	  us	  what	  connects	  them	  to	  the	  college.	  	  Their	  submissions	  from	  the	  
prompt,	  “What	  was	  the	  most	  creative	  thing	  you	  did	  at	  Skidmore?”	  will	  be	  shared	  on	  
the	  Skidmore	  Connect	  platform	  as	  well	  as	  the	  other	  various	  social	  media	  platforms	  
to	  which	  Skidmore	  is	  tied.	  	  With	  the	  hub	  of	  our	  information	  on	  Skidmore	  Connect,	  
we	  will	  be	  able	  to	  boost	  awareness	  and	  draw	  in	  more	  members	  by	  reposting	  
submissions	  on	  the	  other	  social	  media	  sites	  and	  direct	  them	  back	  to	  Skidmore	  
Connect.	  	  From	  the	  submissions	  we	  expect	  to	  receive,	  we	  will	  sort	  through	  and	  pick	  
out	  consistent	  submissions	  in	  order	  to	  create	  groups	  based	  on	  personal	  experiences.	  	  
This	  is	  where	  our	  Alumni	  Connection	  idea	  will	  truly	  manifest,	  because,	  with	  these	  
submissions	  we	  are	  breaking	  the	  traditional	  mold	  of	  Major	  and	  sports	  affiliations,	  as	  
well	  as	  eliminating	  geographic	  barriers.	  	  Skidmore	  Connect	  will	  instead	  harbor	  a	  
new	  type	  of	  connection	  that	  hinges	  on	  personal	  experiences	  that	  define	  the	  myriad	  
personalities	  and	  identities	  that	  make	  up	  our	  Skidmore	  community.	  	  	  
	   Our	  current	  and	  expected	  new	  users	  will	  be	  delighted	  about	  finding	  people	  
with	  like	  minds	  on	  Skidmore	  Connect.	  	  After	  perusing	  our	  new	  Skidmore	  Connect	  
groups,	  we	  will	  urge	  our	  users	  to	  “Make	  A	  Connection”	  with	  our	  schedule	  sharing	  
capabilities.	  	  This	  application	  found	  on	  the	  Skidmore	  Connect	  platform	  will	  
eliminate	  scheduling	  delays,	  and	  facilitate	  Alumni	  events	  whether	  it	  is	  a	  more	  
personal	  one-‐on-‐one	  connection	  or	  a	  larger	  group	  event.	  	  The	  schedule	  sharing	  
capability	  will	  drastically	  increase	  the	  amount	  of	  personal	  connections	  and	  face-‐to-‐
face	  meetings	  amongst	  alumni	  and	  between	  alumni	  and	  students.	  
	   Our	  vision	  for	  The	  Alumni	  Connection	  is	  to	  have	  all	  members	  of	  the	  Skidmore	  
community,	  past	  and	  present,	  contributing	  to	  our	  shared	  tradition.	  	  Although	  there	  
have	  been	  problems	  in	  the	  past	  attributable	  to	  the	  rather	  informal	  ways	  some	  
students	  contact	  our	  alumni,	  we	  see	  this	  as	  a	  minor	  hurdle.	  	  With	  the	  “Brand	  Called	  
Me”	  class	  serving	  as	  a	  test	  group,	  we	  will	  educate	  our	  students	  about	  the	  proper	  way	  
to	  contact	  alumni.	  	  Additionally,	  student	  registration	  for	  Skidmore	  Connect	  will	  
require	  an	  interactive	  tutorial	  where	  they	  will	  be	  taken	  through	  the	  steps	  about	  how	  
to	  contact	  alumni.	  	  With	  the	  students	  included	  in	  Skidmore	  Connect,	  we	  will	  be	  able	  
to	  optimize	  the	  amount	  of	  connections	  done	  through	  “Make	  a	  Connection”	  and	  
ultimately	  the	  amount	  of	  users	  on	  our	  platform.	  	  	  
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Once	  students	  and	  alumni	  have	  begun	  using	  “Make	  A	  Connection,”	  the	  
feature	  will	  market	  itself	  not	  only	  through	  its	  ease	  of	  use	  and	  high	  functionality,	  but	  
also	  through	  our	  “Successful	  Connections”	  highlights.	  	  A	  “Successful	  Connection”	  is	  
anything	  deemed by The Alumni Connection to be a good example of ways in which 
alumni have connected to other alumni or where alumni have connected to students 
through our platform where they would have not otherwise met.  These highlights will be 
featured in Scope magazine and Scope monthly, as well as Skidmore Connect and the 
various social media sites Skidmore is on as well.  “Successful Connections” is a great 
way to raise awareness about and encourage the use of Skidmore Connect. 

The Alumni Connection and the Keeping Creativity Alive campaign will give rise 
to alumni’s nostalgic memories that not only shaped their time at Skidmore, but also may 
have shaped their lives.  Our campaign will facilitate a platform on which they can make 
numerous personal connections to those who have had similar experiences.  Through our 
new groups connecting alumni with students, we can bring together those who started 
traditions with those who are carrying them on today.  These groups will also function to 
acknowledge those that have kept creativity alive in the Skidmore community.  With a 
Skidmore community that is so open and willing to share, Skidmore Connect will 
experience a large influx of eager alumni and students looking to explore the minds of 
Skidmore students through our institution’s years.   
	  
Situational	  Analysis	  
	  
The	  Skidmore	  Alumni	  Association	  has	  a	  strong	  reach	  amongst	  alumni	  and	  runs	  a	  
number	  of	  very	  successful	  events.	  	  However,	  the	  Association	  is	  not	  very	  well	  known	  
amongst	  current	  students	  of	  the	  college,	  and	  thus	  there	  are	  very	  few	  strong	  
connections	  built	  between	  alumni	  and	  students.	  	  In	  addition,	  the	  Alumni	  Association	  
would	  benefit	  from	  stronger	  ties	  between	  Skidmore’s	  alumni	  and	  with	  the	  college	  
itself.	  	  	  In	  order	  to	  foster	  these	  connections,	  the	  Alumni	  Association	  holds	  both	  
informal	  and	  formal	  reunions	  and	  has	  chapters	  nationwide.	  	  Scope	  Magazine	  is	  sent	  
to	  all	  alumni	  three	  times	  a	  year,	  and	  Scope	  monthly	  is	  an	  electronic	  newsletter	  that	  
reaches	  alumni	  as	  well.	  	  Alumni	  have	  the	  opportunity	  to	  publish	  class	  notes	  in	  Scope	  
monthly	  to	  reach	  out	  to	  their	  fellow	  alumni.	  	  They	  also	  have	  the	  opportunity	  to	  
network	  online	  through	  Skidmore	  Connect,	  the	  Alumni	  Association’s	  very	  own	  
social	  networking	  site.	  	  Skidmore	  Connect	  has	  excellent	  functionality,	  and	  is	  
beginning	  to	  catch	  on	  amongst	  the	  Alumni,	  with	  3,400	  registered	  users	  thus	  far.	  	  Our	  
goal	  is	  to	  drastically	  boost	  that	  number,	  as	  well	  as	  the	  frequency	  with	  which	  alumni	  
use	  the	  platform.	  	  We	  also	  plan	  on	  strategically	  integrating	  students	  into	  Skidmore	  
Connect.	  
	  
 Opportunities	  

 Open	  up	  Skidmore	  Connect	  to	  students	  –	  this	  will	  not	  only	  foster	  deeper	  
connections	  between	  alumni	  and	  students,	  but	  also	  ensure	  that,	  upon	  
graduation,	  our	  newest	  alumni	  will	  be	  aware	  of	  and	  interested	  in	  the	  Alumni	  
Association.	  

 Make	  deeper	  connections	  between	  alumni	  of	  different	  classes	  –	  by	  going	  past	  
the	  obvious	  connections	  like	  affiliations	  to	  a	  sports	  team	  or	  a	  club,	  we	  can	  
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forge	  bonds	  between	  alumni	  based	  off	  qualities	  that	  are	  special	  to	  Skidmore.	  	  
If	  we	  can	  get	  alumni	  talking	  about	  what	  creative	  things	  they	  remember	  from	  
their	  days	  at	  Skidmore,	  we	  are	  bonding	  them	  with	  each	  other	  through	  shared	  
experience,	  and	  with	  the	  institution	  itself.	  	  

 Concerns	  
 We	  will	  need	  to	  address	  the	  problem	  of	  students	  contact	  alumni	  in	  

unprofessional	  ways	  on	  Skidmore	  connect.	  	  We	  will	  do	  this	  by	  making	  
students	  earn	  the	  right	  of	  using	  the	  site,	  making	  it	  more	  professional	  and	  
more	  desirable	  at	  the	  same	  time.	  

 Alumni	  are	  busy	  people,	  so	  we	  will	  need	  to	  make	  our	  campaign	  incredibly	  
user	  friendly,	  and	  do	  a	  lot	  of	  work	  within	  the	  Association	  on	  this	  campaign.	  	  
We	  will	  address	  this	  by	  adding	  manpower	  to	  the	  Alumni	  Association,	  wither	  
in	  the	  form	  of	  a	  full	  time	  Skidmore	  Connect	  coordinator,	  or	  through	  summer	  
interns	  to	  get	  the	  process	  started	  

	  
Marketing	  Plan	  
	  
 Rebrand “The Alumni Association” as “The Alumni Connection” 
 Get more alumni on Skidmore Connect through the Keeping Creativity Alive 

campaign 
 Get submissions from Alumni based on the question “what was the most creative 

thing you did while at Skidmore?” 
 Send postcards to all alumni asking for submissions (See postcards) 
 Submissions will be entered on Skidmore Connect, increasing registered users 
 Advertise submissions in Scope, Scope Monthly, and on Twitter, Facebook, 

and LinkedIn (See Exhibit D). 
 All advertisements will link to Skidmore Connect to increase traffic 

 Create groups on Skidmore Connect around the themes brought up in the 
submissions 
 Invite those who submitted related posts to join these groups, increasing 

activity on Skidmore Connect 
 Open Skidmore Connect up to Students 

 Pilot the launch through the “Brand Called Me” course which teaches 
professional networking 

 Allow students to register for Skidmore Connect after doing Career Services’ 
tutorial on how to communicate with Alumni 

 Integrate lessons on networking with alumni and Skidmore Connect into 
Skidmore’s new second year student experience program 

 Allow alumni to “Make a Connection” through Skidmore Connect 
 Add a calendar function from doodle.com (See Exhibits B and C) to initiate easy 

scheduling for face to face meetings amongst alumni or between alumni and 
students 
 Can be used to schedule one-on-one meetings or larger group events 
 Creators of the group events can invite others to attend 

 Advertising the meetings 
 The users can write a brief description of their meeting 
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 Descriptions will be featured on Skidmore Connect, Facebook, Twitter, and 
LinkedIn. 

 Publish “Successful Connections”  
 A Successful Connection is anything the Alumni Connection deems to be a 

good example of ways in which alumni have connected to other alumni or 
where alumni have connected to students through our platform where they 
would have not otherwise met 

 After the event or meeting attendees can publish a description of how the 
meeting went 

 “Successful Connections” will be featured in Scope and Scope monthly as 
well as on Skidmore social media sites to show the effectiveness of the new 
Skidmore Connect feature (See Exhibit E). 

 
Strategy 
 
Mission-  Our vision is to provide a platform of communication through which alumni 
and students can forge bonds through shared experiences during their time at Skidmore.  
This sight while be driven by the burning curiosity and creativity which Skidmore 
students, former and current, possess. 
	  
Marketing Objectives 
 
 Relationships-Skidmore Connect currently has 3,400 users and has great potential to 

expand significantly.  Our plan will strengthen our current alumni ties to Skidmore, 
while providing a renovated platform that will harbor and promote new connections.  
The relationships that will undoubtedly be forged through this system will not just 
connect people to Skidmore, but to each other and provide a sense of continuity by 
perpetuating the creativity instilled in us during our time at Skidmore. 
 Raise awareness and desire for contribution and consequently increase the amount 

of people involved 
 Have the alumni association serve as a facilitator that monitors and enhances 

services that connect alumni to alumni and alumni to students 
 Evolve the way in which alumni and students can connect about things current 

and past 
 

 Channel Relationships-Pending our feedback from the “what was the most creative 
thing you did in your time at Skidmore?” prompt, new channels will emerge on 
Skidmore Connect.  These channels will be uniquely tied with Skidmore as we expect 
they will deviate from the uniform bonds of Majors, sports affiliations, and 
geographic location.  New channels like “I played music on top of the Tang” or “I 
swam in the Skidmore pond” will serve as an evolved forum within which people 
with like minds can come and meet.  Breaking the mold of traditional segmentation is 
important in such a diverse community as Skidmore.  The personal experiences that 
have taken the form of fond memories in alumni minds can now be revisited and 
shared again in these new channels.  
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 Create unique channels that provide an opportunity allowing people with like 
minds to connect on a platform where they may have never crossed paths before 

 Increase the desire to associate with Skidmore 
 

 Product development- although we are not introducing an entirely different product, 
we are augmenting the way in which people will be connecting and contributing to 
the Alumni Connection through “Make a Connection.”  We are enhancing the 
Skidmore alumni brand through our augmentation because people will be drawn to 
our platform with a desire to share what has intrinsically made them Skidmore 
students. 
 Expand personal connections through schedule sharing capabilities  
 Facilitate the creation of new events 
 Increase ease of use and allow for more accessibility 

 
Issues 
 
 It will be an uphill battle reaching out to our oldest alumni because of their either lack 

of ability or desire to use social media.  Running both our Keeping Creativity Alive 
campaign and the Successful Connections campaign partially in print form through 
postcards and Scope Magazine, should combat this issue. 
 

 We need to educate our students effectively about the professional way in which to 
contact our alumni.  Offering networking advice and tutorials to students pre-
registration will help prevent unprofessional usage of Skidmore Connect. 

  
 
Marketing Vehicles 
 
 Programs 

 “Keeping Creativity Alive” 
 Comprehensive launch targeting alumni and students 

• Social media, mailings, word of mouth 
 Tailored mailings (see postcards) 

• “What is the most creative thing you did at Skidmore?” 
 “Make a Connection”  

 “Successful Connections” to spotlight our platforms capabilities 
 Advertise in Scope about connections between alumni and alumni and alumni 

and students made on platform (See Exhibit E) 
 

 Tactics 
 Product 

 Platform for facilitating connections and collaborations – Skidmore Connect 
 Schedule sharing capabilities  - “Make a Connection” 

 Place 
 National/international accessing capabilities 
 Skidmore Connect as our hub for all online interactions 
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 Facebook, LinkedIn and Twitter offshoots 
 Mail-in contributions (see postcards) 

 
 Promotion 

 All current vehicles at Alumni Association’s disposal 
 Making the students aware of the future offerings by addressing our product in the 

classrooms 
 Use tutorial already in place on Skidmore Career Services website 
 Educate through “Brand Called Me” class 

	  
Roll	  Out	  
	  
 Rebrand LinkedIn, Facebook, and Twitter sites for “The Alumni Connection” 

 Keeping Creativity Alive campaign will be launched during Reunion ‘11 
 Postcards will be distributed to alumni encouraging them to submit on 

Skidmore Connect 
 Campaign will be publicized to all Alumni 

 Submission postcards will be sent as inserts to Scope Magazine and as 
electronic forms on scope monthly 

 Our Facebook and LinkedIn, pages will echo submissions, and submissions 
will be tweeted 

 Alumni will be encouraged to invite their former classmates to submit as well  
 

 Skidmore Connect 
 We will analyze the submissions gathered during the campaign and create broad 

categories of mutual student and Alumni interest such as “I participated in The 
Hunt” and “I’ve been in the Skidmore Pond” 
 Alumni will be encouraged to join the network and groups within it that are 

relevant to them 
 Find active alumni to act as opinion leaders and begin discussion and encourage 

submissions 
 Promoted through email, direct mail, and social media 

 Articles in all Skidmore publications and online 
 

 Launch “Make a Connection”  
 Implement the scheduling/calendar sharing platform 
 Allow alumni to create their own meetings and events 
 Advertise events through social media platforms 
 Highlight “Successful Connections” in Scope Monthly and Scope Magazine 

 
 Skidmore Connect will be opened up to students 

 Beginning with students in the “Brand Called Me” class as test cases 
 Then opened up to all students who take an interactive tutorial before signing up 

that teaches networking etiquette 
 Advertised to students through career services, their professors, and the Second 

Year Experience program 
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For	  an	  example	  of	  how	  all	  of	  this	  will	  come	  together,	  please	  see	  Exhibit	  A.	  
	  
Projected	  Outcomes 
 
Our Keeping Creativity Alive campaign will facilitate connections between alumni and 
students and between alumni and alumni.  It will forge a bond between the people who 
created tradition while at Skidmore, and the current students who are keeping those 
traditions alive. The Alumni Connection will become a place where alumni and students 
can indulge themselves in discussions of things past and visions of the future, and 
Skidmore Connect will be able to follow its existing mission statement with the aid of a 
dynamic online community willing to provide support and input.  With the addition of 
schedule sharing capabilities, we will be able to eliminate the hassle and roadblocks that 
surround setting up meeting times for one on one connections and group events.  By 
highlighting Successful Connections, we will be rewarding alumni for interacting with 
each other and sharing their Skidmore bond.  The Alumni Connection will be a platform 
for alumni and students alike to come together and perpetuate the creativity that makes us 
unequivocally Skidmore students. 
 
 
 
 
 
 
  
 
 
	  
 
	  


