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We would first like to thank the Alumni Association for this amazing opportunity - it has 
truly been a great experience and we have had so much fun participating in this 

competition. 
Executive Summary 
This marketing plan seeks to facilitate the Alumni Association’s ability to accomplish 
three primary objectives:  
 

1. Promote alumni engagement with both Skidmore and other alumni 
2. Develop a stronger and more meaningful relationship with current students and 

young alumni 
3. Celebrate the lives and achievements of alumni after graduation through the 

extension of the Creative Thought Matters brand 
 
We believe that our strategic recommendations speak directly to the wants and needs of 
the Alumni Association. We recommend changing the name of the Alumni Association 
to the ThoroughGrad Association, launching the Creative Thought Still Matters 
campaign, revamping Scope Magazine, and effectively utilizing all possible social media 
outlets. We will describe our recommendations further below, and after speaking with 
current Skidmore students, recent graduates and older alumni, we are confident that the 
recommendations within this marketing plan, along with its supplemental marketing 
materials, are exactly what the Skidmore community needs right now.  
 
Situational Analysis 
It is no secret that something needs to be done to increase engagement between alumni 
and Skidmore. Currently, we feel that a sense of community is lacking amongst Skidmore 
alumni. Through conversations with members of the Skidmore community, we have 
discovered some key information that has helped give our marketing plan direction. A 
common finding within our conversations with Skidmore alumni was that they felt as 
though the vast majority of times that they hear about or hear from Skidmore post-
graduation is when they are being asked for money. In addition, we discovered that 
current seniors feel that the transition process of becoming alumni feels unnatural and 
abrupt. One senior commented after the Grad Fair, an event where seniors make sure that 
all of their finances, library fees, etc. are taken care of before graduation, “All of a sudden 
they just handed me a pen that said, Skidmore Alumni. I am so overwhelmed right now!” 
When asked if they would have found it helpful for the Alumni Association to hold an 
event that welcomed seniors to the Association and helped them through the transition 
process of becoming an alumni, the same student replied. “Absolutely.” We have 
therefore concluded that the Alumni Association, through no fault of its own, has not 
successfully made graduating seniors and recent alums feel comfortable with the 
transition process of going from student to alum. Moreover, our research indicated that 
the most common word that came to mind when the words Alumni Association were 
mentioned was “Money.” 
 
Competition 
The tightness of the current economy means the ThoroughGrad Association is competing 
for donors’ limited expendable income. Charities, non-profits, political groups, other 



schools, and many other organizations are also looking for donations. In order to be a 
formidable contender in this environment, the ThoroughGrad Association must be at the 
top of the list when it comes to awareness and accessibility within the Skidmore alumni 
community. To be successful, the Association must accomplish a couple of things: keep 
in constant contact with alumni from the moment they graduate, have multiple media 
platforms and distribution channels to facilitate contact, and update alumni with 
information they find relevant as frequently as possible. 
 
Market Summary 
We have broken our target market into three groups, starting with the current senior class. 
The Alumni have been split into two groups based roughly on age and years since their 
graduation. Separating these groups is important because they are at different places in 
their lives, and will respond to different marketing tactics. This delineation will help 
focus the ThoroughGrad Association’s marketing message and reduce wasted efforts. 
 
A. Current Senior Class 
This is where it all starts. As seniors, these students are eager to get out in the world and 
start their adult life. These students are 21 and 22 years old and overall represent the 
group with the strongest tie to Skidmore. It is important to help them remember their time 
at Skidmore even as they are getting ready to leave it. Spring semester is the time to start 
advertising Skidmore Connect, this way current seniors can register before they leave 
campus. It also gives them the chance to connect with recent alums that they may have 
known during their previous three years at Skidmore, and network to get career advice. 
Getting them comfortable (and aware of) Skidmore Connect will facilitate their use of the 
network in later years. 
 
B. Young Alums 
This is the group of alums we feel is under-represented in the current Alumni 
Association’s marketing messages. These are the 22-35 year olds who are 1-13 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. These are young professionals who 
may not have the capital to give back to Skidmore yet, but we hope that by keeping them 
involved in campus happenings that Skidmore will be at the top of their list when they are 
able to donate. These young alums are also very comfortable with the Internet, 
technology, and the use of social media. This is important to keep in mind because, when 
used effectively, social media is a great way to reach and connect people (not to mention 
it is generally much cheaper than other methods). 
 
C. Older Alums 
This group of alums is who we first think of when we think of the current Alumni 
Association. These are the people 14+ years out of Skidmore who have (generally) 
created successful careers for themselves and have extra disposable income to give back. 
The majority of these alumni are 36+ years old, and probably not as comfortable or fluent 
in the use of social media. We believe these alums will be especially responsive to Scope 
Magazine, as this is a more traditional way of advertising. 
 



Potential Media Outlets 
Increased use of social media as an effective marketing vehicle is undoubtedly a 
necessity for the Alumni Association. This marketing plan not only provides brief 
descriptions of its potential media outlets, but it also includes examples of how to best 
utilize these outlets. 
 
A. Facebook 
Facebook has over 500 million active users, with 50% of users logged in on any given 
day. The average user has 130 friends, and is connected with 80 community pages, 
groups, and events. The average user creates 90 pieces of content each month in the form 
of wall posts, links, comments, etc. Also important, over 250 million of these users 
access Facebook from their mobile devices and are twice as active as those who do not 
use mobile devices. 42% of Facebook’s users fall into the range of 18-34 years old 
(QuantCast, 2011). This is an effective way to reach the current seniors and young alums 
and create engagement with the ThoroughGrad Association and among alums. 
 
B. Twitter 
Twitter, somewhat newer than Facebook, has over 200 million users (Shiels, 2011). 
Twitter’s largest user demographic is made up of 45% 18-34 year olds, and the entire 
group of users is made up of 55% women (QuantCast, 2011). Also, 5% of Twitter users 
generate 75% of all the activity (Sysomos, 2009). Compared to Facebook, Twitter is less 
interactive but displays more social marketing information. This is also an effective way 
to reach the young alums, but the information would be more informational and update-
oriented than Facebook because it is not as interactive. 
 
C. LinkedIn 
LinkedIn is a fast-growing professional network that launched in 2003. It can be used to 
connect with employers, hire employees, network with businesses, host business-related 
discussions and more. There are over 100 million users, 59% of which are male and 72% 
of which fall into the 25-54 year age range (LinkedIn, 2011). LinkedIn’s users are more 
affluent than average, and 39% of users pull in $100K+ per year. Add to that the 30% of 
LinkedIn users that fall into the $60-100K income bracket and 69% of LinkedIn’s users 
make $60K or more per year (QuantCast, 2011). This is income information is important 
for the ThoroughGrad Association to keep in mind. LinkedIn is an effective way to reach 
the top tier of the young alum demographic, as well as the bottom tier of the old alums. 
 
D. YouTube 
YouTube is another interactive site where users can post their own video content as well 
as view that of other people. Visual content is powerful, and if used correctly can help 
spread an effective message. While the most active users fall into the 13-17 year age 
range, we believe YouTube, used in conjunction with Facebook, Twitter, and Scope 
Online can be beneficial in reaching the ThoroughGrad Association’s target market 
(QuantCast, 2011). 
 



E. Skidmore Connect 
Skidmore Connect is an online social network for Skidmore alums. It can be used to find 
an old friend, start an online group discussion, share photos and notes, or meet other 
alumni. It can be linked through the users’ Facebook, Twitter, LinkedIn, and YouTube 
accounts, allowing them to post to both networks simultaneously. Unfortunately, current 
seniors are not allowed to register, so we cannot further describe the user experience or 
the network’s capabilities. 
 
F. Scope Magazine 
The Skidmore Office of Communications publishes Scope Magazine in January, May, 
and September. It goes out to about 35,000 people, which includes all Skidmore alumni 
as well as the parents of any current students. The magazine shares stories about current 
happenings and student achievements at Skidmore, as well as updates about alumni. In 
addition to the three magazines a year, Scope also has weekly and monthly updates 
online during the weeks classes are in session. Recently there was a link to a YouTube 
video produced by a student giving an inside view of the men’s basketball team. This is a 
perfect example of how Scope can use social media like YouTube to promote Skidmore. 
 
Scope has recently launched an online animated-PDF version of the magazine which they 
hope will help increase readership. The online version allows readers to post it to their 
Facebook, as well as other social news sites like Digg, Delicious from Yahoo, and 
Newsvine. We did notice, however, that there was no Twitter option. You can find the 
weekly, monthly, and PDF versions at http://cms.skidmore.edu/news/index.cfm. 
 
Logic Behind Strategic Initiatives 
As of now, the biggest attempt to welcome seniors into the alumni environment is the 
Senior Gift project. This is the first chance for seniors to donate money to support 
Skidmore, and is indeed successful and a nice way to introduce seniors to the concept of 
giving back to their school. However, there is certainly more to being an alumni than 
giving money back to Skidmore. Being an alumni is about having pride in your alma 
mater, feeling connected to a network of alumni and current students that share a 
common goal, and about contributing to the social capital of Skidmore - whether it be 
through a monetary donation or just a conversation with a graduating senior about life 
after college. Our research has shown that the majority of Skidmore seniors and recent 
alums that we talked to had not been successfully made aware of the many benefits and 
opportunities that come with being an alum. It is for this reason that the direction of our 
proposed strategic recommendations do not focus on bringing in more money for the 
Association, but rather connecting with alumni on a deeper level, encouraging interaction 
between current students and alumni, and increasing the social capital of Skidmore. We 
are confident that if it accomplishes these goals, the Association will see a large increase 
in donations. In other words, these strategic initiatives will pay for themselves, and then 
some. 
 



Strategic Recommendations 
 
A. ThoroughGrad Association 
Another key initiative within our marketing campaign is to reintroduce and rebrand what 
is currently known as the Alumni Association as the ThoroughGrad Association. We feel 
that this name will give the Alumni Association a unique identity and will distinguish it 
from the all-encompassing office of Alumni Affairs. As current students at Skidmore 
performing research for this project, we found it difficult to identify any clear distinction 
between the Alumni Association and Alumni Affairs. We feel that the name 
ThoroughGrad Association will create excitement, interest, and awareness for the 
Association. It also ties in with the Thoroughbred – our school mascot – which will keep 
school spirit on the minds of alumni. Moreover, it will make alumni feel like they are a 
part of something other than an organization whose primary focus is on collecting 
donations. Alumni will feel like the ThoroughGrad Association is a common bond 
through which they can stay connected to current students and fellow alums. They will 
most likely refer to it as the ‘Tgrad Association’ when talking amongst friends, similar to 
the way current students call Skidmore’s mascot the ‘Tbred’. Finally, the tagline 
“Representing Skidmore Alumni Since 1911” will make alumni proud to be members of 
the Association and want to wear their t-shirts all around town (see t-shirts).	  
 
Timeline 
The current Alumni Association should spread awareness of their future name change to 
the “ThoroughGrad Association” starting five weeks prior to the 2012 Reunion Weekend 
at the 2012 graduation. This can be done during the 1st Annual ThoroughGrad 
Association welcoming dinner for graduating seniors. The free gift given to seniors at 
Grad Fair should also have the new “ThoroughGrad Association” name printed on it. The 
(now) ThoroughGrad Association should also refer to itself as such on all official emails, 
letters, and websites to add legitimacy to the organization’s name change. An example 
signature is provided below: 

 
Three weeks prior to the reunion, the Association should launch the new social media 
pages and send out direct mailings to alumni, in addition to having brochures at the 
reunion weekend itself (please refer to our portfolio for mock ups of the Facebook and 
Twitter pages). During the reunion weekend, the ThoroughGrad Association will have t-
shirts and sweatshirts available for purchase by alumni (see supplemental portfolio), as 
well as other articles of clothing available for purchase through custom order at the 
Skidmore Shop. 
 



Projected Outcomes for ThoroughGrad Association Name Change 
Changing the name of the Alumni Association will refresh its image. It will increase 
alumni’s sense of belonging to a group that they are proud of and add more to being an 
alum than just being asked to donate money. This name change will also give the 
Association a reason to hold special ThoroughGrad events and to reach out to all alumni. 
We are confident that this will keep alumni engaged with both each other and the 
Association, as well as increase the use of social media within the alumni community. 
 
B. Creative Thought Still Matters 
Creative Thought Matters (CTM) is the perfect slogan to describe the Skidmore culture, 
but it doesn’t necessarily include Skidmore alumni in its scope. This is why we suggest 
launching the Creative Thought Still Matters (CTSM) campaign, an initiative that will 
highlight the achievements of alumni after their life at Skidmore. This campaign seeks to 
utilize social media outlets such as Facebook, Twitter, LinkedIn, YouTube, as well as 
Scope Magazine and Skidmore Connect, to regularly update alumni on their fellow 
classmates’ achievements. This will promote alumni interaction as well as increase the 
use of social networking within the Skidmore alumni culture. Alumni will be able to 
share photos, descriptions, videos, etc. that highlight creative thought, whether it be in 
their new professional careers, with other Skidmore grads, or elsewhere. Stimulating 
discussion about examples of how creative thought still matters after graduation is at the 
heart of this campaign. 
 
Creative Thought Matters was introduced relatively recently, so we believe that the 
Creative Thought Still Matters tagline will particularly resonate with current Skidmore 
students and recent grads. This will allow the CTM / CTSM ideology to stay with them 
throughout their entire professional careers and ensure that the Skidmore culture will be a 
more consistent part of their everyday life. To spread awareness of this initiative, we 
suggest incorporating CTSM into as many media outlets as possible, including, but not 
limited to: All social media outlets in which alumni are involved, all Skidmore website 
pages and official emails involving alumni, all signatures of alumni directors and 
employees, as well as Skidmore Connect. We also suggest putting the CTSM logo on the 
gift given to seniors at graduation in order to ensure immediate awareness of the 
campaign. Lastly, we suggest increasing the presence of the original CTM tagline in 
order to add a sense of legitimacy to the CTSM tagline and to facilitate alumni relating to 
it. Examples of this include putting CTM on the front of every issue of Scope magazine 
and increasing its presence on current Skidmore website. 
 
Timeline 
The CTSM Campaign will be launched during Reunion Weekend 2012. All alumni who 
register for Reunion Weekend will receive a complimentary “CTSM” shirt (see 
supplemental marketing materials). Graduation weekend 2012 the ThoroughGrad 
Association will launch the new Facebook and Twitter accounts with the CTSM logo. 
The week after the reunion, the ThoroughGrad Association will send a follow-up email or 
direct mailing to the alumni in their database announcing the Creative Thought Still 
Matters Campaign. Also during this week the CTSM logo will be added to all 



ThroroughGrad Association communications (e-mails, direct mailings, Scope, and 
websites). 
 
The ThoroughGrad Association will then have the summer to draft an article about the 
concept of CTSM for the September issue of Scope Magazine. This article will describe 
the CTM slogan, its origin, and how CTSM was developed. The ThoroughGrad 
Association should also take this time to highlight some examples of how creative 
thought still matters after graduation by featuring alumni. 
 
The next step is to start engaging the Class of 2013 during their senior spring semester. 
This is the time to transition them into the ThoroughGrad Association using events that 
are already planned like the senior nights, Career Jam, Grad Fair, Senior Week, and 
graduation. 
 
Projected Outcomes for CTSM 
The Creative Thought Still Matters Campaign will extend the current CTM brand to 
include alumni as well as provide a transition for graduating seniors to the ThoroughGrad 
Association. This campaign will also increase social media activity and create 
engagement among alumni. 
 
Brand Awareness Tactics/ Events 
 
A. Scope Magazine 
At the center of our brand awareness tactics is Scope Magazine. The reason for this is 
threefold. First, Scope has an extremely broad reach (see potential media outlet section 
above). Second, it promotes engagement across all facets of the Skidmore community, 
including alumni, students, parents, prospective students, faculty, etc. Lastly, Scope is 
highly accessible with its increased online presence along with its traditional print 
version. 
 
This marketing plan seeks to capture the full potential of Scope’s competitive advantages. 
We propose that the ThoroughGrad Association become more involved with Scope as a 
whole. This involvement includes both marketing tactics and increased social media 
presence. 
 
The first initiative that we recommend to increase engagement between alumni and 
students is the “That was then, this is now” campaign. This campaign is a spinoff of the 
current “Who, what, when” section of Scope Magazine. “That was then, this is now” will 
ask alumni to submit pictures of them and their friends on campus during their time at 
Skidmore. It will then be up to current students to re-enact the alumni photo in the same 
place on campus. This will keep alumni updated on the current campus atmosphere and 
create a sense of nostalgia for the fun times they had at Skidmore. Moreover, it will be 
fun for current students to see what the campus used to be like and how alumni utilized it. 
Please refer to our portfolio for an example “That was then, this is now” advertisement. 
 



The second component to our Scope Magazine “face-lift” involves updating some of its 
current advertisements. While we understand that Skidmore does not have an unlimited 
budget, it has an incredible amount of student talent right in its backyard. We feel that 
this student potential can be applied to the design of new ads that give Scope a more 
modern feel. Examples of this include the advertisements for the Alumni Reunion, 
Skidmore Connect, the Charitable Gift Annuity, and the Alumni Travel Program. We 
chose these particular advertisements because we feel they have the most potential to 
create excitement for alumni and therefore increased revenue for the ThoroughGrad 
Association. Please see the redesigned advertisements in our portfolio for the Reunion 
2011, Skidmore Connect, Alumni Travel Program, and Thoroughbred Cup. These are 
some examples of how the advertisements in can give Scope a more updated feel. 
	  
The third initiative in this part of our campaign entails capitalizing on social media to 
push awareness for Scope Online. We feel that the online weekly and monthly sections of 
Scope are being underutilized and that Scope Online has the potential to significantly 
increase student and alumni engagement. The online component allows Scope to include 
student-made videos of campus events and happenings. The benefits of this are threefold: 
it showcases student talent, allows alumni to experience the current Skidmore culture, 
and ultimately has a positive effect on the school’s image. 
 
These three initiatives, the “That was then, this is now” campaign, the updated 
advertisements, and the awareness of Scope Online should happen by the next available 
issue. 
 
B. Alumni Funday 
Skidmore College, by nature, is a fairly segregated group of individuals. The wide 
breadth of the subjects and extracurricular activities offered creates amazing experiences 
for the students here, but also tends to separate the Skidmore population into fairly 
disconnected groups. We brainstormed a way to bring these groups (who are now alumni) 
together and found something that would span all groups and resonate with anyone who 
went to Skidmore: Funday. Funday is held during the last weekend of classes and 
something that resonates with all relatively recent graduates. Everyone loves and 
remembers this incredible day of bouncy houses, nice weather, live music, etc., 
regardless of the crowd you were a part of during your time at Skidmore. Therefore, we 
propose an Alumni Funday be held during reunion weekend in June to create excitement 
and engagement among alumni (see Alumni Funday ad in portfolio). This event will 
particularly resonate with the “Young Alums” (1-13 years out) because they have strong 
ties to the current campus, and most will have been at Skidmore during the times 
“Funday” was held. This is also an example of how our plan intends to keep in touch with 
recent graduates and continue to build relationships with them. This event should be held 
during Reunion Weekend each year. 
 
C. Annual Business Plan Competition 
The Business Plan Competition has only been held once at Skidmore, but it was a huge 
success, got alumni involved, and drew positive publicity for the college. Having the idea 
to start a business and writing a business plan requires a significant amount of creative 



thought, and we feel that this is an excellent way to promote the current CTM campaign. 
This type of competition is an extremely creative way to involve alumni, showcase 
current students’ abilities, and create engagement with alumni who are able to give back. 
Making this an annual competition would also help forge long-term relationships with 
successful alumni who are able to give back and who want to demonstrate that creative 
thought still matters to them. This competition would be held each year during the spring 
semester to allow all classes (freshmen through seniors) the chance to compete. 
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