
Strategizing for Social Media in 
Advancement

Academic Impressions 1

1

#AItraining

STRATEGIZING 
FOR SOCIAL 
MEDIA IN 
ADVANCEMENT

Timothy Ponisciak | University of Notre Dame | tponisci@nd.edu

LEARNING OUTCOME

After participating…
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…you will be able to apply key findings from social media 
research to strategize your efforts in advancement and alumni 
relations.



Strategizing for Social Media in 
Advancement

Academic Impressions 2

3

• Overview of Social Media for Mendoza 
Alumni Relations

• Key Findings From The 2015 Survey
• Understanding Posts Based on Tone and 

Topic
• Examples
• Metrics and Key Takeaways

AGENDA
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GRADUATE ALUMNI RELATIONS

• Departmental structure
• Responsibilities
• Role of social media

MENDOZA COLLEGE 
OF BUSINESS



Strategizing for Social Media in 
Advancement

Academic Impressions 3

5

• 13,000 Graduate Business Alumni
• Reports up to the Dean
• Works closely with Alumni Association

– Online capabilities
– Reunion
– Professional programming

• Small shop in a large shop

DEPARTMENTAL 
STRUCTURE
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• Keep alumni connected, engaged, involved 
with the College and University

• Key programming includes:
– Events – on and off campus
– Online communications – email and 

social media
– Synergies – Work with admissions, 

career services, development and 
student groups

• Trickles down to annual giving

ROLE OF 
DEPARTMENT
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• Remind alumni of the great experience 
they had while enrolled in program
– Provide a distinct “graduate business” 

voice amongst the various Notre Dame 
social media feeds

• Reach alumni regarding different activities
• We want our graduate business alumni to 

be great ambassadors of our programs. 
Social media plays a key role in getting 
them information to feel proud about ND.

ROLE OF 
SOCIAL 
MEDIA
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SOCIAL MEDIA 
IS LIKE SETTING 
A MENU
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EXAMPLES INCLUDE:
– Well-known professor or administrator
– Picture of a famous spot on campus
– A certain athletic team
– A tradition that takes place on campus

WHAT UNIQUE PART OF YOUR 
SCHOOL DO YOU KNOW YOUR 
ALUMNI WANT TO HEAR ABOUT? 
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• Broke down our posts by tone used and 
topic discussed to analyze what was 
resonating the most with our alumni

OUR SOCIAL MEDIA 
RESEARCH
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OUR SOCIAL MEDIA RESEARCH
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OUR SOCIAL MEDIA RESEARCH
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What if we could see what similarities there 
are across higher ed institutions?
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KEY FINDINGS FROM 2015 SURVEY
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• 109 respondents
• Questions focused on overall social media 

use, and most popular Facebook posts
• Responses came from alumni relations, 

development and marketing-
communications teams

2015 SOCIAL 
MEDIA SURVEY
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• If we can determine what strategies can 
be utilized for investment, different 
channels and cadence, we can create a 
more cohesive social media plan

• If we can determine what types of posts 
are most appealing, we can create more 
engaging posts that are more likely to be 
seen and shared by alumni 

FOCUS OF 
THE SURVEY
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• A social media budget is necessary for 
advertising

• Staff for smaller shops may be difficult, 
but social media advertising can be scaled 
to the size of your shop.

INVESTING IN 
YOUR SOCIAL 
MEDIA STRATEGY
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FACEBOOK 
ADS
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ADVERTISING ON 
SOCIAL MEDIA

Respondents who have put dollars behind social media advertising
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• Increase registration for reunion
• Encourage making a gift as part of a 

special challenge campaign
• Promote alumni association membership 

drives
• Encourage coming back to campus for 

homecoming

WHY PLACE 
ADVERTISING 
ON SOCIAL 
MEDIA? 
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STAFFING 
FOR SOCIAL 
MEDIA
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Dedicated staff increases social media activity

DEDICATED 
STAFF

Posts Per Week By Social Media Channel
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IS YOUR LEADER USING SOCIAL MEDIA?
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IS YOUR PRESIDENT/CHANCELLOR 
USING SOCIAL MEDIA?
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INSTAGRAM: 
THE NEXT 
FRONTIER
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INSTAGRAM: 
THE NEXT 
FRONTIER

Respondents whose department use these sites
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INSTAGRAM: 
THE NEXT 
FRONTIER
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THE STAYING 
POWER OF 
FACEBOOK

Rank Average Ranking Site

1 1.26 Facebook

2 2.44 Twitter

3 2.91 LinkedIn

4 3.26 Instagram

5 4.82 Pinterest
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POST MORE 
OFTEN!

Frequency of posting by social media channel

LEARNING OUTCOMEQUESTIONS
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What have you discovered 
about your alumni that you 
didn’t know previously, 
because of social media 
posts?
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TONES AND TOPICS
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TONES
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CELEBRATORY
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FUN

36

INFORMATIVE
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INSPIRATIONAL

38

NOSTALGIC
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PERSUASIVE

40

SOMBER
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DESCRIPTIVE
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BREAKDOWN OF 
POSTS BY TONE
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MOST ENGAGING TONES

Percentage of Facebook Followers Who Have Liked Posts

LEARNING OUTCOMEQUESTIONS
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What topics will most resonate with alumni?
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ALUMNI
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ANNIVERSARY/HOLIDAY

48

ATHLETICS
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CAMPUS
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CELEBRITY
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EVENT

52

FACULTY
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FUNDRAISING
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GENERAL
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GLOBAL

56

LOCAL
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RANKINGS
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STUDENTS
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TRADITIONS
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TRAVEL
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BREAKDOWN OF 
POSTS BY TOPIC
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MOST ENGAGING 
TOPICS
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• Based on your posting frequency, pick a 
time frame to review for your postings 
– Eg. 3 mo., 6 mo., 1 year

• Export post analytics from this time frame 
to Excel

• Categorize each of your posts.
– Start with the tones and topics 

discussed in this webinar, but feel free 
to add additional

• Use Excel charts to review which tones 
and topics receive most likes for your page

INCORPORATING 
INTO YOUR 
WORK
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• Higher ed institutions can, and do, discuss 
fundraising on their alumni and main social 
media pages

• Tone doesn’t always have to be persuasive 
or “asking for a gift”

POSTING 
ABOUT 
FUNDRAISING
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TOPIC: FUNDRAISING
TONE: INFORMATIVE
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TOPIC: FUNDRAISING
TONE: PERSUASIVE



Strategizing for Social Media in 
Advancement

Academic Impressions 34

67

TOPIC: FUNDRAISING
TONE: CELEBRATORY
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TOPIC: FUNDRAISING
TONE: INSPIRATIONAL
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KEY TAKEAWAYS

LEARNING OUTCOMETAKEAWAYS
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• Be comfortable talking about fundraising 
online, but make sure these posts aren’t 
always “asks”

• Create a content plan for your social media 
sites
– When possible plan posts by week/month
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• Come up with an appropriate topic and tone 
“mix” based on the data
– Focus on alumni updates, athletics 

successes and local flavor, or whatever 
happens to be most important to your 
alumni

– Make posts inspirational, fun, nostalgic and 
celebratory

– Perform the analysis just based on your 
page’s posts

LEARNING OUTCOMETAKEAWAYS
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HOW TO IMPART DIFFERENT TONES

• Nostalgic: 
Words like “Remember”, “tradition”, “back in the 
day”, “did you ever…”, “memories”

• Celebratory: 
Words like “Congratulations!”, “Thank you”, 
“proud”, “happy”

• Inspirational: 
Words like “Ambitious”, “bold”. Most of these 
posts include videos

• Fun: 
Words like “Cool”, “excited”, “check this out”, Ex. 
Buzzfeed list-style
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• Utilizing a portion of your annual budget for 
social media advertising could pay dividends

• Have a meeting with your institution’s 
leadership to discuss the benefits of their 
presence on Twitter
– Show examples!

• Start an Instagram page, or encourage the 
appropriate department to start one for your 
institution.

LEARNING OUTCOMETAKEAWAYS
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• Tying gifts to specific social media activities is 
difficult, without adding other tools

• To learn more on key marketing topics in 
alumni relations and annual giving, check out 
Tim’s book, Innovative Strategies for Annual 
Giving and Alumni Relations: Lessons from the 
Corporate World.
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LEARNING OUTCOMEEVALUATION

Please remember to complete the event evaluation.  
Your comments will help us continually improve the 
quality of our programs.

Thank you!
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