
Facebook, Blackberries & Email: 
Reconnect & Reengage Lost Alumni & Donors

Devin T. Mathias

October 14, 2009

devin@moredonors.com 



1

outcomes

You will have:

• A better understanding of how to use technology to reconnect & reengage 
lost alumni & donors

• Specific examples of Facebook & Twitter best practice for engaging alumni

• Ideas for using iPhones & Blackberries to engage your mobile alumni & 
donors

• Suggestions for employing email & blogs in your alumni & donor outreach 
efforts
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assumptions

Some assumptions under which we will operate:

• You understand the basics of social-networking*

• You have visited Twitter & Facebook

• You realize that there is much more than Twitter & Facebook out there

• You understand the basics of smart phones & cell phones 

• You have an online presence and online giving options for your constituents 

• You have resources to dedicate to your these efforts

* If not, visit:  http://tinyurl.com/dtm-socialnet
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agenda

• The Current Challenges

• Strategies and Best Practices: Facebook & Twitter

• Alumni & Donor Outreach: iPhones, Blackberries, & Cell Phones 

• Boosting Engagement: Email & Web initiatives, Blogs, & RSS

• Question & Answer session
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challenges

• Lost alumni

• The demise of landlines

• Campus politics and/or “rogue” communications

• The economy and shrinking budgets

• The never-ending need for more gifts and engagement!
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facebook & twitter

• How do you spread the word about your social networking presence?

• Creating personalized online content to reconnect alumni & donors 

• Gathering alumni & donor information from online interaction 

• Best practice examples
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facebook & twitter

• How do you spread the word about your social networking presence?

• First – Why do we care?

– A study released by Wetpaint and the Altimeter Group shows that the 
brands most engaged in social media are also experiencing higher 
financial success rates than those of their non-engaged peers. 

– After examining the companies and their social media activity levels, the 
brands were ranked on an "engagement scale" where scores ranged 
from a high of 127 to a low of 1. Those brands that were the most 
engaged saw their revenue grow over the past year by 18% while 
the least engaged brands saw losses of negative 6%.

– Top Ten:

1. Starbucks (127) 6. Thomson Reuters (101)

2. Dell (123) 7. Nike (100)

3. eBay (115) 8. Amazon (88)

4. Google (105) 9. SAP (86)

5. Microsoft (103) 10. (tie) Yahoo!/Intel (85)

Source: www.engagementdb.com Devin T. Mathias  •  October 14, 2009
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facebook & twitter

• How do you spread the word about your social networking presence?

• Make it useful, help your constituents… 

– …Find jobs

– …Find friends

– …Find events

• Make it easy to share your news / post

– Aim for 120 or fewer characters on Twitter – this makes it easier to re-
tweet (aka “RT”) your message and, thus, spread the word

– Make everything on your website “shareable” w/Facebook and other 
social media.  

– Let people show their support w/ a donor badge
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facebook & twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter

• How do you spread the word about your social networking presence?

• Include your presence in your standard marketing, but don’t treat it like 
standard marketing

• It is a conversation – realize there are people on the other end and illustrate 
to your constituents that people exist at your organization 

• It is not for your same ol’ marketing message

• Include your Twitter and Facebook addresses in all appropriate media 
(magazines, web pages, etc.)

• Be transparent with your actions and updates 

• How often to Tweet?

Source: www.engagementdb.com Devin T. Mathias  •  October 14, 2009

I think part of (Twitter) is being able to show the human-side of the 

organization.  I wouldn't recommend Tweeting out links to dresses that you 

like. But when you show a more personal side, or your personal attachment 

to the mission, it has big wins on Twitter.

- Rachel Weidinger, marketing director and senior consultant, Common Knowledge
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facebook & twitter
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facebook & twitter

• Creating personalized online content to reconnect alumni & donors

• Use hashtags to identify with your various causes and topics 
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facebook & twitter
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facebook & twitter
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facebook & twitter

• Creating personalized online content to reconnect alumni & donors

• Communicate directly – be human! 

• Share content from your followers that applies to you (Example: If a donor 
says something good about you, RT it with a thank you)

• Use Tweetdeck to keep up with everything in real time
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facebook & twitter
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facebook & twitter

• Gathering alumni & donor information from online interaction

• What should you collect and what shouldn’t you?

• To collect / track:

– Interests

– Updates made to all: “Hey my new cell is…”

– Groups / Fan pages

– Twitter addresses

• Not to collect / track:

– Do not harvest phone numbers / email by grabbing them off profiles

• Get creative – how can you have a campaign to request alumni and donor 
information?
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facebook & twitter
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter

• Best practice examples
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facebook & twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter

Devin T. Mathias  •  October 14, 2009



35

facebook & twitter
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facebook & twitter

• Best practice examples: Direct fundraising on Twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter
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facebook & twitter
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Alumni & Donor Outreach: 
iPhones, Blackberries, & Cell Phones 
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iPhones, blackberries, & cells 

• Strategies to reach your lost alumni & donors on their cell phones & 
Acquiring alumni & donor cell phone numbers- do’s & don’ts

• iPhones & Blackberries- cell phone apps that reach alumni & donors   

• Text Message Outreach- Creating & utilizing targeted messages

• Best practice examples

Devin T. Mathias  •  October 14, 2009



45

iPhones, blackberries, & cells 

• Strategies to reach your lost alumni & donors on their cell phones & 
Acquiring alumni & donor cell phone numbers- do’s & don’ts

• From the “It’s basic, but just in case” department:

– Keep track in your database

– Ask if it is a cell on your data collection / update forms, websites, etc.

– Don’t wait for them to become alumni – get the numbers now.  

• Text campaigns

– Have alumni text you their names and grad years for a chance to win a prize

– Capture cell phone for later use

– Good to do at events (sports, reunions, etc.)

• If your population allows, go viral and have alumni find alumni
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iPhones, blackberries, & cells 

• Strategies to reach your lost alumni & donors on their cell phones & 
Acquiring alumni & donor cell phone numbers- do’s & don’ts

• Buying numbers will be difficult – accuracy is questionable

• Don’t assume the area code = location

• Don’t let events, mailings or phone calls go without update collection

• Don’t stop listening – make sure you respect your constituents’ wishes for 
method of contact
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iPhones, blackberries, & cells 

• iPhones & Blackberries- cell phone apps that reach alumni & donors   
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 

• Best practice examples: Blackberries
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 

• Text Message Outreach- Creating & utilizing targeted messages
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iPhones, blackberries, & cells 

Devin T. Mathias  •  October 14, 2009



59

iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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iPhones, blackberries, & cells 
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Boosting Engagement:
Email, Blogs, & RSS
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email, blogs & rss

• Using viral email and web initiatives to increase alumni & donor engagement 
& grow your list

• How to use blogs & RSS feeds to drive alumni & donors to your site   

• Complying with the Can-Spam Act: must knows about opting in & out

• Best practice examples

Devin T. Mathias  •  October 14, 2009

When nonprofit organizations build websites they spend loads of time 

and money on the design, the functionality and bells and whistles that 

are cool and fun to work on. But, in reality, as important as those 

things are, they aren’t what tend to make great nonprofit websites. It’s 

about the content

- Allyson Kapin, care2 blog
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email, blogs & rss

• Using viral email and web initiatives to increase alumni & donor 
engagement & grow your list

• Use campaigns that inspire your constituents

• Goal: That your constituents generate user-created content 

• IAmFresnoState.com

• Examples at Texas, Ohio State & Michigan
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email, blogs & rss
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email, blogs & rss
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email, blogs & rss
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email, blogs & rss
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email, blogs & rss
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email, blogs & rss

• How to use blogs & RSS feeds to drive alumni & donors to your site  

• Many blogs are fading away due to Twitter … which is basically a quicker, 
easier-to-maintain blog.

• If you maintain a blog – focus on two things:

– Your organization’s impact

– Your donors and their impact on you.

• How did they change someone’s life?

• How did giving to you change the donor’s life?

• What motivated the gift(s)?

• Highlighting the non-monetary impact of volunteer efforts and those 
willing to promote your efforts.
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email, blogs & rss
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email, blogs & rss

• How to use blogs & RSS feeds to drive alumni & donors to your site  

• Add RSS to as much as you can… 

• …that is actually worth following!

• News

• Accomplishments

• Donor / Impact stories

• Health updates

• Events

Devin T. Mathias  •  October 14, 2009



73

email, blogs & rss
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email, blogs & rss

• Complying with the Can-Spam Act: must knows about opting in & out

• The 2003 CAN-SPAM Act was instituted to cut down on misleading emails. 

• Most of the rules that apply to commercial emails apply as well to nonprofits, 
but CAN-SPAM rules comprise best practices for email for any organization 
regardless of necessary compliance.

– Use a subject line that is not misleading as to what is contained in the email. 

– Provide a "from" line that accurately and clearly indicates the sender. Doing so provides 
reassurance to supporters and donors that the email is from a trusted organization.

– Provide a clear and conspicuous notice of the opportunity to opt-out in every email message, 
regardless of whether or not the recipient has opted-in to your emails.

– Provide a valid physical postal address of the sender.

– If there is a commercial advertisement in your email, you must be clear that the email is an 
advertisement to individuals who have not opted-in to receive commercial email messages. If 
you have an in-house list, or rent a list of individuals who have opted-in to receive commercial 
email offers, you are exempt from the use of words such as "advertisement" or "solicitation" to 
label the message.

– If there is a commercial advertisement in your email, and if you are sending an offer to 
individuals who have not opted-in to receive commercial email offers, you must make it clear 
that the message is a promotion, advertisement, or offer. Use phrases such as "you might be 
especially interested in this offer" in the body copy of the email.

Source: About.com (partial) Devin T. Mathias  •  October 14, 2009
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useful links

• Nonprofits on Twitter http://twitter.com/nonprofitorgs

• 10 best web content practices http://tiny.cc/dtm10bestweb

• Nonprofits on Facebook http://www.facebook.com/nonprofitorgs

• Care2’s blog http://www.frogloop.com

• 100 online tools for nonprofits http://tiny.cc/dtm100onlinetools

• Twittionary (“Twitter glossary”) http://twittionary.wetpaint.com/

• 20 social web tools http://tiny.cc/dtm20links

• Social media policies http://tiny.cc/dtmpolicies

• bit.ly – track your links http://bit.ly/

• ChipIn – creates a widget http://www.chipin.com

• CAN-SPAM http://tiny.cc/dtmCANSPAM
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