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Connected 

   University Communications 

 

 

• Connected 

• Research-based 

• On message 

• Reducing media boundaries – Develop once, publish 

everywhere 

• Targeting messages for different constituencies  

• Learning 
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Schools and Units Adapt Messages and 

Focus on Unique Constituencies 

Arts & 
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http://www.tribeathletics.com/ViewImage.dbml?DB_OEM_ID=25100&PHOTOID=205474213


Staying on Message 

5 5 

• Annual Plan 

• Events 

• Message Map 
 



There is only one W&M – 

a public Ivy with a storied 

past that produces leaders 

who change the world. 

Only one W&M 



Academic Distinction Grounded in the Liberal Arts 

7 

Great students 

Great teachers   

Engaged learning 



+ Opportunities to explore, lead and take risks 

8 



= Students who are ready to change the world 

9 



Getting the message out: 

Leveraging E-Communications 

Connecting web, email, social media and print communications 

 

• What’s on the web?  Using the web as a base. 

• How are we using social media?  Pushing content to target 

groups. 

• How are we integrating digital communications?  Adapting 

core messages and content for target audiences. 

 Alumni Association 

 University Development 

 Undergraduate Admission 



What’s on the Web? 

25 million 
page views 

per year 
 

http://www.wm.edu/


New Media:  Leveraging Content 

27,000 Facebook Fans 

7,400 News Twitter Followers 

6,800 W&M  Followers 

410,000  

You Tube Views in 2011 

660,000 Flickr Views in 2011 

Social Stream media 

at the moment! 

http://www.wm.edu/


A Quick Tour 

Social Stream 

Cypher Easter Egg 

Events 

Footer – Alumni 

Refresh coming 

Let’s take a look 

http://www.wm.edu/
http://www.wm.edu/


Leveraging Content:  Example, Ideation 



Where is Ideation? – Website 

  



Where is Ideation? – Department Pages 
 



Where is Ideation? – Facebook, RSS Feed, Twitter  

  



Where is Ideation? – NSF, Live Science 

  



Where is Ideation? – Even the University of Delaware! 

The College of William & Mary’s new 
issue of Ideation Magazine features an 

article on the collaborative work of 
W&M assistant professor of chemistry 

Kristin Wustholz … 



Where is Ideation? – Alumni Magazine   



Focus 

Alumni 

Association 

University  

Development 

Admission 



Alumni Association 

Alumni Association Website. (1,227,328 hits per year) 

 

eConnection.  Alumni-specific stories in a monthly email to 50,700 alumni. 

University Relations and others provide some stories for these 

communications, but they also feature alumni profiles and more alumni-specific 

news such as Homecoming, Young Guarde weekend, etc. 

 

Social media.  Facebook views (678,614 per year).  Facebook followers 

(1,477).  Twitter followers (2,223).  You Tube videos (90 videos–76,448 views).  

 

Alumni Magazine.  Distributed by mail to all W&M alumni (88,500), four times 

per year (Fall, Winter, Spring and Summer).   

 



W&M Magazine 

Digital Magazine 

Embedded audio, 

photo galleries, 

and videos 

Digital-only 

features 

Optimized for Web 

& iPad 



Making the electronic W&M Magazine run everywhere 

Future Now 

Alumni Association Communications –  
Research based, on message, integrating new technologies 



University Development  

 

William & Mary Today.  Sent electronically each Wednesday to a select 

list of donors, alumni and friends of the college. The stories usually come 

from University Relations and focus on the impact W&M has beyond 

campus. 

 

Momentum.  Sent electronically once a month to 60,000 alumni, faculty, 

staff, students, parents, friends, etc. The stories mostly come from 

University Relations but also feature units that may have a unique video or 

feature. 

 

Ringing Far & Near. Content includes updates about what is happening at 

the College and stories related to the impact of fundraising at William & 

Mary.  Printed and mailed annually (10,000 alumni and friends). 

 



President’s Report 

Converted Foundation annual report to 

President’s Report, posted on the 

website in November.  

 

E-mails go to all alumni, donors, 

leadership board members, parents, 

students, faculty and staff (roughly 

75,000 for whom we have email 

addresses).  

 

Small number (2,200) printed and 

distributed to major donors.  

 

Developed jointly by University 

Development, Strategic Initiatives and 

the Office of the President. 



University Development – Solicitations 

Direct Marketing for Annual Giving 
 

Tailored 
• Who we are soliciting and segmentation schemes 

• What we are asking for  

• Gift amount we are targeting 

 

Timed 

• Coordinate 20+ mailings, 20+ email communications, and year-

round calling for multiple giving priorities 

 

Data Based 

• Giving history (areas supported in the past, date of last gift, 

amount of past giving) 

• Affiliation (e.g. degree area, association with a campus program)  

  



Undergraduate Admission  



Viewbook 

Revision 

  



• Impact 

• Integration 

• Interactivity 

Project Objectives 





No Dead Ends 





 



Bread & Butter 



Pride & Joy 



Naked & Friendly 





ampersandbox.wm.edu 

Let’s Go Play! 

http://ampersandbox.wm.edu/
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Back up 

February 2012 



We know more about our visitors than you want to know! 

During Calendar Year 2011: 

 

• Visits – 6,941,125 

• Unique Visitors – 2,262,781 

• 31% new visitors / 69% returning visitors 

• Number of pages per visit – 3.56 

• Average time on site – 3:08 

• Visits from mobile devices – 322,493 

(up from 127,632 in 2010) 

• 32% used Internet Explorer / 29% Safari 

/ 23% Firefox 

• 32% internal visitors / 68% external 

http://www.wm.edu/


Core Messages 

• Only one W&M –– William & Mary is unique among the nation’s 

institutions of higher education. 

 

• W&M is one of the world’s great liberal arts universities, a public ivy.  

 

• W&M is a lifelong experience – those linked to W&M are stewards of 

a great inheritance.   

 

• W&M is an engaged community making a difference for the better.  

 

• Together  we are building a sustainable financial future.   


