
Founders’ Day: Feb–May 2014 

The goals of these digital marketing and communications tactics (web, email and social media) were to invite alumni to 

celebrate the founding of the university with their local chapters, as well as educate our audiences about the history of the 

commemorative anniversary, and encourage them to engage with us and with each other. We also used paid Facebook 

advertising, targeted by geography, to boost attendance at select chapter events. 

 

Social Media Posts 

Sample of one of many Facebook and Twitter posts throughout the Founders’ Day season. Messaging varied between 

tradition and celebration, and promoting participation in local chapter events. 

 

 



Paid Facebook Ads 

Targeted to UW-Madison graduates living in Chicago; tested messaging (camaraderie vs. speaker and topic) 

 

 

 



Website – “Share Your Pride” page 

Encouraged alumni to share their personal stories or thoughts, as well as giving them easily-sharable points of pride, or 

“Badger News to Brag About” that were specifically chosen to celebrate academic excellence past (historic milestones), 

present (current research and news from the UW) and future (student achievements), as opposed to more traditional 

spirited or athletic-focused messages. 

 

 



 

 

 

  



Email Campaign – February Badger Voice enews 

February 6, 2014 issue of WAA e-newsletter sent monthly to 188,000 alumni 

 

 

  



Digital Content 

I researched, wrote and posted online two original features about Founders’ Day that we published and shared on our 

website, via email and through social media. 

 

“Founding Fathers”  

(Also the cover story in the Spring 2014 issue of Badger Insider magazine) 

http://www.uwalumni.com/news/founding-fathers-1849/  

“A Century of Celebrating the UW” 

http://www.uwalumni.com/news/century-of-founders-days/  

 

http://www.uwalumni.com/news/founding-fathers-1849/
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