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We live in a world that is increasingly fast paced 
with virtually unlimited access to information.  With 
the click of “send”, or by viewing a “tweet”, we can 
communicate in real time. From America to Asia and 
Europe to Australia, communication is the nexus that 
unites us.

However, the ease and accessibility that comes with 
real time communication also presents a challenge. 
How can we engage with each other when we are 
often overwhelmed by information? How do we 
direct our communications and outreach to increase 
readability and deliver impact with our audiences?

The Columbia Alumni Association (CAA) 
acknowledges the need to respond. This 
Communications handbook, written by volunteers 
from the A&C Communications subcommittee, will 
help support you as leaders. Enclosed are the relevant 
tools and insight to find meaningful ways to connect 
and communicate with your Columbia University 
alumni community. Collectively, we can strengthen 
our communication with over 355,000 alumni around 
the world.

Roar, Lion, Roar!

Vice President For 
Alumni Relations 
and President of the 
Columbia Alumni 
Association (CAA)

Donna H. MacPhee
’89CC, P: ’17CC

Vice President for Alumni Relations
President, Columbia Alumni Association

F O R W A R D



“From America to Asia and Europe to 
Australia, communication is the nexus 

that unites us.”
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E X E C U T I V E  S U M M A R Y

This handbook provides advice and recommendations on how best to use 
Email, Social Media, websites hosted on NationBuilder, and video content.

EMAIL is still the most common form of electronic communication. The Data 
& Marketing Association (DMA) reports that, “email has a median ROI of 122% 
– over 4x higher than any other marketing tools including social media, direct 
mail, and paid search.” Below are some key considerations for maximizing 
email ROI:

	• Utilizing email is the most efficient way one can communicate regularly with 
their members. You can improve your database by gathering email addresses 
from registration at events. Be creative with every element of your emails to 
help them stand out. 

	• Members of your mailing list should not receive more than one email per 
week. We recommend two to three emails each month to keep alumni 
engaged, but not inundated with emails. The goal is to avoid unsubscribes or 
‘spam’ reports which damage deliverability with certain email clients.

SOCIAL MEDIA can have a strong impact on event participation and club 
membership. Approximately 30% of all online media time is spent on social 
media activities. It is important to build a consistent social media following, 
which requires a commitment to consistency, branding, posting of quality 
content, and upcoming events. 

	• Post consistently, but keep in mind the adage of “quality over quantity.” 
Content should be relevant to your audience and elicit meaningful interactions 
(comments and shares). Interact with the audience by replying to other people’s 
posts and encouraging them to share.

	• Post images of people, which receive more responses than images of places. Use 
a social media management tool (HootSuite, Sprout Social, Buffer, Tweetdeck, 
etc.) to post across channels.

WEBSITES can be used to help support your club activities and mission. Your 
club website is a tool you should use to promote your events, sell tickets, and 
give credibility to the club. 

	• NationBuilder hosted websites can be utilized to acquire volunteers and drive 
new members to your mailing list. If you have a paid membership option, 
your site should also feature and highlight the benefits of becoming a paid 
member.

VIDEO CONTENT is the most effective way of engaging an audience online. Try 
to find or create engaging video content in order to promote your club.

	• Videos can be used on your website, social media pages, and emails. Facebook 
events has a feature to create a slideshow with music to create a 10-15 second 
video from pictures.
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The following pages have been researched and compiled by the 
Associations & Clubs (A&C) Communications subcommittee to help 
Columbia Alumni Association (CAA) clubs of all sizes, and anywhere on 
the globe, better engage their members. 

This is a working and living document. With technology constantly 
evolving, platforms and networks improving, and people shifting the way 
they engage, we will work to keep this handbook up-to-date. While we’ve 
tried to include a large range of material, this handbook will not answer 
every question or resolve all the challenges you may face, but it should be 
a good foundation on which to begin.

This handbook was made by CAA volunteers in clubs across Asia, 
Europe, and North America. However, we welcome any feedback and 
input from our global CAA community of more than 350,000 alumni.

Best Practices in Communication 

I N T R O D U C T I O N

Sincerely, 
The A&C Communications subcommittee

Alex Szabo ’80BUS

Carla Sapsford Newman ’03SIPA ’03JRN

Esther Pang ’18SPS

Lani Yim ’20SIPA

Mark Clemente ’08CC

Paul Lindberg ’21SIPA

Stephen Elms ’08SOA

Tania Martin-Mercado ’15SPS
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Is email still relevant? 
The answer is Yes. 

G E N E R A L  E M A I L  G U I D E L I N E S

With so many other communication channels at your disposal, it ’s worth asking if email is still 
relevant. The answer is Yes. Despite the first email being sent in 1971, it ’s still the most common form 
of electronic communication.

The Data & Marketing Association (DMA)—a trade organization for marketers—reports that, “email has a 
median ROI of 122% – over 4x higher than other marketing formats, including social media, direct mail, 
and paid search.” While CAA clubs are not advertising or marketing agencies, the purpose of email 
blasts is to market events and updates for your club. 

Email Frequency: It is important to maintain email performance and integrity. Members of your mailing list should 
not receive more than one email per week. We recommend no more than two to three emails per month in order to 
maintain a healthy level of activity. The goal is to minimize unsubscribes and maximize deliverability (the chance 
that your email will land in an inbox and not a spam folder, or be blocked altogether). Try to deliver relevant content 
on a regular basis, but not too often in order to avoid being marked as spam (drastically decreasing your inbox 
delivery open rates). Make sure you are succinct, write in a genuine voice, and include only relevant information.

Email targeting: One way to reduce email volume is to target or segment your mailing list sending it only to 
interested audiences. NationBuilder allows you to segment your email population in order to identify certain interests 
with tags from previous events. For example, if you have 10 available seats left for an upcoming opera event, you can 
go into NationBuilder and find people who attended previous arts-related events by using tags and send the reminder 
email only to that segment of the population.

Subject length and content: Email trends vary. As such, the optimal subject length will increase and decrease over 
time according to changing spam filter algorithms. However, try to keep subjects to 65 characters or less. A mobile 
app may show only 30 characters. Some words are more likely to get caught in spam filters (“special offer,” “limited 
time,” “discount,” “$”). Adding a sense of urgency, scarcity, or ambiguity where possible helps improve open rates and 
boost attendance at events. Be witty, and try to catch their attention. 

‘From’ field: Make sure that you include the title of the club so that it is clear that the email is coming from a 
Columbia Alumni Club (this saves you space in the email subject).

Body content: Be as succinct and concise as possible. If your email is a monthly e-newsletter with a long list of 
events, be sure to use an organizing principle (chronological list, categorized, alphabetical order, etc.). If you 
are including information about an event, make sure to include the purpose, the location, time, date, price, and 
registration link.
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E M A I L  P E R F O R M A N C E  M E T R I C S

E M A I L  T I P S  A N D  T R I C K S

Despite the first email being sent in 1971, it’s still the 
most common form of electronic communication.

E M A I L

Open rates: This metric represents the number of people who opened your email vs. the total number of people it 
was delivered to. For a general monthly newsletter, an open rate of 20% would be considered successful, but it is 
possible that you see open rates as low at 10%. You can expect higher open rates for more targeted, personalized 
emails, such as registration confirmation emails or event reminder emails.

Click-through rates: This metric represents the number of people who opened your email and clicked on a link. 
Click-through rates are generally very low. For a monthly newsletter, expect about a 3-5% click through rate (CTR).

Unsubscribes: You may see an unsubscribe rate of 5% per email. Do not worry, this is normal. If someone does not 
want to be on your list, it is better for them to self-select to remove themselves from your distribution list. Keeping 
these individuals on your list would only lower your emails’ performance metrics. You want to maintain an engaged 
audience to increase your email deliverability.

	• Use short and snappy preheaders and subject lines, use teasers 
where necessary

	• Keep your emails short and to the point – who, what, when, where, 
why, and how?

	• Include one clear call-to-action and one call-to-action button per 
email

	• Buttons will drive more clicks than clickable line items

	• Add links to your images

	• Include social media sharing buttons

	• Make sure your emails are mobile-friendly

	• Preview and test your emails before sending them

	• Use testing tools such as Litmus to preview, test, and monitor emails

	• Personalizing some emails to come from a board member, not the 
club, can increase open rates

	• Don’t use deceptive subject lines or misleading information. The 
subject line must accurately ref lect the content of the message and 
identify who the email is coming from. 

	• Your message must include a clear explanation of how the recipient 
can opt out of emails from you in the future.



E M A I L  E X A M P L E S

 It is a CAA best practice to 
use a consistent  

approved and University-
branded logo and email 

template
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Social media is everywhere these days and is only growing in its influence and 
reach. From platforms like Facebook, Instagram, Twitter, and YouTube, there are 
a lot to choose from. So where do you focus your time? How do you make a post? 
Better yet, how do you make an impactful post?

Following is an outline on social media in general and key differences between 
channels. We’ve also included some examples to help clarify .

S O C I A L  M E D I A

Social Media 
Marketing:

TIPS FOR EVERY 
PLATFORM

https://www.facebook.com/ColumbiaAlumniAssoc/
https://twitter.com/ColumbiaAlumniA
https://www.instagram.com/columbiaalumni/
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1.	 Become familiar with each platform and create a plan 
for each channel

2.	 Post consistently and at regular intervals, but keep in 
mind the adage of “quality over quantity”

a.	 Content should be relevant to your audience, 
entertaining, and helpful

b.	 Aim for content that elicits meaningful interactions 
(comments and shares)

3.	 Use a social media management tool (HootSuite, Sprout 
Social, Buffer, Tweetdeck, etc.) that will help:

a.	 Post across channels

b.	 Schedule posts in advance

c.	 Track and measure results

4.	 Video Content is the most effective way of engaging an 
audience online. Try to find or create engaging video 
content and promote your club with it.

a.	 Videos can be used on your website, social media 
pages, and emails. Facebook events have a feature 
to create a slideshow with music to create a 10-15 
second video from pictures. These are much more 
effective than using individual photos. 

5.	 Post more images (ensure that an image is always 
included in a link preview) and that it is high quality.

6.	 Interact with your audience by replying to posts, liking, 
retweeting, tagging, and mentioning, and promoting 
others to share your content

7.	 Give people a reason to follow you

8.	 Capitalize on hashtags

S O C I A L  M E D I A  T I P S

Social media is just a 
buzzword until you come 
up with a plan.



Facebook Pages (below) are public and visible to everyone on the Internet by default. While the audience can 
comment on posts, the posts of the page are prioritized. Therefore, pages aren’t very effective for those wanting 
to create a close-knit community. Rather, they are more suitable for those looking to promote their organization. 
Most of the advantages of Facebook pages lie in their marketability, centralized control, and extended reach. Other 
advantages include:

	• Analytics tab that tracks follower engagement and post reach

	• Ability to target event advertising toward certain demographics

Facebook Groups (facing page) are a place for people to come together and participate in discussions, post photos 
and share related content. Groups can be made public, require administrative approval to join, or kept private by 
invitation only. This makes them suitable for small or large communities. However, this comes with a trade-off, as 
it limits the group’s reach. Like Pages, new posts by a group are included in the News Feeds of its members. Other 
advantages include:

	• More control over the privacy of members and posts

	• In terms of keeping a group active, the role of the admin isn’t as burdensome as it is for a Facebook Page, due to 
member posts also being prioritized

More Facebook Tips

1.	 Develop a Social Media Calendar

2.	 Use bold imagery and clear language (keep the headline simple and engaging)

3.	 Lean on the “who” to make it personal (use a conversational, open tone)

4.	 Contextualize with emotional language

5.	 Change content types often

a.	 Photo, Video, Gallery, Link, Status, Note, Live Video, Canvas, Album, Check-In, Events
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@twitter #howtouse

1.	 Don’t try too hard to please Twitter 

2.	 Use an image when possible

3.	 Write to be read, not to be re-tweeted

4.	 Embrace hashtag communities, not hashtags

5.	 Don’t peacock your stuff or overstate its importance

6.	 If a tweet works, tweak slightly & schedule it again

7.	 Tweet content other than news - mix it up with Q&As, photos, contests

8.	 Beware of long-term automation, know what you are tweeting and when

9.	 Place hashtags at the end of tweets for clarity’s sake

10.	Follow metrics to see what works and resonates

11.	Post content regularly 

12.	Assign an alum who is savvy on Twitter to manage the club’s page

13.	Make sure you have your own unique #hashtags to see what others are 
posting about and to track the impact of your posts

https://www.niemanlab.org/2015/01/dont-try-too-hard-to-please-twitter-and-other-lessons-from-the-new-york-times-social-media-desk/
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1.	 Instagram (a Facebook product) is a visual medium - photos are prioritized on this 
platform

2.	 Find your audience & create a community with hashtags

3.	 Tap your community for inspiration, call out for content when appropriate

4.	 Create shareable spaces during events

a.	 Invite others to share the moment

5.	 Composition and quality rule. Only post a good photo. 

6.	 Copy and paste text from Notes to avoid typos

7.	 Use captions to tell stories, credit sources and recognize the people in your photos

8.	 Editing a photo for enhanced brightness and color is recommended

9.	 Shoot in the camera app, using HDR, then import to Instagram

10.	Assign a club member to take photos at every event

11.	Hold regular contests where you put a call out for the best CAA-related photos or 
themes (such as ‘ find a local statue or artwork that reminds you of Alma Mater’)

12.	Solicit photos from students or recent alumni about their experience on campus

13.	Post content regularly 

14.	Assign an alum who is savvy on Instagram to manage the club’s page

15.	Make sure you have your own unique hashtags to see what others are posting about and to 
track the impact of your posts
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The Columbia University Club of New Jersey was established in 
1978 by a small group of alumni who wanted to stay connected 
with friends and professors living in Northern New Jersey. Today, 
over 27,000+ alumni of Columbia University live in the State of New 
Jersey. Our Mission is to honor Columbia University for what it 
has given to us. We seek to actively enrich the lives of our alumni 
family living in the state of New Jersey. To accomplish our mission 
we host social, cultural, intellectual, athletic, and other events and 
programs for graduates of all of Columbia University’s schools 
living in New Jersey. In 2018, we were given the Regional Club 
“Award of Excellence” by the Columbia Alumni Association for our 
commitment to New Jersey alumni.

I N T R O D U C T I O N

C A A  N E W  J E R S E Y  |  C O M M U N I C A T I O N S  C A S E  S T U D Y
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M E D I A  &  M A R K E T I N G

Our media, communications and marketing efforts have been led by our Chief Marketing Officer, Jason DeLuca. Due 
to his vision and the team’s hard work, we received the 2017 “Most Engaging Club Communications Award” from the 
Columbia Alumni Association.

Facebook: We went from 300 Facebook Followers in 2016 to 3,200+ Followers and growing in 2019. The two main 
elements that allowed us to grow so fast were a combination of compelling content/events plus paid Sponsored Ads.

When you post a message on Facebook, only 20% - 30% of your Followers will ever see the message. Therefore, in 
order to reach all of your Followers, plus hundreds to thousands more alumni in your city/shared interest, you must 
invest some money in promoting your ads. We spend between $50 - $100 per month boosting events, boosting our 
site Followers and generating Likes. All of this contributes to helping us reach more people. Without this type of 
investment, we would have a very slow growth rate.

Below are our Facebook Sponsored Ad results since January. We have achieved a cost per lead of $1.80 thus far. 
We typically see a cost per lead range between $.50 - $2.00, depending on our creative, time of year and targeting 
parameters. Our conversion rate, Impressions to Followers, typically ranges between .75% - 3%.
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Our most successful social media content post has been utilizing the “Double Magic” video. This video and its 
promotion in Facebook via boosted posts has helped us achieve: 27K Views, 134 Likes. Due to this success, we utilize 
the video to attract new Followers via Sponsored posts.

We don’t use any other Social media channels, as we found that Facebook is the biggest, easiest and the most effective 
platform. It has the best advertising tools, resources and reach compared to other social media platforms.

Email: We rely heavily on our email database and the National Builder platform to effectively communicate with our 
members. We have around 20,000 emails in our database, 15,000 are Prospects and 5,000 are Supporters. We email 
our database on a weekly basis via Nation Builder to remind everyone of upcoming events. Without frequency, we do 
not get the participation needed to run successful events. We can’t just email once a month or once a week when an 
event is happening, we found that it takes at least 2-3 times to get our audience’s attention. The average person gets 
hundreds of emails a day, often several from Columbia asking for support. In order to stand out and get the attention 
of your constituents, you must bring them something that stands out.

Here is an example of an email we sent out for a recent Budweiser Brewery event, which had 125 people register 
to attend. We focus a lot of our emails on using impactful images with a short amount of text with a strong call to 
action. It is important to not overwhelm your members with too much information and long paragraphs of text.

We typically get an open rate of around 20%, that means 4,000 people read each of our email blasts. Over a busy 
week, that could add up to 12K – 15K people who we reach. Marketing effectiveness always comes down to reach and 
frequency. We continue to build our reach while maintaining a strong frequency so that we are top of mind to our 
busy alumni community.
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Website: We recently updated our 
site to include Join Us and Volunteer 
Now sections. We use them to collect 
names to our database and mailing 
list and to find new volunteers to help 
run and promote events. It has been 
effective in bringing in leads each 
month and we are glad we made the 
move to include them. It was easy 
to setup in Nation Builder as there 
are page options already setup for 
gathering new members and getting 
volunteers. Simply search the list 
when creating a new page in Nation 
Builder and you will see it.

The other main area we utilize our 
website for is to promote our events. 
Already this year we have promoted 
12 events.

I N  C O N C L U S I O N

	• Social Media: You can have a lot of impact on event participation and club 
membership recruiting by using Facebook effectively. Approximately 30% of 
all online media time is spent on social media activities, so it’s a major media 
touch point. It is important to build your social media Followers as a way of 
effective communication with club members. This requires a commitment 
to quality content, events and an investment in sponsored posts. 

	• Video Content: Using video is the most effective way of getting people’s 
engagement online. Try to find or create the most engaging video content 
available and promote your club with it. It should be used in emails, on your 
website and social media site. All promoted Facebook events/boosts have 
a feature to create a slideshow with music to create a 10-15 second video 
from pictures. That video is going to be way more effective than using one 
photo alone. Always think about how to find and best utilize video online, 
including having your own YouTube Channel.

	• Email: Utilizing email is the most efficient way one can communicate 
regularly with your members. It is important to build your database and 
tag members who are the most active. Working closely with the CAA to get 
database updates as well as gathering emails at every event will help you 
grow your list. Be creative with every element of your emails to help them 
stand out and don’t be shy about increasing your email frequency.

	• Website: There are many creative ways the website can be used to help 
support your club activities and mission. Your club website is a tool you 
should use to promote your events, sell tickets and give credibility to the 
club. It should also be utilized to get volunteers and drive new members to 
your mailing list. If you have a paid membership option, your site should 
also feature the benefits of becoming a paid member. 
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Columbia University Club of Singapore is the regional club for 
all admitted students, staff, alumni, family, and other affiliates of 
the undergraduate and graduate schools of Columbia University 
in Singapore. We have 1,615 people registered in our database, 
but we believe, based on data given to us by CAA, that we have 
approximately 1000 alumni in the region. Not all 1000 alums are 
registered in our database, and one of the challenges we face is 
reaching to all of our alumni in Singapore. We do have many non-
alums registered on Nationbuilder (“NB”) as over the last few years, 
we have had quite a few non-alums attend our events as well 
(especially the mixers and academic panels).

I N T R O D U C T I O N

C A A  S I N G A P O R E  |  C O M M U N I C A T I O N S  C A S E  S T U D Y



27BEST PRACTICES IN COMMUNICATIONS

Social Media: A major challenge facing CAA Singapore is how to effectively communicate with our diverse 
membership base. Recent graduates are checking their personal email accounts far less frequently, making email 
blasts, which have traditionally our main means of disseminating information to our members, less effective. 
Instagram is very popular with millennials and, for many of them, is the preferred means of communication. 
However, Instagram is not widely used by the whole of our alumni base.

As such Facebook and WhatsApp are the most broadly used by our members, and we have effectively used Facebook 
to communicate with our members about our events and initiatives, thanks to the efforts of our Communications 
Co-Chair and Board Member Mark Clemente. While Whatsapp is the primary means of communication among 
our board and committee members, we could and should use Whatsapp more effectively to communicate with our 
members at large.

Our Columbia Business School representatives use it to market our events to their alumni, and we could brainstorm 
additional groups which would benefit from such targeted outreach. We ran a family event by the pool this past 
weekend, and the parents have formed a WhatsApp chat group which is headed by an alum, Jane Ong, a CBS alum 
with younger children and the head of our family committee. Our SIPA groups also has their own WhatsApp chat 
group and when we need to reach out to SIPA alums, we ask our committee members to help disseminate the info.

We have a WhatsApp chatgroup with over 30 people and includes our active alums who are “leaders” and “perspective 
leaders”. We use this form of communication quite often, probably on a weekly basis, if not more.

We update our social media via our communication committee. Mark Clemente, our board member, is in charge 
of social media. All of the events that are advertised on NB are also advertised on FB. Sometimes, we send out 
reminders on FB as we don’t want to spam people’s mailboxes. Also, when other peer clubs want us to help market an 
event, we will use FB, which is a more casual form of communication for us. We will only help market events which 
we think our members would be interested in, and most of the ones we help market are academic in nature.

Here are some figures for FB and Instagram. A large majority of our alumni are still reached via our newsletter/e-
blast, but I think with that we can still look at increasing more followers on our social channels.

Facebook:

	• 	Followers: 1,054 (as of Nov 2019) 
grown from 684 in Jan 2018

Instagram: handle - @cuinsg

	• 	Followers: 127 (as of Nov 2019)

	• 	Following: 74 (as of Nov 2019)

https://www.instagram.com/cuinsg/
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Nationbuilder Website: Currently we send out at emails at the beginning and middle of each month. We will send 
reminders for large events, such as the AGM, but we do keep it to twice a month emails if possible. We used to use 
the calendar icon for each event, which was a nice touch for marketing purposes. However, we found it too time-
consuming so we have dropped it.

The main issue we foresee in the future is getting a dependable alum to prepare our email blasts. Christian, our 
board member, has been a fabulous volunteer, but he is getting burned out and is looking for a replacement. We are 
in the process of finding someone for him to train to take over his role. This role is very difficult to fill as it is very 
time consuming.

Payment collection: Paypal vs. Peatix/Eventbrite

Currently our payment portal is PayPal for all credit card transactions. It has been highly inefficient to use PayPal, 
and we will consider switching over to Peatix or Eventbrite. The problem with Paypal is that if we run over 20 events 
a year, it is highly tedious to do the accounting and split the revenues out by event. Peatix keeps all the revenues 
together by event basis and deposits the sum into our account per event. For book-keeping purposes, it would be 
much easier for us.

Member Communications: To help keep channels open with our members, we set up two special email addresses 
through G Suite:

	• caasingaporeevents@gmail.com

	• singapore@alumniclubs.columbia.edu

CAAsingaporeevents is the email we use for larger events which require RSVP, such as the AGM. It’s also the email we 
use when we do not wish to share our personal email for event purposed.

The Singapore@alum is the email address on our NB site where people send general inquiries. We do not receive 
email on a frequent basis from this address.

Internal Communication (communicating with your Board Members): While email serves us well to communicate 
with our members, we also use WhatsApp chat as some of our younger board members do not check email that 
frequently.

mailto:caasingaporeevents@gmail.com
mailto:singapore@alumniclubs.columbia.edu
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Columbia University Club of London (CUCL) is the regional club for 
all admitted students, staff, alumni, family, and other affiliates of 
the undergraduate and graduate schools of Columbia University in 
London and the U.K. CUCL is the largest international CAA club with 
over 5,000 members in our database.

From roughly 2014 though the middle of 2016, the leadership of 
CUCL vacated London for a combination or reason. During that time 
there was a void and other than a few minor events, little was done 
and active participation from members fell off sharply.

I N T R O D U C T I O N

C A A  L O N D O N  |  C O M M U N I C A T I O N S  C A S E  S T U D Y
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When the club was resuscitated, one of the primary goals was to 
expand and streamline all communications with its membership 
and leadership.

The following is a framework for how CUCL rebuilt their 
communication channels with its members to increase 
engagement, enrolment, and participation online and off. During 
the restructure of leadership all internal club communications were 
also revised and streamlined.

Currently we send out at least one monthly email newsletter that follows a basic outline including an introductory 
note from the club leadership, a recap of recent events and/or special news, upcoming events (active for RSVP), and 
save the date. 

All our emails are managed through Nationbuilder as is our member list. Currently we have over 5,300 emails 
registered in our system that receive our newsletter. This is split between the designation of Support (2,600+) and 
Prospect (2,700+) with an open rate typically between 30-35%, which has remained within this range for the last two 
years.

Our format has evolved over the last 24 months as we now use more images, include less text (hoping to drive people 
to the website for additional information), and enjoying the new feature of including buttons for links. 

The monthly email blast is by far the most time consuming admin to undertake but is our greatest tool to 
communicate with our members. In a recent annual survey, 96.7% of respondents overwhelmingly said email was 
their preferred way of learning about club news with 53.3% sharing they read the email fully and a further 46.7% 
responding they skim the newsletter. 

One area we have to pay close attention is our unsubscribe list due to the General Data Protection Regulation 
(GDPR)—a regulation on data protection and privacy for all individuals within the European Union and the European 
Economic Area. If someone unsubscribes or asks to be removed from our mailing list, we must comply or can face 
a fine. Fortunately, this is managed well within NationBuilder (and why we’ve not looked at an outside mail service 
such as MailChimp or SendGrid). However, GDPR does have other implications which will be discussed further in the 
following sections.

E M A I L  B L A S T
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S O C I A L  M E D I A

Social Media offered a few unique challenges. With previous leadership no longer involved with the administration of 
the club, we were unable to access some accounts. Still others were inactive or no longer serving the new needs of the 
club. 

To make sure we were easy to find and consistent across all channels, we selected a new handle, @ColumbiaClubLon. 
This is now being used on Facebook, Instagram, and Twitter (listed in order of followers respectively). 

Facebook had been set up originally as a private group. However, there was a limit on the number of members 
allowed to join. The cap had been hit so the decision was made to create an open page and allow anyone to access the 
content. 

We’ve shown steady and consistent growth for all our channels, but Facebook is the most active platform.

Page Likes from January 2017 to January 2019

Currently, the majority of the content posted is related to upcoming events. This is largely due to the audience size, 
type of content we have to share, and resources to manage our accounts. Facebook has the most followers but is only 
an eighth (0.125%) of our mailing list database. More effort and time is focused on the monthly email blast newsletter 
which is discussed below.
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N A T I O N B U I L D E R  W E B S I T E

Technical Setup: A few technical bits regarding the CUCL NationBuilder website. The domain is officially 
https://london.alumni.columbia.edu  (as is the standard convention for all CAA NationBuilder hosted websites), 
however to make it easier to share (especially at events when speaking with new or potential members) we’ve 
purchased a vanity URL— ColumbiaClub.London — that is set as a 301 redirect managed through CloudFlare (to 
help offer speed and security). 

We also worked with CAA in New York to assure our site had an active SSL certificate (Secure Sockets Layer) for data 
transfer security and authorization. This was needed to make sure we were protected and compliant with GDPR 
ensuring any forms completed on our site were secure. To learn more about if a site is secure, you can visit HERE .

Currently our payment portal is PayPal for all credit card transactions. A the time of implementation this was the 
easiest set up, however, we are looking at alternate services in hopes of finding something with smaller fees (which 
we pass back to our members).

Content: Since the club’s restructuring, the website has gone through a major update with content. While still 
working within the confines of the provided template, we’ve worked to make it visually appealing and efficient 
offering a range of information on events, news, leadership, and SIGs (CVC, Tennis, Mentorship Program, etc.).

We rely heavily on the featured content sliders on our homepage to promote upcoming events. We also have a two 
prominent sections below that include news (our most recent newsletter published to the website) and upcoming 
events. 

The most heavily used section of the website is for events—in 2018 we hosted 42 events! We typically try to post 4-6 
weeks in advance of any upcoming program. Each listing has as much detail as possible including pricing, location, 
and any other information that’s relevant. We work hard to make sure the associated marketing image is repeated 
across all platforms (i.e. website, email, social, etc.) so we stay on brand. Each event has a dedicated event email 
address for our members and event organizers which is discussed in more detail below.

https://london.alumni.columbia.edu
http://ColumbiaClub.London
https://support.google.com/chrome/answer/95617?visit_id=636826223227066741-2733470996&p=ui_security_indicator&rd=1
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M E M B E R  C O M M U N I C A T I O N

I N T E R N A L  C O M M U N I C A T I O N  ( C O M M U N I C A T I N G  W /  Y O U R  B O A R D  M E M B E R S )

To help keep channels open with our members, we set up three special email addresses through G Suite:

	• Connect@columbiaclub.london

	• Events@columbiaclub.london

	• Info@columbiaclub.london

Connect@ is our main account used exclusively by the club president and vice president. This address is where all the 
primary outreach and correspondence is conducted. 

The Events@ is made available to any organizer running an event. This keeps communication consistent and 
regulated. Again, with GDPR we are very careful not to conduct club business on person email addresses. All 
members know that can write to events@columbiaclub.london for a quick response and get information on any 
of our programing. Since launching this email address, we’ve seen positive response from our members and event 
leaders. 

Lastly, Info@ was created solely for the purposes of GDPR when we updated our privacy policy for the website in May 
2018. This was so any individual could request a subject access request (SAR) asking for their personal data. CUCL 
would then have approximately one month from the day of the request to report back to the individual what personal 
data is held on them, be told whether their personal data is being processed, be told why it’s being processed, be told 
if that data is being sent anywhere else, and be given a copy the data and details of its sourcing. For these reasons it 
was important to have a dedicated inbox where the Executive Committee of the club monitor for any such requests. 

We also monitor and respond to queries that are made on social media (most often via Facebook messenger) but 
receive very few requests through these channels.

While email serves us well to communicate with our members, our internal communications is not solely dependent 
on email and is spread across a few services.

Slack: Our primary channel for communication is Slack. We have approximately 20 channels that cover a range of 
topics from exec committee to event planning and the monthly newsletter. The channels are a combination of public 
and private (primarily board and finance) which allows us to monitor and regulate access the 25+ team members. 
This also allows us to invite any club member who is working on a particular event or initiative to join Slack and be 
part of the planning process. Slack also has the advantage for these members—who may only be active on occasion or 
seasonally (holiday planning committee) to see the entire exchange on a particular topic without worry they’ve been 
left off an email thread or missed something. Since implementing Slack as our primary tool, the club efficiency has 
increased notably and the ability to react to changes and feedback is streamlined. 

Our onboarding has also been successful through customizations including our own Columbia inspired emojis. 

mailto:Connect%40columbiaclub.london?subject=
mailto:Events%40columbiaclub.london?subject=
mailto:Info%40columbiaclub.london?subject=
mailto:events%40columbiaclub.london?subject=
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Trello and G Suite: For project management, we rely heavily on Trello and G 
Suite (Google Drive, Docs, Sheets, Forms, Slides, etc.). 

Trello works as our digital kanban board to help map out upcoming projects 
and deadlines, As with Slack we’ve set up a series of boards that allow access 
for different members (some secure others more public). This gives everyone 
involved in a project a clear overview of assets and deadlines.  It also gives 
leadership the ability to track the progress of a project to assure everything is 
working smoothly. 

G Suite is our primary toolbox. All files and assets are stored on Drive which 
makes sharing and access easy and secure. Project outlines, newsletter 
drafts, budgets, and member surveys are all easily accessed and shared 
between team members. We have a Slides template for presentations which 
we can share with outside collaborators. As our email addresses are managed 
through G Suite, we keep everything managed from those accounts again 
keeping access and private information secure. This is also an important 
consideration for GDPR, especially if/when we have a survey or registration 
list that has names and email addresses as we have to remain compliant and 
protected.

While London has made great strides in the last two years as the club has 
rebuilt itself, there is still much we are learning and processes we are 
evolving. This is a road-map of how we’re working but is by no means the only 
way to tackle the challenges of running an alumni chapter. For many, this 
would be far more than needed, but for larger clubs with many moving parts 
and people, a process such as this may be incredibly helpful.
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