
Welcome Aboard!

Launch Planning



Roll Out Phases
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Pre-Community Planning Readying the Platform Promotion Plan The First 90 Days

• Complete/ Submit 
Onboarding Docs

• Develop Strategic Plan
1. Set goals
2. Determine who should 

be involved

• Build Team

• Draft a roadmap 
1. Include a 

communications plan

• Content
1. Train Team
2. Post
3. Review
4. Test Emails

• Content Calendar
1.  Factor in Dates

• Channels
1. Consistency

• Communication Strategy
1. Approvals & Budgets
2. Timing & Channels
3. Metrics to Monitor

• Launch!

• Critical Actions
1. Monitor Everything
2. Address Bounces 

Quickly
3. Gather Feedback from 

Users
4. Schedule time to meet 

with Stakeholders
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Pre-Community 
Planning



Pre-Community Planning Overview
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When your community is just getting off the ground, questions come up about “content creation”. This 
sounds pretty boring until you think of it in terms of transferring and streamlining existing processes. 

Your organization is filled with community experts. As a Community Manager, your role is to inspire 
them by showing them how your new online community can benefit them and the overall organization. 
Explain that they will be doing what they are already doing today, but with more tools and the 
complete alumni directory. And remember: driving engagement can not be one person’s responsibility.

To encourage new alumni to join, you need to clearly communicate the value proposition. As more 
people join and participate, engagement opportunities grow. This launch doc walks you through all the 
steps to consider.
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Launch Questionnaire

ACH Transfer Authorization Form

Alumni Data
Provide in the format requested
Discuss data management plan
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Pre-Community 
Planning

If you have not already begun creating your strategic plan, now is a great time to get 
started as your platform will be up and ready within 2 weeks of our receiving the materials 
listed below. 360Alumni wants to take an active role in the development of this plan as we 
have developed a deep knowledge of best practices and want to help to get you off to the 
best start possible. But first things first - we need the following info from you:

Startup Materials



Setting the Stage for Success
Effective launches require coordination with a clear understanding of the lead times needed for 
each component of your plan. Draft a ‘roadmap’ with timelines and key milestones, and 
collaborate with your team to align them on a shared vision of what a successful community and 
successful community launch should look like for your organization.

• What are the objectives and goals… account creation, career development, 
fundraising, engagement, data? 

• How good/complete is the data we are starting with?  

• What communication channels are available to promote the new community to 
your alumni?  

• What team members are available to assist with the roll-out?
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Pre-Community 
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1. Community Manager(s)

2. Stakeholder/Community Experts 

3. Functional Area Leads

• Jobs: Career Services

• Donations: Advancement

• Events: Alumni Programming

• Groups: Engagement Specialists

4. Technical Lead: Database Admin, Advancement Services

5. All-Stars: Chapter Leaders, Board Members, Class Agents

6. Executive Support: President, Vice President, etc. Their support is critical!

Build Your Team
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Pre-Community 
Planning



Who will lead this project and ensure successful launch, marketing and 
maintenance of site?  

This is not a “technical” role, that role is separate.  The Community Manager puts the 
team in place to populate the site for launch with relevant content, and to use the 
platform moving forward to support their own efforts and the alumni program in general.

The Community Manager should never feel like the site rests entirely on their 
shoulders. They are a point person who will engage with a team of leaders of diverse 
initiatives and purposes.

8

Pre-Community 
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Pre-Community 
PlanningTechnical Lead

The technical lead will help with your initial setup and data related concerns such as: 

If there is a question about how to use a specific feature of the platform, or if the
platform does not seem to be functioning correctly, someone at 360Alumni will 
always be available to assist you. We are your day-to-day technical contacts. 

• How and when to add new users
• How to manage changes to alumni records in relation to other databases
• Data updates or maintenance 
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Pre-Community 
PlanningCommunity Experts / Stakeholders

Successful communities grow more quickly when content creation is distributed across 
many resources. 

Recruit stakeholders to lead as experts in the community, for example, individuals that 
will post jobs, post events, or establish and moderate groups. 

Make a list of all of the resources and departments inside and outside of your
organization that have a vested interest in helping make your launch successful:
Marketing, Advancement, Enrollment, PR, Web Team, IT, Chairman’s Office, etc.



Leadership
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Pre-Community 
Planning

Get executive buy-in early and secure their support. Actual participation by 
yourleadership in the platform will prove the importance of this initiative and 
encourage all team members to “follow their lead.”

It is also meaningful to alumni to be able to engage with your organization’s 
leadership; this is an additional benefit you are offering alumni by providing 
them direct access to the President, Dean, CEO, etc. 



*Nonprofits would replace with participants specific to their organization. 

Career Services

Jobs

Chapter / Cohort 
Presidents

LeadershipTechnical Lead

Community Manager

Groups Events Alumni Data Fundraising Email Marketing News

Alumni Relations 
Director

Director of 
Advancement

Alumni Relations 
Director

Intrnships/ 
Volunteer Lead

Student Group 
Leaders*

Webmaster

Sports Coaches*

Regional Group 
Leaders

Marketing

Alumni Career 
Services

Communications 
Manager

Database 
Administrator

Mentorship 
Program Lead

Advancement 
Services

Events Manager Community 
Manager

Alumni Relations

Student Services*
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Pre-Community 
PlanningCommunity Development - Tap Into Your Resources



Select Your All-Stars
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Pre-Community 
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In addition to your stakeholder/experts, you should select a team of All-Stars who will 
help you to build your community. They are past student body presidents, popular 
teachers, coaches, team captains, advocates of your organization, anyone that will 
willingly spread the word about your great new community. Who can you reach out to?

Pro Tip: We suggest ‘soft launching’ with these community champions 2-3 weeks 
before launching to the entire alumni population. That way, when the majority of users 
log in, they will see robust content on the site.



All-Star Outreach
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Pre-Community 
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Tailor a customized invite to your All-Stars. Thank them for their dedication and service
and let them know their support of the community is needed. Ask them to create an
account and complete one assigned task within the community, specific to why you
selected them as an All-Star.

For example, ask the student body president to start an alumni group for her class year. Ask 
the current tennis coach to create an event for the next game. Invite local donors to make the 
first donations of your new campaigns.

Pro Tip 1: The more personal and specific your outreach, the more likely you are to see results. 

Pro Tip 2: Create and use shared accounts for departments. All members of that department 
can log in with those credentials and edit necessary groups, events, jobs, and campaigns. 



Business Partner Outreach Pre-Community 
Planning
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Does your institution have any affinity partnerships with local businesses? Post their jobs or 
consider pilot-testing a program where you invite a select few to join the community and post 
them directly.

Don’t be afraid of recruiting activity in your alumni community! A polite invitation to apply for a 
posted job from an employer to a potential candidate is both flattering and a powerful 
reminder of the value of the alumni network. 

Pro Tip 1: If there are alumni working at these partner companies, reach out to them as well.

Pro Tip 2: You can even offer advertising on the alumni offers page for additional revenue.



Now is a good time to draft a roadmap with timelines and key milestones that will
serve as a blueprint for your team members to follow for the launch.

Begin thinking about a communication plan as well as a content calendar. Figure out
who will contribute, and cast as wide a net as possible. Identify needed approvals
and budgets for communication plan. 

Pre-Community 
Planning
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Once Your Team Is Set…



1717

Readying the
Platform



Readying the
Platform
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Plan to have at least two weeks of content present in every area of the community prior
to launching, and a plan for maintaining consistent content going forward.

Pull out an actual calendar and start scheduling content into it. The Community Manager
can begin by noting Alumni Relations related content.

Content Calendar
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The Community Manager should assign specific content volume/timing to functional area
leads for the launch and balance of the year. There should be TONS of content for all of them
that will be easy to post:

• Jobs, internships, career advice
• Events such as homecoming, sports events, lectures, performances, exhibitions
• Fundraising campaigns for diverse student or alumni initiatives

Once all of the features have been tested by the team (by adding content), and there is
plenty for alumni to search through and explore….you are ready for launch!

Content Calendar: Assign Tasks Readying the
Platform
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Content for Launch: Job Boards
Job Boards are one of the top attractions in your alumni community. Aim for at least 5,
preferably 10 or more postings in your community at launch, posted by different people. 

Pro Tip:  Offer a training session for career services to show them how easy it is to post 
jobs, and the potential reach given your entire alumni database is in the platform. 
Secure buy-in, then ask them to post opportunities regularly. We are happy to join you 
on this call.

Readying the
Platform
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Content for Launch: Groups
Ask community leaders to create groups that will keep their people connected. As an
admin, you can pre-populate these groups with members if the group admin transfers
ownership to you temporarily. Ask the group leader to post discussions to encourage
interaction. The more groups the better, but do not allow any groups without activity/ a
mission to sit on the site. 

Create a diverse set of groups that you think may quickly gain momentum.
Examples include:

● Class of 2016
● Alumni admission volunteers
● Chicago Metro Professionals
● Timeshare swaps 

Pro Tip:  Invite members to interest groups after launch as a second touch point

Readying the
Platform



Content for Launch: Posted Events

Having several events occurring within the next 
two months is vital for a successful launch. 

Alumni need a next step after joining the platform, 
and events are a great way to stay connected.
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Readying the
Platform
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Content for Launch: Campaigns
Campaigns involving as many departments as possible will garner the best support for
the platform. Partner with Advancement to define strategy of fundraising in the
community versus existing channels. As alumni see network value beyond graduation,
they’ll be more willing to give back.

Pro Tip:  Targeted campaigns with achievable goals and timeframes do better than generic 
campaigns such as the annual fund. Run campaigns for scholarship funds, campus improvements, 
clubs and organizations. The more specific, the better!

Readying the
Platform
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Content for Launch: Headlines
First decide whether you would like to post headlines individually, and/or 
automate using an RSS feed to pull headlines from your institution’s 
publications or other sources.

If you would like to set up an RSS feed, simply send us the link.

If you prefer to push particular articles individually, create a plan on your 
content calendar.

You may want to invite 1 or more team members to assist with this task, or 
assign ownership to your institution’s Communications team.

Readying the
Platform
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Promoting Your 
Community
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Sample Communication Plan
This broad plan is for illustration purposes. From here, you will want to develop specific 
topics and creative for each piece. “Minimum Frequency” is recommended, but does not 
necessarily mean that fresh creative is required for each.
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Promotional Content
You and your team will want to create content that will generate interest and activity
throughout the year. The number of pieces you create may depend on the size of your
team. Create as much as you can that speaks to each core area of the community.

Many of these content pieces can be sent multiple times with a tweak of a headline (i.e.
if email not opened). For instance, a call to “activate your account” should be re-sent to
those who have not done so to try to get as many active accounts as possible. 

Pro Tip:  Use email marketing analytics. Task someone in your organization with 
following up on bounces to keep your database as fresh as possible. Or engage with 
360Alumni to run an email append data research project.

Promoting Your 
Community
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Promotional 
Content 
Samples

Promoting Your 
Community
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Promotional 
Content 
Samples

Promoting Your 
Community
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Ready for Launch!
Invite Members. After your launch team and “All Stars” have had a chance 
to dive into the community, it’s time to invite all alumni. Remember to 
highlight 2-3 key benefits of joining the platform in every communication.

Pro Tip 1: Find fun and creative ways to reward active members! Offer prizes, special 
gifts or publicly acknowledge early adopters.

Pro Tip 2: Invite non-alumni members such as professors, staff, parents, donors, 
investors & business partners. These “connected” individuals may contribute 
greatly to the community and provide valuable connections alumni seek. 
Administrators can always control access at any time. 

Promoting Your 
Community



Christina, Founder
christina@360alumni.com

(203) 253-5860

Morgan, Client Services
mcole@360alumni.com

(203) 515-0757

Deb Taylor, Client Success
dtaylor@360alumni.com

(914) 656-9653 31

We Are Your Community Partners
Your success is ours at 360Alumni, and we work hard every day to build and keep our 
reputation for the best service in the business. Call us any time to share ideas, discuss 
strategy, or get help with any of your community management needs.



Appendix: Checklists
Please feel free to use the checklists that follow to keep your launch on track! 
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Step 1: Set the stage for success

Step 2: Build your team
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Pre-Community 
Planning

1

2

Pre-Community Planning Checklist

• Develop strategic plan
⁃ Set objectives and goals internally
⁃ Determine who will be involved in 

planning, establishing & cultivating 
community

• Onboarding call to review setup 
questionnaire & discuss strategic plan 
with 360Alumni • Make a list of all the resources and 

departments inside and outside of your 
organization that have a vested interest 
in making your launch successful
⁃ Invite them to join the team

• Secure executive buy-in and recruit 
leadership to participate in community

2
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Pre-Community 
PlanningPre-Community Planning Checklist

3

5

24

26

Step 3: Recruit and engage “All-Stars” who 
can help contribute to site launch

Step 5: Draft a roadmap with timelines and 
key milestones

Step 4: Research and invite “business partners” 
who can contribute to launch and beyond

Step 6: Begin thinking about your 
communications plan and content calendar
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Readying the Platform - Checklist

1

Step 1: Make sure you have at least 2 weeks of 
content to populate the site for launch

• Train team members on how to use the site
• Posting begins

⁃ At least 5 jobs or internships
⁃ At least 3 upcoming events
⁃ At least 4 donation campaigns
⁃ 2-4 diverse groups with real 

leadership
• Administrators review what has been 

posted (and how much); test all features 
Administrators send test emails to launch 
team

Readying the
Platform
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Readying the Platform - Checklist

2

23

Step 2: Check for accuracy of all information, 
SoMe Links, institution name/contact info, etc.

Step 3: Build out your Content Calendar for the 
balance of the year

• Important dates for all groups should be 
included. This may result in creative ideas:  
⁃ I.e. Homecoming, Graduation, 

Holidays, Spring Break, Sports Team 
schedules (home games), Reunion 
weekends, Tax season (donations), 
Annual Fundraisers, Job Fairs

Readying the
Platform
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Promotion Plan - Checklist

1

Promoting Your 
Community

Step 1: Determine what channels are available
for you to promote the Alumni Community

• Set a consistent presence wherever 
possible
⁃ i.e. Own the top right corner ad 

position of the e-newsletter with a 
link to the Alumni Site

⁃ Post a prominent link to the 
community on your website



• Identify needed approvals and budgets
• Set timing of efforts, and channels for 

launch...and beyond
• Develop creative (i.e. copy and art for 

email, newsletters, ads, etc)
• Update LinkedIn, Facebook, Twitter and 

other social platforms where alumni 
participate
⁃ Articulate how the Community supports, 

yet differs from other social channels.
• Select metrics to monitor results versus 

goals; optimize promotion based on results
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Promotion Plan - Checklist Promoting Your 
Community

2

3

Step 2: Formulate a Communication Strategy

Step 3: Invite all Alumni to join!
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Promoting Your New Community Promoting Your 
Community

Pro Tip 1: Ensure there is a link to the community on your main website. 
And don’t forget to update LinkedIn, Facebook, Twitter and all other 
social platforms where alumni engage.

Determine what channels are available to promote your community: newsletters,
newspaper ads, direct mail, social media, email, SMS, organization blogs. Identify which
will be the most effective for your audience.

Communication Plan

Identify needed approvals and budgets required for a 
comprehensive plan. Create promotional material for each channel 
for the launch and beyond.



• Critical Actions 
⁃ Monitor Everything 
⁃ Subscribe to all administrator 

notifications (immediate, daily, weekly)
⁃ Address Bounces Quickly for high 

delivery rate and faster adoption
• Gather Feedback from Users 

⁃ Identify 'power users' within User 
Insight report

⁃ Schedule time to meet with 
Stakeholders

• Refine Promotions 
⁃ Optimize based on messaging
⁃ Capitalize on what is of greatest interest 

• Make any adjustments based on stakeholder 
feedback
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The First 3 Months - Checklist The First 3 
Months


