
Research:  
In 2016, High School District 214 launched its first formal alumni presence: the 
Alumni Advisory Council, a group comprising 32 alumni from the District's eight 
original high schools who create engagement between alumni and the District. 
An all-alumni Facebook page was launched shortly thereafter, based on the 
belief that our primary audience was among Facebook's most prominent users. 
Though the page received about 1,000 likes within the first week, engagement on 
posts subsequently struggled. Alumni told us in a survey they wanted to be 
engaged, but we needed something that would truly build excitement. We knew 
75 percent of our fans were women, primarily in the 45- to 54-year-old range. 
Additionally, a fall 2016 video promoting an alumni event had been shared 
dozens of times and garnered more than 10,000 views -- so video, we knew, 
could work. Our Alumni Council and Community Engagement and Outreach 
(CEO) team launched the "Alumni Sweethearts" campaign in January 2017. 
 
Planning: 
Our goals in developing the campaign were to 1) better engage a broad alumni 
audience; 2) share positive stories of District 214 alumni; and 3) build awareness 
of our alumni Facebook page and alumni presence. Our CEO team worked with 
an Alumni Council volunteer to plan a campaign that included multiple 
components: 1) A Facebook call-out for married couples who had met in D214 
schools; 2) Follow-up videos of some of those couples (at least one per school) 
produced by the CEO team and 3) a separate contest requesting couples to 
share their stories along with a wedding photo in the comments of our Facebook 
contest post, with the one receiving the most "Likes" being named the winner.   
 
Implementation: 
We posted the initial call-out for couples in January, and received dozens of 
responses from couples wanting to be filmed for the project. Our CEO team then 
filmed and edited those stories, with the couples wearing their alma mater's gear 
and bringing in photos to tell their story. The videos were posted to our alumni 
Facebook page beginning on Valentine's Day. Simultaneously, we began work 
on the contest, posting the initial "Calling All Sweethearts" contest post on 
February 1 and asking fans to "like" the sweetheart story they most preferred.  
A winner was named February 28, and received -- through a partnership with a 
bakery owned by an alumnus -- a cake featuring their alma mater's logo.  
 
Evaluation 
The campaign was more successful than even anticipated, drawing more than 
100 new likes to our Facebook page within the initial week. Our "Calling All 
Sweethearts" contest post received 12.3K views and 62 shares, with more than 
50 comments from couples and 320 likes from voters -- miles beyond our usual 
engagement of one or two likes on a post. Our videos, cumulatively, garnered 
more than 20,000 views. Throughout, we received comments from people who 
previously had been unaware of our alumni presence, and saw overall increased 
engagement on the page through February and beyond ... with a $0 budget. 


