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Brief and objectives: 
Cardiff Connect is a flagship Cardiff University publication, distributed to 140,000+ alumni in 
180 countries. It is a key collateral for building relationships with our global community, and 
supports student recruitment, alumni relations and fundraising activities. 
 
Rebranded in 2015, Cardiff Connect content and design is based on alumni insight and 
industry best practice. It is a visually-driven publication and we commission bespoke 
illustrations and photography. 
 
We strive to create content that is: 
 

 Timely and relevant 

 Reflects on University strategic priorities 

 Deepens the Cardiff identity amongst our alumni community 

 Showcases high profile alumni eg. WRU chairman Gareth Davies, ABC News 
President James Goldston, and Welsh AM Vaughan Gething 

 
The subject of this entry is the Spring 2017 edition of Cardiff Connect. While we formerly 
produced two issues per year, we will produce Cardiff Connect annually in the Autumn going 
forwards. 
 
Objectives: 
 
Building on the successes of Autumn 2016, where we saw high engagement both to our 
calls to action and social media, we aimed to deliver the following within six weeks of 
dispatch (28/04/17). As of June, we have met each objective 
(see measurement and evaluation): 
 
Print: 
 

1. Generate 700 alumni updates (20% increase on Autumn 2016) 
2. Raise £3500 in gifts (raised £3388.75 via Autumn 2016) 
3. Reduce magazine returns received by one third (a rolling objective) 

 
Complementary digital campaign – targets based on Autumn 2016 campaign: 
 

1. Increase social media engagement by 50% 
2. Increase visits to Cardiff Connect online features by 20% 



3. Increase open and clickthrough rates by 2.5% for the Cardiff Connect e-campaign 
delivered to alumni based in China. 

 

Rationale behind publication, including research and planning: 
Internal research: 
 
We took into account feedback from key stakeholders including University Executive Board 
members, alumni who sit on University’s Court and Council, senior academics, and 
outcomes from previous magazines. 
 
External research: 
 
We reviewed other alumni magazines within the UK and abroad, and complemented that 
with recent sentiment analysis of 3,500 Cardiff alumni. We also reviewed all topical news 
from across the University and globally to finalise our content plan. 
 
Planning: 
 
We decided to tackle the concept of ‘fake news’ in the Spring edition of Cardiff Connect 
given the topicality and the journalism expertise available within the alumni community and 
at the University. We also decided to showcase the Champions League final in Cardiff, a 
historic moment for the city. We worked in collaboration with our creative partner CR Design 
to agree an innovative design approach and commissioned bespoke illustrations and 
photography. 
 
Cardiff Connect operational processes include: 
 

 Magazine briefing document 

 Project planning document 

 Individual documents including content plan, flat plan, and commissioning briefs 
 
Cardiff Connect complements the department’s communications strategy by developing and 
promoting a culture whereby alumni, supporters, students, staff, funders and other 
stakeholders value the impact and importance of Cardiff University. 
 
Stakeholder groups (internal): 
 

1. Undergraduate students 
2. Postgraduate students 
3. Finalists 
4. All staff (academic and non-academic) 

 
Stakeholder groups (external): 
 

5. Alumni Group I (0-2 years*) 
6. Alumni Group II (2-10 years*) 
7. Alumni Group III (10-25 years*) 
8. Alumni Group IV (25+ years*) 
9. Alumni donors 
10. Prospects 
11. Community fundraisers 

 
*since year of graduation 



Strategy and tactics, including creativity and innovation: 
Strategy: 
 

 Be topical and of interest to alumni readers whose attention we are competing for 

 Demonstrate the range of available expertise within the Cardiff community by 
creating contributor-driven content 

 Showcase University’s fundraising priorities 

 Highlight current activities in the city to evoke nostalgia and pride amongst alumni 
 
Tactics (see implementation in next section): 
 

 Create content written by experts within the Cardiff community – the cover feature on 
fake news was written by Professor Richard Sambrook (former director of global 
news, BBC) and featured a sidebar from Martin Lewis OBE (founder, 
moneysavingexpert.com) 

 Design the magazine in a visual manner to differentiate it from other corporate 
publications and enhance engagement; we pay special attention to our magazine 
cover, which is always complemented by a personalised carrier sheet 

 Include high-profile alumni interviews – in this issue we featured England cricket 
captain Heather Knight as part of our Examined Life series 

 Include clear calls to action – for the past two issues, we have include a ‘Get 
Involved’ CTA which has resulted in nearly 300 registrations of interest from alumni 
to volunteer with the University's student recruitment, career development, and 
graduate employability opportunities. 

 

Implementation of tactics: 
Tactics - implementation: 
 

 We designed a bold ‘Fake News’ magazine cover and ensured that the visual cue of 
the stamp was carried across the feature inside. This was also complimented in the 
carrier sheet design 

 We include a ‘Big Picture’ feature that is a bold image-led double page spread to stop 
the reader with an astounding Cardiff image 

 We took a light-hearted approach to our Champions League final feature and 
complemented the contributions with Roy Lichtenstein-inspired illustrations 

 Our ongoing Examined Life series portrays some of our most high-profile alumni in 
illustration – a style popular with interviewees (Shell VP Ceri Powell requested a copy 
to place in her office) 

 Attention to the smallest detail is important, such as in this feature where we created 
a double page spread (pgs 20-21) where we aligned the text to mimic a skyline, 
referencing the topic of buildings. 

 

Measurement and evaluation, including engagement of target readers: 
Six weeks into our campaign, we have already met all our targets (and in some cases 
exceeded them by a considerable margin). Increase from previous edition in brackets, 
comparing the same period from the Autumn 2016 campaign: 
 

 Objective 1 met, with 951 updates generated by the magazine (increase of 63%) 

 Objective 2 met, with £4,134.50 in fundraising (increase of 22%) 

 Objective 3 met, with a 50% decrease in returns 
 
The digital campaign received unprecedented engagement: 



 Objective 1 met, with an average of 162 engagements/post (increase of 305%). This 
was driven by 3451 engagements on LinkedIn, a platform-specific increase of 590% 

 Objective 2 met, with 1,591 visits to our websites (increase of 60%) 

 Objective 3 met, with a 3% increase in open and clickthrough rates for our e-mail 
campaign to China 

 

Budget and cost effectiveness: 
140,986 units were printed and distributed at a total cost of £112,000 (of which nearly 
£80,000 was spent on postage). This brings the per unit price to 79p. We have only had 
0.6% of magazines returned while the online version received over 1,500 hits in the first six 
weeks. 
 
We also saved £4000 by not posting to China and instead adopting an e-campaign for this 
audience. 
 


