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Keys to Success – Chicago in Action 
Sally Grenville’75 

Alumnae Leadership Council 
October 20, 2012 

 
 
POWERPOINT SLIDES HIGHLIGHTED IN YELLOW 
Introduction:  

Thank you, Susan for inviting me – I love being back on campus!  It’s terrific to see you all here.  
I’d like to introduce the rest of the gang from Chicago: Beth Weiss, our current President, 
Latrice Watkins ‘97, Program VP and Felicia Ojo ‘08, VP Communications.  Our Past President 
Helen Marshall ‘77 is also on campus today for Class meetings as is Pat Mell ‘75, our other 
Program VP, who is here in her capacity as WAAD President. Kaoru Harada’71 is here for Class 
and  Friends of Art meetings. 

ALC is a wonderful opportunity to hear how everyone else does things – in fact, how we do 
things was and is inspired by ideas from here. So, I’m really looking forward to hearing from you 
all after I’ve described what I consider to be Keys to Success – Chicago Style. 

FACEBOOK MASTHEAD 

Our basic recipe is:  

• Know your audience, 
• Promote the value you are providing 
• Give them great Value 
• Remind them often about the value they receive from their Club.   

My goal today is to leave you with some specific ingredients and techniques to accomplish this.  

You will draw people in with a smile and by projecting organized energy and confidence. You 
will keep them engaged by providing value.  

Our motto: Connecting Wellesley Women since 1891 is at the core of our mission and informs 
our approach. Wellesley women in Chicago now get together under the Chicago Wellesley Club 
umbrella on average once every nine days.  

You could say that we have given new meaning to the famous quote by our Club President 
Laura Gates ’72 “Other people go to College for four years. At Wellesley it is for life”. 

We may be high powered, but we are non-threatening, at least when it comes to each other. 
Here in Chicago we have largely left our gangster past behind and find power in sisterhood. 
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SUFFRAGE MARCHERS 

How did our club get to where it is today? How do we structure all of this?  

According to myth, Athena, the goddess of wisdom, sprang fully formed from the forehead of 
Zeus. The Chicago Wellesley Club certainly did not spring fully formed from the forehead of 
Henry Durant. Although the Chicago Club has been active in one form or another since 1891, it 
took its current shape when Susan Lohin rode in to the rescue at the turn of this (current) 
century.   

We have had several high-profile local alums go on to the WCAA Board, but most importantly, 
Chicago leaders, both high and low profile, have worked together since Susan’s visit to build up 
the club little by little, one new initiative at a time.  

To paraphrase another Chicago area alum “It takes a village..” In this case it takes a regional 
metropolitan area and a long tradition of loyal Wellesley women pulling together and 
supporting local Wellesley activities. 

FLOW CHART 

This diagram shows the traditional Board functions of a local Wellesley Club:  

• Programs 
• Admissions 
• Community Service  
• Membership 

Here is the Key:  

These areas all exist to serve the Alumnae, shown at the CENTER of everything.  

The real challenge is to keep all these moving parts in sync.  The arrows represent the 
interaction needed to keep these functions in touch and working together both at the Board 
level, in outreach to the Alums we serve, and to the broader community. I will be describing our 
operation with specific emphasis on how we use communications.  

Communications are important between alumnae and Board members and also amongst Board 
Members. 

Next, a little about who we are: 
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Who are we? Knowing your audience  

You need to know who your alums are and where they live.  

ALUM MAP 

Who are we? We have approximately 800 alums in the greater Chicago area.  

Of these approximately half live in the city of Chicago itself and the rest are spread out over a 
sixty mile radius to the north, west and south of the city.  

We need to keep this in mind and alternate locations for major events. 

CHICAGO MEMBERS BY DECADE 

The challenge is to design activities and access points to appeal to all segments 

Our membership rate was 28% last year. Right we have 198 members, a 25% current 
membership rate, with almost a third of these having also pre-paid through next fiscal year 
2013-14.  

Our “secret” weapons: 

A fabulously detail-oriented senior membership VP, Dianne Goren Radke ’75 keeps amazing 
records and stays right on top of membership queries and renewals. People need to feel 
confident that the check they hand you or mail you won’t disappear into never-never land.  

Make it easy to join – have an online payment capability. 

We publish a printed Club Directory every two years.  It’s a great tool and is given out as a 
benefit of membership.  Although much of the information is online, it is not easily browsable 
online, particularly the listings by zip code and class. 

Dianne’s Co-VP Hilary Branch ‘04 works in non-profit membership for her day job and will be 
experimenting with a personalized direct-mail style print mailing for our upcoming fall dues 
appeal. 
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PATRON & REGULAR MEMBERS 

No, this is not a red state/blue state poll 

We have a two-tiered dues structure Patron - $80, Regular Member - $40 and at the moment, 
we have 52 patron members or 26 % of our membership 

There is a discount for Young Alumnae (‘08-’11) - $20. New Grads are Complimentary 

RECOGNIZE PATRON MEMBERS AT EVERY OPPORTUNITY 

 

NON-MEMBERS 

We need to keep in mind constantly who our target audience is and how best to reach them. 
It’s crucial to know who your members are, but also who they aren’t.   

As you can see we still have plenty of work to do…Consider this an OPPORTUNITY 

How we used this data:  we highlighted the need to engage younger alums in the two most 
recently graduated decades.  This was why we started Wellesley after Work four years ago. We 
credit that program for bringing in much new energy to the Board.  As a barometer of levels of 
participation, my spies tell me that 40 or more alums attended the WAW Holiday get together. I 
believe that WAW has also helped us improve our yield by having young alums talking to 
admitted students.  

Mailing lists are your friend – request your mailing list online and play with it in Excel or get 
your whiz kid young alum to do so. 

Remember- the College maintains the mailing list – this is not something to try at home folks.  
Your job is to encourage people to send in their address changes – make sure to send on info 
from returned mail to the College.   

Good information is POWER. 
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Getting the Word out to Chicago Alumnae: Promoting the Value 

So you’ve identified your target audience, how do you reach them? 

E-Communications : 

Be organized and plan ahead    CALENDAR for emails  

Email frequency is once a week, more including decade-targeted emails 

Percentage of emails opened 30-35% = a powerful tool 

Have a “look” or distinctive style for your email - use your logo  

We’ve found a combination of these to be most successful: 

• MONTHLY EBLAST- x2 regular- 
• SENDOFF EVENT – a bright photo- 
• CHOCOLATE - a good subject line – 
• WAW – address link – smart phone opens 1/3 to 1/2 
• FACEBOOK – connecting with young alums just moved to town here 
• Photo archive on Shutterfly chicagowellesleyclub.shutterfly.com 
• Website - chicagowellesleyclub.org re-directs to chapter pages on Wellesley server 

Getting in touch with us: 

We have found helpful to use forwarding addresses for many Board functions.  Our domain 
ChicagoWellesleyClub.org allows us to have a variety of generic email addresses.  

We have found RSVP@ChicagoWellesleyClub.org handy when promoting an event on Facebook 
or other public forum. This can look a little more professional than someone’s Hotmail account. 

Dues@chicagowellesleyclub.org is great during dues appeal season. 

WellesleyAfterWork@chicagowellesleyclub.org and Hikingclub@chicagowellesleyclub.org are 
other examples 

We use Board@ChicagoWellesleyClub.org to communicate with all Board Members and specific 
key volunteers. 

The other use of generic email addresses is that we don’t have to change information on our 
website or elsewhere every time someone rotates off the board. Remember to use your 
.alum.wellesley.edu email addresses when communicating individually with members so as to 
promote the Wellesley brand. 

https://www.facebook.com/pages/Chicago-Wellesley-Club/136242733109947
mailto:RSVP@ChicagoWellesleyClub.org
mailto:Dues@chicagowellesleyclub.org
mailto:WellesleyAfterWork@chicagowellesleyclub.org
mailto:Hikingclub@chicagowellesleyclub.org
mailto:Board@ChicagoWellesleyClub.org


6 
 

Print Publications:  

Keep in mind that a printed mailing will reach the 22% of our local alums who either do not use 
email, or prefer not to be contacted by email.   

Because we are underwritten by a generous core of Patron Members, we are able to continue 
to send out mailings. We mail invitations to all area alums regardless of membership status.  I 
love having someone come up to me to say that after years of receiving our mailings, she finally 
took the plunge and is now attending her first event.  

As much as many of us rely on email, even the most hard core do on occasion like to have the 
physical invitation as a reminder. It can be great to see the address right there rather than 
having to root through email as we head out the door.  

Our twice-yearly printed newsletter also serves to reinforce the variety of programs we 
provide. The photos show what fun we have. The Newsletter is also available online. 

We design our own mailings and have them printed and mailed by our printer to all area alums 
and student families.  Our printer is accustomed to dealing with non-profits and has been very 
helpful to us in keeping costs down.  We use non-profit bulk mail and have learned to sort our 
mailing lists accordingly. Bulk mail takes two to three weeks, so it does involve planning ahead. 

The annual report can be a very useful tool.  We have always had Board members submit end 
of year reports and compiled them to put at every place at the Annual Meeting brunch. The 
idea is remind members what their dues have produced and to showcase Club success. This 
used to be a ten page document stapled in one corner, not always even in the same font.   

As a program volunteer and later as program VP I noticed that no one ever took them home 
and many even appeared unread. So last spring I gave Latrice Watkins ‘97, then Board 
Secretary, the job of designing something a little more visually appealing. She added photos 
and selected a more professional looking font and layout. Not a single copy was left behind on 
the tables!  

Our promotional MACHINE – another Chicago word there – has brought us to the attention of 
affiliated groups who often invite us to join their activities in order to benefit from the 
promotion we do for them. We command a large audience and many events are suitable for 
cross-promotion between us and other organizations such as Seven Sisters, WAAD, Friends of 
Art and Wellesley MBAs. 
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Getting Alumnae Together: Providing the Value  

Connecting Wellesley Women – everything we do ultimately boils down to this. 

Our Program VPs run eight Club-wide programs each year which are generally very well 
attended by alums from all age groups 

The basics to start with are regular, free or low cost anchor events: 

• PHOTOS X 2 Summer Concerts – BYO picnic and food to share; 
o Millennium Park & Ravinia      

 
• PHOTOS x6  Holiday Tea – 2nd Sunday in Dec      

o - cookies, cookie train, step singing, Mary Lou’s Place 
 

• Annual Meeting –  always second Sat in May,  
o brunch with Wellesley Faculty Speaker 

(Attendance: Holiday Tea -80; Annual Meeting 75 -125; Summer Concerts 25-40) 

Some Tips: 
• Meet and greet and introduce people to each other, especially those new to town 
• Listen for personal news that will free up their time to volunteer 
• Be thinking about ways to involve people – giving tasks at event 
• *** Keep attendance lists – great for nominations *** 
• Take photos 

 

SALON Salons: using your own interesting people – local resources – it will come in over the 
transom 

SEVENTIES Interest groups another access point: Book Club, Hiking, WAW – monthly meetings 

Decade Groups – another access point: 

Decade groups have slowly been coming into their own – last week both the 50s and seventies 
held events. 

Decade Groups have been fairly autonomous and self-supporting in recent years with minimal 
support from the Club, mostly for mailings and e-mailings. 
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The Decade Groups have had a much less even level of participation, but nevertheless 
provide an important way for alums to get together with others at the same age and stage.   

We have found that the most active decade groups also have decade members attending our 
Club-wide events in greater numbers.  I'm not sure which influences the other most, or 
whether the two work hand in hand to promote participation! 

Alumnae outreach to Students and Prospective Students 

SENDOFF Important roles for both older and recent alums 

• College Fairs 
• Interviews 
• Prospective and admitted student events 
• Book Award 

Alumnae outreach to the Community: 

BREAKTHROUGH Wellesley women are geared to community service and love the opportunity 
to work with fellow alums.  Busy alums are pleased to give service time, but often lack the 
ability to commit volunteer hours on a regular basis. 

As add-ons to larger events: Girls in the game, Mary Lou’s Place 

As morning-long volunteer opportunity: 

• Breakthrough Women’s Center – homeless shelter 
• Greater Chicago Food Depository – sorting and packing food donations 

 

Giving Back: 

Enamel Box and Tray  

Fundraising for the Chicago Wellesley Club Scholarship Fund 

Working with a women owned company to produce these items 
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Pulling it all together – a well – oiled MACHINE 

The Board: 

• The board is the key mechanism for making all this happen – it’s one big planning 
machine  

•  keep a calendar 
• always be thinking at least six months to a year ahead  
• seek ideas from all board members, all ages, not just the program folks 

To give you an idea of the framework for all this:  

We have a core 14 member Board with positions for President, Treasurer, Secretary, 
Nominations and two vice-presidents per function for Admissions, Programs, Community 
Service, Membership and Communications.  

We kick off the new Board’s tenure with a turnover meeting in late June where both old 
board and new board members attend.  For the past couple of years we’ve done this as a 
brunch – our annual meeting restaurant was glad to give a discount to the decision makers 
for next year’s event. 

We prepare a packet of materials for the new board members including contact info and by-
laws. Training in new Board members is always a concern and something we have been thinking 
about. 

So once the novelty wears off it’s not always that easy to get to meetings and to get the work 
underway IT’S ALL ABOUT GETTING THERE! 

CAR GRAPHIC 

We meet seven times a year in addition to the formal Annual Meeting. Regular Board Meetings 
are face to face meetings lasting two hours, always held on Saturday mornings. 

We alternate locations for our regular Board Meetings between City and Suburbs since our 
Board is usually pretty evenly divided between the two.  After watching one carpool arrive in 
high spirits, I pressed my aging minivan into service as CWC Bus for the hour-long drive each 
way for our meetings in Wilmette. We even serve coffee onboard these days and sometimes 
even get some business done. 
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The Personal Connection 

In-person meetings rather than teleconference too many people to manage effectively via 
teleconference and still get good participation.   

We are also talking about a group of people who still need to get to know each other. We don’t 
all work for the same company or in the same industry. In our case, the double staffing for each 
position also means there is a new crop of Board Members coming in every year.  

Another key reason to opt for face to face meetings is to be sure that proper communications is 
indeed occurring.  In a workplace you are more likely to have similar expertise, common 
terminology and often a much smaller age range. On a Club Board, you should ideally have 
recruited a much broader range of ages and skills.  

Looking at our Board by class decade, we have four ‘00s, one ‘90s, two ‘80s, and seven 70s. This 
is roughly equivalent to the proportion of Club participation.  

We have all experienced how email can misrepresent nuance.  This can be magnified by 
difference in age.  In fact, the whole question of communications styles is something the CWC 
Board discusses periodically.  Do older alums still appreciate personal phone calls?  Do younger 
alums ever check their mailboxes? This discussion helps the oldsters recalibrate and the 
youngsters better understand expectations. 

How can you maximize the effectiveness of face time?   

• Plan your meetings to focus on forward planning or working on areas of cooperation.   
• Have Board members submit status reports ahead of time so that everyone can be up 

to date on progress before the meeting itself. 

Planning is the key when executing a full calendar of events.  If your events are at the same 
time each year, then you can plan well ahead.  We have the room and speaker booked for May. 
We start looking for a holiday tea hostess in January. 

W TOWER  

Make sure to keep an eye on the broader picture.   

Have your Club be a beacon for area alums 

Conclusion: Our basic recipe is: Know your audience, promote the value you are providing, 
give them great value, and remind them often about the value they receive from their Club.  
Have fun while you are at it – hope you’ll join us next time you come to Chicago!   


