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INTRODUCTION

@fyncreative

Our founder, Kevin O’Connell, has immersed his life in his passion for digital 

storytelling, specifically in higher education and world-renowned non-profits. With 

more than 12 years experience, Kevin has worked directly on campuses as a staff 

member, faculty, consultant, trainer, and content creator.  

More and more alumni and development offices are creating an advantage 

in their community by consistently telling their digital story. By creating digital 

stories and harnessing an effective social media strategy, these departments 

continue to increase alumni engagement, number of donors, and overall growth of 

their annual gift income. Through this guide, we will help your department discover 

techniques and build a strategy that correlates with your institution's goals - all while

being practical to your budget, time, and personnel.

To start, we suggest you look at digital marketing efforts in these three areas: 

1. The on-going story of your university, alumni, volunteers, and events. 

2. The long-term engagement and awareness of your alumni base. 

3. Opening up of the social media “peephole” of your campus to build trust and 

show transparency. Why is this important? Because 80% of this current generation 

of alumni dislikes the "hard sell". 

This guide also explores three different price points to start your digital storytelling 

strategy and the gear, platforms, and resources you can use based on a range of 

budgets.

Why did we write this guide?
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@fyncreative

Many university alumni and development department staff (small or large), 
think that creating a digital storytelling strategy requires a lot of money and 
time. It doesn't have to. The analogy we often use at FYN Creative is: 

“Organizations think they need the Mercedes Benz of digital 
storytelling and social media tools when in reality, they can get away 
with buying a Kia.” 

To give context, we have worked with and trained several higher education 
divisions who all put budget constraints as one of the core reasons for not 
carrying out a successful and creative digital storytelling strategy. We want 
to debunk the idea that you need a lot of money to start telling your story 
and documenting with quality, on-brand content, consistently. You can get 
started for as little as $100. In addition to the following lists we provide, the 
three things you will need that do not cost a dime include time, effort, and 
enthusiasm to test and repeat. 

The strategy at less than $100 is to get started. At $1,500 the strategy is to 
invest in some entry-level gear to increase quality from a smartphone. At 
$5,000 the strategy and mindset should be that you are able to transition 
out of DIY content creation and can invest in professional gear, services,  
resources, and some personnel to assist in building a content bank. 

What does it take to start a digital storytelling strategy?
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@fyncreative

As it relates to personnel, you want to identify someone in your department who may be 

comfortable being a Facebook Live host or talking into a camera. Perhaps you are the one 

who can utilize Instagram stories or Snapchat, mixing point of view (POV) shots, selfies, 

videos, filters, and boomerang clips. Better yet, there may be someone that has an eye for 

photography or the entry-level skill set for video. 

Remember, it doesn't just have to be "the marketing person." 

If you are a novice or just getting started* with creating a social media content bank, we 

suggest picking one medium (video, audio, photo, or written word), and no more than two 

platforms (i.e. Instagram, Youtube, Twitter, Facebook, etc.) to distribute your content. 

However, if you have the time, money, and resources (and ambition) to invest upwards of 

$5,000, then you should be ready to go "all-in" on creating your brand and distributing 

content on all of the major social media platforms available to you. 

*Getting started means putting a daily, weekly, and monthly strategy into place. You will be 

creating and posting content with some intent, creativity, and thought behind it.  

What does it take to start a digital storytelling strategy? 

1. Companies that use videos in their marketing grow revenue 49% faster every year 
than those that don’t. 
2. Videos of a live event increase brand favorability by 63% and Facebook users 
comment 10x more on live videos than on regular videos. 
3. Video and animated content have a 135% greater organic reach than photos. 

3 Statistics to Consider:

1. http://awesome.vidyard.com/rs/273-EQL-130/images/Vidyard_Aberdeen_Impact_of_Video_Marketing.pdf 
2. http://www.adweek.com/digital/infographic-latest-twitter-study-sheds-light-just-how-well-video-doing-173661 
3. http://newsroom.fb.com/news/2016/04/introducing-new-ways-to-create-share-and-discover-live-video-on-facebook/ 
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TIP 1: Look to Old Content, Then New
Do you have a series of old blog posts, alumni features, or interviews? 
We bet if you look hard enough you have them somewhere, whether it be 
on a hard drive, published magazine, archives office or already uploaded 
to a social media platform. A lot of times this content lies dormant but can 
still be relevant. 

Blogs: 
Go back and re-read old alumni features and highlight quotes, facts, or 
anecdotes from the article and turn them into quote cards in Canva to 
post to Twitter, Instagram (Stories), or Facebook. Pro-tip - If you use 
Google Analytics, sort through the last quarter or year of blog posts/sites 
visited to see which articles performed best. Those posts most likely are 
worth bringing back to life.   

Audio: 
Did you or someone in your department happen to record an interview 
with alumni on your phone? Go back and listen to it and edit out a 30 
second to 5-minute sound bite. You can clean it up in Audacity or 
Garageband, post it to your podcast site, Soundcloud or upload to 
Anchor and then distribute a link to your social media platforms. 

Video: 
Somewhere you have a video - it may be produced
and high-quality or filmed on an iPhone. The point 
is that if the story is any good it creates a greater 
tolerance for the quality level. Watch the video and 
edit out a 15 second to 5-minute clip that is strong, 
drives a point home, is relevant to your university, 
upcoming program, or campaign. 



7
 

@fyncreative

TIP 1: Look to Old Content, Then New
Imagery:
As a photographer, I realized I have thousands of great photos - both personal and client work 
- on my iPhone and backup hard drives that never were used. These photos are high quality 
and 9 out of 10 times I can find a way to repurpose them with a caption on Instagram that will 
resonate with my followers. Other times, these photos may be great to use for a blog post, a 
YouTube thumbnail image, a design in Canva for a social media platform, or for a header for 
one of my social profiles. In addition, for many of you, they could also be used for a website or 
email campaign. 

Pro-tip - Start a shared Google drive folder for your department and have staff upload some 
of their best pictures after an event, alumni gathering, or behind the scenes of campus.   

Bring old content to digital life: In 2016, while I was facilitating a digital storytelling training 
for a career services department at a major university, they mentioned the following pain 
points: limited resources, lack of personnel or time, and limited ideas on how to create content 
to distribute on several platforms on a weekly basis. Does that sound familiar? 

That is when we picked up their 2016 Career Planning Guide that was professionally curated, 
edited, and printed with more than 80 pages of content. This guide had everything from 
planning your enrollment into a graduate program to interview techniques to how to network. 
They also had hundreds of leftover copies outside their office because just like the magazine 
industry, no student was picking them up to read. After thumbing through it with them, within 
minutes, we were able to brainstorm at least five pieces of “micro-content” that could be  
turned into an infographic on Pinterest, a quote card, a series of 5 
images that could be posted on Instagram Stories, or even a topic to 
cover in a 2-minute explainer video - live or produced. Our point is 
that the content was written and curated, now they just needed to 
bring it to “digital life.” When said and done, the 80 pages of 
content could turn into a year worth of topics for their weekly content 
calendar. 

The same goes for your alumni newsletters and magazines - get 
creative to bring those stories to digital life across several social 
media platforms. 
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TIP 2: Create a Habit

Choose one piece of content and schedule a time of day, day of 
the week, or day in the month that you will distribute that content. 

There are different tools and strategies to start forming this schedule that 
will prove beneficial to you and your business. Crafting and scheduling 
your content can be tedious and disorganized. Be sure to check out some 
of the great creative platforms that we have suggested later in the guide! 
Once you get the hang of Tweetdeck or Buffer (for example), it is time to 
set goals for your media distribution. Your goals should always be 
something that you can control. It is unrealistic to set a goal of "gaining 
10 followers" rather than a goal of distributing three pieces of content to 
your network of followers. Finally, remember that growing a presence 
through digital storytelling does not happen overnight. A lot of the early 
progress you make will be through a few highly interested followers per 
week until you start to see some organic advertising. 

Examples: 
- Podcasters will release one new episode 
every Wednesday. 

- Facebook live shows - some businesses, 
organizations, and personal brands will have a 
daily or weekly 15 minute live show. 

- #MondayMotivation - sharing an inspirational 
quote that fits your audience's interest and is 
on brand with your overall mission. 

"Motivation is what gets you started. Habit is what keeps you going." 
        -Jim Ryun
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TIP 3: How to Find New Content
Work with your team to identify individuals, alumni groups, or communities that 
you can create content around. An idea to find new content could be sharing a 
personal or unique story from your alumni president, members of your 
campus, or volunteers that revolve around a greater campaign. If you have 10 
volunteers, that could possibly be 10 short video or audio interviews that 
can then turn into 10 written long-form stories (250-1,000 word blog posts), 
10 images featured on Instagram with a 100-200 word micro-story, and 2-5 
short video or audio clips that can be posted on YouTube, Anchor, or 
Facebook. 

The key takeaway here is to create some type of signature pillar content by 
highlighting and documenting your university members, alumni, and volunteers 
making an impact all around the world.  
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Budget Under $100

Gear:

Creative Platforms:

-iPhone tripod mount ($8) 
-Joby Gorilla tripod with ball 
head mount ($44) 
-Rode VideoMic Me ($60) 
-Smartphone and/or computer 

-Canva - free 
-Buffer - free 
-VidLab 
-Adobe Spark video 
-iMovie 
-Audacity 
-GarageBand 
-Free stock photography 
(thestocks.im)

Joby Gorilla Tripod: You can 
take this anywhere, swivel head, 
hand hold, attach it to any device 
or object to film. One of the most 
versatile pieces of gear in this 
guide.

Rode VideoMic Me: Produces cleaner 
audio over the in camera mic. This will 
help record better audio for a potential 
podcast or video.

Canva: The easiest way to design 
graphics for web or print. This can be 
used to add some spice to your 
thumbnails, presentations, flyers, and 
much more. Even this guide was 
formatted and designed using Canva!

Buffer: This platform allows you to 
seamlessly formulate a functioning 
content calendar. It makes it easy for 
you to schedule various social media 
posts and add them to a queue. It truly 
is the smartest way to share on social 
media to enhance your digital story!
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Budget Under $1,500

Gear:

Consider gear from <$100 
section 

Camera (photo/video): 
-Sony a6300 ($700-$1000) 
-Sony Cybershot RX100 ($450) 
-Canon 70D ($650-$800) 
-Canon G7x Mark II ($600-$900) 

Audio (Podcasting, Live 
Streaming, or Interviews): 
-Excelvan BM-800 Condenser 
Studio Recording Microphone and 
Shock Mount Holder Blue 
($30-$45) 

-Rode VMGO Video Mic GO 
Lightweight On-Camera 
Microphone Super-Cardiod ($99) 

-Rode smartLav+ Lavalier 
Microphone for iPhone and 
Smartphones ($90) 

Sony: These two Sony cameras are 
both great quality. They shoot in 4k 
resolution, allowing for an excellent 
picture.

Canon: These two cameras are very 
user friendly. They have swivel 
screens for solo shooting, touch 
screen auto-focus, and still shoot in 
1080p HD which is also great picture 
quality.

Excelvan Mic: A great all-purpose 
mic for your studio. For just $30, this 
mic produces a high-quality sound 
that allows you to enhance your 
interviews, podcasts, and more. 

Rode Mic for Smartphones: This 
mic is an awesome tool to keep 
handy at all times. It is useful for 
impromptu interviews, Google 
Hangouts, and more. For its size and 
price, it is able to produce amazing 
sound.
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Budget Under $1,500

Gear:

Creative Platforms:

-Canva - free or Canva for 
work ($12.95/month) 
-Buffer - free or Awesome 
plan ($10/month) 
-iMovie 
-Audacity 
-Royalty Free Music for 
videos or podcast - 
SoundCloud, Majestic 
Casual YouTube channel, 
FreePlayMusic.com

Lighting:  
-NEEWER 160 LED CN-160 
Dimmable Ultra High Power 
Panel ($30-$40)

NEEWER 160 Light Panel: This is a 
true lifesaver at any low-lighting 
event. Additionally, it is light, 
adjustable, easy to use, easy to 
move, and can be setup almost 
anywhere!

iMovie: A video editing software 
application that is fairly dummy-proof. 
You can simply import video and drag 
them into a running project. From 
there you can add text, borders, 
filters, and much more while 
navigating the app! Then export the 
finished product to your drive and 
post it to your social media accounts, 
YouTube channel, etc.

Audacity: A free, multi-track audio 
editor and recorder. We mainly use 
this software to mix sounds and 
recordings, record live audio, and 
edit/enhance our audio with the vast 
list of available features.
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Budget Under $5,000

Gear:
Consider gear from <$100 and <$1,500 
sections 

Camera: 
-Sony A6500 4k ($1,300-$1,400) 
-Sony FDR-AX100/B 4K Video Camera 
($1,500-$1,700) 
-Sony Alpha A7S II 4K ($2,500-$3,000) 
-Canon 80D - 1080HD ($1,100-$1,300) 
-Canon EOS 5D Mark IV Full Frame 
Digital SLR - 4K ($3,200-$3,500) 
-MEVO Live Camera ($350)  
-Benro Tripod ($265) 

Audio (DSLR, Interviews, Podcasting): 
-Rode Videomic Pro ($230) 
-Zoom H1 Ultra-Portable Recorder 
(Black) and Rode SmartLav Condenser 
Mic Kit ($100) 
-Audio-Technica ATR2100-USB Cardioid 
Dynamic USB/XLR Microphone ($70) 
-Blue Microphones Yeti USB Multi- 
Pattern Microphone with Full Size Studio 
Headphones and Knox Pop Filter ($160)

Canon EOS 5D Mark IV: Great 
picture in low light, dynamic 
range, touch screen, area focus 
zones, customization of buttons 
and functions, and shoots great 
in both 1080p and 4K! 

MEVO Live Camera: This 
camera is excellent if you plan to 
do lots of live video streaming. It 
has a built-in 4K resolution 
sensor to enhance the look of 
your video. The iOS app for this 
camera is also very user friendly 
and practical for editing.

Zoom/Rode Mic Kit: While working 
on a $5,000 budget, a mere $100 for 
this recorder will go a long way. It 
allows almost no unwanted ambient 
noise and captures a very true vocal 
quality of your desired event.

Yeti USB Multi-Pattern 
Microphone: This mic gives you a 
lot of on-hand control while 
recording. There are 4 recording 
modes that allow you to adjust 
various features at the touch of a 
button. 
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Budget Under $5,000

Gear:

Creative Platforms:

Lighting: 
-Core SWX TorchLED Bolt 250W 
On-Camera Light ($275-$300) 
-Fovitec StudioPRO - 2x 7'6" 
Light Stand VR Compatible Kit w/ 
Ball Head Mount ($40-$50)

-Canva - free or Canva for work 
($12.95/month) 
-Buffer - free, Awesome plan 
($10/month), or Business plan 
($199/month) 
-Final Cut Pro X ($299.99) 
-Adobe Premiere ($19.99/mo) 
-CreativeLive.com, Lynda.com, or 
Skillshare.com for online classes 
-Royalty Free Music - Premium 
Beat, Epidemic Sound, 
Audiojungle, Music Bed

Core SWX TorchLED Light: The 
LED light is powerful and will carry 
at even long distances at a very 
convincing width. This light is very 
easy to set up, is lightweight, and 
can be positioned almost 
anywhere. The various filter 
options are also a great touch!

Final Cut Pro X: A professional
non-linear video editing 
application. Some of the beneficial 
features include: color grading, 
syncing audio, exporting, graphics, 
and resizing the dimensions of 
your video.

Royalty Free Music: Allows you to 
pay for a specific music license 
once and then use the music for as 
long as needed. You can then use 
this music for various videos, a 
website screen, and many more 
projects to help build your digital 
footprint!
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A Few Things to Note

Consider this a jumping off point. There are plenty of other apps and 
tools that you can use to edit audio, video or design a graphic. 
Furthermore, don’t be afraid to search on Google or YouTube how to do 
something if you get stuck. Whether it be recording audio for a podcast 
or how to put a lower third into a video, there is a tutorial out there you 
can watch - and 9 times out of 10 it will be free. 

Should you want to enhance your skills further to go more in-depth or 
curious about other apps and resources, you can email Kevin 
(kevin@kevin-oconnell.com) and he will be more than happy to 
recommend them. 

At the time of writing this, we have no affiliation with the businesses, 
websites, or gear that is recommended above. This comprehensive list 
is gear and platforms we and our fellow creatives have had direct 
experiences using day in and day out. We strongly believe in these tools 
that have helped us and our clients. 
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FYN Creative is a boutique digital storytelling and production agency that has expertise working 

with higher education and non-profit partners. We understand the development and engagement 

space as well as our clients. So on day one, we're all speaking the same language and we focus 

on the story. 

When you think of the real-time, ever-changing digital landscape and how higher education and 

nonprofits should be using these tools to grow their brand, you think of us. 

FYN Creative was started by Kevin O’Connell, after he built his knowledge and hands-on 

experience with digital media after working full-time for eight years in the higher education setting, 

most recently at Rutgers University. In conjunction with a marketing and leadership background, 

Kevin is predominately self-taught and self-made, learning the intricacies of each social media 

platform - from both the marketer and consumer side - to the technical and creative needs of 

photography, videography and organic and paid media. Annually, Kevin speaks to a variety of 

audiences and writes for Socialnomics and Social Media Monthly on digital storytelling best 

practices and social media trends. 

Because FYN Creative has worked with institutions such as Virginia Tech, American University, 

and George Washington University we understand how social media content and campaigns 

behave and how a diverse alumni and student base consume different messages in a variety of 

platforms. Most importantly, we know what behaviors and types of content will resonate with each 

target audience(s) we help define for our clients. Regardless of budget, we understand how to 

maximize ROI.   

We focus on two areas: 
1. Training - like this guide, we teach you how to tell your story with what's available.  

2. Services - we partner to find the stories and communicate them through videos, content 

creation, campaigns, or paid media.  

We're a small and dynamic team of videographers, social media practitioners, and interns that can 

create compelling content while remaining nimble to pivot on institutional changes or department's 

needs. 

           w: fyncreative.com                                                                                            e: kevin@kevinoconnell.com


