
4/14 Options Analysis 
1. Intern hiring feasibility and cost analysis 
2. Social media engagement system 
3. Monthly newsletter system 

 
 
Hiring Intern at USC 
 
Hiring & Career Platforms at USC 

1. ConnectSC 
the largest career platform at USC. Employers and students use this platform to pursue their 
career needs. 
https://careers.usc.edu/connectsc/ 
 

2. USC Annenberg Career Development Website 
Annenberg School for Communication and Journalism 
http://annenberg.usc.edu/current-students/career-development 
Contact Info Page: 
http://annenberg.usc.edu/current-students/career-development/annenberg-career-development-
staff 
 

3. USC Marshall Undergraduate Career Services 
Marshall School of Business 
http://students.marshall.usc.edu/undergrad/career-services/ 
Employer Sign Up 
https://marshall-usc-
csm.symplicity.com/employers/index.php?signin_tab=0&PHPSESSID=6e8dfa06118a35a0b0cbf
05b636bcc51&signin_tab=0 

 
Deliverable no. 1: detailed procedures on the hiring process at USC 
General Steps: 

1. Sign up for an employer account on https://usc-csm.symplicity.com/employers/ 
a. Information needed: industry, organization name, organization description, website, 

contact info, address. 
2. Complete organization profile 
3. Create job postings** (see deliverable no.2) 
4. Receive application through both connectSC and direct email 
5. Start hiring process 

 
Deliverable no. 2: template on job posting on ConnectSC 
General Guideline: 

● Job Type: part-time internship, paid vs unpaid ⇒ if paid, usually $12-$15/hour. Or unpaid. 
● Job starting date and ending date ⇒ length of internship can be several months, semester, half a 

year, or year long 



● Job location(s) ⇒ BUILD in LA office 
● Application deadline 
● Contact information ⇒ BUILD recruiter’s email and phone number 
● Organization description 
● Job description 
● Job Responsibilities 
● What interns can learn and gain 
● Qualifications and Competencies required 
● Desired Skills ⇒ Mailchimp, Social Media, MS Office, Adobe Creative Suite 
● Desired Majors ⇒ communication, journalism, business, marketing 
● Travel Percentage ⇒ travel needed 

 
Deliverable no. 3: intern survey result & analysis 
We will update when the survey is done.  
 
Newsletter System 
 

1. General idea 
Current email update period is 2 months, which does not create enough exposure to the potential 

donors. We suggest BUILD to hire interns in communication and journalism schools and write bimonthly 
newsletters. The newsletter template is in the appendix. Intern(s) will shadow under a team member of 
BUILD and write newsletter contents. They will be working remotely to interview the student teams, 
donors, or BUILD staffs and design the layout of newsletter. Once they finish, BUILD staff will check the 
newsletter again and send out the newsletter. In this way, BUILD team can control the quality of the 
newsletters and manage the donor database directly. 

 
2. Technology option 

 If BUILD does not have existing email service provider, we suggest BUILD to use Mailchimp. 
Mailchimp is a freemium app that provides paid or free services to regulate email database and send 
newsletters. The layout is very easy to understand, and the free services can already fulfill BUILD’s need 
of sending out bimonthly newsletter. 
 

3. Newsletter components  
 A main component of newsletter is student project spotlights. Given that different team will 
perform in a different pace in different stage of the project, instead of linking the donors and student 
teams on a 1-on-1 basis, recording the activities and achievements of the best performing team is a more 
feasible and sustainable content for the newsletter. Interns can basically focus on interviewing, observing, 
and recording and group activities, like meetings, and product/service development. In this way, donors 
can know about the highlight of the project and better able to identify with the BUILD’s philanthropic 
actions. 
 After operating the program for 1 year, there will be alumni of the student teams. Instead of 
putting efforts into tracking the development of every alumnus, it would be a more feasible solution to 
track the most successful or identifiable ones. Interns can follow up with some successful project or 



individual development, and interview the alumni. By mentioning the alumni development, BUILD can 
better create trust and sustainability reputation among the potential and existing donors. 
 If the program has not started yet, interns can also work on recent news and events or interview of 
BUILD team. For example, the incoming Ping Pong Tournament or an interview of Matt discussing the 
motive to start BUILD LA can be the potential topics. In this way, donors can better identify value and 
feel relatable to the project. 
 If possible, interns can potentially broaden the interview scope to donor interview. Donors can 
talk about their life stories and their ways to contribute back to the community. 
 

4. Feasibility analysis 
In order to better analyze the feasibility of the newsletter system, we identify a benchmark, the 

newsletter of USC’s World Bachelor in Business Program (WBB). A normal bimonthly WBB newsletter 
would be 4 pages, containing information such as editor’s notes, recent WBB news, networking 
opportunities, WBB student spotlight, and interview of WBB student, professor, or parent. The 
contributor, so called “Ambassador,” Eli, said he typically spends 4 hours a week, which means 8 hours 
per issue, working on the contents and designing the layout. The editor, Sue-Mae, a graduate advisor, 
would spend 1.5 hours per issue, which means 3 hours per month, editing and sending the newsletter. 

Given that BUILD newsletter would have better diversity of topics but less volume, my team 
estimate that interns would be working for almost the same amount, 4 hours per week, or 16 hours per 
month. The editor, potentially be a BUILD staff, might need to spend 4 hours per month editing and 
sending the newsletter. 

Considering that a better communication can be created between BUILD and donors, our team 
believe hiring one or two student intern and working on bimonthly newsletter would be a cost effective 
solution for BUILD to engage with donors. 
 
Social Media Marketing 
 
Facebook 
According to our research, 79% of internet users log into Facebook and 84% of 30–49 year olds use 
Facebook (Ref 1). Based on the information that donors are mostly 30-50 years old actively working in 
business and tech industry, we believe Facebook is a viable digital platform for us to engage with existing 
donors and reach potential target donors. BUILD National Facebook account now has around 3000 
followers with each local BUILD office has several hundreds followers. We will conduct analysis on the 
demographic data of these followers and see who are interested in BUILD program and determine how 
our Facebook marketing strategy should be like.  
Some potential Facebook marketing techniques: 

● Send project progress pictures and report then tag donor’s name, so that this post will show on 
donor’s homepage (see appendix 1 for template) 

● Create hashtag (e.g. #BUILDBigger) and let students & donors to share 
● Create a photograph contest for students and collect the photo they took during project. Students 

can send their photos directly to BUILD or share photo on Facebook and tag BUILD. Staff could 
choose best ones to show on the Facebook account, so it reduce the risk of relying on students to 
report.  

● Post bi-weekly newsletter on Facebook 



 
Snapchat 
Although Snapchat is another popular social networking platform with 100 million daily active users, it 
probably will be less effective for BUILD to conduct marketing or connect donors. Data from the 
Statistics Portal shows that Snapchat is dominated by the young people: 60 percent of users are under 25 
(Ref 2). Since these young people without enough disposable income are not target donors, we feel that 
Snapchat will not be a good platform for BUILD to develop marketing and customer engagement system.  
 
Instagram 
Instagram’s user base is made up of older people compare to snapchat(39% of users are over 30), with 
300 million daily active users(Ref 3). 30-49 years-old are the second large Instagram age demographic 
(28% usage) (Ref 4). However, most of users are young people and it’s probably not aligns with 
BUILD’s brand identity very well. BUILD National is now operating an official instagram account, but is 
not updating rapidly and has much less follower(400+) than Facebook and Twitter.  
 
LinkedIn 
LinkedIn is not usually a place people would set social media campaigns. However, when we do, the 
average user is always higher in quality (in means of income). Over 75 percent of LinkedIn users have 
incomes of over $50,000(Ref 5), and over 44% are over $75,000. When using relationship networking to 
share activities, LinkedIn has its own incomparable advantage.  
 
Twitter 
Maybe the best choice for us to focus our social media campaigns on is twitter.  66% of Twitter users 
have discovered a new small or medium-sized business (SMB) through the network, 79% of them have 
retweeted an SMB(Ref 6), and 69% have already purchased from an SMB because of something they saw 
on Twitter. Considering the major component of BUILD’s donors are in financial services, private equity, 
advertising agency or video game industry, we expect their high participation in twitter-based campaigns. 
We could tweet project progress updates and @ the donors whose funds was allocated in this project (see 
appendix 2 for template). Allowing the donors to retweet the update and show their friends their 
contribution to the society. Doing so would increase donor’s satisfaction and also spread the project to 
donor’s friends, enlarging our group of potential donors.  
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Appendix 
 
Appendix 1 - Facebook Donor Homepage Example 

 



 
 
Appendix 2: Twitter Template 

 
 
Appendix 3: Email Newsletter Template 
 
 



 



 



 


