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CEOCFO: Mr. Zeckets, what is QuadWrangle?
Mr. Zeckets: We are a platform that automatically personalizes 
engagement between institutions, predominantly of higher education, and 
their constituents in order to increase the rate of engagement and support in 
giving. 

CEOCFO: Would you give us an idea of the types of personalization you offer?
Mr. Zeckets: Our algorithms are rooted in expertise on natural language processing. What is remarkable about education 
is the volume of content that is created, whether it be news items at the department level, from teams, central news 
services, centers and institutes on campus or the events that are occurring around and about the school and even the 
constituents themselves. They all have language surrounding them, as do the folks that we are trying to get in touch with. 
We scan the entirety of a school and understand and find every piece of content or reliable information that is there within 
the enterprise. We then pass it through a curation algorithm that looks at every single constituent and says “today, what 
should be shared with each person wherever we might see them?” Therefore, we offer front end solutions like web 
portals, mobile applications and mass email solutions that are fed by this algorithm that ensures that the right things get to 
the right people in the right place at the right time, based upon this deep insight into natural language algorithms and 
semantic matching. 

CEOCFO: How do you decide what might be right for a particular person?
Mr. Zeckets: That is a great question. It is effectively about the density or weight of a connection. There are two ways that 
might happen. It is very rare that a singular topic of interest is enough to cause something to be curated to an individual. 
However, it is possible. If Nick Zeckets, in this case, likes the Chicago Cubs on facebook and he played baseball for his 
alma mater and he has used his alumni app to check in to baseball games at his alma mater and he has checked into 
Fenway Park on facebook; his interest in baseball is abundantly high. Therefore, that is roughly all that we need to know 
in order to make a decision that Nick Zeckets should see a piece of content about baseball from his alma mater. However, 
that is very rarely the side of the weighting algorithm that gets leveraged. It is more likely that because Nick Zeckets is 
interested in big data and data science and machine learning and baseball, that an upcoming sports data analytics 
conference occurring at his alma mater would be very interesting to him. That combination of various, but disparate 
insights that we might have on Nick causes that story to be seen as very relevant to him. That is because it is uniquely 
aligned with several different insights that we have, as opposed to a strong density of weighting on one singular insight, 
which is very rare. 

“Transparency and visibility 
are super powers, especially 
for smaller organizations and 
companies. It is the C suite’s 
job and, in every way, the 
CEO’s job to direct that 
transparency in ways that are 
helpful to the business.”
                     - Nicholas Zeckets
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CEOCFO: How do you know when you are annoying people and not just engaging them? How can you tell where 
the tipping point is before they tell you to stop sending stuff?
Mr. Zeckets: It is an excellent question! Behaviors are a remarkable cursor for that. You will find that everything from 
open and click through and sharing rates on to the degree to which people are connecting additional information, whether 
or not they are optioning access for the platform to see more of their data at places like a Facebook or a LinkedIn or a 
Google that we connect in to; those are really good indicators. What is profound about digital engagement is that at the 
end of the day the end-consumer is completely in control. All we can do is our very, very best to ensure what we are 
sending them is very good. That means the mandate for value at the very beginning of working with one of our partner 
schools is exceedingly high because the moment you do not curate and you are not interesting is the moment that you 
see someone not come back. At that point you are learning very little and not engaging with them at all. Therefore, it is 
incumbent upon QuadWrangle to have a phenomenally good algorithm. As it stands we see engagement rates increase 
every month. In fact, this last month alone we saw an increase in engagement of two thousand percent across all of our 
clients. We are finding that engagement is rising in all the ways that we would want it to, which is proof of the algorithm’s 
performance. It is actually the thing that we probably obsess the most about here at QuadWrangle! 

CEOCFO: Would you tell us about presentation of content? How do you know what is right for a particular 
person or for a particular school if they have a certain image that they are portraying? What goes into putting this 
together?
Mr. Zeckets: Content creation itself is something that QuadWrangle does not really do. We certainly inform our clients 
about the types of content that are doing well. It might be related around topics. It might be related to links, source, author; 
all of those things that we are able to identify for a partner to say, “Hey, Professor Smith, who from time to time publishes 
through her blog out of the department of engineering; when she writes it is rare, but when it happens the readership and 
engagement rate on that content is exceedingly high.” That is one of those scenarios where a central marketing 
communications operation might want to go over to Professor Smith and say, “We would love to have you write more 
often, because it looks like the consumption and interest in what you are writing is very high.” However, our system itself 
does not create that content. The good news is that schools do not have a content production problem. They just simply 
have a content delivery and curation problem. Therefore, it is more incumbent upon QuadWrangle to find, understand and 
guide all that content, as opposed to actually creating it. 

CEOCFO: Are schools typically engaging by email? 
Mr. Zeckets: There is no one answer to that question. There certainly are alumni operations that right now are divesting 
themselves of some of their print engagement budgets. However, more so they are divesting themselves of their phone 
engagement budget, which is really fascinating. QuadWrangle’s position is that print and phone and “old media” are still 
immensely valuable, particularly for certain segments of a school’s population. They just need to perhaps be leveraged in 
a different way. Therefore, the more that a phone call, the more that a piece of mail that I receive actually physically in my 
mailbox can sound like it was written for me, the more likely it is that my engagement is going to go up. So, this idea of 
curation is not a uniquely digital concept. It is just that digital happens to be the place where curation is manifest the most. 
We are finding that some schools have success with those traditional medial formats and we would actually suggest to 
any of our partners in the marketplace or at-large, that before any rash decisions are made, that the baby not get thrown 
out with the bathwater. We do not deliver on snail mail and we do not operationalize phone programs. However, we do 
think that both of those are places where greater insight and personalization on how those two channels are leveraged 
could actually cause them to be significantly more efficacious in terms of fund raising and engagement. 

CEOCFO: Do you find that many of your clients take advantage of your reporting and analysis and make changes 
based on it or is it still not there yet for many organizations?
Mr. Zeckets: Yes. I would say that change is occurring. Higher education is very familiar with itself, in that it knows that 
change is somewhat slow to come. The good news is that the appetite for change and insight is profound. People are 
looking to better understand how it is that they are connecting or not connecting with their constituents. It is their mandate. 
It is an absolute mandate for them to better understand those things and because we are at that front edge in delivering 
our natural language processing insights we are starting to give this marketplace a view into something they have never 
been able to know before. There might have been some gut sensibilities, but they have not ever actually been able to 
quantify it, because language is messy. It is not numerical. However, we are starting to provide insights and seeing clients 
react to those insights; giving them the ability to change behavior. Again, I think it would be very much unrealistic to 
expect an institution made up of thousands of employees with tens of thousands of constituents, if not even hundreds of 
thousands, to suddenly just change the way that they engage. Notwithstanding, I think the really important thing that we 
always back up to is that it might not necessarily be that behavior has to change; only the assets like the content and its 
robust diversity needs to be leveraged in a different way. That is where we really find most of our strength and value for 
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our partners. It is that we are unlocking much of that hidden potential there without asking them to really change their 
behavior. 

CEOCFO: Would you tell us about event management and online giving? What are some of the extra services 
that you provide? Do many schools take advantage? 
Mr. Zeckets: Yes! We have just added a whole host of additional capacity for our partners; namely event management, 
online giving, directory tools and access, career tools for alumni and other constituents. Again, there is varied ability. 
However, for the most part you do find that events are of immense importance to alumni operations and for very clear 
reasons. If an event is attended by an alum during the course of a given year, the likelihood that they are going to write a 
check back to their alma mater as a donor builds up by hundreds of percentage points. In fact, if they show up to reunion 
they are more than one thousand percent more likely to donate than if they did not. So, we know that when that level of 
engagement occurs, especially around events that they are very, very likely to give back. The result is that a lot of our 
partner institutions are investing more and more in events. Yet, they are trying to be smarter about how they leverage 
events and what they do with them and how they get people there and creating more meaningful, tractionable events, as 
opposed to just simply doing lots of them and the same ones that they have always done. That, again, is a place where 
the natural language insights play a really nice role. 

CEOCFO: What is next for QuadWrangle?
Mr. Zeckets: What a wonderful question! We continue to dive into the promise of machine learning and predictability and 
prediction for our marketplace. It is our vision to continue to press at the front edge of technology and apply it to this 
space. That is because we are a mission driven organization that seeks to increase the level of support from alumni and 
other constituents back towards education. Therefore, machine learning has an incredible degree of promise for our 
clients. It is already panning out in the way that we are leveraging natural language processing, but there is so much more 
that could happen where things are automatically being created and done and shown and suggested to cause 
engagement to be more valuable, to cause alumni to give back more often and in more significant ways. It is all about 
finding more of that kind of talent to join our organization; people who are pressing in PhD level work around machine 
learning and artificial intelligence to ensure we give our partners every last opportunity to be successful. 

CEOCFO: What surprised you as QuadWrangle has grown and evolved?
Mr. Zeckets: I would say that one of the things that has been most positively surprising has been how much our partners 
and our market want to roll up their own sleeves on our product pipeline. It was not an expectation that I had. Certainly, 
we would say to people that this is what we are thinking or building. However, when you said to them, “We are going to 
open up our entire product pipeline and tell you everything, would you like to spend time doing that, they light up and they 
continue to light up and they continue to have incredibly valuable input and fundamentally new ideas that had never 
occurred to us. We can only be as smart as the size of our team. We didn’t expect that our partners and marketplace at 
large would be so willing. They are so willing because they want what we want, which is a great sign of product market fit.

CEOCFO: What is the takeaway for our readers?
Mr. Zeckets: Given that this is a CEO and management level publication, I think one of the most profound things for us 
has been that it is, somewhat party to the prior comment; transparency and visibility are super powers, especially for 
smaller organizations and companies. It is the C suite’s job and, in every way, the CEO’s job to direct that transparency in 
ways that are helpful to the business; whether it is towards our partners, our investors or our own employees. We have 
gotten to, I think, a really special place in our ability to shepherd transparency towards our various constituencies and it 
has made us 10X stronger over just the last year alone. That is not about QuadWrangle. That is just about the CEO 
experience that I have gotten the great pleasure to be on. I do not think there is anything that I would want to take on to 
the rest of this endeavor or any other in the rest of my life that I would find to be any more important than that 
transparency insight. 


