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Follow the Power Up! Conference on Twitter by using  the #CASEVI hashtag when you 

tweet! 



WHY ALUMNI RESEARCH 

IS IMPORTANT 

 

Assessing Attitudes of Alumni – There are specific drivers and motivators that cause alumni to 

become and/or not be engaged. By closely identifying trends and attitudes towards these 

areas, institutions can be more targeted in their outreach and better communicate the value of 

staying engaged and/or giving back to the institution.   

 

Engages Alumni Directly– Using the AAS provides an opportunity for thousands of alumni to 

provide feedback directly to the institution about their student and alumni experience and 

perceptions about the university and the current alumni relations efforts. Having this 

opportunity, you are directly engaging alumni in the life of the university.    

 

Increases campus-wide support for alumni relations – Having data from the institution’s most 

valuable stakeholders (alumni) can and should be important to all departments on campus.  

By using the AAS, alumni professionals have the ability to enhance their relationship with other 

departments across campus and create a more cooperative and unified effort to provide the 

best possible outreach and communications to alumni. 
 

Enhances the Alumni Partnership Model© 
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Show you care – 
use a high-quality 

process 

Let them know 
that you heard 
what was said 

Take action in a 
way that 

demonstrates you 
care about their 

opinion 

Solidify and 
institutionalize by 
checking back to 
see what changed 

Initiate the 

process by 

asking their 

opinion 

Alumni feedback is 

not a one-time event, 

but rather an ongoing 

process of 

measurement, action, 

and re-measurement. 

ALUMNI PARTNERSHIP 

MODEL©  



 Begin with the end in mind 

 Everything needs to be actionable (mostly) 

 Prioritize improvement opportunities 

 Enhance brand/image recognition 

 Increase Alumni partnership 

 

ALUMNI FEEDBACK 

FUNDAMENTALS 
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 Overall current opinion of the institution 

 Remembering their student experience 

 Their current experience as an alumnus/a 

WHAT AN  ALUMNUS/A 

WANT TO TELL US 
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 Drivers for loyalty and giving 

 Most effective communication talking points and 

topics 

 How to best use the different ways we 

communicate 

 Most effective programs 

 How these things vary by different groups 

WHAT WE WANT TO 

KNOW 
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Modify outgoing 

communications for 

branding purposes  

 

Customize instrument to 

fit institution’s needs 

 

Determine parameters 

and select sample of 

alumni recipients  

Approve the questionnaire 

and all other outgoing 

communication to alumni  

 

Distribute survey, 

reminders, and any other 

corresponding 

communication 

 

Gather responses and 

develop database 

Analyze the results and prepare 

initial report of findings  

 

Presentation of initial findings 

including recommendations for 

implementing results and driving 

action on areas of highest 

impact 

 

Collaborate on future effective 

communication and 

programming efforts to increase 

overall engagement  
 

Phase I: 

Design and 

Development 

Phase II: 

Distribution 

Phase III: 

Analysis/ 

Action Planning 

A TYPICAL SURVEY 

PROCESS 
  

AN AVERAGE PROJECT SHOULD TAKE ABOUT 3 MONTHS FROM 

START TO FINISH.  
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 Learn something 

 Help their career 

 Make a difference 

 Gain access 

 See friends 

 

5 REASONS ALUMNI 

PARTICIPATE  
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IMPLICATIONS: HIGHLIGHTED 

ISSUES & AREAS OF FOCUS 

• Equity of Degree matters 

• Career issues percolate to the top 

• Enhanced opportunities to branding association on campus 

• More effective communications 

High value talking points 

High value communication topics 

Segmentation opportunities  

• Underlying issues regarding alumni events 
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ABOUT THE 

ALUMNI ATTITUDE STUDY©  

• Developed in 2001 with core team of 11 
advancement professionals 

• Survey completed by over 500,000 alumni at 200 
universities and colleges over the last 9 years 

• Reviewed with team of users every 2 years (last 
completed in 2012) 

• Instrument is always branded to reflect University 

• Agreement with CASE to share insights and provide 
member discounts 
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ERA OF GRADUATION 
By Graduation Era - Definitions 

Woodstock/ 

Vietnam and Prior 

(graduated 

prior to 1973) 

• Includes pre 1964 graduates 

• Tumultuous  60’s 

• Civil Rights Act 

• Tonkin resolution to Nixon 

resignation 

• Good economy 

• Ages 60–68 and older 

Electronic Revolution/ 

Dot-Com (graduated 

1994–2000) 

• Dot-com IPOs to 9/11 

• Peace and fall of Berlin Wall 

• Big booming economy focused on 

youth 

• Ages 33–39 

Post-Watergate  

(graduated 

1974–1980) 

• Nixon resignation to Reagan 

boom 

• Younger brothers and sisters 

of Woodstock/Vietnam 

• Bad economy and 

pessimistic time 

• Ages  53–59 

Post-9/11  

(graduated 2000 

through 2008) 

• Economic bust after Dot-Com 

followed by real estate driven 

growth  

• Focus away from youth 

• War in our time 

• More competition for every job 

• Age  

• Ages  27 - 32 

Yuppie/End of Cold War 

(graduated 1981–1993) 

• Reagan boom to  

dot-com IPOs 

• Good economy and optimistic 

time 

• Ages  40–52 

Post Great Recession 

(Graduated after 2008) 

• Market crash of 2008 

• Explosive unemployment 

• Significantly increased role of 

government in health care 

• Slowest recovery in history 

• Breakdown of European economy 

• Huge and growing US deficit 

• Ages  26 and younger 
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GENERATION VS. ERA 



NUMBER OR RESPONDENTS 
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Confidence Interval 
 

• Computation based on number of responses and variation of responses 

• Assumes random distribution and ability to respond 

• Response percentage is not part of the consideration for this calculation 
 
Non-Response Bias 
 

• A low survey response rate and corresponding high non-response rate causes concern about 

differences between respondents and non-respondents 

• Exists in both internet and phone surveys as well as mail 

• Consistency of ranking for question groups helps alleviate concern 

• Distribution across membership status, age, and gender also helps reduce concern 
 
Selection Bias 
 

• A survey will be more representative of the entire population if sample selection is truly random 

and each member of the population has an equal opportunity to be selected 

• Possibly more of an internet issue currently for some schools 

• Approximately 82% of college graduates have access to the internet and email* 
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BIAS IS INHERENT IN ALL RESEARCH 

STUDIES. IT MUST BE UNDERSTOOD AND 

MINIMIZED WHERE POSSIBLE.  
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How often do you promote Rockhurst to others? 

Rockhurst 

Survey 

Findings 

831 Responses 
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HOW WOULD YOU RATE 

YOUR DECISION TO ATTEND 

ROCKHURST? 
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HOW OFTEN DO YOU PROMOTE 

ROCKHURST TO OTHERS? 
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WHICH OF THE FOLLOWING BEST 

DESCRIBES YOUR OVERALL CURRENT 

OPINION OF ROCKHURST? 
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WHICH OF THE FOLLOWING BEST 

DESCRIBES YOUR EXPERIENCE AS 

AN ALUMNUS/A OF ROCKHURST? 
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RU prepared me for - Current work status

RU prepared me for - Deepening my understanding and comm to
personal development

RU prepared me for - Responding to new career opportunities

RU prepared me for - Serving to my community

Student experience - Traditions or values learned on campus

Student experience - Relationship with other students

HIGHEST CORRELATION TO 

“LOYALTY” ACROSS ALL 

QUESTIONS 
Rockhurst 

Survey 

Findings 
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0 10 20 30 40 50 60 70 80 90 100

Value and respect for degree

History, tradition

Providing scholarships

Accomplishments of students

Accomplishments of faculty and staff

Accomplishments of alumni

Outreach to community

School rankings (e.g. U.S. News & World Report)

Campus asthetics (eg, buildings, grounds)

Media visibility (eg, newspaper, articles, viral videos)

Success of athletic teams

All School Rockhurst

HOW MUCH EACH OF THE FOLLOWING 

IMPACTS YOUR OVERALL CURRENT 

OPINION OF UNIVERSITY: 
Rockhurst 

Survey 

Findings 



Academics and classes
Relationship with the faculty and staff

Skills and training for career
Lessons about life

Exposure to new things
Relationship with other students

Traditions or values learned on campus
Admissions process

Relationship with administration and staff
Orientation for new students

Student employment opportunities
Nurturing your spiritual life

Service
Student leadership opportunities

Student organization
Multicultural or diversity

Opportunity to interact with alumni
Attending cultural events including films, lectures,…

Attending athletic events
Opportunity to participate in fraternity or sorority

Importance Performance

HOW IMPORTANT WAS EACH OF THE 

FOLLOWING TO YOUR EXPERIENCE AS A 

STUDENT, AND HOW WELL DID 

ROCKHURST DO AT PROVIDING THEM? 

Not 

Important 

Poor 

Somewhat 

Important 

Fair 

Very 

Important 

Good 

Critically 

Important 

Excellent 
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Rockhurst 

Survey 

Findings 



Importance 

exceeds 

Performance 

Performance 

exceeds 

Importance 

HOW IMPORTANT WAS EACH OF THE 

FOLLOWING TO YOUR EXPERIENCE AS A 

STUDENT, AND HOW WELL DID YOUR 

ALMA MATER DO AT PROVIDING THEM? 
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Academics and classes

Skills and training for career

Relationship with faculty

Exposure to new things

Relationship with other students

Lessons about life

Admissions process

Orientation for new students

Student employment opportunities

Relationship with admin and staff

Traditions or values learned on campus

Student leadership opportunities

Attending cultural events like films, lectures, etc.

Opportunity to interact with alumni

Attending athletic events

Opportunity to participate in fraternity or sorority

2001 - 2004 2005 - 2009 2010 - 2012

GAP 

2010 

through 

2012 
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exceeds 

Performance 

Performance 

exceeds 

Importance 

HOW IMPORTANT WAS EACH OF THE 

FOLLOWING TO YOUR EXPERIENCE AS A 

STUDENT, AND HOW WELL DID YOUR 

ROCKHURST DO AT PROVIDING THEM? 
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Academics and classes
Relationship with the faculty and staff

Skills and training for career
Lessons about life

Exposure to new things
Relationship with other students

Traditions or values learned on campus
Admissions process

Relationship with administration and staff
Orientation for new students

Student employment opportunities
Nurturing your spiritual life

Service
Student leadership opportunities

Student organization
Multicultural or diversity

Opportunity to interact with alumni
Attending cultural events including films, lectures, other arts

Attending athletic events
Opportunity to participate in fraternity or sorority

 WWII\Post WWII  Woodstock\Vietnam  Post Watergate

Yuppie\End of Cold War Electronic Revolution\Dot-Com Post 9/11

GAP by Era 

Rockhurst 

Survey 

Findings 
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IN WHICH OF THE FOLLOWING 

ORGANIZATIONS/ACTIVITIES DID YOU 

PARTICIPATE AS A STUDENT? Rockhurst 

Survey 

Findings 



2010 May/June Issue 

Virtually Yours 

Rethinking traditional events and considering 

virtual events  

2008 October Issue  

Know Your Market  

Solid market research can improve alumni  

outreach efforts 

2007 October Issue 

Dues and Don’ts 

To charge dues or not, that is the alumni 

association’s question 

2005 March Issue 

Conversation Piece  

Alumni surveys provide helpful data—and encourage  

communication between alumni and alma mater 

 

 

ALUMNI ATTITUDE STUDY© 

FEATURED ARTICLES:  
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//localhost/Users/rshoss/Dropbox/AAS Research 2013/CASE Analysis for Faculty Question.pptx#16. How important was relationships with faculty to your student experience? Variation by Decade of Graduation




• Branded as Rockhurst 

• 8,500 sent  

• Just under 10% response rate 

• Statistically valid for conclusions 

• Only a few unique Rockhurst questions 

• Objective was to establish a base-line 

SURVEY TAKEN 
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• Degree Equity matters and has no history 

• Alumni love RU & specific faculty that influence them 

• Communications in a good zone 

• Room for more communications 

• 75% of alumni are 53 and younger 

• Non-contributors still are promoters – don’t forget about them 

 

KEY FINDINGS 
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SURVEY RESULTS SHARED 

• Advancement team  

• Campus groups – Cabinet, Faculty, Student Life 

• Alumni groups – RULC & SAA 

• Advancement Committee of Board 

• Magazine 
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SURVEY RESULTS SHARED 

• Asked “top 3 take aways”  

• Asked what surprised you 

• Asked what ideas you had for your area 

• Purpose was to gain buy-in 
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OUTCOMES - GAVE CONFIDENCE 

 TO MAGAZINE RE-DO  

• Focused on alumni primarily 

• Promoting degree equity 

• Mentioned in newly designed magazine 
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Re-Design of RU Magazine 
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Re-Design of RU Magazine 
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Re-Design of RU Magazine 

 Slide 40 
 Slide 40 



OUTCOMES 

• Connect alumni with students 

• Leadership & Ethics Day 

• Faculty’s importance to alumni 

• Concept of you asked and we delivered 

• More student philanthropy 

• Giving Tuesday 

• Beginning in 1st semester 

• Concept of -2 +3 – rebuilding a culture of 

philanthropy 

• Student Alumni Assoc. more inclusive than in the 

past 
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OUTCOMES 

• More events for alumni 

• Don’t necessarily want to come; but want more events 

• Just keep inviting!!! 

• Family & Alumni Weekend – young alumni specific casino & 

dancing night 

• More Reunions planned 

• Altering of email communication 

• Monthly to all alumni – was quarterly 

• Weekly to higher-engaged members 

• More Spirituality 

• Students choose a Jesuit school as this aspect was 

important and carries to alumni 
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OUTCOMES 

• Facebook is now viewed as an alumni chapter 

• Company specific alumni groups 

• Helps place students 

• Affinity based alumni chapters planned 

• 14% more donors YTD this year than last through end of 

December 

• Successful athletics = importance (based on eras) 

• History is important  

• Instituted “throwback Thursday” on Facebook 
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Rob Shoss 

Managing Consultant 

PEG, Ltd. and the Alumni Attitude Study© 

rshoss@pegltd.com 

Tel: (866) 471-8600  

 

Bob Grant 

Vice President of University Advancement 

Rockhurst University 

Bob.Grant@rockhurst.edu 

Tel: (816) 501-4418 

CONTACT INFORMATION 
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Today’s session evaluations  

will be e-mailed to you. 

Session handouts will be available after the conference.  

Conference registrants will receive an email with web link, 

username and password. 


