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One survey revealed 8 out of 10 alumni refused to donate 
to their alma mater because they felt the college 
hadn’t done enough to connect with them following 
graduation.1 To avoid losing that connection with your 
alumni, create a strategic framework to address this audience 
and develop content that includes—and reminds—them about 
their experience in your community. 
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Tap into 
Nostalgia
Adults enjoy thinking of the good ol’ days, back to the 
times they spent relaxing on the quad without the stress 
of work or bills.3 Use this to your advantage. Embrace 
social media trends like #ThrowbackThursday and post 
old photos of campus life. Alums desire to be back on 
campus and embrace what it means to them. You can 
make them feel included and valued by asking them to 
answer current students’ questions or featuring them 
in a spotlight inside your alumni magazine. You’re not 
only making the alumni community feel valued and 
connected, you’re getting content to bolster the current 
and prospective student experience through graduate 
testimonies and advice. 

74% OF POWER 5 DIVISION 1 (NCAA) 
ALUMNI ORGANIZATIONS SEND A 
DIGITAL OR E-MAGAZINE TO THEIR 
ALUMNI. THIS COMPARES TO 49% OF  
ALL OTHER ALUMNI ORGANIZATIONS.JO
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Segment Your Alumni 
While your alumni audience may have their alma mater in common, they need 
to be spoken to differently. 

Recent grads require a different tone than those 
who have graduated over 15 years ago—they’re both 
experiencing different life events and reacting to 
donation requests accordingly. Millennials are more 
driven by peer impact while Baby Boomers are driven 
by legacy.2 So, recent grads may not understand the 

appeal to purchasing a brick paver to instill their 
legacy while Boomers look forward to donating to that 
cause. You may also want to segment your audience 
based on where they live. Local grads will react 
differently to messaging around giving back to your 
school compared to international alumni. 

http://orange-element.com
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Top Four Most Effective Engagement Channels
DIGITAL COMMUNICATION 

CLUBS, CHAPTERS, REUNIONS 

PUBLICATIONS 

CAREER SERVICES AND NETWORKING 

CASE STUDY 

Johns Hopkins School of Nursing  
The Johns Hopkins Nursing Magazine continues 
to deliver a strong readership base of over 32,000 
people, including School of Nursing alumni, nurses  
at four Hopkins-affiliated hospitals, students, 
donors, and more. Since our collaboration in 2013, 
the magazine has seen 3,000 more subscribers 
in the last six issues. Plus, the School of Nursing 
started buying extra rights to the illustrations and 
photography because they are so effective and 
show-worthy, the admissions and marketing team 
wants to use them as a recruitment tool. See the 
full project here. 

Separate Alumni Relations 
and Fundraising  
Nearly one-third of schools send three or more gift 
solicitations to new graduates during their first year as 
alums, and 22% send four or more solicitations to new 
graduates during their first year.4 Instead of becoming 
a constant request for donations, check in to see how 
they’re doing, ask them about their post-graduate 
experiences, and find out what they need from your 
school. Because 24% of alumni organizations struggle 
to attract and engage younger alumni, involving them 

early and often can help them become brand advocates 
and, later, donors. 

74% OF DONORS AND ALUMNI 
MEMBERS APPRECIATE SOME FORM 
OF PERSONAL “THANK YOU” FOR 
THEIR GIFT OR MEMBERSHIP. 

http://orange-element.com
http://www.orange-element.com/work/johns-hopkins-nursing-magazine-updates/
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509 South Exeter Street 
Suite 300  

Baltimore, MD 21202

410 244 7221 

Orange Element helps companies find new energy, clarity and 
confidence when presenting their brands. We strive to be a valued 
and trusted leader in integrated branding and design thinking.

info@orange-element.com  
orange-element.com

Contact us today.

ENDNOTES
1 http://im.dev.virginia.edu/wp/engagementcommunity/files/2011/11/Mood-of-Alumni-2010.pdf
2 http://www.teamworksmedia.com/blog/alumni-engagement/university-engagement-5-new-ways-to-think-alumni/
3 http://www.evertrue.com/blog/2016/03/15/the-power-of-nostalgia-in-higher-ed-alumni-marketing/
4 VAESE Alumni Relations Survey Report, 2015
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