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CASE ALUMNI MASTERCLASS

How alumni drive institutional advancement in new, 
comprehensive ways: From recruiting students to 

lobbying to online communities
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THREE QUICK QUESTIONS TO START WITH

What are new, innovative alumni initiatives at your institution?11

33 Where are your alumni heading?

22 What would you like to do?
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Introduction

Alumni: From "external relations" to institutional support pillar 

Case studies

• Integrating the university into society at Bonn University

• Alumni as future talent scouts at the University of Tasmania 

• Alumni lobbying California politicians on behalf of Berkeley 

• Using LinkedIn to network Caltech alumni

• Abusing Harvard’s brand through self-interested hyper-networking

Outlook: The future of alumni relations

AGENDA
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• The presentation’s duration is set at 75 minutes with about 25 minutes 
allocated for questions and discussion

HOUSEKEEPING

• PDF files of this presentation are available on request from the presenter 
and will be posted on www.alumnifutures.com

• Some future alumni-related presentations:
• CASE, Online communities seminar, 12 March, London
• DAAD, International alumni network seminar, 13-14 March, Bonn
• Pacific Conferences, Why alumni matter more than ever, 4 April, Singapore
• NAFSA, Alumni-themed ICG Roundtable, 28 May, Washington DC
• ENZ/MinEdu, International alumni network workshop, June, Wellington
• CASE, The Future of Community and Affinity in an Online World, NYC, 14 July
• CASE, The Online Communities Workshop: Metrics for performance and 

success, NYC, 15 July
• CASE, TBD, Brighton, August
• EAIE, Building an international alumni network: A practical how-to toolkit

Workshop, Antwerp, 10 September
• EAIE, Web 2.0, alumni, and international student recruiting: How it all fits 

together, Antwerp, 11 September

http://www.alumnifutures.com/
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• Alumni relations are being transformed.  Rather than being just 
considered a nice-to-have aspect of external relations management, new 
best practice alumni relations are transitioning into a comprehensive 
support mechanism for the entire institution

• This session lays out the underlying logic of this transformation and 
discusses five case studies: 

• Integrating the university into society at Bonn University
• Alumni as future talent scouts at the University of Tasmania 
• Alumni lobbying California politicians on behalf of Berkeley 
• Using LinkedIn to network Caltech alumni
• Abusing Harvard’s brand through self-interested hyper-networking

• The session closes with an outlook on the future of alumni relations

PRESENTATION OUTLINE
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Professional
• Founder and Managing Director of ICG
• Director of Business Development with SAP in Silicon Valley
• Consultant with the Boston Consulting Group in Munich and San Francisco

Education
• D.Phil. and M.Sc. from the University of Oxford, M.A. from Brandeis University
• Studies at Bonn and Harvard Universities
• Research at UC Berkeley and the Max-Planck-Institute for Human Studies

Publications
• More than twenty-five research papers, studies, and reports
• Dissertation on Access to Higher Education in Germany and California published 

in Studies in Comparative Education Series (Peter Lang, 2002)

Service
• Board member, UC Santa Cruz College Eight since 2007
• Board member, Bonn University’s Universitätsgesellschaft since 2006
• President, Oxford University Society San Diego branch from 2003 to 2006

PRESENTER BIOGRAPHY DR. DANIEL J. GUHR
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Alumni have been discovered as an institutional development issue in 
Europe and Asia…

…yet few institutions seem to put sustained strategic emphasis on 
building alumni networks…

…while alumni giving and participation rates in many US programs and 
clubs have been weakening for some time.

The thrust for change is coming from alumni themselves…

…as well as other campus units (e.g.; international recruiting, career 
services, marketing)…

…resulting in fundamental challenges to traditional alumni relations 
models and programming.

SOME CONTRADICTORY OBSERVATIONS

We are experiencing a strategic broadening of alumni relationsWe are experiencing a strategic broadening of alumni relations
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• Technology developments and societal changes have induced a
fundamental shift in the way alumni relate, communicate, and advocate 
on behalf of their alma mater

• Alumni have adopted distinct communication and interaction habits from 
simple communication platforms such as Yahoo Groups to social 
communities such as Facebook and MySpace to professional networking 
platforms such as LinkedIn to virtual worlds such as Second Life

• Many of these global communities were built on belonging and 
communication paradigms.  However, increasingly, they focus on 
enabling interactions from issue campaigns to career development 
to financial transactions

A FUNDAMENTAL SHIFT IS UNDERWAY…

Alumni can become an institutional support pillarAlumni can become an institutional support pillar
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• As a result, smart alumni networks are being transformed into all-
purpose, active advancement tools for their alma maters 

• But institutions need to strategically embrace this change in order to be 
able to exploit it

• Organizational design, job definitions, and programming needs to adjust 
across the organization

• This change dynamic poses dangers to classic alumni relations 
programs – it is easy to become obsolete in the eyes of alumni

…AND INSTITUTIONAL ADVANCEMENT NEEDS TO REACT

Who will lead? Who will lead? 
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• Founded in 1818

• Budget of around Euro 309 million (USD 467 million)

• Home to two Nobel Prize winners

• Considered Top 10 research university in Germany

• Ranked 99th in the 2007 Shanghai Jia Tong ranking

• Around 27,500 students (about 4,100 international); 513 full professors; 
6,139 employees

• An estimated 250,000 - 350,000 alumni; about 3,750 named alumni; 2,632 
registered in online portal; two full-time alumni relations staff

ABOUT BONN UNIVERSITY

A research strong university in Germany’s former capitalA research strong university in Germany’s former capital
Sources: Bonn University, Nobel Committee, Shanghai Jiao Tong University.
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• Student enrollment peaked at around 42,000 in the 1980s.  Admittance 
was largely non-selective, no tuition was charged until the fall of 2007, 
and enrollment offered valuable benefits (health care, transportation)

• As with other German universities, Bonn abandoned any vestige of
tradition, relationship-building, or networking.  As a result, the University 
has lost touch with around 99% of its alumni

• First efforts to build institutional alumni relations were started in 2001 
(Alumni Club).  Resource and staffing allocation has been bare bones

• In 2005, the first Universitätsfest was held.  It turned out to be a major 
success and has moved the university (back) into society

• Development plans for the University’s Universitätsgesellschaft call for 
an ambitious catch up process in the next nine years

A BACKGROUNDER ON ALUMNI RELATIONS 
AT BONN UNIVERSITY

Connecting the university with alumni and society-at large 
is a new concept in Germany

Connecting the university with alumni and society-at large 
is a new concept in Germany
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BRINGING THE UNIVERSITY AND SOCIETY TOGETHER
Universitätsfest 2007

Bonn abandoned its lapse into non-tradition for tradition to reach outBonn abandoned its lapse into non-tradition for tradition to reach out
Note: Images copyright Bonn University.
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• Founded in 1890

• Budget of around AUD 281 million (USD 258 million)

• Ranked 14th in Australia in 2007 Melbourne Institute ranking

• Ranked at position 403-510 in the 2007 Shanghai Jiao Tong ranking

• 13,274 FTE students (about 1,167 off-shore - 2,199 international); 871 
academic staff; 1,138 general staff

• 62,537 total alumni; 41,450 named alumni; around 11,000 alumni with e-
mail addresses; four FTE alumni relations staff

• Currently four international alumni branches (South-East Asia)

ABOUT THE UNIVERSITY OF TASMANIA

A small, sole provider, tightly knit universityA small, sole provider, tightly knit university
Source: Melbourne Institute, Shanghai Jiao Tong University, University of Tasmania.
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• The University is characterized by a number of factors which impact 
alumni affinity: Remoteness, sole provider status, close-knit culture, and 
out-bound migration

• Past alumni relations efforts were splintered amongst the Convocation, 
the Foundation, the Graduation office, and non-institutional alumni 
groups.  As a result, no real alumni network existed beyond Tasmania

• More than four years ago University began to structurally address this 
issue through the introduction of a professional alumni & donor 
database as well as long-term strategic planning

• These change dynamics (still) require broad organizational change 
dynamics, including the realignment of decades-old units, as well as 
need for distinct campus units to collaborate 

A BACKGROUNDER ON ALUMNI RELATIONS 
AT THE UNIVERSITY OF TASMANIA

UTas can draw on a distinct culture and past, basic alumni efforts UTas can draw on a distinct culture and past, basic alumni efforts 
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BUILDING A GLOBAL ALUMNI NETWORK 
TO ACQUIRE TALENT AT THE UNIVERSITY OF TASMANIA

UTas developed the EDGE plan in 2004 
(excellence, distinctiveness, growth and 
engagement).

Recruiting talent – both students and 
researchers – is a key component.

Another imperative is to tap into goodwill, 
sponsoring and scholarship funding.

Alumni are playing – and are being given –
a role in positioning and recruiting for 
UTas worldwide, with the US taking a 
leadership role.
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2005 UTAS ALUMNI NETWORK CHAPTERS
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(4) Jakarta, Indonesia
(5) Singapore, Singapore
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Sources: UTas, Illuminate Consulting Group.
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2013 UTAS ALUMNI NETWORK CHAPTER OPPORTUNITIES
Four Regional Clusters

Sources: UTas, Illuminate Consulting Group.
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• Founded in 1868

• Budget of around USD 1.69 billion

• Endowment of $ 2.06 billion

• Home to 15 Nobel Prize winners

• Ranked 3rd in the 2007 Shanghai Jia Tong ranking

• 34,953 students (24,636 undergraduate, 10,317 graduate); 2,047 faculty 
members; 6,526 academic staff; 12,844 general staff

• Around 408,000 total alumni; more than 95,000 are CAA members; 36 
international clubs; the internal online community has just around 1,000 
members after launching in October 2005

ABOUT UC BERKELEY

A very large university with a unique alumni network profileA very large university with a unique alumni network profile
Source: Nobel Committee, Shanghai Jiao Tong University, UC Berkeley.
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• In 2004, Governor Arnold Schwarzenegger proposed a $ 372 million cut 
to the University of California’s budget

• Within two months, Cal’s Advocacy Network, together with other UC 
campuses, mobilized alumni to write more than 20,000 letters to the 
Governor and lawmakers to lobby against the cuts

• The leverage ask – details:

• Cost    Sunk system and relationship cost, staff time to 
compose literally one (templated) letter

• Reach Permission-based for advocacy network, otherwise all 
UC named alumni with e-mail addresses

• Tool E-mail with one-click action item

• Target Political/budgetary decision-makers 

CAL ADVOCAY VERSUS ARNOLD SCHWARZENEGGER
Background
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• Governor Schwarzenegger and the California State Legislature reacted 
to advocacy from 1,000s of active, influential, and well to do University 
of California alumni 

• Why?  Because these University of California alumni are highly likely to 
be also both voters and donors to these politicians.

• A key success factor was the combination of advocacy headcount, 
coordination, and timeliness

• How much money was “raised”?  

• Cal’s cut reduction exceeded $ 50 million (plus added funds)
• Tuition fee increases of up to 40% were reduced to 10-20%

• What happened to the CSU and CCC systems which did not mobilize 
alumni?  They bore the brunt of the cuts

CAL ADVOCAY VERSUS ARNOLD SCHWARZENEGGER
Results 
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UC BERKELEY UTILIZED NETWORK-CUM-ADVOCACY DYNAMICS

advocate for cal and uc.msg

A very successful alumni advocacy leverage askA very successful alumni advocacy leverage ask
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• Founded in 1891

• Budget of around USD 542 million, about USD 2.29 billion with JPL

• Endowment of USD 4.03 billion

• Home to seventeen Nobel Prize winners

• Ranked 6th in the 2007 Shanghai Jiao Tong ranking

• 2,086 students (1,220 graduate level); 293 full professors; 979 other 
faculty members; 7,753 employees (with JPL)

• 21,758 alumni; about 90% addressable; 1,925 registered on LinkedIn 
online community; eight full-time alumni relations staff

ABOUT CALTECH

Caltech and its alumni network are both small but very successful Caltech and its alumni network are both small but very successful 
Source: Caltech, Nobel Committee, Shanghai Jiao Tong University.
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• Why the LinkedIn group was created: Pre-emption of unofficial groups, 
address alumni professional networking needs

• How the LinkedIn group was propagated: Landing page on alumni 
association web site.  Repeated announcements in publications, e-mail 
newsletters, membership mailings, and at events

• What LinkedIn cannot do: Act as a closed network, focus on social 
activities (music, dating, movie downloads, etc.)

• What LinkedIn can do: Connect Caltech alumni professionally amongst 
each other and to 18 million other users; provide brand identity

• What works: Rising sign-up numbers, attractiveness of Caltech brand 
(fakes), professional outcomes for alumni

A BACKGROUNDER ON ALUMNI RELATIONS AND LINKEDIN 
AT CALTECH

Caltech benefits from contributing to alumni professional networking valueCaltech benefits from contributing to alumni professional networking value
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Source: www.alumni.caltech.edu/careers/linkedin.

CALTECH NETWORK ON LINKEDIN

Caltech jumped early into the online community platform worldCaltech jumped early into the online community platform world

Notes

• Caltech alumni 
group sign-up rate: 
1,925/21,758 (~ 9%) 

• Group is closed
• Total LinkedIn Cal-

tech “users”: 6,749 
(incl. students, fakes)

• Purpose is to facili-
tate business net-
working

• Network utility of 
Caltech alumni sta-
tus aids Caltech’s 
relevance with its 
alumni – and exter-
nal alumni leverage

Notes

• Caltech alumni 
group sign-up rate: 
1,925/21,758 (~ 9%) 

• Group is closed
• Total LinkedIn Cal-

tech “users”: 6,749 
(incl. students, fakes)

• Purpose is to facili-
tate business net-
working

• Network utility of 
Caltech alumni sta-
tus aids Caltech’s 
relevance with its 
alumni – and exter-
nal alumni leverage



ICG © 2008 28CASE Alumni Masterclass – 11 April 2008

Introduction

Alumni: From "external relations" to institutional support pillar 

Case studies

• Integrating the university into society at Bonn University

• Alumni as future talent scouts at the University of Tasmania 

• Alumni lobbying California politicians on behalf of Berkeley 

• Using LinkedIn to network Caltech alumni

• Abusing Harvard’s brand through self-interested hyper-networking

Outlook: The future of alumni relations

AGENDA



ICG © 2008 29CASE Alumni Masterclass – 11 April 2008

• Founded in 1636

• Budget of around USD 2.99 billion

• Endowment of more than USD 35 billion

• Home to 31 Nobel prize winners

• Ranked 1st in the 2007 Shanghai Jiao Tong University ranking

• 20,024 students (3,821 international); 1,507 professors; 657 other
academic staff; 12,345 general staff

• More than 270,000 total alumni; around 95% named alumni; around 340 
clubs - 11 school clubs - 16 SIGs; 41 alumni association staff

ABOUT HARVARD UNIVERSITY

Some of you may have heard about HarvardSome of you may have heard about Harvard
Source: Harvard University, Nobel Prize Committee, Shanghai Jiao Tong University.
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HARVARD’S INTERNAL ALUMNI PORTAL
Personal Alumni Page

Nothing fancy (upgrade has been three years in the making…)Nothing fancy (upgrade has been three years in the making…)
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GROUPS FUNCTION IN LINKEDIN PROFILE
Personal Group Affiliations with Harvard University

Two of a number of Harvard alumni groupsTwo of a number of Harvard alumni groups
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THE HARVARD-BAY-AREA YAHOO GROUPS HOMEPAGE

One of thirteen identical Yahoo Groups homepagesOne of thirteen identical Yahoo Groups homepages
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THE HARVARD-CHINA YAHOO GROUPS HOMEPAGE

Nearly 3,300 (supposed) Harvard alumni have signed up Nearly 3,300 (supposed) Harvard alumni have signed up 
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THERE ARE THAN A DOZEN INTERLINKED SUPPOSED 
HARVARD ALUMNI GROUPS/BLOGS/WEBSITES

Source: http://harvard-sf.blogspot.com/.

Oh what a tangled web you weave…Oh what a tangled web you weave…
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WHAT THIS IS REALLY ABOUT – A JOB… 
“Could You Use a Perry?”

Entrepreneurial?  Or Deceptive?Entrepreneurial?  Or Deceptive?
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… AND MAKING MONEY OF HARVARD ALUMNI

A Guide to Abusing Your Alma Mater’s Brand and Taking Advantage of Your 
Fellow Alumni
A Guide to Abusing Your Alma Mater’s Brand and Taking Advantage of Your 
Fellow Alumni

Note: Views expressed in this presentation are neither legal opinions nor have these been coordinated with Harvard University.  Rather, they 
constitute an academic analysis.  No claim is made whether Mr. Gregg has violated any applicable laws.

Step One: 
Create broad, interlinked virtual presence by utilizing no-cost third party platforms such as 
LinkedIn, Yahoo! Groups, and blogspot.

Step Two:
Create appearance of (semi-) official status through use of logos, messaging, and 
references to actually sanctioned Harvard alumni activities (SF Harvard Club).

Step Three:
Populate with content, mostly sourced from third parties.  Make sure content cross-
references linked presences.  Cater to your own business interests by relentlessly pushing 
business pitches (e.g., grassestimate.com) – and ask for a job for yourself.

Step Four:
Charge your fellow alumni $ 20 for the privilege of assisting you with your own economic 
advancement.
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• Embrace the bottom-up, network-centric, and fluid nature of interactions 
with alumni

• Roll back static, top-down programming.  Instead, develop new alumni 
advocacy and support frameworks

• Bring all relevant campus units together (alumni, fundraising, marketing, 
communication, recruiting, international, …) to reflect alumni needs

• Invest into alumni, long-term relationships, and network infrastructure

• Respect your alumni

GOING FORWARD – WHAT SHOULD INSTITUTIONS DO TO
ENABLE ALUMNI TO ADVANCE THE INSTITUTION?

Reaping the benefits from this opportunity requires hard workReaping the benefits from this opportunity requires hard work
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• Best practice alumni networks have the potential to be a competitive 
lever for institutions

• Most but all alumni networks to date are untapped – yet beholden –
sources of broad advancement support

• Alumni are taking the lead – by melding technology with classical 
networking with self-generated initiatives

• Alumni will advance their alma mater based on rational self-interest – if 
the institution provides mutual (relationship) value

• To tap into this opportunity institutions must change their mindset from 
alumni as an external relations issue to integrated development pillar

THE FUTURE OF ALUMNI RELATIONS: FROM EXTERNAL 
RELATIONS TO CENTRAL ADVANCEMENT AGENCY

Alumni Networks: The new Central Advancement AgencyAlumni Networks: The new Central Advancement Agency
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This presentation was presented on 11 March 2008 at the CASE Alumni 
Masterclass in London.

ICG grants CASE the license to publish this presentation – unaltered, 
unabridged, and properly referenced – as part of the conference 
documentation.

All content, data, concepts, models, and case studies in this presentation 
are and remain the intellectual property of ICG or of specifically referenced 
institutions and sources.

LEGAL DISCLAIMER


