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1. Commonalities between Enrollment and Advancement 
Enterprises

2. Keys to Collaboration

3. Trends to Watch

4. Tactical Recommendations

Bridging the Gap
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More in Common Than You Think!
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• Revenue Generators 

• External Communicators

• Brand Ambassadors

• Storytellers

• Digital/social Content Creators

• Community Engagers

Two Peas in a Pod

Advancement

Enrollment
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Similar challenges
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Part of the same continuum

Recruitmen
t

Admissions

Matriculati
on

Graduatio
n

Alumni 
Engagemen

t

?

Student/Alumni Lifecycle
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How to leverage your biggest fans

What Happens After Graduation?

? = Lifelong 
Relationship

Volunteer

Mentor

Give

Hire

Promote
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• Duplicative Tools and Services

• Inconsistent storytelling, 
messaging

• No connection between 
trends/performance

• Overlapping work

Collaboration is Rare
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Why Work Together?
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Advancement

• Satisfied/successful students are 4x 
more likely to become donors after 
graduation

• Current students = story tellers and 
ambassadors for alumni giving

• Engaging students before they 
graduate greatly increases awareness 
and lifelong giving potential

• Parents/families are a strong current
source of philanthropic revenue

• Alumni = army of brand 
ambassadors, recruitment 
volunteers and free advertising

• Alumni = career network, internship 
opportunities, mentors for current 
students

• Fundraisers are on the road, telling 
university story

• Alumni giving directly impacts US 
News and World Report rankings

What do we get out of this deal?

Enrollment
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Save $
Leverage 
Expertise

Mitigate 
Staff 

Shortfall

Expand 
toolkit

Achieve 
common 
outcomes
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Advancement Trends to 

Watch
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From Giving USA

Increase:

+4.0%
After inflation:

-.7%
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From Giving USA

Recessio
n years 
in yellow
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From ALS 2022: Talent is an issue

Download the Report:
RNL.com/ALS2022
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From ALS 2022
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What are your biggest challenges?
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Many Compounding Factors

36% of contact data decays 
per year

Alumni are harder to stay in contact with; more mobile, 
moving frequently and staying in jobs for shorter 
periods.

3 General skepticism 4 Trouble reaching donors

Your Alumni Receive … 

500+ marketing messages per day

100+ electronic communications per day

20+ solicitations from charities per year

1 Competing messages are crowding yours out 2 Donor behavior & expectations have evolved 

Less acceptance of a 
one size fits all approach, 
forcing the need for micro-
segments and multi-channel 
engagement

In general, greater 
scrutiny and 
skepticism of 
institutions and 
organizations.
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What do you believe holds the biggest promise?
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Young Alumni are Philanthropic! 

Philanthropic Activity

58% 76% 13%

Donate NeitherVolunteer
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Do not discount capacity

Overall Donations in 2018

39% made gifts totaling more 
than $500 in CY 2018
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48%
45%

43%
45%

42%
39%

37%

31% 31%
26% 27% 25%

17% 16%

56%

49%
51% 53% 51%

47% 46%

35%

44%
39%

33%

39%

21%
24%

0%
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30%

40%
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60%

Volunteer Donate

If you had the resources, which types of orgs 
would you like to support?

While other areas grow from 
current to aspirations, higher ed
stays relatively stable; How do we 
increase higher ed aspirations?
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Supporting causes and community driven

Motivations

75%
63%

54%

28% 26%
15%

82%

56% 53%

39% 38%
29%

0%

20%

40%

60%

80%

100%

I believe in the
importance of

supporting
worthwhile causes

The organization
makes my community
a better place to live

I feel better knowing I
have supported

something
worthwhile

The organization or
cause has helped me

The organization had
a direct impact on a
family member or

friend

I usually can't afford
to make a cash

donation/free time to
volutneer

What motivates you to volunteer/donate in 
support of an organization or cause? Select all that 

apply

Volunteer Donate
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How important are the following when deciding whether to support an organization?
and 

Please indicate your level of agreement with the following statements about [Institution]

Young alumni are mission & impact driven

99% 96% 95% 93%
83%

71%

49%
40%

80%

64%
71%

78%

63%

30%

72%
68%

0%

20%

40%

60%

80%

100%

Familiarity with
the mission of

the organization
or cause

Agree with the
mission of the

organization or
cause

You have
evidence that the
organization or

cause is living up
to its mission

You have
evidence that the
organization or
cause is making

an impact

Friends you
trust also

support the
organization or

cause

Information
about the

organization or
cause from
objective
sources

Their website
and other social
media are well-

designed

It's an
organization or
cause you feel
will be around

for the long-haul

Very & Somewhat Important Strongly Agree & Agree
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• 1 in 10 young alumni ‘strongly agree’ 
that their contribution to their alma 
mater makes a difference

• Less than 1/3 either strongly agree or 
agree that their contribution makes a 
difference 

Young Alumni Institutional Apathy
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Feelings of welcome, connection, and impact

Factors in Giving

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

How welcome I felt during my time at [Institution]

Amount of aid [Institution] provides to current students

Belief my gift amount will matter

Agreement with recent institutional decisions

My current feelings of connectedness to [Institution]

[Institution]'s investment decisions for the endowment align with…

My personal student loan debt

Alumni participation helps rankings

The institution has a large endowment

Please indicate the importance of each when deciding 
whether or not to donate to [Institution]:

Extremely & Very Important Important & Somewhat Important Not Important
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Rate your overall satisfaction with your experience as a student at [Institution]

Satisfaction and Giving

Very 
satisfied, 

64%

Somewhat 
satisfied, 28%

Neutral, 5%

Not very 
satisfied, 3%

Not satisfied at 
all, 1%

72%

24%

4%
1%

0%

10%

20%

30%

40%

50%

60%

70%

80%

Yes No Don't recall Prefer not
to respond

Very Satisfied By Donation Status
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Rate how connected you feel to [Institution]

Connectedness and Giving

Very 
connected, 

21%

Somewhat 
connected, 

52%

Neutral, 
10%

Not very 
connected, 

14%

Not 
connected at 

all, 3%

82%

15%

3% 1%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

Yes No Don't
recall

Prefer not
to

respond

Very Connected By Donation 
Status
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Student debt is of concern

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

Student debt and financial aid are serious issues

College/university endowments should be ethically invested

American colleges/universities should encourage the free expression of many
points of view

Colleges/universities should increase availability and access to student support
services

Colleges/universities should be doing more to help graduates get good jobs

Discourse on campus should be more respectful of diverse opinions

Making a campus feel inclusive to the current student body is more important than
maintaining historic names, artwork, and traditions on campus

Colleges/universities should increase the level in which they support athletics

Children of alumni should receive preferential treatment in admissions

Please indicate your level of agreement or disagreement with each statement.

Strongly agree Agree Neutral Disagree Strongly disagree
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Tactical 

Recommendations
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1. Reduce duplicative spend and effort

2. Share resources and insights

3. Think about your work as part of a single continuum – from 
prospective student to alumnus

4. Make student satisfaction a central KPI for all university 
activities

Action Items

32
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• Texting platforms

• Email communication 
tools

• Databases/CRMs

• Digital advertising 
agencies/budgets

• Personalized video tools

• Marketing automation 
platforms

• Student 
ambassadors/outreach 
centers

Reducing Duplication
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Digital Engagement Center

Digital 
Engagement 

Center

• Recent Grads
• Career Development
• Surveys
• Lifelong Learning

Alumni Engagement
• Discovery 

Questions
• Research 

• Scheduling

Major +Planned 
Gifts

• Ticketing and Subscriptions
• Celebrate success

Athletics

• Boost Interest and Yield
• Engage alumni to help

Enrollment

• Recruit + Retain
• Share Updates

Volunteers

• Giving Days
• Crowdfunding

Annual Giving

Calling

Texting

Video

Email

Giving

Page

Mobile

Ads

• Boost Virtual 
Attendance

• Reunions and 
Homecoming

Events

Sharing Resources
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• Student satisfaction scores can be 
predictor for future alumni giving

• Alumni engagement scores can impact 
your recruiting power/perception in 
the marketplace

• Alumni participation in giving impacts 
rankings in USNWR

Sharing Results and Trend Data
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• Students will be connected to your 
institutions forever 

• Satisfaction during campus life is key 
to all future success!

• How can we all be a part of this effort?

Goal of Satisfied Students



All m aterial in this presentation, including text and im ages, is the property of RNL. Perm ission is required to reproduce inform ation.

Thank you!
Please connect with us on LinkedIn or reach out via email.

Greta Daniels, CFRE

Greta.Daniels@RuffaloNL.com

Sarah Myksin

Sarah.Myksin@RuffaloNL.com

mailto:Greta.Daniels@RuffaloNL.com
mailto:Sarah.Myksin@RuffaloNL.com

	RNLNC 2022 Cover Slide (002).pdf
	Slide Number 1


