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Survey:
How many of your advancement 

shops have Alumni Volunteer 
programs?
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1Current State of Alumni 
Engagement
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• Nearly 51% of the U.S. population age 16 and over informally helped their 
neighbors between September 2020 and 2021 – at the height of the 
pandemic.

• 23% of people in that age group said they formally volunteered through an 
organization in the same period.

• Generation X (ages 41 to 56 in 2021) had the highest rate of all generations.

• Parents with children under 18 formally volunteered at a higher rate (30%) 
than those without children.

• Pandemic Volunteerism Drops – Women dropped by 8 percent and men by 5 
percent.

COVID & Impacts on Volunteerism

Source: U.S. Census Bureau and AmeriCorps, 2021 Civic 
Engagement and Volunteering Supplement

Quick Facts from the U.S. Census Bureau
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• Young alumni frequently volunteer and donate

• Young alumni are focused on mission and impact

• Student satisfaction and current connectivity 
matter

• Potential Pipeline Problem

National Young Alumni Survey
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• Of the 87% who reported volunteering or 
making financial contributions, 76% made 
charitable donations and 58% volunteered. 

• Alumni who volunteer do so frequently. Fifty-
nine percent of volunteers reported monthly 
engagements. 

• When asked about volunteering specifically to 
their institution – the number fell significantly to 
only 16%.

• Young alumni are social. More than 88% of those 
who volunteered shared their activity with 
others. 

National Young Alumni Survey
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National Young Alumni Survey



9



10

Survey:
How many of your programs will 

change your approach to 
engagement post-U.S. News APR 

Shift?
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2The Value in Activating 
Alumni Volunteers
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Rosso’s Concentric Circle Constituency Model
Leveraging Alumni Networks

Image Credit: Rosso, Hank. 2022. Achieving Excellence in Fundraising – 5th Edition 
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Rosso’s Concentric Circle Constituency Model
Leveraging Alumni Networks
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Acquiring New Donors

Growing Social Media Presence 

Spreading Brand Recognition

Promoting and Hyping Campus Programs and Events

Building Engagement & Donor Loyalty

Empowering Donors

The Value of Engaging Alumni 
Volunteers
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Based on a two-way relationship

Volunteers and fundraising partners are authentic messengers

The message is more personal and credible from a peer

People are motivated by social norm giving

The Value of Engaging Volunteers
The Power of Tapping into Peer-to-Peer Fundraising
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3CASE STUDY
USNA Alumni Association & Foundation’s 
Volunteer Involvement – Class Leadership
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Background on Class/Volunteer Structure

• Foundation created in 1999 but fundraising existed earlier due to Class 
Leadership

• Starts as Midshipmen – strong class affinity/classes organized by company

• Classes create bylaws and elect leaders upon graduation
– Get classmates to vote: President, Vice President, Treasurer, Secretary, 

Fundraising Chair
– Alumni Association relationship gets this information into CRM for Foundation 

to communicate with Class Leaders

• Class leaders have a portal to communicate with Class on USNA.COM and 
now myusna.com
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Class/Volunteer Structure - Fundraising

• Reunion Giving is driven by Classes; they pick areas of support from menu of 
strategic needs

• First Gift (10 years) - > 20 years -> 30 years -> 40 years -> 50 years
– Planning for "zero year" Reunion Giving begins in the year of their "5 year" 

reunions
– Example: in 2023, the Class of 1988 begins to plan for their 40th Reunion Class 

Project (held in 2028)

• Class presidents are informed by Class Legacy programs on needs of the 
Academy/areas of greatest impact and enter into an MOU

• Other class volunteers are looped in and communicated with if needed to get 
Class on board

• Since 2014, Giving Challenge is a great rallying effort for class fundraising
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• Great Class Challenge is great example of leveraging Class Leaders and other 
volunteers

• Use them for campaign videos, social media, emails, text messages, ThankViews

Activating Your Volunteers



21

Activating Your Volunteers

• Board members/major gift donors
– Matching Gifts during Challenges

• Councils
– Utilize ThankView for thank you videos/request for support 

• Class leaders 
– Emails from portal, social media, individual text messaging
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• Bragging rights!
– Emphasis is on determining which class is the GOAT
– Our classes are motivated by recognition; top classes in Challenge get recognition in our magazine, 

on social media, in e-mail, special thank you from CEO, EVP. Classes are competitive by nature
• Empower them with data
– Involved class presidents want lists multiple times a day of who has given during the Challenge 

and they make personal outreach to those who have not yet given

Motivating Your Volunteers
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Containing Your Volunteers vs. 
Empowering Your Volunteers

• Volunteers with autonomy should be empowered – not contained
– The message is more personal coming from a peer
– Based on a two-way relationship vs. from a top-down institutional 

voice
– Fundraising partners are authentic messengers
– People are motivated by social norm giving
– Volunteers have reach into non-active alumni and networks 

• Provide resources and statistics, trust your strong leaders, and collaborate 
through challenges with partners
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Pushing Out Data
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Pre-Call Letter
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Pre-Call Letter

FRONT

FRONT
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Questions?



All material in this presentation, including text and images, is the property of RNL. Permission is required to reproduce information.

Thank you!
Gabrielle.Kulcsar@usna.com

Dan.Quattrini@usna.com

Dayna.Carpenter@ruffalonl.com

mailto:Gabrielle.Kulcsar@usna.com
mailto:Dan.Quattrini@usna.com
mailto:Dayna.Carpenter@ruffalonl.com
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CASE Definition – Volunteer Engagement

“Volunteer engagement considers formal volunteer roles. 
These include, but are not limited to . . . 
• Serving on a governing or advisory board
• Recruiting students
• Serving as career mentors
• Doing public advocacy
• Volunteer Speaking
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