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2019 Alumni Communications
Survey Analysis

T his year, iModules conducted a survey on alumni communication trends to better 
understand perceptions of constituent communication strategies, alumni communications 

received and areas of interest. The survey targeted U.S. adults with at least a four-year degree. 
Based on the survey results, higher education has an opportunity to adjust its communications 
strategies to better match constituent expectations, leading to greater engagement and deeper 
affinity.
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Constituents who received emails once a year, 

once a quarter, once a month, multiple times 

a month, and once a week, all felt this volume 

was the “right amount.”

Volume and Frequency of Communications
Let’s start with some good news – overall, the majority of respondents indicate that they receive 
the right amount of communications from their alma mater. 

Constituents who noted receiving multiple emails a 
week from their alma mater cited this as being too 
frequent. However, constituents who received emails 
once a year, once a quarter, one a month, multiple 
times a month, and once a week, all felt that this 
volume was the “right amount.” There was little

Not often 
enough

Rarely Just the right 
amount

Slightly too 
often

Too frequently

Multiple times a 
week

25% 31% 44%

Once a week 2% 29% 26% 23%

Less than once a 
week, but more 

than once a 
month

3% 1% 50% 20% 26%

Once a month 1% 1% 53% 23% 22%

Once a quarter 1% 9% 65% 13% 13%

Once a year 10% 22% 54% 14%

“I feel I receive email communications from my alma mater:

overall variation until only receiving emails once a quarter and less frequently. Also, respondents 
who receive emails more than once a week felt that it was too much communication.

Another element to consider is that the majority of graduates report only receiving one email per 
quarter. Given the amount of alumni communication, this is unlikely, indicating that they are likely 
not seeing all communications from their alma mater. While this does not provide a clear answer 
to the age-old question of how much is too much email, it does show that there is such a limit. 
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Volume and Frequency of Communications continued ... 

The more that the institution segments and targets communications, the better, as that will help to 
reduce overall volume, while ensuring that constituents are still receiving regular communications. 
In addition, it’s important to review open rates to identify trends of decreasing interest in 
communications, which is often due to perceived overcommunication. Review open rates on a 
monthly basis and compare to the previous month and the same month the prior year.

Donors and Email Communications

Individuals who identified as donors to the 
institution are generally much more satisfied 
with communications with 66% of those making 
a gift in most years over the past five years 
indicating that they strongly agree or agree that 
they are satisfied with communications received. 
For those who have not given, this percentage

Individuals who identified as donors are generally 

much more satisfied with the communications 

received; 66% of donors “strongly agreed” or 

“agreed” with being satisfied with communications 

from their alma mater.

decreases to 31%. While this is in and of itself is not surprising, it demonstrates a link between 
feelings about the institution, email communications, and the likelihood to make a donation.

31% have not 
given in the past 

five years

49% made a gift 
1-2 times over the 

past five years

66% have given in 
most years over 

the past five years

72% make a gift 
once a year
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Undergraduate Alumni
Respondents whose highest degree is a four-year bachelor’s degree are relatively satisfied with 
communications, as 41% agree or strongly agree that they are satisfied with e-communications. 
Of note is that only 35% of recent alumni express the same level of satisfaction, indicating an 
opportunity to better engage recent graduates.

Recent alumni expressed a high interest in hearing about networking opportunities as well 
as Campus news and information about alumni events. There is an opportunity to segment 
communications to recent alumni, as undergraduate alumni overall were not as interested in 
networking or in volunteer opportunities as recent alumni. Institutions can use this information 
to target e-communications to the population that is more interested and adjust how events are 
presented by focusing on networking opportunities when communicating with recent alumni.

Distance from Campus

Alumni living between 50 and 150 miles from their alma mater seem to be more satisfied 
with e-communications as 55% agreed or strongly agreed that they are satisfied compared 
to 30% of those fewer than 50 miles from campus, and 39% of those who live more than 150 
miles from their alma mater. This may be a result of overcommunicating with alumni living 
the closest to campus and the reality that alumni living farther away often are not able to 
take advantage of the activity on campus. While there may not be a direct opportunity to 
adjust communications, institutions should review the segmentation of communications by 
distance from the institution and identify potential opportunities to adjust segmentation.

Within 50 miles of Campus 50-150 miles from Campus 150+ miles from Campus

There was general agreement on the types of content of most interest to alumni regardless 
of distance with Campus News, Alumni Events, and Class Notes in the top four across the 
board. Alumni within 50 miles of campus have the highest interest in information about 
discounts and promotional offers, whereas this didn’t make the list for alumni living over 150 
miles from campus.

1. Discounts and Promotional  

    Offers 

2. Campus News 

3. Alumni Events 

4. Class Notes

1. Alumni Events 

2. Campus News 

3. Class Notes 

4. Discounts and Promotional 

    Offers

1. Campus News 

2. Alumni Events 

3. Class Notes 

4. Alumni Networking  

    Opportunities
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Perception of Communications Received versus Degree of Interest

Graduates receive a lot of information from the institution and consider some types 
of information more relevant than others. In the table below the Received Rank 
indicates the perception of how often they receive e-communications about the type of 
information, compared to their level of interest in the communication. The last column 
is an evaluation of how well institutions are doing in providing the right information to 
constituents, that is, if the received rank is equal to the interest rank, then institutions 
are doing very well, whereas if there is a large difference between the two, there is an 
opportunity to review communications.

TYPE RECEIVED  
RANK

INTEREST  
RANK

EVALUATION

Academic Program Updates 9 6
Alumni Events 1 2

Alumni Profiles 7 7
Athletics News 6 10
Campus News 3 1

Class Notes 13 3
Discounts & Promotional Offers 12 4

Faculty News 8 8
Fundraising Updates 4 14

Local Chapter Information 10 9
Networking Opportunities 5 5

Political Advocacy 16 15
Solicitations for Donations 2 16

Surveys and Feedback 14 12
Travel Opportunities 15 13

Volunteer Opportunities 11 11
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Let’s start with the largest differences. Not surprisingly, respondents feel that they are 
receiving a lot of solicitations and fundraising updates, which are types of communications 
that they are the least interested in. This doesn’t mean that institutions should stop 
sending e-solicitations, but it is important that they are part of a broad e-communication 
mix.

Respondents expressed a high level of interest in receiving 

class notes type communications, but indicate they don’t 

receive these on a regular basis.

Respondents expressed a high 
level of interest in receiving class 
notes type communications, but 
indicate that they don’t receive 
these on a regular basis. Therefore, 

On the other hand, respondents indicate that they receive too much athletics news. 

Institutions are communicating the following types of information at the level of 
interest of the population: alumni profiles, faculty news, information about networking 
opportunities, and upcoming volunteer opportunities. 

This doesn’t mean that a complete overhaul of communications is necessary, but using 
this as a starting point, institutions can review their communication mix and identify 
ways to infuse additional content, and in some cases reduce content to increase 
engagement via email communications.

there is an opportunity to add more class-related content to e-communications to meet the 
level of interest that alumni have in them. There was also more interest in promotional offers 
and discounts than how often they are received, as well as campus news, academic news, 
and information about travel opportunities (although differences are small in the last two 
categories). 



Learn more at www.imodules.com   |   info@imodules.com   |   913.888.0772

Graduate Alumni
Alumni holding graduate degrees from the institution are often less of a focus for institutions than 
undergraduate alumni. Forty-one percent of graduate alumni respondents indicated that they 
have greater affinity for their undergraduate institution, with an additional twenty-two percent 
reporting the same level of affinity. Therefore, it makes sense that institutions focus more on 
undergraduate alumni. However, 45% have either the same amount or more affinity for their 
graduate institution, indicating an opportunity to consider a greater focus on graduate alumni from 
a communications perspective. In fact, 40% of graduate respondents report having made a gift to 
their graduate institution at least once in the last five years, compared to 30% of undergraduate 
alumni having given to their undergraduate institution. 

While this isn’t an indication that alumni relations should begin to focus primarily on graduate 
alumni, it does present a possible opportunity to review graduate alumni engagement to see 
whether there is potential for increasing their engagement.

Potential Segmentation
In addition to the segmentation opportunities identified above, individuals with a child college are 
more satisfied with communications from their alma mater, at 52% who agree or strongly agree 
that they are satisfied with communications, compared to 41% of those who do not have a child 
in college. While this may not be the easiest segment to identify, it seems to indicate that having a 
child in college may lead to recollection of their college experience, and thus, increased satisfaction 
with their alma mater.

Female graduates also expressed slightly higher satisfaction with communications than their male 
counterparts at 45% and 41%, respectively. While communication should not shift significantly 
based on this information, institutions may choose to increase communication to female graduates 
in certain cases.

Factors Not Influencing Satisfaction
Satisfaction with communications does not seem to be influenced by student loan status, even 
for those making loan payments currently. Additionally, there was little difference in satisfaction 
based on employment status. This is helpful to be aware of as it means that institutions can 
continue to build and deepen relationships with constituents with the hope that they will engage 
further with the institution. 



Learn more at www.imodules.com   |   info@imodules.com   |   913.888.0772

Final Thoughts
The results of the alumni communication survey highlight some opportunities for institutions to 
increase segmentation, especially for recent alumni and graduate alumni, while also reconsidering 
communications based on distance from campus. In addition, reviewing email content is beneficial 
to incorporate more content that constituents are looking for, and perhaps reducing some of the 
information that they are less interested in. 

In the end, it’s about finding the right communication mix to build engagement, while also focusing 
on divisional goals. When making changes to communications, it is always beneficial to analyze 
the data, in this case, open rates and click-to-open rate, to assess whether the change is having 
the expected effect. Every constituency is different based on student experience and alumni 
experience, but data from this national survey can help to inform new strategies and support 
existing ones.

The 2019 Alumni Communications Survey was conducted over the course of one week in May 
2019 using a national survey panel. To qualify for this double blind survey, respondents had 
to indicate that they graduated from an accredited institution in the United States, received at 
least a four-year degree, and have received communication touchpoints from their Alma Mater 
and/or Alumni Association since graduation. There were 1,942 responses recorded that were 
considered valid and used in the analysis. For each data point, null values were excluded. 

About This Survey
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Powerful technology. Inspired engagement. Lifelong relationships. More than 800 higher 
education institutions partner with iModules to drive larger gifts, increase event attendance and 
membership, and improve participation rates through data-driven, meaningful engagement. 
Learn more at imodules.com.
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