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ABSTRACT: Romanian universities become more and more cordewith graduate employability and implementatidwarious
tracking systems for their alumni. However, gradgdtave many untapped resources beyond their daptogs, resources that are
highly valuable in the process of continually imyirg universities’ services. One cannot speak ofdbgh feedback from alumni
and accurate tracking of graduates in the absehaewell-suited alumni engagement plan. The authoirsg into discussion key
aspects of the development and implementation a@flamni engagement plan for one of the biggest Raamapublic universities.
The paper includes a case study on the cooperbéitween the Alumni Association and the Fund Rai€kfice at Babes-Bolyai
University in the process of developing an initagagement plan for graduates. Some suggestiomdfared on how to overcome
common challenges in implementing a communicatitam gor graduates of Romanian public universities,well as details on
setting proper expectations and having the inggdessment done. Conclusions and recommendatieraldressed to all alumni,
fundraising and communication staff in Romaniarhkigeducation institutions.

The biggest challenge for universities all arouhd tvorld

1. INTRODUCTION nowadays is to create a balanced combination oficeér
Romanian public as well as private universitiesehaw face ~ Supervision, internal control, and horizontal actability [4].
many challenges related to internal and externadaatability. There are various examples of how universities @eeing

The diminishing support from the Government in terof their stakeholders in a more central position ieirtlprimary
annual lump sums adds to the pressure to delivgh hi and management processes. Having representaties fr
employability rates as well as to keep high qualtgndards for ~ €xternal communities on governing boards, formingisory

all programs. Alumni engagement goes beyond alumnibodies, annual reporting, or organizing stakeholiteks in
surveys for employability rates and must be peegtinot as a  t€rms of customer-contractor relations are the most
burden but as a fascinating way of gathering needsdurces ~ encountered relationships with stakeholders [3].

to fulfil the mission of the institution. Romaniamiversities The relation with higher education graduates flthe same
can and should use international benchmarking tsffomd best pattern and Romanian universities have to stamaeledging

practices to set initial st_rategic obje_ctives fagaging alumni 59 using graduates’ resources to accomplish tthisgion.
as well as shape their strategy in terms of methadd

channels used, but they should also engage innghaheir Universities are not only accountable to their woasi
experience with other national higher educatiofitintions. stakeholders, including alumni, but also dependenta

. . ) . growing manner to the private funding that they paovide
In the current paper the authors identify main abtaristics of [7]. To meet the challenges of a diminishing supfiam the
the attention paid by Romanian universities to a@lum giate higher education institutions worldwide ereouraged
engagement (through dedicated websites) at theemres o seek alternative income streams. The more dfiegisthe
moment as well as illustrate the case of an aluassociation  revenue sources of an institution, the more stiblénancial
determined to build an engagement plan for its m@mbThe  gstate [5]. The possible new income sources for amsities in
conclusions of the paper can be used by researaBerell as  the context of New Public Management include subfrom
practitioners, from fundraisers to marketing andreea  other public agencies, support from business firms,

coordinators. philanthropic foundations, university fund-raisifrgm alumni
2 THEORETICAL FRAMEWORK and friends, student tuition and fees [6].Romaniaiversities

] . . are just starting to discover their fundraising gudial and
2.1.Universities in the new public management era develop proper skills for it and graduates arelaalde source

A great variety of indicators has evolved in pascatles  Of support in the matter.

around the world to give direction to what thestassumes to 2 2 Higher education graduates as valuable

be efficient in the higher education system. Thés tbeen resources

described as the shift from input control to outpantrol [3].

Universities are assessed based on the contribtiteynmake  The focus on higher education graduates in Romhag its
to their communities, and they are expected to doenwith roots in the employability agenda of the governmeérte
less. Higher education institutions are also exggkdb meet blame for the market dysfunction regarding gradsiate
different quality standards (at input, process andcome immersion on the labour market has been placedyfianhthe
level) and become a more engaged partner in theirdoor of the universities and responsibility forétarection is a
communities [8]. The introduction of market-like chanisms  task that the state has appropriated to itself [2].

(like performance funding) has determined higheucation
institutions to make autonomous strategic decisitmreate
community support for these decisions and to readeount of
the results achieved.

Graduates however can play various roles in canmg
contribute through a variety of ways to the advameet of the
Alumni Association as well as the university. A yer
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comprehensive scheme that supports the statemdn¢ isne
developed by Noel-Bentley & Sollis who identify rogjroles
played by graduates as the following (see Figure 1)

e Alumni contribution to institutional reputation +agluates
are the largest constituency group and they playesy
important part in the branding strategy of the emsity by
being ambassadors of the institution, as well d8iatihg
themselves with the institution and vice versa;

 Alumni as resources — graduates can offer theirggne
through volunteering, they can offer their knowledts well as
make financial donations; graduates can also éyl leadership
positions that may influence the image of the Aggam/the
university in the community and attract other giates.

e Alumni and current students — graduates are impbrtde
models for current students, they can connect atad®e real
world experience by playing roles such as mentasisors, or
guest lecturers;

» Alumni and the university's strategic prioritiegraduates
can become solid partners in identifying and suppgr
strategic priorities of the association/university;

e Alumni role in the marketing strategy of the unsigy —
graduates are perfect to recruit new students, gt®m
programs as well as profile the success of a cegepgram
and thus shape the reputation of the institution;

e The loyalty of alumni — graduates are connectethér
alma mater for a lifetime, they develop a sensdaibnging
and pride; graduates also have needs of lifeloagnieg that
the university can fulfil.

Institutional
reputation

Current
students

Strategic
priorities

Figure 1. Roles of alumni. Adapted after [9]
2.3."Friendraising” & fundraising in the New
University

The costs of higher education have been rising, asit
continue to rise, everywhere in the world at ratleat are

substantially beyond the capacity of governmentsd an

taxpayers to meet [7].In addition, stakeholders Ekumni and
employers are more and more involved in the proaass
institutional and program evaluation in a way thmakes
relationship development inevitable. So fundraisbecomes
an enormously attractive alternative, as it inckudmt only
raising funds from the community but also “friendnag”.
Universities can gain resources like time, taleml &reasure
from their graduates, thus adjusting to the chghsn
mentioned before and building a much stronger fatiod for
institutional development and quality enhancement.

The best way to understand fundraising among aluso
refer to the fundraising cycle. A graduate that highly
engaged with the institution will be more proactimeseeking
to help solve institutional challenges, whether theme
performance funding or international rankings.

What is so fascinating about the fundraising predssthat it
encloses all the elements that a Romanian highecagidn

institution has to put in place in order to overeothe present
national and international challenges: raise thesttrand
transparency among its alumni and employers (tkasiving

more money in case of a performance funding theludes

them), build solid relations with them that count hational

and international higher education rankings, armgpBment its
revenues by philanthropic giving from individualsnda
companies. Being successful in raising private $urficom

alumni involves a great amount of preparation, like one
seen in figure 2. The preparation of a commuracafilan is

due to be only the i"step out of a total of 14 steps that are
included in the fundraising cycle. The 14 steps tieed to be
taken by any part of an university involved in ahim
communication help define, develop and properlymtaan the

relationship with graduates as well as with the oomity at

large.
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Figure 2. The fund raising cycle. Adapted after [10]

The cycle is an effective planning tool to help duraisers
understand the manageable process that fund rasstogether
with all the effort and benefits it encloses.

Effective fund raising depends on effective plagniand
rigorous execution. The fund raising cycle illustsa the
principle that it is possible to ask someone fater support
too soon. A premature solicitation usually leadone of two
outcomes: the graduate refuses to make a gifhegtaduate
gives a gift that is neither appropriate for hisher capacity to
give nor adequate for the university’s needs. Ushey fund
raising cycle one can avoid these outcomes and thevevay
to the preferred response to a solicitation.

The first thing to note about the fund raising ey its name,
as the fund raising process is continuous. The faising

manager together with the alumni director must doate the
various activities necessary for moving the graesiahrough
the phases in the cycle. The second thing to rmtatehe fund
raising cycle is the number of discrete steps dioristy the

whole. Starting with the step labeled "Examine @ase" and
proceeding clockwise around the cycle, there anetden steps
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and the asking for a contribution comes at steptetn.
Planning to make the solicitation therefore invslvisvelve
steps. Skipping any of these steps will end in Idsan
desirable results. Making the solicitation (steptélen) does
not stop the process; it begins it anew. Thus tmal fraising
cycle is a continuous process of planning for askirg for
charitable gifts. Along the way the university seeds in
getting everything it desires from its graduatesnmitment to
the institution and its educational causes, paditon for
reunions, meetings with students and survey fillirand
gaining friends as the fund raising process ist fok all a
“friendraising” one.

In order to successfully achieve all steps in thele; the
university needs to develop feedback systems tcsuneaand
monitor the needs, perceptions, wants, and valuestso
graduates. The better the university understanglexichange
that takes place between the institution and alutheibetter it
will manage its fund raising cycle.

The first step in the fund raising cycle is the rkzation of the
university’s case for support. The case is the @fimall the
reasons why anyone should make a contribution ppau the
university or engage in its activities whatsoevéfach
university must develop its own compelling case &g it in
the community to make sure that various stakehslgerceive
the same values and action directions as beingrianmo

The next step is to analyze market requirementse Th
university’s case is tested against the wants awtls of its
graduates. If they don’t understand or acceptripgortance of
the needs being addressed by the university inolisitation,
fund raising faces a serious obstacle. Next follothe
preparation of a needs statement which is the usity&s plan
for carrying out its work toward mission fulfilmerihis is the
justification for fund raising and it has to be éorigorously.
The preparation of the needs statement involves/ohenteer
leadership of the university, especially board mersp
selected major donors from among graduates, aner oth
volunteers who can affect the organization anduitgl raising
priorities and process. The next planning checkp@@nthe
definition of objectives. The programs must be stated into
specific, measurable action plans for providingusohs to
problems the university addresses. The next stephés
involvement of volunteers in developing and camgyiout
effective fund raising strategies.

The seventh step is the evaluation of gift marketdetermine
their ability and perceived willingness to suppottie
university’s various causes. This step includes inmmak
informed judgments about which alumni to approacth what
to ask. While there is plenty of literature and wimentation on
various stages that characterize graduates’ lifeh einiversity
has the obligation to test various statementswhatd lead to
an accurate perception of the capacity and will@sgn to
contribute for each category of graduates accordingheir
age, gender, annual income, profession or facudtjpm

Planning continues with careful selection of funaising
strategies, while fund raising methods can incldilect mail,
special events, personal solicitations, recognitipaups, as
well as special websites. A successful fund raiginggram
will analyze all the methods, test various ones] awmaluate
their effectiveness through cost-benefit ratios aother
measures of success.

Identifying potential gift sources is the next plarg step in
the cycle. Each graduate or group of graduategeistified and

qualified by three criteridinkageto the organizatiorgbility to
give gifts at the level being sought, antkerestin the
organization's work.

The tenth step in the cycle is the preparatiorhefftind raising
plan. The fund raising plan mentions what resouneiisbe
raised in what amount for what programs in whattiframe
using which methods. The plan should include roles
volunteers and staff.

Graduates will support causes they know about ane @bout.
Each university should test whether its graduates more
willing to support certain causes at the facultyeleor at the
university level. In this matter, effective fund isiag
communication is a two-way interaction providingnaans for
graduates to express concerns. Fund raising is tabou
relationships built on mutual interests and consefeople
give to people with causes.

A very important role at this point is played byaduates that
are volunteering to support the cause of the ut&tih and be
willing to ask the support of other graduates.

The solicitation step calls for the help of alreagtymmitted
graduates who invite other graduates to join inftifi@ment of
the mission by contributing with their time, knowdtge and/or
financial resources. Soliciting and receiving tli¢ ig not the
end of the process, but the beginning of a newtiogiship
between the graduate and the university. Proper
acknowledgment of the contribution must be exprdsethe
university and the institution must also mentiorwhie gift
will be used (if it is a financial contribution) drdemonstrate
the highest level of accountability. Properly thisgk
graduates, or reporting the use of gifts make raheithe gift
possible. The renewal process restarts the cydeeach
university has causes that need a continuous sufgyomany
years in order to prove their impact on new gemnemat of
students.

2.4.Using online tools to engage graduates

One important aspect of engaging alumni in incip@rases of
developing an alumni structure as well as throughihe
building and implementation of a fundraising planveell as
communication plan is the usage of online commuitina
tools. Having relatively low initial and running sts as well as
many facilities that help the identification of glgmentary
information about graduates (like location, friendsvourite
groups or causes) online communication tools (iiclg social
networks) are a must-have for every Romanian usityeand
alumni association. Among the goals that graduates
associations and universities hope to achieve Ingusnline
social communities are: connect with alumni, finarrently
disconnected alumni, connect with younger alumet,ajumni
more involved with the institution, use tools tonmounicate
and share information with alumni through a fastsye free
method, use viral marketing and promote other tinsbinal
initiatives as well as various events, connect aluwith each
other, make online social communities a networkneation
centre for coordinating chapters, clubs, or reusioand
provide career services and professional networkfog
students through alumni [11]. Thus using well desitj and
updated websites, as well as social networks cémaéot in
shaping the first steps towards building a comnmativo plan
with higher education graduates as well as invobre’s
graduates as volunteers and pass them througkeded steps
in order to become donors.
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2.5. Setting expectations for alumni engagement in A very important observation is that only one inurfo

Romania

A key challenge in the continental Europe and dsfigcin
Romania is to better position education and to arthat
supporting this field may be the most effective waysupport
the economic growth. European higher educatioritinisins

universities that were questioned was “successbum” more
than one measure, and those that are successfall dmree
variables are labelled as “mature” (around for s#lvgears
with a stable level of staff and a repeated pddfof projects).
Another piece of information that is very usefut ®omanian
universities comes from foreign higher educatiostitations

can learn from onanother based on good examples that havey ot have a broader experience in following thestfeom the

been set in UK, Germany or Scandinavian countrsesell as
through professional networks like CASE Europe (@Gxlufor

fund raising cycle. The picture based on this erpee has the
following elements: graduates tend to offer théinet and

Advancement and Support &ducation). The phrases “We ynoyledge first and then their financial suppoet,usiversities

don’t have a culture of giving”, “We don’t hawtbe time” or
“It is easier to write a project for some Européamds” are not
only false problems, but also threatening thoughtt can
affect the institution’s development in the middied long
term.

A major barrier for the Romanian universities wilitetomes to
fund raising among their graduates is a psychotdgioe and
has to do with the false impression that Romanitineos —
and higher education graduates in particular -natevilling to

support their cause. According to a national sudeye by the
Association for Community Relations in Romania,%2.4f the

Romanian citizens donated in 2007 for the fielédf@ication &
research and the percent was quite similar in 280sh 9.8%
of the citizens who made use of the percentage selreme

have to find ways of engaging their alumni in campativities
that would bring them closer to current studentd ataff;
graduates tend to engage more easily in educatmograms
that have a direct impact on current students (likeeer
initiatives) and can use their experience (like togng
programs); current students need to be involve@ammon
activities with graduates in order to help the depment of an
alumni culture and especially an alumni giving woref
graduates tend to identify themselves more with the
faculty/department than with the whole universityhem it
comes to support various causes that come fronerdift
organizational levels. While every assumption netasbe
tested on Romanian universities, these resultsr offame
guidelines and initial hypotheses for Romanian {itianers.

(2% of the income tax can go to certain public €ne pRomanian public as well as private universities asse

organizations) decided to redirect the money towahe field
of education & research. An interesting resulthaf mentioned
survey is the potential of giving towards educatiend
research in the years to come, as 19.6 % of thgonelents
declared themselves willing to donate to this fidlthey are
asked to. It seems that individual donors from Romare
ready to support a good educational cause so acaiitirated
fund raising effort from a well-known university wia be
most probably successful.

Apart from the national data reflecting the tendeno
financially support higher education causes, oagrelevance
for the present paper is the International CASE n#&iu
Relations Survey (ICARS), a study conducted by @duor

relations directors in order to identify what suxsfel alumni
relations looks like in USA and outside it. Somsulés of this
survey are useful for the Romanian universities fao
reasons. First, one can take these figures intsideration
whendeveloping a strategic plan for the alumni assriaas
well as build a communication plan for higher edima

graduates. Second, the survey helps establish tergor

parameters to be measured along the effort of ibgjlch
communication plan and further on carry a fundrgjsi
campaign among higher education graduates.

The 2010 edition of ICARS brings into focus theldaling
important results:

» If you want to increase attendees, then have sefffictaff
and budget to put on more events and be able toecbrwith
potential attendees via email or e-newsletters;

e If you want to increase your volunteers, then bk db
connect with them via e-mail or e-newsletters ardeha
website and a frequent magazine;

* Your alumni operation would be in top third of the

international group questioned by CASE in 2009 @the

measure of successybu have more than 210 attendees, 154

volunteers and 485 donors per ten thousand coestgu

international benchmarking efforts to help setiahistrategic
objectives for engaging alumni as well as shap#& gimtegy
in terms of methods and channels used. While thgoitance
of engaging graduates can be seen as of stratagartance in
the light of the environmental challenges mentionedthe
present paper, there are many wayswhich the 14 steps of
alumni engagement can be made. The internatideshture as
well as the experience of universities outside Ruea
indicates that using online tools like websites)esvsletters,
social networks, can and will boost the number &fdgates
that participate to campus activities, volunteerfinancially
support their alma mater at reasonable costs éoutiversity.

.3. OBJECTIVES OF THE PAPER

Advancement and Support of Education among alumni

The present paper has the following objectives:

1. ldentify what are the main online facilities thae affered
by Romanian public and private universities forirthe
graduates.

2. ldentify whether Romanian universities use social
networks to keep in touch with their graduates, aat
are the main characteristics of social media usagerms
of “friends”, “likes”, “pages” or “group members”.

3. Present the case study of a Romanian alumni asisocia
that started the implementation of an alumni engeege
plan

4. METHODOLOGY

4.1. Methodology for identification of online
facilities for graduates and social networks
usage

For the achievement of the first objective of tmegent paper
the first author conducted an online search togethith

browsing the web pages of all 84 Romanian univiessithat
are either public or private, but all accreditedotder to better
scan for the presence of various online facilif@suniversity

graduates, the author used the search engine Gtmgkarch
for key words like “alumni, graduates, associatidafjether
with the name of the university. This way the auttvas able
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to also find alumni pages that were not included an
university’s web domain but still dedicated to gsduates.
The online search was carried out in December 2010.

Apart from offering various sections on their webnthin,
universities can communicate with their graduatgiagi main
social media networks, so the next objective dedtls social
media usage among Romanian higher education itistitu
From all the social networks that are currently duse
Romania, the authors chose Facebook and Linkedlnh&sr
current spread and continuous expanding number sefsu
While Facebook is mainly included in the “personeditegory

companies that need the specific expertise of thdugtes that
are part of the association.

Other initiatives that are rather isolated (onéwar universities
have them) are the inclusion of the Trendence BatenStudy
results in the alumni section, details about gegttione’s
diploma after graduation, Google map with the coastwhere
graduates that are part of the association aréddcand tourist
offers for graduates. Only one university includesection for
donations as well as causes that graduates copiiebgu

Table 1. Facilities for alumni offered by Romanian univeiest
that have an alumni section (36 universities).

of social networks, Linkedin is part of the “proemal”
networks. There were over 300.000 LinkedIn uselRomania
in October 2010, as well as ov&r700.000 Facebook users at

The section is fully| The sectionis | Can | contact the

the same date. The search was done using a pemmwint
and the “search” option of the social networks.sTart of the

research was also carried out in December 2010.

4.2.Case study methodology

All data needed to present the descriptive casdystuMas
gathered by both authors between November 2010 an

February 2011 and was obtained through the follgwin
Content analysis of documents of the Associatioyia®,

internal reports, media releases throughout thesyémom
1996 to 2011), reports written for the managemehnthe
Babes-Bolyai University, all website versions (#href them,

functional updated association/club?
YES for 23 YES for 14 YES for 24
universities universities universities
Graduates search Alumni news Photo gallery &
video
5 out of 36 8 out of 36 6 out of 36
(onein7 (onein4 (onein 6
d universities) universities) universities)
Testimonials & Association/club Forum
stories info
4 out of 36 (onein 2 7 out of 36
(onein9 universities) (onein5

universities) universities)

including the present one).

Conducted two semi structured interviews with tvidhe
founding members of the association. The quesfimrissed on
the initial moment of setting the association (back996), as

Subscription form | How many clicks | Career services
to reach the

subscription

well as the motivation of the members and vision tioe
association back then.

5. RESULTS AND INTERPRETATION

5.1. Alumni sections on universities’ websites
From the 84 universities that have been analyze@l,

universities have a special section for alumni bairt main
websites. Together with these universities, 4 mbigher

education institutions have alumni sections on Ifgcpages
without having a central section on the universitgbsite,
while another university explicitly includes alumni

form?

15 out of 36 2 clicks at 6 2 out of 36
(onein 2 universities (onein 18
universities) 3 clicks at 5 universities)
universities
4 clicks at 4
universities
Events for alumni Alumni Lists of graduates
publications
6 out of 36 2 out of 36 12 out of 36
(onein 6 (onein 18 (onein 3

universities) universities) universities)

communication among the responsibilities of theversity’s
career center. On the other hand, 43 universit@a® mothing
on their websites dedicated to their alumni (exdepin the
employability survey that many universities haveveleped
and conducted either online or offline). The aushdidn't take
into consideration the presence of a special seatio the
universities’ websites for the national projectnfrd&european
Funds that was initiated in the fall of 2010 by tMaistry of
Education and deals with the employability of certa
university graduates cohorts.

In terms of the presence of alumni communicaticstise on
the websites of public and private universities, @%blic
universities out of 56 do have an alumni sectiaughly 1 in 2
public universities has a special alumni sectionhile 7
private accredited universities out of 28 have lamai section
(1 in 4 private universities has a special alunegtisn) (see
table 1).

Apart from the facilities mentioned in table 1, theare some
associations that include among their plans am#isuch as
development of alumni clubs, alumni magazines, arare
services for graduates, alumni travel options, aluemvards for
students (mainly for academic performance), or samm
schools. One association states that it can offevices for

5.2.Social media usage

When it comes to Linkedln usage, 23 universitieseha

LinkedIn group. The biggest group has almost 30@dnirers,
while other groups that are created at the fadeltgl have less
than 20 members. The majority of these groupsrated and
managed by alumni.

Regarding Facebook, there are 69 universitiesdtatpresent
on Facebook through pages or groups. 48 univesditiee 10
or less pages, 15 universities have between 1058npages,
and 6 universities have over 50 pages. In term&o$, 23
universities have 50 fans or less, 15 universti@ge between
50 and 200 fans, 19 universities have between 2001800
fans, 8 universities have between 1000 and 20086, famd 4
universities have over 2000 fans. There are uniessthat
have as less as one page and fewer than 10 faiis, thh

biggest number of fans goes to over 8000 for onmdtoan
public university. 9 universities have more thanpbEges and
no more than 200 fans (with one university havingrenthan
50 pages and less than 100 fans).

As a graduate that didn’t keep in touch with théversity for
some time but willing to reconnect, only 1 in 2 dpates from
public universities can find an alumni section twe Dfficial
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website of the institution, while 1 in 4 graduafesm private
universities can do the same. While engaging aluosing
online platforms can be the easiest and cheapesgt afa
reconnecting with your graduates, these resultgcanel that
Romanian universities are not yet aware how helpifigiir
alumni can be in front of challenges that each éigiducation
institution has to face.

Regarding the characteristics like functionalitydanpdated
information, only 23 out of 36 universities have@npletely
functional section, while 14 universities have upda
information. These results indicate the lack oftoanty and
ongoing interest for the development and mainte@asfcan
alumni section. The people responsible may be @atag
other departments of the university and be unabohstantly
monitor and improve the website.

In terms of content, the most interesting resuttsie from the
observation that 5 out of 36 universities have “ipaduates
search” option while 12 universities have “lists grhduates”
on their websites. Considering the fact that thenest be a
functional database with enough information behitis
option, one can state that universities lack a reénéd
database with updated information about their guéehki In
addition, there is a lack of clear privacy optiansterms of
“who can contact who”, with the extreme situatiogifly the
publication of “lists of graduates” that containtnanly the
name and graduation year of some of the graduhtésalso
contact information, such as e-mails (two univasithad this
major privacy problem in December 2010). The chartbat
all graduates had willingly given their contactdration to
be published on a public website are small, ane eee should
be handled with great consideration.

Another interesting result in terms of web site teom is the
fact that only two thirds of the alumni associasitmubs/
departments have their complete contact informataline,
forcing the graduates to contact the faculty or timéversity
and ask for more specific information. Togetherhwiite fact
that more than half of the universities that havaibscription
form keep it more than 2 clicks away, one can dfadi¢ most
of the universities are trying to “hide” their alam
association/club/department rather than make itemasible
and easy to reach online.

While one in two universities have a descriptionitefalumni
structure, the rest of the content strongly refigbe “offline”
activity in the university that is alumni focusedne in four
universities have alumni news included, while ome six
universities have a photo gallery and an eventsiasedor
graduates. Only one in 18 universities have a patitin for
graduates (either print or online version), and taeer
services for graduates have the same occurreree rat
While universities don’t focus enough on their gratts at the
present time, the statistics revealed during thayais of the
presence of universities on social networks brimptlaer
aspect of the puzzle to the surface, namely thetffiat current
students and graduates have the need to affilegedon their
common academic background and feel the need tatecre
various sections like pages, profiles or groups smtial

presence on social networks (like Facebook) andsave the
fact that graduates can be easily and cheaply Hdicin this
environment and further engaged in various actsiti
Linkedin is not as popular as Facebook, and only 23
universities have a group on this social networith wnost of
these groups being created and administered bygrasl that
are not in constant contact with the alumni strrectaf the
university (sometimes this structure doesn’t evastg

5.3. Case study on Babes-Bolyai University Alumni
Association

5.3.1. University of Babes-Bolyai Alumni Association
background

Babes-Bolyai University Alumni Association was fal@&d on
the 19" of August, 1996, having 105 founding members, most
of them staff and faculty from UBB. In spite of thathusiasm
and perceived need to develop an alumni commuittigre are
small activity tracks for the period between 199&1 £003.
The year 2003 brought along certain changes irbtsd of
the association and a new executive secretaryecishociation
was appointed. He was the one involved in the obsribat
followed that year: the Association received aualsdentity
through a logo and a functional website, the numbeér
members grew from 105 to 171 and on th& a&April 2003
the boarding committee decided to change the giate
priorities of the organization, focusing more owmoting the
association in the local community, and also am&isB
graduates that were living outside Romania. Théepts that
were implemented in the period 2003-2006 while the
association had the previously mentioned structeee:

e Lectures held with and for university faculty anthff
together with other academic events such as opamaes or
conferences;

* In 2003 the association intended to raise privatel$ to
“support the university”, and the poor results weomsidered
to be the fault of the local companies that decidetito get
involved,;

¢ Another initiative came in 2003 and was relatedthe
creation of facilities for UBB graduates, like dismts at local
companies; a few graduates that had local busiseggeed to
offer discounts for the products and services thare
purchased by UBB graduates.

In terms of support from graduates & friends, UBBuAni
Association managed to raise donations from 30viddals as
well as companies; the amount didn’'t exceed 500® Euthe
mentioned period. More important than the amounthe
donations is the fact that around % of the donoes sill
friends and supporters of the university in 2011.

Regarding the management of the association, tee Hfoard
was appointed by the Rector of the Babes-Bolyaivehsity,
who was Mr. Andrei Marga, and it was formed maiulfy
teaching staff from the university. The changes rgnboard
members were quite small during 1996-2003, whenemor
members were replaced in the hope of a revitatinatif the
association’s activity. The year 2008 brought alampther

networks that can help them rememorize the academid"&or change in the board of the organization, e as the

experience. This affiliation and identification xeis illustrated
by the presence of almost 70 universities on Faaelttrough
various pages or groups. The great number of paghdittle
information on them and a small number of fans @un©o0)
indicate the fact that the need among studentgyeadluates is
not met by the alumni structure that should caeabfl this
enthusiasm and use it to fulfill strategic develemn
objectives. Seems more like universities have “kbdt their

replacement of the executive secretary. Apart fthem board
members of the association, each faculty was aisk2808 to
name an “alumni coordinator” that would be in cleangith

keeping in touch with the Association and work todgathe
attainment of its mission. All alumni coordinatavere named
by deans, and some were willing to try out theiwnmles

while some proved to be reluctant to the idea.
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5.3.2. Babes-Bolyai University Alumni Association mission

As per Bylaw of the Babes-Bolyai University Alumni
Association, the Association’s mission can be dtdte the
following manner:

The Babes-Bolyai Alumni Association is dedicated
promoting the Babes-Bolyai University bgonnectingwith
alumni, friends, and current students through oG,
scholarships and activities that create awarenedslayalty,
supportingthe ideals of the University.

5.3.3. Engaging alumni and faculty

The shift in activity that makes the subject of gresent case
study occurred in 2009 when the new executive &mgre
decided to team up with colleagues from Career @eanid the
later Fund Raising Office and restart the assami&iactivity.
The steps taken in 2009 were meant to build a gtron
foundation for the association’s activity keepindet
perspectives open for various later priorities amdo position
the association as a resource centre for the fasuind not a
competitor/ perceived extra obligation. Reliabletatbase
software was fundraised for at the beginning of®(0allows
keeping track of all graduates and communicatiatiatives)
and a new website was build. The team also focused
providing deans and alumni coordinators with useful
information about the association as well as cohdadnternal
survey regarding perception of alumni communicatitime
needs as well as professional plans of alumni doataks.
Based on the results of the internal survey, thentdecided to
approach the cooperation with faculties startinghwine dean
and one faculty and moving on to the next one whesults
were solid enough.

The cooperation with one faculty lead to the fir800 contacts
in the association’s database together with testimmgactivities
that were meant to engage alumni and studentsitie aflittle
resources both association and faculty had for them
“webinars” and alumni mentoring program. These vétttis
added extra contacts, but most importantly, greevttiist of
the faculty members in the importance of alumniagsgnent
and brought together graduates interested in stipgothe
faculty and its educational priorities. It also gawhe
association an “internal comeback” in terms of ativity
agenda and visibility among university faculty astdff. It also
attracted the first sponsors interested in supp®rtithe
association’s programs.

The webinars were held between March and June 291@,
weekly basis. The association managed to engagelest g

to

speakers from among UBB graduates who had relevan

experience for the covered topics and gathered rtizne 80

attendees from the faculty’'s students. The feedbaels

positive from all parts and the activity is to bermed on as a
permanent one in the association’s portfolio.

The alumni mentoring program was piloted at theeséaulty

in the first half of 2010 and the 12 pairs of mergtudent

obtained encouraging results, so the team dec@é&libch the
first edition of the program at a larger scale. Ti2egraduates
that decided to become mentors have contributed avier 150
hours of voluntarily work to the achievement of edijves

such as: guiding the student for writing the fipaper, helping
with the application process for an internatioradidarship or
a Master's program abroad, helping with CV writimed

interview preparation, work visits and free papation to

personal development training programs.

The association continued to develop its agendaesgadged
two more faculties in the alumni mentoring prograrhe first

edition of the program to cover the whole univgrsitas

launched in January 2011 with the target of 100torerand a

stronger internal promotion of the program as wadl the
association. There was an online platform develofpecthe
program, where students could choose their menfohe
database also grew to more than 2000 contactscthadl be
reached by e-mail. The number of association mesnipew to
600 and the graduates who subscribe to the welsiteorm is
constantly growing at the present moment, with ntbes 130
at the end of January 2011.

The website that was launched in the last part0df02offers
key functionalities to UBB students and graduatest thelp
them reconnect:

e A dedicated section for members, where graduates ca
search each other and access useful resourcesasumntent
of past webinars.

* An events calendar that is also available for membed
includes academic as well as recreational actsvitireing
organized on a permanent basis in each faculty BB @nd
open for alumni participation. This allows gradsatéo
reconnect with their faculties at low or no extsts for the
faculties and encourages graduates to login andsitrethe
website.

* The section dedicated to members also containsrdift
modules and widgets that help graduates build astseof
community” and encourage them to stay longer ontblesite:
an “alumni map”, “birthday calendar”, forum, etc.

e A special section describing the “alumni networkUB,
with contact data for each alumni coordinator aufey level.
Graduates need to find all contact information lie tsame
section, not having to chase it around.

The website and all other applications are openrcsgu
therefore used under an open license and with mohpsing
costs.

The relevant metrics for the website from tHe 6f January
2011 when the launching of “Mentor Alumni” program
occurred until 1% of February 2011 are: more than 5500
unique visitors from 62 countries who spent an agerof 3.5
minutes on the website, which is an increase of2e6 the
traffic rates compared to the previous period.
The numbers increased also on social networkshisgover
500 “friends” on Facebook and more than 1200 “likdhe
Association has also published the first numberitsf e-
newsletter in February 2011 dedicated to all UBBdgates.
The electronic publication is meant to “touch” ghaduates
and familiarize them with the association and tiheai of an
“active graduate” that reads news about his/heaatmter and

ay later support some of its initiatives.

he Association plans to have the first gift sadiibn among
graduates in the second half of 2011 and the céuske
supported as well as methods used will be decige bbased
on a preliminary evaluation of the association’iatyt and
results.

5.3.4. Main lessons from present case study

UBB Alumni Association was repositioned in 2009 as
resource centre for both UBB faculties and graduathe
cooperation with UBB faculties in order to develap alumni
engagement plan at the faculty level started witk €aculty
and expanded based on intermediate results. Theciasi®n
teamed up with the Career Centre and Fund Raidifige an
order to expand its first activities: alumni meirgr program
and online seminars. Both initiatives engage grafutngether
with students and bring them closer in an atterapdevelop
the sense of usefulness among graduates and oftgyod
example of implication to current students. Bothivéttes,
together with online modules on website and e-neftes! are
relatively inexpensive initiatives that can be domigh few
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initial human and financial resources. All prograans built to
allow student volunteers to help the team and addevto the
cause.

The association made the first steps from the fuaiding
cycle, still many have to be taken in order to prbpidentify

e Get everybody involved — bring student volunte&alk to
Career Centre/Fundraising office/marketing depantmeork
with people who would work with you and sponsordl wi
follow;

e Test all international recipes and write your own.

graduates’ needs and preferences and build a soligt e directions of research that the authors fsaexplore

communication plan. The internal communication aogport
still have a long way to go, but essential stepsehzeen taken
in terms of faculty engagement based on first pasiesults.

6. CONCLUSIONS AND FUTURE
DIRECTIONS OF RESEARCH

The present paper was meant to investigate whatharenain
online facilities that are offered by Romanian puband
private universities for their graduates and whetheversities
use social networks to keep in touch with theirdgetes.
Staying connected with higher education graduases lwing
many benefits for the universities,
communication has never been easier and cheapere e
plenty of open source resources as well as opetwaaf
communities that can support a small initiative nirche
university to turn into a solid community. Faceboakd
LinkedIn, as well as a dedicated page on the usityes web
domain are main instruments that higher educatistitutions
can use to attract their “lost” and “unengaged’natu at low
costs, as well as “compensate” for the initial lathhuman and
financial resources. The statistics that have beesaled in the
present paper indicate that universities are onwrge of
identifying the role of online tools in alumni coramcation
and have taken a few steps in the right directibermaging
their graduates. One can still encounter huge kastdlike
offering private information about one’s graduates a
visitors’ section of the website) but many univées have
made the step of building an association or sonmal lof
structure to deal with graduates and also builfitise elements
that indicate their interest in alumni engagemEelotwever, this

interest must be a genuine one, build not on eatern

requirements from governmental agencies or inteynak
evaluation bodies, but on purposeful objectivesvadl as
perceived and measured benefits.

The case study presented offered an insight ondfieps taken
by an alumni association in order to get from uraeegl
alumni and faculty staff to “active graduates” aimgolved
university employees.
principles in order to prepare UBB graduates fdiirst gift
solicitation.

Key elements to keep in mind when planning yourmelu
activity would be:

» Go where your graduates are — on Facebook, LinkedIn

etc. Use social networks to find alumni and pronyaterself

« Develop online services that are tailored to yaadgates’
needs — use open software and open licenses;

« Build on a solid model of engagement that fits ynaeds

and can be adapted to your circumstances like the o

presented in this paper;

» Get appropriate software to keep track to your aiyra
good database is vital,

* Build an internal communication plan — do you wengo
for all graduates and all faculties or maybe fans®f them?

and using anlin

The association applied feey k

are twofold: on one side, there is a great needstoveys
among Romanian universities that do have alumruicatons
and do try to engage their alumni on various atitisi All

international surveys and benchmark attempts atefully

compatible with our national institutions and Roman
environment. On the other side, there is an ineaseed to
identify factors that can have a positive as wsllaanegative
impact on alumni engagement in Romanian univessifighe
initiatives and strategic decisions made by aluomardinators
together with their colleagues from career centerany other
employee that has some responsibility in the afeallomni

communication need to be based on reliable datseatational
level as well as on examples of good practice acrtbe
country.
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