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Survey Overview

The Alumni Association, in conjunction with the University’s Office of Engagement, undertook in June 2009 a survey of alumni to compare to a similar survey conducted three years ago.  The goal of this survey was to gauge alumni’s current feeling about the University and compare alumni opinions with the prior survey in an effort to assess the effectiveness of the investment the University has made in the Office of Engagement and the Alumni Association to improve alumni engagement.  Both of these surveys focused on alumni from the five undergraduate schools and specifically excluded those alumni who attended graduate programs only.  

While the questions asked of alumni remained essentially constant, this survey differed from the prior survey in its methodology.  This survey was conducted online via an email solicitation while the prior survey was conducted telephonically.  The primary difference between the methodologies is one primarily of addressable alumni.  The University has approximately 131,732 undergraduate alumni.  Of this total, there are 91,593, or 70% with valid phone numbers in the Advance database and 64,672 or 49% with good email addresses.  The result is that almost 27,000 alumni that were part of the potential pool of those surveyed in the prior survey would not be addressable in this survey.  To make the two surveys more comparable, eAdvancement, our pooling vendor, used a weighting technique to reflect the proportions of the telephone population in the prior survey.

Invitations to participate in this survey were sent to 6,083 alumni.  This sample size was selected randomly from available email addresses.  25% of those contacted chose to participate.  Given this response rate, the survey provides a 95% confidence level plus or minus 2.5% on any result reported.

Another key difference is the selection of universities with which these results were compared.  In the prior survey, the comparable groups were composed of 33 large state and private universities.  This survey sought comparisons with more 12 aspirational universities.  While there were nine universities common in both pools, Carnegie Mellon, University of Michigan and Wake Forest were added and many smaller and/or less comparable institutions were dropped. The result, in comparative analysis, is that the results received in this survey are very competitive with the peer group and not the “over-the-top” scores that were posted in the last survey.

The key take-away from this survey as is that alumni continue to feel very positively about the University.  There are some areas that there are improvements and others where there are some declines.  More specifically:
Broad positive feelings about the University continue to be very strong.  
Personal feelings about the University are more of a mix when compared to the 2006 survey. Some better, some worse.
Alumni continue to identify more with the University and less so a specific school.  In fact, the identification with school has declined and identification with student group or team has increased.
Alumni continue to count on the existing communications vehicles, such as the Virginia Magazine and e-newsletters, for the majority of information about the University, and peer-to-peer information distribution has grown demonstrably over the past three years.
Alumni very much want to stay involved with the University and markedly more so compared to the prior survey
Alumni rated the University more favorable today than three years ago in serving their needs and interests.

The report provided by eAdvancement is attached as Attachment A.


Feelings about the University

Broad feelings about the University are measured with three questions:
How satisfied are you with the experience you had as an undergraduate at U.Va.?
How would you describe you overall feelings about U.Va. today? 
How likely would you be to recommend U.Va. to a prospective undergraduate?

For each of these questions, we compare the results from the two surveys.  On the question of satisfaction, there is some degradation in the overall results.
 (
The percentage of alumni feeling very satisfied declined from 80% in 2006 to 73% in 2009.  
Those feeling somewhat satisfied increased from 19% to 22%.
Overall, the combination of satisfaction scores declined from 99% to 95%, which continues to be at the high end of comparable universities.
)
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There is not much variance in these numbers by age group, but older alumni (those 36 years or more from graduation) reported a higher level of being very satisfied than those alumni who recently graduated, 77% versus 71%.  Men reported a higher satisfaction rate than women, but this can be attributed to older alumni are, by a large majority, men.  

Members of the Alumni Association reported higher satisfaction (82%) than non-members (67%).  Generally, those who feel less than very satisfied are more likely to feel they do not have a stake in the success and achievements of the University and feel that they needs are not met by the University.

Typical of the comments received from alumni about their overall feelings about the University is this from a 2006 alumna, “In general, I couldn't have been happier with my decision to go to UVA. I'm thoroughly convinced it is the best University in the world, and I'm incredibly lucky to have received an education there. The place is downright magical! I hope to stay connected as much as possible.”


Similarly, the ratings for the overall feelings of U.Va. declined a modest amount.
 (
Very positive feelings declined slightly from 70% to 68%.
Somewhat positive feelings declined even more slightly from 23% to 22%.
Overall, positive feelings about U.Va. declined from 93% to 90%, which may be viewed as statistically insignificant.
)


Current feelings do not vary by age group very much.  71% younger alumni feel very positive about the University today complimented at the other end of the age spectrum with older alumni coming in at 69%.  

Alumni Association members feel more positive about the University 75% to 64%.  And of course, those who feel they have a stake in the University’s success and their needs have been served feel much more positively 81% to 53% and 81% to 43% respectively.

Finally, for the comparison of those likely to recommend U.Va. to an aspiring undergraduate student, the trend was also slightly down.
 (
There was no change in those alumni who reported that they were very likely to recommend U.Va.  The percentage for both was 74%.
There was some fall off in the likely to recommend category from 21% in 2006 to 17% in 2009.
Overall, the rate dropped from 95% to 91%, which can also be considered a wash statistically.
)
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Younger alumni are only slightly more likely to recommend the University than older alumni.  From individual comments, this is likely because older alumni are more aware of the difficulty in gaining admissions to the University than are younger alumni and they are hesitant to make a big effort when they feel the likelihood of a candidate’s acceptance is low.  A typical comment around this concern came from a 1989 alumnus, “The main challenge I have with recommending UVa to prospective students is that I have yet to meet someone from California who has been successfully admitted.  Consequently, I tend not to promote UVa heavily when speaking (generally to the Parents) about potential colleges.”

There is a derivative measure that helps in understanding broad alumni feelings: “the net promoter”.  The calculus is relatively simple: the percentage of alumni who report that they are not likely to recommend the University is subtracted from those who are very likely.  The resultant percentage is defined as the net promoter.  The net promoter rate from the 2009 survey is 65%.  This compares to a 69% ratio in the 2006 survey.  However, when compared to the aspirational peer group, the University scored higher than any of the other 12 institutions.  Comparative scores for the other two broad measures discussed earlier are also included in this graph.
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Broad measurements can often be too simplistic, so it is quite useful to drill down by asking additional questions that measure various aspects of alumni personal feelings about the University.   To do this, the survey asked another level of questions: “How do you feel…
Pride in your U.Va. degree
U.Va. values its alumni
An emotional connection to U.Va.
U.Va. is part of who you are
You have a stake in U.Va.’s success and achievements
You are still a part of the U.Va. community
You only hear from U.Va. when it’s asking for money”

The results from this recent survey vary depending on the question with pride in the UV.A. degree rating the highest and the development question the lowest.  
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When these results are compared with similar questions in the 2006 survey, the results are similar in four of the categories, but some key responses have declined somewhat.
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Younger alumni seem somewhat less enthused about their degree than older alumni.  84% of alumni who graduated 35 years ago or more take great pride in their degree.  This declines 79% of younger alumni (1-5 years out), but interestingly, 86% of alumni who graduated 6-10 years out take great pride in their degree.  Those who are more engaged with the University in some aspect take greater pride in their degree than those who are not.  As an example, 86% of Alumni Association members take great pride compared to 77% of non-members.

Probably not surprisingly, younger alumni feel more part of the University community than older alumni do.  The scores here range from a high of 63% of alumni 1-5 years out feeling part of the community compared to 41% of older alumni.  Men feel more part of the community than women do, 47% to 39%.

When these personal feelings are compared with the pool of 12 other institutions, we see the following:
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One new question asked in the survey was about how well alumni felt the University valued them.  It is notable that this result, when compared to the comparable pool was higher than any.  This may be due, in part, to the efforts of the Office of Engagement and the revitalization of the UVaClubs as well as the Alumni Association’s efforts with enhanced Reunion, online communications and capabilities and other engagement activities.  This is evident across all age groups with older alumni coming in slightly higher.  The alumni responses also compared very favorably with the other institutions in emotional connection, pride in degree, the University being part of whom alumni are.  The degree to which alumni feel that the University only contacts them about money is similar to the last survey and about average compared to the comparable group.  Younger alumni seem to be more sensitive to this than older alumni.

There are two areas of concern among the above measures which may implications for our development efforts.  It follows that those alumni who feel connected to the University are likely to feel better about their degree and be net promoters.  Alumni that feel they are part of the University community and/or those who feel that they have a stake in the University’s success and achievements are more likely to be those alumni who donate to the University.  In these two measurements, the alumni responses were not as positive as the other measures when compared to the peer group.  This may be an anomaly, but it is worth watching.  
 (
The survey did drill down a bit more deeply to explore this connection, and, not surprisingly, there is a strong relationship between those who feel connected (stake in the University/part of the community) those who are our best donors.
)
 (
Clearly those alumni who feel they have a stake in the University’s success and/or feel they are a part of the University community are much more likely to have overall positive feelings, be net promoters of the University and are almost twice as likely to be donors.
) (
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This also applies further upstream for students.  It follows that students who are more engaged during their undergraduate years are the most likely to be the strongest supports of the University and the most loyal alumni.
 (
Specifically, those alumni who responded that they were very satisfied with their undergraduate experience are more than twice as likely to have very positive overall feeling about the University, over four times as likely to be a net promoter of the University and almost twice as likely to be a donor.
This is the part of the rationale for the strong student engagement activities by both the Office of Student Affairs and the Alumni Association.
)                                                                                    (
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Both this survey and the one three years ago delved into the question of the identity of the University and its various segments.  In terms of the alumni identification with the institution, the survey provided a list of schools, student activities, departments, and the University to determine with which the alumni most closely identified.  The 2009 survey differed from the 2006 survey in that two additional categories, graduating class and student organization/team were added to the mix.
 (
Both in this survey and the last one, the University continues to be the entity with which the largest portion of alumni identifies. The percentage in 2009 of 66% is down from the 2006 survey in large part, because of the introduction of the two additional choices.   Student group and graduating class accounted for 15% of the responses compared to zero in the prior survey.
Similarly, identification of school or 
)
 (
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department was impacted to some extent by the two new categories.  Where school and department combined for 25% of responses in the previous survey, the current tally is only 16%.
Regardless, it is fair to say that the majority of alumni identify first and foremost with the University.  Student activities come in a clear second.    It may be worthwhile to review this information with the current efforts of each individual school to create their own brand identity.  There is an age
) (
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bias to this analysis.  Older alumni tend to identify more with the University at 70% compared to younger alumni at 48%.  Twenty-one percent of younger alumni identify with a student organization or team.  About 10% of students identify with their school and this remains consistent across age groups.  Men identify with the University more than women (70% vs. 63%) and women identify with their department or major more than men (8% vs. 3%).


Current Engagement

A number of questions in the survey were asked to determine the current level of interest in and engagement with the University.  These questions focused on how alumni keep informed about the University, how often they hear about the University and from whom, visit Charlottesville and/or the University’s various online sites or commercial sites with University-related topics, attend alumni events and so on.

The University seems to be doing a good job getting information our about the University.  A large majority of alumni get their news and information about the University through printed magazines and email.  There is an inverse relationship between the age of the alumni and their preference for printed publications.  Ninety-four percent of older alumni prefer to receive printed magazines and material compared to 73% of our youngest alumni.  Conversely, younger alumni prefer email newsletters and online networks, although the printed information continues to be the most consumed information.  An interesting trend that bears watching is that 71% of younger alumni get their information about the University from friends, students and other alumni compared to 42% of older alumni.

The net here is that push communications continues to be the most effective in reaching our alumni.  Push communications includes the University of Virginia Magazine, other magazines and publications from the University and schools, and emails, e-newsletters and standard US Mail.  We are not to the point as yet, although the trends are changing, where we can passively rely on our alumni to come to our websites and online networks and have them “pull” information about the University.                                           
 (
The other key trend is the amount of peer-to-peer communications, particularly among younger alumni.  This can be an important communications channel for alumni engagement and one that must be further understood to be used to maximum effectiveness.
The overall results concerning our communication channels are shown in this graph.
) (
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In an effort to understand how alumni prefer to engage with the University, alumni were asked about a variety of engagement activities that they have done over the past year.
Two-thirds of those surveyed indicated that they had visited the University’s websites and over half have visited Charlottesville.  There is a marked difference between age groups, with younger alumni scoring significantly higher than older alumni in both of these categories.  Similarly, younger alumni got together more frequently with affiliated groups, 

 (
visited an online  network related to the University and volunteered.  In fact, 45% of alumni who graduated within the last 10 years said that they had joined or used a U.Va. group or page on a social networking site.  Overall, men participated more frequently than women by a 55% to 45% margin.
)[image: ]

One other dimension of engagement measurement is the frequency in which alumni mention the University in a conversation.  While this is self-reported and, therefore not completely accurate, it is clear that the University enjoys substantial mind share with our alumni.  Ninety-three percent of younger alumni say that they have mentioned the 
 (
University at least once in the past month.  That number declines to 82% of older alumni, but this is still a significant percentage of those surveyed.  It will be obvious that the more engaged the alumnus/a is, the more frequently they mention the University.
)                                                                           
                                                                          [image: ]



Staying Involved

Finally, alumni taking this survey were asked how they would prefer to stay involved with the University.  Eight ways to stay involved were identified and multiple responses were accepted.  Accordingly, each proffered event can be viewed independently.

 (
Ways to Stay Involved
47%
52%
24%
26%
28%
16%
29%
13%
Grounds news
Online access
Socialize/network
Intellectual
Sports
Students
Career
Volunteer
0%
20%
40%
60%
80%
100%
 Very interested  
 Somewhat interested
95%
63%
69%
71%
71%
79%
84%
88%
)
From the responses, it is clear that alumni want to stay abreast of news from the University through the University of Virginia Magazine and similar publications.  There is no meaningful difference in this desire among the various age groups of alumni or, interestingly, between engaged and unengaged alumni.

What is particularly noteworthy is alumni interest to online databases and other resources provided by the University.  This is a universal desire among all age groups and engaged/unengaged alumni.  And it is the strongest of the eight attributes measured with 52% of respondents indicating a strong desire for this access.   “Improvement of access to UVA resources, particularly on-line access for research, academic growth, etc.... seems to be a very cost effective way to improve alumni's connectivity to the school,” from an ’86 alumnus is typical of comments received.  Alumni are very interested in events with an educational, intellectual and/or cultural focus and this is constant across engaged and unengaged alumni and ranked higher in interest among younger alumni and alumnae.  They would appear to be a significant upside opportunity for the University’s engagement effort if better access and more events focused in this area.

As one would expect with alumni from the University, there continues to be a strong interest in socializing and networking.  This has increased significantly since the last survey when only 72% were very and somewhat interested compared to this survey with 84%.  Younger alumni and women tend to drive this trend with 91% of them responding positively compared to 71% for alumni who graduated more than 35 years ago.  Networking, particularly job networking seems to be driving this as younger alumni also expressed strong interest in Job and career services.

Activities centered on sporting events continues to rank highly, and similar to the levels in the last survey.  The cross tabulation information shows that this is driven by younger alumni and men.  Unengaged alumni tend to be more blasé about sporting events than engaged alumni suggesting that for some segment of alumni, sporting events are good engagement tools.  It should be noted that many open ended comments expressed strong emotions about the Athletic Department’s decision to implement a reseating policy in Scott Stadium.  Comments typical of this concern include, “The new donation policy for football tickets has kept me and most of my friends away after 20 years of attending every home game.”  

Maybe the more perplexing results center around alumni interest in engaging with students and volunteering for the University.  While over 50% of alumni stated an interest in this, only a small percentage, 16% and 13% respectively, felt strongly about it.  In both cases, alumni who graduated within that last five years indicated the highest interest and then it dropped off substantially as alumni got older.  

Given the alumni desires on how they would like to stay engaged and involved with the University, how is the University doing in meeting their needs?  Generally, the University’s performance lines up well with the alumni level of interest with an overall rating of 75% good to excellent.  The specifics range from the high of 81% good to excellent ratings for providing alumni with news from the grounds to a low of 44% good to excellent ratings for providing ways for alumni to get involved with current or prospective students.
                      (
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These ratings are an improvement over the University’s performance in the last survey.  In all but one category, the University was rated higher in providing ways to stay involved that in 2006.
 (
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This is encouraging and shows that our engagement efforts over the past three years are bearing fruit.  However, it is important to understand where more effort is needed.  A gap analysis between how alumni would like to participate with the University and how the University is doing to fill these needs is important.  When comparing the alumni’s desired method of engagement with how well the University is providing them, one notes some significant differences.

                   [image: ]

By identifying the largest gaps between desired and provided engagement methods, the University can prioritize engagement efforts.  The largest gap between desired and provided is online access.  Currently, the University provides online presence with the University’s web page (www.virginia.edu) and its thousands to linked pages, the Alumni Association website (www.alumni.virginia.edu), and HoosOnline, with an alumni directory, an alumni social network, career resources, research library (limited to the ProQuest database) and recently Vmail, and email for life product based on Google’s Gmail.  Alumni indicate that they would like expanded access, particularly to the Library’s 300+ databases that they used as students.  Comments such as, “The worst thing that happened as a graduate was when I was restricted from accessing the graduate database to only 20 people a day,” are typical of what alumni wrote into the survey.  

And it is not just the Library databases in which the alumni are interested.  For example, a 1980 alumnus suggested, “Given modern technology, there is no end of things that the University could do to enliven and enrich the lives of its alumni.  The key is to disconnect from the fee-for-service mentality.  For example, I'd love o hear introductory lectures online from professors in fields that I had absolutely nothing to do with as an undergraduate.  If those were made available at no charge to alumni, it would foster a real sense that the University values its alumni as intellectual beings rather than as checkbooks.”  Another added, “Improvement of access to UVA resources, particularly on-line access for research, academic growth, etc.... seems to be a very cost effective way to improve alumni's connectivity to the school.  It would also provide a forum for alumni contribution to the intellectual discourse of the school.”  A focus on improving availability and access to the University’s vast array of intellectual resources appears to be a meaningful way to reach more alumni.  This will also help address the gap between the desire for intellectual endeavors and what the University provides.  One other demographic point here, the younger the alumnus/a, the lower they rate the University in providing online access and resources.  This is important because as the average age of the alumni population continues to get younger, this will become an increasing important issue.

[image: ]The next largest gap is that between the desire for and the provision of ways for alumni to get involved with current and prospective students.  Fifty-six percent of all respondents felt that the University was doing an only fair to poor job of this and this feeling skewed towards younger alumni.  It seems that most of this dissatisfaction centered on a desire by alumni to be involved to some extent in both career advising and the admission process.  Comments such as this from a 1987 alumnus are typical, “I am interested in getting involved with career help for recent or soon to be graduates.  I am interested in helping prospective students from my area learn about UVa.  I am open to productive ways to volunteer.”  These are areas that are being addressed through the UCAN and HoosOnline programs for career assistance and the Virginia Alumni Admissions Network (VAAN) effort out of the joint efforts of the Admission Office, the Office of Engagement and the Alumni Association.  All of these programs should be accelerated and better marketed so that alumni know how to participate.
 (
Engagement provided by both sport and onGrounds news seems to be well done and matched to the alumni needs.  Opportunity exists to improve alumni engagement in the area mentioned above as well as in the social/networking and career services areas.  Continued attention on these areas, while not diminishing the effective areas is necessary to narrow the gaps between how alumni prefer to be engaged and how the University is meeting those needs. 
)
















Finally, there were 473 alumni (or a bit over 30%) who provided comments in addition to completing the standard part of the survey.  The comments were rich and varied and some themes emerged that we not part of this survey, but are well worth mentioning.
There were 50 comments about admissions to the University.  As might be expected, these were primarily critical in nature.  Many from Northern Virginia alumni commented on the inability of exceptional students from that region not being admitted.  Other in-state alumni complained about the University offering too many openings to out-of-state students, while out-of-state alumni felt that University should do a better job admitting legacies.  There is a growing awareness in the out-of-state alumni community that as the University works to increase international enrollment, this comes at the expense of out-of-state openings and they are not pleased.
There is continuing displeasure about the Athletic Department’s decision to change the seating policy at Scott Stadium, among other things.  Clearly winning seasons in both football and basketball would mute some of these issues.
There were numerous complaints from alumni about the University’s approach to fund raising.  These ranged from too many emails, mail and phone calls to confusion on how to give.  Many alumni fell that they only hear from the University through solicitations.  A typical response came from the 1969 alumnus, “It seems that every contact from UVA is fund raising motivated. There always is a pledge card or request for money.”
There continues to be a small, but vocal contingent of alumni who are angry about the treatment of the Pep Band.  A 2001 alumna wrote in, “I was a member of the student-run Virginia Pep Band (before the marching band), and being a part of that group defined my college experience, and cemented my ongoing friendships since graduation.  It is a shame that the Pep Band is not allowed to play in any capacity on grounds anymore, even at the events the marching band doesn't attend.  I'm sad that new Hoos will not have the Pep Band experience, as part of a tradition of unique, student-run organizations.”
There were numerous comments about UVaClubs.  Some were critical, some provided good suggestions and some recognized that there has been a great deal of effort in this area by the University and they are generally appreciative.
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