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•Alumni Business Contact Information 

•New Donor Identification/Acquisition 

•Mass Stewardship 

Alumni Association Impact on Fundraising 
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For UI graduates … 
 

a Life Member is 

19 times more likely 
to be a Presidents Council member 

than a non-Life Member. 

Alumni Association Impact on Fundraising 
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Engagement Pyramid 

Page 7 



1. Impact on Fundraising 

2. Alumni Market Data 

3. Benchmarking & Resources 

4. Metrics 

5. Mission, Strategy & Leadership 

Page 8 



UI Alumni Demographics 

Page 9 



Campus Alumni Demographics 
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 2002 PAID 
MEMBERS 

ADDRESSABLE 
GRADS 

% PAID 
MEMBERS 

REVENUES EXPENSES 

1 PENN STATE 129,921 429,333 30.3% $8,160,501 $6,658,771 

2 OHIO STATE 109,243 326,308 33.5% $3,924,856 $6,904,189 

3 MICHIGAN 101,497 420,000 24.2% $8,997,000 $7,862,000 

4 U OF I 99,552 445,393 22.4% $7,688,440 $6,678,051 

5 INDIANA 85,327 389,419 21.9% $7,967,249 $6,796,362 

6 PURDUE 63,685 295,409 21.6% $3,163,122 $3,109,166 

7 IOWA 50,114 243,741 20.6% $2,633,779 $3,308,124 

8 WISCONSIN 40,465 286,794 14.1% $3,633,917 $3,975,090 

9 MICH STATE 35,938 346,508 10.4% $4,135,976 $3,824,000 

10 MINNESOTA 27,282 292,578 9.3% $4,831,220 $4,715,575 

11 NEBRASKA 24,499 145,100 16.9% $3,194,259 $3,055,006 

Sources: IRS 990 and Council of Alumni Association Executives Annual Survey 
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 2011 PAID 
MEMBERS 

ADDRESSABLE 
GRADS 

% PAID 
MEMBERS 

REVENUES EXPENSES 

1 PENN STATE 127,720 554,787 23.0% $9,998,961 $8,103,465 

2 OHIO STATE 108,000 493,890 21.9% $7,883,926 $8,175,568 

3 MICHIGAN 94,690 498,000 19.0% $15,146,416 $11,268,612 

4 U OF I 92,786 626,400 14.8% $7,278,186 $6,833,366 

ILLINOIS 74,160 418,052 17.7% -- -- 

5 INDIANA 57,671 540,200 10.7% $8,301,316 $7,091,224 

6 PURDUE 55,072 388,096 14.2% $4,414,752 $4,478,058 

7 IOWA 51,179 260,363 19.7% $3,639,445 $3,472,004 

8 MINNESOTA 37,305 393,266 9.5% $3,001,839 $4,115,858 

9 WISCONSIN 31,524 356,364 8.8% $5,111,775 $5,147,164 

10 NEBRASKA 24,082 171,684 14.0% $3,083,166 $2,660,956 

Sources: IRS 990; Council of Alumni Association Executives Annual Survey; UIAA Mbr Counts 
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Alumni Relations Metrics Sources and Uses of Funds 
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Connectivity 
• Scalable information technologies 
• UI Alumni Network 

 
Engagement 

• Membership 
• Alumni groups 
• Events 
• Communications and Marketing 

Metrics for Alumni Relations 
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Advocacy 
• Advocate recruitment 
• Campaign results 

 
Leadership 

• Alumni boards 
• Trustee selection input 
• Awards and recognition 

 
Fiscal Responsibility 

• Revenues and Expenses 
• Net Assets 

Metrics for Alumni Relations 
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Mission and Strategy 

Mission 
• United Action 
• Leadership 

 
Strategy 

• Life cycle approach to alumni relationships 
• Mass market mentality 
• Alumni-centric methodologies and messaging 

  (Networking, achievement, history & tradition) 
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Meet Our New Leadership 

MARK FILIP 
Chairman 

BILL STRATTON 
Vice Chairman 

UNIVERSITY OF ILLINOIS ALUMNI ASSOCIATION 
Building Relationships for Life 
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