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TASK  FORCE  INTERIM  REPORT  

Introduction 
 

In an effort to address the declining dues-paying membership in the UMSL 

Alumni Association, research was conducted in the fall of 2013 to learn 

how peer and aspirational universities are addressing this issue within 
their own alumni associations.   

 

In addition to researching programs at these universities, published 

research on alumni association membership and sustainable funding 
models was reviewed with portions of that research presented in this 

interim report as an introduction to a review of our findings.   
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MEMBERSHIP MODELS 

Definitions 
Currently, there are two membership models being followed in Ameri-

can public universities: 

 

The Membership Dues Model 

Alumni elect to pay annual or life member dues in exchange for 

a set of benefits and privileges not available to non-members. 

The Inclusive Membership Model 

All alumni, by virtue of their degree, have equal access to the 

same set of programs and services. 

 

The Pros and Cons—simplified 

Membership 

Dues Pros 

Membership 

Dues Cons 

Inclusive 

Pros 

Inclusive Cons 

Generates annu-

al revenue in the 

form of dues 

Members may think 

they are donating to 

the university when 

they join the auton-

omous alumni asso-

ciation 

No confusion 

with the uni-

versity’s an-

nual fund 

appeal 

Removes poten-

tially significant 

revenue stream 

from the balance 

sheet. 

Members feel a 

sense of exclu-

sivity or privilege 

Non-members re-

sent paying a fee for 

benefits they think 

should be free 

(library access, dis-

counts, merchan-

dise, publications) 

Creates the 

sense that the 

association 

has something 

of relevance 

to all alumni. 

Alumni are not 

aware of the 

alumni associa-

tion or of their 

“membership” in 

it. 

Cyclical mem-

bership renewal 

process places 

the university 

and/or associa-

tion in front of 

constituents on 

regular basis 

Membership mar-

keting effort can 

leave non-members 

with a negative 

feeling toward the 

university and/or 

the association. 

Significant 

cost and staff 

time is saved 

on marketing 

and admin-

istration of 

separate 

membership 

and benefits 

program 

  

Information on pages 4-5 is attributed to the article:  
Alumni Futures: Andy Shaindlin 

Ideas, Trends & New Directions in Advancement: 23 
June 2010 
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National Trends 
Both private and public universities are recognizing the need for private 

support and reevaluating membership models as state and federal re-

sources decline and educational costs rise. 

 

 The right model typically emerges from an association’s strategic 

plan goals, long-term thinking, buy-in from all institutional and asso-

ciation levels internally and externally, and alumni feedback through 

surveys.  

 

 Trends include universal membership, which emphasizes engage-

ment rather than dollars through free services and stratified bene-

fits based on additional levels of support, in an inclusive environ-

ment, beginning with student membership.  

 

 Student fee models begin fostering lifetime commitment. Some in-

stitutions have moved to university- or advancement-funded associ-

ation models (without membership fees). Emerging hybrid models 

include those that bring in additional revenue through sponsorships 

and entrepreneurial efforts.  

MEMBERSHIP MODELS 

Alumni Futures: Andy Shaindlin – Ideas, Trends & New Directions in Advancement: 23 June 2010 
The Napa Group: Trends and Best Practices in Alumni Associations 
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FUNDING MODELS 

The Napa Group sponsored an extensive study on Alumni Association 

Funding Models to address the trends in alumni associations throughout 

the United States examining their own membership and funding models 

in order to create more sustainable and effective alumni engagement at 

their respective institutions.  

 

Key Findings 
 

 The traditional independence of alumni associations at 

many universities is changing. While many continue as dues-

paying organizations and hold their 501c3 status, they also are stra-

tegically creating alignment with institutional leadership, develop-

ment, and other parts of the advancement operation to increase the 

broader goal – alumni “engagement” with their institutions. 

“Interdependence” rather than traditional “independence” is a com-

mon theme. Silos are breaking down for the good of the whole.  

 

 The causes for these changes are many, including two key 

trends: 

 dues often no longer cover the costs of delivering effective 

alumni relations 

 support from university budgets, though increasingly im-

portant to delivering alumni programs, is in some cases 

declining or holding steady at the same time that the alum-

ni population is growing. Further, other traditional income 

sources, such as affinity partnerships (corporate credit 

card programs) are also disappearing, and alumni associa-

tions are taking a new look at more varied sources of in-

come.  

 

 Perhaps most significantly, this is driving alumni relations 

offices toward a more strategic focus on priority-setting 

based on  

 creating and articulating value 

 positioning for relevancy 

 ensuring ROI as defined by the interests of alumni in each 

institution.  

Information on pages 6-11 is attributed to research and analysis performed by   
The Napa Group (www.napagroup.com)  

Trends and Best Practices in Alumni Associations and Alumni Association Funding Models:  
Summary Findings from 20 Universities 



Page 7 

 

 As a result, associations are adopting a more sophisticated 

market-driven focus to  

 understand what alumni need and want in their relation-

ship with alma mater and  

 connect alumni programming more closely to institutional 

priorities.  

 

 There is no “one size fits all” for alumni programming or 

funding. Yet alumni offices are setting priorities and delivering 

services to their broad constituencies through a smart blend of high

-tech and high-touch activities. In the process, they are considering 

opportunities for innovation as well as traditional activities they 

must “stop doing.”  

 

 Metrics matter. Alumni relations is increasingly being defined as 

part of the “engagement funnel,” the entry point in a lifecycle of 

activities (beginning with students) and ideally converting engage-

ment to giving.  

 

 The umbrella theme that unites all these activities is “the 

case for investment” – sustainable funding for alumni rela-

tions. The common denominator for success is a thorough under-

standing at the university level of the importance of the role of 

alumni relations and the ability of the alumni relations organization 

to make itself relevant not only to the colleges and other parts of 

the university but also to the rest of the advancement team and the 

broader alumni body.  

 

FUNDING MODELS 

The Napa Group: Alumni Association Funding Models: Summary Findings from 20 Universities  
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FUNDING MODELS 

Themes and Trends from the Study 

 

 Dues-paying alumni association are relying less on dues to 

fund their activities. Certain associations have taken steps re-

cently to change their funding models. The most recent example is 

the University of Illinois Alumni Association. In addition, University 

of Central Florida is moving from a successful dues-pay model to 

funding by the UCF Foundation for mutual benefit – to minimize 

direct competition with fundraising, become more inclusive with 

the rest of the university, expand foundation outreach to the en-

tire alumni base, and increase focus on building affinity and engage-

ment with all alumni. Other associations express the concern that 

emphasis on dues undervalues engagement and that alumni are 

confused about the differences between dues and giving as part of 

their association or institutional support.  

 

 Certain well-established public institutions with robust 

alumni associations focus on engaging all alumni and con-

duct this outreach at the same time that they have strong 

success with a membership-dues structure – including Penn 

State, Oregon State, Missouri, Kentucky and the University of Vir-

ginia. They believe this approach provides more stability, autono-

my, and leverage. While retaining its independent status, for exam-

ple, the UVA Alumni Association collaborates with central devel-

opment’s Office of Engagement in several areas for mutual benefit, 

including regularly updating contact reports.  

 

 A wide range of funding sources support alumni relations, 

depending on the institutional history, culture, and struc-

ture – primarily dues, institutional support, affinity programs, do-

nations/gifts, events, and conference center income.  

 

 Several alumni associations have built endowments from 

membership dues, especially lifetime memberships, and 

rely on that income for operating expenses. Increasingly 

they are adding dedicated fundraisers to their own operations to 
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FUNDING MODELS 
build their own revenue-generating programs that are different 

from those in the development office (such as association-funded 

student scholarships or overall endowment growth for various 

programs and needs). Others say they are considering short-term 

or one-time endowment campaigns to build a firm funding base for 

services in demand.  

 

 Because of reductions in funding, participants at alumni 

and parent events are increasingly being asked to pay 

nominal fees.  

 

 
Current funding mechanisms at public universities in the 

above mentioned study include: 

 

 Primarily membership dues (annual and lifetime) 

 University of Missouri – Columbia 

 Oakland University 

 University of Florida 

 Penn State University 

 Ohio State University 

 Fees-for-services rendered 

 North Dakota State University (non-dues paying) 

 Primarily or solely institutionally funded/in transition 

 George Washington University 

 Foundation funded 

 University of Central Florida 

 University of Tennessee 

 Alumni gifts 

 University of Illinois 

 Blended Sources 

 University of California – Los Angeles 

 Oregon State University 

 University of Virginia 

 Chico State University 

 University of Kentucky 
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ORGANIZATIONAL STRUCTURE AND INTEGRATION 

Alumni associations typically fit in one of three categories with respect 

to their organization and relationship to the university: 

 Dependent 

 Interdependent 

 Independent. 

These structures are shifting as funding resources become more critical 

and as associations are rebranding themselves and reevaluating their 

mission, vision, and value proposition for the 21st century.  

 

Historically independent associations, such as Ohio State, are becoming 

more interdependent with their institutions, to strengthen their collabo-

ration with alumni and the university, to leverage their value with the 

rest of the institution and its priorities, and to develop more sustainable 

support for their activities through additional institutional resources.  

 

At the same time, associations are reevaluating the mission and out-

come of alumni relations. At Missouri, the association’s mission state-

ment focuses on “time and talent” – “Support alumni in giving time and 

talent to the university.” At George Washington University, the mission 

also encompasses “treasure” – “Encourage alumni, gather the voice of 

alumni, cultivate philanthropy.”  

 

 Increasingly alumni relations and development are viewed 

as part of the same relationship-building spectrum, not as 

disconnected activities. Once deliberately separate, there is a 

greater appreciation of each other’s contributions to the whole and 

respect for the activities. In fact, the traditional terms “friendraiser” 

and “fundraiser” are thought to be outdated terms but the concept 

of not confusing alumni relations as strictly a fundraising function is 

recognized as very important.  
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ORGANIZATIONAL STRUCTURE AND INTEGRATION 

 How advancement offices distinguish the function varies. 

At Lehigh, the alumni program is focused on engagement – recruit-

ing and building – and annual fund discovery. At UCLA, at the oth-

er end of the continuum, major gift fundraisers also make sure that 

donors join the alumni association, if they are not members, as 

part of the lifetime value of these relationships. At Penn State, 

there is a high correlation between association membership and 

giving to the university – in 2008-09, alumni contributed one-third 

of the total gifts to the university and of that group, 36% were 

members of the alumni association. In these examples, association 

membership is purposeful – alumni are cultivated as part of an 

overall collaborative strategy with development and as one of the 

first steps in ongoing affinity to the institution itself. This has 

caused these organizations to align their activities for greater col-

laboration and interdependence.  

 

 At many institutions, the alumni association or alumni 

relations and development report to the same person – 

for example at UCLA, Penn State, GWU, UTAA, Lehigh, Mills, and 

Missouri. This is seen as an opportunity to leverage a lifecycle of 

relationships and, ultimately, financial support to the institution.  

 

 Restructuring advancement offices is leading to broader 

collaboration among development, communications, and 

alumni relations and is accompanied by access to more 

sustained funding for alumni associations. Sometimes this is 

not structural but rather built on strong internal relationships. 
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UMSL STUDY OF PEER AND ASPIRATIONAL INSTITUTIONS  

The table to the right represents only 3 points of information for each 

institution.  Other information reviewed includes: 

 

 History of the association 

 Membership history 

 Key programs of the Association 

 Whether or not the Association publishes an annual report 

 Benefits offered for membership 

 Where assets are invested (university, university foundation, inde-

pendent) 

 Alumni staff size 

 Governance (board, board size and structure) 

 

The institutions designated with an asterisk most closely align with 

UMSL in institutional history, category of university and/or student and 

alumni demographics. These universities were selected for further study. 



University Mem-

bership 

Model 

Sustainable Funding 

Model 
Alumni 

population 

University of Massachusetts at 

Amherst 
Inclusive Alumni gift invest-

ments 
235,000 

Cal State Monterey Bay Inclusive Alumni gift invest-

ments 
Established 

1994 
(# not 

found) 
Old Dominion University Inclusive Blended sources 120,000 

Ohio University Inclusive Blended sources 200,000 

Western Illinois University Inclusive Alumni gift invest-

ments 
115,000 

Southern Illinois University Ed-

wardsville * 
Inclusive Student graduation 

fee 
90,000 

Missouri State University Inclusive Blended sources 100,000 

Metropolitan State University of 

Denver 
Inclusive Blended sources 70,000 

The New School Inclusive Blended sources 60,000 

Cleveland State University Inclusive Blended sources 90,000 

University of Colorado Boulder 

* 
Inclusive Student Fee 

Alumni gift invest-

ments 

230,000 

University of Houston Inclusive Blended sources in-

cluding Alumni gift 

investments 

224,000 

University of North Carolina 

Charlotte 
Inclusive Blended Sources 

Alumni gift invest-

ments 

100,000 

Temple University Inclusive Blended Sources 285,000 

Wayne State University Inclusive Blended Sources 

(affinities) 
245,000 

Portland State University * Inclusive Blended Sources 150,000 

University of Central Florida* Inclusive Blended Sources 175,000 

Rutgers University Inclusive Blended Sources 350,000 

University of Georgia Inclusive Alumni gift invest-

ments 
280,000 

University of Illinois Inclusive  Alumni gift invest-

ments 
Endowment income 

680,000 
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THE INTERVIEWS 

 

University 1 

 

When did your university adopt and execute the inclusive 

membership model? 

 2008 

What led to this decision? 

They spent so much time trying to solicit memberships as op-

posed to developing relationships with alumni and creating en-

gagement opportunities They were spending $600-700K on 

mailing and staff time and only generating $400-$500K in mem-

berships. Membership program was impeding alumni giving at 

the university. By going to inclusive membership they brought 

250,000 into the fold. Participation in engagement programs 

and events has increased. 

In general, how was this decision received by your alumni? 

Vast majority loved it; no more harassment for dues.  The pop-

ulation that did not like it – the folks who paid for life time 

memberships. Did have special pre-packaged memberships for 

the lifers but these have not all appeased them. Left a bitter 

taste in their mouth. Investigating doing something different – 

making a more elite set of benefits 

How did you communicate this change to your alumni? 

Significant marketing campaign. Alumni Association publishes 

their own magazine – magazine increased circulation from 

30,000 to 220,000 for the first time; slim jim format; able to 

mail to larger portion of their population; this is a big dollar 

item. Did an alumni survey 2 years ago – 18-19K responded 

well over 60% get their news from the magazine. Marketing 

rolled out in magazine. Integrated marketing (ecommunications, 

social media, post card and magazine) 

 

 
 

 

 

Interviews with universities that have successfully made the 

transition from fee-based to inclusive membership were 
conducted by members of the Task Force. While there are 

many more universities who have made this transition, these 

universities align more closely with the issues UMSL faces. 
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University 1 (cont) 

 

How did you communicate this decision to current (annual) 

dues-paying members and life members? 

Annual dues people loved it because they no longer had to  

write a check Lifetime members – letter to explain; 10% still 

upset 

What funding model is your Association using to operate an-

nually? 

1-University Funding 

2-Student Matriculation fee - Assess a matriculation fee – 

one time only fee – new students only very first semester –

$70 a student; transfers and freshmen but not grad students 

because they fought this. Where they went wrong – no in-

crease over time built in; does not account for increase in 

alumni population. Fee imposed at the level of the board of 

regents (for the system). Went to the student leaders about it 

and they supported the fee 

3-Increased reliance on affinity partnerships. Credit 

card most successful although dropped significantly. 

Bookstore. Liberty Mutual. The most important rule for develop-

ing affinity partnerships: Anyone they partner with – they have to 

provide value to their alumni 

University and matriculation fee 50% of annual budget 

How is your Alumni Association structured and organized 

with the university? 

Interdependent 

Not a separate 501 c 3. A part of the university. Were under 

the Foundation. Moved under university at the time they went 

to inclusive membership became Hybrid – generate 50% of 

their revenue 

Association structure– advisory board – not governing 

Changing name to Board of Advisors; do not have fiduciary 

responsibility 

When under the foundation – called board of directors – they 

were unclear about their purview 

How are your Alumni Association’s assets managed? 

A number of endowments and managed through the university 

foundation; Some based off of life time member; Investments 

from credit card royalties; Some are gifts; would like to  

 



Page 16 

 

University 1 

 

consider alumni giving to include giving to the alumni associa-

tion. Put a fund together for the Magazine 

Are you glad you made the change to inclusive membership? 

Yes – running the membership were a tremendous drain on 

everyone. Everyone was sick of it. 

What have been your greatest challenges? 

Lifetime members 

Making people realize they are a member 

Would you be willing to share some advice? If so, what would 

you do differently? 

Roll out differently with lifetime members 

Have there been any great moments in the journey from dues 

paying to all inclusive membership for your Association? 

The model of being more inclusive. 

Alumni Association used to act more exclusive; goal is to en-

gage as many people as possible 
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University 2 

When did your university adopt and execute the inclusive 

membership model? 

2010—a year before current executive director arrived.  Glad 

they did it—inevitable.  Dues format is dying. 

What led to this decision? 

Confusion among donors.  Could not distinguish between 

giving to the AA and the University.   Minimal membership—

500 out of 150,000 Alumni!  

In general, how was this decision received by your alumni? 

Generally well received.  Not that big a deal to most.  Some 

lifetime members were upset.  Resolved that by making some 

benefits free—library/gym access.  Need a card, but at no 

cost.  Also recognized lifetime members at one or two events/

year (Founders?).  Just enough to stroke egos.  No one de-

manded money back--hurt feelings.  Some Board Members 

resisted it—felt it was being forced upon them by the Univer-

sity—but did not verbalize it publicly.  Sniped about it behind 

the scenes.  Executive Director suggests getting it all out there 

up front.  Encourage input from  Board Members.  Also sug-

gests having a STUDENT member.  

How did you communicate this change to your alumni? 

In stages.  Trial balloon to Key Alumni first—garnered sup-

port.  Got the University’s support.  Gradually put out the 

word to key constituencies—chapters etc.  Then a “Great 

News” burst, extolling the benefits to all alumni.  Special an-

nouncement to dues paying and life members.  Make them feel 

special—they are! 

What funding model is your Association using to operate an-

nually? 

Endowment Investment Income—have about $1M which was 

accumulated through insurance, credit card etc affinity ar-

rangements. 

University supplements the AA with about $40K/yr  ($211K 

Budget).  Staff is paid by University, though the AA is a 501(c)

(3). 

Alumni Gifts—there is an alumni scholarship, but donors are 

encouraged to make the gift to the University, then earmark it 

for the scholarship, rather than directly.  That fosters the idea 

of “partnership” with the University. 

Student Fees—none yet, though they are seriously considering  
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University 2 (cont) 

 

it.  They have 30,000 students, so even a small amount per stu-

dent would be huge.  BUT the students have to benefit from it.  

Mentoring, networking, dinners etc (similar to DWTS). 

Executive Director emphasized that the University and AA are 

in this together—not adversaries.  Need to support each oth-

er! 

How is your Alumni Association structured and organized with 

the university? 

Interdependent 

How are your Alumni Association’s assets managed? 

The AA has a $1.7M endowment, managed by an Investment 

Committee which monitors it and adjusts as needed to provide 

cash flow etc.  AA was incorporated in 2000.  Approx 150K 

Alumni, many of whom were part-time students.  Reunions do 

not work there. Minimal Athletic program. But affinity groups 

work:  fraternities, sororities, etc. 

Are you glad you made the change to inclusive membership? 

No choice.  Everyone is doing it.  The larger the school, the 

bigger the headache.  Younger students have no interest in an 

“old white guy’s” club.  Must encourage diversity, self-interest. 

What have been your greatest challenges? 

Getting the Board to accept change.  Job is to represent 

ALUMNI, not personal preferences.  Just because that’s the 

way it’s always been…Example Executive Director nixed 

spending $40K on a weekend event which drew 300 people.  

Unpopular, but necessary.  The philosophy of the Board had to 

change. Programs, not events! 

Would you be willing to share some advice? 

If so, what would you do differently? 

Give Board members more opportunity for input.  Do not al-

low them to feel pressured, but share in the transition. 

Have there been any great moments in the journey from dues 

paying to all inclusive membership for your Association? 

Ability to demonstrate success.  Increased web site hits, social 

media interaction etc.  Show QUICK WINS.  Results matter.   
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University 3 

 

When did your university adopt and execute the inclusive 

membership model? 

February 1, 2013 

What led to this decision? 

The Association had been considering this change for a long 

time. There was a desire and need to better engage alumni. A 

consultant had suggested/recommended a change to an all-

inclusive membership accompanied by some form of sustaina-

ble funding. The previous structure (i.e., dues-paying) had been 

in place since 1972. Alumni membership was stagnant.  Alumni 

dues were not sufficient for the Association to fulfill its mis-

sion. Much of the Association’s (physical & monetary) re-

sources were used to recruit dues-paying members not to 

further the mission.   

In general, how was this decision received by your alumni? 

Most alumni who previously were not members were very 

happy with the change. Some of the dues-paying members 

were disappointed.  If the system of new benefit levels had 

been in place on 2/1/2013 at the time of the roll-out (which 

they were not), some of these former dues-paying members 

would have been less upset.   

Some of the 35 or so lifetime members were even more dis-

appointed (as determined by a survey of the lifetime mem-

bers).  Some of these disgruntled members were placated 

when they learned later they had “premier memberships”.  

How did you communicate this change to your alumni? 

The new policy was disseminated to the alumni through virtu-

ally every communication means available: 

Alumni magazine. Face-to-face when members came into office 

to pay their dues. Snail mail to dues-paying alumni. Emails to all 

alumni. Some alumni made note that this was the first time the 

University / Association communicated with them when the 

University / Association wasn’t asking for something.  This was 

an unanticipated outcome.   

The announcement of an all-inclusive membership caused 

some alumni to contact the university to update their contact/

profile information to be certain they would receive the bene-

fits of membership.  Executive Director noted that he had 

preferred to include dues-paying alumni in  
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University 3 (cont) 

 

the decision-making process or at least keep them informed.  

However, because the University (not the Association) made 

the decision, dues-paying alumni were not involved.  

What funding model is your Association using to operate annu-

ally? 

University support 

Affinity partnerships (insurance, credit card, etc.) 

Student fees 

AA now has an annual operating budget of ~$190K, which in 

part comes from the following sources: 

$25 Increase of graduation fee from $35/graduate to $60/

graduate ($75K/year).  ~$40K/year stipend from University  

Affinity programs: 

American insurance at $12K/year 

BOA at $15K/year 

Bulk of budget is spent on events to promote alumni engage-

ment and special events. 

Executive Director had proposed $10/student/semester, but 

his proposal was rejected out-of-hand.  His proposal would 

have generated more money/year.  Executive Director thinks 

UMSL should at least consider this funding model. 

How is your Alumni Association structured and organized with 

the university? 

Interdependent 

The Association is a 5013c organization.  It has a contract with 

the University and has some level of accountability to the Uni-

versity, e.g., annual audit and adherence to some University 

procedures.  

How are your Alumni Association’s assets managed? 

Endowment –university foundation with investments overseen 

by foundation 

Association has an investment policy. Association has accounta-

bility to the Foundation’s CFO. Foundation has significant over-

sight and interaction with Association’s Finance Committee. I 

got the impression that the university and its foundation CFO 

have a much higher degree of involvement in the AA’s finances 

than UMSL does with UMSL AA’s finances. 
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University 3 (cont) 

 

Are you glad you made the change to inclusive membership? 

Yes!  It was a good move.  AA’s focus is now on alumni en-

gagement and enrichment—not on membership drives. 

What have been your greatest challenges? 

Because the University (actually the vice chancellor) dictated 

the change to a new model and a greater interdependency of 

the Association & the University, some AA BOD members felt 

strongly that the University was heavy handed and in breach of 

contract.  Executive Director had angry BOD members meet 

with the chancellor in person and feathers were smoothed.   

Would you be willing to share some advice? If so, what would 

you do differently? 

Get buy-in from current dues-paying members during the de-

cision-making process. 

Established the different participation levels (with higher bene-

fit levers) before the rollout.  University 3 did this after the 

roll-out. Let discount providers know the AA membership will 

increase significantly with the rollout of an all-inclusive mem-

bership.  They might want to alter the terms of their dis-

counts. Take the time to really think through and try to antici-

pate the unintended consequences of an all-inclusive member 

and of the new source of funding.  University 3 did not take 

enough time or contemplation.  Because the vice chancellor’s 

mandate to change to the new model and with little time to 

prepare the alumni, the AA had little time to think through the 

change and anticipate consequences. 

Have there been any great moments in the journey from dues 

paying to all-inclusive membership for your Association? 

Many alumni update their contact information when they 

learned they would become AA members. This new model 

has made it a little easier to keep track of alumni, which is a 

challenge. Announcement of change went out by snail mail 

with return postage requested.  This was a good opportunity 

to improve alumni database. 
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When did your university adopt and execute the inclusive 

membership model? 

Changed to inclusive membership model July of 2010. Started 

dues program in 1989 (21 years). 

What led to this decision? 

Executive Director is a member of CAAE (Council of Alumni 

Association Executives) and was at a meeting in 2010 where he 

learned the University of Illinois and Rutgers University were 

eliminating their dues programs – From there, he set out to 

find out why. Talked to both alumni directors – both universi-

ties went into 2 different directions for funding and organiza-

tional models. University of Illinois relied on endowment and 

sustained gifts and Rutgers sought annual operational funding 

from the university (to the tune of $1 million annually). 

University 4 is the largest university in the US with 60,000 stu-

dents; and graduating 15,000 a year. With 12,000 alumni associ-

ation members, they realized they could never move the needle 

on dues paying participation with an alumni population growing 

so rapidly. Plus, there was not a lot of affinity – University 4 

was a commuter school until mid-90s – not much loyalty 

among its alumni. No matter how many benefits the association 

offered, they could never get over the hump on getting alumni 

interested in joining the association. Prior to moving to the 

inclusive structure, the Association was raising $1 million a year 

from all sources:  1/3 from affinity partnership; 1/3 from dues, 

1/3 from corporate sponsorships. The AA Board determined 

they would be willing to be inclusive and get alumni to engage 

rather than about everything be about the “ask” to be a mem-

ber of the association. They were willing to give up 30% of op-

erating budget to make this happen.  They actually did not have 

a contingency plan for finding the 30% at the time they made 

the decision.  The entire board said yes…let’s go for inclusive 

membership. They strongly felt the right thing to do is make 

inclusive even if we can’t make up the revenue. Executive Di-

rector went to the University Foundation – and said you guys 

are always complaining about the dues program interfering with 

annual fund; would you be willing to invest in the Association if 

we went to an inclusive membership? The Foundation commit-

ted to a 150K annual investment with no  
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guarantees for the future, but Executive Director is hopeful 

this will be sustained. All salaries are paid by the university 

foundation (this has always been the case). The Association 

stepped up affinity and sponsorship programs to make up the 

$150K difference.  To date, they have exceeded this amount. 

Sponsorships 

Everyone sells sponsorships at University 4 – the development 

team understands the clear different between marketing mon-

ey and philanthropic money; Executive Director has partnered 

with the Foundation; has actually enhanced the corporation 

relationships for both marketing (sponsorships) and philan-

thropic gifts. 

Sponsorships – They are reaching out to alumni-owned busi-

nesses in the local area. Most of their alumni remain in the 

local area, so this is working well. 

1600 alumni-owned businesses 

Affinity Partner Programs 

Earn $400K annually between insurance and credit card affinity 

partnerships. Also have a wine affinity partnership program 

(among others). They are looking renegotiate their credit card 

affinity and are looking at local credit unions for a new credit 

card affinity. 

In general, how was this decision received by your alumni? 

“Over the moon: happy with this decision. Mindboggling how 

positive this is. Their numbers went through the roof. Engage-

ment has soared – so many more alumni engaged as a result. 

For example, the tailgate they sponsored this past Saturday 

was attended by 1,500 alumni – this is up from barely 200 who 

would attend prior to moving to the inclusive membership 

model 

How did you communicate this change to your alumni? 

Featured information about the change using 8 pages in the 

Alumni magazine plus polybagged a key card (like CVS) to 

each and every alumnus. Alumni attached the key card to their 

key chain to show they are an alumnus/a. Did message get out 

completely? No.  Still got memberships – people opted to turn 

into gift. New grads - part of cap and gown sales.  Give key 

cards during this. 90% of their students walk for graduation. 

Follow up with emails, etc. 
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How did you communicate this decision to current (annual) 

dues-paying members and life members? 

Personal letter from him and the chair of the Alumni Associa-

tion. Most annual members – positive. Life members – offered 

their money back; life members could get special benefits and 

recognition wall – little bit of push back from a handful of life 

members(3-5) and only one wanted the money back. Made the 

transition at the beginning of the fiscal year.  

What funding model is your Association using to operate annu-

ally? 

Endowment investment income (their endowment is small) 

University support (see above) 

Affinity partnerships (insurance, credit card, etc.) – see above 

Alumni gifts to the Association 

Student fees* - Student alumni association – charge $20 student 

membership– currently have 3,000 members 

For their 20 dollars they get lots of good stuff: t-shirts, all sorts 

of gifts, invitations to alumni events, etc. 

How is your Alumni Association structured and organized with 

the university? 

Interdependent 

Association is not a separate 501 c 3. Executive Director reports 

to the VP Development and Alumni Relations. The association 

board evaluates him but cannot fire or hire him. Alumni Associ-

ation Board is advisory – no fiduciary responsibilities. 

How are your Alumni Association’s assets managed? 

Endowment –associated university foundation. The university 

handles the accounting for the association 

Are you glad you made the change to inclusive membership? 

Yes! The conversation with alumni is now about “how do you 

want to be involved?” rather than “Are you a member of the 

Alumni Association and have you paid your dues.” 

What have been your greatest challenges? 

Budget continues to be a problem. Look at what Rutgers did – 

their university made a commitment to them; they budgeted $1 

Million annually for their alumni association. 

Executive Director asked University leadership: Does the uni-

versity want an alumni association?  You either want us or you 

don’t want us. You fund the College of Business?  you  
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Why wouldn’t you fund your alumni engagement programs 

and the Association? 

Would you be willing to share some advice? If so, what would 

you do differently? 

His current challenge is the Alumni Association board and 

increasing its profile throughout the university. 

The big question is Relevancy – how is the alumni association 

relevant? 

Executive Director is constantly working with the university 

to include a representative of the alumni association when 

making important decisions. 

Have there been any great moments in the journey from dues 

paying to all inclusive membership for your Association? 

Overwhelming response from volunteers. Doubled the num-

ber of alumni clubs and affinity groups (is sharing manual on 

how they organize chapters, clubs and groups). 



 

ALUMNI BENEFITS ANALYSIS 

Benefit Type Description/Examples 

UMSL Alumni Survey Benefit 
Ratings (2011) 
1,362 surveys completed 
4.8% yield 
43% completing survey were 
members of the association 
82% never used benefits 

Career Manage-

ment Benefits 
 Career Counseling 
 Workshops and Webinars 
 Online job search portals 
 On-line assessments 
 Resume critiques 
 Alumni Career Management 

officer 
 Alumni LinkedIn Group 
 Networking Events 

 career management; 
job networking; job 

search assistance 
(among Top 6 most 

requested) 

Campus Related 

Benefits 
 Library privileges (none 

were able to offer remote 

access to data subscrip-
tions) 

 No campus offered free 
parking.  On most campus-

es alumni may purchase day 

parking passes. Most cam-
puses arrange for active 

volunteer parking passes. 
 Access to campus recrea-

tion centers. Monthly or 
annual fees set by the facili-

ties. 
 10-20% discounts on logo 

items at campus 
bookstores. 

 Email for life 
 Alumni Center rental dis-

counts. 
 OpExecutive Directoretry 

care discounts 
 Free admission to selected 

student events 

 Parking privileges (top-
rated) 

 Library privileges (top-

rated) 
 Touhill Performing 

Arts Center discount 

(top-rated) 

Education  Discounts for continuing 
education and professional 

studies 
 Test preparation discounts 
 Webinar series 

 Discount on classes 
(among Top 6 most 

requested) 
 Kaplan Prep and Ad-

missions Discount 
(Least valued) 



An in depth analysis of the alumni benefits available for all alumni at the universities inter-
viewed was performed. The University of Missouri Alumni Association was also examined. 

The following categories of benefits are represented at each university in the study. A more 
detailed analysis is available upon request. The third column offers information gleaned from 

the 2011 UMSL Alumni Opinion Survey on the Alumni Association and benefits. 

Benefit Type Description/Examples 

UMSL Alumni Survey 
Benefit Ratings (2011) 
1,362 surveys completed 
4.8% yield 
43% completing survey 
were members of the asso-

ciation 
82% never used benefits 

Financial and Insur-

ance Services 
(affinity partnerships 

yielding revenue 

streams for the Asso-
ciations) 

 Credit Card 
 Checking 
 Auto and Home Insurance 
 Major Medical 
 10 year Term Life 
 Young Alumni Short Term 

Medical 
 Long Term Care 
 Catastrophic Major Medical 
 Travel Insurance 
 Identity Theft Recovery Plan 

 Health Insurance 
(among Top 6 most 

requested) 
 World Points Cred-

it Card no longer 
available (Least 

valued) 

Restaurants, Stores 

and Specialty Dis-
counts 

 Varied according to location. 
 These benefits were among 

the most inconsistent in 

offerings. 
 The best offerings were 

through Mizzou’s Alumni 

Association merchant partici-
pation program. 

 On-line shopping portals 
yielding affinity partnership 

income are used by 4 of the 
universities in the compari-
son. 

 Class Rings 
 Diploma Frames 

 Vehicle, cell phone 
plan, retail and 

warehouse stores 

(among Top 6 most 
requested) 

 In the same survey 

alumni also said to 
stop offering dis-
counts of little value 

and stop promoting 
shopping discounts 
as a primary benefit 

Travel & Relocation  All universities use the larger 

travel companies specializing 

in alumni travel yielding 
affinity partnership revenues 
beginning at $100 per travel-

er (GoNext and AHI) 
 Standard hotel and car rental 

packages 
 Moving and relocation dis-

counts 

 Wheaton Van Lines 

moving discount 

(Least Valued) 




