REPORT ON ALUMNI NETWORKS
IN EUROPEAN UNIVERSITY OF THE SEAS
 SEA-EU ALLIANCE

BEYOND ACADEMIA BROADENING THE CAREER I-IORIZONS OF—DOC‘[ORALV
It;’ﬁ"‘ — STUDENT§ IN MARINE AND MARITIME SCIENCES IN EUROPE

e e e (SEREU-DOC)










SUMMARY

The future and competitiveness of Europe depends crucially on global
networking and relevant education. Apart from providing quality
education, universities need to enable an active information flow
between current and past members. Promotion and enhancement of
the university’s connection with its former students is an important
factor in achievement of university strategy goals for many universities
around the world. Former students and university graduates can support
their universities in various ways and open up employment
opportunities outside the academic world.

Research by the SEA-EU alliance has shown that better preparation of
doctoral students is needed for their entry into the non-academic world.
In order to mitigate this transition, the idea of creating a unique alumni
network of doctoral students in the field of marine, maritime and coastal
sciences was developed.

In order to get a broader picture of alumni organisations in different
cultural and national contexts, the University of Split compiled a
questionnaire which the project countries (Croatia, France, Spain,
Germany, Malta and Poland) distributed to alumni organisations.

This report analyses the functioning of alumni networks in countries of
the SEA-EU alliance based on the results of the above-mentioned
questionnaire and interviews with representatives of national alumni
associations. The questionnaire was sent to 284 (82 Croatia, 65 France, 39
Spain, 40 Germany, 18 Malta and 40 Poland) email addresses and 103
responses (35 Croatia, 20 France, 13 Spain, 22 Germany, 3 Malta and 10
Poland) were received.

The report showed that alumni organisations are often founded by the
university of origin or have a strong collaboration with it. Many
organisations consider their collaboration with universities as successful
and collaborate frequently, but are also highly dependent on its funding.
Still, a significant number of organisations managed to find a way to
have membership fees as the most dominant sources of funding, which
shows that alumni are willing to pay for their membership if they
perceive what they get in return as valuable and worthy.




Most often benefits provided by the alumni organisations are
participation at events and access to alumni directories. Access to
university literature, special discounts for lifelong learning courses and,
less frequently, access to university software and licences, are also being
offered. When organising events, most often these are in the form of
networking events and lectures & workshops, but also informal social
events. Alumni organisations are also active in providing assistance with
job opportunities and at some level with student placement.

Collaboration with the economic sector is not insignificant, as many
organisations organise activities involving such collaboration and
perceive it as successful. Yet, given the importance of such collaboration
in reducing the gap between students and the business world, it is
important for universities to take this as one of the essential ingredients
when developing and managing the alumni network.

To examine the problem of professional integration of students
(employability, ease of entering the professional sphere) and find good
practices of grand alumni organisations, we have conducted 11 case
studies of global networks and 3 national ones. Using their examples and
recommendations we were able to identify interesting practices related
to alumni networking and the professional integration of students that
can help any emerging network.

Thanks to the online portals offered by global alumni organisations,
alumni and students are enabled to present themselves, their skills,
search for a job or employment opportunity. On the other hand, portals
also serve as a benefit to employers and businesses to present their work
and find highly qualified staff. The practice of the ambassador
programme, which provides support to students in their career
development and facilitates their transition to the labour market with
the help of a mentor, is also significant. We were also able to identify the
strong presence of Linkedln channel as an effective communication tool
for professional networking.



INTRODUGTION TO ALUMNI ORGANISATIONS IN
SEA-EU ALLIANGE GOUNTRIES

Alumni organisations in SEA-EU countries come in different forms, with different outreach and capacity. Their
historical background and tradition varies from having the earliest alumni organisation established during the
mid-19th century in France, to not having an alumni organisation established earlier than the end of 20th
century in Croatia.

Naturally, countries with stronger historical traditions have implemented some previous studies and analysis
of alumni organisations; however, the majority of the SEA-EU countries have no available literature on that
topic. Likewise, none of the countries have identified national directory or register of alumni organisations.

Alumni organisations of the SEA-EU countries have many
things in common, among which the increased recognition of their
importance by universities. Most organisations are established
with the purpose of reaching out to alumni of a particular
organisation (i.e. University, institute, programme, etc.) and
less frequently based on a certain field or topic
(e.g. association of engineers, lawyers, etc.).
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There are some exceptions in which an established organisation reaches to various alumni groups, regardless
of affiliated organisation or field of studies. One such example is Alumniportal Deutschland (Germany Alumni)
that keeps track of all non-German alumni that studied in Germany, which counts more than 150 thousand
users from 184 countries (as of 2017). Another progressive showcase of alumni work in Germany is the Alumni-
club.net which is an umbrella association of alumni organisations in German-speaking countries with more
than 300 universities and alumni organisations as members and over 550 alumni organisations registered in
the directory.

Despite differences in background and tradition, the great majority of the organisations of the SEA-EU
countries can still learn a lot from the example of Anglo-Saxon based alumni organisations. For that reason,
some of them were involved in the survey on best practices and are included as case studies on global alumni

organisations in the Appendices section of the report.




METHODOLOGY

The following methodology was applied:

Identification

Partners of the SEA-EU alliance carried out web-based search in order to identify alumni organisations
that are based in their countries. The number of identified alumni organisations per country varied, from
less than 20 organisations to over 80 organisations per country, which correlated with the country's size

and number of universities as well as with the amount of information available online.

Collection

The University of Split drafted a questionnaire with 36 questions structured in seven main topics. All
project partners commented on and amended to produce the final questionnaire. The questionnaire was
sent to 284 alumni organisations by project partners per email throughout February-June 2021. The
identified organisations were either at the university/faculty level or associated with other institutions and

programs, and sometimes informal or having no direct relation to some formal institution.

After the initial email, project partners have sent one email reminder and when necessary followed by a
phone call by which alumni representatives were kindly asked to fill in the survey. The questionnaire was
closed on June 22. In the end, we received feedback from 103 alumni organisations through the

questionnaire.

Within the questionnaire, organisations were invited to indicate their interest in providing additional
information about their alumni organisation practices. Potentially interesting ones (based on their answers
in the survey) were selected and interviewed by some of the partners, which resulted in case studies on
national alumni organisations that are included in the Appendix section of this report.

Data processing, analysis, and reporting

Data was collected in an Excel file and analysed in a quantitative and qualitative way. This report
presents the analysis of 103 alumni organisations and includes the case studies on national and global
alumni organisations in the Appendices section. Due to the unequal number of respondents per country,
results of the alliance might be dominated by the country with the most answers. To provide a better
picture, in case of any significant variations in answers, the country's results will be referred to during the

reporting.




RESULTS

General information

In SEA-EU countries, alumni networks are organised in different forms - as NGOs, universities or associations,

as shown in Figure 1. Most frequent form of alumni organisations is association (58 out of 103 respondents)

followed by university (32 out of 103 respondents). Looking at individual results of each country, we find
somewhat different results in the case of Spain and Germany, where university form prevails. At the level of
the SEA-EU countries, 14 out of 103 respondents have identified themselves as NGOs, whereas only 2
respondents in the form of alliance. 6 out of 103 respondents have selected other forms of organisations, and

when asked to identify which forms that would be, some of the responses were: informal groups, enterprise,

foundation, and programs.
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Out of the 103 respondents which responded to the
questionnaire, 80 reported being connected with
the university and its constituents (faculty,
department, academy, etc). Even 20 respondents
reported having no direct relation with the
university, among which are thematic alumni
organisations, but also some that are organised
(probably independently) to reach alumni of
particular universities. Still, nearly all of them rated

their collaboration with the university as successful.
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Figure 2 Number of alumni organisations by the type of relation to the university of origin, multiple answers

possible, n=112



The number of alumni members in SEA-EU alumni
organisations varies significantly: from less than 10
to over 75 thousand members. From a total of 101
respondents that answered this question, 32
respondents have reported having less than 100
members, with an average of 33 members. About
the same number (34 of them) have between 100
and 1,000 members, with an average value of 385
members. 24 respondents have reported having
between 1500 and 9,500 members where an
average equals nearly 5,000 members, whereas the
9 remaining respondents have reported having
10,000 or more members, with an average number
of members of a bit more than 27 thousand

members. The total average of the entire data set of

However, one needs to be cautious with this data

because different alumni organisations have
different ways of counting their members (some
alumni organisations consider all students who

completed their studies as alumni members).

Respondents were also asked to estimate how
many alumni members that reside outside of the
country they are still in contact with. This was
answered by 73 out of 103 respondents. Most
respondents (44 out of 73) estimated that they are
in contact with less than 10% of them, while 17
and 30%.
Another 8 respondents selected over 50% and only
4 of them selected between 31% and 50%.

respondents selected between 11%

answers equals 3,782 members.

Croatia, n=35

‘i

Germany, n=22

, )

Malta, r Spain, n=13

‘. 9

Figure 3 Number of alumni organisations by the number of staff members
at the level of alliance (top panel) and at the level of individual countries
(bottom panel), n=103
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An important indicator of alumni organisation capacity for activities is the number of employed staff and
volunteers. Figure 3 (top panel) shows that the highest number of respondent alumni organisations from
the SEA-EU alliance countries have nho employed staff (39 out of 103 respondents) or between 1 and 2
employees (34 out of 103 respondents), from which not all are on full time basis. The remaining
respondents have between 3 and 4 employees (14 of them) or between 5 and 8 employees (12 of them). 4
respondents have reported having more than 8 employees. If we look at the results per country, we will
find different results in the case of Germany, where all respondents have employed staff (bottom panel in
Figure 3 shows results per country). However, it is still unclear if the involved employed staff is dedicated
only to alumni organisations. Considering the web pages of the respondents, it is most likely that staff
refers to the university employees who are engaged in different boards of the alumni organisations.
Volunteers thus have most credit for activities performed by the respondents in SEA-EU countries. 73 out
of 91 of the respondents that answered this question have reported having between 1 and 600 unpaid
volunteers engaged in the organisation’s work, with an average of 23 unpaid volunteers. The majority of
them (46 out of 91) have between 1 and 10 unpaid volunteers, whereas 23 respondents reported having
between 11 and 50 unpaid volunteers. The remaining respondents (4 of them) have between 100 and 600
unpaid volunteers. Only 18 respondents reported no unpaid volunteers. Considering individual country’s

results, France is the country with the highest number of volunteers (on average 93, but as high as 600).



Financial background

As shown in Figure 4, respondents of the SEA-EU countries use a combination of funding sources.
University financing or co-financing and membership fees are the most common, chosen by 55 and 52 out
of 103 respondents, respectively. They are closely followed by the donations, selected by 41 respondents.
Charging attendance at the events/activities was selected by 18 respondents. Only 4 respondents reported
generating revenue from service provision, while 2 respondents reported no funding at all. Although only 4
respondents reported generating revenues from service provision, even 10 of them provided examples of
services generating revenue, from which most are related to organising various events, including training
events, job fairs, excursions, trips and exhibition visits. Also, some respondents generate revenues by
providing premium services, coaching, diploma attestation, professional survey and promotional services
for companies, book sales, advertisement space in alumni magazines, or provision of facilities.
Furthermore, 23 out of 103 respondents that responded to this question have reported other sources of
funding, among which are EU funds and competitive calls, city and regional budget, private funds, grants

from tender applications or even foreign office grants in case of a chapter of a global alumni organisation.
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Figure 4 Number of alumni organisations (out of 103 respondents) by source of funding, multiple
answers possible, n=196

When looking at individual results per country, the most frequent answers chosen by respondents are presented below:

Table 1 Two most common sources of funding of alumni organisations from a particular country

Second most common source of

Country Most common source of funding funding
Croatia Donations University financing or co-financing
France Membership fees University financing or co-financing

Germany University financing or co-financing Membership fees
Malta Donations Other
Poland Membership fees Donations

Spain

University financing or co-financing

Membership fees



Offers provided by alumni organisations

When questioned about benefits offered to alumni, the most common answer found among the
respondents was participation at university events (73 responses), followed by access to alumni directory

(54 responses), as shown in Figure 5.

The other two significant offers that were most commonly referred to were: access to university literature
(34 responses) and special discount for lifelong learning courses (28 responses). Special discounts for
professional and educational development (book stores, online platforms, magazines, etc.) and special
discounts at shops, travel agencies, and sports clubs are offered by 24 and 20 respondents, respectively. 8
out of 103 alumni respondents listed access to university licences and software. A large number of answers
were from category “other” (8 responses), where professional lectures, mentorship programs, and micro
grants were listed as some of the most common offers. 7 respondents stated not providing or having no

knowledge of providing any of the suggested offers for their members.
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Figure 5 Number of alumni organisations (out of 103 respondents) by the type of offers provided to
alumni (multiple answers possible), n=256.

Communication channels

Alumni organisations use different channels to communicate with their members, with a visible shift away
from communication using traditional and printed information in alumni magazines to digital channels.
Figure 6 and Figure 7 show that four communication channels, out of eight proposed, are mostly used by
the respondent alumni organisations: the mailing list (95 out of 103 respondents, mostly with monthly
frequency), other social media (83 respondents out of 103, most often on monthly basis), alumni website
(82 out of 103 respondents, mostly on monthly basis), and university web page (79 respondents out of 103,
mostly on annual bases). More than half of the respondents use an institutional Linkedln account and

nearly half of them use private groups (Whatsapp, Viber, Slack, etc....).

When used, communication in private groups occurs most often on a daily basis, while most respondents

update dedicated alumni websites on a monthly basis.
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Figure 6 Number of alumni organisations by the type of used communication channels with their
members (103 respondents, multiple answers possible), n=546.

Everyday communication is common (46 out of 103 responses), and is maintained preferably through
alumni websites, other social media and private groups. Weekly communication is maintained mostly
through “other social media”. The questionnaire did not specify the type of other social media. Also, in
weekly communication, LinkedlIn, mailing list, alumni website, private groups, and at some level university
website and newsletter are used. To maintain communication with their members on a monthly basis,
respondents prefer to use newsletter and mailing lists, as well as university web pages and alumni
websites. For the annual frequency, the most used communication channels are the university's web page,

the mailing list and the alumni magazine.
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Figure 7 Number of alumni organisations showing frequency and type of communication channels
used (103 respondents, multiple answers possible), n=546.



Alumni tracking

Given the fact that alumni tracking is in general considered challenging for many alumni organisations, it
is not surprising that about half of the respondents (56 out of 103) found it challenging as well. Still, nearly
two thirds of the respondents have found at least one way to successfully track alumni careers (74 of 103
respondents). Figure 8 shows that Web searches are rated as successful by the largest number of
respondents (57 of 103), followed by data mining in social media at no cost (41 of 103). On the other hand,
paid data mining in social media is seldom used (26 of 103) and, when used, it was rated as successful by
only slightly over half of the respondents. It is really interesting that very few of the channels used were
rated as unsuccessful. This implies that when alumni tracking was done, it was usually successful

(moderately or more).
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Figure 8 Number of alumni organisations according to the perceived success of options used for
tracking alumni careers, n=515

Activities and events

In Figure 10 we report how successful alumni respondent alumni organisations from SEA-EU countries
rate the success of their activities. The networking events are listed as the most common and successful
activities for respondents. 84 out of 103 respondents organise them, and most have between 1-5 activities

per year, as shown in Figure 9.

Furthermore, among the most successful activities are lectures/workshops, which are organised by 79
respondents, most of which (69 of them) rate them as successful. Informal social events are organised by
78 respondents, which are rated as successful by 63 of them. Again, most (62) organise 1-5 informal social
events per year. Conferences are organised by 66 of 103 respondents and are rated as successful by 52 of
them. The frequency of organised activities does not necessarily need to be connected with the size of the
respondent alumni organisations, as in most questions related to number of activities both faculty alumni
organisations and large alumni networks, reported organising more than 10 activities per year. The same
goes with connection between number of employed staff and the frequency of activities, where in some
instances, respondents with no employees reported organising activities more frequently than those with
over 10 employees. But then again, one must take into consideration that some respondents might have

counted regular university staff which have many additional duties aside from alumni activities.
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On the other hand, we have noticed that respondents that have a large number of volunteers tend to have
a higher frequency of activities than those with no volunteers, especially in case of networking events and

informal social events.

Regarding student placement, most reported no activities (64 out of 103), while 39 of them reported
organising such activities on a yearly basis. 29 respondents reported 1-5 student placement activities per
year and 2 of them reported 6-10 activities. 8 respondents reported more than 10 annually. For those that
try to engage in students’ placements, more than half report them as successful activities. The situation is
better with activities of job assistance, which report slightly more than half of the respondents (57), of
which 36 have 1-5 assistants yearly and 6 of them have 6-10. Even 15 respondents have reported having
more than 10 such activities annually, from which about half are French respondents. Overall, nearly two

thirds that engage with this activity, considered it successful.

Charity and fundraising events are organised by about one third of the respondents (32 and 27
respondents, respectively). Most of them organise such events 1-5 times a year and nearly half of them rate
them as successful. Two respondents have reported more recurring charity events, one between 6 and 10
and another one more than 10 such events a year. Also, two respondents (one from Croatia and one from

Poland) have reported organising between 6 and 10 fundraising events per year.

Another important message that we can take from this survey is that, if we look at the activities in general,

when respondents organise activities, they hardly ever rate them as unsuccessful.
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Figure 9 Number of organisations according to the number and type of activities organised yearly (out of 103
respondents, multiple answers possible), n=824
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Figure 10 Number of alumni organisations according to the perceived success of activities they organised (out of
103 respondents, multiple answers possible), n=824

Events targeting doctorate alumni

Most of the surveyed alumni organisations are linked to the institutions having PhD programmes (78 out
of 103). As shown in Figure 11, 40 of the respondents target doctorate alumni in the general events that are
organised while 38 of them don’t have activities that target doctorate alumni. 15 answered affirmatively to
having targeted activities for doctoral students, of which nearly half are French respondents. If we look at
the fraction of surveyed alumni organisations organising doctoral activities for each country, we will find
the highest fraction in Malta and France (all offer activities targeted at doctoral candidates and nearly two
thirds of respondents offering such activities, respectively) and the lowest one in Spain (less than one

quarter).

X L Croatia, n=35 France, n=20 Germany, n=22
Doctoral alumni activities

Malta, n=3 Poland, n=10 Spain, n=13
0

mYes mincluded in the general events No midon't know

Figure 11 Number of organisations reporting whether they have targeted doctoral alumni activities at the level of
alliance (top panel) and at the level of individual countries (bottom panel), n=103
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In total, only 24 out of 103 respondents specified these types of activities. These are mostly events, such as
workshops, conferences and lectures, but also mentoring programs and promotion of PhD students in
newsletters. One respondent mentioned awarding prizes for doctoral thesis (environmental) and prizes for
the best supervision of doctoral students. One scholarship/fellowship respondent mentioned co-
organising round tables, leadership courses and similar events with other research institutions. Several
respondents mentioned lectures and workshops done by PhD students, as well as promotion of PhD
students’ positions and their activities. One respondent mentioned successful alumni career talks with
renowned alumni speakers from international enterprises and businesses as well as video stories about

current students and their field of research on social media.

Events targeting doctorate alumni

The task for the respondents in the questionnaire was to evaluate the collaboration with four categories of
stakeholders: international organisations, other alumni organisations, university of origin and economic

sectors.

Evaluation of the quality of cooperation is shown in Figure 12. The cooperation with the university of origin
was rated the best. Out of 103 respondents, 83 of them considered it successful and only one unsuccessful.
As shown in Figure 13, most respondents (45 of them) organise 1-5 activities per year in collaboration with
the university of origin, while even 30 of them organise more than 10 activities. 16 respondents reported
organising between 6 and 10 activities per year. When asked about suggestions for the improvement of
collaboration, respondents often suggested better everyday communication and higher engagement of
university administration. Some suggested establishing an alumni and career office for improvement of
collaboration with the university of origin. Some respondents recommended having a dedicated university
employee as a leading member of an alumni organisation or a single point of contact (a person, an office)
responsible for cooperation and support. In other cases, they would like to be part of alumni organisations
at the university level. Some respondents also said that universities should foster alumni activities, by
teaching students about the alumni value added benefits, supporting social networking, and updating
profiles and contact information about alumni. Also, some respondents recommended financial support

and providing more benefits for the alumni of the university.
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Figure 12 Number of alumni organisations according to the perceived success of activities they organised (out of
103 respondents, multiple answers possible), n=824
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Figure 13 Number of organisations reporting whether they have targeted doctoral alumni activities at the level of
alliance (top panel) and at the level of individual countries (bottom panel), n=103

Figure 12 and Figure 13 also show that nearly two thirds of the respondents have at least one activity per
year organised with other alumni organisations (74 of 103), and slightly more than half of them (56)
perceived such type of collaboration successful. A significant portion of respondents, 68 out of 103,
manage to organise at least one activity per year in collaboration with the economic sector, while 21 of
them organise more than 6 such activities per year. Slightly more than half of the respondents (54)
perceive their collaboration with the economic sector successful. Even 35 of respondents do not organise
any activities in collaboration with the economic sector. Finally, and expectedly, only 48 (less than half) of
the respondents report at least one yearly activity with international organisations. Only 8 of them report
more than 5 such activities per year. Still, a significant portion of them (34) report successful collaboration
with international organisations. As an example of successful international collaboration, one of the
respondents (with thematic focus) listed a global research project which is led by its alumni and

implemented in 10 countries on the topic of coastal monitoring of essential ocean variables.
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strengths

Table 2 lists the main strengths of the respondents of the SEA-EU countries in four
different fields.

The main mission of the alumni organisation is to support a network of former
students who in turn promote the reputation of the university, connect students with
business and enable knowledge transfer. Because of this, their collaboration with the
university is essential for the sustainability of the organisation. The results of our
survey show that the majority of the respondents successfully collaborate with the

university of origin.

An important aspect for keeping the alumni organisation alive and alumni engaged is
through frequent communication. Our survey has shown that most alumni
organisations use several communication channels, with mailing lists being used by
nearly all respondents and most often on a monthly basis. Social media and
dedicated alumni websites are also amongst the most frequent tools used, especially

for more frequent communication (on daily or weekly basis).

Alumni tracking is another important task for organisations, as it not only helps them
find out about employment status of their alumni, but can also help them get an
insight about all the potential careers of particular study programmes. Even though
generally challenging for many alumni organisations, our survey has shown that two

thirds of the respondents have found a way to successfully keep track of their alumni.

Table 2 main strengths of the surveyed alumni organisations



