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Are You Reinforcing 
Admissions and Brand 

with Alumni?

• 21,000 Global B-School Alumni

• Classes from 1959 to 2013

• Value, Careers, Engagement

• NEW methodology to partner 

w/ 132 schools in 29 countries

*Participant Schools can also 

access Interactive and Benchmark

reports for custom views.

Read more at 
gmac.com/  

AlumniPerspectives

Alumni Represent Your School’s Brand

Importance of 
Alumni for 
Applicants

Alumni as Brand 
Ambassadors

Opportunities 
for Engagement 

Become inspired to use alumni 
data to be more effective with 
building your brand & recruiting.

Why Prospective Students Want to Pursue a 
Graduate Management Degree? 

Top 3 Motivations:
1.Increase job opportunities
2.Increase salary potential
3.Develop Business KSAs 

Top 3 of the total 26 response options shown above for global graduate management education prospects;
(66%‐63% of general responses; 62%‐43% for alumni info source). 
Source:  Forthcoming GMAC (2014) mba.com Prospective Student Survey, data collected Jan‐Dec 2013.

Among candidates seeking alumni input:
o Opportunities for networking
o More challenging/interesting work
o Make bigger difference in my field of interest

Sources:  Forthcoming GMAC (2014) mba.com Prospective Student Survey, data collected Jan‐Dec 2013.
GMAC (2014) Alumni Perspectives Survey Report, data collected in Oct‐Nov 2013.

Business School Alumni
Classes 1959‐2013

96% proud of their program
94% would still pursue degree

1 in 3 Prospective Students consults with 
an alumni or student for their decision‐making 

about going to business school….
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Prospects Who Consult Alumni and What’s Most 
Important To Them in Selecting a School…

1. Quality of the faculty 
2. Program accreditation 
3. Job placement reputation 
4. Reputation/Local respect
5. Successful alumni 
6. Quality of students 
7. Published ranking
8. Rigor of academic program 
9. Selectivity of admissions 
10.Percentage of class w/ job offers 
11.Quality career services 
12.Starting salary/compensation 
13.Access to alumni network 
14.Alumni industry/job function

Of prospects who consult alumni, top 14 of the total 45 response options shown.
Source:  Forthcoming GMAC (2014) mba.com Prospective Student Survey, data collected Jan‐Dec 2013. 

Prospect: 
What could my
career path look like?

Image: NASA [Public domain], via Wikimedia Commons

Alumni:
The view 
from here 
is amazing!

2014 
Alumni 
Survey 
Results

For a great career 
journey & ROI…

Perceiving the Value of the Experience…

Image: Taku Hosokawa. 
Source: https://ajw.asahi.com/article/cool_japan/movies/AJ201305280040

“But gone are the days of 
one-dimensional student 
testimonials in brochures 
and websites. 
Prospective students 
want to hear first-hand 
– and unfiltered –
accounts about life and 
study at your school, 
college or university.”

Expand Communication on MBA Value

Source: GMAC 2014 Alumni Perspectives Survey, classes 1959 to 2013.

77% 


FINANCIAL

90%

PROFESSIONAL

94%

PERSONAL

95% would Recommend program
40% have Mentored students
32% have Recruited a grad for a job

PLUS, Alumni Sharing Directly
With Candidates…

Rewards from graduate management education:

• I make an impact at my company.
• Am engaged with my work. 
• Have challenging & interesting work.
• My work is meaningful. 
• Work for a company that values my 
skills and abilities.

4 in 5 b-school alumni strongly agree with gains,  
such as:

80%
AND  MORE

 Alumni say b-School is influential in their Career Progression 
 Avg. of 3 Promotions since graduation
Degree is Essential for Obtaining Employment

Source: GMAC 2014 Alumni Perspectives Survey, classes 1959 to 2013.

Value and Your School Brand

“
”

Alumni in Action

Source: http://www.stthomas.edu/business/healthcaremba/about/meet‐our‐alumni/

Feature your alumni and their 
professional story.

Added bonus, 
feature students 
who may end up to 
the left one day.
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Alumni in Action

Source: http://bus.wisc.edu/wisconsinmba

Greater Job Satisfaction correlated with 
Knowledge, Skills, and Abilities (KSAs) 
used on the job by alumni: 

1.Learning, motivation & leadership
2.Managing strategy & innovation
3.Managing decision-making process
4.Strategic & systems skills
5.Generative thinking

Job Satisfaction & Key Skills

Learn about ReflectTM as a resource 
at gmac.com/reflect

Source: GMAC 2014 Alumni Perspectives Survey, classes 1959 to 2013.

Energy/ 
Utilities, 5%

Healthcare/
Pharma, 9%

Manufactur-
ing, 10%

Consulting 
10%

Gov/ 
Nonprofit, 

13%
Technology 

14%

Products/ 
Services, 

20%

Finance/ 
Accounting, 

20%

Source: GMAC 2014 Alumni Perspectives Survey, classes 1959 to 2013.

Industry Insights & Connections Alumni are Key to Employer Relations
Employer Strategies for Recruiting New Hires (% global companies)

Source: 2013 Corporate Recruiters Survey data for Global Firms; Co website excluded (67%).

Source: www.ceu.hu/referrals

Alumni in Action Alumni in Action

INSEAD offers 
opportunities to 
interview with Alumni

Source: http://mba.insead.edu/meet_us/
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Alumni for Time, Talent, Treasure

13%

13%

17%

20%

20%

28%

34%

43%

45%

Volunteer w/ b‐school

Recruited students for hire

Alumni reunions

Lectures/symposiums

Mentor (prospect or student)

Alumni events

In contact w/ faculty

Visited alumni assoc. website

Follow school on social media

*Activities reported by alumni in the past year alone.

Activities is just within past year; Donation is any point since graduation for classes of 1959-2013.
Source: 2014 Alumni Perspectives Survey Report, data collected October-November 2013.

Encouraging Alumni Giving: What Business School Can Do…

Source: 2014 Alumni Perspectives Survey Report, 
data collected October-November 2013.

by Regional Alumni Work Location (All Graduation Years)

Social Media Engagement Tactics

Source: GMAC 2014 mba.com Prospective Students Survey

“To your institution, the utility of one particular 
subgroup may be very small. But a large number 

of small groups can unlock the value
in your community's online network.” 

- Andy Shaindlin, Alumni Futures Blog

• Promote events, faculty 
research, media 
coverage

• Report milestones 

• News/updates

• Share photos/video

• Competitions

• Topic discussions

• Celebrate alum success

• Interviews w/ alumni

• Calls to action/ 
involvement

• Communicate benefits

Social Media Planning: Content & Tone

http://www.slideshare.net/

LinkedIn: Featuring Notable Alumni

Add to or edit the 
pre-populated list 
of Notable Alumni.

Source: LinkedIn,
http://university.linkedin.com/higher‐ed‐professionals.html 
University Pages Tutorial, Slide 21

LinkedIn: Status Updates (& Target Audiences)

Source: LinkedIn, http://university.linkedin.com/higher‐ed‐professionals.html 
University Pages Tutorial, Slide 24
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Source: https://www.facebook.com/#!/iveyday

Twitter Engagement With Alumni

Source: http://www.shu.edu/news/article/428248#.Uy‐cnahdWSo 

Alumni in Action

LinkedIn

Source: http://inspiring‐connections.ca/#/about/ 

Alumni are #1 Resource for…

• Recruiting 

• Messaging

• Mentoring

• Financial Support

• Giving of talent, time, and treasure

Your Action Items? 

Build list of alumni “small communities” to support the brand

• Industry/functional area

• Success stories of gender, world region, and by program type

Create buckets of opportunities for alumni
• Featured on website and willing to email candidates

• Attend a recruiting event or host an event in their geographical area

• Conduct admission interviews

• On‐campus opportunities, new admit weeks, prospective weekends

Develop guidelines and training
• Review current program, highlight the new, create a easy reference

• Provide admission interview training, do’s and don’ts for your program

• Stay in contact with alumni to help guide the brand
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Peer Forum

• Send a congrats notes to alumni when they have a new job 
or promotion in LinkedIn.

• Crowd source nostalgia and shared community knowledge, 
memories, and photos. Ask in advance for weekly 
Throwback Thursday #tbt contributions. 

• “Post a link to a social media project you're proud of, or 
another school's that you admire. Would be great reference 
for all” [staff working with alumni]

Source: Tweet #casemc, 21 Mar 2014 

Join the discussion group! 

Q: How do admissions & alumni offices work effectively together?
Q: What tools need to be placed into the hands of Alumni to engage them best at 
making referrals?


