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Why?
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Push and Pull Factors

Institutions want:
• Alumni giving

• Enhanced reputation

• Connections, association

• Support for internationalization goals 
(particularly international student recruitment)

• Increased brand awareness



International Alumni in student recruitment

From Nicholas J Miller for The Higher Education Academy (2013).  Strategic affinity: engaging international alumni to support 

internationalization



Push and Pull Factors

Broadly, alumni want :

• Career networks
• Connections
• Maintain friendships
• Further learning opportunities
• Enhance value of institutional brand (increase 

in equity value of qualifications)





How do we recruit 
alumni?2



Recruitment Activities
Start with a coordinated Approach throughout student lifecycle:

 Fit with institution’s internationalization strategy

 Align countries/markets

 It begins with new students, set expectations

 Consider potential of agent networks and hub offices

 Survey to understand alumni preferences

 Measure impact of activities



Start at the beginning

• Prospective student 

communication

• Current student experience 

(impact of student satisfaction 

& outcomes)

• Senior Leadership

• Faculty

• Career Services

• International Office

• Marketing and Development

http://www.case.org/Samples_Research_and_Tools.html



Take care of costs and measure everything

• ROI

• Build presence, influencers

• Prioritize events, programs

• Timescale to delivery

• Realistic targets

• Process, process, process –

CRM



Role of CRM

• Targetted, automated 

communication over time

• Track involvement through 

real-time segementation

• Monitor effectiveness of 

events, communications, 

fundraising appeals

• Warning: ensure cleanliness 

of records

http://www.studyportals.com/blog/the-importance-of-customer-relationship-management-crm-systems-in-higher-
education/



Choosing alumni markets for in-country activity?

Consider your alumni market 
portfolio:
• Match to current alumni 

presence, existing networks for 

scalability

• Ease and cost of operating

• Agent presence

• Current reputation

• Opportunities for collaboration

• Developing markets for student 

recruitment



What kinds of alumni programmes?

Consider push and pull:
• Events (social, career etc)

• Advertising 

• Word of mouth & social media 

multipliers

• Graduation ceremonies

• Fundraising activity

• Recrutiment Fairs, visits

• Visiting lectures/demonstrations



How about from a distance?

Consider push and pull:
• Updates from campus

• Feature alumni 

• News, connections

• Social media:

• LinkedIn

• Facebook

• equivalents

• Website/microsites



A word on social media…..





Don’t forget testimonials……..

“ I went there and 
you can too”



To recap…
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Top 5 Push Factors
Coherence with institutional strategy1

2

Faculty/Staff Engagement3

4

5 Investment in infrastructure to support activities

Attend to Cost

Set expectations for alumni involvement throughout the student 

lifecycle 



Top 5 Pull Factors

Balance portfolio of in-country and remote activity

1

2

Career connections and facilitating networks are key

3

4

5 Balance push of institution needs with pull of alumni interests

Choosing the right markets/countries

Communications supported by CRM



Interested in further learning on this topic?
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Questions?



Pamela Barrett, Director Barton Carlyle
E:  pamela@bartoncarlyle.com
T:  (44) 7788 600 388
www.bartoncarlyle.com

THANKS
For your participation!

mailto:pamela@bartoncarlyle.com
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Start at the beginning

• Internationalization strategy

• Prospective student 

communication

• Influencing push 

factors/advocacy

• Planning

• Reflection



Pitch Perfect (10 minutes)

In pairs.  

1)  One of you is an alumni officer, the other a prospective student.

Alumni Officer:  Give the prospective student your pitch about why alumni is 

important

Student:   Respond with questions

2) One of you is the alumni officer, the other is the institution’s senior leader.

Alumni Officer:  Give the senior leader your pitch about why alumni is 

important 

Senior leader:  Respond with questions



Costs and investment are vital

• ROI

• Prioritizing activity for 

impact

• Target setting

• Data driven strategy – CRM



Pitch Perfect (10 minutes)

In groups.  

1) Your group needs to make a case for a CRM system to support the alumni 

programme.  What are your top 5 points in your argument for such an 

investment?

2) The University wants to identify more international alumni in key countries

for student recruitment and events and activities.  What are your first

steps?



Alumni in student recruitment (10 mins)

Student Communication Lifecycle

ACQUISITION

Institution critical path

I want to 

study

Aware

Where’s 

best?

Choose

Help me 

compare

Info 

search

Can I get 

in?

Enquiry

Help me 

apply

Apply

Keep me 

informed

Assess

Consider

Offer

Offer

Help me 

get ready

Accept / 

decline

Visa 

stress

Enrol and  

pay

Reassure 

me

Close sale

….

Arrive

….

Attend

RETENTION

Marketing cycle

Student critical path



Pitch Perfect (15 minutes)

In groups

This is a meeting of the alumni office and international office.  We need to plan 

activity for alumni to be involved in international student recruitment.

What’s our plan?

Decide on first steps for communicating with international alumni to get them 

involved in international student recruitment in X country

Decide on activities 

Give 3-5 ideas and example activities



Reflection (10 mins)

On your own  

1) Write down 5 things you have learned today that will do when you get 

back to your institution to  strengthen your international alumni 

programme.  
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Questions?



Pamela Barrett, Director Barton Carlyle
E:  pamela@bartoncarlyle.com
T:  (44) 7788 600 388
www.bartoncarlyle.com

THANKS
For your participation!
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