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Abstract

The nation’s lagging economy is impacting institutions of higher éducation including
rising operational costs, a decrease in state appropriations, sagging returns on endowments and a
decrease in the amount of private suppbrt received from donors. The need for contributions from
university alumni is vital to the survival and prosperity of schools than ever. Additionally, the
alumni associations at respective universities are prompted to be more active in engaging
potential donors through membership initiatives. Alumni association members have displayed a
propensity to give at a higher rate. Therefore, increased alumni association membership provide
advancement offices with a fertile target market for future fundraising initiativés that have
implications for the prosperity of the institution.

The purpose of th¢ Alumni Attitudes Study was to determine the influence of

measured variables on alumni attitudes and perception toward Auburn University and the
" Auburn Alumni Association. The sample population consisted of 2,284 university alumni who
responded to a branded survey sent to alumni selected from the Auburn University alumni
database. Based on the outcomes of this study, a conceptual model can be developed to better
predict the supportive behaviors of alumni. Daté was analyzed to establish statistically
significant relationships between measured variables that influence those supportive behaviors of
alumni. The findings involving this data can aid Auburn University and other institutions of
higher education in identifying supportive alumni during with ever decreasing resources. The

key to analyzing the findings of this study is to identify factors that influence alumni, then



creating effective marketing strategies that target segments of alumni who are most likely to give

to their alma mater.
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Chapter I — Introduction

Private support has become a priority of .institutions of higher education. Institutions of
higher education are forced, more than ever, to rely on the conﬁibutions of alumni philanthropy.
Private funds tha‘_c were once a supplement in defraying the operating co‘sts of universities have
become necessary in order to continue to exist. In order to stimulate adequate resources,
traditional philosophies of fundraising have givenlway to intricate research into effective
marketing techniques directed toward alumni. The data from nev? énd existing resoarch to
identify supportive behavior in alumni has become an invaluable tool of university personnel
including senior-level administrators, alumni associations and advancement officers who have
the task of advancing the missions of the institution.

The recommendations from the analysis of alumni data have implications for enabling an
institution to build and maintain beneficial relations with alumni. The supportive behaviors of |
alumni, i.e. alumni donations, allows inhtitutions to exist (Hahson, 2000). This relationship
between alurhni and their respective schools begins from the moment these students set foot on
campus. Students are immediately indoctrinated into the culture of that institution. Students are
able to get the pulse of the environment around them. Although students have diverse
backgrounds, assimilation to campus norms is encouraged. This orientation includes informétion
detailing the traditions and history of a university. The school incorporates terms like “family”
and “pride” in order to promote a sense of belonging and camaraderie among its new students.

This initial courting of students by the institution is nurtured over a long period of time and



extends years beyond graduation. The deep bond created by this relationship has implications
related to the revenue outlets each of these alumni represent, which have become increasingly

more important to the survival of the institution.

Statement of the Problem

| In order to survive, institutions of higher education must rely more than ever on private
ﬁnaﬁcial support. It is invaluable for universities to understand What motivates alumni to
become donors. Universities have the task of creating multiplé methods of soliciting their
alumni for contributions. The cost associated with the solicitation of alumni increases every year
with every graduating class. In the studies by Masterson (2009) and Blumenstyk (2009),
universities are cc;ncentrating their resources on fundraising personne] and identifying alumni
who will be more likely to contribute in épite of the economic climate. The identification of
potential donors is necessary for institutions of higher education to implement successful fund-
raising campaigns and justification for allocating so many resoﬁces toward advancement. Grill
(1988) explained that universities have the challenge of creating stfategies that will influence
segments within their alumni base that are more likely to give thus resulting in ample returns for
the cost of initiating fundraising campaigns.

Advancement departments and alumni associations have devised marketing strategies
that attempt to identify characteristics of prospective alumni contributors. Alumni attitudes serve
as a relevant benchmark for establishing a relationship thét leads to giving to one’s respective
alma mater. The key variable could be linked to the relationship alumni and the ﬁniversity

including loyalty, student experiences, alumni satisfaction and demographics. This relationship

dynamic constantly evolves between institution and alumni. It is a continuation of student



experiences, and ultimately alumni experiences which lead to a stronger affinity and loyalty to

that respective institution.

Background of Alumni Contributions

The philanthropy of alumni has traditionally been a source of revenue for institutions of
higher education (Curti & Nash, 1965). Financial donations and gifts, attending university
sponsored events and athletic contests, providing 'ce.lreer opportunities for students, guest
lecturing at an alma mater, volunteering to work on committees, ﬁlﬁd—raising and recruiting
prospective students all can be defined as alumni contributions. The prosperity of institutions of
higher education has been vested in the supportive behavipr of céntributing alumni (Curti &
Nash, 1965). |

Over the years the amount of funds from private sources increaéed dfamatically in the
1980°s throﬁgh the 1990’s (Drezner, 2006). Alumni philanthropy experienced a surge in those
two decades (Li\}ely, 2000). Lively stated the total amount of private giving to colleges and
universities in 1998-1999 was $20.4 billion dollars. The 1998-1999 total giving doubled the
amount reported in 1990-1991, $10.2 billion (Lively, 2000). As aresult of a thriving ecbnomy,
surging stock market and the trend of planned giving, donations r.osel from $16 billion in 1997 to
$18.4 billion in. 1998 (Pulley, 1999). According to Pulley, this was the swiftest rate of increase
for one year Vsince 1986-1987. This rate 0‘f increase was indicative of the time period 1990 to
1999. During fhe 1990s, there were 27 universities that received a gift of $100 million dollars or
more (Lively, 2000). The year 1998 was preceded by three consecutive years of double-digit

percentage increases (Pulley, 1999).



According to Giving USA 1999: The Annual Report of Philanthropy for‘ the Year 1998,
the increase of private funds to universities was symbolic of a wider pattern; during the same
time philanthropy to institutions of education experienced an all time high, Americans were also
contributing to other non-profit organizations at the highest rate ever. For example, a record
$174.5 billion was given in. 1998, a 10.7 increase from the previous year total (American
Association of Fundraising Counsel, 1999). This pattern of giving from alumni led to new
benchmarks at several types of institutions. Most notably, Harvard recorded $462.7 million in
alumni donations in 1997 (Pulley, 1999). Pulley notes, since 1993 private gifts tovinstitutions of
higher education have increased by 44.7% when adjusted for inflation (Pulley, 1999). The gifts
received by universities increased as the profits from a strong economy accumulated.
Throughout the years, donations of alumni have remained the most reliable source of funds for
schools (Lively, 2000). Types of monetery donations have includedbcorporate gifts (although
these have been limited to large research schools in research years), planned gifts, bequests and
deferred contributions (Pulley, 1999).

| After 2000,-the economy started to experience a doWnturn that has transformed into a
recession affecting the amount and frequency of private donations to institutions of higher
education (Drezner, 2006). A study by Drezner (2006) details the effects of a sustained
economic downturn. Drezner suggests there is a relationship between economic cyeles and
contributions te institutions of higher education. According to the American Association of
Fundraising Counsel, also known as AAFRC (2005), philanthropy in the United States to all
causes rose by over 62 percent between 1994 and 2004, to $248.52 billion. The growth

experienced in the United States between 1995 and 2000, 64.4 percent, became stagnant after



2000 as the US economy began to decline (American Association of Fundraising Counsel, .
2005).

There was a decrease in giving from $252 to $248.52 billibﬁ between 2000 and 2004, a
decrease of 1.24 percent (American Association of Fundraising Counsel, 2005). Arena (2003)
asserts that economic indicators have an influence on the frequency and amount of donations
made to higher education. Additionally, gifts for capital purposes were connected to another
economic indicator, the New York Stock Exchange Composite Index (Arena,. 2003). Ina study
by Blumenétyk (2009), the collapse of the market has had a negative effect on coliege
: endowments-.” At least two reports state that college endowments are averaging a minus-3
percent return for 2008 and minus-22.5 percent five months into 2009 (Blumenstyk, 2009). The
return on endowment for 2008 is displayed in Table 1. Larger endowments appeared to have

diversification of portfolio so at to minimize loss.



Table 1

Struggling Markets Affect College Endowments

2008 average returns

Endowment by size ' Return %
Over $1 billion | 0.6

$501 million to lkbillion -1.9

$101 million to 500 million. 2.9

$51 million to 100 rﬁillion - }3 2

$26 million to 50 million 43

$25 million or less . 41
ALL 3

Note. A total of 796 colleges were used in the Blumenstyk (2009) study. Percentages are rounded, the Fiscal year
ends on June 30, 2008. From Common Fund Institute, National Association of College and University Business

Officers, and TIAA--CREF Asset Management

The decline in endowment returns is affecting a majority of all instituﬁons. Blumeh_styk
(2009) reports these institutioné will experience a ;efum of less than they had originally planned
to spend. This is described in Table 2 which demonstrates how the changes in endowment
values have directly implicated funds allocated for operating costs at institutions of higher

education.



Table 2

Reduced Endowment Values.Aﬁ%cting College Spending

Endowment size Change in value Impact on spending 2009

2008 (%) ()
Over $1 billion 1.5 71.8
Over $1I billion -1.1 67.5
$501 million to 1 billion -2.6 59.8
$101 million to 500 million -0.4 65.4.
$51 million to 100 million 27 60.3
$26 million to 50 million -1.9 44.6
$25 million or less 0.8 49.2
Public 0.4 65.3
Private | 0.5 60;5
ALL

Note. A total of 796 colleges were used in the Blumenstyk (2009) study. Percentages are rounded, the Fiscal year

ends on June 30, 2008. From Common Fund Institute, National Association of College and University Business

Officers, and TIAA-CREF Asset Management

After a half-decade of soaring returns, it was the first time endowment investments lost

money since the early 2000s, when, in the wake of the collapsing technology bubble and the

terrorist attacks of September 11, 2001, endowments returned a minus-3.6 percent in 2001 and

minus-6 percent in 2002. This decline of the U.S. economy has impeded fundraiSing efforts,



forcing institutions to halt expansion plans, adjust budgets, cuﬁail spending, and request donors
to expedite contributions to university campaigns (Masterson, 2009). In response to fhe
recession, institutions are shifting focus away from capital projects to student aid, fundraising
personnel and the solicitation of alumni (Mastersén, 2009). In a study by Masterson (2009), 12
schools embarking on fundraising campaigns (See Table 3) ‘experienced a 32 percent drop from
previous year’s total from fundraising as a result of economic decline. These 12 colleges have
been involved in billion dollar éampaigns since February of 2007 with respective fund-raising
totals reportéd in the Chronicle of Higher Educatioﬁ (Masterson, 2009). Masterson (2009)
documented nearly $4-billion raised by the tWelve colleges in thi‘s‘ study between February 2007
ahd January 2008. From January 2008 to January 2009 the contributiéns to those colleges
dropped to $2.7-billion. The following is detailed in Table 3, which depicts the fund-raising

totals for the 12 colleges in the study.

Table 3

Billion Dollar Fundraising Campaigns Affected by the Economy

2008-2009

Institution 2007-2008 % Change
Cornell 840,200,000 379,800,000 -54.8
Univ of Virginia 478,000,000 | 250,000,000 -47.7
Dartmouth 222,400,000 125,000,000 -43.79
Columbia 849,000,000 481,000,000 -43.35
Pittsburgh 179,000,000 113,000,000 -36.87
Yale 598,000,000 448,000,000 -25.08




Univ of Maryland 137,000,000 112,400,000 -17.96
Brown 200,300,000 177,500,000 -11.38
Rensselaer Tech 93,200,000 92,500,000 -0.75
Univ of Missouri 130,900,000 140,100,000 -7.03
Vanderbilt 152,600,000 184,100,000 20.64
Tufts 112,‘60‘0,000 210,100,000 86.59

Note. Totals based on rounded amounts of money raised each month. From Institutional Reports, Journal of Higher

Education (2009)

The Council of Advisers (2000) states there has been é steady decline of philanthropy as
“a percentage of Gross Domestic Product since 2000. This faét suggests overall giving as a
- percentage of the United States’ gross domestic product is being affected by the economic
recession. This ié verified by the AAFRC study (2002) that states after the onset of the recessioﬁ |
from 2000 to 2001, giving directed‘to education decreased by 2.3 percent. The AAFRC states
the current. state of giving to education “fits the pattern we have seen during previous recessions.
In six of the eight recession years since 1971, giving dropped by one to five percent when
adjusted for inflation” (American Association of Fundraising Counsel, 2002, p. A27)

According to Callan (2002), the current state of the economy has impacted the ability of
states around the country to allécate an appropriate amount of funding for higher education
(Callan, 2002). Blumenstyk and Cage (1991) observéd that public universities feel the brunt of
economic slides associated with a decreasg in state funding and are forced to make tough
decisions that have implications on the cost to effectively operate universities entities. In the

study by Callan (2002), three key issues facing states and institutions of higher education as a



result of the econorny are discussed: (1) each of the 50 states has a unique higher education
system, (2) each state also has a unique revenue and budgetary process, and (3) each recession is
a unique, unpredictable event. There is not an explicit policy or procedure in place in any state
to address the phenomenon of a down economy while still allocating the appropriate resources
for higher edueation. This leck of funding has lasting implications on various levels. First, in
spite of a downturn in the economy, higher education is in the midst of a rise in enrollment
(Callan, 2000). Next, institutione are still charged with accommodating additional students
without a commensurate amount of additional funding from the state (Callan, 2000). Lastly, the
common practice of excessive tuition increases by institutions to address the gap in resources can

result in public backlash (Callan 2002).

Relationship between Alumni and Institution

There are special attachments to an institution by all stakeholders. Efforts are being
made by unit/ersities to improve alumni contributions by identifying behavior among its alumni
that predict giving. The Auburn Alumni Study was conducted to research ahimni attitudes
| towards Anburn University by comparing the findings against an existing data base of empirical
data, also called the comparison group. The effeeti\teness of edvancement and alumni relations
programs can be greatly enhanced by understanding and interpreting this information.

One of the goals of analyzing alumni relationships is to detect the origins of alumni
loyalties. Once these are discovered, therein lies an opportunity for adifancement officers to
form a relationship, which will lead to alumni contributing to their alma mater. A student’s

college experience, whether good or bad, has a lasting effect on that student’s life (Clark, 2009).

10



The manner in which an alumnus aséociates the institution’s influence on his or her life, can be
cultivated for the benefit of the alma mater.

The alumni attitudes survey sought to analyze alumni perceptions of Auburn Uni;\/ersity
that have been the result of their relationship with Auburn University. According to Berry,
relationship marketing is an approach to marketing that‘ focuses on relationshii)s as a basis for
exchange, practice and academic research (Betry, 1995). The longitudinai incentives of the
alm attitude study are to identify benefits in maintaining relationships with Auburﬁ University
alumni beyond sirply donations. This concept is echoed by. Morgan and Hunt, who state
building relations with alumhi should be established, developed and maintained through
reiationship marketiﬁg (Morgan and Hunt, 1994). The relationship building on a university
campus has to be directed at obvious stakeholders; faculty, staff, administration, students, and
alumni. |

All relationships evolve and vary over time; this is aléo true of alumni relationships. The
mission of alumni affairs is to become stewards of this relationship. Alumni must never feel as
théugh their interaction with a respective alma mater is a transacﬁon, i.e. donations, tickets,
solicitations, etc. It is imperative for a universify to cultivate nﬁodes of interaction that do not
simulate isolated events, for those afe more like a transacﬁon thaﬁ interaction (Fournier, 1998).
Relationship building between the university and its stakeholders requires a series of repetitious
connections between both sides, with variations in environment. This process is ongoing and has
to be maintained by strategic planning and marketing efforts of the university to address the
needs of its alumni. In this study, the alumni attitudes study attempted to analyze the factors that
contribute to alumni relationship development through identifying easily readable categories in

alumni attitudes. These categories include demographics, loyalty, student experience, alumni

11



experience and overall experience. A goal of alumni attitudes research is to discover which type
of relaﬁonship development between a university and its alumni is the most critical for alumni
relations to focus their efforts. Previous studies suggest the recommendations from the research
- will harvest long term benefits for the university (Hanson, 2000). |

The analysis of alumni attitudes gives insight into the supportive behavior of alumni who
_ are potential donors (Hanson, 20.00). Interactions between alumni and universities that model a
relational exchange predictv supportive behavior of those alumni (Hanson, 2000). Singh and
Bendapudi expressevd this type of behavior as those that enhance the welfare of a needy other, by
providing éid or benefit, usually with no reward in return (Singh and Bendapudi, 1996). The
alumni attitudes étudy focused on characteristics of Auburn alumni and their attitudes and
perceptions of Auburn University and ‘ghé alumni association. The findings of the study revealed
important dat;':l about the relationships between individual alumni, Auburn University and the
Auburn Alumni Association. The alumni relationships, the perceptions and attitudes of these
alumni have implications for the supportive behavior‘s that will benefit Auburn University.

Thé obj ective of the Auburn Alumni Attitudes study detérming:d the extent to which - |
demographics, loyalty, student experience, alumni experience and ovefall experience influence
.the supportive behaviors of Auburn University alumni. The context of terms and definitions
related to alumni contributions can be interpreted in the following:

Advancement:  as it relates to Auburn Uni‘}er'sity, the Offices of Alumni Affairs and
Development. In regards to other universities, the Offices of Admissibns,_
Alumni Relations, Advancement, etc.

Alumni Affairs: a university administrative unit responsible for involving the alumni in the

university and informing alumni of university events and activities.



Development:  private fund-raising in support of the university.

Dornor: anyone who makes contributions to a university.

Gift: a term related to a monetary donation to a university.

Planned Giving: Fund-raising program directed at receiving donations that require tax or legal

planning through professional counsel, i.e. trust, will, bequest, etc.

The examination of findings related to this study relies on theories that utilize attitudinal,
behavioral, participatory, and demographic variables (Pace, 1984). The attentiveness of
institutions to identify successfully the characteristics of potential donors is vital to university

efforts to solicit private fﬁnding.

Research Questions

The following research questions are addressed by this study:

Research Question One. How important is it to alumni to provide financial support to

their alma mater?

Research Question Two. To What extent does loyalty correlate with the financial
support of the alma mater?
1. Influencing current donors .to increase conﬁibutions in the future?
2. Influencing current donors who plan to continue their contributions?
3. Influencing alumni who have never contributed, but plan to contributé in the
future?

4. Influencing non-contributors who do not plan to contribute in the future?



5. Influencing donors who plan to halt contributions in the future?

Research Question Three. How do alumni rate the support of the alumni association

and the university in their efforts to make financial contributions to their alma mater?

Research Question Four. To what extent does loyalty to alma mater relate to alumni

joining the alumni association?

Limitations

The study is limited by the following:
1. The accuracy of self-reported measures
- 2. The generalization of the findings of this research beyond Auburn University to

other colleges and universities in the United States.

Delimitations

The study is delimited as follows:
1. All the participants of this study were alumni of Auburn University.
~a Alumni included herein are only those who have a record in the Auburn

University alumni database.

Organization of the Chapters

The study is organized in five chapters. The format of the study is as follows: Chapter I
includes an introduction, the purposes of this study, a statement of the problem, a statement of

the research questions, limitations, delimitations, and organization of the study. Chapter II
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consists of a review of related literature. Chapter III describes the procedures used to obtain and
analyze the data and the reliability of the study. Chapter IV reports the results of the study and
the statistical techniques used to reach the findings. Chapter V includes the summary,

conclusions and recommendations, based on the results of Chapter IV.
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Chapter II — Review of Literature

The review of literature is a compilation from a broad range of diséiplines including
highér educatibn, advéncement, social psychology, and marketing directed at university alumni.
A broad history of alumni support in higher education and specifically at Auburn University is
presented in this chapter. This chapter will further analyze alumni e;ttitudes and review to what
extent demographics, loyalfy, student experience and alumni experience affect supportive

behaviors in alumni.

History of Alumni Support in Higher Education

A historical example of support for higher education is found in the acts of seventeenth
century Harvard graduates. Curti and Nash detail the separate acts of alumni displaying
supportiv¢ behavior toward an alma mater. In 1645 , a pair of Harvard graduates gavé the school
a garden. Then in 1672, a Harvard alumnus donated the funds hecessary to erect a new buildihg
for the campus (Curti & Nash, 1965). The evolution of university graduates with a willingness
to contribute would éventually lead to the formation of alumni associations. The primary
purpose for the cfeation of these associations was to head ﬂmd-raising campaigns (Curti & Nash,
1965). The first such association appe‘ared in the nineteenth century. The first institutions of
higher education to use alumni associations include Brown, Yale, Cornell and Dartmouth (Curti

& Nash, 1965).
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Eventually, universities would strive to establish guidelines for the support and
advancement initiatives of colleges and universiﬁes. Brittingham and Pezzullo detailed the
Greenbrier Conference held in 1958. The outcome of this conference was a set of
recommendations that established a blueprint for the development and advancement programs of
institutions of higher education (Brittingham & Pézzullo, 1990). These recommendations would
be closely followed for the next twenty years. Then, in the 1'9‘70s', colleges and universities
began to oversee fundraising efforts through the creation‘of units operating as central

development offices (Cook & Lasher, 1996).

Office of Development. The central unit for mariaging the advancement of Auburn
University is the Ofﬁqe of Development. The Office of Development is located in the Auburn
Alumni Center and has the respoﬁsibﬂity of serving: as stewards for the financial contributions :
made by alumni and friends. Potential donors are provided with a variety of mediums to make
donations toward the advancement and support of Auburn UniVersity. Methods for giving |
include: online; check, credit card, corporate matching, printable gift card, electronic funds
transfer, stock, proﬁerty, real estate, endowments and insurance policies

'(Www.devélop.aubum.edu, 2008).

The Auburn Fund. The purpose of the Aubum Fund is to enhance the educational
6pportunities of current and future Aﬁburn University students. Over $2 million in gifts are
raised annually by the Auburn Fund. Alumni who give to the Auburn fund provide financial
contributions that are distributed to the follomdng areas: undergraduate scholarships and graduate

fellowships, technology upgrades for science and computer labs, student study areas, internet and

17



e-mail accessibili‘ty for students, student achievement awards, enhanced high-school recruitment

programs, library funds, and faculty teaching awards (www.develop.auburn.edu, 2008).

Auburn University Foundation. The Auburn University Foundation was incorporated
in 1960. The Auburn University Foundation is classified as an organization under Internal
Revenue Code section 501(c) (3). The purpose of the Auburn University Foundation is to
receive charitable donations on behalf of Auburn University and Auburn University
Montgomery. The funds feceived by the Auburn Um'vefsity Foundation are kept separate from
public funds and are distribﬁted with respect to the wishes of the respective donor. Alumni who
support the Auburn Univeréity Foundation have a desire to contribute to initiatives directed at the
common good and pubiic welfare éf the state of Alabama (Www.éevelop.aubum.edu, 2008). .

As the Foundation receives ﬁiﬁds it is r_esponsible for properly recording gifts, providing
receipts and accounfting for all funds received in suppoft of the advancement of Auburn
Universify. The Auburn University Foundation consists of 22 voting Board of Directors
including the President of Auburn University. The Chancellor of Auburn University at
Montgomery and the president of the Aﬁburn Alumni Association are non-voting ex-officio
members on the board. The directors may serve two 3-year terms. The Board eiects a President,
one or more Vice Presidents, a Secfetary and Treasurer. A Directbr may be eligible for election
to the Board for no more than eight consecutive years; or two consecutive four-year terms

(www.develop.auburn.edu, 2008).

Studies of Alumni Support in Higher Education

The economic conditions have quickly eroded the funds state and federal entities allocate

for higher education, thus increasing the urgency for effective university fund-raising efforts.
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These efforts are being fueled primarily by the recommendations found in case studies and
dissertations. These studies are being conducted and authored by graduaté students and/or
professionals who work at respective institutions, parallel to the author of this study. Very
rarely, are professional organizations or consulting firms commissioned and given the task of
analyzing the attitudes and perceptions of alumni as it relates to supportive béhaviors. Contrary
to most university practices and for the purposes I have mentioned abobve, the Performance
Enilancement Group, based in Houston, Texas was commissioned by the Auburn University
| Office of Alumni Affairs. The group sought tb survéy Auburn University alumni in order to -
obtain and analyze data related to alumni.attitudes and perceptibns, so future recommendations
gould be made regarding alumrﬁ affairs and development initiaﬁves (Performance Enhé.ncement
Group, 2008). |
* The past efforts of institutions to study alumni and donor relations have garnered mixed‘
results. This is detailed by Brittingham and Pezzullo Who explain that the results of one study
are not always consistent with the findings of another study; This variability from one study to
another scatters the findings of different studies at different schools (Brittingham & Pezzullo, -
1990). | |
A study by Vélkwein, Webster-Saft, and Agrotes (1989) suggested that a respecﬁve
donor would give based upon his/her ability to give as well as his/her individual motivation to
give. This hypothesis suggests alumni must have 1) the 'resourcés and 2) a willingness to give.
This is an intuitive explanation of why alumni decide to contribute to their alma mater
(Volkwein, Webster-Saft, & Agrotes, 1989). These variables were analyzed by the Auburn
University Alumni Attitudes Study, along with other key indicators for giving (Performance

Enhancement Group, 2008).
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Loyalty is defined by Webster as the “state or quality of being loyal”. Webster also
provides “fidelity” as a synonym (Webster’s Dictionary, 2009). Loyalty is a variable key to
assessing the supportive behavior of alumni. A better synonym for loyalty as it relates to alumni
affairs and development efforts might be “pride”. Alumni pride is discussed by Seymour in
Designs for Fundraising. Seymour determined that the motivation to give is based in the pride o‘f
respective alumni. Seymour also suggested a list of five key principles that help determine the
motivaﬁon of alumni to give (Seymour, 1966). These five determinants identified by Seymour
are closely related to the variables researched in the Auburn University Alumni Attitudes Study
by the Performance Enhancement‘ Group. Seymour’s determinants of motivation are the
following: |

1. We follow leaders who have our cenﬁdence.

2. We choose to support Winning ideas. Support ﬂoWs to pfomising programs and

great ideas, not to needy causes. | |

3. People strive for measureable and praiseworthy attainment.

4. Causes need measurable ebj ectives.

5. Werelish eerned reward and recognition. The pins anvarded for long service, the
diplomas and other evidence of personal involvement m worthwhile groups all
have a message (Seymour, 1966)

Smith (1981) described identifying a potential donor as “an art and a science” (Smith,
1981, p.61). Identifying donors is an acute challenge for institutions of higher education. This is
due to the perceived and unfereseen factors involved in cultivating a felationship that does not
guarantee a gift, whether large or. small. Normal analysis or protocol for soliciting respective

alumni cannot accurately forecast what a potential donor wants or what will lead to a gift.
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Haggberg (1992) offered that donorsWant to feel “wanted”, suggesting another intuitive
explanation for identifying donor behavior (Haggberg, 1992). Potential donors want to know the
institution cares for them, needs them and will listen to them. Also, they desire tax benefits, a
feeling of importance and public recognition for their contributions (Haggberg, 1992).

The marriage of social theory, situational factors and demographic characteristics create a
viable key to exchange between a university and its alunini. Burnett and Wood (1988) presented
a model outlining the decisioh making process of pfospective alumni. The model constructed by
Burnett and Wood resembles the Auburn University Alumni Aﬁitﬁdés Study, in that it describes
variables and correlations related to the supportive behavior in alﬁmni. Burnett and Wood’s
mo.del_ features antecedent states that have implications for the decisioﬁ ﬁaking process; or
determinants of supportive behavior. These antecedent states are influenced by characteristics
prior to making a decision to donate, such as demographic traits and situationél factors.

: Démographjq tfaits are supported in previous, empirical studies to have a direct effect on alumni
capacity and willingness to donate (Burnett & Wood, 1988). Bumetf and Wood’s study also
feveals that the more personable and direct the request for funds‘,‘ the more likely the donor is to

* respond in an affirmative manner. Previous research has provided findings that suggest alumni
Who are more actively involved are more inclined to make contributions (Bumétt & Wood,

1988).

Marketing in Higher Education

The principle of marketing in higher education is a relatively novel concept. Marketing
strategies and initiatives directed toward university constituents are applied by alumni

associations, advancement departments, fund-raisers, student recruiters and alumni. According

21



to a study by Levitt (1986), there is a relationship that is cultivated between two parties,
university and alumni, which reaps a donation (Levitt, 1986). This relatton_ship has been
compared to a marriage in previous studies of alumni relationship with alma mater. A key
varrable in the relationship between alumni and a university when compared to interpersonal
relations is that the relationship with alma mater is for a lifetime. A marriage can end in divorce;
people in relationships separate'every day. Once an undergraduate Walks. across the stage as a |
graduate, the ties bind 'the individual to that institution are for life. Levitt (1986) states,

The (graduation). .. merely consummates the relationship. Then the marriage begins.

How good the marriage is depends on how well the relationship is managed by the

(university)... (Levitt, 1986. p.111)

- Ifthe relationship is nurtured between the alumni and the university, the needs and wants
of the alumni will be adequately addressed. Thistask of alumni relations and development
personnel has positive irnplications for the perceptions of the university’s alumm The
perceptions of alumni directly affect levels of alumni contributiponstto a university. The
perceptions of alumni also predicate marketing strategies directed at influencing the supportive

“behaviors of almnni. The research questions of this.‘study attempt to analyze findings of the
Auburn Alumni Attitudes Study in order to address this staternent.

In order to match effectively the alumni characteristics and the needs and wants of
respective alumni with the beneﬁts and attributes of the Auburn Alumni Association, the Auburn
Alumni Attitudes Study was commissioned in order to identify the appropriate mix to reach .each
segment of supportive Auburn alumni. The Auburn Alumni Attitudes Study (2008) used a
foundational concept for studying alumni based on an alumni segmentation model that placed

potential donors in appropriate segments according to their respective eras, lifestyle and life
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cycle (Performance Enhancement Group, 2008). The following outlines the categories of the
foundational concept that utilized the alumni segmentation model:
1. Eras: World War I/Post World War IT, Woodstock and Vietnam, Post Watergate,
Post Yuppie and End of Cold War, Electronic Revolution and Dot-com and Post
9/11.
2. Lifestyle segment: family, career, hobbies and interests, and gender and ethnicity.
3. Life cycle: maMe/conteﬁplative, stable/mid-life, building/grolwth, young
adult/discovery and receﬁt graduateé (Performance Enhancement Group, 2008). |
The key to developing a rﬁarketing strategy that identifies the supportive behavior in
* alumni is an acknowledgemént by universities that the contribufions of alumni are more tha;n just -

transactions. The process is not a transaction, but a reciprocal interaction between two parties.

Identifying Characteristics of Supportive Alumni

.There afe several charactéristics that identify supportivé behaviors in alumni that havé
been reveaied by existin.,c:,r research. For example, past studies Wefe used to list 40 variables that
predict supportive behaviors in alumni (Brittingham and Pezzullq, 1990). | The‘chéracteristics of
- those supportivé behaviors are discussed in the following section.

A sﬁldent’s overall experience is a key variable in measuring that alumﬁus affinity or
loyalty to a university. This overall experience will greatly influence whether that alumnus
displays supportive behavior toward an élmabmater. There are several important factors that
might have implications for overall student experience. Those factors can include being a

scholarship or financial aid recipient, academic involvement, whether the institution is the
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undergraduate alma mater or graduate alma mater, student involvement in extra-curricular

activities, social involvement, fraternity or sorority membership, and collegiate athletics.

Financial aid. Studies have suggested that those students who receive financial aid are
mére likely to contribufe a university (Brittingham and Pezzullo, 1990). According to studies by
Beeler (1982) and House (1987), those students who have been awardgd scholarships or some
form of aid have a higher likelihood of becoming donors. This propensity to give back can be

tied to a feeling of gratitude toward a respective university (House, 1987).

Loyalty. | Alumni attachment or loyalty as a disériminate factor in alumni supportive
behavior has been examined in preVious studies. In a case study by Beeler (1‘982), it was
discovered that the strongest indicator of alumni likelihood to contribute back to an institution
was emotional attachment. Emotional attachment or lbyalty among alumni can be affected by
perceptjbns of thé institution. The perception of the university is enhanced or diminished
according the cultivation 6f alumni relationships. Fournier (1998) offered that the university is
the steward of these relationships and that the process Qf beneficial alumm relations occurs ov‘er
time. F;)umier’s (1998) study presented a model for the relationship that includes the following
segrﬁents: initiation, growth, maintenance, deterioration and dissolution. For the pu:fposes of o
university advancement and alumni relations, the first three phases of the relationship model are
relevant; initiation, growth and maintenance. The relationship between university and alumni is -
cultivated and maintained for life; sorrie alumni continue to support their alma mater even after
death. The reward for an institution effectively maintaining a positive relationship with its -
stakeholders is strong emotional attachments that strengthen the loyalties of its alumni. Beeler -

states the more positive the feelings toward a university, the higher the likelihood alumni will
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contribute back to their alma mater. Tn a case study by Spaeth and Gfeeley (1970), emotional
attachment was reported as a strong indicator for predicting supportive behavior in alumni.
Alumni who promoted the university to others or supported the initiatives of their‘alma‘ mater
were strongly influenced by emotional attachment or loyalty‘to the institution. Studies by
Shadoian (1989) and Grill (1988) support the statistical influence of emotional attachment an
indicator of supportive behavior in alumni.

Those alumni who attehded only one institution versus several were found to be more
likely to make coﬁﬁibutions to their respec_tive alma maters (Spaeth and Gréeley, 1970). This
finding speaks to the loyalty VariaBle examined in the Aubum Alumni Attitudes Study (2008)
which suggests alumni feel an affinity to the school they enroll in as freshmen. This loyalty to a
university is. carried with those studenté into post graduation years. Studies show that those
'students who transfer _and eventually graduéte from another university do not exhibit the same
type of loyalty (Miracle, 1977). In the study by Beeler (1982), the undergraduate degree was
réported as the mbst importanf with regard to identifying supportive behavior in alﬁmni. The
Beeler 'st‘udy also offered that those students who received additional degrees from other
institutions were still more likely to contribute to their undergraduate alma mater (Beeler, 1982).
Brittingham and Pezzullo (1990) echoed this statement of undérgraduate loyalty by stating in
their study of alumni Char_acteristics that the undgrgraduatés who graduated from an institution

gave at higher rate than those who had attended without graduating.

Student experience. A holistic and enjoyable collége experience has been shown to
predict the supportive behaviors of alumni (Pace, 1984). A comparative account of a holistic
student experience can be interpreted through the student involvement theory which states

student learn by becoming involved (Astin, 1984). The overall student experience of alumni
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according to the student involvement theory involves the consideration of curriculum,
attachment, the quality of peer and faculty relationships and successful student outcofnes (Astin,
1984 and Tinto, 1988). In a study by Pace (1984), the finding shows the philanthropy of alumni
is the result of specific outﬁomes that are predicted by the college experience of donors. The
study by Pace (1984) also presents factors such as the relationship between student involvement
and student learning. This relationship has implications for outcomes thaf result from a student’s
overall experience, determined by the .effoft of that student; not limited to what the university
(/10es for the student. Pace (1984) cites the student’s.experience aﬁd desired outcomes are also
attributed to a student’s i)ersistence and willingness to be involved. The Aubﬁm Alumni
Attitudes Study (2008) cités the perceived value of one’s education at é resbective institution as
an indicator of supportive behavior in alumni. The perception of alumni overall student

experiences is grounded in one’s personal growth and development as students and the

perception of the education they have received.

Extra-curricular activity. A willingness to be invol\}ed in extra-curricular activities has
been identifiéd as a characteristic of supportive behavior by alumni in previous studies
'(Shédoian,- 1989). In a case study of 600 alumni of Harding College by Gardner (1975), those
~ who participated in extra—cﬁrricular activities as undergraduates cohtributed to their alma mater
at a higher and more frequent rate than those alumni who did not participate in extra—curripular
activities. Oglesby (1991) also observed that the number of extra-curricular activities were
significant in predicting supportive behavior. None of the researchers mentioned above were
able to find a si gnificant relationship between extra-curricular activities and the level of
contributions made to an alma mater. There are some studies that have found certain extra-

curricular activities can predict a higher level of contribution from respective alumni (Haddad,
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1986). In a study by Haddad (1986), members of fraternities and sororities were identified as
those alumni more likely to exhibit supportive behavior toward a university. In addition, a
significant reiationship betx?veeri membership in a fraternity and sorority and alumni who
contributed at a higher rate and frequency was found in a study by Martin (1993). Martin (1993)
suggests the involvemerﬁ in Greek organizations éerve to enhance overall student experiences

thus influencing the supportive behaviors of those alumni in a beneficial manner.

College Athletics. A vital element fof measuring the overall student experiences of
many alumni can be tied to the successes or failures of the university’s athletic programs. Thisis
partiéularly true for fbotBal.l aﬁd men’s basketball, also referred to as the revenue sports. These
sports are.rveferred to as “revenue sports” due to the fact that they are‘the sports that typically
generate the most revenue for a university’s depaﬁment of collegiate athletics, especially in
programs that compete oh the Division-I level NCAA, 2008). Studies have reported that |
universities with winning programs in either Qf_ the reVeﬁue éports consistently receive large
contributions from alu_ﬁmi (Coughlin and Erekson, 1986). Although these large contributions
were not limitéd to the.urﬁversity’s collegiate athletic program, spillover exists with
contributions to§vérd écademic programs. In a study by Coughlin and Erekéon (1986), athletic
prowess had a beneficial inﬂuen_ée on the rate of contributions' from alumni and contributed
toward the enhancement of the institution’s collegiate athletic department, operating expenses,
facilities, academic, student programs and enrollment. The success of the athletic program also
had a positive effect on the amount of state aid received by each eligible student (Coughlin and
Erekson, 1986). Alumni who participate in collegiate athletics have shown a higher propensity

to make contributions to their alma mater (Oglesby, 1991). This statement speaks again to the
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alumni overall student experience and those alumni who are involved as undergraduates being |
fnore likely to display supiaortive behavior as alumni.

| The Auburn University Department of Athletics is a completely self-sustaining entity at
Auburn University, receiving no state funding. The development efforts of the Auburn Athletics
department ar e coordinated through the Tigers Unlimited Foundation (www.tigersunlimited.com,
2008). The Tigers Unlimited Foundation is committed to advanbing Auburn Athletics. Private
funds are vital to the Auburn Athletic departmént as it strives to recruit the best student-athletes
to 'represeﬁt Auburn University and perform at the highést levels of competition while receiving
a quality education from Auburn University. As the cost for sbholarships, operations, salaries
and facility maintenance increases, so does the ﬁrgency for recei&(ing private funds. Auburrfs
Department of Collegiafe Athletips is liable for the educational expenses (tuition, fees, room,
board, and books) in thé amount of $7.1 million for ité student-athletes |
 (www.tigersunlimited.com, 2008). The advancement efforts of the Tigers Unlimited Found.ation
are pertinent té success of the Auburn Athletics departmenf. The on-field success c;f Auburn’s
athletic teams impacts the overall student experiences, alumni experiences and loyalty of the

extended Auburn “family” influencing supportive behaviors (Coughlin and Erekson, 1986).

| Demographics. The Auburn Alumni Attitudes Study (2008) examined the demographic
data of Auburn élumni in order to identify variables that are associated with supportive behaviors
in valumni. These demc&grapl‘ﬁé= variables include years since graduation, number of children,
location or proximity to campus, income, ethnicity, age and gender. Any of these demographic
variables or combination thereof cén have a significant influence on the data indicating
supportive behavior in alumni. Analyzing demographic variables allows élumni relations and

development personnel to effectively identify what may prompt alumni to contribute to the
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university, join the alumni association, or what barriers may prohibit alumni from contributing

back to the university.

Gender. According to. which study is citeci, gender can be an indicator of supportive
behavior in alumni. The study by Brittingham and Pezzullo (1990) offered that gender does not
predict supportive behavior. In separate studies by Martin (1993), Baker (1998), and Pearson
(1996), it was found that gender does not have a significant influence on whether alumni will
donate; nor 'd.oes gender affect the amount alumni Will donate. This statement is contradicted in
a study by Héddad (1986). Haddad’s (1986) study concluded that although gender does not
determine the likelihood of ailurrini to bontributc to alma mater, males contribute at a higher
fretluency than females. Mosser (1993) found a possible measurement effect that may affect the
validity of gendér studies regarding éluinm' coniributidns. In the Mosser (1993) study, it was
discovered that most institutioné record all contribution history of married couples in the name of
the husband. This occurrence has' obvious effects on the Validity of studies designed to measure
the relationship between gender and donorl status. Mosser (1993) also states that universities
count the husband eis the donor even when the husband is not an alumnus. This practice by

advancement departments biases the data on gender difference in alumni giving.

Marital Status. Studies comparing married couples and single individuals in respect to
alumni contributions have been inconsistent. Studies by Beeler (1990), Haddad (1986), and
Oglésby (1991) found inconsistencieé in the findings regarding the relationship between marital
| étatus and the leve] of alumni contribution. A study by Gi:ill (1988) reported that single alumni

were more likely to contribute to alma mater than married alumni.
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’Age.‘ The Auburn Alumni Attitudes Study (2008) reported data supporting previous
studies that state most alumni who make large .donations and/or contribute to a university are
older. However, Beelér (1990) offered that youﬁger alumni are more prone to return to their
alrna mater to attend university events at a rate higher than older alumni. Studies by Brittingham
" and Pezzullo (1990), Haddad (1986) and Grill (1988) found a significant statistical relationship
between the years after graduation and the propensity to contriBute. In each of the studies

mentioned above the older the alumni, the higher the frequency to contribute to alma mater.

Children. The Aut;urn Alumni Attitudes Study (2v008) suggests that the number of
children does not have a signiﬁcaﬁt influence on alurﬁni decisions to join the alumni association
and make contributions to the institution. A common beiief regarding children and disposable
income would suggest alumni with children are less likely to become donors and/or make largé ‘
contributions to an institution. This belief is not supported by the mixed findings of studies that
failed to find a consistent statement regarding the rélationship between number of children and
the propensity of alumhi to give. However, Haddad’s (1986) study subports a statistically
significant inﬂuenc¢ of the relationship between number of childrgn and alumni contributions. It

1S assufned that this statisﬁcal variable, number of children, speaks more to the young alumni
demographic. Older alumni usually have adult children, thus nullifying number of children as a
reliable variable for predicting contribution to their alma mater. According the Auburn Alumni
Attitudes Study (2008), the number of children does not have a statistically significant influence
on alumni attachment or loyalty, since alumni with children appear to be just as likely to
contribute back to‘ their alma mater and attend university events as those alumni without

children.



Location. Studies have produced mixed ﬁndings regarding the relatiohship between
alumni proximity to an institution and supportive behaviors. McKee (1975) found alumni who
live in closer proximity such as in the same state as their alma mater have a higher likelihood to
contribute back to a university, especially in the form of attending university events. Studies by
Haddad (1986)‘, Korvas (1984) and Beeler (1982) found no statistically significant relationship
between proximity fo an institution and fhe likelihood of alumni to contribute to their alma

mater.

Alumni Involvement. Studies have shown that alumni who frequent university-
sponsored events are more apt to contribute back to their alma mater. Studies by Caruthers
(1973), Pearson (1996) and McKee (1975) reported a statistically éigniﬁcant relationship
bétween alumni who attend university évent.s and the likelihbod of those alumni to contribute to
an institution. These findings were based upon questions to gauge hoW participation in
university events affects supportive behaviors in alumni. In the study by Carut'hers (1973) it was
reported that alumni who frequently returned to campus made contributions back to their alma -

mater 22%'more o}ften than those who did not frequently return to campus. Rosser (1997)
concluded that'supportive behaviors can be predicted by the number of university related events
alumni atténd; those who make recurrent visits to their alma mater are more likely to make
contributions to an institution. Rosser’s (1997) study also foui;d a statistically significant
relationship between alumni visiting campus events and the level of donor status; those alumni

who are on campus often are more likely to make larger gifts to an institution.

Income. Brittingham and Pezzullo (1990) cite a relationship between income and the

likelihood of alumni to become donors. The study also reported as an alumni’s income



increases, so does the level of donor status. In a study by Oglesby (1991) the rate of large gifts:
made to a university by its alumni is influenced by an increase in expected family income.
Martin (1993) offered that family income had a statistically significant influence on the
likelihood of alumni to become donors and on the level of donor status. Pearson (1996) believes

| this variable to be more important, citing that household income is the mosf discriminate variable
in predicting potential donors and the level of donor status. A study by Rosser (1997) supports
this statement, reporting that the annual householci income of aluinn_i is the key predictor to
identifying potential donors. Previous studies also support this conclusion regarding alumni
household iﬁcome, stating a statistically significant relationship between income and the amouhfs
alumni will give to an institution.

Due to the difficulty in obtaining annual income information using self repoﬁing
measures, stud‘ies‘l‘lsing level of incbme have been somewhat limited. Much of the absence in
informatidn regarding alumni income is due to reluctance by development personnel to offend
potential donors with queries about their personal finances. Therein lies the risk of
compfomiéing the alumni-university relationship cﬁltivation procéss and ldsing a potential gift -
from alumni. These queries about income informaﬁon could also affect alumni perceptions -
toward an instifution which might have negative implications for the success of uhiversity

- advancement efforts and fund-raising campaigns.

Identity Theory

In order to understand better an individual’s relationship with a university, it is useful to
understand the concept of identity theory. Many undergraduates come to higher education

institutions and discover “identities” within themselves in a series of encounters and interactions
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with peers, faculty and the university environment. Serpe (1987) suggested that identities evolve
but remain relatively stable in a person’s lifetime. These identities are influenced by beliefs,
commitments and principles that serve as psychological explanations to the intentional
supportive behavior of the individual (Serpe, 1987). In a study by Stryker (1980), identities is
defined as “internalized sets of role expectations, with the person having‘ as many identiﬁes as
she or he plays rolesv. in the distinct sets of social relationships” (Stryker,1980, p.6). Uiiiversity
eidvancement efforts must grasp an understanding of the alumni “self* and the identities that
make up the “sélf”. The Auburn Alumni Attitude Study sought to gain a better uncierstanding of
its aluinni “self”. Thisis the. key to under_stand supportive behaviors'fhat lead to alumni making
| contributions to their al_m_a mater. |
The comniitment or attachment ahimni feel toward an institution may last a lifetime.

Greenwood (1994) concluded that the supportive behavior of alumni was linked to the feelings

' one may have wheri they leave a university. An individiial may reminisce over friendships |
' - formed with peers or the influence of dynamic instructors. Sbme may recall their éollege years
as the first period in their lives when they were away from home; having to »be responsible for

one self. This initial act of self efﬁcécy might have given them a sense of empowerment.

Social Identity Thedry. According to Mael and Ashforth (1992), traditional identity
theory is extended by vsoc.:ial identity theory. Social identity theory classifies individual identities
into two categories: 1) ability and interest 2) organizational mémbership, gender, and age
cohorts. This version of identity theory is relevant with respect to why alumni join alumni
associations. Mael (1992) believes alumni will subscribe to organizations that have prototypical
attributes similar to their own personal ciharacteristics. In the Auburn Alumni Attitudes Study

- (2008), alumni were surveyed to gather their perceptions about fellow alumni who were



members of the Auburn Alumni Association. According to Mael and Ashforth (1992), these
perceptions influence alumni decisions about membership allowing them to “order their social
environment and locate themselves and others within it” (Mael and Ashforth, 1992, p. 104).
The concept of social identify is two pronged as it relates to alumni association

membership. Once a student graduates, he or she is alumni or alumna for life; the individual

joins a large number of other individuals th share that commonality. The alumni association
membership is also a symbol of emotional attachment that has important value towards alumni

- loyalty in contributing to a respective alma mater. Tajfel and Turner (1985) stressed that social
identity is an individual’s perception that he “bélon‘gs” to a particular group coupl‘ed with some
emotional aftéchrrient and a measure of Value as it relates to fhat membership. As it applies to
higherveducatiqn, alumni identify with the university “family” as a COgnitivé entity that is

| meaningful to the individﬁal (Tajfel and Turner, 1985). Individual alumni are able to create a
social identity as a member of an alumni association or any group wherein they may claim
membership (Tajfel and Tufner, 1985). Socialv identification alllows>a1u,.mni té locate themselves
Within an environment or social group,‘ i.e. alumni association. These alumni are able to focus
theﬁ attentioﬁ on the overall experiencés and the quality of their group interactions. This
‘experi‘ence has a powerful inﬂuénce on the overall perceptions and attitudes of those alumni
toWards the alumni association and university.

| The degree to which perceptions and attitudes affect alumni will vary from individual to

individual, according to the environment or group dynamic of the alumni association. The
relevant influence of identification with a particular group or alumni association is dependent of
those individual alumni perceptions and attitudes toward the particular group or alumni

association (Dutton, Dukerich, & Harquail, 1994). Depending on how alumn define themselves,



the degree to which membership will influence social identity and their likelihood to covet
membership in their respective alumni associations is determined (Tajfel and Turner, 1985).
Those perceptidns and attitudes towards a ‘univversity or alumni association have strong
implications for whether alumni will enfer into a relationship with their alma mater in which
commonalties are established amongst memberé leading to lsupportive behaviors (Serpe, 1987).
Group membership is a vital aspect of identity theory that exerts an influence on
supportive'behaviors. Bhattacharya, Rao, and Glynn (1995, p.47) defined identification
influence oﬁ alumni és “the perception of belonging with a particular group”. There are various
definitions of identification as it relates to organizations. Allen and Meyér (1990) presented a
model organizational identification that included three segments 1) cofnmifnﬁent, 2) loyalty and
| 3) satisfaction. This model of organizational identificatiqn by Allen and Meyer is relevant as if
coincides with variables researched in the Auburn Alumni Attitudes Study (2008); loyalty,
student experience and alumni experience. According to Mael and Ashforth (1992), alumni
begiri to see thefnselves as intertwined with their alma mater through alumni association
membgrship inﬂuencirig perceptions and attitudes fhat will predict supportive behaviors.
“The mission of;the Aubﬁm Alumni Association is to foster anci streﬁgtheﬁ the‘
relatioﬁship between Auburn University and its alumni...to keép alive the spirit of
affection and reverence for our alma mater” Auburn Alumni Aésociation Mission
Statement (www.aualum.org, 2008).
“The Auburn Alumni Association cultivates lifelong relationships between Auburn and
its alumni...to support the advancement of our university” Auburn Alumni Association

Vision Statement (www.aualum.org, 2008).



University advancement and alumni relation goals lend to developing a perception of
oneness with their respective alumni; enabling those alumni to classify themselves in terms of
being a member of that “family”, i.e. the alumni association (Mael'and‘ Ashforth, 1992). The
goals and missions of the university, the needs and challenges of the university, the initiatives
and vision of the inétitu;tion become that of the alumni. This process is an ongqing relatiénal
exchange. German (1997) found that identification by membérship will influence this relational
process that has implications on the supportive behavior of alumni. German’s (1997) study
found that 21% of the variance in alumni.who donated to their alma mater was significantly
| inﬂuenced by identification with their respective alma mater. This Statistic also supports

findings that state identity thebry has implications for supportive behavior in alumni.

Perceived Need for Alumni Support

Studies siipport the idea that the appéals of university advancement efforts and/or alumni
associations are fnore likely to pfompt fe_edback from alumni when there is a notion that the
institution is ‘in need of priva’;e financial support (Leslie and Ramey, 1988; Leslie, Drachman,
Ramey and Conrad, 1983).- Tﬁe responsibility of heightening alumni awareness regarding an
institution’s need for private funds is shared by édvancement departments, alumni affairs and
alumni associations. Once alumni are madé aware of the need for support, the decision process
for alumni begins (Haﬂ, 1996). Effective fundraising efforts require “making increasingly
informed judgment” and “realizing...donors can often be significantly influenced based on an
understanding of institutional need” (Snﬁth, 1981, p. 62). In a study of University of Virginia

alumni, Martin (1993) determined the perception of university need for financial support as a

discriminate variable in influencing supportive behaviors of those alumni.



Acknowledging Alumni. A best practice of advancement and alumni relations is the
acknowledgement of alumni who have made a significant contribution to an institution. This |
practice speaks to feelings of reciprocity from alumni; providing alumni with a sense their alma
mater appreciates their contributions. Eisenberger, Fasolo and Davis-LaMastro (1990)
emphasize that felt reciprocity has great hﬁpiications for alumni attitudes aﬁd perceptions that
will influence the continuation of pasf supportive behaviors. The goal of advancement and
alumni relations is expressed by Bagozzi’s (1995) interpretation of reciprocity as a form of
equity and ét the core of marketing rélationships.' The marketing strategy of higher education
that invblveé the cultivation of the relatiqnal process betweeﬁ universities and their alumni is
ineffective at inﬂucncing supportive Behaviors Without-alumiii feeling needéd, wanted and more
importantly appreciated (Bagozzi, 1995). Eisenberger, Fasolo and Dévis-LaMastro (1990) state
alumni attitudes and‘perceptions are confirigenf upon the extent to which their alma mater values
their contribuﬁons. The stronger the alumni perception of support from th¢ university and/or
alumni association the stroﬁger the ties will be fhat predicf supiaort from alumni. Thé request of
alumni associatidn and universities will be more erly to be well-received if there is a feeling of
reciprocity and support from the alma mater present among alumni. .Traditional forms of alumni
recognition include anything from handwritten letters of thanks to plaques tb naming 6f

buildings on a college campus in recognition of a major gift (Hanseh, V2OOO).

~ Alumni Satisfaction. Studies have found a relationsiqip Between satisfaction and the
likelihood of alumni to contribute to a university. Alumni satisfaction and student satisfaction
were identified as measurable facfors of alumni supportive behaviors in the research of the
Auburn Alumni Attitude Study (2008). Alumni are more likely to contribute to their alma mater

if the perception of the experience received from a respective institution is valuable (Mael and
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Ashforth, 1992; Bhattacharya, Rao, and Glynn, 1995); A segment of the Auburn Alumni
Attitudes Study (2008) sought to interpret whether specific needs of alumni were met and or
exceeded. A study by Oliver and Swan (1989), stated thét in order for a relational process
between alumni and alma mater to be cultivated and maintained, there has to be an element of

satisfaction with respect to the alumni expectations of the university and/or alumni association.

Opinions of Inétitutiqnal Leadership. The attitudes é.nd perceptions of alumni
regarding satisfaction, whether positive are negative, are mahifested in opinions of theix alma
mater and alumni association leadership. In order to gauge the attitudes and perceptions of
Auburn alumni, the Auburn A.lumni'Attitude S‘aidy (2008) bprobed alumni for insight into alumni
opinions regarding the léaders of the institution and the alumni associatiéh. Iﬁ German’s (1997)
study, the alumni who contributed‘to their alma mater had feelings of respect for the leadership
of the university. However, Kotler and Andreasen (1996) point out that negatiVé opinion. has a
'stronger influence on alumni perceptions and attitudes tbward their alma ﬁater’s leadership than

) : ‘
positive opinion. For example, those insfa.nces where there is a story casting the administration

of a university in a negative light will have a more lasting effect on whether alumni will display

supportive behavior (Kotler and Andreasen, 1996).

Student Experiences. Student experience as it relates to influencing supportive
behaviors in alumni has produced mixed ﬁndihgs in several studies. A study by Baker (1998)
presented a study that determined a‘statistically significant relationship between stﬁdent
satisfaction and the likelihood of alumni to contribute to a university. This study coincided with
the works of Pearson (1996), who stated that alumni perceptions about the quality of education

received have a significant influence on alumni supportive behaviors. However, Martin (1993)



found that student satisfaction was not a discriminate factor in influencing the supportive
behavior of alumni. A case study by Oglesby (1991) of Southwest Baptist University, suggested
that student experience has a statistically significant influence on the supportive behavior of

alumni.

University Prestige. Favorable comparisons to peer institutions enable a univérsity to
influence supportive behaviors in alumni (Hansen, 2000). Previous studies have found a
relationship between supportive behéviors and the pérceived reputation of an institution (Grunig,
1993). Rankings in national publications have become more of ?1 priority for institutions of
higher education as universities compete for high acilieving studenf_é, national prominence, and
the approval of alumni. Student experience can also be linked to the perceived value associated
with receiving a degree from a prestigious university (Mael and}Ashvforth, 1992). The perceived
prestige of a university has implications for the supportive behaviors 6f alumni and influences

the poéitive outcomes of fundraising efforts (Cameron and Ulrich, 1986). ..

Promoting the Univérsity to Others. An institution’s ranking amohg peer schools also
has an influence on whether alumni will prométe their alma mater to others. Alumni activity in
promoting their school to others has implications for a university being able to recruit the very
best students to its campus. For students, the decision of where to attend college has significant
life-long implications. College attendance is a multi-faceted decision involving questions
regarding whether to attend, where to attend and how to finance the education. A willingness of
alumni to promote their alma mater to others is an indicator of supportive behavior. In a case
study of Oklahoma State University by Caruthers (1973), alumni who had promoted the

university to their children contributed to their alma mater at a 27% higher rate than those alumni
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- who did not promote Oklahoma State to their children. Other studies also suggest that the
supportive behaviors of alumni are predicted by a willingness to promote the institution to

prospective students (Martin, 1993; Shadoian, 1999).

History and Characteristics of the Auburn Alumni Association

The .f‘Society of the Alumni” goes back as far as the late 1860s. The Auburn University
Alumni Assoc\iation wouldn’t be formally incorporated as a non-profit organization until April
19, 1945. The early semblance of an alumni association began when a group of former Auburn
students ésfaﬁlished a fund in order to assist underprivileged you.ﬁg vmel‘l with attaining an
education. The aiumni assoéiation’s first incorporation was ih 1894.- Due to financial troubleé;
the association collapsed in 1941. After the end of World War II, the association was re-
incorporated and.namcd the Association of f‘ormer Students. Today, the Auburn Alumni
Association is a member-based 50.1 (c) (3), organization funded by mémbersilip dueé, individual
donationé and corporate sponé.orshjps/ afﬁnity‘pro gram i)artners, The Aﬁburn Alumni
Association Board of Directors is currently éomprised of 26 members, 19 ;Of whom are voting.
The board assembles three times anhually to discués matters aﬁd issues relative to the initiatives
of the Auburn Alumni Association (www.aualﬁm.org, 2008).

The mission of the Auburn Alumni Association states:

“...to foster and strengthen the relationship between Auburn University and its alumni

and friends; to preserve and promote the University’s traditions, purposes, growth and

Alumni; and to keep alive the spirit of affection and reiference for our alma mater”

(WWW.aualum.org, 2008).
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Harry M. “Happy” Davis served as the first director of the alumni association. In 1951,
Joseph B. Sarver assumed the role as director of the alumni association. Sarver would serve as
director for the next 25 years markin.g‘ an era of tremendous growth and prosperity for the alumni
association. During Sarver’s tenure, the alumni association created numerous alumni chapters in
the staté of Alébama and across the country. Sarver’s leadership is also credited with a surge in
alumni giving fhat led to the increased support of academics and the creation of several
scholarships as a result of the exteﬁsive network of alumni chapters. During Sarver’s .
_ adminiﬁation, the alumni association also implemented programs directed at ad?ancement
initiatives such as the Auburn Development Program in 1959, the Auburn Annual Giving Fund
in 1965, and the Alumm Professorship Program in 1966 (www.aualum.org, 2008).

In 1976 George L. “Buck” Bradberry, a former assistant football coach, began his tenure
aé Executive Diréctor of ‘the Auburn Alumni Association. Bradberry’s accomplishments as |
leader of the Auburn Alumni Association include the creation of the Auburn Generations Fund.

Bradberry is also credited with creating a database that contained the demographic and financial

informatibh of all Auburn alumni and friends. Bradberry retired in 1985 (www.aualum.org,
2008). “
o At this time, Jerry F. Smith‘ took over as the Executive Director.- In 1986, not long after
Smith assumed the role of Director of the Alumni Association, the funding efforts of the Auburn
Alumni Center begém. Smith and former Auburn Alumni Association president Robert D. Worci
passed a resolution to build the new Alumni Center. The Auburn Alumni Center opened its
doors on May 6, 1987. The building is home to the Office of Alumni Affairs and the Office of

Development (www.aualum.org, 2008). Under Smith’s leadership, the Alumni Association also
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implemented The Samford Society, the Library Endowment Fund, and the utilization of phoné—a—
’thons for fund raising efforts (www.aualum.org, 2008). |

- In March 0f 2004, Dr. Deborah L. Shaw assumed the role as the Vice President of
Alumni Affairs and Executive Director of the Auburn Alumni Association, replacing former
Vice President of Alumni Affairs Betty M. DeMent (www.aualum.org, 2008). Acc’ording to the
Auburn Alumni Association website (2008), the current membership total for the Auburn
Alumni Assbciatioﬁ, 45,000, is one of the largest among Southeastern Conference institutions.
The alumni association membership total of 45,000 also represents 27% of the alumni base. In
total, Auburn University has 200,000 li';/ing alumni;‘ 190,000 of those alumni have current

mailing addresses in the Auburn alumni database (www.aualum.org, 2008). |

Auburn Magazine. In 1912, the first ever publication was sent to alumni. The
publication was called The Alumni Quartérly. At the time, approximately 3000 subscribers -
received The Alumni Quarterly. In 1914, 'thg title of the.qUarterly publication was changed to |
The Alumnus. The Alumnus would later be called Alumnews after World War IT and the alumni
_association’s re-incorpora%tion in 1.945. In the spring of 1994, the AlumneWs would be re-
invented as Auburn Magazine (Www.aualum.érg, 2008). This initiated a progressive move away
from the traditional newsletter toward a more conterhporary magazine format. Today, Auburn

Magazine is a leader among alumni publications across the country.

Office of Alumni Affairs

The Office of Alumni Affairs has a staff of 25 employees, as well as several
students/interns working in the office at any given time. The office is segmented into three

departments; programs, marketing and membership, and communications. According to its
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mission statement, the Office of Alumni Affairs “...develops relationships and establishes
lifelong connections between Auburn University and its alumni and friends, leading to increased

support for the institution’s mission and goals.” (www.aualum.org, 2008)

Programs. The Office of Alumni Affairs is responsible for the coordinatian of alumni
and student_ programs including the Auburn Student Alumni Association, a “Young Alumni”
program, a travel program, Auburn homecoming activities, “Golden Eagles Reunions”, game-
day alumni hospitality tent festivities, awards and recognition events for outstanding alumm',
business partnerships that provide benefits for alumni association members, minority alumni

events and a scholarship program. |

AU ‘Clubs Program. The Office of Alurﬁni Affairs coordinates thé national Auburn
Club pfogram that. enables Auburn alumni throughout the nation to network with other Auburn
graduates. The Auburn Club program raises scholarshlp funds for prospectlve students who wish
to attend Auburn Umver51ty According to data provided by the Auburn Alumm Association
web51t¢ (2008), n 2007-08, AU clubs raised and awarded over $353,000 for 106 scholarships for

Auburn University students.

Auburn Student Alumni Association. In 1999, the Auburn Alumni Association
established a student version of the association, the Auburn Student Alumni Association (SAA).
The mission of the SAA was to create a bridge between current sfudents and alumni; preparing .
students today to become alumni tomorrow. Today, the SAA is the largest student organization
* at Auburn University, with membership totals well over 3,400 members (www.aualum.org,
2008). The SAA addresses a diverse spectrum of student interests by hosting a variety of events '

throughout the school year. The primary goal of the SAA events is to facilitate networking



between current students and Auburn alumni while also providing opportunities for social and

professional development.
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Chapter III ~ Methods

This chapter will present a description of the population and respondent characteristicé,
an overview of the survey used to measure the constructs identified, a summary of the variables
identified, the data collection, and a brief description of the statistical techniques used in the

analysis.

Research Perspective

The premise of this study is a secondary analyéis of findings from a research survey
conducted by Performance Enhance Group. These research consultants were commissioned by
the ‘Au'burn Uni\:/ers_ity Office of Alumni Affairs for the purpose of examining the attitudes of
Auburn University alum'ni. For purposes of this study, the interpretations reported in this study
are based on the quantitative data from participant responées. The impetus to analyzing data
from the su.ﬁiey distributed to alumni was the opi)orturlify to effectivlely identify key factors that

influence alumni attitudes towards giving to their alma mater.

Respondent Characteristics

Alumni of Auburn University provided the sample population for the Auburn Alumni
Attitudes Study. The 2,284 participants of the survey made up the sample population. These
respondents were part of a larger population derived from the Auburn University alumni

database. The sample was randomly selected and consisted of alumni selected from the Auburn
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Univgrsity alumni database. These 22,500 alumni were sent the branded survey instrument for
this study. The Auburn University alumni database contains demographic characteristics of the
respondents. The survey was designed so that respondents maintained anonymity.

Iri study by F ray (1981) it was noied that “universities know...little about their alumni.
They presume... yet they almost never ccinduct scientific research.. ;” (p. 46). By analyzing
alumni giving patfems and becoming aware of factors that influence supportive behaviors, an
effective template for marketing and communicating to potential donors is more attainable.
University iifﬁéials and alumni assoéiation leaders must become shrewder in the manner by
which universities create new relétionships with alumni. It is important to understand those
alumni based on factors that .aré conducive to inﬂuencing their supportive behaviors.

Although the Auburn Alumni Attitudes Study uses Auburn University alumni as the
sample population, ﬁndings from this research may be gerieralized to relate to other institutions

with characteristics that closely match those of Auburn Univérsity.

Research Context

Alumni of Auburn Univérsity }irovided the samlile 'population for the Auburn Alumni
Attitudes Study. The sample population was raiidomly selected and consisted of 22,500 alumni
selected from the Auburn University alumni database. Participants of the study received a
branded survey distributed via email by thé Performance Enhancement Group (PEG). The
survey instrument was branded so that respondents remained anonymous (see appendix c). Of

’ the 22,500 surveys distributed, 14,966 emails were presumed delivered. There were 7,534
emails returned as bad addresses. Of thel4,966 emails presumed delivered, a total of 2,284

alumni responded to the survey for a response rate of 15%. The results from the responses of the
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survey were keptin a database provided by PEG for future analysis and further interpretation.
For purposes of this research, a secondary analysis was conducted of data collected from the

Auburn Alumni Attitudes Study.

Measures of Constructs

The Auburn Alumni Attitude Study utilized observed measures and unobserved
constructs. ‘These were:measured in several ways. Demographic information was gathered from
the Auburn University alumni database. A survey instrument was developed based on items
from existing scales and prior research related to alumni supportive behaviors.

The survey included self-reported nﬁe_ésures of alumni attitudes and bérceptions related to
Auburn University and the Auburn Alumni As.sociationv. The sufvey instfument was designed
with questions to measure the degree to Wlﬁch alumni demographics, loyalty, student
experiences, alumni experiences, and ovérall experiences iﬁﬂﬁence supporti\;e behaviors. For
purposes of this study, supportive behavior is inferpretéd in the context of financial contributions
and alumni associatioh mémbership. |

These self-reported measures were operationalized in the f_ollowihg degrees: reported
support ratings (poor, féir, good and eicellént), levels 0f importance (not important, somewhat
important, very important and critically important), levels of financial participation (‘never, don’t
plan to start’, *never, but plan to start’, ‘have, but plan to stop’, ‘currently, plan to continue’ and
currently, plan to increase’), and alumni association membership (never been a member, lapsed
membership and current member). Vériable analysis 'was utilized to analyze and produce'a

composite measure of the unobservable feelings, attitudes and supportive behaviors that may
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influence alumni to demonstrate loyalty towards Auburn University. The results are reported in

Chapter 4.

Measures

The scales used to measure the constructs employed by the Auburn Alumni Attitudes
Study (deniographics, loyalty, student experiences, and alumni experiences) Wére developed
based on items from existing scales and prior research related to élumm' supportive behaviors at
comparable institutions of higher education. The following‘section discusses the measures used

in the study.

Loyalty

Loyalty is categorized as a feeling, behavior or attitude that inﬂuence_s' supportive
behaviors of alumni. In previous st_udies, it was diécovered that the strongest indicator of alumni
likelihood to contribute to an institution was emotional éttachment (Beelér, 1982). | Such an
emotional attachment could be interpreted as loyalty in the context of affectihg alumni
~ perceptions toward giving to an insfitution. These 'alunﬁﬁ" perceptions of the university are
enhanced accdrding fo the éultivation of the reiatioﬁship betweén alumni and institution. A
study by Fournier (1998) presented a model for relationships that is relevant to this study.
Fournier’s relationship model includes the following segments: »initiation, growth, maintenance,
d¢terioration and dissolution. For the purposes of university advancement and alumni relations,
the first three phases of the relationship model are relevant; initiation, growth and maintenance.

According to Webster’s Dictionary (2009), the definition for loyalty, “state or quality of

being loyal” is relevant to Auburn University alumni and in the context of measuring factors that
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lead to contributions. Loyalty is an unobservable construct, yet a key variable in predicting the
supportive behavior of alumni. A better synonym for loyalty as it relates to alumni affairs and
development efforts might be “pride”. Seymour (1966) discussed alumni pride as a premise for
successful fundraising. The supportive behaviors of alumni are directly contributed to the
amount of pride alumni feel toward their respective alma mater (Seymour, 1966). Since the
variable of loyalty is a determinant to influencing alumni support, cultivating and maintaining
this loyalty is critical to Auburn University.
The degree to which loyalty towards Auburn University is felt by Auburn alumni was
addressed in the following questions:
1. How would you rate your decision to attend Auburn? (bad, fair, good, great, no
opinion)
2. How often do you promote Auburn to others? (never, occasionally, regularly, all
the time, no .opinion)
4. Which of the following beét describes your experience as a student? (poor, fair,
good, excelient, no opinion)
5. Which of the following best describes your experience as an alumnus/a? (poor,
fair, good, excellént, no opinion)
6. Which of the following describes your overall current opinion of Auburn? (poor,
fair, good, excellent, no opinion)
7. How well did your degree prepare you for each of the following:
a Current work status
b Commitment to continuous learning

¢ Responding to new career opportunities
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d Contributing to my community
e Deepening my understanding and commitment to personal development
f Further graduate education
8. How important is it for you and alumni in general to do the following?
h Mentoring students |
i Identifying job opportunities for graduates
i | Providing feedback to Auburn about how it is perceived
k Recruiting students
1 Serving as ambassadors or>advocates for Auburn
m Providing ﬁnanciél support for the university (e.g. donations)
n Networking with other alumni
o Volunteering for Auburn
p Providing‘ leadership by serving on boards, committees, etc.
q Attending general alumni and university events
22. How much do you agree/diségree that the following describes people who
currently join/are members of Auburn Alumni Association?
h People who are loyal to Auburn (strongly disagree, generally disagree,
generally agree, strongly agree, no opinion)
23. How important are each of the following to you as a reason to join the Auburn
alumni Association?
b Demonstrate loyalty to Auburn (not important, somewhat important, very

important, critically important, no opinion)
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Demographics

The Auburn Alumni Attitudes Study (2008) examined the demographic data from the
Auburn University alumni respondents in order to assess variables that are associated with
supportive behaviors in alumni. Demographic variables measured by the survey instrument
include the following:
| e Degree as it relates to whether the participant graduated from Auburn University -

and what type of degree was awarded?

e What yeér the participant graduated?

e Location as it relates to current city, state and pountry?

e Gender of the participants who responded to the survey?

e Ethnic origih aé it relates to race?

e Current age of the participant?

e Alumni Association Membership as relates to current member status?

e How close to Auburn do you currently live? (within 10 miles, 11 to 50 miles, 51

to 160 miles, 161 to 250 miles, over 250 miles within the US, over 250‘miles

outside the US)

Alumni Segmentation Model

The Auburn Alumni Attitudes Study separated the sample population of survey
participants into two sub-groups. There was a Membership and Alumni Segmentation Model
based on demographic information provided by the respondents. The Alumni Segmentation
Model consisted of three categories: 1) generational segmentation, 2) life;cycle segmentation and

3) lifestyle segmentation. The purpose of these categories was to consider generational, stage of
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life and lifestyle market segmentation. The creation of market segmentations has beneficial
implications for effective marketing and communication initiatives of alumni affairs and
advancement departments. |

The Generational Segmentation categorized cohorts, or graduating classes, of students by
a particular era iﬁ U.S. history, instead of simply listing alumni by the year they graduated from
Auburn. By analyzing data related to a respective era in US. history researchers can better
understand factors that may b>e specific to a particular sample of alumni. The eras of the
generational segmentation include World War II/Post World War II to 1963;
Woodstock/Vietnaﬁ 1964 to 1973; Post-Watergate 1974 to 1980; Yuppie/End of Cold War 1981
to 1993; Electronic Revolution/Dot-com 1994 to}2000, and Post 9/11 to 2001.

The Life-Cycle Segmentation builds on the age demographic to portray the phase of life
- in which respective alumni are currently in. The phases of the Life-Cjcle segmentation include
Young Adult/Discovery, age 21 to 30; Building/Growth, age 31 to 44; Stable/Mid-Life, age 45 to
62, and Mature/Contemplativé, age 63 to older. Age has been proven to be a predictor Qf |
supportive behavior (Brittihgham and Pezzullo, 1990). Previous studies also have found a
signiﬁcant_statistical relatibnship between the years after graduation and the propensity to give to
a respecﬁve alma mater (Haddad, 1986 and Grill, 1988)). In each of the studies mentioned
above, older alumni, or those alumni more distant from graduation, have been shown to
contribute to an institution at a higher rate than younger alumni.

The Lifestyle Segmentation lists participants according to their lifestyle and interest. The
Lifestyle segmentation categories include: 1) hobbies and interests, 2) family, 3) career and 4)

gender and ethnicity. These demographic variables addressed in the lifestyle segment have been
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shown to influence rates of alumni involvement (Rosser, 1997). In a study by Rosser (1997) the

findings suggest a statistically significant relationship between donor status and alumni activity.

Alumni Association Membership

The second sub-group was a sample breakdown using membership in the Auburn Alumni
Association, as reported by the participants to the survey. The Auburn Alumni Association
demographic included': 1) current members of the Auburn Alumni Association, 2) alumni who
were lapsed members of the Auburn Alumni AssoeiatiOn and 3) and alumm"who had never been
members ef the Auburn Alumni Associatien. The alumni association membership respondent
data allowed for the categorization of the respondents acchding to their Auburn Alumr\li
Association membership status. The distribution and response of participants were measured
| according to current, lapsed and never, While correlating these numbers with other determinants
of supportive behaviors, including the importance rating and levels of financial participation.
These findings are presented in Chapter 4.

In previous Studies demographic variables have ‘been proven to have a statistically
significant influence on supportive behavior in alumni (Caruthers, 1973, McKee, 1975, and |
Pearson, 1996). Analyzing demographic §ariab1es pfovides alumni affairs and development

personnel with a comprehensive basis for effectively identifying target markets of alumni who

may eventually become donors and or join the alumni association.

StudentAExperiences

Student experience as it relates to influencing supportive behaviors in alumni has been

shown to influence future contributions from alumni (Baker, 1998). Those alumni who have



high rates of satisfaction with regard to their student experiences at a respective institution have
been shown to provide financial support at a higher rate (Pearson, 1996). The determinant of
student experience has been shown to influence supportive behaviors in alumni. Therefore, the
cultivating of relationships with future donors must begin as soon as students enter Auburn
University. | _
‘The degree to which student experiences influence Auburn alumni was addressed in the
followihg questions:
1. How would you rate your decision to attend Auburﬁ? (bad, fair, good, great, no
opinion)
4. Which of the following best describes your experience as a student? (poor, fair,
good, excellent, no opinion) |
6. Which of the following describes your overall current opinion of Auburn? (poor,
fair, good, excellent, no opinion)
7. How well did your degree prepare you for each of the folléwiﬁg: The question is
measured with a scale to rate preparation (poor, fair, good, excellent, no opinion).
a  Current work status
b Comm'i‘u:nent to continuous learning
¢ Responding to new career opportunities
d  Contributing to my community
e Deepening my understanding and commitment to personal development
f Further graduate education
9. In which of the following organizations/acﬁvities did you participate as a

student?
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10.

i

k

Honor society (yes/no)

Fraternity/Sorority (yes/no)

Intramural sports (yes/no)

Intercollegiate athletics (yes/no)

Music/theater/art (yes/no)

Community service I(yes/no)

Religious organizations (yes/no)

Residence halls (yes/no)

Professional or career related organizations (yes/no)
Academic clubs (yes/no)

Ethnic and/or cultural centers (yes/no)

How important was each of the following to your experience as a student, and

how well did Auburn do at providing them? The question was measured first on

an importance scale (not important, somewhat important, very important and

critically important) then measured on a rating scale of university performance

(poor, fair, good and excellent).

a

b

Admissions process

Relationship with other students

Academics/classes

Relationship with the faculty

Attending athletic events

Attending cultural events including films, lectures, and other arts

Opportunity to participate in fraternity/sorority
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h Orientation for new students
i Relationship with administration and staff
j Student leadership opportunities
k Student employment opportunities
1 Skills/training for career
m Lessons about life
n Exposure to new things
o Traditions or values learned on campus |
p  Opportunity to interact with alumni
11. Name one person who had a special impact on your experience as a student.
(qualitative response)
12. Name one program or activity that had a special impact on your experience as a

student. (qualitative response)

Alumni Experiences

Alumni satisfaction was a measurabie determinant of inﬂﬁeﬁce on alumni supportive
. behaviors énalyzed by the Auburn Alumni Attifude Study (2008). Alumni who have reported
high satisfaction with their experiences as alumni have shown a hlgh propensity to givé back to
their alma mater (Bhattacharya, Rao, and Glynn, 1995; Mael and Ashforth, 1992). A segment of
the Auburn Alumni Attitudes survey sought to examine whether specific needs of alumni were |
met and or exceeded. In a study by Oliver and Swan (1989), it states there must be an element of
satisfaction with respect to the alumni expectations of the university and/or alumni association

for eventual supportive behavior of alumni. In addition to giving at a higher rate, satisfied
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alumni have given larger gifts to their respective alma mater (Bhattacharya, Rao, and Gljfnn,
1995; Mael and Ashforth, 1992). |
The degree to which Auburn alumni experience was measured as it relates to contributing
to Auburn University is addressed in the following questions:
14. How often do you promote Auburn to others? (never, occasionally, regularly, all
the time, no'opinion)
17. Which of the following best describes your experience as an alumnus/a? (poor,
fair, good, excellent, no opinion)
18. Which of the following describes your overall current ofirxion of Auburn? (poor,
| fair, good, excellent, no opinion) |
20. How important is it for you and alumni in general to do the follewing?‘ The
question is measured with a scale to rate importance (not importanf, somew‘hat
impertant, very imporfant, critically important, no opinion). |
a Menforing students
b Identifying job opportunities for graduates
¢ Providing feedback to Auburn about how it is percei\}ed '
d Recruiting students
e Serving as ambaésadors or advocates for AuBurn
f . Pr_oviding financial support for the university (e.g. donations)
g Networking with other alumni
h Volunteering for Auburn
i Providing leadership by serving on boards, committees, etc.

j Attending general alumni and university events
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21. What are barriers to your participation in alumni activities

22.

23.

k

1

Time (yes/no)
Cost of events (yes/no)

Value; cost as compared to benefit (yes/no)

- Type or subject matter of the event (yes/no)

Don’t know anyone (yeé/no)
I won’t make a different (yes/no)
Just don’t want to (yes/no)

Geographical distance (yes/no)

Concern about future solicitation (yes/no)

Family or job commitments (yes/no)
Not interested in Auburn (yes/no)

Do not know how to get involved (yes/no)

m Other (yes/no)

How would you most like to be contacted by the alumni association/university?

(email, mail, telephoﬁe, direct/face-to-face, not at all)

In your relationship with the alumni association/university, please describe how
often you do or have do each of the following. The questions was measured

using a scale to display frequency of certain acts related to alumni involvement

(never, one-time, a few times, frequently, no opinion).

a

b

C

Attend local alumni association events
Get in touch with other alumni

Read alumni e-mail
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24.

i

k

Read the alumni magazine

Use printed alumni directory

Use electronic alumni directory

Attend university sporting events
Attend class reunions

Visit campus

‘Visit university web site

Volunteer to work on campus/event

For each of the communication methods listed Below, please tell us how

important that method is to you and also rate the alumni association/university’s

effectiveness in utilizing that method. The question measured responses with a

scale to rate importance (not important, somewhat important, very important,

and critically important) and effectiveness (poor, fair, good and excellent).

a

b

Alumni web site

University web site

Tiger 2 Tiger networking web site

Reunion mailings

E-mail

Communication regarding services and benefits
Invitations to university activities

The alumni magazine

Periodic informational communications

Invitations to alumni activities
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25. Please indicate how much each of the following impacts your overall opinion of

26.

27.

29.

Auburn. The opinions of respondents were measured on an impact scale (no

impact, some impact, significantly impacts, critically impacts and no opinion).

a

. :

1

Value/respect for degree

Campus aesthetics (e.g. buildings, grounds, etc.)
Media visibility (e.g. hewspaper, magazine articles, etc.)
History/tradition

Accomplishments of alumni

School rankings (e.g. U.S. News éhd World Report)
Accomplishmenfs of faculty

Outreach to community

Accomplishments of students

Success of athletic teams -

Providing scholarships

Other

What are the one or two things that are most important to you about being an

alumnus/a? (qualitative response)

What is the most meaningful thing the alumni association/university can do for

you in the next 5-10 years? (qualitative response) -

Please indicate your feeling regarding the frequéncy of the following. The

question is measured with a scale to rate frequency of communication from the

university/alumni association (way too much, little too much, about right, would

welcome more, not nearly enough, no opinion).
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a Email correspondence from the alumni association/university (newsletters,A
news flashes, etc.) |

b Printed materials from the alumni association/university (magazines,
newsletters, etc.)

¢ Information regarding programs such as credit caids, insurance services,
travel opportunities, etc.

d Solicitations for donations (annual fund, support for athletics, etc.)

e Solicitations for membership in the alumni association

Procedures

This study represents a secondary analysis of pre-existing dé‘ca and the procedures that
produced those findings will be discussed in this scction_.

‘Current and future university/alumni association iﬁitiatives are contingent upon the
attitﬁdes and perceptions of Auburn University alumni that influence suppbrtive behaviors. As
mentioned in the previous chapter, these perceptions and attitudes of alumni are influenced by
such Vafiables as loyalty, demograi)hics, student expefiences and alumni experiences.

The following research questions were addressed in this Study:

{

Question #1. How important is it to Auburn alumni to provide financial support to
Auburn University?

The question was posed to the respondents and included an importance scale depicting
varying degrees of importance. The scale included the following ratings: not important,
somewhat important, very important and critically important. Responses were analyzed using

descriptive statistics with SPSS software providing the outputs. The outputs provided a detailed
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description of the frequéncy of responses and percentage of responses for levels of importancé.
These findings are presented in Chapter 4.

Previous studies have shown that loyalty had implications for supportive behaviors.
When a university engages loyal alumni and raises the awareness of those alumni regarding an
institution’s need for private funds, this leads to effective fund raising efforts. In a study of
University of Virginia alumni, Martin (1993) found the perceptionr Qf a uhiversity’s need for
financial support in correlated with alumni loyalty to their alma mater can be predictors when
identifying supportive Behaviors alumﬁi. Studies support the premise that appeals of university
advancerﬁent efforts and alumni associations are more likely to prompt feedback ﬁom alumni
when there is a notion that the institution is in need of private financial support (Leslie énd
| Rafney, 1988; Leslie, Drachman, Ramey and Conrad, 1983).
The following question analyzed the relationship between loyalty and financial

contributions from alumni: '

Quéstion #2. To what extenf does loyalty to Auburn University correlate to the financial
support of Auburn University?

1. Inﬂﬁencing current donors to increase contributions in the future?

2. Influencing current donors who pian to continue their contributions?

3. Influencing alumni who have never contributed but plan to in the future?

4. Influencing past donors who plan to halt contributions in the future?

5. Influencing non-contributors who do not plan to contribute in the future?

The question was presented to gain a response that described the respondent’s level of
financial support to Auburn University. The responses were measured on two levels. First, the

cumulative sample was organized according to self reported answers related to levels of giving.
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Next, the same responses were measured against respondent attitudes towards rating the
importance of demonstrating loyalty. These findings are presented in Chapter 4.

The folloﬁng question analyzed thé perception Auburn alumni have of Auburn
University and the Auburn Aluﬁuﬁ Association and how those alumni rate the support of Auburn

University and the Auburn Alumni Association:

Question #3. How do Auburn alumni rate the support of the Auburn Alumni Association
and Auburn University in their efforts to make financial contributions to Auburn University?

Alumni expefiences were operationalized to be measured in the context of alumni rating
the support they receive from Auburn University and the Auburh Alumni Association. These
variables have implications for whether alumni will feel it is important to support the university
ﬁnancially. Eisenberger (1990) devéloped the “Survey of Perceived Organizational Support” to
measure the level of support alumni feel an :institution provides with respect to showing support
and appreciation for their contributions. All of thése notions are embodied in research question
#3. | |

The question was posed to the respondents and included an importance scale depicting
varying degrees of importance.- The scale included the following rating of iinportance: not.
important, somewhat important, very important and critically important. Responses were
analyzed using descriptive statistics with SPSS software providing the outputs. The outputs
providéd a detailed description of the frequency of responses and percentage of respdnses for
each level of importance. These findings are presented in Chapter 4.

| The question was posed on the survey as part of a list of inquiries rating forms of support

for Auburn University. Each question was rated on a scale. The scale included the following

ratings: not important, somewhat important, very important and critically important. Responses
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were analyzed two ways. First, the responses were measured with the scale that evaluated the
level of importance. Secbnd, the reéponses were subjected to a gap analysis; the ifnportance
being measured against the performance. Performance in the gap analysis refers to the Auburn
Alumni Association and Auburn University in supporting the efforts of alumni to make financial
contributions to Auburn University measured against the importance variable. The gap analysis
was performed on -two levels. First, the entire respondent group was analyzed. Next, the
responses were categorized usving generétionai segmentation, then measured using gap analysis
of the importance rating \}ersus: the performance rating.

The following quéstion analyzéd the relationship between alumni demonstrating loyalty

as it relates to joining the alumni association:

Question #4. To what extent cioes demonstrating loyalty to Auburn University correlate
to alumni joining the Auburn Alumni Association?

The question was posed as part of a list of inquiries on the sur\éy felated to reasons to
join the Auburn Alum#i Associétion. The responses were operationalized in the output of data to

interpret a loyalty reading on an importance scale.

Alumni Attitudes/Perceptions about Mémbership

The following questions from the survey serve as measures of alumni perceptions and

attitudes towards joining the Auburn Alumni Association:
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22. How much do you agree/disagree that the following describes people who

currently join/are members of Auburn Alumni Association? The question is

measured with a scale rating the agreement/disagreement related to the subject

(strongly disagree, generally disagree, generally agree, strongly agree, no

23.

opinion).

a

b

i

People like me

Older alumni -

Recent g‘ra_duates

Wealthy alumni

People who llike to socialize

People who‘ want to help other alumni
People who want to give back to Auburn
People who are léyal to Auburn

People who are rabidvs'ports fans

People who want discounts

How important are each of the following to you as a reason to join the Auburn

Alumni Association? The question was measured with a scale to rate importance

(not important, somewhat important, very important, critically important, no

opinion).

a

b

Have fun/socialize with other alums
Demonstrate loyalty to Auburn
Get discounts on goods and services

Help improve Auburn as an educational institution

65



e Keep informed about Auburn
f Help and be helped by other alums
g Support alumni association initiatives
h Because it is the right thing to do
24. There are many benefits associated with membership to the Aubﬁm Alumni
Ass_ociation.. To better serve the needs of members (or potential members),
f)leaée answer the following questions: The responses were measured using an
a;scendzfng scale of 1 -5 or no opinion to rate the following membership benefits
(with 1 bez'ng the lowest). | |
a Keeping in touch through Auburn Magazine, alumni clubé and events
b Online benefits such as Tiger 2 Tiger networking community, the alumni
directory and permanent e-mail forwarding
¢ Career services support and program dis_countsb
d Access to recreation and travel programs
e Group discounts on partners’ business programs, liké_ insuran(:e, relocation
services, car rentals or merchandise
Each response to questions related to alumni perceptions and attitudes towards joining the
Auburn Alumni Association was measured on the importance scale as it relates to loyalty (not
important, somewhat important, very important and critically important). The respondent
answers were organized according to Auburn Alumni Association membership status as reported
in the questions related to demographics. Those member categories were current, lapsed or
never. These categories of membership were measured against the scale rating the importance of

demonstrating loyalty. Respondent data were analyzed using descriptive statistics with SPSS

66



software providing the outputs. The outputs provided a detailed description of the frequency of
responses and percentage of responses for each level of importance. These findings are

presented in Chapter 4.

Data Analysis

Respondents were categorized fbr purposes of data analysis based on the following:
demograbhic information, loyalty, student experience, alumni experience and overall experience.
Data collected ﬂbm the respondent;s Survey answers ﬁll be analyzed using the software known
as the Statistical Packaég for the Social Sciences or SPSS. The methods used to analyze data via
SPSS software include ANOVA, chi square, cross tabulation, sub-population analysis and

correlations.

Analytical Assumptions

Auburn University and the Auburn Alumni Association hold a vested interest in further
engaging alumni. To enhance this engagement, an evaluation of the relationship between
students and faculty, students and parents, students and the. community, as well as sfudent
éncounters with active alumni should exist. Alumni want to be inffolved with their alma mater.
There are ways to imﬁrove current modes of engagement between Auburn University, the
Auburn Alumni Association and alumni.

Certain segments of alumni are more likely to support Auburn University and join the
Alumni Association according to what factors will influence their supportive behaviors. For the
purposes of the Auburn Alumni Attitudes Study, this assumption is addressed by the generational

segmentation model. The creators of the study suggest that using eras instead of generation
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distinctions better defines institutional influences on respective samples of alumni (Performance
Enhancement Group, 2008). The generational segmentation model utilized era for analysis of
cohorts based on shared experiences while attending the institution during specific political and

economic periods in U.S. history.

AddresSing‘Bias. Bias is inherent in all research studies and should be minimized where
pdssible. The Auburn Alumni Attitudes study éddresses bias on thrée levels. First, there is the
confidence intérval bias which implements random distribution and relies on the participation of
the respondents. The outcomes generated from respondent answers do not consider the
percentage of the respondenfs who answer the survey. The next bias is the non—réspoﬁse bias
which is susceptible to concern from low survey response rates coupied with high non-response
rates. This is due to questioﬂs over the underlying differences betWeen respondents and non-
respondents. The non-response bias concern is alleviafed when there is consistency among the
rating of groups within the respondent sample. Finally, selection bias stresses the importance of
the sam‘pleAtruly being random; meaning each member of the pof)ulation has equal opportunity to
be selected. According to the Pew Internet and American Life Projéct (2003), 82% of college
graduates have access to the intemef and email. These data are relevant, as this study utilized a

branded survey distributed to Auburn University alumni via email.

Summary

This chapter has attempted to explain the methods used in the secondary analysis of this
quantitative study. The following chapter will examine the outcomes of the survey results as

they relate to the research questions posed by this study.
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Chapter IV - Findings

~ The data from new and existing research to identify supportive behavior in alumni have
become an invaluable to.ol of university advancement personnel. The findings from the analysis
of alumni data have implications for an institution’s ability to build and maintain beneficial
relations with alumni. |
The purpose 6f this chapter is to describe findings from an investigation of the
relationship between alumni attitudés including loyalty and their propensity to contribute to alma
mater, and alumni assqciation‘membership. The overall correlation between 1§ya1ty,

contributions and membership will be discussed in this chapter.

Variable Analysis

The variables of interest from the Alumni Attitudes Study were categorized into four
areas: demographic information, loyalty, student experience, and alumni experience.

For the purposes of this study, the following research questionslwere addressed:

Research Question One

How important is it to alumni to provide financial support to their alma mater?
Descriptive statistics showed financial support as a form of supportive behavior to demonstrate
loyalty to alma mater. This supportive behavior is an independent variable measured against the

dependent variable of loyalty. Loyalty was operationalized from the respondent answers to
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questions used to measure levels of importance. The researcher used SPSS software to conduct
the analysis of the financial participation and loyalty variables. The results of the question
asking about the importance of financially supporting alma mater are as follows: 3.7 percent
responded ‘not important’ (n=85), 20.5 percent responded ‘somewhat important’, (n=467), 43.2
percent responded (n=43.2 percent), and 26.9 percent responded ‘critically important’ (n%613).
Finally, there were5.7 percent of the responses missing (n=131). The rate of distribution for

rating the importance of demonstrating loyalty to alma mater by financial support is illustrated in

figure 1.

Financial Support Irhportance Rating

85 (3.7%)

Not

467 (20.5%

Very 987, (43.2%)

3 (26.9%)

Critically

0 200 400 600 800 1000 1200
Number of Responses

Figure 1. Financial Support Importance Rating
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Over 70 percent or 1,600 of the respondents felt it “very importanf or ‘critically
important’ to support their alma mater with financial contributions (see Figure 1). In contrast,
n=85 or 4 percent of the respondents responded ‘not important.” This finding suggésts that a
large majority of alumni feel it is important to provide financial support to their alma mater. The
frequency and percentages for the alumni responses to the levels of importance is detailed in

Table 4.

Table 4

Frequency Table for Measuring Importance of Financial Support

Importance Rating - Frequency ‘ Percentage
Not Important 85 ‘ 3.7
Somewhat Important 467 . 20.5

Very Important 987. 432 . |
Critically Import;ni_ | '61‘3 - 269 |
-Missing o 131 ' _ 57 |
Total - 2283 : . 100

Demonstrating loyalty to alma mater was measured as it relates to providing financial
support. The bivariate correlation procedure measured the category variables by using the
Spearman Rho correlation (see Table 5). The variables were measured in relation to each other,

but there was no quantitative meaning in the intervals between each variable.
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Table 5

Spearman's Rho Correlation

Financial Participation | Demonstrate Loyalty
correlation coefficient 1 | 0.248
Sig. 2 | —_— -0
N o 1790 o
éorrelation coefficient 0.248 ‘ | 1
Sig. 2 | 0
N | 11599 - 1906

Research Question Two

To what extent doés loyalty correlate to the‘ﬁnancial supporf of the alma mater?
1. Inﬂuencing current donors to increase cdntributions in the flitllre?

2. Influencing cﬁrrent donors.who plan to continue their contributions?

3. Influencing alumni who have never contributed but plan to in the future?

4. Influencing past donors who plan to halt contributions in the future?

5. Influencing non-contributors who do not plan to contribute in the future?

A two-way contingency analysis was conducted to evaluate if demonstrating loyalty to
alma mater would influence the level of financial participation among alumni. The two variables

were financial participation with five levels of participation (a. never, don’t plan to start; b.
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have, but plan to stop; c. never, but plan to staﬁ; d. currently do; plan to continue; and e.
currently, plan to increase) and demonstrating loyalty to alma mater with four Ievel:s of
importance (1. ﬁot important, 2. somewhat important, 3. very important, and 4. critically
important). Pearson chi-square (12, N=1,599) = 232.93, p <.001 indicating a statistically
significant relationship between level of financial participation and demonstrating loyalty to
alma mater. As the level of importance is reported at a higher rate, the level of financial
participation from the respondents is also reported at a higher rate. This indicates a relatiohship
between loyalty and levels of financial contribution among alumni;

The propbrtions of financial participation categories thét felt demonstrating loyalty to
alma mater was ‘very important” are as follows: a. nevef, don’t plan to start (.29) b. have, but»
plan to stop (.41) c never, but plan to start (.47 d.) currently do, plan‘to continue (.52), and e.
currentiy, plan to increase (.45), resﬁectively (sée Table 6). |

The distribution of responses related to demonstrating loyalty to‘alma mater and levels of
ﬁnahcial support are illustrated in Table 6. The level of financial participation ‘currently, pian to
continue’ received the most responses wifh n=838 or (.52) of the tofél responses. The level of ‘
financial participation with the least amount of responses was ‘ha';fe, but plan to stop’ with n=111
or (.07} of the total responsés. The highest concentration of responses related to level of
financial participation was found between the levels of ‘never, but plén to start’ (n=389
responses) and ‘currently, plan to continue’ (n=838). The combined total for these two levels of
participation is 77 percent (n=1,22_7).of the total responses. This finding suggests a majority of
alumni who participated in the Alumni Attitude Study display supportive behavior in the form of

financial contributions.
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Demonstration of loyalty was one of the measured variables in the Alumni Attitude
Study. Accordirig to Beeler (1982), loyalty is strong indicator of alumni likelihood to contribute
béck to an alma mater. The respénses of alumni related to demonstrating loyalty were measured
on an importance scale. The distribution of responses for the importance scale is as follows: ‘not
important® 5 percent (n=80), ‘somewhat important’ 16 percent (n=261), ‘very important® 47
percent (n=756) and ‘critically important’ 31 percent (n=502). The highest concentration of
responses was found in the levels of ‘very important’ (.47) and ‘critically important’ (31).

These last two levels of importeince combined for 79 percent (n=1,258) of total responses.
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Table 6

Frequency Table of Financial Participation Correlated with Demonstrating Loyalty

Demonstrating

Loyalty to AU

Somewhat

Important

Total

Never, don’t pian

to start

Have, but plan to

stop

Never, but plan
to start

Currently, plan

to continue

Currently, plan

to increase

Total

502 @31) |

124 (.08) -
111 (.07)
389 (24) |
838 (.52)
137 (.09)

1599

The SPSS output reports the results of a significance tests, including the Pearson chi-

square test statistic. Table 7 demonstrates the Pearson ohiésquare, p-value, and degrees of

freedom related to the five levels of ﬁnanciallparticipation among the Alumni Attitudes Study

respondents. All five levels display a statistical significance with a p-value that is < .05,

indicating a relationship between demonstrating loyalty and level of financial participation.



Table 7

Pearson Chi-Square Test of Financial Participation

Participation - Chi-Square Degrees of Freedom  P-Value

Never, don’tplanto  10.258 3 0.016
 start :

Have, but plan to 19.559 3 P <.001

stop A '

Never, but plan to 154.62 ' 2 P <.001
 start |

Currently, planto . 490.975 6 P <.001

continue

Currently, planto ~ 88.839 3 P <.001

increase - | |

The five financial support categories were measured against the irﬁpoﬁance of
demonsfrating loyalty to alma mater. Table 8 provides a descriptive summary of reported
- financial participation categories relative to each level of démonstrat'mg loyalty. Financial
categories ‘never, don’tb plan to start’ and ‘have, but pla‘n to stop’ display a higher percentage of
alumni who réport demonstrating loyalty in the levels of ‘not important” and ‘somewhat
important’. Financial categories ‘currently, plan to continue’ and ‘currently, plan to increase’
reported highest in categories of ‘very important’ and ‘critically important’. This data suggest
that alumni who feel demonstrating loyalty to alma mater is important are also more likely to

provide financial support.
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Table 8

Percentage Breakdown within Cross tabulation of Financial Participation

Financial Not Important Somewhat Very important ~ Critically
Participation Important Important
Never, don’t 26.6 31.5 29 12.9
plan to start

Have, but planto  13.5 26.1 41.4 18.9

stop |

Never, but plan 33 195 46.5 30.6

to start | |

Currently, plan 2.1 12.4 516 33.9

to continue

Currently, plan 0.7 9.5 44.5 4523

to increase

Total 5 314

163 473

Demonstrating loyalty to alma mater was measured in relation to level of financial

participation. According to data in Table 9, those alumni who reported demonstrating loyalty to

alma mater was ‘not important” also reported their financial participation as ‘never, don’t plan to

.start’ at a rate of 41.3 percent. Contrary to this category, those alumni who reported

demonstrating loyalty was “critically important’ also reported their financial participation as

‘currently, plan to continue’ at a rate of 56.6 percent. This finding, while not statistically
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significant, suggests that those who are loyal to alma mater will display supportive behavior in

the form of financial contributions.

Table 9

Percentage Breakdown within Cross tabulation of Demonstrating Loyalty

Demonstration Never, Have, but cher, but Currently, Currently,
Loyalty don’t plan planto stop planto start plan to plan to
to start _ continue increase

Not Impdrtant ' 41.3 18.8 16.3 , 22.5 1.3
Somewhat 14.9 111 29.1 39.8 5
Important '

 Very Important 4.8 6.1 23.9 57.1 8.1
Critically 3.2 42 237 56.6 12.4
Important

Research Question Three

How do alumni rate the supﬁort of the alumni association and the university in their
efforts to make financial contributions to their alma mater? Analysis of descriptive statistics was
conducted utilizing financial contributions as a form of supportive behavior directed toward the
university. Financial contribution is an independent variable measured against the dependent
variable of support. Support is measured on a scale ranging from poof, fair, good to excellent.

The researcher used SPSS to conduct the analysis of financial contributions and support from the
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university and alumni association. The résults of the question asking alumni to rate the support of
alma mater and the alumni association are depicted in Table 10 and Figure 2. The distribution of
responses related to the support rating are as follows: 2.5 percent poor (n=58), 16 percent fair
(n=366), 44.6 percent good (n=1018) and 23.9 percent excellent (n=545); Finally, there were 13
percent of the total responses missing (n=296). The distribution of support rating responses is

illustrated in Table 10.

Table 10

Measuring Support from the university and alumni association

Support Rating Frequency . VPercentage
Poor , 58 | 2.5

Fair o 366 | 16

Good - 1018 44.6
Excelient | 545 . o 239
Missing o206 | 13

Total 2283 » 100

The findings for the responses related to the support rating indicate that alumni feel they
are receiving more than adequate support from the university and. alumni association in their to
efforts raise funds for their alma mater. This is demonstrated by the large number of responses
that rate the support of the university and the alumni association as either good (n=1018 or 44.6

percent) or excellent (n=545 or 23.9 percent). In contrast, less than 18.5 percent (n=413) of
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responses gave the university and alumni association a rating of only fair or poor. This graphic

is illustrated in Figure 2.

University & Alumni Association Rating

1018

Poor ) Fair Good Excellent

Figure 2. Support rating of university and the alumni association

Research Question Four

To what extent does loyalty to alma mater relate to alumni joini’ng the alumni
association? A two-way contingency analysis was conducted to evaluate if demonstrating loyalty
to alma mater would influence alumni to become members of the alumni association. The two
variables tested were demonstrating loyalty to alma mater and alumni association membership.

The loyalty variable had four levels labeled in ranges of importance as follows: ‘not important’,
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‘somewhat important’, ‘very important’ and ‘critically important.” The membership variable had
three levels of status including ‘never been a member’, ‘was a member, but membership lapsed’
and ‘current member.” Pearson chi-square (9, N=1906) = 199.001, p <.001, indicates a
statistically significance and a relationship between demonstrating loyalty to alma mater and
alumni association membership. The proportions of categories that felt demonstrating loyalty to
alma mater are as follows: ‘not important” 5 percent (n=88), ‘s_orhewhat important’ 18 percent
(n=336), ‘very impoﬁant’ 48 percent (n=911) and ‘critically important® 30 percent (n=571)
respectively (see Table 11). The catégories ‘very important’ and ‘éritically important” accounted
for 7.8 percent (n=1,482) of the total responses. Only 5 percent (n¥88) of thé responses felt it
was ‘not important’ to demonstrate loyalty. This finding suggests that a gréater part of university
alumni feel it important to join the alumni association as a means to demonstrate loyalty.

The distribution of membership status among the 1906 responses is as follows: ‘never
been a member’ 25 percent (n=467), ‘Was a member, but lapsed” 27 percent (n=515), and
‘current member” 48 percent (n=923) respecﬁvely. 75 percent (n=,438) of the respondents were
either ‘curfent’ or ‘lépsed; members bf the alumni associatioﬁ. This statisﬁc suggests that a
majority population of the respondents have been able to maintain a connection to their alma

mater through membership in the alumni association.
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Table 11

Auburn Alumni Association Membership & Demonstrating Loyalty to AU Correlation

Member Not Somewhat ~ Very Critically Total

Status. Important Important - Important Important

Current 1 89 464 . 359 923
Lapsed 25 118 232 140 515
Never - 52 129 215 71 467

Total 88 336 911 571 1906

The Pearson chi-square test for all membership levels is illustrated in Table 12. Table 12
provides the outputs chi-square, degrees of freedom and p-value. It should be noted that all
membership levels reveal a p-value < .05 indicating statistical significance. This aléo suggests
there is a sta{istically significant relationship between demonstrating loyalty and alumni

association membership.
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Table 12

Pearson Chi-Square Test of member & loyalty correlation

Member Status Chi-Square Degree of Freedom P-Value

Current - 603.410 3 - PDO.001
Lapsed = . 168.285 3 N P O0.001
Never 137805 3 . PO.00L

The B;e_akdown of member responses across the loyalty variable reveals a disparity
among ‘current’ members and ‘never’ members. According to Table 13, alumni who havé never
been membérs of the alumni association report that it is ‘important’ to demonstrate loyalty to
their alma mater at a rate of 11.1 percent. The ‘never’ group also reported that it is ‘critically
important’ to demonstrate loyalty to their alma inater at a rate of only 12.4 percent. Inbcontrast,
the ‘current’ group reported it is “critically important” to demonstrate loyalty at a rate of 38.9
percent, a difference‘ of 26.5 percent. ‘Tt should also be ﬁofed that the ‘current’ group reported it
is ‘very imporfant’ to demonstrat¢ loyalty at a rate of 50.3 ioercent. Those two statistics,
‘critically important’ (38.9) and ‘very important® (50.3), combined to a rate of 89.2 percent in the |
highest measures of importance related to demonstrating loyalty to alma mater. This ﬁndiﬁg
within ‘current’ group is noteworthy as it suggest the loyalty variable has the strongest influence

among those who are current members of the alumni association.

83



Table 13

% Breakdown within Cross tabulation of alumni association membership

Membership Not Important Somewhat - Very important ~ Critically
Status | Important | Important
Current 1.2 9.6 | 50.3 38.9 |
Lapsed 4.9 29 45 272
Nevér 11.1 27.6 23.6 12.4
Total | 46 | 17.6 47.8 30

The breakdown of the importance in demonstrating loyalty responses across the

membership variable reveals a noticeable disparity in the ‘critically important’ and ‘not

important’ levels among ‘current’ members. Only 1.2 percent of the responses from the ‘current’

members felt it ‘not important’ to demonstrate loyalty. While nearly 40 percent (38.9) felt it was

‘critically important’ to demonstrate loyalty. This sentiment is supported by an additional 50.3

percent of the ‘current’ members who felt it was ‘very important’ to demonstrate loyalty.
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" Table 14

% Breakdown within Cross tabulation of Demonstrating Loyalty

Demonstrating Loyalty Current Lbapsed Never
Not Important 1.2 28.4 | _ 59.1
Somewhat Important . .9.6 | 35;1 | 384
Very Important | 503 255 - 236
 Critically Important 389 245 124

Accofding td Table 14, alumni who are ‘current’ or ‘lapsed’ mémbers report
demonstratiﬁg l‘oyalty as ‘very important’ or ‘critically important’ ét a higher rate. The data
illustrated in Table 11-14 all support that alumni are inﬂuenbed to join the alumni associatioﬁ as
a means to ‘demonstrate loyalty to their alma mater.

The factors that influence supportive behavior have iniplications on the future prosperity
of higher education institutions. Financial contributions ﬁolm alumni are vital all coIleges,
especially in light .of the eébnomic trend. Thosé alumni who are lmost active and/or members of
the alumni association have shown a higher propensity to give. The same alumni‘ have also
expressed demonstrating loyalty to alma mater is important at a higher rate. This chapter has

been a summary of the findings related to the variables that influence supportive behavior in

alumni. The implications of further research into those findings will be discussed in Chapter 5.
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Chapter V — Summary, Conclusions And Recommendations

This chapter reviews the purpose of the study and provides a brief description of the
methods utilized in this study. Each of the research questions is siﬁnmarized, bésed on the -
- results of the data analysis along with a descriptién of the findings. This chapter will also
preéent recommendations based on the results of this research. Finally, suggestions for future

research are presented.

Purpose

In light of our current economy, institﬁtions of higher education must rely more than ever
on thé support of private financial support from alumni. These contributions from supportive
alumni are necessary in order to achieve the goals and mission statement of fespectivé
institutions. The purpose of the Auburn Alumm Study was to determine the extent to which
demographics, léyalty, student experience, alumni experience and overall experience influence
the supportive béhaviors of Auburn University alumni. For purposes of this secondary analysis,
Joyalty was specifically scrutinized in order to determine its effectiveness as a predictive factor
in influencing alumni giving and donor motivation. Awareness of predictive factors related to
influencing supportive behaviors in alumni will greatly assist alumni relations and advancement
departments in identifying prospective donors. Effectively identifying factors that contribute to
the supportive behaviors of alumni will enhance the advancement efforts for institutions of

higher education.
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Review of Research Questions

Four research questions were considered in this study. First, how is important is it to
Auburn alumni to provide financial to support to their alma mater? Secondly, to what extent do
alumni levels of financial contribution correlate to demonstrating loyalty to Auburn Univérsity?
Third, how do Auburn alumni rate the support of Auburn University and the Auburn Alumni
Association in their efforts to make financial contributions to Auburn University? Fourth, to
what extent does demonstrating loyalty to Auburn University influence alumni to join .the

Auburn Alumni Association?

Summary of Research Questioﬁ One. The question v?as posed to the respondents and
included an importance scale depicting degrees of importance in ascending order. The scale
included the folleing ratihgé: not irﬁportant, somewhat important, very important and critically
impoftant. Requnsés were analyzed ﬁsing descriptive sfatistics with SPSS software providing
the outputs. Descriptive aﬁalysis was éonducted utilizing financial suppbrt as a form of
supporﬁve behavior to demonstrate ldyalty to Auburn University. This supportive behavior is an
independént Variable measured against the dependenf variable of loyalty. The outputs provided a
detailed description of the frequenéy of responses aﬁd percentage of responses for each level of
importance. The findings suggest Auburn alumni feel it is important to provide financial support
to Auburn University. The findings also indicate a relationship between demonstrating loyalty to

Auburn University and providing financial support to alma mater.

Summary of Research Question Two. The question was presented to gauge the
individual’s loyalty as it relates to influencing the respondent’s level of financial support of

Auburn University. The responses were measured on two levels. First, the cumulative sample
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was organized according to self reported answers related to respective levels of financial
participation. Next, the same responses were measured against the dependent variable of

| demonstrating loyalty to Auburn University. This was done to measure alumni’s propensify to
give and the influence of loyalty to Auburn University. The findings suggest that those who are
loyal to Auburn University will display supportive behavior in fhe form of financial
contributions. These data also suggest that alumni who feel demonstrating loyalty to Auburn
University at a higher rate were more likely to provide financial support. The data indicate there
is a statistically significant relationship beMeen demonstrating loyalty and level of financial

participation.

Summary of Research Qﬁestion Three. The question was presented to measure the
individual’s opinion as it relates to the level of support the respondent‘ feels alumni receive from
Auburn University and the Auburn Alumni Association in alumni efforts financially to support
Auburn University. Descripﬁve analysis was conducted utilizing financial contributions as a
form of supportive behaviér directed to Auburn University. Financial éontribution is an
independent variable measured against the dependent variable of support. The responses were
measured according a rating scale. The scale provided the respondent with the following ratings:
1)‘ poor, 2) fair, 3) good, and 4) excellent.

The outputs from the data analysis provided a detailed description of the frequency of
responses and percentage of responses for each level of support at is relates to rating Auburn
University and the Auburn Alumni Association. The findings show alumni feel fundraising
efforts on behalf of Auburn University are being adequately supported by Auburn University and
the Auburn Alumni Association. This is evidenced by the large nﬁmber of responSg:s that rate

the support of the university and the alumni association as either good (1018, 44.6 percent) or
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excellent (545, 23.9 percent). The perceived support rating of Auburn University and the
Auburn Alumni Association was reported in the highest two ratings (‘good’ and ‘excellent’) by

more than two-thirds of all alumni respondents.

Summary of Research Question Four. The question was posed on the survey
instrument as part of a list of inquiries about reasons to join the Auburn Alumni Association.
Each question was rated on an ascending scale of importance. A two-way contingency analysis
was conducted to evaluate if demonstrating loyalty to Aubum _University would influence alumni
to become members of the Auburn Alumni Association. The two variables were demonstrating
loyalty to Aubum University and Auburn Alumni Association membership; membership was the
dependent variable; Loyalty represented the independent variable. Demonstrating loyalty had
four levels: 1) not important, 2) somewhet important, 3) very important, and 4) critically
important. The membership variable had three levels of status: 1) never been a member, 2)
membership lapsed, and 3) current member.

Analysis of the statistical dafa revealed a sfatistically significant relationship between
demonstrating ioyalty to Auburn University and Auburn Alumni Association membership. The
‘current’ membership group reported that it is important to demohstrate loyalty to Auburn |
University at a rate of 89.2 percent in the highest meaéu:res of importance related to
demonstrating loyalty to Auburn University. ‘This finding within the ‘current’ group suggests
demonstrating loyalty has a stronger influence among those who are current members of the |
Auburn Alumni Association. The data support the other membership groups (‘lapsed’ and
‘never’) are also influenced by loyalty, although these groups do not report demonstrating leyalty

to Auburn University is important at a high rate.
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Research Implications

The findings from the Auburn Alumni Attitudes Study have implications for predicting

. those factors that influence the supportive behaviors of alumni. The study attempted to analyze

alumni attitudes and review to what extent demographics, loyalty, student experience, alumni
experience and overall experience affect supportive behaviors in alumni. Past research has
combined these variables rather than vanalyze their individual influence on supportive behavior
(German, 1997). There was special emphasis bleicgd on the loyalty variable. Loyalty, alumni
perceptions and alumni attitudes toward Auburn University and the Auburn Alumni Association
are key determinants to the level by which these alumni are willing to support their alma mater
via monetary donations and or joining the alumni association. The conceptual model of

variables that affect alumni contributions is portrayed in Figure 3.

Alumni
Attitudes

Loyalty to Alumni
AU Perceptions
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Figure 3. Conceptual Model of Variables Affecting Alumni Contributions

The Auburn Alumni Attitudes Study verifies Auburn University alumni display
supportive behaviors at a high rate as a result of feelings of loyalty to their alma mater.

Other measureable factors analyzed by the study also display an influence on the
supportive behaviors, but not at the rate of the loyalty variable across all respondents. Those
factors, other than onalty, that lead to alumni contributions include demographics, student
experience, alumni experience and overall experience. The study showé a relationship between
demonstrating loyalty and the propensify to» give to Auburn University among Auburn alumni.
Alumni who are current members of the alumni association exhibit IOYalty toward Auburn
University at a higher rate and are therefore more likely to display higher levels of financial
participation (see Table 13-14). Alumni who are current members of the alumni association
exhibit loyalty toward Auburn University at a higher rate than those who hever have been
members and those whose membership has lapséd (see Table 13-14). A possible interpretation
of this finding is that those alumni who are memberé of the alumni association stay connected
and are more likely to have better aftitudes toward the university. Thése favorable perceptions of
Auburn Universify shared by éurrent alumni association members promote those supportive

behaviors in alumni.

Practical Implications

As aresult of the Auburn Alumni Attitudes Study, practitioners in alumni associations,
alumni foundations, university advancement and alumni relations are provided with several

implications. The results highlight factors that contribute to influencing the supportive behaviors
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of alumni. The findings from the study also provide marketing implications for university,
advancement and alumni affairs staff.

Opportunities for target marketing can be identified throﬁgh the data obtained from the
Auburn University alumni database and the respondents of the Auburn Alumni Attitudes survey.
Thorough analysis of the Auburn Alumni Association database can lead to creating market
segments and market proﬁles. For example, those alumni who are current members of the
alumni association are more likely to contribute to Auburn University. Perhaps, the reason lies |
in the affinity and connection these alumni feel toward their alma mater.

Auburn University and the campus environment can influence some of the factofs that
influence alumni to contribute back to their alma mater. This statement refers to alumni student
experiences. Those alumni Who‘were more involQed in student organizations are more likely to
become donors. Alumni whb were active in student organizations represent a target market for
the Aubum Alumni Association and university advancement as well. Grooming favorable
relationships with students active in extra-curricular activities while théy attended Aﬁburn
University incréases the likelihqod of identifying potential donors for advanbement initiatives.
The Auburn Alumni Association should consider becoming more involved in supporting studenf
organizaﬁons as these student-based initiatives perpetuate student retention, student satisfaction
and the likelihood those students will continue to support those student organizations after
graduation (Tinto, 1987). The Auburn Alumni Association is already active in cultivating
relationships with current Auburn students. This statement is supported by the creation of the
Student Alumni Association in 1999 (www.aualum.org, 2008). In the mission statement of the
SAA it states “preparing students today to become alumni tomorrow”, speaking to a practical

implication of this study (www.aualum.org, 2008).
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The application of the identity theory as it relates to attitudinal measures can predict
whether alumni will become donors. The first level of the identification measure is self
identification, referring to those who identify with Auburn University on a personal level are
more likely to contribute to their alma mater. This identification measure is an effective basis for
relationship marketing. It also provides a theme for the content of future messages to alumni and
solicitation fof fundraiéing campaigns.

The findings revealed favorable perceptions of Auburn University and the Auburn
Alumni Aésociation from alumni. This perception is influenced by a feeling of reciprocity from
the institutiori in the form of perceived financial need and support of alumni ﬁmdréising efforts.
Communication with alumni that is target market driven can create effectively the perception of
need by the institution. This means effectively communicating With alumni who identify with
the institution as it relates to the ‘perceived need of the fundraising campaign.‘ This perception of
need can influence the supportive behaviors of alumni. It would be beneficial to provide alumni
with information rélated to the purpose for which the univefsity needs the funds. This method of
comfnunication to alumni was effectively utilized by Tigers Unlimited in its fundraising
Campaj gn to raise capital for the new Auburn University basketball arena (Tigers Unlimited,
2008). |

The respect for brganizational leadership will influence alumni on many levels. The
leadership of the alumni association and alumni clubs throughout the country will be the primary
contact with the university for inost alumni. Therefore, respect for that leadership is important.
It is vital for cultivation of relationships to occur among leaders of the Auburn Alumni
Association and Auburn Club presidents. All of Auburn University and the Auburn Alumni

Association are represented by those alumni affairs and university advancement representatives
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who speak at club meetings around the country. At these critical junctures where masses of
Auburn faithful get to meet a representative of Auburn University, those perceptions of the
institution need to be nurtured from the first handshake until the last chant of “War Eagle!” The
respect and perception these alumni have of Auburn University and the Auburn Alumni
Associatron leadership can affect the overall alumni perception of organizational prestige for
their alma mater. When alumni have favorable encounters with the alma mater they are more
likely to display supportive behaviors towards Auburrl University. This is directly affected by
alumni affairs programming and effective leadership.

The perceptions alumni have of the university and organizational prestige prompt alumni
to prorrrote the university to .others. The most desired outcome in the promotion of Auburn
University to others occurs when alumni are able to influence a prospective student to attend
Auburn University. Recruiting a prospective student to an alma mater also can have implications
for future advancement- efforts. Although challenging, universities can begin to evolve students
- into active alumni from the time they enter a campus. Information such as demographics,
student experiences and attitudeé about the university, is analyzed to improve advancement
- efforts to identify alumni who may contribute to the university. Additionally, in order for alumni
affairs and mﬁvereity advancement officials to create opportunities to influence positively those
alumni who potentially may contribute to Auburn University, they must gain a more thorough

knowledge and understanding of the factors that influence supportive behavior in alumni.
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Recommendations for Further Research

1.

This research can serve as the premise to designing research that studies the
formation of alumni attitudes such as loyalty which has been shown in this study
fo have an influence giving, including how those supportive behaviors form,
when they form and to what extent do alumni experiences influence those
attitudes.

Based on the further analysis of alumni who reported the highest levels of

~financial participation, a qualitative method study can be design to interview the

following: major donors, lifetime vmembers of a respective alumni association,.
season ticket holders and alumni club presidents. These élumni would be asked
to brovide insight into the inﬂuential factors that motivate their decisibns to
contribute to their alma mater.

Future research into alumni attitudes and perceptioné might replicate this study at
other institutiqns to help determine the generalizatioh of these findings.

Based on data from this regéarch, findings can be further .scrutinized to study the
differences in alumni attitudes according to generational segments and the erain
which they attended an institution. Alumni have varyihg student experiences
based on the historical time period they may have attended a respective
institution. For example, What are the differences in identification with an
institution among alumni who are in the following generational segments: World
War II/Post World War II, Woodstock and Vietnam, Post Watergate, Post Yuppie

and End of Cold War, Electronic Revolution and Dot-com and Post 9/11?
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5. The results of this study can be used to analyze factors that influence alumni
contributions within Auburn University. Further research may wish to compare
similar factors that influence alumni contributions across several institutions. For
example, are there differences in the predictors that influence alumni from the
schools that méke up the Southeastern Conference? Are there differences in the
propensity to give among alumni of public and private universities?

6. Future studies should further analyze what types of behaviors constitute alumni

support beyond financial participation and alumni association membership.
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OFFICE OF

ALUMNI AFFAIRS

*317 S. CoLLEGE ST,
Avnurs USIVERSITY

ALATAMA 36849-5149

‘TELERHONE:
334-844-ALUM (2586)

Fax:

334-844-4003

www.analum.org

" March 18,2009

LeRodrick Terry
225 Harmon Drive
Auburn, AL 36332

Dear LeRodrick,

T am happy to provide my approval of your use of Auburn’s data in the
Alumni Attitudes Survey, commissioned by the AU Office of Alumni
Affairs, for purposes of your doctoral dissertation.

Sincerely,

Qadi=tas

Deborah Shaw *84, Ed.D;
Vice President for Alumni Affailjs and
Executive Director of the Auburn Alumni Association
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Alum ) ’ ’ Page 1 of 2

AUBURN

ALUMNI ASSCGCIATION

Dear Auburn Alumnus/a,

. Your Auburn Alumni Association takes very seriously its charge of serving your interests. Your opinioné,

needs and concerns are a vital part of our planning efforts, and we are asking for your input, Please help us
better understand what you, as a valued alumnus or alumna of Auburn, expect from the university and from -
the Auburn Alurnni Association. Tell us what we're doing right, what we're doing wrong—and what you'd like
to see us do in the future, - . :

Filling out the survey will only take a few minutes. A limited number of alumni have been ch;:sen to receive
the survey, so your input Is critical in helping us meet your expectations and build a better Auburn
University for the future. S

We are gratefui for your participation, Your ajumni assoclatloh is listening and committed to taking action
‘based on the feedback we receive, If you have any questions about the survey, feel free to e-mall us at
survey-help@auburn.edu, Thank you for your assistance. )

Ky

War Eagle!

Debble Shaw '84 Ed. D.
Vice President for Alumni Affalrs and
Executive Director, Auburn Alumni Association

Please provide the following information and then hit the submit button to access your survey. Thank you
for your time and your participation. : .

o

58

Year of graduation I Select year {first degree)

Degree obtained from this university ([BiE Bi

- Undergraduate only
Graduate only :
Both graduate and undergraduste
No degree obizgined .

Alumni Association Membership

Nevera membej
Activated membership during first free year only
Previously a member (beyond activating first free year) but not currently

Currently a member
Gender
Ethnic Origin HErE
White (non-hispanic)
Black
. Hispanic e b . .. e ve e

: ’ ) Aslan or Paclfic Isiander
Am. Indian/Alaskan
Other

Prefer not to answer
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Your current location
city
State
Country

Current Age

Click hereTor chioices s’

Page2 of 2

25 and less
261030
31t d4
451062

63 and older

Select State
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Auburn Alumni Attitudes Study Survey
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Survey Template

-AUBURN

- ALUMNI ASSUCIATION

1

v

2

>

Fod £ '}
STULTY

To start, wou[d you please tell us a bit about yourself and your expenence
with Auburn UmverSIty? .

How would you rate your decision fo attend Auburn7 .
Bad decision - @

" Fairdecision @

Good decision 1R
Greatdecision @

Noopinion . &
How often do you promote Auburn to others? Lo
Never .
Occasionally: ®. ‘
Regularly D !
All the time ® . .
No opinion ® ; A . -
How close to Auburn do you currently live?
Within 10 miles ’
11 to 50 miles
51 to 160 miles -
161 to 250 miles

Over 250 miles {within US)
Ov il idl

Which of the following best describes your experience ase studenf?

Poor

Fair .

Good <)

Excellent ®

No opinipn @

Which of the foliowing best descr!bes your expenences as an alumnus/a? )
Poor N o e trm
Fair ® '

Good L ®

Excellent )

No opinion ® ’
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Survey Template . ‘ L .- Page20f8

._._6‘._‘MJi:h..pi.th.e.fa.llmadng.dascﬁb.es.xaum&:alLsun:eanpinipn of Auburn?

Poor
Fair . :
Good
Excellent 1)
No opinion ®.
7. How well did the highest degree earned from Aubtirn prepare you for each of the following
Poor Fair Good Excellent
prepa.ration' preparation  preparation preparation No opinion
a  Current work status @ B ® =) ® -
b Commitment to continuous leaming @& @ . o)
¢. Responding to new career opportimities & ® & ® @
d. Contributing to my community ® & & ®
e, Deepening my understanding and
commitment to personial development & & @ ®
f. Further greduate education . ® B & ®
8. How important is it for you and alumni in general to do the following and how well does the Alumni
Association/University do at supporting alumni in doing them? )
. . Importance for alumni to do the Quality of support from *
ftem : Auburn :
1 = Not important ! - 1=Poor
2 = Somewhat important . 2 = Fair
3 = Very important © 3=Good
4 = Critically important  * © . 4=Excellent’
, 1 2 3 4 1 2 3 4
a. Mentoring students & ® & & - @ @ @ .
b. Identifying job opportunities for graduates ® & & & & & @ © ‘
¢, Providing feedback to Auburn about how it ' ) '
15 perceived . @ . ] ‘ ® & 8 @
d, Recrujting students ® & @ @ e
e. Serving as ambassadars or advocates for - : .
Auburn @ & @ g .9 @
. Providing financial support for the | =
University (e.g. donations) ® @ @ @ @ ®
2. Networking with other alumni @ ® . & ® @ @ o)
h. Volunteering for Auburm : ® ’ @' ) @ & ’ @ o ®
i.  Providing leadership by serving on boards, \
committees, etc. . @ @ & 9 & & @ J
j. Attending general alumni and University - <
o : @ 8 & @ & e B ©
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Survey Template o ' Page3 of 8

|

R

..k.——A-Aztending-aﬁaletic vert @] ) — @.—W_@__l

!

9.

10.

Section li

The following questions are about your expérience as a student. -

In which of the following organizatior,:s‘[acﬁviﬁes did you participate as a student? (Choose all that apply.)

" Mo Yes ) No Yes . . .
a. © @ HonorSocety ° T b. © @ Fratemity/Sorority '
c. @ (@ Intramural athletics L . d @ & Intercollegiate athletics
e B @ Music/theater/art {f. @ © Communitysetvice
g @ Religious organizations h. @ @ Residencehalls
i @ & Professional or career related j. @ @ Academic clubs
 organizations . . o
-k @ @ Ethnic and/or cultural cénters L ® @ Newspaper, radio, or yearbook
m. Other '
How important was each of the following to your experience as a student, and how well did Auburn do at
providing them? L . _ . .
: Importance ' University's pei—fqnna.nce
1= Not important 1 = Poor '
2 = Somewhat important " 2=Fair
_ 3= Veryimportant . . 3=Good .-
4 = Critically important 4= Excellent
1 2 3 4 1 2 . 3 4
‘a. Admissions process @ ® @ - ® e e : & ’ o -
b. Relationship with bther students e.® B © ® ® ' @ ’ ®
. Academics/classes @ @ © @ ® @® ®
d. Relationship with the faculy e @ ' e ® e @ ® ©
e. Attendiné athletic avents ) P ® ) ® & & )
f.  Attending cultural events including films, -
lectures, and other arts @ @ @ &) @ ® ® @. TN, R
g. Opportunity to participate in < /
fraternity/sorority 9 . @ ® @ @ 8 @ @
h. Orientation for new students G @ ' e ® ® 0
i.  Relationship with administration and staff @ ® o ® ® ® e
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Page 4 of 8

Survey Template
j.  Student leadership nppnﬂuniﬁgs & ) ® ® ® B @ @
k. Student employment opportunities ‘e ® © ® ‘@ ® ® @
L. Skills/training for career ® . ® ® ® @ ® ©
m. Lessons about life ® © © @ e ® ' e ®
n. Exposureto;:ewthings @ ' o ' ® ® e e ®
o, “Traditions or valugs leamed on campus ® @ ' & ® | e ® @ @
P 6pporthnity1;ointeract\l\r.ith alurnnd "@ & ' 8 e 8 & @

11. Natme one person who had a special impact on your experience as a student, Please also provide a brief

- description of the relationship.

12, Name one program or activity that had a spectal impact on your experience as a student. Please alse provide

- a brief description of the relationship,

a,

C.

Section I

No Yes .~

@ @ Time

& @ Value (cost as compared to benefit)
Don't know anyone ‘
© Just don't want to

@@ Conéem about future solicitation

© © Notinterestéd in Auburn

. Other

b.
d.

f

114

The following of the questions pertain to your experience as an alumnus/a.

13. What are barriers to your participation in alurnni activities? (Choose all that apply.)

14, How would you most like to be contacted by the Alumni Association/University?

No Yes X
@ & Costofevent(s) -

® @ Type or subject matter of the event
| wor't make a difference

Q& Geographical distance

© @ Family or job commitments

@ (¥ Donot know haw to get involved, . L3




Survey Template * o : . ’ Page 5 of 8

E-mall

Mall

Telephone

Dirgct / face-to-face
Notatall

15.  In your relationship with the Alumﬁi Association/University, please describe how often you do or have done

each of the following. - )
) Never One' time Afew ti;na: Frequently Mo opinion’

a. Attend local Alumni Association events @ e) @ & ‘&
b. Get in touch with other atumni . & @ ' & ) ©
c. Read alumni e'.-mail =) B =] . & LB
d. Read the alumni magazine @ ® ’ @& & . :
e Use pn‘nteﬂ alumni dir:ectory @ & . @&
. Use electronic alumni directory @' @ & @ @
g Attend University sporting events @ & & @ &
h. Attend class reunions (3] ' & ® . @ @

i i ‘Visit campus @ ' @ - & &
1. Visit University Web site @ @ @ @
k. Volunteer to work on campus/event & & @ . @ ®

16. For each of the communication methods listed below, please tell us how important that method is to you and
also rate the Alumni Association/University’s effectiveness in utilizing that method.

Importanca Effectiveness
1 = Not importarit 1=Poor
2 = Somewhat important - . 2=Fair,
" 3=Veryimportant | . 3 =Good
4 = Critically important. | 4= Excellent
1 2 3 4 1 2 3 4
a. Alumni Web site ® @ @ e & B @
b, University Web site ® @ @ e & ) ®
« TigerZTiger networking Web site ) 8 ® 8 -6
d. Reunion maflings - ® @ ® @ @ @
PR BN b ; E-mall, RS X SR UE ORI e S o> SR 4 SN o SERTR I ¢ I & B T
f. Communication regarding services and
benefits ® & O 9 G P @ @
2. Invitations to University activities @ e ) o @ & ®

h. The alumni magazine
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Survey Template - o Page 6 of 8 - .

@ & & @ ® @ @
i. Periodic informational communications ® @ ‘@ ® ® B ® ®
4. Invitations to alumni activities e ® ® ©® ® ® ’ ® @
17. Please indicate how mﬁch each of the following impacts your overall bpinioﬁ of Auburn:
Some impact Significantly  Critically
No impact on on my impacts my  impacts my
) my opinion - opinioh opinion  opinion No opinion .
a. Value/respect for degree : @ . @ ’ . @
Campus aesthetics (e.g. buildings, grounds, \ e .
etc.) @ & & @ o)
¢ Media visibility (e.g. newspaper, magazing N
articles, etc.) @ - @ N 2 @
d. Hiétoryltradiﬁon @ @ ) &
e. Accomplishments of alumni @ - & ® @
. 4. School rankings (e.8. U, News & Werld : : -
i e @ ® ® ® ®
g Accomplishments of faculty o] ] ] ® @
‘ h. Outreach to community ® @ @ ! & ®
§.  Accomplishments of students @ @ @ @ & -
i Success of athletic teams @ &' @ ® ® '
k. Provich‘r;g scholarships - ® @& & @ @

.L Other ) ' . l

18. What are the one or two things that aré most important to you about being an alumnus/a?

v

119, What is the most meaningful thing the Alumni Association/University can do for you in the next 5-10 years?

20. Which of the following best describes your financial support of Auburn?
€3 Have not financially supported Auburn and da not plan to in future

. € Have not financially supported Auburn but plan to in the futur
& Currently financially support Auburn and plan to continue
© Currently financially support Auburn and plan to increase in future
@ No Opinion
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Survey Template ) ' Page 7 c;f 8

21. Pletse indicate your feeling regarding the frequency of the following.

Would
Waytoo Alittletoo About  welcome Notnearly
much much right mere enough No opinion

2. E-mall correspondence from the Alumnt
Association/University (newsletters, news ® @ & ® ®
flashes, etc.) :

b, Printed materials from the Alumni .
Association/University (magazines, * @ & & & T ®
newsletters, etc,) :

c. Information regarding programs such as.

credit cards, insurance services, travel . & ® & . @ @ ‘ ©
opportunities, etc, s .
d. Solicitations for donations (annual fund, . . ~
support for athletics, ete.) ' & & @_ @ <
. & Solicitations for membership in the Alurnm : '
Association & & 2 = @
SectionlV ' : C ' ‘
The following questlons pertain to your op1mons about the Auburn Alurnni
. ~© Association,
22, How much do you agree/disagree that the following describes people who currently join/are members of
Auburn Alumni Assoctation? ) . .
- Strongly Generally Generally = Strongly .
. ) disagree disagree agree . agree No opinion
2 People like me o . & ' & &
b, Older Alumni & ‘@ Y ® &
c. Recent Graduata @ & @ v ,@ ’ &
T . Wealthy Alumni . & ) a8 & ’ &
e. People who like to socialize & & &) @ @
% Peopie whao want to help ather alumni & @ o) @ &
g. People who want to give back to'Auburn & & B & @
k., People who are loyal to Aubum @ & 3 @ @ .
1. People who are rabid sport fans @& . ® ‘@ @
j.  People who want discounts ® . ® ® o]

23. How 1mportant are each of the following to you as a reason to join the Auburn Alumni Assocation?

NS . .ot = uwe WNot:Too.nSomewhat -~ Very Critically- .
. important important important  important  No opinion
a. Have fun/socialize with other alums O @ @
b. Demonstrate loyalty to Auburn S Qo @) ) &
¢. Get discounts on goods and services @] e Q () T ®
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Survey Template . . . ' "' Page8of8

. d. :-(ni;l; t:lr;g;ove Auburn as an educational e @ @ ) ® - @
e, Keep informed about Auburn & @ & ®
"f, Helpand be helped by other alums @ @ ® @
8 K.e'ep informed about other Alumni @ - @& ® @&
"h. Support Alumni Association inftiatives ® . @ & ® @
3. Because it is the right thing to do @ : o) ® &

24. There are many benefits associated with membership in the Auburn Alumni Association, To better serve the
: needs of members (or potential members), please answer the following questions: )
On a scale of 1-5 (with 1 being the lowest), how useful were the following benefits to you?

] - -1 B 2 3 4 5 No opinion

a. Keeping in touch through Auburn Mogazine, p .
alumni clubs and events & @ @ @ @

b, Online benefits such as the Tiger2Tiger T . . . . -
networking community, the atumni ® & & - @ ®
directory and permanent e-mail forwarding

c. Career services support and program .
discotnts & @ @ @ &) ®

d. Access to recreation and travel programs @ - ® & @ @ ®

e, Group discounts on partners“ business . g : '

. programs, Uke insurance, relocation @ & @ ) @® ®

services, car rentals or merchandise

25, Please provide any ofher comments you may have, -

Thank you for your iﬁput. Your time is greatly appreciated.
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Appendix D

Auburn Alumni Attitudes Study Results: Loyalty Correlations
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AR
a5
iE
Axbrern {hn};em‘gv AL 36849 bsaljed@arnburn.cde

MEMORANDUM TO:  LeRodrick Terry

April 7, 2009

Education Foundation Leadership Technology

Attitudes™
IRB FILE NO.: (9-098 EX 0904

APPROVALDATE:  April 1,2009
EXPIRATION DATE:  March 31, 2010

- PROTOCOL TITLE: “Alumni Attitndes Study: Secondary Analysis of Auburn University Alamni

The referenced protocol was approved “Exempt” on April 1, 200 under 45 CFR 46.101 (b) (2):

. “Research involving the use of educational tests (cognitive, diagnostic, aptitude, achievement), survey procedures,

interview procedures or observation of public

behavior, unless:

(62) information obtained is recorded in such a manner that human subjects can be identifi ed,.
" directly or through identifiers inked to the subjects; and . :
(i) any disclosure of the huran subjects’ response outside the research could reasonably place the
subjects at risk of criminal or civil lability or be damaging to the subjects’ financial standizig,

employability, or reputation

»”

. You should retain this letter in your files, along with a copy of the revised protocol and other pertinent

informatjon concerning your study. If you should anticipate a change in any of the procedures authorized in
this protocol, you must request and receive IRB approval prior to implementation of any revision. Pleass -
reference the above IRB file number in any correspondence regarding this project. )

for ap extension of approval to the IRB no Iater th

TP you will be unable to SIe a Fmal Report on your projéct before March 31, 2010, yon must subinit a request

an March 15, 2010. If your IRB awthorization expires and/or

you have not received writter notice that a request for an extension has been approved, prior to March 31, 2010
you must suspend the project immediately and contact the Office of Homan Subjects Research for assistance.

project file.

A Binal Report will be required to ¢l 63_6 your IRB

If you have any guestions concernin g this Board action, [;lease contact the Office of Human Subjeéts Research

at 844-5966.

! Sincerely,

N

. ‘ i Ve
- Kty S ¥ison, RN,DSN,CIP
Chair of the Institutional Review Board
for the Use of Human Subjects in Research

cc: Dr. Jose Llanes
Dr. Olin Adams



. AUBURN UNIVERSITY INSTITUTIONAL REVIEW BOARD for RESEARCH INVOLVING HUMANSUBJECTS

[
RESEARCH PROTOCOL REVIEW FORM
~For Information or help contact THE QFFICE GF HUNAN SUBJECTS RESEARCH, 307 Samiord Hall, Auburn University

Phona 334-844-5966

e-mail; hsubjec@aubum.edu  Web Address: hito//www.auburn. edu;research/vgr/ohs/
Complete this form using Adobe Acrobat Writer (versions 5.0 and greater). Hand written copies not accepted.
1. PROPOSED START DATE of STUDY: Mar 24, 2009
PROPOSED REVIEW CATEGORY {Check one): FULL BOARD EXPEDITED 3 Exempr
2. PROJECT TITLE: Alumni Attitudes Study: Secondary Analysis of Auburn University Alumni attitudes

3, LeRodrick Terry Doctoral Candidate  EFLT 334-844-1427 terryld@auburn.edu
PRINCIPAL INVESTIGATOR . TITLE "~ DEPT PHONE AU E-VMAIL
317 South College Street, Aubum, AL 36849 334-844-1294 rgrivry@yahoo.com
MAILING ADDRESS FAX ALTERNATE E-MAIL

4, SOURGE OF FUNDING SUPPORT: 71 Not Applisable [internal [ Extermal Agoncy:

[Jpending D Reczived

5, LIST ANY CONTRACTORS, SUB-CONTRACTORS, OTHER ENTITIES OR IRBS ASSOCIATED WITH THIS PROJECT:
not apphcable )

€. GENERAL RESEARGH PROJECT CHARACTERISTICS

Names of key personnel who have completed CITh
LeRodrick Terry

| DataSourcels): [ NewData®  [“lExisting Data

Will data be recorded so thaf participants can be directly or indirsctly idantiy
Yes No

. ey
. : 7 : y ]
= CITI group completed for thls study: [7] SecialiBehavioral (] Biomedical Dt collecion wil invalve the use of: % .
. £
Pro ooé;ig:zxfc madles cnmple!edvevs Admlmslratlon [ Educatonsl Tests (cognitve - ] interview / Observation i 5
{nternafional /1 Prisorier Research dlegnosti, aptiiode, ate) [ Physical/ Physiological 5
Publlc Schoo! Studertis Pregnant Women/Fetuses . [Zsureys Questionnaires Messures or Specimens  § Z |5
Other See attached CIT1 form ' : [ intemet / efectronic (see Section BE.) MES
. . DAudw/ Video / Photos 3 Private records orfies by ]

ry

1 Protecol

Please check all descriptors that apply to the

articipant popuilation. Please identify all risks that parlicipéhfs imight encounter in this research.
Males_ 1771 Femles AU students [ Breach of Confidentiality* [ Goercion
Vulnerable Populations ) [ Deception [ Physicat
0 Pregnani Woman/Fatusas [ chitdren andfor Adolesgents P;y cholagical E Sgc'xal
[J Prisoners (underage 19 in AL) ; Ghe e

Persons with:

' Eeonomic Dlsadvantages 0 Physical Disabilites
Educational Disadvantages [ Inteliectusl Disabiliies

*Do you plan to compensate your participants? [ Yes No

*Note that if the investigator is using or accessing confidential or
identifiable data, breach of confidentiality is always a risk.

Expiration date

5 owteeecaveonsr, 24 2% {29 by{fqa' eiorocoLs_ E3G - Qq? 2 OQO"(
| DATEOF REREVEW: DJ‘Z5}0¢t by SRE -

3L APPROVAL CATEGORY: 4% =2 1o 101 (V(D>- 5
"DATEOFIRB APPROVAL: . 118 5 _ wmERvAL FoR conmmune REview: 4. Uog.
* COMMENTS:" _ :
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7. PROJECT ASSURANCES -

PROJECT TITLE: Alumni Attitudes Study: Secondary Analvsis of Auburn University Alumni attitudes

| certify that all information provided in this application is complete and correct.
I understand that, as Principal Investigator, | have ultimate responsibility for the canduct of this study, the sthical performance this project, the
profsction of the rights and welfare of human subjects, and strict adherence to any sfipulations impased by the Auburn Universlty IRB.
3. | certify that all individuals invalved with the conduct of this praject are qualified to carry out thelr specified roles and responsibilities and are in
compliance with Aubum Unlversity policies regarding the collection and analysis of the research data.
4. | agree fo comply with 2l Auburn policies and procedures, as well as with all applicabl federal, state, and local laws regarding the protection of
human subjects, including, but not limited to the following: )
a.  Conducting the project by qualified personnef according o the approved protocol
b.  Implementing no changes in the approved pratocol or consent form without prior approval from the Office of Human Subjects -
© Research
¢ Obiaining the iegally effective informed consent from each participant or their legally responsible representative prior to
their participation in this project using oniy the curently approved, siamped consent form ’ ' )
d.  Prompily reporiing significant adverse events andior effects fo the Office of Human Subjects Research in writing within 5 working days
of the occurrence, , : :
5. if I will be unavailable fo direst this research persanally, | will arrange for a co-investigator to assume direct vesponsibility in my absence. This
person has been named as co-Invastigator in this application, or [ will advise OHSR, by lstfer, in 2dvance of such arangements;
6. 1agree to conduct this study only during the period approved by the Auburn University IRB.
7. Twill prepare and submit a renswal request and supply all supporting docurments fo the Office of Human Subjects Ressarch before the approval
period has expired if it is necessary fo confinue the research project beyond the time petiod approved by the Aubum Unlversity IRB.
8, | will prepare and submit a final report upon completion of this research project. RN

o o

My .signatma indicates that [ have read, understand and agres io conduct this ressarch project in aceordance with the assurances listed above,

LeRodrick Terry : Ué/ﬁz ;'-—7( Mar 24,2009

Printed name of Principal Wvestigator Principal Investigator's'Signature Date

1. By my signature as faculty advisor/sponsor on this research application, | certify that the studsnt or guest investigator is knowledgeable about -
the regulations and policies governing research with human subjects and has sufficlent training and experlence fo conduct this particular study
in accord with the approved protocal, i . : .

2, | certify that the project will be perforimad by quatified personnel according to the approved protocal using coriventional or experimental
methodology. ’ B - . ’ '

3. agree to meet with ihe investigator on a reguiar basis 6 monitor study progress. . : .

4. Should problems arise dusing-the course of the study, | agree to be available, personally, to supervise the investigator in solving them. -

S, | assure that the investigator will promptly report significant adverse avents and/or effects fo the OHSR in writing within. 5 working days of the
occurmence. - .

6.  IfIwill be unavailable, | will arrange for an altemate facully sponsor to assume responsiility during my absence, and | will advise the OHSR by
letter of such arrangements. [f the investigalor is unable to fulfill requirements for submission-of renewals, modifications or the final report. | will

assume that responsibility. ’
7. Ihave read the protocol submitted for this project for content, ﬂ. and methodology .
Olin L. Adams /j Z / / é‘é - Mar 24, 2009 .

- Signattre Date

Printed name of Faculty Advisar/ Sponsor

By my signature as depariment head, ! certify that | will cooperate with the administration in the application and enforcement of all Aubum University
policies and procedures, as well as all applicable federal, state, and local laws regarding the profection and ethical treatment of human particlpants

e Y A e

Printed name of Department Head Signattrle—  — { pale’

o
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8. PROJECT OVERVIEW: Prepare an abstract that inciudes:
{400 word maximum, in language understandable to someone who is not familiar with your area of study):

1} Asummary of relevant research findings leading to this research proposal, (Cite sources; include a “Reference List" as Appendix A.)

1) A brief description of the methodology,

Hll,) Expected andlor possible outcomes, and,

IV.) A statement regarding the potential significance of this research praject.
A seconclary analysis of data from a research survey conducted by Performance Enhance Group commissioned by the Auburh University Office
of Alumnf Affairs for the purpose of examining the attitudes of Auburn University alumni, The datafrom the survey was effective in categorizing
key factors and variables that influence alumni attitudes towards giving to their alma mater. These factors included the following: demographic
informatlon, foyalty, student experlence, alumni experience and overall experlence. Identifying what compels alumnito give is becaming more
ofa priority due to decréases in state appropriations and higher cost for operations, The philanthropy of alumni s needed mare than averto
achijeve the mission and goals of an institution. . o

8. PURPOSE, .
& Clearly state all of the ohjectives, gaals, or aims of this project, . L ‘
The goal of the research isto further identify what compéls alumni ta giveand contribute to the advancement of their réspective alma mater.
Private funding of highgr education is betoming miore of a priority due to decreases In state appropriationsand higher cost for operations,
While there is tich literature about the relevance and need of further research, the survey prasents a unicue opportunity to respond to particular
population of alumns. Spacifically, the data addresses the attitudes and perceptions of Auburn University 2lumni. The philanthropy of alumniis
neaded more than ever to achieve the goals of the university. ) : .

b, How will the results of this project be used? (e.g., Presentation? Publication? Thesis? Dissertation?)

Tha results of this project will be used to complete a doctoral dissertation and to contribute towards research in the field of alumni affairs and
university advancement.
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10a. KEY PERSONNEL. Describe responsibifities. Include information on research_training or ceriifications related to this project. CITlis fequired.

11,

. Individua: : Title: __ E-mail agidress _

Be as specific as possible. (Attach extra page if needed.) Aff non AU-affiliated key personnel must atiach CIT{ certificates of completion,
LeRodrick Terry . Doctoral Candidate terryld@auburn.edu

Principle Investigator : Title: E-mail address

Dept / Affiliation: EFLT

Roles / Responsibilities;

Secondary-analysis of data from Alumni Attitudss survey (CIT! completion report attached)

Individual: L . Title: ] E-mail address
Dept / Affiliation: -

Roles / Responsibilities; -

~

Dept / Affiliation:
Roles / Responsibilities:

Individual; - Titles E-mail address
Dept / Affiliation: . :

Roles / Responsibilities: -

I E-mail address _
Dept / Afiiliation: L
Rolss / Responsibilities:

Individuat: . Title: " E-mail address

Dept/ Affifiation:

Roles / Responsibilities:

LOCATION OF RESEARCH, Listall locations where data collection will take place. (School systems, organizations, businesses, bulldings
and room numbers, servers for web surveys, etc.) Be as specific as possible. Attach permission letters in Appendix E.
[See sample letters at flipfww aubum.edl i, ? :

Auburn University Alumni Attitudes Study (2008)



12, PARTICIPANTS. . .
a. Describe the participant population you have chosen for this project,
(If data are existing, check here 71 and describe the population from whom data were collected.)

Partici pants are Auburn alums who participated in a survey distributed via email by Performance Enhancement Group. The survey results
administered in 2008 to Auburn Universtty alums will be provided in a database for secondary analysis, The database conitalns the
demographic characteristics of the respondents, No information provided will teveal participant identities.

b. Destribe why is this participant population is appropriate for inclusfon in this ressarch project. {Include criteria for selecfion.)

The participant population was important for inclusfon as the purpose of the study was to amalyze the attitudes of Aubum University
-graduates. .
No other criteria was required.

e Describe, step-by-step, all procedures you will use to recruit participants, Include in AQ@ iix B a copy of all e-mails, fiyers,

advertisements, recruiling scripts, invitations, etc., that will be used to invite peaple to participatz.
{See sampl documents at hifp:/wmy.guburn.edufresearchiepriohs/szimple.him,)

None ~'Secondary analysls of existing data from Alumnl Attitudes Study

. What is the.mirimum number of participants you need to valfdate the study?™3

Is there a fimit on the number of participants you will reerwit? ' No [T Yes-the numberis™@ -
: 12,284

ris> =

.+ 'Is there  limit on the number of participants you will include inthe study? * ] No Yes - the numbe;

d. Describe fhe type, amount and method of compensation and/or incerttives for participants.
(It no compensation will be given, check here [l ) : i

Selact the type of compensation: O Monetary [ Incentives

Raffle or Drawing incentive (Include the chances of winning.)
07 Extra Credit (State the valus)
[ other

N

Description:
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13, PROJECT DESIGN & METHODS, c .

a. Describe, step-by-step, all procedures and methods that will be used to gnsent parhc:pams.
~ { [ Check here if this is "not applicable; you are using existing data.)

None - Secondary analysis of existing data from Alumni Attitudes Study

h. Describe the procedures you will use in order to address your purpose. Prov;dea step-by-step description of how you will camy
out this research project. include specific information about the participants' time and effort commitment. (NOTE: Use janguage that
would be tnderstandable to someone wio is not famifiar with your area of siudy. Without complete description of all procedures, He
Auburn University IRB will ot be able to review th:s protocol. If addmanal space is neeged for this section, save the lnformatlon asa.PDF
fle and insert afer page 6 of this form. } . . . .

This research Is a secondary ana‘lysis of the pre-exisiing data set for a new purpose: evaluating to what extent does demographic information,
foyalty, student experience, alumni experience and overall experience effect alurnni attituydes towards to their respective almd mater.
Researcher will analyze pre-existing data to address research question, After completing review of pte-existing dta, recomrendations will be
made that contribute to the fleld of alumni affairs and college advancement.
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13c. List alt data collection instruments used in this project, in the order they appear in Appendax [

{e.9., surveys and questionnaires in the format that will be presented to participants, educational tests, data collection sheets, mterwew
questions, audiofvideo taping methods etc.)

Noné ~ Secondary analysis of existing data from Alumni Attitudes Study

d. Data analysis: Explain how the data will be analyzed.

Data will be analyzed using analyss of varfance (ANOVA) testing with descriptive and colTeIatlan analysis as follow up, The ANOVA terhnlque
was chasen because it allows for the testing of5|gmﬁtant differgnces among-alumni characteristics that have an effect onaiumm aﬁ:xtudes

"4, RISKS & DISCOMFORTS: List and descnbe all of the risks that partlclpants might encounter in this research. If you are using
deception in this study, please justify the uss of decéplion and be sure to attach a copy of the debriefing form you plan to use in
Aggend:x D. (Examples of possible nsks are in section #60 on page 1))

. None ~ Secondary analysis of existing data from Alumni Attitudes Study
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-15, PRECAUTIONS. identiiy and describe all precautions you have taken to eliminate or reduce risks 2s listed in#14. If the participants can be
classified as a “vulnerable” population, please describe additional safeguards that you will use fo asstire the ethical treatment of these '

individuals, Provide a copy of any emeraency plans/procedures and medical referral fists in Appendix D,
None - Secondary analysls of existing data from Alumni Attitudes Study

If using the Internet to.collect data, what confid entiality or secunty precaunons arein place to protect {or not colfect~
identifiable data? Include protections-used during both the coilectlon and transfer of data.
(771ese arelikely izsled on the server’s websfle,} .

16 BENEFITS
a. Listall reahstlc direct benefits pamcxpants can expecl by participating in this specific study.
(Do riof riclude campensaaan fisted in #12e.) Chack here ff there are no direct bensfits fo parhclpants [

* None ~Secondary analyals of exlstmg data from Alumni Attitudes Study

. b List all reafistic henefits for the general population that may be generated from this swdy

None - Secondary analysxs of existing data from Alurmni Attttudes Study
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17. PROTECTION OF DATA.

f.

g

Will data be collected as anonymous? : Yes [ No if"YES", skip tapart™g”.
(“Anonymous" means that you will not collect any identifiable data,) )
Will data be collected as confidential? O ves O no

("Confidential® means that you will collect and protect ifentifiabie data.)
If data are collected as confidential, will the participants’ dals be coded or linked fo idenﬁfyinj information?
[ Yes (If so, describe how linked.) No [ .

.

Justify your need fo code participants’ data or fink the data with idéntifying information,

" Where will code fists be stored? (Bulding, room number?)

Will data collected a5 "confidential” be recorded and analyzed as "anonymous"? [Ives o
(If you wil mainten identifiable data, protections should have been deseribed in #15.) . .

Describe how and where the data will be stored (e.g., hard copy, audio cassatte, electronic date, ste.), and how thé jocation Where
data is stored will be secured in your absence, For electronic data, describe security, Ifappiicable, state specifically where any
iRB-approved and participant-signed consent dotuments will be kept on campus fof 3 years after the study ends, :

Secondary analysis of existing dats from Alumanttitudég Study. Data Ias no information about participant identities.

Who will have access to particfpans' data? )
(The facully advisor should have fiil access and be able o produce the daté in the case of a faderal or inslitutional atidit}

Principle Investigator

When is the latest date thal confidential data will bé retained? (Check hare if only anonymous data will be retainad, D)

Ananymous data to be retained indefinitely .

How will the confidential data be destroyed? (VOTE: Data recorded and analyzed as "anonymous” may be retained indefinitely,)

Anonymous data to be retained jndefinitely
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