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Alumni…

• A young man had just graduated from Harvard 
and was so excited just thinking about his future. 
He gets into a taxi and the driver says, "How are 
you on this lovely day?"

"I'm the Class of 2001 just graduated from 
Harvard and I just can't wait to go out there and 
see what the world has in store for me."

The driver looks back to shake the young man's 
hand and says, "Congratulations, I'm Mitch, Class 
of 1949."
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Not unlike the cabbie… alumni are

• Your most important brand ambassadors

• Could turn out to be your top recruiters

• Will want to give back to the school

• Will start new enterprises with their classmates… 

• … go on to lead change in the industry

• HOW are you catering to them?
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• The number one priority for 

alumni across business schools 

is jobs 

• “Pure shameless networking”

• Sector Knowledge

• Mentorship & support for new 

ventures

• Directory of alumni & students

Top Alumni Needs* - like the Harvard boy they 
want the best jobs
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*results from annual surveys by Gaboli across students from over 20 top b schools in India 
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How can they help the school?*** 

• Active community used to payment gateway
Fundraising for events / 

Endowments 

• Well connected online space that allows weak 
links to become stronger

Alumni networking for 
placements

• Student, alumni and faculty interaction
Alumni support for research

and new initiatives

• Deepening links and knowing each others 
interests

Scouting talent for potential 
faculty

• Keep tabs on what your alumni are doingSupport for case writing 
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*** (cabbies can too – do you know my autowallah bursts crackers 
worth 10,000 rupees on Diwali?!)



How do you cater to them?
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Start with the basics 

• A Directory

• Alumni Newsletter

• Tangible reasons to keep in touch with the school

o Mentorship

o Job posting

o Message board

o Profile Manager

• Permanent school email...
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The network sits right behind your 
website
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It fits right 
here on your 

site – branding 
consistency



• Design  & 

Branding

• Alumni blogs 

and news

• Ability for 

students and 

staff to use site

Create a page that suits your needs
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• Search by 

o City, name, batch, 

specialization, work 

history…

• Export information 

to excel for use in 

newsletters or event 

invites

Create a user directory
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• Post and share 

jobs for students 

or alumni

• Send job updates 

to email

• Open the job 

board to partners

Install an alumni job board
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• Newsletters!

• User generated content 

• Open avenues for giving 

back

o Volunteering

o Mentorship

o Corporate partnerships 

Enable interaction
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Tools that can be rolled out over time

• Payment gateway and shopping cart for memorabilia

• Ability to order course reports and transcripts online

• Deals & offers for alumni

• Corporate partner pages 

• Syndicating sponsorships online

• Integration with ERP & CRM systems

• Full fledged social network…
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So. Who has done this well?
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UConn Alumni Network
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Salient Features

• Branding

• Social networks as 

feeders

• ‘Action buttons’ for 

paid alumni services, 

partners, affiliates



Rice University Alumni Network
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Salient Features

• Navigate into their 

topic  of interest  -

mentorship, young 

alumni, giving 

back…

• Out reach to 

community and 

volunteer



Columbia Business School Alumni Network
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Salient Features

• Global alumni 

news 

• Runs a smart 

calendar of events 

across the school 

& network



• And ok… fine.. Harvard
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We work with
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You’ve already done this? 
Next steps?
Call Us! 
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• Tarun Varma – tarun@gaboli.com (+91 9818 45 50 80)

• Amit Agarwal – amit@gaboli.com (+91 9811 66 61 09)
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Annexures
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Challenges the school will face

• Content for the alumni site

o Syndicating alumni blogs

o Relevant interviews

• Keeping up with technology and approving new changes 

and  improvements

• Day to day website management

• Managing feedback from alumni and keeping tuned in to 

their changing needs
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Why Gaboli?

1. We understand Education better based on research and first hand 
experience

2. Our expertise in Open Source Web Technologies is based on global 
experience and implemented with the industry’s best advisors

3. Gaboli’s experience with the Web and Education in India is perhaps 
unmatched in India

4. Our results are tangible and measurable

5. We’re the #1 for alumni management solutions in India
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UConn Alumni Network
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Salient Features

• Strong UConn branding

• High orientation to social 

networks as feeder systems

• Clear ‘action buttons’ for 

paid alumni services, 

partners, affiliates



Rice University Alumni Network
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Salient Features

• Clean organized page to let 

alumni navigate into their 

topic  of interest  -

mentorship, young alumni, 

giving back…

• Out reach to community 

and volunteer



Columbia Business School Alumni Network
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Salient Features

• Site caters for a global 

alumni base news snapshot

• Lets students and alumni 

reach out and connect easily

• Runs a smart calendar of 

events across the school & 

network – makes sharing 

easier



But! These brands are built over time
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Alumni networks in India

• www.iitbombay.org

• This ‘default’ beacon for IITB 

alumni – took TEN YEARS to 

establish that too only via 

special alumni initiative

• Lesson - Starting early  is 

wise



So how do you make these networks 
work?

• Networking & Collaboration Best Practices

1. How will you get people on?

2. How will you get them to stay?

3. Lean cost of operations
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• The benefits must be self evident – “what’s 

in it for me”?

• TOP NEED - Lateral placements

• Knowledge share

• Classifieds and Personals ... And more!

• The site must be ‘dumb proof’

• Simple journeys, Easy user experience

• Create a viral campaign

• Video snippet of the Director promoting the new site

• Popular faculty shares new academic papers/ research

• Use the current batch as the anchor for 

vibrancy

• Alumni chapters to organise themselves 

through the online system

• Seamless migration from yahoo & google

groups to the platform

• Gateway to the institute

o Redirect social network flows to website

o Order transcripts, course packs, register for 

events, Alumni Directory  

1. How will you get more alumni online?
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2. Creating ‘Stickiness’ will encourage users to come 
back again and again...

• The Social Network bond

o Help people get to know each other

o Discover people that could be valuable (The power of weak ties)

o Keep up to date automatically

• User Adoption is Key

o There are thousands of failed sites – simply because they ignored the users

o Control to the User

• Conveniently fit in – hand in glove

o Email integration

o Support for mobile

• Aggregation

– Search, categorisation, user based preferences
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2. Professional management of alumni needs & desires -
translates to better features & functionality

• Integrate, Integrate, Integrate! (with alumni lives)

o Email driven (users can’t access social networks from office)

o Mobile Integration

o Enable 3rd party collaboration – endowments, coordination for events

o Integrate with current systems – SharePoint, CRM etc.

• Aggregate information from all sources

• Continuous User Surveys and Enhancement

• Beta rollout – get user feedback and incorporate it
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3. Low Total Cost of Ownership

• Self Service

o Non – technical administration for the moderator and editor

o Control to each user to manage their own settings and preferences

• Economies of Scale

o Low upfront investment through re-usable product components

o Recurring annual user based fee that encourages continued service from vendor

o Hosted by vendor – hassle free, ensures no service breakdowns

• Professional services provider will help avoid

o Hidden people costs

o Lack of focus on strategic initiatives and core competencies

• Proprietary software

o Other licensed software runs up cost and total cost of ownership

o Need speedy time to results – licensed software can take a year to bear fruit

33 In Commercial Confidence



Possible metrics for the institute

• Alumni 

o 60% of all alumni on platform in 18 months

o How many login per day / month / quarter

• Current Students

o 50% to login everyday

• Faculty

o Faculty or ‘ghosts’ to login once a week

o Research and updates to first come onto portal then website – promote community feel

• Staff & Director

o Open weekly director’s blog on portal and link it outside world

o Ancillary comments by 10% faculty and staff on blog
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So…
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