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Forward-Looking Statements

Statement under the Private Securities Litigation Reform Act of 1995:

This presentation may contain forward-looking statements that involve risks, uncertainties, and assumptions. If any such uncertainties materialize or if any 
of the assumptions proves incorrect, the results of salesforce.com, inc. could differ materially from the results expressed or implied by the forward-looking 
statements we make. All statements other than statements of historical fact could be deemed forward-looking, including any projections of product or 
service availability, subscriber growth, earnings, revenues, or other financial items and any statements regarding strategies or plans of management for 
future operations, statements of belief, any statements concerning new, planned, or upgraded services or technology developments and customer 
contracts or use of our services.

The risks and uncertainties referred to above include – but are not limited to – risks associated with developing and delivering new functionality for our 
service, new products and services, our new business model, our past operating losses, possible fluctuations in our operating results and rate of growth, 
interruptions or delays in our Web hosting, breach of our security measures, the outcome of any litigation, risks associated with completed and any possible 
mergers and acquisitions, the immature market in which we operate, our relatively limited operating history, our ability to expand, retain, and motivate our 
employees and manage our growth, new releases of our service and successful customer deployment, our limited history reselling non-salesforce.com 
products, and utilization and selling to larger enterprise customers. Further information on potential factors that could affect the financial results of 
salesforce.com, inc. is included in our annual report on Form 10-K for the most recent fiscal year and in our quarterly report on Form 10-Q for the most 
recent fiscal quarter. These documents and others containing important disclosures are available on the SEC Filings section of the Investor Information 
section of our Web site.

Any unreleased services or features referenced in this or other presentations, press releases or public statements are not currently available and may not 
be delivered on time or at all. Customers who purchase our services should make the purchase decisions based upon features that are currently available. 
Salesforce.com, inc. assumes no obligation and does not intend to update these forward-looking statements.



Our Mission Empowering our stakeholders to accelerate impact
in their communities in a whole new way.

A global force for good.

Technology
Delivering the world’s best nonprofit and 
educational technology solutions at 
affordable rates.

Community Engagement
Inspiring volunteerism, augmenting employee giving 
through donation matching, and fostering the power of 
community collaboration.

a nonprofit social enterprise

Strategic Grants
Re-investing in the community through strategic 
grants in education, workforce development and 
technology innovation.



THE CONNECTED CAMPUS
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What Is Happening In The Industry? 



Arc of Advancement

OperationsEngagement

Engagement & 
Alumni Relations

Operations, Services 
& IT Strategy

Fundraising 



The Many Ways To Engage Alumni...What Works Best?

+ Alumni Learning
+ Facebook Live
+ Regional Career Networking
+ Homecoming
+ ...etc



How Do We Define & Measure Alumni Engagement?

Currently no industry standard; CASE is making this a priority.

Most schools use some formula of (but what is the right formula?):

BUT…

How do we update the scores in real-time? How can we make engagement more efficient based 
on these scores? Should the formula include weighting? 

What are the right metrics? How do we keep data up-to-date?

Attendance at 
in-person events

Giving History Volunteerism Online Engagement = Engagement Score+ + +



Let’s Talk About the 
SCIENCE
of Alumni Connection

With Dr. Jay Le Roux Dillon



What roles do you occupy?

Type in your chat window
Daughter/Son

Friend
Co-worker…





What is alumni identity?

What influences it?

Why does alumni identity matter?

How do we score it?

 
The Recipe



Alumni Role Identity Questionnaire
Identity Salience

Being an alumnus(a) is 
something I often think 
about. 

Being an alumnus(a) is 
an important part of 
who I am. 

Social Perceptions

Many people I know are 
not aware that I am an 
alumnus(a). 

It is important to my 
friends and family that I 
am an alumnus(a).

Role Expectations

As an alumnus(a), it is my 
duty to support through 
financial contributions. 

As an alumnus(a), I am 
expected to help current 
students. 



The Data
Questionnaire: Participant ARI Score Univ. Database: Participant Attributes

● Communications 
& Social Media Use

● Behaviors
● Demographics
● Giving History

n = 4,094



Key Takeaways



Busting myths: Age and Distance irrelevantAge, distance, class year are irrelevant



What influences Alumni Identity?



help

like

join

attend

open

Alumni 
Identity



Alumni Identity & Alumni Giving



Alumni Identity as an engagement score



Generating, coding, storing scores



Connectedness scoring in Salesforce



3 Things to Try



Avoid using demographic 
attributes to drive strategy

Try: 
Consumer behaviors
Lifestage interests

Industry specific needs

 
Say No to Demos 



Increase social media 
interaction with alumni

Try:
Community
Consistency
Creativity

 
Say Yes to Social 



Relentlessly source and code 
information on who 

alumni are today 

Try:
LinkedIn (use IntellectSpace)

Surveys (use Qualtrics)
Field an alumni identity study

 
Customize a Score



Thank you
              jayldillon

              @jayldillon


