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Abstract 
 

This study investigates the relationship between sociodemographic characteristics and alumni contributions to higher-education institutions 

in Indonesia. A survey of 199 alumni revealed that slightly more than half were female (54.8%) and unmarried (54.3%), with most being 

in the early stages of their careers. Social media and WhatsApp emerged as the most frequently accessed digital information sources for 

engaging with alumni. The overall level of alumni contribution was high, with non-financial contributions, willingness to serve as guest 

lecturers, and mentoring students being the most prominent forms of engagement in the study. Male alumni reported higher contribution 

levels than female alumni, particularly in terms of material support, guest lecturing, and student guidance. Married alumni were more active 

contributors than their unmarried counterparts, especially in terms of non-material contributions and academic involvement. Alumni with 

more work experience and higher income levels exhibit greater engagement across most contribution types. ANOVA results confirmed 

that work experience significantly influenced contribution patterns, with those having over 20 years of experience demonstrating the highest 

levels of involvement in research, social initiatives, internships, guest lectures, and student mentoring. These findings underscore the im-

portance of tailoring alumni contribution strategies based on sociodemographic factors, prioritizing interactive digital platforms, offering 

diverse contribution opportunities, and fostering long-term relationships to maximize alumni participation and institutional support. 
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1. Introduction 

1.1 Research background 

Higher education institutions (HEIs) increasingly acknowledge the strategic importance of alumni engagement in bolstering institutional 

sustainability, competitiveness, and reputation. Traditionally, alumni support was perceived primarily as a supplementary financial resource. 

However, contemporary scholarship and institutional practices indicate that alumni relations encompass more than financial contributions. 

Alumni actively participate in institutional development through non-financial roles, such as career mentoring, student recruitment, gov-

ernance participation, and facilitating external partnerships (Snijders et al. 2020; Weerts and Ronca, 2008). These roles enhance institu-

tional reputation and convey legitimacy to prospective students and industry stakeholders alike. For example, a robust alumni network 

improves employer perceptions and supports graduate employability, which subsequently influences student enrolment decisions (Lacap 

and Cortez, 2023). Moreover, alumni engagement reflects an institution's success in nurturing lifelong relationships and is increasingly 

valued as a measure of educational impact and student satisfaction. Financially, alumni donations are a crucial revenue stream, particularly 

in the context of declining public funding and rising operational costs. Some institutions report that up to 48% of their philanthropic income 

is derived from alumni contributions (Gottfried and Johnson, 2006). According to recent Council for Advancement and Support of Educa-

tion (CASE) reports, alumni contributed over US$10 billion annually to American universities between 2020 and 2023, underscoring their 

critical role in institutional sustainability (CASE, 2024). Research consistently identifies factors influencing donation behavior, including 

alumni income levels, satisfaction with their academic experience, and engagement with campus life during their studies (Skari, 2014; Sun 

et al., 2007). Specifically, graduates who participated in extracurricular activities, student leadership roles, or had positive interactions with 

faculty members tended to exhibit higher loyalty and a greater propensity to donate. This suggests that alumni donations are not merely 

financial decisions but are deeply rooted in emotional, social, and institutional affiliations that are cultivated over time. The advent of 

digital marketing and communication technologies has significantly transformed how HEIs manage alumni relations. In the current digital 

era, institutions utilise various platforms, such as Facebook, Instagram, LinkedIn, YouTube, and Twitter/X, to maintain alumni communi-

cation, promote achievements, and foster community engagement (Mazurek et al. 2019; Tezer et al. 2017). These platforms offer real-time 

communication and personalisation capabilities that traditional engagement channels lack. HEIs have begun integrating social media strat-

egies across key areas, including student engagement, brand development, enrolment management, relationship marketing, and strategic 

communications (Jayawinangun et al. 2024; Pawar, 2024). Social media is particularly effective in reaching millennial and Gen Z alumni, 

http://creativecommons.org/licenses/by/3.0/


474 International Journal of Accounting and Economics Studies 

 
who are digitally native and expect fast, transparent, and meaningful interactions with the institutions they support (Niraula and Bohora, 

2023). 

Recent research underscores the critical role of digital platforms in both sustaining alumni relationships and forecasting, as well as influ-

encing philanthropic behaviors. For instance, the implementation of AI-driven engagement tools has enabled institutions to automate donor 

outreach, analyze behavioral patterns, and craft personalized giving experiences (360alumni, 2025). These tools facilitate the tracking of 

alumni interactions with institutional content online—such as email open rates, event participation, and social media engagement—and 

leverage this data to construct predictive models for fundraising. Jack et al (2025 highlight the significance of social influence in alumni 

engagement, demonstrating that peer involvement, the visibility of other donors, and community sentiment can markedly enhance the 

probability of individual contributions (Jack et al. 2025; Shanthi dan Rajakumari, 2025). Similarly, Rubejes-Silva et al. (2024) identified 

digital trust and the perceived authenticity of institutional messaging on social platforms as pivotal factors in maintaining alumni platform 

use and engagement behavior. This suggests a transition towards relationship-based, socially validated engagement models rather than 

transactional donation requests. Demographic analysis has gained increasing importance in predicting alumni giving behavior and seg-

menting donor populations. Research has identified key demographic variables correlated with giving—such as age, gender, income, degree 

type, and proximity to the institution (Skari, 2014). Older alumni with higher income levels are generally consistent donors, while profes-

sional degree holders tend to contribute larger amounts. Recent studies are incorporating psychographic variables and digital engagement 

patterns into donor profiles. Cagala et al. (2021) employed machine-learning algorithms to develop predictive models that identify high-

potential donors through factors like donation history and event attendance. These models enable institutions to efficiently target likely 

donors rather than relying on broad appeals. Millennials and Gen Z alumni present both challenges and opportunities for advancement 

offices. Higher Education Institutions (HEIs) must adapt their strategies accordingly, emphasizing social impact and community building 

through storytelling and interactive content. Institutions utilizing real-time analytics and audience segmentation are more likely to cultivate 

enduring relationships with these groups (360alumni, 2025; CASE, 2024). Collectively, the literature reveals a growing consensus on the 

necessity of integrating alumni engagement, demographic analytics, and digital communication into a cohesive strategy for institutional 

advancement. Alumni giving is not merely a function of wealth or loyalty but reflects a complex interplay of personal experience, identity, 

and ongoing institutional connection. As competition among HEIs intensifies and traditional revenue sources diminish, fostering long-term 

relationships with alumni through targeted, data-informed, and digitally enabled strategies becomes a strategic imperative. This study aims 

to contribute to this evolving discourse by examining how demographic and digital engagement factors influence alumni giving behavior 

and how institutions can leverage these insights to enhance financial sustainability, institutional competitiveness, and lifelong alumni loy-

alty. 

1.2 Research aim 

This study aims to effectively analyze sociodemographic differences and information exposure through alumni social media towards the 

contribution of higher education institutions. 

1.3 Research objective 

RO1: To identify alumni sociodemographics 

RO2: To identify the level of exposure to institutional information through digital sources of information 

RO3: To assess the level of contribution of alumni to higher education institutions 

RO4: To compare alumni contributions based on sociodemographics 

2. Literature Review 

2.1 The Role of Alumni in University Development and Sustainability 

The contributions of students and alumni are integral to the advancement and sustainability of higher-education institutions. These contri-

butions extend beyond financial donations to include non-financial forms of engagement such as mentoring, university promotion, and 

participation in institutional development. Collaboration between universities and their alumni or current students fosters enduring, mutu-

ally beneficial relationships that enhance institutional success on both national and global scales. Alumni financial contributions represent 

one of the most direct and impactful forms of university support. Francioni et al. (2021) emphasize that alumni loyalty, often rooted in 

emotional attachment to their alma mater, is a significant factor in the willingness to donate. These financial donations, whether substantial 

or modest, frequently support essential initiatives, including campus infrastructure improvements, scholarships, and research. Furthermore, 

Weerts and Ronca (2008) note that alumni who perceive their educational experience as positively influencing their career trajectory are 

more inclined to contribute financially. Such donations are often motivated by a sense of gratitude and desire to support future generations 

of students (Weerts and Ronca, 2008). Non-financial contributions, particularly mentoring, are crucial for enhancing the university envi-

ronment. Mentoring programs involving alumni provide current students with valuable guidance in developing professional skills, under-

standing industry expectations, and navigating career paths. Snijders et al. (2020) indicated that alumni who participate in mentoring ac-

tivities tend to maintain a stronger connection with the university. This involvement not only benefits students by offering real-world 

perspectives but also reinforces alumni’s sense of purpose and belonging. Alumni often serve as informal ambassadors, sharing positive 

experiences and endorsing their alma mater to prospective students, employers, and the wider community. Alumni with extensive profes-

sional expertise can offer strategic insights into industry trends, assisting universities in adapting their curricula and programs to meet 

labour market demands (Nevzat et al. 2016). This intellectual engagement strengthens the university’s responsiveness and relevance in the 

rapidly evolving global landscape. In contrast, in Indonesia, alumni giving—particularly in the form of financial contributions—has not 

yet become as culturally ingrained or systematically institutionalized (Nelloh et al. 2025). Alumni engagement is more frequently oriented 

towards non-financial contributions, such as mentoring, guest lecturing, or professional networking (Maulana et al. 2024). 

2.2 Demographic Predictors of Alumni Giving 

Demographic variables continue to be strong predictors of alumni philanthropy. Age, income level, gender, and educational attainment 

have consistently been shown to influence donation behaviors (Belfield and Beney, 2000). Traditional predictors such as age, income, 
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gender, and degree type remain relevant, but are now increasingly integrated with digital behavioral data and psychographic profiles to 

refine donor segmentation (CASE, 2024). Advanced techniques, such as causal machine learning and sentiment analysis, have been em-

ployed to anticipate giving patterns and guide targeted outreach (Cagala et al. 2021). For instance, alumni with advanced degrees or those 

who enjoyed significant career advancement post-graduation are more likely to donate and in larger amounts (Skari, 2014). More recent 

research found that older alumni and those in higher income brackets were significantly more likely to give regularly and at higher donation 

levels (Newman and Petrosko, 2011). In addition to static demographic traits, alumni life stage and giving capacity—shaped by employ-

ment status, family size, and financial stability—have emerged as dynamic predictors (Stolzenberg et al. 2020). These data-informed ap-

proaches enable HEIs to develop personalized, efficient fundraising strategies aligned with donor values and engagement preferences. 

However, many institutions continue to rely on broad, non-targeted appeals, missing opportunities to cultivate high-potential donors 

through strategic communication and digital channels. 

2.3 Digital Engagement and Social Media Influence 

The emergence of social media has significantly altered the framework of alumni engagement in higher education. Platforms such as 

LinkedIn, Facebook, and Instagram have become vital, cost-efficient channels for cultivating institutional relationships, facilitating story-

telling, and fostering a sense of community among graduates (Mazurek et al. 2019). Empirical research suggests that alumni who actively 

engage with their alma mater on social media platforms exhibit increased emotional loyalty and a greater likelihood of making financial 

contributions (Eldegwy et al. 2018). Institutions are increasingly employing digital campaigns that feature personalised content, alumni 

spotlights, and interactive virtual events to maintain ongoing connections and reinforce alumni identities (Alnawas and Aburayya, 2021). 

The integration of customer relationship management (CRM) systems further augments these efforts by enabling advancement offices to 

track online engagement behaviours and deliver customised communications, thereby enhancing the relevance and efficacy of donation 

appeals (Watson and Beck, 2022). The broader digital transformation of alumni relations has redefined how institutions cultivate and 

sustain these connections. Social media platforms, including Facebook, Instagram, LinkedIn, and YouTube, have become indispensable 

tools for continuous engagement, brand communication, and fundraising initiatives (Mazurek et al. 2019; Nevzat et al. 2016; Tezer et al. 

2017). Recent studies highlight the significant impact of digital engagement factors, such as peer interaction, community sentiment, and 

content authenticity, on alumni behaviours, particularly concerning their intention to give (Rubejes-Silva, 2024). Based on the literature 

described earlier, it is known that Western institutions increasingly use data-driven alumni portals, AI-powered engagement tools, and 

LinkedIn integrations to cultivate relationships and track engagement. In contrast, Indonesian institutions rely more heavily on WhatsApp 

groups, informal social media channels, and direct peer-to-peer outreach (Maulana et al. 2024). This presents a mismatch between global 

trends in digital alumni relations and the technological realities or preferences in the Indonesian context. In line with broader digital trans-

formation trends, AI-driven engagement tools and integrated CRM platforms offer new avenues for predictive analytics, donor segmenta-

tion, and personalized outreach. For example, AI can identify high-propensity contributors by analyzing interaction histories, while CRM 

systems centralize alumni data, track engagement across multiple channels, and automate communication workflows. Such systems not 

only enhance operational efficiency but also enable tailored strategies that align with the engagement preferences of different alumni 

segments. 

3. Methodology 

3.1 Research Design 

This study employs a quantitative, survey-based methodology to investigate the relationship between the primary variables, specifically, 

sociodemographics and alumni contributions. This methodological approach was selected to address the research focus, which not only 

explored the relationships between variables but also categorised alumni contributions. Socio-demographic characteristics were collected 

through a structured questionnaire including gender (male/female), marital status, length of service (measured in years), income level 

(categorized into income brackets), and social media access patterns. These variables were selected based on previous research indicating 

their potential influence on alumni engagement and contribution behaviors (Clotfelter, 2003; Weerts and Ronca, 2008). Graduates' contri-

butions were assessed using a multidimensional scale measuring ten distinct contribution domains: donations, promotion, research collab-

oration, project involvement, internship facilitation, material support, non-material support, teaching activities, and mentoring (Bonaminio 

et al. 2020; Sun et al. 2007; Weerts and Ronca, 2008). Each domain was measured using a 5-point Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree), with higher scores indicating greater levels of contribution. 

3.2 Data collection process 

Data were collected through online surveys disseminated via alumni networks and social media platforms. The questionnaire employed in 

this study was subjected to tests of instrument validity and reliability. Data collection was conducted to meet the minimum requirements 

for each level. By the conclusion of the data collection period, 199 respondents had been gathered. This technique was selected to examine 

the relationships between variables within the proposed conceptual framework. The sampling technique employed was stratified random 

sampling, wherein respondents were randomly selected based on alumni strata to ensure balanced representation across various levels of 

education (Undergraduate and Graduate Programs) and their study experiences. Participants were provided with informed consent infor-

mation and assured of confidentiality. The survey required approximately 15-20 minutes to complete. The sampling technique employed 

was stratified random sampling, wherein respondents were selected randomly based on alumni strata to ensure a balanced representation 

across various educational levels and their experiences during their studies. 

3.3 Data analysis technique 

Data analysis was performed utilizing SPSS v.25. Before the primary analysis, the dataset was scrutinized for outliers, missing values, and 

violations of statistical assumptions. The Shapiro-Wilk test was employed to assess the normality of the distribution, while Levene's test 

was used to evaluate the homogeneity of variance. To investigate differences in mean contribution scores between gender groups, inde-

pendent samples t-tests were conducted. One-way analyses of variance (ANOVAs) were planned to explore differences across various 

sociodemographic categories, including marital status, tenure, and income level. Cohen's d was calculated to determine effect sizes, offering 
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insight into the practical significance of statistically significant results, with values of 0.2, 0.5, and 0.8 representing small, medium, and 

large effects, respectively (Cohen, 2013). The alpha level for all statistical tests was set at 0.05. For significant ANOVA results, post-hoc 

analyses using Tukey's HSD were planned to identify specific group differences. Additionally, 95% confidence intervals were calculated 

for all mean differences to provide further precision in the estimates. This analytical strategy is consistent with established practices in 

alumni research, where parametric tests are frequently employed to examine demographic predictors of alumni engagement and contribu-

tion behavior (Sun et al. 2007). This methodology facilitates comprehensive testing of group differences while providing effect size infor-

mation to assess practical significance beyond mere statistical significance. 

4. Results 

Overall, the analyses revealed that alumni contributions were generally high across non-financial and academic engagement activities, with 

variations influenced by gender, marital status, work experience, and income level. Social media and WhatsApp emerged as dominant 

engagement channels, and higher career stages correlated with more diverse and intensive contributions. Detailed statistical findings for 

each sociodemographic factor are presented in the following subsections 

4.1 Sociodemographic characteristics of respondents 

The sociodemographic characteristics of the respondents indicate that slightly more than half are female (54.8%), and a majority are un-

married (54.3%). Most respondents are in the early stages of their careers, with 33.2% having less than three years of work experience and 

31.7% possessing three to ten years of experience. The income distribution reflects this early-career phase, as 46.2% earn less than 10 

million Rupiah monthly, while only 17.6% earn more than 30 million. This pattern is consistent with labor economics research in Indonesia, 

which underscores the influence of work experience on earnings. For example, a study of the manufacturing sector concludes that education 

and experience significantly impact wages in Indonesia (Shidiqi and Pasiya, 2019). Furthermore, human capital factors such as education, 

skills, and experience are shown to play a critical role in income potential, even for Indonesian workers abroad. One study notes that an 

educated workforce can compete internationally and can be classified into independent and professional categories, suggesting that indi-

viduals with higher education and more experience are more likely to secure higher-paying roles. Although the data focuses on domestic 

alumni, the same principle applies to those with more years of work experience are more likely to fall into higher income brackets. 

 
Table 1: Sociodemographic characteristics of respondents 

Category  Frequency Percent 

Gender   

Male 90 45.2 

Female 109 54.8 
Marital status   

Unmarried 108 54.3 

Married 91 45.7 
Working time   

Not working yet 14 7.0 

Less than 3 Years 66 33.2 
3 - 10 Years 63 31.7 

11 - 20 Years 35 17.6 

More than 20 Years 21 10.6 
Income per month   

Less than 10 million rupiah 92 46.2 

10 - 30 Million rupiah 72 36.2 
> 30 - 50 Million rupiah 20 10.1 

More than 50 million rupiah 21 7.5 

Total 199 100 

4.2 Exposure to institutional information through digital sources of information 

The analysis assessed the frequency and percentage of respondents who utilised various digital information sources(fig.1). Social media 

emerged as the most frequently accessed source, with 89 respondents, followed by WhatsApp (83 respondents), websites (62 respondents), 

and email (60 respondents). A stacked bar chart illustrates the distribution of access frequencies for each source. Social media and 

WhatsApp both exhibited significant proportions of high-frequency users (>10 times: 31.5% and 29.1%, respectively), indicating that these 

platforms served as the primary channels for ongoing engagement. This pattern reflects findings in Indonesia and globally, where social 

media has become the primary platform for news and the latest information. Trust in social media strongly predicts passive and active 

participation, which in turn influences alumni contributions (Jack et al. 2025). Furthermore, among Indonesian university students, 

WhatsApp is heavily relied upon for tutorials, grades, and peer support, linking high-frequency use to a strong need for information (Pri-

handoyo et al. 2020). 

Conversely, website access was mainly within the 1-5 times range (81.3%), with only a small percentage of high-frequency users (5.69%), 

indicating its use was more for occasional information retrieval than for continuous interaction. Email showed a moderate pattern, with 

21.7% of respondents accessing it more than 10 times; however, it was the least frequently accessed source overall based on the number 

of respondents. These patterns highlight that alumni were most actively engaged through social media and WhatsApp in terms of reach 

and frequency. Institutions seeking to maximize alumni engagement should focus on providing dynamic and interactive content on these 

platforms while acknowledging that the website primarily serves as a reference point and that email is a supplementary channel. This 

strategy can help tailor communication efforts to align with alumni preferences and behaviors, ultimately strengthening institutional rela-

tionships and engagement. 
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Fig. 1: Frequency of Access to Institutional Digital Information by Alumni 

4.3 Level of contribution of alumni 

The data analysis results (Table 2) show that alumni contributions to higher institutions are predominantly high, with an average score of 

3.75 and a standard deviation of 0.78. The highest scores were for non-financial contributions (M = 4.03), guest lecturing (M = 4.00), 

student mentoring (M = 3.91), and social and community activities (M = 3.92). These findings demonstrate alumni's active engagement in 

academic and social activities beyond financial support. This aligns with research showing that alumni typically provide support through 

expertise, networks, and campus participation (Ning, 2020; Tosida et al., 2024). Several indicators showed moderate scores, including 

donations (M = 3.44), institutional promotion (M = 3.60), and internship opportunities (M = 2.95). The low internship score may reflect 

partner institutions' capacity limitations or a lack of structured collaboration schemes. Kurian and Nair (2023) indicate that alumni men-

toring programs foster intergenerational connections, although they require personalised approaches and coordination (Kurian and Kuma-

ran, 2023). This suggests that while engagement exists, not all forms of contribution are optimally realised. Higher education institutions 

should develop inclusive strategies to facilitate alumni and partner contributions through thematic collaboration, digital channels, and 

sustainable communication (Sun et al. 2007). This would enable more effective mobilisation of stakeholder contributions. 

 
Table 2: Descriptive analysis of alumni contributions 

Indicator Mean St.dev Description 

Donate 3.44 .94 Moderate 

Support promotions 3.60 1.09 Moderate 

Collaborate on research 3.85 1.04 High 
Collaborate on community/social projects 3.92 .93 High 

Provide internship opportunities 2.95 1.29 Moderate 

Material contribution 3.91 .90 High 
Non-financial contributions 4.03 .87 High 

Willingness to guide students 3.91 1.25 High 

Become a guest lecturer 4.00 1.14 High 

Level of Contributions  3.75 .78 High 

 

The analysis of contribution levels by gender shows that male respondents reported higher average scores across most indicators than 

female respondents. Males demonstrated greater engagement in material contributions (M = 4.01), non-material support (M = 4.19), guest 

lecturing (M = 4.29), and student guidance (M = 4.22), indicating stronger formal academic involvement. These findings align with studies 

showing men are more inclined to assume visible leadership roles within institutions. While female respondents had lower averages in 

these areas, they recorded a slightly higher mean for social project participation (M = 3.95 vs. M = 3.89), suggesting a preference for 

collaborative activities. This pattern aligns with gender-based socialisation, where women gravitate towards relational contributions. A 

significant disparity exists in internship opportunities, where males average higher (M = 3.23) than females (M = 2.73), potentially reflect-

ing broader access to leadership roles. Overall, the mean contribution was higher among male respondents (M = 3.89) than female respond-

ents (M = 3.65), suggesting gender influences both the type and intensity of alumni contributions. These insights highlight the need for 

gender-sensitive engagement strategies that recognize differing motivations in institutional partnerships. 

An analysis of alumni contributions to higher education institutions, categorised by marital status, revealed that married alumni are gener-

ally more active contributors than their unmarried counterparts. This is evidenced by the higher mean contribution score of married indi-

viduals (M = 3.88) compared with unmarried individuals (M = 3.66). Married alumni reported higher average contributions across nearly 

all forms of support, particularly non-material contributions (M = 4.11), guest lectures (M = 4.21), and student mentoring (M = 4.05). 

Conversely, unmarried respondents demonstrated relatively strong participation in collaborative social projects (M = 3.90) and in-kind 

contributions (M = 3.96), indicating their willingness to contribute, particularly in terms of time- or skill-based formats. The lowest mean 

scores for both groups were observed for the provision of internships (Unmarried: M = 2.87; Married: M = 3.07), likely due to limited 

access to organizational authority or workplace flexibility, especially among younger or early career alumni. 
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Fig 2: Mean score alumni contribution based on gender 

 

 
Fig 3: Mean score alumni contribution based on marital status 

 

The data reveal that alumni with greater work experience tend to exhibit higher contributions across forms of support to higher-education 

institutions (Fig. 4). Those with over 20 years of experience reported the highest averages for research contributions (M = 4.24), social 

projects (M = 4.48), non-material support (M = 4.48), guest lecturing (M = 4.67), and student guidance (M = 4.71). Individuals not yet in 

professional work showed the lowest contribution scores, particularly for internship opportunities (M = 2.21), guest lectures (M = 2.50), 

and guidance (M = 2.33), reflecting limited professional resources. This pattern corroborates studies emphasising the role of career maturity 

in alumni engagement. Alumni with 3–10 years of experience showed substantial research contributions (M = 4.06) and non-material 

support (M = 4.10). These findings align with life cycle engagement concepts, showing how alumni support evolves with career stages. 

Higher-education institutions should tailor alumni relations strategies based on professional stages.  

The analysis shows a positive correlation between income and alumni contributions, particularly among those earning 10-50 million rupiah 

monthly (fig. 5). The 30–50 million income bracket showed the highest mean scores across contributions, including material (M = 4.50), 

non-material (M = 4.45), guest lecturing (M = 4.72), and student guidance (M = 4.67). Those earning above 50 million rupiah did not 

consistently surpass this group, possibly because of time constraints (Agost 2023). Alumni earning below 10 million rupiah had lower 

scores for internships (M = 2.84) and guest lectures (M = 3.46). These findings align with studies linking financial capacity to philanthropic 

engagement (Hartanto et al. 2021; Mael and Ashforth, 1992), suggesting that income influences both the ability and quality of institutional 

engagement. Universities should develop tiered engagement strategies based on their varying economic capacities. 

 

Fig 4: Mean score of alumni contribution based on work experience 
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Fig 5: Mean score of alumni contribution based on income per month 

4.4 Comparison between alumni sociodemographics and alumni contribution 

Gender emerges as a critical factor, with male alumni showing statistically significant higher participation in mentoring and professional 

activities, including guidance roles (mean difference +0.56, p=.016), guest lectures (+0.518, p=.016), and internship support (+0.499, 

p=.006), while no significant differences exist in collaborative activities like research and social projects. These patterns align with estab-

lished theoretical frameworks, including Ibarra's (1993) professional network theory, which explains male preference for instrumental 

networking (Ibarra, 1993). Furthermore, these results corroborate Stephenson and Bell's (2014) research in the International Journal of 

Educational Advancement, which identified gender-based differences in alumni participation patterns (Stephenson and Bell, 2014), while 

women focus on relationship-building activities. Additional factors influencing participation include peer influence and community senti-

ment on social platforms (Politis et al. 2024), and the accessibility and user-friendliness of engagement channels. The convergence of these 

factors suggests that successful alumni engagement strategies must accommodate diverse networking preferences, prioritize interactive 

digital platforms, implement gender-inclusive programming that values both instrumental and collaborative contributions, and leverage 

personalized, peer-influenced content to maximize participation across all alumni demographics. These findings also align with social 

exchange theory, which posits that individuals assess the costs and benefits of their engagement and are more likely to contribute when the 

perceived reciprocal value is high. In this context, male alumni may perceive greater instrumental returns from visible contributions such 

as mentoring and guest lecturing, while female alumni’s engagement patterns may reflect the relational and community-oriented aspects 

emphasized in professional network theory. 

 
Table 3: Results of a comparison of contributions by gender 

Item Direction (M Vs F) 
Levene's test 

t-value Sig. (2-tailed) Mean Difference Significant? 
F Sig. 

Donation M > F 1.556 0.214 0.856 0.393 0.115 No 
Promotion M > F 0.149 0.7 1.267 0.207 0.197 No 

Research M > F 0.359 0.55 0.287 0.774 0.043 No 

Social project M < F 0.115 0.735 -0.423 0.673 -0.056 No 
Internship M > F 0.009 0.926 2.762 0.006 0.499 Yes 

Material M > F 0.992 0.32 1.373 0.171 0.176 No 

Non-material M > F 0.018 0.892 2.366 0.019 0.29 Yes 

Guest lecture M > F 3.172 0.078 2.448 0.016 0.518 Yes 

Guide M > F 5.831 0.017 2.456 0.016 0.56 Yes 

Contribution M > F 0.639 0.425 2.173 0.031 0.241 Yes 

M = Male; F = Female 

 

The comparative analysis of marital status revealed significant disparities in alumni contribution patterns, with notable differences in guest 

lecture participation (t = -3.049, p = 0.003) and overall contribution behaviour (t = -1.974, p = 0.049). These findings align with Weerts 

and Ronca (2007), who showed that alumni engagement varies based on institutional connections and demographics. The negative mean 

differences across the measured items indicate higher engagement levels in the unmarried group than in the married group, suggesting 

factors such as generational differences and communication preferences that warrant further investigation. The substantial effect size in 

guest lecture participation (-0.69735 mean difference) highlights direct academic involvement as a key differentiating factor in the learning 

experience. Although engagement categories, including donation behaviour (p = 0.090), promotion activities (p = 0.088), and research 

collaboration (p = 0.096), approached statistical significance, these differences may have been influenced by sample size limitations. The 

violation of equal variance in the guest lecture and guide categories (Levene's test p < 0.05) indicates heteroscedasticity, reflecting popu-

lation differences. These patterns align with the alumni engagement literature, emphasising the multifaceted nature of institutional rela-

tionships and supporting Weerts and Ronca's (2007) framework that alumni engagement is influenced by individual and institutional factors, 

requiring targeted approaches across diverse alumni groups (Weerts and Ronca, 2008). 

 
Table 4: Results of a comparison of contributions by marital status 

Item Direction (M Vs U) 
Levene's test 

t-value Sig. (2-tailed) Mean Difference Significant? 
F Sig. 

Donation M > U 0.322 0.571 -1.706 0.090 -0.22711 Yes 

Promotion M > U 1.786 0.183 -1.713 0.088 -0.26577 No 
Research M > U 3.553 0.061 -1.675 0.096 -0.24827 No 

Social project M > U 0.106 0.745 -0.354 0.724 -0.04691 No 

Internship M > U 0.021 0.884 -1.065 0.288 -0.19556 Yes 

Material M > U 0.024 0.877 -0.436 0.663 -0.05617 No 

Non-material M > U 0.238 0.626 -1.188 0.236 -0.14693 Yes 

Guest lecture M > U 25.233 0 -3.049 0.003 -0.69735 Yes 

Guide M > U 8.558 0.004 -1.877 0.063 -0.4875 No 

Contribution M > U 1.023 0.313 -1.974 0.049 -0.21952 Yes 

M = Married; F = Unmarried 
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According to ANOVA (Table 5), the work experience of alumni significantly influences the extent and nature of their contributions to 

higher education institutions, particularly in non-financial and developmental capacities. Alumni with over 20 years of experience (Group 

E) consistently demonstrated the highest average contributions in key areas such as research (F = 3.119, p = 0.016), social initiatives (F = 

2.423, p = 0.050), internship offerings (F = 3.209, p = 0.014), non-material assistance (F = 2.875, p = 0.024), guest lecturing (F = 4.001, p 

= 0.005), student guidance (F = 4.162, p = 0.004), and overall contribution (F = 5.114, p = 0.001). These findings suggest that as alumni 

acquire more professional experience, their capacity and willingness to provide valuable expertise and mentorship increase, highlighting 

the developmental aspects of alumni involvement. Notably, financial donations (F = 0.856, p = 0.491) and material contributions (F = 

1.353, p = 0.252) were not significantly influenced by experience length, indicating that financial contributions may be more affected by 

personal values, emotional ties, or loyalty to the institution than by career duration (Mael and Ashforth, 2020). These trends underscore 

the importance of engaging alumni with extensive careers in strategic, non-monetary roles such as mentors, guest lecturers, and industry 

collaborators. Institutions should provide opportunities for younger alumni or those at the beginning of their careers to become involved, 

fostering connections and gradually encouraging deeper engagement over time. 

 
Table 5: Results of a comparison of contributions by work experience 

Item  Direction (A, B, C, D) F value p value Significant? 

Donation D > C > E > B > A 0.856 0.491 No 
Promotion D > C > E > B > A 2.908 0.023 Yes 

Research E > C > B > D > A 3.119 0.016 Yes 

Social project E > C > B > D > A 2.423 0.05 Yes 

Internship E > D > B > C > A 3.209 0.014 Yes 

Material C > D > E > B > A 1.353 0.252 No 

Non-material E > C > B > D > A 2.875 0.024 Yes 

Guest lecture E > C > B > D > A 4.001 0.005 Yes 

Guide E > B > C > D > A 4.162 0.004 Yes 

Contribution E > C > B > D > A 5.114 0.001 Yes 

A = Not working yet; B = Less than 3 Years; C = 3 - 10 Years; D = 11 - 20 Years; E = More than 20 Years 

 

The one-way ANOVA analysis examining alumni engagement patterns across different work experience groups reveals significant varia-

tions in seven of ten dimensions (Table 6), providing compelling evidence for the differential impact of career progression on institutional 

loyalty behaviors. The most pronounced differences emerged in contribution behaviors (F = 5.114, p = 0.001), guide activities (F = 4.162, 

p = 0.004), and guest lecture participation (F = 4.001, p = 0.005), suggesting that career maturity substantially influences alumni willingness 

to engage in mentorship and knowledge-sharing activities. These findings are consistent with previous studies, suggesting that professional 

maturity, institutional identity, and perceived impact are more influential motivators than income alone in driving alumni involvement 

(Mael and Ashforth, 1992). Universities should recognise that the >30–50 million income group represents a strategic target for high-

impact engagement, particularly in terms of intellectual and social capital contributions, and should offer them meaningful roles to sustain 

their involvement. 

 
Table 6: Results of a comparison of contributions by income per month 

Item  Direction (A, B, C, D) F value p value Significant? 

Donation C > B > A > D 0.856 0.491 No 

Promotion C > B > D > A 2.908 0.023 Yes 

Research C > B > D > A 3.119 0.016 Yes 

Social project C > A > D > B 2.423 0.049 Yes 

Internship D > B > C > A 3.209 0.014 Yes 

Material C > B > A > D 1.353 0.252 No 
Non-material C > B > D > A 2.875 0.024 Yes 

Guest lecture C > D > B > A 4.001 0.005 Yes 

Guide C > D > B > A 4.162 0.004 Yes 

Contribution C > D > B > A 5.114 0.001 Yes 

A = Less than 10 million rupiah; B = 10 - 30 million rupiah; C = > 30 - 50 million rupiah; D = More than 50 million rupiah 

 

The findings of this study suggest that demographic and professional factors—such as gender, marital status, career stage, and income 

level—exert a significant influence on the type and extent of alumni contributions to their alma mater. Gender appears to shape engagement 

styles: male alumni are more inclined to participate in high-visibility roles, such as mentoring and research collaboration, whereas female 

alumni often gravitate toward relational and socially oriented support (Kwiek and Roszka, 2021). These trends are likely influenced by 

differences in confidence, perceived expertise, and access to academic or professional networks. Marital status and career longevity also 

emerge as important predictors; married alumni and those with more than 20 years of work experience consistently report higher partici-

pation in non-material activities such as research, guest lecturing, and internships. Institutional data confirm this: alumni in the longest 

career category (More than 20 Years) exhibited the highest average scores for research (M = 4.24), guest lecturing (M = 4.67), and student 

mentoring (M = 4.71), with ANOVA results indicating strong significance (F = 4.001–5.114, p < .05). These findings align with social 

exchange theory, which posits that individuals with greater life and career stability often perceive a stronger moral or professional obliga-

tion to give back. Income level, while also a factor, does not always correlate linearly with financial donations. Mid-career, middle- to 

high-income alumni often contribute more materially and non-materially, though emotional connection and institutional trust also influence 

giving behavior. In addition to demographic factors, social media access and digital communication strategies play a pivotal role in facili-

tating alumni engagement. Alumni who are consistently active on university-affiliated platforms such as WhatsApp, LinkedIn, Instagram, 

and Facebook tend to demonstrate higher levels of connectedness and are more likely to contribute. Studies from Indonesia highlight 

"alumni connectedness"—defined by shared experience, emotional ties, and institutional dependency—as a key predictor of contribution 

behavior (Maulana et al. 2024). Likewise, Darmadi et al. (2021) emphasize how digital brand engagement increases alumni loyalty and 

willingness to support institutional programs. Universities that invest in dynamic and personalized digital communication—through news-

letters, faculty updates, and alumni spotlights—tend to foster stronger alumni networks. These efforts not only increase participation in 

tangible activities such as promotions and guest lectures but also build long-term trust and affective commitment. Such engagement mech-

anisms align with global research showing that digital media fosters social capital, which is essential for mobilizing alumni from passive 

recipients of information to active institutional contributors (Agung et al. 2024). 
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While this study offers valuable insights into the sociodemographic characteristics and contributions of alumni in Indonesia, it has limita-

tions. The relatively small sample size of 199 respondents may constrain the generalizability of the findings, as it may not adequately 

represent the diversity of alumni in Indonesian higher-education institutions, such as Indrahadi and Wardana (2020), who used a larger 

sample (N = 1,421) to examine academic achievement patterns, a larger and more representative sample could enhance external validity 

and precision (Indrahadi and Wardana, 2020). Future research should employ larger samples to enhance the robustness of the results. The 

study's reliance on self-reported data introduces the possibility of response bias, as participants may have inaccurately reported their con-

tributions to the study. Future investigations could benefit from incorporating institutional records or direct observations to validate self-

reported behaviour. The cross-sectional design of this study limits its ability to draw causal inferences and observe temporal changes in 

alumni engagement. Longitudinal research would provide more comprehensive insights into how engagement evolves across different 

stages of life. Although this study examined key sociodemographic variables, it did not account for other potential factors, such as emo-

tional attachment, academic performance, or participation in student organisations. Future research should integrate these dimensions to 

achieve a more comprehensive understanding. The study's focus on digital platforms may not fully capture the range of communication 

tools used for alumni engagement. Future studies should explore both digital and non-digital platforms to identify the most effective chan-

nels for alumni relations. The findings are specific to Indonesia, where contextual factors may differ from those in other countries. Com-

parative studies across different regions will help assess the broader applicability of these findings. 

5. Conclusion  

The study analyzed the sociodemographic characteristics and contribution levels of alumni to their higher education institutions. Most 

respondents were female (54.8%), unmarried (54.3%), and in the early stages of their careers with less than 10 years of work experience 

(64.9%). Social media and WhatsApp were the most frequently accessed digital information sources by alumni. The overall level of alumni 

contribution was high (M=3.75), with non-financial contributions, willingness to serve as guest lecturers, and mentoring students being the 

most prominent. Male alumni reported higher contribution levels than females, particularly in material contributions, non-material support, 

guest lecturing, and student guidance. Married alumni were generally more active contributors than unmarried alumni. Alumni contribution 

levels positively correlated with years of work experience and income, with those having over 20 years of experience and earning between 

30-50 million rupiah per month exhibiting the highest engagement. Gender, marital status, work experience, and income significantly 

influenced alumni contribution patterns, highlighting the need for targeted engagement strategies based on alumni demographics and career 

stages. 
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