
 

 

 

       

 

 

 

In search of alumni relationship approach: 

Ideal and realities in the University of Gävle and Stockholm University 

 

 

Maria Gutehall and Mhd Omar Korabi 

 

 

 

Second Cycle 

 

 

 

Faculty of Education and Economic Studies 

Department of Business and Economic Studies 

 

Supervisor: 

Dr. Lars Ekstrand 

Examiner: 

Dr. Maria Fregidou-Malama 



 

 

 

ABSTRACT 

Title:  

In search of alumni relationship approach: Ideals and realities in the University of Gävle and 

Stockholm University 

Level: Masters Thesis in Business Administration 

Author: Maria Gutehall and Mhd Omar Korabi 

Supervisor: Dr. Lars Ekstrand  

Date: 25th September 2015 

 

Aim: To investigate how the University of Gävle conducts relationship with graduate students and 

retains graduate students and creates loyalty. This study explores the importance of relationship 

marketing theories that intends to be applied in higher education through alumni programs and 

services. University of Gävle and Stockholm University will be compared in benchmarking to 

determine in what ways the alumni offices create relationships to retain and create loyalty to 

alumni students. 

 

Method: A qualitative research was conducted on the University of Gävle and Stockholm 

University in Sweden for this study, which included interviews with the relation officers on this 

subject.  

Result & Conclusions: It was evident that the University of Gävle alumni actually exist as titles, 

and there is no certain relationship strategy, however, only they are NOT actively operational. The 

study identified that the University of Gävle was not using a certain strategy to create lasting 

relationship, loyalty and increase prospective students. The study revealed the importance of 

relationship marketing strategy to effectively administrate the progress in establishing relationship 

with the alumni, to increase the prospective international students, to keep a regular track and 

communications with alumni. 

Suggestions for future research: This study focused on two universities, further research could 

be conducted to examine the relationship marketing with alumni students and investigate students’ 

relationship with university in other countries and institutions. 

Key words: Alumni, Relationship Marketing, Loyalty, Services, Surprises, Branding, Benchmark, 

Social Media and Promotions. 
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CHAPTER 1  

1. INTRODUCTION 

This chapter summarizes the background of the study. It focuses on the importance of the 

relationship marketing in higher educational fields such as the University of Gävle alumni office 

in Sweden. To retain, increase prospective students and create loyalty. It summarizes the history 

of the University of Gävle and Stockholm University as institutions in Sweden. In addition to the 

problem and aim of this study, the limitation is presented on this part. 

1. Background 

Sweden education system has a long tradition of offering free education to all students living in 

and outside of Sweden. The Sweden’s position as free-for-all education to all students from all 

walks of life had given all students an opportunity to avail higher education despite with their 

limited pockets, affordability, social, and economic status. These valuable educational 

opportunities for all students all around the globe, encourages and promote intellectual 

development, social atmosphere, international dialogue and international collaboration through 

Sweden’s long and proud history of academic excellence, with outstanding universities reputation 

dating back to the 15th Century. It is important to note that Sweden’s higher education reputation 

is one of the world’s most committed investors in basic research; spending in the field of research 

amounts to almost 3.6 percent of GDP to research and development. Making Sweden the top-

ranking country in the EU in that respect.1These students from different countries and students 

from Sweden are called “alumni”, refers to individuals who have either attended and/or have 

graduated from an institution of higher education (Neufeldt 1996)2 

 

The international talent resources are very useful for this research development that Sweden is 

very good at. Most of the students come from different countries outside of the EU, contribute a 

multicultural student body profile, considered to be a valuable resource for talented and gifted 

students. Student that lacks the financial tuition fees resources. According to the Study in Sweden 
                                                
         1 https://studyinsweden.se/why-sweden/5-reasons-to-study-in-sweden/2013 

         2 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”, 

Res High Educ, No. 54, pp. 284 -286. 
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Official site, there are approximately 20% of new students who are Ph.D. candidates from 80 

countries working on their degrees in Sweden.3 It is considered a significant number of 

multicultural student body profiles for higher education universities that can contribute to the 

Swedish higher education programs being offered. Research shows that relationships between 

students and staff, faculty, and administration are the basis of alumni loyalty and giving.4 

 

The formalization and implementation of Tuition fees in 2009 for non-EU students had caused a 

decrease in international students applications. According to the local- a Swedish local newspaper 

in English language website, there was a decline of 1300 international students applications in 

2011/2012 autumn term, and drop down of 1800 for the autumn term in 2012/2013 respectively 

compared to the two previous academic years.5 

 

This particular change in the number of applications can affect Sweden’s universities educational 

programs and courses will be reduced in the long run. International students and other students 

within EU and Switzerland play an important role in every university in Sweden.  

These students serve potentially as a valuable contributor group of talents that can be used as a 

diversified pool of the Swedish labour market. In the modern college and university, alumni are 

still called upon to support their alma maters in many different ways.6 In the case of the University 

of Gävle, it is of a vital nature to review the current situation of the university and its relationship 

with the past students. 

 

Most of these international students who have completed their Bachelor and Master degrees are 

connections to international collaboration, social, educational engagement, and future academic 

partners that can aid, help, support Sweden universities’ development in the past, at present and in 

the future endeavours. Hence, the international students and other students within EU and 

Switzerland can be considered the vital source of the development of every university in Sweden.  

                                                
        3 http://studyinsweden.se/2013 

        4 Rissmeyer, P. A. (2010),”Student Affairs and Alumni Relations”, New Directions for Student Services, No. 130, pp. 21-22.  

        5 http://www.thelocal.se/20120106/38368, Tuition Fees Changed Students Population in Sweden 

        6 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”,  

Res High Educ, No. 54, pp. 284 -286. 
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The diversity and the multicultural facets, that contributes to the success and sustainable 

university’s marketing relationship method to other partners, donors, contributors, and 

beneficiaries in all parts of university’s partner in the world. These students are the representatives 

to build bridges and stable connections of international cooperation and can build loyal support to 

the university where they completed their degrees. Travis McDearmon argues that the desire for 

alumni support is still a priority amongst colleges and universities, yet today, the initiation of 

involvement must start with the institutions.7 Therefore, this study will preliminary collaborate on 

how the current system works in the University of Gävle on building relationships with the 

alumni. 

 

According to Eva Malmström Jonsson, deputy President of KTH, Royal Institute of Technology, 

fewer international students would be bad news not only for Swedish Universities, but also for the 

country Sweden in general. It is considered to be a significant backlash for Swedish society if 

European, and especially Swedish, students, are populating Swedish higher education institutions 

only. 

It also been said that Sweden must provide students and researchers which a similar learning 

culture and environment, as in society at large, which is becoming increasingly international and 

believed that graduated students and Ph.D.s will be better prepared if the culture in different 

Swedish campuses are international.8 One thing that can be derived from this statement that 

research shows that relationships between students and staff, faculty and administration are the 

basis of alumni loyalty and giving.9 The institution as in the case of the University of Gävle has a 

significant role to review the current situation and find out the different ways and strategies on 

how to establish and strengthen the relationships with the students.  

The continuous decline of a number of international students in the university system caused a lot 

of pressure and worries at Swedish universities. The free education has been an important selling 

point for Sweden for attracting prospective international students.10 However, after the change, the 

pressure is now on Swedish universities on how they should deliver attractive services worth 

                                                
       7 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”, 

Res High Educ, No. 54, pp. 284 -286. 

        8 http://www.topuniversities.com/where-to-study/europe/sweden/swedish-universities-international-students-remain-top-priority 
 
        9 Rissmeyer, Patricia A. (2010) New Directions for Student Services, no. 130, Wiley Periodicals, Inc. p. 21-22. 
 
       10 http://www.thelocal.se/20120106/38368, Tuition Fees Changed Students Population in Sweden 
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cover of these tuition fees and to stabilize and even exceed the number of students in the 

university system and strengthen its relationship in the future. According to Palmatier (2008), 

relationship-marketing theories support the idea that people feel grateful when others have 

contributed to them and respond by rewarding extra efforts.11 Successful partnerships between 

student affairs and alumni relations can reduce institutional expenses, increase student enrolment, 

advance philanthropic efforts, strengthen the institutional image, and build community across 

generations.  

All student affairs professionals can have a positive impact on the lifelong relationship that alumni 

relation’s officers strive to achieve with alumni. A partnership between the two is invaluable to 

higher education today.12 Relationship Marketing has created more value for its customers than 

that which is provided by the core product alone. Over time, develops a deeper and intense 

bondage with its customers. Such ties, for example, are (a) technology, (b) knowledge or 

information related, (c) social in nature.13 Relationship Marketing is like walking tightrope, with 

plenty of opportunities to make. Large investments are often necessary, for example when 

building up customer clubs or bonus programs. It is, therefore, necessary to look at relationship 

marketing in economic contexts and try to assess the net economic impacts of such programs. 14 

Students are the main source of existence of any university and not only Swedish students but also 

international students in general. Students graduated from any university are considered Alumni.  

Alumni are in fact the perfect ambassadors for their alma mater in different aspects of a certain 

university. According to James Alexander and Harold Koenig, many university administrators 

have begun to adopt aggressively many of the techniques associated with relationship marketing. 

This would seem like a perfect strategy for a university as loyal alumni can do such things as offer 

personal recommendations to help build enrolments, participate in alumni functions, purchase 

university branded products and enrol in professional education courses.15  

                                                
       11 Palmatier, R. (2008). A Theoretical Perspective of Relationship Marketing, Marketing Science Institute, Cambridge, Massachusetts, pp. 662.  

 
       12 Rissmeyer, P. A. (2010),”Student Affairs and Alumni Relations”, New Directions for Student Services, No. 130, pp. 28-29 

       13 Shajahan, S., (2004), Relationship Marketing Texts & Cases, New York, The McGraw Hill Publishing Company Limited, New Delhi, India,   

p.34. 

      14 Hennig-Thurau, T. & Hansen, U., (2000), Relationship Marketing - Gaining Competitive Advantage through Customer Satisfaction and 

customer retention, Springer-Verlag Berlin- Heidelberg, p.45. 

      15 Alexander, J.H. & Koenig, H.F. (2008), University Experiences, the Student-College Relationship, Oregon State University College of 

Business Administration, USA, p.21. 
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Maximising the lifetime value of a customer is a fundamental goal of relationship marketing. In 

this context, we define the lifetime value of a customer as the future flow of net profit, discounted 

back to the present, which can be attributed to a specific customer. Adopting the principle of 

maximizing customer lifetime value forces an organization to recognize that not all customers are 

not equally profitable and that it must devise strategies to enhance the profitability of those 

customers it seeks to target.16 

The main question now lies in the university’s role: on how to establish relationship with their 

students and as alumni, which can assist to the development of the university. Given the present 

situation of the tuition fees implementation, in connection with the fast phased development of 

technology application, and social media, that continuously change the way the educators teach 

and how students learn. According to Alexander and. Koenig (2008) the relationship with the 

alumni students in their university and the assessments of their experiences is important 

expressions of loyalty. Alexander and Koenig (2008) argue that establishing correct relationship-

marketing strategy provide a significant support for the university, an increase of their revenue and 

increase of prospective students.  

 

Alexander and Koenig (2008) study has shown that the university alumni officers and the students 

themselves should cooperate together, to reflect the university performance via magazines and 

newsletters, event invitations, and provide and help to deliver or share sympathy offers or 

surprises to other prospective students, as well as scholarships opportunities.  In addition to that, it 

is important for the university or alumni officers to measure the loyalty on how the alumni will 

provide valuable support in offering donations, providing personal recommendations that help 

build enrolments, participating in alumni functions, purchasing university-branded products, and 

investing in additional academic and professional education. Each of these outcomes has 

important implications for incremental gains in revenue and increasing institutional visibility and 

reputation of the university. 

 

According to Frazier, Spekman, and O’Neal (1988) the opportunities presented to alumni are 

increasingly the product of the recreation of a relationship marketing strategy. Relationship 

marketing has found favour with university administrators owing to the opportunity presented by 

                                                
     16 Shajahan, S., (2004), Relationship Marketing Texts & Cases, New York, The McGraw Hill Publishing Company Limited, New Delhi, India, 

p.5 
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loyal customers who in their turn can provide significant revenue and profit for the firm over the 

long term. 

 

 In an era of rising costs and ever-tighter budgets in universities, and discovering that the 

university leaders are facing growing pressure to increase revenues. As administrators struggle to 

balance their need, for additional funds against growing public resistance to tuition and/or tax 

increases (in the case of public institutions), they have begun to more aggressively explore and 

cultivate new revenue sources. 17 

To do this, university administrators have turned more aggressively to marketing strategies and 

tactics adopted from business practice. As a result, it is increasingly common for discussions 

among university administrators, to focus on such topics as the management and marketing of 

college identities, the expansion of product mixes, and the pursuit of profitable target markets. 

 
 One study found that those who displayed greater alumni role identity were more likely to 

complete the institutional support behaviours. This was a primary finding of the current study, 

however: the data collected was unable to determine what would cause individuals to increase or 

decrease role identity.18 The decline of student’s diversity may affect the development of different 

universities in Sweden and not making use of the knowledge resources at their disposal. One of 

the bedrocks of relationship marketing theory is the importance of keeping customers over a 

period of time rather than constantly going out and finding new ones, in other words valuing 

customer retention more than a customer. 19 

 

The relationship concept is the main key concept of this particular investigation. The content of 

this particular investigation will consider, and discuss the view of relationship marketing, from our 

perspectives ideal to non-profit sector, such as, for example universities in terms of building and 

establishing alumni sustainable relationship and in the case of the University of Gävle. 

 

It is also considered in the business world of the 21st century, keeping or maintaining relationships 

with clients, partners, advocates, endorsers and many more have been revolutionized with 

                                                
      17 Alexander, J.H. & Koenig, H.F. (2008), University Experiences, the Student-College Relationship, Oregon State University College of 
Business Administration, USA, p. 21 
 
       18 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”, 
Res High Educ, No. 54, pp. 284 -285  
 
       19 Godson, M. (2009), Relationship Marketing, Oxford Press University, Inc., New York, p.70 
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technology, vis-à-vis social media in the World Wide Web. With the rise of vast social networking 

platforms, the customer is no longer limited to a passive role in his or her relationship in a 

company. In addition to having more information about competitive products available anywhere 

on mobile devices, customers can easily express and distribute their opinions to large audiences, 

and companies are likely to find it increasingly difficult to manage the messages that customers 

receive about their products & services.20 It evolves radically in a wink of an eye and this has been 

affected on the way we handle customer relationship because everyone has to be in it. The 

development of Internet has given the power of customer referral a huge boost as satisfied 

customers can now tell thousands of others about their experience.21 It is a very meaningful and 

important business transformation that any business or organization must have. The emergence of 

social media also offers companies opportunities to listen to and engage with their customers, and 

potentially to encourage them to become advocates for their products.22 

With the constant growth of the Internet mobile platforms, relationship-marketing concept has 

continued to move forward as technology opens more collaborative and social communication 

channels. These different social communication channels are a way to get the attention of 

customers/students and at the same time a way to communicate with them similar to building 

relationships with a customer in a real world. According to Clark and Melancon (2013).  Social 

media does seem to influence key relationship marketing variables that lead to more relational 

consumers.23 

 

The vast quantities of data made available by social media enable companies to derive insights 

about their customers and to act on them.24There is an advantage of relying on social media 

activities such as Facebook, YouTube, or Tweeter that companies can build on the basic process 

they are already familiar with from planning more traditional marketing activities. 

This familiarity reduces risk, especially for companies that are new to the social media space.25  

 

                                                
        20 Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E. & Zhang, M. (2013), “Managing Customer Relationships in the Social Media Era: 

Introducing the CRM House”, Journal of Interactive Marketing, No. 27, pp. 270. 

        21 Godson, M. (2009), Relationship Marketing, Oxford Press University, Inc., New York, p. 77. 

        22 Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E. & Zhang, M. (2013), “Managing Customer Relationships in the Social Media Era: 

Introducing the CRM House”, Journal of Interactive Marketing, No. 27, pp. 271. 

        23  Clark, M. and Melancon, J. (2013). “The Influence of Social Media Investment on Relational Outcomes, A Relationship Marketing  
Perspective”, International Journal of Marketing Studies, Vol. 5, No. 4; pp.132 
 

24 Ibid, p. 275 

25 Ibid, p. 273 
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According to Shaffer and Garrett (2011), today over 90% of marketers are using social media as a 

marketing tool and 73% have plans to increase their use of popular social media sites such as 

Facebook. McAfee and Brynjolfsson (2012, p275) argue, that “big data” enable any organisation 

to make decisions on the basis of evidence rather than rely solely on perception and social media 

today facilitated organization to catch the data they require. 26According to Schultz, Malthouse, 

and Pick (2012) the rise of vast social networking platforms, the customer is no longer limited to a 

passive role in their relationship with the organization, this is an evidence in how it is important 

for universities to connect with their students via social platform today. 27  

 

According to Wu, Mahajan and Balasubramanian (2003) Relationship marketing technologies 

have also been shown to influence customer satisfaction positively and relationship development 

via improved internal communications and information sharing.28 Social media brands 

conversations about brands have potential to assert far greater control over brand identity than 

traditional brand vehicles like advertising because they take place in a highly influential arena of 

peer-to-peer relationships. 29 

In the higher educational world, relationship marketing via social media technologies might be a 

great interest in many institutions today as it plays a significant role to create links between alumni 

students and alumni officers. Under the relationship-marketing concept, existing satisfied 

customers are likely to give referrals. Word-of-mouth referrals from existing customers are 

powerful marketing tool because the message is likely to be taken more seriously than an 

advertising message sent out by the company itself.30 According to the Local Swedish news 

website in English (2014), Swedish Universities have been interested in students’ retention and 

growth, due to increase domestic competition with other universities and the implementation of 

the recent tuition fees, which have left institutions under pressure to deliver attractive services to 

cover the implementations of these fees.  

1.1 Problem Statement 

Losing track with the most of graduates after graduation and no relationship strategy: doing so 

would be a big disadvantage to every university, which in turn will lead to a decline of prospective 

                                                
         26 McAfee, A and Brynjolfsson, E (2012), “Big Data: The Management Revolution” Harvard Business Review, pp.275. 
 
         27 Hsu, S.H. (2012), “Effects of Competitive Strategy, Knowledge Management and E-Business Adoption on Performance”, The Journal of 
Human Resource and Adult Learning, Vol.8, No. 2, pp. 44. 
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students. So it is highly important to gain the support from the previous students. 

1.2 Aim of the study 

The purpose of this study is to explore how universities establish relationships with their alumni 

students.  

It would be interesting to show how relationship-marketing theories, can be applied as a kind of 

tentative research in our subject the University of Gävle, in their efforts for alumni office and also 

motivates development for the alumni office success and to gain students loyalty.  

A study might give interesting insights about key elements that alumni develop and maintain a 

quality relationship with the graduates through alumni relation or office, which might be seen 

today as an important method to reflect the performance of the institution in educational 

perspective. 

1.3 Limitation of the Study 

The University of Gävle is used for this study. Alumni service at Stockholm University and the 

University of Gävle are investigated to compare the quality of relationship with the graduates and 

in which degree the alumni officers at both universities use relationship-marketing approach. 

Stockholm University is used to benchmark the University of Gävle due to its reputation as old 

university and situated in the capital of Sweden. The two selected universities are public, non-

profit universities and colleges.  

The theoretical framework of relationship marketing excludes other areas of marketing such as 

consumer marketing, integrated marketing, and customer relationship management, limiting the 

scope of the study.   

 

1.4 Research Questions 

 

The following research questions are addressed: 

1) What type of strategy does University of Gävle and Stockholm University use to establish a 

relationship with their graduates? 
                                                                                                                                                          
      28  Ibid. pp. 44 
  
      29 Anderson, E., (2010) Social Media Marketing - Game Theory and the Emergence of Collaboration, Springer-Verlag, Berlin, Heidelberg, 
pp.12. 

    30 Godson, M. (2009), Relationship Marketing, Oxford Press University, Inc., New York, pp. 77. 
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2)  What can be learned from comparing University of Gävle and Stockholm University in 

terms of alumni relations? 
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CHAPTER 2  

2. HIGHER EDUCATION IN SWEDEN 

This chapter gives a brief idea about the higher education in Sweden in general. It covers on how 

many higher educations exist in Sweden and it provides brief information about the University of 

Gävle and Stockholm University, as it is the main focus of this research. It also summarizes the 

concept of alumni and why it is important to the university today. 

2.1 General Information on Universities in Sweden 

There are 14 public universities, 12 public University colleges in Sweden, and three private 

institutions of higher education with the right to give post-graduate degrees. The following 

institutions are as follows: 

Table 1. Public Universities 

Public Universities 

Name Date 

Uppsala University 1477 

Lund university 1666 

University of Gothenburg 1954 

Stockholm University 1960 

Karolinska Institutet 1965 

Umeå University 1965 

Royal Institute of Technology 1970 

Linköping University 1975 

Swedish University of Agricultural 

Sciences 

1977 

Luleå University of Technology 1977 

Karlstad University 1999 

Örebro University 1999 

Mid Sweden University 2005 

Linnaeus University 2010 
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Table 2. Public University Colleges  

Public University Colleges 

Name Date 

University of Borås 1977 

Malmö University College 1998 

Dalarna University College 1977 

University College West 1990 

Halmstad University 1983 

Mälardalen University College 1977 

Blekinge Institute of Technology 1989 

Kristianstad University College 1977 

Skövde University College 1977 

Swedish National Defence College 2008 

Gävle University College 1977 

Gotland University College 1988 

 

Table 3. Three Private Institutions of Higher Education 

 Three Private Institutions of Higher Education 

Name  

Chalmers University of Technology  

Stockholm School of Economics  

Jönköping University Foundation  

 

According to the Academic Ranking of World Universities for top 500 universities in the year 

2013, there are 10 Swedish universities that were ranked under the top 500 lists in the year 2013. 

They are as follows:  

Table 4. Ten Swedish Universities Ranked under the top 500 

10 Swedish Universities Ranked under the top 500  

Name Rank 
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Karolinska Institutet 44 

Uppsala University 73 

Stockholm University 82 

Lund University 101-150 

University of Gothenburg 151-200 

Royal Institute of Technology 201-300 

Swedish University of Agricultural Science 201-300 

Umeå University 201-300 

Chalmers University of Technology  301-400 

Linköping University 301-400 

Stockholm School of Economics 401-500 

 

The above academic ranking from the ARWU is to show how Swedish Universities perform 

globally compared to other universities in the world. The ARWU was used due to its reputation as 

one of the three most influential and widely observed international university rankings alongside 

with QS world University Rankings and Times Higher Education World University Rankings.31 It 

is used to show universities in Sweden are recognized globally but will not be the focus of this 

study. 

2.2 General Information on University of Gävle 

According to the University of Gävle website (2014), University of Gävle is located in a scenic 

area with Gävle River and the Boulogner Forest as the closest neighbouring area. Established as 

“högskola” or “University College” in the year 1977. It has approximately 14 500 students, 700 

associates, more than study programs and second-cycle program, 1000 free-standing courses, and 

Exchange students outgoing for 35 and Exchange students incoming 120 respectively. At present, 

University of Gävle is one of Sweden's leading higher education institutions when it comes to 

distance education. Some distance educations being offered have meetings on one campus 

occasions sites, and most of them are based on modern IT support platform where students are 

independent and can study from any city or country you live or stay. The wide range of the 

University of Gävle distance courses enables students to live in the city hometown and can still 

                                                
31 http://www.topuniversities.com/top-50-under-50/2013 
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carry out higher academic studies. The University of Gävle adapted distance education, higher 

educational programs earlier than any other universities. It responded to the higher education 

institutions in Sweden and to the demands of the market and dared to try new types of teaching 

e.g. different forms of distance education.  

According to the University of Gävle website (2014), the general research profiles being offered 

by the University of Gävle are built environment and health -promoting working life and the 

important parts included is the Spatial Planning with a Specialization in Sustainable Built 

Environment and Musculoskeletal Disorders with the purpose to prevent work-related injuries.  

There is an increase in the number of courses taught in English at the University of Gävle that 

opens opportunities for students from other countries to study, and most of them take place at the 

undergraduate and master degree levels. In the beginning, the international strength for the 

University of Gävle is mostly within the EU countries and with Australia. However, in the past 

number of years, the University of Gävle established new academic contacts in countries like 

Canada, China, and South Africa, this has been recognized as one of the developments of the 

University of Gävle for its university’s global network of educational exchange.  

It has created approximately more than 90 international exchange partnerships, resulting in an 

increase of international exchange students. It is noteworthy to mention that the University of 

Gävle is environmentally certified according to ISO 14001. This means that the University of 

Gävle should promote sustainable development in all areas of activity and should be carried out in 

such a way that the positive effects on the existing environment to continue to increase and the 

negative effects decrease.  

There are three faculties at the University of Gävle. Namely, Faculty of Health and Occupational 

Studies where education and research profile for health-promoting working life, Faculty of 

Engineering and Sustainable Development where research and education profile is built 

Environment with the major needs in society and economy of knowledge, skills and technologies 

such as building, energy, environment, climate, and industrial development, and third, Faculty of 

Education and business studies where education and research profile includes disciplines from the 

humanities and social sciences fields. 32 

2.3 General Information on Stockholm University 

                                                
32 http://hig.se/Ext/En/University-of-Gavle/Education.html 
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Stockholm University was established as “university” in the year 1960, and it was founded in the 

year 1878. There are more than 66,944 students and 5,000 members of staff, 1500 international 

exchange students and are active within science, the humanities, and the social sciences.  

According to Stockholm University official website (2014), Every year, Stockholm University 

arranges a ceremony for doctoral degrees, an inauguration of new professors, and two ceremonies 

of master’s degrees. Stockholm University is also awarding an honorary doctorate to express 

university’s appreciation to the outstanding contributor of one or more of the University’s areas of 

academic activity. 

According to Stockholm University official website (2014), and according to several well-

established universities ranking, Stockholm University is one of the 100 highest-ranked 

universities in the world, and also one of the top 50 universities in Europe. In year 2013 ARWU 

(Academic Ranking of World Universities), Stockholm University was placed in number 82 under 

the top 500 ranking and a national rank of number 3, 25,8 total score and score on alumni of 25,1. 

With its consistent placement in university ranking tables over the years from the year 2003, this 

indicates that Stockholm University has international agreements with different universities all 

around the globe. Which means that any department at Stockholm University can make use of 

these international agreements for different exchange projects that give significant of exchange 

agreements that are specific to a particular department. This international exchange stimulates the 

international exchange students that are important for the university. It is also worth noting that 

Stockholm University is a member of different organizations. 33 

2.4 Alumni in a general perspective 

For us to understand the alumni engagement perception, we explore the definition of the word 

alumni. Alumni definition according to Merriam & Webster: a person who has attended or has 

graduated from a particular school, college, or university, someone who was a student at a 

particular school, college, or university.34 

Alumni as defined by Business Dictionary (2013), means a group of people who have graduated 

from a school or university and it is usually used to refer to a group of graduates for both genders, 

the single male graduate terms is traditionally referred to ‘alumnus’ while the feminine terms 
                                                
        33 http://www.su.se/english/about 

        34 http://www.merriam-webster.com/dictionary/alumnus 
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being termed as ‘alumna’.35 According to Harvard University (2013), the aim is to facilitate 

communication between members of the actual university and its graduates for University-related 

purposes.36 These students from different countries and students from Sweden are called “alumni”, 

refers to individuals who have either attended and/or have graduated from an institution of higher 

education (Neufeldt 1996)37 

According to supporting education (2013), Alumni is important as it provides students with up-to-

date educational materials, facilities, and discounts —which in turn keeps university competitive 

and attractive. 

It also can improve and raise the university’s reputation, which relies on how successful graduates 

are. If the educational institution becomes well known for producing graduates that are intelligent, 

innovative, and effective in their fields, then its reputation will grow. New graduates will have 

better job prospects because they went to a well-known institution, and the process will continue. 

Today a key factor in college and university rankings is a number of alumni participation 

universities have. 38 

As from the definition stated above, we can see how is alumni and/or alumni association started in 

the history by the given definition itself, hence, it is self-explanatory and fairly to understand the 

existence of this claim of one’s alumni status. 

2.5 Why alumni are important in every university 

The past, present, and future students are important in a certain university, as they are the reasons 

why the universities exist. The faculty and staff are of course very vital in the university structure 

as well as the kind of quality of higher education being offered; however, the students are the one 

fulfilling the role of a university. Students are the main source of its existence and the existence of 

educational programs. 

These successful graduate students create the university’s reputation in the real world as they 

represent their respective university to every career and organization they have chosen to do when 

they graduate. In every university’s effort for producing graduate students that are successful, the 
                                                
        35 http://www.businessdictionary.com/definition/alumni.html 
 
        36 http://alumni.harvard.edu/haa/alumni-services 
 
        37 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”, 
Res High Educ, No. 54, pp. 284. 

 
        38 http://www.supportingeducation.org/2013/01/10/importance-alumni-relations/ 
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university will be given credit if several former students represent and featured successful ventures 

in their chosen field in the real world and the reputation of the university will grow. For example, 

Harvard University is active in publishing those very accomplished people who were a product of 

Harvard University. From Theodore Roosevelt (26th US President), Al Gore (45th VP of USA 

1993-2001), Bill Gates (American business magnate and Philanthropist and Co-Founder, CEO, 

President of Microsoft), Barack Obama (44th and current president of USA), Matt Damon, Ashley 

Judd, Natalie Portman (Famous American Actor and actresses) and Mark Zuckerberg 

(entrepreneur and founder of Facebook)39 

 

The present students and new graduate students will then have a better job prospects because they 

studied in a well-known universities that they have been identified from the previous successful 

and accomplished students and universities that provide high quality education and inspire them to 

excel in their chosen careers and jobs and the process will continue. According to the Forbes 

Magazine (2012), there was a research that has been done when it comes to branding for non-

profits organization by Nathalie Kylander, adjunct lecturer in public policy at Harvard 

University’s John F. Kennedy School of Government. A brand is a psychological construct held in 

the minds of all brand audiences, a promise, a short cut for decision making if you will. Strong 

brands in both sectors enable organizations to build trust, gain resources, and establish 

partnerships and access.40  

 

According to Nathalie Kylander, a brand is equally important on both for profit and non-for profit 

organization and that it is equally important to both small and large organizations. It was featured 

an article of her research in the Stanford Social Innovation Review how brand management is not 

simply about fundraising and consistent colours, but that the strategic branding can ultimately 

drive broad, long-term social goals, while strengthening internal identity, cohesion, and capacity. 

An example on this work for a non-for-profit sector such as university like the University of 

Gävle, the brand was increasingly being considered in a strategic way, fundamentally connected 

with the mission and values of an organization. The external and Internal role of the brand plays a 

big role to in an organization. Internally, a strong brand drives cohesion and helps an organization 

build the capacity and skills to implement its social mission. Externally a strong brand results in 

                                                
39 http://www.businessinsider.com/30-most-famous-harvard-students-of-all-time-2010-4?op=1 
40 http://www.forbes.com/sites/rahimkanani/2012/03/01/branding-fo/ 
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trust among its many constituents, be the donors, beneficiaries, partners, or otherwise, which 

enables the organization to have a greater impact.41 

 

More often than not, alumni participation or constant connection as an ambassador to represent 

their university is one of the key factors to increase the ratings of a university. When graduate 

students remain in contact and have a good relationships with the university, it can bring a good 

image and inspiration to current students and can make them proud that these graduate students 

had a high quality education, and, therefore, they are successful in their chosen fields, hence, make 

the current students to get inspired and encouraged to get involve in the alumni activities after 

graduation as they see a good example from the past and therefore will continue the good cycle of 

being involved and will naturally become as an ambassador. 

By keeping in close contact and maintaining relationships with the alumni can be considered a 

good way to keep the university’s stability to promote its high quality education and reputation 

and recognise the success of the graduate students of their successes in the field and will therefore 

bring back the good cycle to encourage more communities and networks amongst the alumni and 

be part of the university’s development in the future projects, programs, new initiatives and 

support. 

 

 

 

 

 

 

 

 

                                                
41 http://www.forbes.com/sites/rahimkanani/2012/03/01/branding-fo/ 
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CHAPTER 3 

3. LITERATURE OVERVIEW 

This chapter explains the concept of relationship marketing by different authors’ perspectives. It 

also explains how the advanced technology, promotions, creating a brand, providing rewards or 

surprises, social media are important elements to be combined today to facilitate establishing the 

relationships with alumni. It also summarizes our alumni relations’ framework after gathering 

and understating author’s perspectives towards this subject. 

 

3.1 Definition of Relationship Marketing 

Relationship marketing can be applied today in different business settings and could be as well to 

a non-profit organization such as universities like in the case of the University of Gävle. A non-

profit organization such as universities are defined as a corporation or an association that conducts 

business for the benefit of the general public without shareholders and a profit motive.42 

Relationship marketing is a strategy designed to promote customer loyalty, interaction, and long-

term engagement. Relationship marketing is designed to develop strong connections with 

customers by providing them with information directly suited to their needs and interests and by 

promoting open communication. This approach often results in increased word-of-mouth 

marketing, repeat business and a willingness on the customer’s part to provide information to the 

organization.43 

Ruben & Nicholas (2007) argue relationship marketing quality is based on mutual value creation, 

trust, and commitment; the greater the level of customer satisfaction with the relationship not just 

the product or service/ quality of education, But also is the likelihood that the customer/students 

will be loyal to the company/university providing that service or the product quality of  

Education. 44 

According to Egan (2004), relationship marketing has been a topic of serious discussion among 

many academics and marketing practitioners who became the driving force behind it. Relationship 

                                                
42 http://legal-dictionary.thefreedictionary.com/Non-profit+organization 
43 http://searchcrm.techtarget.com/definition/relationship-marketing 
44 Caceres, R. C. & Paparoidamis, N. G. (2007), “Service Quality, Relationship Satisfaction, Trust, Commitment and Business-to-business 
Loyalty”, European Journal of Marketing, Vol. 41, No. 7/8, pp. 837-838. 
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Marketing has defined as establishing and maintaining, enhancing relationship with customers and 

other stakeholders, in way that the objectives of all parties involved are met, and this is done by 

mutual exchange and fulfilment of promise.45 

Ian Gordon (1998) defines relationship marketing as a stable process of identifying and creating 

new value with customers. The ideology of relationship marketing is based on the theory that 

marketer and customer interactions and strategies can keep and create loyalty with customers.46  

The interaction between the marketer/education provider and customer/students can reach 

satisfying long-term relationships if and when loyalty was kept and created. 

Egan (2004) states that it is impossible to discuss relationship marketing without loyalty and 

suggests the term of loyalty can be created through the highest possible level of relationship 

imposed by the emotional and not to say irrationally. Egan has defined the relationship loyalty in 

two meanings the first meaning is defined as behavioural term, usually based on the number of 

purchase and measured by monitoring the frequency of a purchase, The second meaning is defined 

as attitudinal term, incorporating consumer preferences towards brands to determine the level of 

loyalty.47 

Establishing alumni loyalty to their university is a very emotional task due to its nature of personal 

preferences and personal development that each and every student experiences during his 

academicals. (The kind of success and strong achievements in the professional development of 

every alumnus can also be established loyalty to their respective previous school institutions.)  

 

3.2 Technology 

Technology is one of essential elements for the university to look at for creating a successful 

education over the long term and to identify technological needs from an early stage and to 

get hold of the opportunities that new technologies offer for, so the university can save time and 

cost for the both students and staff. 

 

However, a key thing for successful technology development lies in the ability of a university to 

rapidly and efficiently arrange courses that match the requirements of the job market.  Technology 

                                                
45 Egan, J. (2004), Relationship marketing, explores relational strategies in Marketing. Pearson Education limited, England, pp.1 & 24. 
46 Gordon, I. (1998). Relationship marketing: New strategies, techniques and technologies to win the customers you want and keep them forever, 

John Wiley and Sons, Toronto, pp.9. 
47 Egan, J. (2004), Relationship marketing, explores relational strategies in Marketing. Pearson Education limited, England, pp.39-40. 
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offers options for students with special needs. Some students may benefit from the more 

constrained and engaging task situations possible with advanced software’s and computers. 

 

Ruben & Nicholas (2007) were focusing on how important the organization to deliver service with 

regards to the technology aspects for the aim to create a relationship and loyalty. Ruben and 

Nicholas (2007) were concentrating on the service provider by an organization or university on 

which include technological and functional service. So, focusing on quality of service is 

important, because poor quality service places the university at a disadvantage to the rest of the 

competition, potentially driving away students and especially for universities that are operating in 

tough environments. 

The technical issues are referred on how many technology facilities are available to reach students 

and university such as telephones, computers, website, social media and other modern 

technological communication such as capturing data. 

 

Ruben and Nicholas (2007) argue that the functional quality is referred to overall performance of 

these technologies such as website, telephone, computers, etc. and how those functioning and 

performing by the organization and their students. If these were no longer function like it should 

be in comparing to other facility services, this would make the service functionally obsolete. 

Usually, customers or students should be consulted with their experience on this service to see 

how they function. 

Ruben & Nicholas (2007), has linked the quality of service in technology that is particularly 

important for delivering services to customers/ students in particular. According to Ruben and 

Nicholas (2007), in service, quality is more oriented towards the students. It is viewed more as a 

construct that is defined by the customer and happens in his or her field of experience. Quality is 

whatever student perceives it to be. Therefore, delivery quality requires customer’s field of 

experience to uncover what quality means and how it is evaluated.48 According to this perspective, 

the total quality perceived by the student is the result of a comparison between the expected 

service (the service customer hopes to get) and the perceived service (the service which a 

customer feels to have actually received). The impact of this understanding is that the provider of 

service will have to meet or exceed the students’ expectations. When students’ expectations are 

                                                
48 Caceres, R. C. & Paparoidamis, N. G. (2007), “Service Quality, Relationship Satisfaction, Trust, Commitment and Business-to-business 
Loyalty”, European Journal of Marketing, Vol. 41, No. 7/8, pp. 837-838. 
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met or exceeded, then the relationship quality is developed, and the student is likely to be satisfied, 

commitments and trust have gained. When all these elements are met then loyalty is created.49 

 

There is an opportunity to create and implement and effective relationship marketing through 

Internet technology. For example, In order to create, implement and improve alumni relations, the 

internet connection in the form of several social media platforms can be a good source for the 

university to communicate with the graduates and where gather variety of information on quality 

of services, current programs and promotions wherein international students can be connected and 

interacted with each other as well as share their views on current programs, current & past 

experiences in real time. This information is useful for gathering relevant comments to identify 

where improvement areas can be made in future program or activities.  

According to Egan (2004) developments in technology have an big impact on the theory and 

practice of marketing and relationships in general which in turns will facilitate to develop 

communications between students, such influence of recent technologies it has been claimed that 

without these advanced technologies relationship marketing could never hope to be an effective 

strategy.50 

For example, technology can be an essential tool in maintaining the strength of the relationship 

with the university. The development of the Information Technology gives an opportunity for both 

alumni office at the institution and alumni students to access information, university information 

awareness and study online. For example promoting that the university have up-to-date 

technologies, such as mobile applications, student’s chat system, instant messaging tool to update 

students from time to time, etc. will play an important role in building relationship with alumni 

students. 

According to Gordon (1998), the organization can give customers and suppliers the value each 

wants by using technology appropriately and throughout the value chain.  Introducing technology 

between student and university such as giving facility for continuing education through online. 

Following the news of the institution regularly, for example, such as keeping graduate students 

accounts active, this will enable them access to up-to-date educational news and activities. 

According to Gordon, the organization doing this has the potential not only to get closer to their 

                                                
49 Ibid, P.837-838 
50 Egan, J. (2004), Relationship marketing, explores relational strategies in Marketing. Pearson Education limited, England, pp. 207. 
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individual customers/students, but also to gain competitive advantage, and particular opportunity 

for the innovator.51 

3.3 Promotion 

There are different ways to promote a product or service in different areas of media. Examples are 

Internet advertising, special events, endorsements, and newspapers. The word promotion is being 

used in business or any institution- to increase awareness, to give a special offer, and simply 

inform the target market or audience about their product or services. The focus of this study is the 

digital media where the social media takes place. It refers on how much the alumni office delivers 

up-to-date news about the institutions to promote the course, events, and discounts via the use of 

social media.  

Education and its marketing approach are changing in the digital revolution of an Information 

Age. Students and potential students of a certain university environments is no longer what it is 

used to be. It is radically different, as it has widened its accessibility through a world wide web.  

According to Safko & Brake (2009), Social media refers to activities and behaviours among 

communities of people who gather online to share information, knowledge, and opinions using 

conversational media. Conversational media is defined by Safko & Brake as web-based 

applications that that make it possible to create content in the form of a word, picture videos, and 

audios. In the case of the University of Gävle, if social media websites created under the name of 

Alumni for their graduates, then this will enable a university to maintain building relationship with 

their graduates. This social media website such as Facebook, twitter, Instagram, Tweeter, 

LinkedIn and YouTube for example will enable graduate students from the University of Gävle to 

share their past experiences and comment their satisfaction, also will enable university itself to 

deliver their promotions and up-to-date news of the institutions at no costs. According to Safko & 

Brake (2009), social media can help the organization saving money because the social media is 

free.52 

3.4 Surprise 

According to Joseph Pine II & James H. Gilmore (1999), university must focus on increasing 

customer satisfaction and creating customers/students surprise. By taking these three steps recipes, 

it will help move the university up into the progression or succession of economic value. Once a 
                                                
51 Gordon, I. (1998). Relationship marketing: New strategies, techniques and technologies to win the customers you want and keep them forever, 

John Wiley and Sons, Toronto, pp.10. 
52 Safko, l. & Brake, D. K. (2009) The social media bible, John Wiley & Sons, Canada, pp.xi -pp.6. 
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university successfully create for their graduate students a surprise then students start expecting to 

be surprised as long as the university points students expectation which is the gap between what 

the graduate students remembers from the past surprises and what they don’t know about 

upcoming events as it shows in the below formula: 

Customers/students surprise= what customer/student does not yet know –what customers/students 

remembers from the past.53  

These are the values that customers/students will appreciate and value the collective memory after 

graduation and will anticipate that their respective university will be able to deliver more 

significant values in the future and this will of course in the growing cycle if the university will 

keep its reputation of providing this kind of surprise value to every alumnus.  

3.5 Branding 

Branding is an essential element in communication with students and public as a whole and 

without it the university will struggle to attract students to the institution. One of the 

University advantages today keeps track of being on perfect image and reputation. The initial 

drive for a successful brand strategy is a common need for the University of Gävle today as like 

any company in the market. According to Wood (2000), brands often provide the primary points 

of differentiation between competitive offerings, and as such they can be critical to the success of 

the university. So it is important that the management of brands is approached strategically.54 

According to Smith defined branding as total expectations of all students with particular courses 

and services on which will build the reputations and expectation of future benefits as it states in 

the formula below:55 

All students expectations + particular courses/services = reputations and expectations of future 

benefit. 

According to Smith (2009), the concept of branding can play such an essential part in defining 

what university is about, it goes well beyond logo, deep into current and prospective students 

where trust conviction and loyalty exist in. A well branded organizations or university doesn’t just 

                                                
53 Pine II, J. & Gilmore, J. H.  (1999), The experience economy; work is theatre & every business a stage: goods & services are no longer enough, 

Library of Congress Cataloguing-in-Publication Data, USA, pp. 99 
54	  Wood, L. (2000), “Brands & Brand Equity: Definition & Management”, MCB University Press, Management Decision, No. 38/9, pp.662. 
55 Ibid.  
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sell to consumers. It creates advocates who will remain loyal and even pass their dedication on to 

others.56 

From a point of view, for example today, the University of Gävle could brand itself as modern 

university offers high-quality courses that cope with latest researches and technology, and sciences 

in the market, because the university today need to create loyalty, increase students, as well as 

they need to grow and improve operations. 

Branding is great to keep track of the institution being on perfect image and reputation. It is thus 

important for the University of Gävle to market itself, to keep life long relationships and lifelong 

learning partnership to keep, and obtain new students as well as network with partner schools and 

organizations. 

We see that it is not astonishing for University of Gävle to gain support from the government in 

terms of branding issues on this matter, and this for example, a coordination can be done between 

Swedish embassies abroad and alumni office at the university to raise awareness via the web, 

social media, magazines, and fair participations. The coordination between the university and 

embassies abroad is essential to target international students and deliver what exactly university 

can offer students, over the time information will grow in students mind how it is prestigious to 

graduate from such high top ranking institutions in Sweden. This can be generated by alumni 

office itself, by communicating through magazines flyers, the web, social media, and fair 

participations. One of the suggestions can be finding out or researching on a certain well-known 

stars or successful businessmen who were graduate students in the past from the same institution. 

3.6 Benchmark 

Benchmark is defined as goal setting process of identifying and learning from the best practices 

organizations within the market to reach new goals that are understood and discovered. Robert. C 

Camp (1989), in other word benchmark, means discovering the best practices that organizations or 

universities need for to achieve and improve quality services and relationships where they stand 

with other organizations or universities.57 

 

                                                
56 Miletsky, J. I. & Smith, G. (2009) “Perspective on branding”: Technology Course Learning, a part of Cengage Learning, Boston, Massachusetts, 

USA, pp. 236. 
57 Camp, R. C. (1989), ‘The search for Industry Best Practice that lead to superior performance’, ASQC Quality Press, Wisconsin, USA, pp. 28. 
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The other universities can be used as proof in order to identify problem areas, and supply possible 

solutions for each area identified from the first university that is conducting the benchmark, Dean 

Elmuti and Yunus Kathawala (1997), the best way for alumni office at the University of Gävle for 

example, is to progress a quality conceptual relationship framework is to keep track of the 

benchmark all the time with other top universities partners or have a possible agreement to share 

information with other alumni offices at other universities and learn from each other, this will 

ensure alumni office at the University of Gävle to deliver up-to-date service and relationship 

quality and gain loyalty from alumni students. Benchmarking allows universality to understand 

their administrative operations better, and marks target areas for improvement and help to improve 

a company’s market share, Dean Elmuti and Yunus Kathawala (1997). 

There are four different kinds of benchmarking and these are: 

• Internal benchmarking,  

• Competitive benchmarking,  

• Functional or Industry benchmarking, 

• Generic benchmarking.  

Now, before taking any decisions to benchmark, a university needs to determine what it is they 

want to benchmark, and the information could be collected after identifying the problem situation. 
58 

3.6.1 Internal Benchmark 

This aim of this internal method is to benchmark against the operations of the university. It is the 

simplest methods in benchmarking since the most universities have similar functions inside their 

business units.  The aim of this method is to determine the internal performance level only inside 

the university. The aim of this method to share the most possible information with others and 

identifying the best internal measures that should be taking into consideration and be able to apply 

them to other parts of the university and also can would much rather be used later as a baseline for 

external benchmark, Dean Elmuti and Yunus Kathawala (1997). 59 

3.6.2 Competitive Benchmark 

This kind of methods is used with direct competitors. The focus of this method is to be done 

externally, and the goal to compare universities in the same markets, which have competing 

                                                
58 Elmuti, D. & Kathawala, Y. (1997), “An Overview of Benchmarking Process: A Tool for Continuous Improvement and Competitive 
Advantage”, Benchmarking for Quality Management & Technology, Vol. 4 No. 4, pp.231-233  
 
59 Ibid. P.231 
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products, services, or education, processes. An example would be the University of Gävle versus 

top Universities such as Stockholm University. Under this kind of strategy, it is advantageous to 

see what a university’s related performance would be. 

 The information would be easy to be gained if it is only done under certain conditions with direct 

competitors, main information in the public domain would be the most accessible. Competitors 

may choose to make it very difficult to obtain their valuable information, Dean Elmuti and Yunus 

Kathawala. 60 

Figure  1: Competitive benchmark 

 

 

 

  

 

 

 

 

 

 

 

 

 

                          

(Source: Own Construction) 

This illustration (Figure 1) helps to lead us to set the plan, and inspired by competitive benchmark 

concept. 

3.6.3 Industrial or functional benchmark:  

This can be done or conducted externally against industry leaders or the best functional operations 

of certain companies. The benchmarking partners are usually those who share some common 

market distinctiveness, and technological matters. They also aim to concentrate on specific 

functions. Because there will be no direct competitors be involved, the partner of the 
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benchmarking is more willing to give and share information. Dean Elmuti and Yunus Kathawala 

(1997). 61 

3.6.4 Generic or Process Benchmark 

This method of benchmarking does focus on the best work processes. Instead of directing the 

benchmarking to the business practices of a university, the similar procedures and functions are 

emphasized. This can be used across dissimilar organizations. Although it is thought to be 

extremely effective, it is difficult to be conducted. Usually, this method does require for the 

organization to an extensive conceptualizing of the whole process and a well understanding of the 

actions and measures, Elute and Yunus Kathawala (1997). 62 

3.7 Conceptual Framework 

Through summarizing the core ideas of theoretical literature, the following process of relationship 

marketing was developed. Our model 2 below displays how relationship marketing used and 

applied at alumni office through time. This Framework has developed from our own after the 

combination and the development of the theories. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                
61 Ibid. P. 231 
62 Ibid. 232 
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Figure 2: Building Alumni Relations Framework 

 

 

 

 

 

                                                                                               

                                                                                                                                                                        
 

 

                                                    
     

       

                                 

 

 

 

 

(Source: Own Construction) This illustration (Figure 2) helps to lead us to set the plan, and  

inspired by relationship marketing concept. 

This summarizes the suggested relationship marketing method, which might play a significant 

influence on overall alumni office at the University. The output of this framework study might 

enable alumni office at the University of Gävle to gain new prospective students and return back 

the past graduate students or alumni students to the university, retaining, existing and past 

graduate students or alumni students and provide them with facility to share their past experience 

with the institution is much cheaper for the institution to gain new students.  

For focusing efforts on building students, loyalty does make absolutely a significant saving.  This 

framework illustrates and ensures how alumni officers apply the correct ladder strategies to create 

better customer experience and loyalty.  It also observed that by considering the relationship over 

the time, and capturing data of the graduate students and offering promotions, surprise or rewards, 
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extra surprises and keep them attracted into to the institution’s image and it’s brand, will enable 

the institution to gain effective loyalty over long term. By integrating this framework into a 

strategy that includes social media tools might be the most effective in building better students’ 

relationship and growing over the lifetime value. 

As a conclusion, it can be seen as the most important methods and theories in the study, it would 

be capturing data from graduate students and deliver communications and promotions over time 

through social media. According to Ruben & Nicholas (2007), focusing on how important the 

organization to deliver service with regards to the technology aspects for the aim to create a 

relationship, and loyalty because using a sophisticated and automated technology as an example, 

facilitate the transferring of data automatically from graduate students is important because it 

saves a lot of time and money for the university and help to establish relationship with graduate 

students. According to Gordon (1998), the organization can give customers and suppliers the value 

they want by using technology appropriately and throughout the value chain, and not only to get 

closer to their individual customers/students, but also to gain competitive advantage, and 

particular opportunity for the innovator. 

According to Safko & Brake (2009), Social media refers to activities and behaviours among 

communities of people today who gather online to share information, knowledge, and opinions 

using conversational media as well as is easy to deliver messages and free tool that can save 

money for the organization. Social media is also important because it is an easy tool to deliver 

communication, promotions and create a relationship over the time to the most of the graduates 

and make them loyal.  

According to Joseph Pine II & James H. Gilmore (1999), university must focus on increasing 

customer satisfaction and creating customers/students surprise because once university 

successfully create for their graduated students a surprise, then students start expecting to be 

surprised as long as the university points students’ expectation, which is the gap between what the 

graduate students remembers from the past surprises and what they don’t know about upcoming 

events. More surprises are also important to be delivered via social media such as information 

about free events and discounts and free facilities that can be reached to graduate students through 

the time. 

According to Smith (2009), the concept of branding can play such an essential part in defining 

what university is about, it goes well beyond logo, deep into current and prospective students 
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where trust conviction and loyalty exist in. A well branded organizations or university doesn’t just 

sell to consumers. It creates ambassadors who will remain loyal and even pass their commitment 

on to others. Also the branding is important to be maintained by the university and ensure that it is 

built in the correct image as well as how the reaction of the graduate students towards the branding 

issue, because creating a positive and real brand will enable graduate students to recommend the 

university to other students either through word of mouth or sharing the brand of the university via 

social media, by this method will give the opportunity to increase the prospective students 

enrolling to the university. According to Ruben & Nicholas (2007) regarding the relationship 

marketing quality, argued that is based on mutual value creation, trust, and commitment; the 

greater the level of customer satisfaction with the relationship not just the product or service/ 

quality of education, but also is the likelihood that the customer/students will be loyal to the 

company/university providing that service or the product quality of education. Relationship 

marketing quality is important because once the university provides satisfactory services and gets 

a huge likelihood feedback on particular service then will enable the university to know the loyalty 

of the students to the university. 
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CHAPTER 4 

4. METHODOLOGY  

This chapter discusses the method of the research for continuing forward with the empirical data. 

The data collection methods have been elaborated, the design of the research and analysis of 

data. It presents the methodology limitations.  

_______________________________________________________________________ 

4.1 Quantitative and qualitative research 

Quantitative research does provide an overview on the problem situation that is going to discover 

and it helps to develop ideas to accommodate and solve the problem. There are frequent methods 

such as group discussions, individual interviews, and observations. The sample size of this 

research is typically small.  

According to Malhotra (2007), the qualitative research provides understanding of the problem 

situation. According to Malhotra, the quantitative research aims to measure the information and 

includes statistical analysis and it is used to measure the problem situation by way of generating 

mathematical or figure data or data that can be changed into statistics that can be useable. 

According to Malhotra (2007), quantitative research is used to measure different opinions and then 

generalize results from a public that have kind of larger sample which in turns create facts in the 

actual research that is being conducted. According to Malhotra (2007), quantitative data collection 

methods are would much rather be more structured than qualitative data collection methods.63 

 4.2 Interviews  

According to Bryman and Bell (2007), the interviews can be conducted after the design of the 

research questions for the purpose to gather or collect such data needed.64 

According to Yin (2009), case study information interviews are one of the most important sources 

to gather information, as the case studies are direct the occurrence of human behaviours. There are 

three kinds of case study interviews defined according to the authors, and these are: survey 

interview, detailed interview, and focused interview. In the comprehensive interview, the 

                                                
63 Malhotra, N.K., & Birks, D. F., (2007), Marketing Research An Applied Approach, Pearson Education Limited, Essex, England, pp. 42 & pp. 
143 
64 Bryman, A., & Bell, E. (2007) ‘Business Research Methods.’ 2nd edition. Oxford University Press Inc., New York, pp. 40, 472,474, 480,182. 
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interviewer can inquire the interviewee regarding the facts of defined issues but also the 

interviewee’s opinions regarding occurrences.  

 

In the focused interviews types usually the respondent being interviewed for a small, limited 

period, which could be possible to be such as 60 minutes for example. The interviews can be 

straightforward and start with a conversational approach, but the person who does the interview 

follows a certain way of conducting the questions based on a case study procedures or dialog.  

 

While, the questionnaire or survey interview according to Yin (2009), is usually contains prepared 

questions beforehand and could be designed as part of an originated case study and create kind of 

data that is quantitative.65 

 

While the structured interviews provide a method of inquiring and recording answers, and it is 

identical, it would much rather be appropriate to quantitative research interviews.  

 

The qualitative research interview would much rather be better to conduct than a quantitative 

interview. According to Bryman and Bell (2007), there are two other kinds of interviews and they 

are unstructured or semi-structured interviews. Unstructured interviews can be used to conduct an 

interview in which, there is inadequate or limited and informal or casual way of formation, with 

the purpose of discovering one or more main ideas, but without taking into determination of 

specific numbers of questions. According to Saunders (2012), unstructured interviews can look 

often like a natural of a discussion. 66 

 

In a semi-structured interview, frequently the researcher has a definite list of questions, often 

based to as ‘an interview guide’. When conducting a semi-structured interview, researchers may 

not openly or clearly ask all questions listed in the interview guide, as whole all questions will be 

asked, and similar phrasing be used, from interviewee to the other.  

 

                                                
65 Yin, R. K. (2009) ‘Case Study Research: Design and Methods (4th Edition), SAGE Publications, Inc., Thousands Oaks, California, pp. 27, 40, 43, 

45, 106, & 108. 
66 Saunders, M., Lewis, P. & Thornhill, A. (2012) “Research Methods for Business Students”. 6th edition, Person Education Limited, Essex UK, 
pp- 304, 385, 678, 680, & 681. 
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According to Bryman and Bell (2007), semi-structured interviews should be used when there are 

more than one-person conducting interviews, because it makes it possible to make a comparing on 

the results between respondents, without a guide of the interview. 

 

According to Blumberg, Cooper and Schindler (2011), the definition of validity is the degree to 

which the key areas are being measured and what it is supposed to be measured, If the differences 

been found with a measurement then this will give a reflection on the truth of the differences 

between respondents who have been selected from the public place.  

 

While trustworthiness or dependability is a feature of measurement associated with accuracy, and 

reliability. Reliability is a necessary but not sufficient form or situation for validity, because if the 

measure is not trustworthy or reliable, it cannot be valid, but reliable measures usually are not 

important to be valid. According to Blumberg, Cooper and Schindler (2011), in order to increase 

the validity of this research that is being conducted, another related professors and officers from 

university have been interviewed to get a overall or holistic view, both the University of Gävle and 

Stockholm University alumni relations should be also benchmarked and compared to investigate 

and solve the problem situation.  

The methods of collecting or gathering data are called primary or secondary data.   Researchers 

should consider the sources on which to foundation and confirm the findings of the research.  

According to Saunders et al. (2012), the researchers themselves from personal interview, 

observation, case study, life histories and questionnaires usually collect The Primary data,  

While Secondary data can be collected from a sources that are already exists and can be for 

example through previous researches, official statistics, letters, government reports, web 

information and other mass media products and from sources that have historical information or 

data. 

4.3 Research Design and Questions 

The questions of this research are designed. Relationship marketing theories are being used in the 

institutions to see whether the relationship with alumni is being built in the correct manner. 

Research questions must lead the study in which degree is relationship are conducted and used to 

strengthen the relationship between alumni and university and to illustrate how important the 
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relationship-marketing concepts to be implemented in alumni program and the appropriate way in 

building relationship with prospective graduates. 

 

According to Saunders et al. (2012), research design is a method for the collecting and analysing 

data and the research questions answers. The research design is used to organize the research, and 

to give an overview on overall main parts of the research project such as groups, measures, 

treatments or programs. The evidence, is obtained from research design, enables the researcher to 

address effectively the research problem as possible.  

 

The research design will enable researchers begin their investigations too early before criticism is 

considered regarding information gathering from the research questions. According to Yin, if there 

were no attendance beforehand to the design issues, the conclusions would be weak and 

unsuccessful and, therefore, will fail to address sufficiently the overall research problem. A 

qualitative research to be conducted at the University of Gävle and Stockholm University for this 

study, which will be included interviews with the relation officers on this subject.  

4.4 Data Collection Method 

4.4.1 Selection of the institutions 

University of Gävle and Stockholm University as two institutions in Sweden are selected in the 

study with the focus on the University of Gävle. 

According Bryman and Bell, the method of sampling depends on variable sequences, which can 

be expected at any period. Choosing the respondents and the participants within an interview study 

is depending on the availability how welcoming, friendly or supportive they are in the response to 

the questionnaire or survey.  

 4.4.2 Interview Data 

A case study technique is used in this study to gain a depth contextual analysis. Blumberg, Cooper 

and Schindler (2011), the qualitative research interview method is done because a small sample 

has been selected and to get more detailed information about the problem that to be investigated. 

In case of the University of Gävle Alumni office, it is not active yet so we decided to interview 

officers in the University of Gävle who got knowledge regarding problem statement, and those 

include three professors and international student office representative. In case of Stockholm  
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University, alumni relation coordinators have been interviewed to answer our research questions. 

It is quite hard to get in contact with most them over e-mail or telephone; so personal interviews 

have been conducted with some of them. 

 

The interview was conducted through an advanced electronic interview survey and it is presented 

in the research question. The survey was printed and given to respondents in person to answer the 

questions, as the respondent were very busy to reply back to e-mail.  

 

In case of the University of Gävle, at first, we got in contact via telephone requesting participation 

and arranging the future interviews, dates, and times, we tried to get contact information that listed 

in alumni’s web page or advert in the University of Gävle’s web page first, but none of them were 

actually available so we did a deeper investigations, and it has been found that there is no 

University of Gävle Alumni office. So after a quick inquiry with our thesis supervisor Dr. Lars 

Ekstrand, to whom we need to conduct the questionnaire with, he strongly recommended to 

contact three representatives that can help to proceed with our study.  

 

It has been recommended contacting them that can help answer our interview questions. The 

interviewees are presented in the table below to date and time.  

 

It has been recommended that they were best suited to assist us with our current research aim, 

since it was totally clear that they had a quick view of the study subject and with their knowledge 

and experience on this matter, they were willing to answer our full questionnaires.  

 

In case of Stockholm University, we got in contact at the same way we did with the University of 

Gävle, and we contacted the relevant alumni officers, the only difference was that we were not 

able to carry out the questions personally due to their busy schedules with some of them, so a 

telephone interview has been carried out also to confirm and answer the questionnaires completely 

as well as e-mail. 

 

Some of the interviewees have received a soft copy of the interview questionnaires after they have 

answered the questionnaires for written confirmation of the interview. 
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With regards to the University of Gävle and Stockholm University, all of the respondents were 

asked the same questions. However, The respondents answered questions as much as possible 

covering the following five main items: 

• Institutional information, 

•  Students and courses information,  

• Alumni 

• Relationship Marketing 

• Social media 

 

All respondents’ details such as name, position, country, location, duration, and method are 

indicated in the table shown below in Table 5. 

 

The respondents were helpful and answered the questions inquired about in details. The 

researchers shown that no additional data are added to the questionnaire been conducted. 

According to Ritchie and Lewis (2003), that after interviews be conducted at the research should 

return with the qualitative sample that has been selected, as the study developed, that the level of 

duplication should became clear of answers within interviews that are being conducted and should 

not lead to additional data.67 

 

Table 5. Respondent’s summary details 

 

  Participant 

Name 

Position Country Location Duration  

(Minutes) 

 Method 

Per-Arne 

Wikström 

Management 

Lecturer 

Sweden Gävle 30 Face-to-face & 

E-mail Interview 

Secretary of 

Eric Olsson 

International 

Office 

Sweden Gävle 20 Face-to-face 

Leona 

Axelsson 

 

Alumni 

Coordinator 

Sweden Stockholm 30 Telephone &  

E-mail 

                                                
67 Ritchie, J. & Lewis. J. (2003) ‘Qualitative Research Practice: A Guide for Social Science Students and Researchers, Sage Publications, London, 
pp. 175. 
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Karin Tjulin 

 

Alumni 

Coordinator  

Sweden Stockholm 30 Face-to-face 

Anna Näsman 

 

Handläggare Sweden Gävle 30 E-mail 

 

4.4.3 Reliability, Credibility, and Validity 

According to Bryman and Bell (2007), the reliability of any study is a degree of how the results 

are repeatable or constant.  The researcher must perform the same research under the same 

condition and provide the same result. According to Yin (2009), validity intends to assume if is or 

is not the measures of an idea, in fact, does measure the concept which in the centre of the 

attention. The validity of the external study provides the possibility to simplify ideas or 

conclusions. Internal validity intends to determine if changeable within a certain case study have 

an informal relationship. Credibility defined as providing the relevant data to the respondents 

earlier to the interview, and also by providing the members who are going to take part in the 

interview with a list of the interview subject before the meeting. The list of the main subject might 

help to encourage validity and reliability, because it informs the members or the respondent who 

are taking part about the data that the researcher is interested to investigate, and gives them the 

opportunity to prepare for the interview by supporting organization documentation from their 

records. According to Saunders (2012), all of the respondents or those who are being interviewed 

that were taking part in the study were given a list of interview subject before the interview to be 

conducted, and to give them a chance to get prepared for the interview in advance. 

Therefore, it can be said that the information we gathered are considered valid based on the 

assumption on the idea of alumni relations. In terms of credibility, that all relevant data were given 

to us after the interview is conducted, thus, showed without influencing the respondent’s 

information. In terms of reliability, the results we got on this study cannot guarantee the reliability 

of the outcome of the study today as to what is going to happen in the future. Because changes in 

university can happen at any time and also technology influence might be one of the main factors 

to this. 
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CHAPTER 5  

5.  EMPIRICAL FINDINGS 

This chapter objectively presents the findings we gathered from the University of Gävle and 

Stockholm University alumni relation status and the current situation of the programs and 

relationship marketing strategies being used. 

______________________________________________________________________________ 

5.1 THE UNIVERSITY OF GÄVLE 

According to the international office in the University of Gävle, the university today has suffered 

from a decrease in number of international students after the new regulation of the tuition fees on 

all universities in Sweden, as well as they were declaring how they suffer to keep a regular track 

and communication with their graduate students after graduations to deliver up-to-date news about 

the institution. 

The source of our finding we gathered from the University of Gävle were from the following 

sources: 

a) The University of Gävle Website 

b) E-mail Informal questions sent to Anna Näsman - currently holding a position as Contact 

Person/Administrator for the Faculty of Technology and Environment  

c) Personal Interview following the written interview prepared with Per-Arne Wikström - 

currently holding a position as Collaboration Manager, University’s shared management.  

5.1.1 Students and Program Courses 

According to the Higher Education in University of Gävle website (2014) in figures, there are 14 

500 students, 700 associates, 50 programs, 1000 freestanding courses, 35 outgoing exchange 

students and 120 incoming exchange students. Students can study full time or part time, evenings, 

through distance learning or over the Internet. The University of Gävle experienced a decline in the number 

of international students after the implementation of tuition fees. It was also stated that one of the things that need to 

be improved that will influence the increase of international and local students to stay in contact and get engaged with 

the university is to implement international marketing. 
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5.1.2 Alumni  

 

Alumni section is currently an Internet base via the University of Gävle website. There is no 

Alumni Coordinator completely working with alumni purposes. However, the Business 

Administration initiated the relationship building with alumni at the moment. 

 

The University of Gävle is not being promoted at the moment, and there are no current activities 

in relation to marketing and promotion, hence, a current pending decision from the report being 

raised by the concerned person in the department. 

 

According to Anna Näsman, one of the agenda in the report that University of Gävle Alumni 

International Relations aspect is one of the subjects being raised. There were some news and 

contacts with alumni but it was only conducted and done in Swedish language and the English 

version page is one of the projects that are set as one of the option to be done in the future. 

However, the University of Gävle will have to make a strategy for the alumni work that should 

take place. 

 

As alumni, you can join this network via an online platform, wherein you can log in your details 

and by joining, thereby can give you access to re-connect to the entire alumnus in terms of 

research, education, training, internships and mentoring. 

 

However, this online alumni network is an online base network at the moment, and it is not being 

utilized properly, in terms or having a sole person work closely with all the alumni of the 

University of Gävle. This section of the university is still under investigation. All questions that 

had passed on to the alumni department online e-mail are redirected towards the department of the 

administration and management support, and these departments have their offices inside the 

University of Gävle campus. 

 

5.1.3 Relationship Marketing 

 

As stated during the e-mail interview with Anna Näsman, University of Gävle might have to make 

a strategy for the Alumni work that should take place in the near future as there are no current 
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programs and methods being used at the moment and no relationship strategy being applied on 

current programs and methods, however, they can see the role of relationship marketing in the 

communication surrounding and the same reply from Per-Arne Wikström. 

5.1.4. Social Media 

 

The University of Gävle’s situation in Social Media such as Facebook, Instagram, Twitter and 

other related social media tools is not present at the moment. Only LinkedIn and Facebook page of 

the University are present however at the moment. There are two Social Media tools that are 

currently being used that are used to present students of the University of Gävle and no specific 

LinkedIn nor Facebook page that are being used specifically for the University of Gävle Alumni. 

According to Per-Arne Wikström, the University of Gävle considered interesting, to measure the 

success to gather alumni together via social media tools and for the aim to gather comments and to 

help the University improve services. 

5.2 Stockholm University 

5.2.1 Students and Program Courses 

The source of our finding we gathered from Stockholm University is from the following sources: 

a) The Stockholm University Website 

b) Interview questions via e-mail and constant follow-up via e-mails and telephone calls 

following the written interview prepared with Leona Axelsson - currently holding a 

position as Alumni Relations Coordinator under the External Relations Office Department 

c) Personal Interview with Karin Tjulin- second Alumni Relations Coordinator of Stockholm 

University. 

The Stockholm University in figures in the year 2012 that under the education at basic and 

advanced levels number of registered students are 66, 944 individuals (29,448 Full Time 

Equivalent FTP students), 62% of that are women and 38% are men, 39% under 25 and 1,500 

international students. There are 4,932 employees that 11% are professors including 28% are 

women, 14% are assistant professors 14% of that are women and 5% are lecturers including 67% 

are women, 2% research assistants that 43% are women, 19% Ph.D. positions that 55% are 

women, 18% other teaching and research staff that 49% are women, and 32% administrative staff 

that 63% of that are women. 
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Courses and Programs 

The Stockholm University offers courses at both undergraduate and advanced level Bachelors 

program and 76 Master’s program with English as the language of instruction. There about 451 

different subject areas within Humanities, Languages, Law, Social Sciences, Natural Sciences, 

Teacher Training and different areas of interests to choose from within Languages, Literature, 

Media (154), Arts, Culture, Philosophy (41), Health Care, Health and Social Services, Human 

Behaviour (31), Teacher Education, Children and Youth (148), Mathematics, Physics, Materials, 

IT/Computing (79), Ecology, Biology, Environment, Climate, Earth Sciences (69), History, 

Archaeology, Heritage (36), Chemistry, Life Sciences, Nutrition (47), Society, Politics, Law and 

Rights (69), and Economics, Entrepreneurship, Leadership (54).  

The courses being offered to International Students are full study programs and an option to 

choose between studying one or more free-standing courses that run between five weeks or one 

semester that do not require Swedish knowledge of Swedish language. There are around 500 

universities throughout the world where Stockholm University has exchange agreements with and 

international students are only allowed to study in the area under the exchange agreement. 

Swedish language courses are also being offered at different levels for both international and 

exchange students. The Swedish language courses are offered to students in addition to the main 

course being taken and are no charge to the students. 

Despite Stockholm University’s status as one of the world’s top 100 universities, the University 

experienced a decline in number of international students; however, it was not specified or marked 

in the interview questions that it was due to the implementation of tuition fees.  

According to Leona Axelsson, the things in her opinion that needs improvement in the university, 

is to market its education and research more than its present situation. She also added that it is 

important to be more active in cooperation with international alumni. The Stockholm University 

School of Business has recently changed to an international name - Stockholm Business School 

due to its extensive process of internationalization. According to the head of Stockholm Business 

School- Thomas Hartman, the change of name to a more international name reflects the diversity 

and wide range scope in the Stockholm University campus. The Stockholm Business School is 

one of the biggest departments at Stockholm University with about 3, 500 students and about 100 

research and teaching staff and almost 30 doctoral students. They claimed that researchers and 

students from all over the world come and choose Sweden to share and generate their knowledge 
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and develop the traditional view of business administration as a subject. It is also important to note 

that as a result of the merger of Department of Advertising and Public Relations, and investment 

into new research areas such as entrepreneurship and sustainable development, Stockholm 

Business School presents a wider expertise with strong ties to both the academia and industry. 

5.2.2 Alumni and Stockholm University 

The Alumni network of Stockholm University is an important part of the university to stay in 

contact with graduate students. They considered the Stockholm University Alumni as important 

ambassadors, alumni as a source for the development of research and education as well as 

supporting the university financially.  

Stockholm University uses an alumni portal i.e. a site under the Stockholm University website 

www.su.se/alumni, where they present all updates on the university and to keep in touch with all 

past students. However, Stockholm University, the alumni portal is available in Swedish language 

and English language. And if alumni are international students, they can only have the possibility 

to connect or contact the alumni relations’ officer via e-mail for them to get the information they 

may want in English via e-mail. There is, however, a LinkedIn page for Stockholm University 

alumni group where all alumni can stay in touch with each other and update each other. 

Stockholm University conducted a marketing research with the university’s graduate students with 

regards to alumni satisfaction last year, however, it was conducted in Swedish which means that 

this was only done with the Swedish alumni, hence written in Swedish language.  

The Stockholm University Alumni operations have two active alumni relation coordinators on the 

central level and about 22 alumni representatives in this department. There is an alumni network 

where they arrange alumni events and cooperate with alumni in different ways; however, they 

don’t have at the moment any person coordinating on the international alumni.  

In Stockholm University, it is apparent that they do have alumni relation coordinators and 

representatives but Lena Axelsson claimed that they don’t have any alumni strategy that describes 

responsiveness. Currently, alumni relation coordinator’s function is to administer and develop the 

Stockholm University alumni network. From the online platform of the university website, is a 

tool to communicate with the alumni with events, students, and staff at the University. To support 

alumni representatives in every department, invite alumni to cooperate in different projects with 
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the university, invite alumni to events, and, other related activities within the alumni’s 

involvement in the University. The Stockholm University Alumni was in cooperation with the 

Communications Office to work with the social media tools e.g. LinkedIn. Lena Axelsson said 

that it was important to have an Alumni strategy in place to develop instructions for measuring 

success in Social Media. 

5.2.3 Relationship Marketing 

The current marketing method they use in their alumni relations are proven theories according to 

Lena Axelsson. However, it was not elaborated. The marketing methods are inspired from the US 

and European colleagues and follow their way of work. It is also stated that they see the role of 

Relationship Marketing in their communication, and they want to open to build, nurture and 

develop long-term relations with their alumni.  

5.2.4 Social Media 

Stockholm University uses Social Media such as LinkedIn to connect with their graduates and this 

tool considered to be an effective and inexpensive tool to inform possibility to continue the 

communication between alumni and university. 

There are some “surprise programs” conducted by Stockholm University. One of them is the 

“mock-interviews” with students and alumni CV search. The mock interview, which helps the job 

applicant, learns what to expect from a real job interview, and also gives them an opportunity to 

improve self-presentation during an interview. According to Stockholm University Alumni office 

that they display a recorded clip on a CD, and the candidate is shown the clip after the training 

session, along with feedback from the interviewer coach. The alumni office provides constructive 

feedback after the interview process. Mock is a good way to assist alumni to train them for an 

actual interview they may encounter in the real world. It provides experience and improves the 

alumni self-presentation to the next stage of getting a job and eventually a career. They get 

feedback from the alumni and Stockholm University continues to develop their plan according to 

all the feedback they get from them. 
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CHAPTER 6  

6. ANALYSIS 

This chapter focuses on what has been found on our findings to display the close relation between 

empirical data and theory and using the competitive benchmark strategy. The four main ideas:  

1) Students and courses 2) Relationship Marketing, 3) Alumni 4) Social Media 

__________________________________________________________________________ 

 

6.1 Competitive benchmark between the University of Gävle and Stockholm University 

 

We conducted competitive benchmark between he University of Gävle and Stockholm University. 

The University of Gävle is used as the centre of the study and compared to Stockholm University. 

The Stockholm University was used as the best practice university in the domestic area and or 

located in the same market as the basis for the University of Gävle to achieve and improve quality. 

It would be ideal for example on this subject study i.e. the University of Gävle used Stockholm 

University to identify where key areas can be made and to learn from a bigger organization. Under 

this kind of benchmark strategy, it is advantageous to see what a university’s related performance 

would be as compared to a competitor.68 

 

At this part of a competitive benchmark, a method has been selected to evaluate the different gaps 

that have been found after the research was conducted. This method has sorted the data 

accordingly based on the benchmark table below. The table shows what was found in Stockholm’s 

alumni relations as a similar competitor to the University of Gävle. The table outlined the 

differences of the University of Gävle versus Stockholm University in specific areas, which was 

conducted in our research. A dot is used to mark services that are being offered or not.  

 

The different university services that were indicated on the table below were based on the findings 

we gathered from the questionnaires and short interviews conducted with the University of Gävle 

and Stockholm University. 

 

                                                
68 Elmuti, D. & Kathawala, Y. (1997), “An Overview of Benchmarking Process: A Tool for Continuous Improvement and Competitive 
Advantage”, Benchmarking for Quality Management & Technology, Vol. 4 No. 4, pp.299 & p 243. 
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Table 6.  Benchmarking between the University of Gävle and Stockholm University 

 

Benchmarking 

Services Stockholm University University of Gävle 

Alumni loyalty club or union ■   

Active alumni relations coordinators ■   

Local alumni coordinators ■   

International alumni coordinators     

Alumni events ■                          

Free interviews training to alumni ■   

Free alumni CV writing/design ■   

Free Job search service  ■   

Alumni group on LinkedIn ■                   ■ 

Measuring success in social media     

Alumni social media sites ■   

General social media sites to all students ■ ■ 

Extra Surprises & Rewards ■   

Branding ■   

Graduation Ceremony ■   

Technology to gain data of graduates     

Traditional method to gain satisfaction and data 

of graduates 

■   
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The following findings are used to highlight the comparison between the two universities: 

  

Ø Stockholm University has an active alumni office while the University of Gävle does not 

have at the moment an active office that works directly with the university’s alumni. 

Ø Stockholm University has active alumni relation’s coordinators who take the 

responsibilities towards the relationship with graduate students while the University of 

Gävle does not have officers working with alumni. 

Ø Stockholm University have local alumni officers whose duties are limited to local graduate 

students while University of Gävle does not have even officers to take care with local 

alumni or graduated students at the moment. 

Ø  International alumni coordinators do not exist on both Stockholm University and the 

University of Gävle. 

Ø Stockholm University conducts events from time to time with the graduate students to 

make the graduate students feel that they are still part of the university.  

Ø Stockholm University gives the opportunity to graduate students to train for job interview 

training. 

Ø  Stockholm University provides the graduate students a free CV writing and design and job 

search service, and a LinkedIn is created to gather graduate students to stay in touch. 

Ø It is worth saying, however, that the University of Gävle does not have a specific LinkedIn 

page for alumni, but there is a LinkedIn page for the whole university. 

Ø Stockholm University and the University of Gävle do not have a certain tool that can 

measure success for alumni office and university via social media.  

Ø Stockholm University has special alumni social media sites while University of Gävle does 

not have any. 

Ø Both universities have general social media site accessible by all present and graduate 

students.  

Ø Stockholm University offers extra surprises and rewards to graduate students while 

University of Gävle does not have any at the moment. 

Ø Stockholm University does have a certain strategy to strengthen the brands of the 

university to graduate students while the University of Gävle does not have. 

Ø Stockholm University offers graduation ceremonies to graduate students while the 

University of Gävle does not provide the same. 
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Ø Stockholm University does not have an advance technology that enables them to transfer 

the data of graduate students to alumni office.  

Ø Stockholm University alumni office conduct survey on a traditional method for the aim to 

gain satisfaction, data and contact details from the graduate students while the University 

of Gävle does not have any at the moment. 

6.2 Analysis  

The competitive benchmark is implemented and presented between the University of Gävle and 

Stockholm University. The empirical findings and theories are presented and showed an itemized 

data that presented each claim. This method is implemented to see what Stockholm University 

related performance on alumni relations using relationship marketing as compared to the 

University of Gävle. There are several methods of a strategy of alumni relations are not currently 

present in the University of Gävle that are not being implemented at the moment. Dean Elmuti and 

Yunus Kathawala (1997), the other universities can be used as proof in order to identify problem 

areas, and supply possible solutions for each area identified from the first university that is 

conducting the benchmark.69 The University of Gävle with group of highly respected professors, 

educational programs, conducive educational facilities and one of Sweden’s leading higher 

education institutions when it comes to distance education and have yet overlooked to implement 

the importance of the source of the institutions, i.e. alumni relations using relationship marketing.  

The itemized conceptual framework (figure 2) that was presented earlier in the study is analysed in 

relation with the empirical data findings, and the analysis are as follows: 

6.2.1 Inform-gain data of alumni  

Based on our finding on the secondary data that there was a tremendous decrease in international 

students this was due to the formalization and implementation of tuition fees in 2009 for non-EU 

students. According to both universities’ international offices, they agreed that the reason was 

correct, because they have experienced the same results when the tuition fee was implemented.  

Both Stockholm University and the University of Gävle international offices agreed that there is a 

need to improve in the university, to influence the increase of international students, to develop 

relationship with the students, and get engaged with the university even after they graduate from 

the university. In order to increase the students’ enrolment, it is important for both universities to 
                                                
          69 Elmuti, D. & Kathawala, Y. (1997), “An Overview of Benchmarking Process: A Tool for Continuous Improvement and Competitive 
Advantage”, Benchmarking for Quality Management & Technology, Vol. 4 No. 4, pp.299 & p 243. 
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improve relationships with the students, and relationship marketing has the aim of building 

mutually satisfying long-term relationships with key parties - customers, suppliers, distributors, 

and other marketing partners- in order to earn and retain their business. Relationship marketing 

builds strong economic, technical, and social ties among the parties.70Students are key customers 

in both institutions to build strong support economically. Hence, this undertakings are not in place 

yet, however, the University of Gävle is ready and able to conduct such structure in order to 

improve its relationships with the students, as this equals to the future economic support the 

institutions can get from the alumni, to retain and keep existing projects and courses in every 

department in the university. 

 

In the constructed building alumni relation framework, suggests that with the use of technology in 

gathering data of alumni is the first step in building alumni relations. Ruben & Nicholas (2007) 

were focusing on how important the organization to deliver service with regards to the technology 

aspects for the aim to create a relationship and loyalty. Ruben and Nicholas (2007) were 

concentrating on the service provider by an organization or university on which include 

technological and functional service. The technical data is referred to gathering of alumni  

Information year-in-year-out. With the help of advanced technological support, the university or 

the institution will be able to keep a great deal of students’ registration with all the necessary 

contact information, for future use of communications on co-operation, support, and other related 

referrals on courses and enrolment referrals.  

 

Technology plays an important role in capturing data. The capturing data from the present students 

and possible future students must be one of the focuses of technology base of providing a high 

technology service to implement such data capturing. Ruben & Nicholas (2007) were 

concentrating on the service provider by an organization or an institution in the case of the 

University of Gävle. This particular area must be seen as important factors to implement, as this is 

just one part of creating relationship and loyalty of students past and present. If the service is good 

and high quality in terms of speed, simplicity and an uncomplicated manner in registration or 

enrolment the better for the students to have a long lasting pleasant experience with the university. 

 

The University of Gävle admitted that there is a need to build the relationship with graduate 
                                                
70 Kotler, P. & Keller, K. L. (2006), Marketing Management 12e, Upper Saddle River, Pearson Education Ltd., New Jersey, pp. 17-18. 

 



 

50 

 

students by implementing a proper international marketing strategy. Alumni relations are clearly 

the indicator to help build the declining number of students in the university. With the help of a  

high technological support and system database, building relations with alumni is the first 

important item to establish a proper structure of keeping students and alumni data information. 

With regards to capturing data using technology and in line with Ruben & Nicholas (2007), it was 

focused on how important the organization to deliver service with the technology aspects for the 

aim to create a relationship, and loyalty, because using a sophisticated and automated technology 

such as for example, to facilitate the transferring of data automatically from graduate students is 

important. It saves a lot of time and money for the university and helps to establish relationship 

with graduate students. The technologies used help the university to save time and money, and to 

accomplish the relationship with the students through social media tools, E-mail and post 

publicity. Because facilitating the capture of data is the key to open the door in facilitating the 

communication method and conducting the relationship with graduates. It has been found that 

both universities have no automated technology that can transform the data of graduate students to 

the alumni office. 

According to Stockholm University alumni coordinators, the information is being handled 

manually and through traditional forms. They chase the alumni and they do not wait for them to 

fill in their information via web by their own as what the University of Gävle does. However, 

these methods can be improved with the use of a structured data-capturing tool and both 

institutions must implement such to keep proper registration for future use. 

6.2.2 Engage-become institution’s fan  

The University of Gävle should therefore make use of the current students once they graduate to 

keep them by providing them an attractive rewards, new courses, surprises that can benefit them as 

former students of the university thus will result to loyalty and happy, satisfied students. 

According to Alexander and Koenig, loyal alumni can do such things as offer personal 

recommendations to help build enrolments, participate in alumni functions, purchase University- 

branded products, and enrol in professional education courses. 71 

 

                                                
71 Alexander, J.H. & Koenig, H.F. (2008), University Experiences, the Student-College Relationship, Oregon State University College of Business 
Administration, USA pp. 21. 
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According to the face-to-face interview conducted with Per-Arne Wikström, the University of 

Gävle today, is coming up with new recent courses from year-to-year in order to match market 

needs, and, attract graduate students and new students to update their education and to come back 

to the university. For example, Management 2 (Post Modern Management and Strategic 

Marketing) are two of those new courses that were introduced. Coming up with new courses year-

to-year is one way to match the constant demand from students and alumni that plan to come back 

to university for further studies. It is one of important factors or offerings the university must have 

to engage alumni’s support, retain and gain new ones. With the rise of vast social networking 

platforms, the customer is no longer limited to a passive role in his or her relationship with a 

company. In addition to having more information, about competitive products available anywhere 

on mobile devices, customers can easily express, and, distribute their opinions to large audiences, 

and, companies are likely to find it increasingly difficult to manage the messages that customers 

receive about their products/services.72  

 

Promotion on Social Media tools such as Facebook, Tweeter, LinkedIn, and Instagram are just one 

of those promotional tools in the Internet. The institutions to spread news update connect and re-

connect with students or alumni, and share information that are beneficial to both the institutions 

and to students and or alumni can utilize these tools.  

 

On this type of promotion using these tools are good way to get instant feedback from students 

and or alumni, it encourages them to get engage when something is going on that are related to 

their field and, therefore, increase the possibility to strengthen the relationships. Many companies 

that seek to enlist social media in their customer acquisition efforts begin by uploading advertising 

spots on YouTube, running promotions on Facebook or providing information about their 

products on Wikipedia. Customers with lower levels of engagement might simply consume such 

information, or they might interact with it by “liking” it or sharing it (e.g., on Facebook, YouTube 

or Twitter). These actions can help companies to create awareness and change attitudes among 

prospective customers, thereby contributing to the acquisition of new.73 

                                                
        72 Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E. & Zhang, M. (2013), “Managing Customer Relationships in the Social Media Era: 

Introducing the CRM House”, Journal of Interactive Marketing, No. 27, pp. 270. 
73 Ibid. pp. 273. 
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According to Safko & Brake (2009), Social media refers to activities and behaviours among 

communities of people today who gather online to share information, knowledge, and opinions 

using conversational media as well as is easy to deliver messages and free tool that can save 

money for the organization. Social media is also important because it is an easy tool to deliver 

communication, promotions and create a relationship over the time to the most of the graduates 

and make them loyal.  

According to both universities there were social media pages to facilitate communications that 

gather current, graduated and prospective students on one page in the Swedish language. As for 

example, there was no separate specialized tool to combine all alumni in one social media tool, 

and, conduct the relationship with, because from our point of view, specific social media tool will 

give an opportunity for the alumni to deliver their comments about their past experience and make 

it easier for them to identify where key improvements could be made for the institution, and, over 

the time, will give an opportunity to share the brand of the university to new prospective students, 

and market the university according to promotions, rewards, extra rewards which has been 

delivered over the time. 

6.2.3 Retain-surprises to alumni  

According to Pine (1999), surprises must be presented to the existing students and graduate 

students to retain students and keep them loyal in the long-term. For example, the Stockholm 

University does provide a free CV consultation constantly, and, assist the alumni students in 

writing, design, and free constant job search assistance as a promotional way to engage alumni 

students with the university for a long-term. As well as they provide free events and lectures from 

time to time as an opportunity to communicate with the past students with existing students to 

exchange experiences and information with each other in the local level. A natural link with 

alumni is the department of career services as graduates in the workplace provide current students 

with internships, mock interviews, and connections in their respective fields. Professionally 

successful alumni offer networking opportunities to students, and are examples of the value of the 

education in which the students are engaged.74 

                                                
         74 Rissmeyer, P. A. (2010),”Student Affairs and Alumni Relations”, New Directions for Student Services, No. 130, pp. 23. 
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For example, the University of Gävle could provide a free social activities, events, scholarships, 

free CV and job consultation, free library access, free alumni e-mail accounts that they can receive 

promotions and news, discounts on regular basis. In other departments in the University of Gävle,  

there are some student events being conducted. However, these events are only done in a specific 

time of the school year and it is not implemented holistically. Therefore, a structured framework 

must be done to implement this and to the creation of alumni relations office using relationship 

marketing. 

The constant promotions, rewards and extra rewards will lead to loyalty and make the alumni to 

become consultants or ambassadors, and, share the brand of the university. Existing satisfied 

customers are most likely to give referrals. Word-of-mouth referrals from existing customers are a 

powerful marketing tool because the message is likely to be taken more seriously than an 

advertising message sent out by the company itself.75 

According to Smith (2009), the concept of branding can play such an essential part in defining 

what university is about, it goes well beyond logo, deep into current and prospective students 

where trust conviction and loyalty exist in. It has been found out that there are few activities on 

strengthening the brand issues, for example showing and explains how the past alumni have 

become famous stars, authors, and successful businessmen or top managerial employees in one the 

prestigious or famous organizations. Mark Godson argues that even when a customer exhibits 

brand loyalty, the message of what brand stands for has to be reinforced over and over by constant 

advertising and promotion.76Therefore, surprises to alumni indicate an important role in 

implementing on how alumni represent the institution or the university. It can strengthen the 

representation of alumni through their successes in their fields of business and another significant 

role in the managerial position in their field. 

6.2.4 Loyalty-more surprises to alumni  

 

Based on Ruben & Nicholas (2007), regarding the relationship marketing quality, argued that is 

based on mutual value creation, trust, and commitment; the greater the level of customer 

                                                
         75 Godson, M. (2009), Relationship Marketing, Oxford Press University, Inc., New York, pp. 77. 

76 Ibid. pp. 75. 
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satisfaction with the relationship not just the product or service/ quality of education, but also is 

the likelihood that the customer/students will be loyal to the company/university providing that 

service or the product quality of education. 

According of what it has been found that the University of Gävle seems that it does not build a 

mutual value relationship after the students finalize their study, no official evidence that has been 

found that the university create a regular mutual connections through certain tool in order to 

measure the quality of education delivered in the past to all alumni students. There are no official 

officers that can follow up to capture data when the graduates leave the institution.  There is no 

certain strategy that the institution can follow-up alumni, to engage, keep track of alumni and 

conduct a relationship over the time. There is no tool on program level that can measure the 

satisfaction from the alumni and what improvements can be made. There is no tool to hold the 

alumni student and keep them updated of the new services of the university such as social media 

page for alumni. According to two universities statement, they are still waiting for a measuring 

strategy to indicate the satisfactions trustworthy and commitment of past alumni students with the 

university. According to Patricia Rissmeyer, divisions of student affairs are instrumental to alumni 

relations and development staff in connecting alumni to their alma mater in enjoyable and 

meaningful ways (Student Outreach Basics, 2008). Collaborative program, events, and activities 

that bring together students, faculty, staff, alumni, and friends build institutional pride and 

loyalty.77The more collaborate and mutually beneficial to students and or alumni and university, 

the more consistent loyalty builds amongst them. 

6.2.5 Ambassadors- brand sharing  

It has clearly been found, that there is no correct strategy ladder at the University of Gävle at the 

moment that creates loyalty, make the alumni ambassadors, and share the brand of the university 

to other prospective students at the moment. According to Wood (2000), brands often provide the 

primary points of differentiation between competitive offerings, and as such they can be critical to 

the success of the university, it is important that the management of brands is approached 

strategically.78 The University of Gävle offers competitive high standard educational programs 

and professors, and, accessible educational facilities and yet overlooked to establish the source, 

                                                
77 Rissmeyer, P. A. (2010),”Student Affairs and Alumni Relations”, New Directions for Student Services, No. 130, pp. 22. 
78	  Wood, L. (2000), “Brands & Brand Equity: Definition & Management”, MCB University Press, Management Decision, No. 38/9, pp.662. 
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i.e. the present and past students which are the alumni ambassadors. They can lead the brand 

promotion and sharing to other prospective students that will enrol or study in the University of 

Gävle each year and many future years to come. According to Smith (2009), the concept of 

branding can play such an essential part in defining what university is about, it goes well beyond 

logo, deep into current and prospective students where trust conviction and loyalty exist in. A 

well-branded institution doesn’t just sell to consumers. It creates advocate who will remain loyal 

and even pass their dedication on to others.79In our own constructed conceptual framework 

wherein brand sharing is the role of the alumni ambassadors, the reputation of the institution or 

University will then leave a memorable valuable educational experience to those alumni that are 

satisfied to the education they got with all other items stated earlier in the study. This creates as an 

advocacy role to remain loyal to the institution and this creates an automatic sense of loyalty and 

therefore sharing the brand or the university to other students and future students the kind of 

quality of student life and educational experience they have experienced. 

6.2.6 Top-alumni  
 

To be alumni from a certain institutions or universities, one must be a former graduate students 

from a university of higher education as Nefeldth 1996, “alumni”, refers to individuals who have 

either attended and/or have graduated from an institution of higher education (Neufeldt 1996)80 To 

be a loyal alumni of an institution or university, does not only require to complete higher 

education degree, and provide them an education that they deserve, it also involves overall a 

continuous relationship to his or her alma mater after graduation. The constructed conceptual 

framework presented a ladder of relationship to be established between the university and alumni.  

The present and past students are the one fulfilling the role of a university. In order for the 

institution or university to fulfil this, relationship-marketing theory, that is designed to develop 

strong connections with customers or students, and, by providing them with information directly 

suited to their needs and interests, and by promoting open communications. This approach often 

results in increased word-of-mouth marketing, repeat business and a willingness on the customer’s 

                                                
         79 Miletsky, J. I. & Smith, G. (2009) “Perspective on branding”: Technology Course Learning, a part of Cengage Learning, Boston, 
Massachusetts, USA, pp. 236. 
 
        80 McDearmon, J. T. (2012), “Hail to Thee, Our Alma Mater: Alumni Role Identity and the Relationship to Institutional Support Behaviours”, 
Res High Educ, No. 54, pp. 284. 
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part to provide information to the organization.81From capturing data of present, past and 

prospective students, to make them engage, by using different tools such as social media, up to 

reaching the goal of providing them surprises to retain, and, make them loyal, and to convert them 

to a full-pledged ambassador are the qualities of true-blue alumni of a university. This is a highly 

suggested framework structure that the University of Gävle needs to reflect for an immediate 

implementation in the near future. 

The analysis emphasizes the holistic qualities of building alumni relations through relationships 

and loyalty. The data findings reveal the importance of facilitating challenging and fun experience 

creating situations that encourage alumni to form bonds with university or institution. Although 

the results of the study are acceptable according to the limitation of the study should be 

acknowledged. The research is conducted at one university. However, Stockholm University is 

used for the benchmark applications. It is expected that the results to be easily duplicated at other 

universities, as this has not been done earlier and this was a primary finding of the current study. It 

is also important to note that the data collected was unable to determine fully the future increase or 

decrease of number of graduate students or alumni despite both universities has heralded 

relationship marketing as the main imperative marketing practice to undertake. The study was 

conducted in a single university in a single country Sweden, which limits the generalize outcome, 

positively, however, able to present what can be lacking in other universities in Sweden for future 

research opportunities. 

 

 

 

 

 

 

 

                                                
         81 http://searchcrm.techtarget.com/definition/relationship-marketing 
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CHAPTER 7 

7. CONCLUSIONS  

This section summarizes the feedback of the research questions stated in the first chapter. Also, it 

gives theoretical, practical, social implications and further research. 

_____________________________________________________________________________ 

7.1 General Conclusions 

The assumption of relationship marketing is that the university could, and should manage 

relationships with its alumni to maximize the value of gaining new prospects students, retain 

existing, and past alumni, and be able to provide the facility to share their past experience with the 

university to gain effective loyalty over long term. Good relationship with graduate students must 

evolve and develop if it is to sustain, retain, gain loyalty and attract new students in the university 

and or other institutions and survive in the academic marketplace. To remain competitive, the 

university or institution has to be able to adapt to the changing trend within the area of 

relationships with students and alumni that are essential to the university to maintain its position in 

the academic world and to retain and attract more students in the coming years to come. 

By interpreting our findings, we believe that by fully recognizing the need of good relationship 

with the students and alumni and all the challenges that exists, the university or the institutions, 

researchers will be better able to address them in other further studies and research in the future. 

The following items are results of the study that will give theoretical implications and suggestion 

for further research. 

7.2 Answering the research questions 

Interpreting our findings, we identified that the University of Gävle has its own alumni portal 

where all alumni communications are redirected to the official university website when it comes to 

inquiries, sending information and presentation. The University of Gävle alumni contact is used 

for any inquiries and it is redirected towards the contact market centre or to the department of 

administration and management support. It is also revealed in our research that there is currently 

no Alumni physical office at the University of Gävle at the moment and specific alumni person 
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contact, handling specific alumni inquiries. The Alumni section on the official university website 

is in fact written mostly in Swedish and a small translation portion in English. The Internet alumni 

portal is used to perform activities, such as, gathering alumni data, by informing alumni to register 

in the website, so the university can supply them with username and password to access the 

alumni database, presentation of general information about Alumni of the University of Gävle, 

alumni presentation where it present an alumni with how many university points and course 

program was taken in the university.  

 

The results indicate that the University of Gävle despite being known as the earliest university 

adapted higher education in distance education in Sweden. Based on our observation, the 

University of Gävle is still behind the updated infrastructure in terms of functional technology 

support system in connecting with the alumni both locally and internationally.  

 

Serving the general public i.e. the students that are connected to the University of Gävle to 

develop strong connections and providing them with the kind of educational programs directly 

suited to their needs and interest by promoting open communication that can promote and 

strengthen loyalty, constant real-time interaction that promotes long-term engagement in the 

University of Gävle. 

Creating loyalty with customers with the aim of building mutually satisfying long-term 

relationships requires a deeper and focused understanding and knowing the needs, desires, wants, 

and goals of international students.  

 

The results indicate that the University of Gävle has succeeded to provide a high quality higher 

education in a campus-based and distance education several years now. Being the earliest 

university in Sweden, that adapted the distance education higher educational programs, the 

University of Gävle performance in terms of the technological networking part with the alumni 

indicates that is still far behind the expected responsiveness with the alumni needs to sustain, 

maintain the relationship that are expected to innovate the development of the university in the 

long run.  

 

A University alumni network is considered successful if it can satisfy alumni’s interest and 

implement the proper alumni needs resources actively across the alumni membership network. As 

we can see it, the University of Gävle alumni as a whole can succeed as long and present a 
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sustainable relationship strategy with the alumni. The question is what can be done for the future 

to sustain different alumni’s interest on short and long-term demands. 

Our study suggests that relationships with alumni and the development of the Alumni networks 

are a vital long-term solution, which is following the university’s values and principles. To 

exchange and share resources with alumni is a requirement in fulfilling the alumni satisfaction and 

loyalty in a more long-term mutually beneficial business relationship.  

 

The benchmark is used in the study as goal setting process and to clearly explain the University of 

Gävle’s position at present. In this study, the competitive benchmark is used to compare the 

University of Gävle and Stockholm University. Under this kind of benchmark, the study identified 

the gaps and where the key improvements could be made to increase operational efficiency and 

reduce cost. Alumni operation in the University of Gävle was compared to Stockholm University 

alumni operation. Stockholm University being the oldest university is more experienced while the 

University of Gävle is also experienced since there are international students, but the university 

has not focused on alumni operations thoroughly over the past years.  

7.3 Theoretical, practical and social implications 

This study makes important theoretical contribution by filling gaps in the university alumni 

relations’ strategy. Analysing and summarizing the suggested correct relationship marketing 

method, will play a significant role in the alumni relations of the university. The study highlights 

the value of retaining the existing past alumni and provides them with the facility to share their 

experience with the institution focusing on the efforts on building alumni loyalty and gaining new 

ones.  

The research study has practical implications for the whole management of the university. The 

university officers concerned should recognize that alumni relations require a complete view and 

strategies with the alumni and the development of its network relationships to gain trust, 

satisfaction, and loyalty to the institutions. It is important to encourage university officers’ 

engagement to implement a proper alumni relations’ strategy with the existing alumni and future  

alumni to answer the needs at hand for mutually beneficial relationship. Also, we suggest the 

university’s concerned officers to consider the internal and external alumni surprises as an 

important and effective factor to strengthen the image of the university and its alumni relationship. 
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The social implications of the study relate to technological innovations and constant development 

of technology social media tools. Our study contributes to the development of current available 

social media tools and competence of its use in developing relationships with the university’s 

alumni locally and internationally. The study shows that it is not enough to just capturing alumni 

data, it is important to facilitate an additional alumni satisfaction factor, providing more surprises 

and, promoting the university’s value and good for all resources of both alumni and university. 

7.4 Limitation and future research  

This study is based on a single case i.e. the University of Gävle Alumni relations, which is the 

main limitation. Even though Stockholm University is used under the benchmark part, this allows 

us the advantage of studying both universities’ weakness and strengths and use the Stockholm 

University as the best practice university, in terms of alumni relations if not perfect as the basis for 

future development and improvements.  

The validity of the study can be questioned, because the analysis content was limited to one 

university that is the University of Gävle, and the results cannot be generalized. However, the 

conceptual framework that was constructed has helped to develop a model that can be used and 

tested in future studies and to the implementation of alumni relations, with a suggestion to 

implement an actual and official alumni office in the near future in the University of Gävle. The 

results of such possible implementation may then be compared with the outcome of the current 

study to increase our understanding and responsiveness to the needs of the alumni and its 

relationship development. Furthermore, future studies may concentrate on the construction of 

innovative ideas on alumni surprises and other rewards that contribute to the loyalty of the alumni 

in the university.  

Alumni officers today should offer a wide collection of services to accomplish the work progress 

of alumni office at the institution and create long-term relationships.  

7.5 Issues for the University of Gävle for future discussions 

The University alumni can be considered as the indirect ambassadors promoting the university. 

When they are satisfied to the education that they studied and became successful with the chosen 

fields in their careers, an automatic normal reaction for them to say that they are a graduate of this 

and that university - in some way doing the marketing for the university. These play an important 
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part of bringing up the name and significance of the University of Gävle offers in the academic 

world. Graduate students who could contribute and volunteer with this program and brighten past 

educational experience for potential students can provide motivations. 

The best way today for alumni relations at the University of Gävle to accomplish this objective is 

to focus on their relationship marketing and exceeding the expectations and needs of their 

graduates or alumni students. Alumni relation officers should create a quality relationship and 

connection with the graduates who could be considered customers, and to obtain necessary 

methods to grow the institution and make them loyal. This research examines how relationship 

marketing shaped in a buyer-seller kind of relationship, which also can be applied to educational 

perspective to increase operational efficiency and decrease costs.  

Within the situation of the University of Gävle, having been referred to the concept of relationship 

marketing might benefit alumni relationship and interaction operation. It is assumed to be 

important to have a professional and dedicated person in the role of Alumni Representative 

Officer. The person’s role is to interact, communicate, implement programs that are mutually 

beneficial to both university and alumni, encourage graduate students to support the university in 

different programs and to encourage alumni to come back to the institution or referred the 

university to new students and be the ambassador of the institution. The service vis-à-vis 

relationship quality should be carefully reviewed and implemented in such a way that these 

different elements are properly done according to the wants, desires and goals of international 

students.  
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APPENDICES 

1. Interview Questions 

1.1 QUESTIONNAIRE WITH UNIVERSITY OF GÄVLE 

 

WHAT IS THE PURPOSE OF THIS FORM? 

This questionnaire will allow us to document relevant information needed for our thesis in 

Masters of Business administration as part of supporting our research process. This 

questionnaire is based on straightforward questions, which will not take more than few 

minutes of your time.  

 

Date 2014-02-27 

The name of the respondent Per-Arne Wikström 

Job title Högskolans gemensamma administration 

 

 

Please complete the questions as completely and thoroughly as possible.  All 

questions must be completed or a written response of “not applicable” must be 

provided.  

For answers that require you to check a box, please double-click on the box and 

select “Checked”. The selected box should then be marked as such . 

 

1.University Information 

1.1. Name  

(for university,) 
Höskola i Gävle 
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1.2. Name of Contact Person  Per-Arne Wikström 

 

1.3. Address  (Street, Number, Postal 

code, City, Country) 

 

Kungsbäcksvägen 47, 801 76 Gävle, Sweden 

 1.4. Telephone  0046 -70-649 87 03 

1.5.  Email per-arne.wikstrom@hig.se 

1.6. Website  (if applicable) www.hig.se 

1.7. Department Högskolans gemensamma administration 

 

2 Students and courses  

a. Does the university experience decline 

in number of international students? 

 

(By: International Office/Internationella 

secretariat) 

 

 

 

 YES 

 NO 

  Other - please describe here or in 

separate sheet if possible: 

 

   Tuition Fees 

   Location  

  Style of Service 

  Programs and courses being offered 
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2.2 What are the things in your opinion that 

needs to be improved that will influence the 

increase of international and local students to 

stay in contact and get engaged with the 

university? 

 

 

International Marketing  

2.3 What are the newest and recent master 

business courses you offered in the past 

academic year? 

1-Management 2 (Postmodern 

Management) 

2-Startegic Marketing.  

 

3. ALUMNI 

3.1 Have you done a marketing research 

with your graduates before with regards 

to Alumni satisfaction? If yes, would it 

possible please to provide us with 

previous result study? 

 

   YES 

   NO 

   Other - please describe here or in separate 

sheet if possible: 

 

Till Spring 

3.2 How would university describe 

alumni operations at the moment? 

 

None 

3.3 Is there a person responsible for 

alumni relations at the moment?  

 If Yes, Can you please describe his/her 

specific role? 

 

   YES 

   NO 

   Other - please describe here or in separate 

sheet if possible: 
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3.4 What are the current programs and 

methods does he/she use as alumni 

officer? 

 

None-  

3.5 In what ways university think can 

measure the success to gather alumni 

together via social media tools? 

All ways can be interesting 

 

4 Relationship Marketing 

4.1 Does relationship-marketing theory 

being applied on current programs and 

methods? 

   YES         NO   

                If yes, please identify in what way do you 

apply relationship marketing?  

 

 

4.2 Can you see the role of relationship 

marketing in your communication 

surrounding? 

 

 

 

   YES       NO   

 

5 Social Media  

5.1 Does the university use the social media as 

tool to connect graduates?  

  

 YES   

If yes, please 

explain  

Why? 

 NO  

If no, please 

explain why?   
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For the aim to gather comments and 

improve services.  

 

 

5.3 Do you offer postgraduate online courses? 

 

 YES    NO  

If no, please 

explain  

 

 

 

 

 

 

5.4 Were there any sort of “surprise programs” 

have been done in the past for the university 

graduates? If Yes, can you please specify and 

share it to us the outcome.  If not, Why not? 

 

 

 YES    NO  

If no, please 

explain  
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1.2 Questionnaire with Stockholm University 

WHAT IS THE PURPOSE OF THIS FORM? 

This questionnaire will allow us to document relevant information needed for our thesis in 

Masters of Business administration as part of supporting our research process. This 

questionnaire is based on straightforward questions, which will not take more than a minute 

of your time.  

 

Date 2014-03-17 

The name of the respondent Stockholm University Alumni Network 

Job title Alumni relations coordinator 

 

 

Please complete the questions as completely and thoroughly as possible.  All 

questions must be completed or a written response of “not applicable” must be 

provided.  

For answers that require you to check a box, please double-click on the box and 

select “Checked”. The selected box should then be marked as such . 

 

1.University Information 

1.1. Name  
Stockholm University 

5.5 Taking everything into account, what are 

your opinions and visions on the university’s 

alumni operations?  

 

 

Very Interesting. 
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(for university,) 

1.2. Name of Contact Person  Leona Axelsson 

1.3. Address  (Street, Number, Postal 

code, City, Country) 

 

Svante Arrhenius Väg 21 A, SE-10691 Stockholm, 

Sweden 

 1.4. Telephone  +46 8 1207 67088 

1.5.  Email Leona.axelsson@su.se; alumn@su.se 

 

1.6. Website  (if applicable) www.su.se/alumn 

 

1.7. Department External Relations Office 

 

3 Students and courses  

a. Does the university experience 

decline in number of international 

students? 

 

 

 

 

 YES 

 NO 

  Other - please describe here or in 

separate sheet if possible: 

 

   Tuition Fees 

   Location  

  Style of Service 

  Programs and courses being offered 

  Poor in relationship with the graduates 
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2.2 What are the things in your opinion that 

needs to be improved that will influence the 

increase of international and local students 

to stay in contact and get engaged with the 

university? 

 

University needs to market its education and 

research more and get more active cooperation 

with international alumni. Please contact our 

international coordinator for more information: 

Ronald, ronald.nordqvist@su.se and/or Paul 

Parker: paul.parker@su.se.  

2.3 What are the newest and recent master 

business courses you offered in the past 

academic year? 

 Please contact my colleagues above. General 

information about our programs and courses on 

the web: 

http://www.su.se/english/study/courses/masters 

 

 

4. ALUMNI 

3.1 Have you done a marketing research 

with your graduates before with regards 

to Alumni satisfaction? If yes, would it 

possible please to provide us with 

previous result study? 

 

   YES 

   NO 

   Other - please describe here or in separate 

sheet if possible: 

All our faculties have made surveys with their 

alumni last year; you can get them from me (but 

it is only about Swedish alumni and surveys are 
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written only in Swedish). 

 

3.2 How would university describe 

alumni operations at the moment? 

 

We have two active alumni relation’s coordinators 

on central level and about 22 alumni 

representatives in our departments – we have an 

alumni network, arrange alumni events and 

cooperate with alumni in different ways. But we 

don´t have any international alumni coordinator. 

3.3 Is there a person responsible for 

alumni relations at the moment?  

 If Yes, Can you please describe his/her 

specific role? 

 

   YES 

   NO 

   Other - please describe here or in separate 

sheet if possible: 

I don´t know what you mean by “responsible”, I 

work as alumni relations coordinator at the 

university but the university don´t have any alumni 

strategy which describes responsiveness. But I 

hope we will get alumni strategy this or next year 

and I hope there will be written something about 

that in it. 

3.4 What are the current programs and 

methods does he/she use as alumni 

officer? 

 

I administrate and develop our alumni network 

(www.su.se/alumn) which is university´s most 

important communicative platform with our 

alumni, we arrange alumni events for alumni, 

students and staff at the University, we support 

alumni representatives in our departments, we 

invite alumni to cooperate in different way with the 

University, we invite alumni to events at some the 

University and so on. But we don´t have any 

coordinator who work with international alumni at 
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the University write now. 

3.5 In what ways university think can 

measure the success to gather alumni 

together via social media tools? 

We cooperate with our Communications office to 

work with social media tools and we have one own 

alumni group on LinkedIn. We wait for the alumni 

strategy and a new communication strategy to 

develop instructions for measuring success in 

social media. 

 

 

6 Relationship Marketing 

4.1 Does relationship-marketing theory 

being applied on current programs and 

methods? 

   YES         NO   

                If yes, please identify in what way do you 

apply relationship marketing?  

 

Sorry but I don’t know which kind of marketing 

theory you mean. We work according proven 

theories and inspires from US and European 

colleagues and their way of work. As I said I wait 

for an alumni strategy to develop instructions for 

our marketing work. 

4.2 Can you see the role of relationship 

marketing in your communication 

surrounding? 

 

 

 

   YES       NO   

We want to built, nurture and develop long-term 

relations with our alumni. 

7 Social Media  
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5.1 Does the university use the social media as 

tool to connect graduates?  

  

 YES   

If yes, please 

explain  

Why? 

 NO  

If no, please 

explain why?   

It is an effective and cheap tool to inform 

about possibility to continue contact with 

the university. 

 

5.3 Do you offer postgraduate online courses? 

 

 YES    NO  

If no, please 

explain  

 

5.4 Were there any sort of “surprise programs” 

have been done in the past for the university 

graduates? If Yes, can you please specify and 

share it to us the outcome.  If not, Why not? 

 

 

 YES    NO  

If no, please 

explain  

Yes – mock interviews with students and 

alumni (CV-search). 

We get feedback from our alumni and 

continue to develop our plans 

according that. 
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2. E-mail Correspondences 

2.1 E-mail with University of Gävle 

a. E-mail from Anna Näsman 

Anna Näsman <Anna. Nasman@hig.se> To: Omar Ko <omarkou@hotmail.com> Cc: 

"maria.gutehall@gmail.com" <maria.gutehall@gmail.com> 

Good day, 

17 February 2014 10:26 

  

  
I think we have been in contact before and I am afraid that my answer is the same as before. At 

this point of time we do not have any active work with our alumni network since the question is 

under work and analysis. Whether or not we will have any activities in the future is a decision for 

the University to take. I have not worked with any alumni questions for any part of the on-going 

student year, which means I cannot take part in any survey on the subject. 

Best regards, Anna 

 Anna Näsman, handläggare Kontak5orget & Akademin för teknik och miljö 

 

 

5.5 Taking everything into account, what are 

your opinions and visions on the university’s 

alumni operations?  

 

 

 

I would like to develop a long-term 

cooperation with our alumni and get them 

feel that it is a win-win situation to 

cooperate with the University. 
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Tel direkt: 026-64 89 88, Mobil 070-338 84 91 

www.hig.se 

  

  

Inquiry of the current education programs at HIG Anna Näsman <Anna.Nasman@hig.se> 24 

February 2014 10:09 

To: Maria Gutehall <maria.gutehall@gmail.com> Hello again, 

For information about our education programs you have the newest information on our web: 

http://www.hig.se/Ext/Sv/Utbildning/Hitta-utbildning/Program.html 

For questions regarding updates and changes, you will have to ask each academy about their plans 

and work. 

Regards, Anna 

Anna Gasman, handläggare Kontak5orget & Akademin för teknik och miljö 

Tel direkt: 026-64 89 88, Mobil 070-338 84 91 

www.hig.se 

Anna Näsman <Anna. Nasman@hig.se> To: Maria Gloria Gutehall <emf05mgl@student.hig.se> 

Hello, 

Mon, May 26, 2014 at 10:41 AM 

  

  
I am sorry but I don't have any more information for you, you will have to find it via other 

channels. As of now, I am not available until late afternoon tomorrow, as I have other activities 

scheduled. 
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/// Anna 

Anna Näsman, handläggare Kontak5orget & Akademin för teknik och miljö 

Tel direkt: 026-64 89 88, Mobil 070-338 84 91 

www.hig.se 

________________________________________________________________ 

Anna Näsman <Anna. Nasman@hig.se> To: Maria Gloria Gutehall <emf05mgl@student.hig.se> 

Hello, 

Mon, May 26, 2014 at 7:01 AM 

  

  
The questions below need to be addressed by someone working with branding and communication. 

As I have tried to explain earlier, I am mot the right person for this. 

Regards, Anna 

Anna Näsman, handläggare Kontakttorget & Akademin för teknik och miljö 

Tel direkt: 026-64 89 88, Mobil: 070-338 84 91 www.hig.se 

 

 

Anna Näsman <Anna. Nasman@hig.se> To: Maria Gloria Gutehall <emf05mgl@student.hig.se> 

Hello again, 

You can try with P-A Wikström. 

Best regards, 

Anna 
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Anna Näsman, handläggare Kontak5orget & Akademin för teknik och miljö 

Tel direkt: 026-64 89 88, Mobil 070-338 84 91 

www.hig.se 

b. E-mail from Per-Arne Wikström 

 

Maria Gloria Gutehall <emf05mgl@student.hig.se> To: per-arne.wikstrom@hig.se Cc: Omar 

Ko <omarkou@hotmail.com> 

Dear Per, 

Mon, Mar 3, 2014 at 12:03 PM 

  

  
I hope this e-mail finds you well and had a great weekend.  First of all, We would like to thank 

you once again for your time during Omar Korabi's visits in your office last week re: our thesis. 

 Your time was indeed greatly appreciated. I had missed to meet you in person due to my full time 

work in Stockholm. Otherwise, it could have been nice to meet you. 

Anyhow, as we are in the process of gathering data, there are some items that we would like to 

clarify from you based on the questionnaires attached. Most of it was written by Omar Korabi 

based on your verbal answers, however, if you can go through it and reconfirm to us, it would be 

greatly appreciated. 

I know that you are pretty occupied but your kind immediate cooperation would be greatly 

appreciated to the success of our work. 

Thank you in advance for your kind cooperation and I look forward hearing back from you and 

until then, 

All the best for now,  Maria Gutehall & Omar Korabi 

Survey-Alumni_28_02_14.V1 [1][1]. Docx 
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46K 

Per-Arne Wikström <Per-Arne.Wikstrom@hig.se> To: Maria Gloria Gutehall 

<emf05mgl@student.hig.se> 

Hi, it ́s ok. Regards 

P-A  

Per-Arne Wikström Samverkanschef Högskolan i Gävle (University of Gävle) 

Wed, mar 5, 2014 at 10:45 AM 

  
Maria Gloria Gutehall <emf05mgl@student.hig.se> To: Per-Arne Wikström <Per-Arne. 

Wikstrom@hig.se> Cc: Omar Ko <omarkou@hotmail.com>, Mhd Omar Korabi 

<emf13mki@student.hig.se> 

Dear Per-Arne,  Thank you for your brief reply.  However, Is there a possibility for you to 

elaborate some of your answers to some of the questions please. 

They are as follow: 

1) Question 2.2 You said that International Marketing is one of the things in your opinion that 

needs to be improved that will influence the increase of international and local students to stay in 

contact and get engaged with the university. Can you please explain and elaborate more. 

2) Question 2.3 You mentioned that there are two Master business courses you offered in the past 

academic years and they are Management 2 (Post modern Management and Strategic Marketing. 

 You mean the HIG offered this master course to both local and international students? Were there 

any demands from the students and that is why it has offered. Can you please explain it further? 

3) Question 3.1 Can you also please confirm about marketing research, no marketing research has 

been implemented by the HIG from the past at all? 

4) Question 5.1 you also mentioned that the HIG is using a social media as tool to connect 

graduates- are there any links or reference that we can have a look that these media tools are used. 

Are there any sole person working on this like a dedicated person responding to comments and 
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questions and monitoring them for gathering data? 

I hope that you will find the above follow-up questions in order and kindly please respond and 

elaborate. Your kind professional co-operation will be greatly appreciated. 

I look forward to hearing back from you and meanwhile have a good week. 

Wed, Mar 5, 2014 at 3:27 PM 

2 of 3 2014-08-17 07:36 

Student.hig.se Mail - Maria Gutehall & Omar Korabi's thesis 

https://mail.google.com/mail/u/1/?ui=2&ik=9b14190001&view=... 

All the best for now, Maria Gutehall & Omar Korabi 

Per-Arne Wikström <Per-Arne.Wikstrom@hig.se> To: Maria Gloria Gutehall 

<emf05mgl@student.hig.se> 

Wed, Mar 5, 2014 at 4:18 PM 

  

  
Hi, we spent about 20 minutes on the questions. I haven't more time at the moment unfortunately. 

Regards P-A 5 mars 2014 kl. 15:27 skrev "Maria Gloria Gutehall" <emf05mgl@student.hig.se>: 

 

 

Additional questions (from Maria Gutehall & Omar Korabi) Per-Arne Wikström <Per-

Arne.Wikstrom@hig.se> Tue, May 27, 2014 at 5:28 PM 

To: Maria Gloria Gutehall <emf05mgl@student.hig.se> 

Dear Maria, 

You have already interviewed me once for your project. I do not have any time to reply on these 

questions within the deadline you have. I hope that the material you have from our interview will 



 

79 

 

be sufficient enough for your thesis. If you still need input for the study you will need to ask 

someone else. 

Best regards 

P-A Wikström 

Per-Arne Wikström Samverkanschef Högskolan i Gävle (University of Gavle) 801 

76 Gävle (Sweden) +46(0) 706498703 

2.2 E-mail with Stockholm University 

 

c. E-mail from Lena Axelsson 

Leona Axelsson <leona.axelsson@su.se> 28 May 2014 15:02 To: Maria Gutehall 

<maria.gutehall@gmail.com> Cc: Leona Axelsson <leona.axelsson@su.se> 

Hi Maria!  Here comes my answers. Please send me the result of your thesis when it's ready. 

Thank you! 

Sincerely, 

Leona Axelsson Alumnkordinator Stockholm University Tel 070-1907794 Webb 

www.su.se/alumn 

26 maj 2014 kl. 15:23 skrev "Maria Gutehall" <maria.gutehall@gmail.com>: 

Dear Leona,  Thank you for your reply.  Would it be possible if you can send it to us over by 

Wednesday latest?  We have already arranged and booked our seminar on Tuesday next week. 

You kind immediate cooperation would be greatly appreciated. 

Thanks in advance and regards, Maria Gutehall 

On 26 May 2014 15:10, Leona Axelsson <leona.axelsson@su.se> wrote: Hi Maria, 

No problem. I hope I can write you my answers this week.                                                                                                                                                     

Alumnhälsningar 
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Leona Axelsson 

Alumnkoordinator Extern kontakter 

Stockholm University 

106 91 Stockholm Tel: 08-1207 67 88 Mobil: 070-190 77 94 E-post: leona.axelsson@su.se 

Från: Maria Gutehall [mailto:maria.gutehall@gmail.com] Skickat: den 26 maj 2014 10:55 Till: 

Leona Axelsson Ämne: Stockholm University Follow-up questions (Maria Gutehall & Omar 

Korabi) 

Hi Leona, here are the corrected ones. My apologies again for the mistake. It was intended for 

Stockholm University. 

Regards, Maria Gutehall 

Dear Leona, 

I hope this e-mail finds you well. My apologies, I was not able to give you a call last Friday. 

However, I have prepared additional question for you and I hope you don't mind to reply below. 

We are in the process of completing our thesis and we would like to ask you additional questions 

as follows: 

Branding 

1. How is Stockholm University build the university brand? Can you explain what are the brand 

strategy plans for SU at the moment? 

We built our brand together with e.g. our alumni. For more information please contact Linda 

Carlson at Communication Department: linda.carlsson@su.se. 

2. How do they get feedback from graduated students? In what form do you get this feedback? 

Alumni surveys, homecoming Days, alumni events and so on. I have sent you a link to the surveys 

before. 
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3. Do you have automated technology system that transfers graduated students information to keep 

in the university all graduated students database? 

No, it not allowed in Sweden, we need to invite them to our databases - besides universities which 

are not own by state (" stiftelser"as Chalmers and Jönköping). 

I trust that you find all the above questions in order and we would appreciate it very much if you 

can send us your reply if possible on Monday 26th May. We have a deadline to finish our work 

and your kind immediate co-operation would be greatly appreciated. 

We look forward to hearing back from you. Thank you in advance. 

All the best for now, Maria Gutehall & Omar Korabi 

Kind regards, 

Maria Gutehall Stockholm, Sweden Mobile Number +46 70 257 48 94 

image001.jpg 

Maria Gutehall <maria.gutehall@gmail.com> To: linda.carlsson@su.se Cc: Leona Axelsson 

<leona.axelsson@su.se> Bcc: Omar Ko <omarkou@hotmail.com>, Omar Korabi 

<omarkorabi1984@gmail.com> 

Dear Linda and Leona,  First of all, I would like to thank Leona for her prompt reply to us. Greatly 

appreciated. 

28 May 2014 15:36 

 

  

  
Linda, I hope that you can help us as we are referred by Leona to contact you for further details 

with regards to question number one. 
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I would appreciate if you can give us more specific reply on this matter please and so sorry to rush 

on this but we do have a deadline for this study and I would appreciate it so much if you can send 

your kind reply to us by end of the day? 

Many thanks again to all your kind professional help and assistance and we look forward to 

hearing back from you and until then, 

Sincerely yours, Maria Gutehall 

& 

Omar Korabi [Quoted text hidden] 

  

  

Linda Carlsson <Linda.carlsson@su.se> 

28 May 2014 16:05 

To: Maria Gutehall <maria.gutehall@gmail.com> Cc: Leona Axelsson <leona.axelsson@su.se> 

Dear Maria, 

Unfortunately I will not be able to get back to you today with my answers – I will be leaving the 

office in just 5 minutes. I will do my best to get back to you tomorrow, but I would very much 

appreciate a little more information about your thesis – are you looking into all types of branding 

for the university or only regarding recruiting students? And are you interested in both 

international and national students or just one of the groups? 

Best regards, Linda Carlsson 

Linda Carlsson Acting Head of Communications Communications Office Stockholm 

University Phone + 46 8 16 22-56 Cell +46 70 329 76 63 E-mail: linda.carlsson@su.se 

www.su.se/english 

From: Maria Gutehall [mailto:maria.gutehall@gmail.com] Sent: den 28 maj 2014 15:36 To: 

Linda Carlsson Cc: Leona Axelsson 

Subject: Re: Stockholm University Follow-up questions (Maria Gutehall & Omar Korabi) 
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[Quoted text hidden] 

 

   

    
28 May 2014 16:06 

Maria Gutehall <maria.gutehall@gmail.com> To: linda.carlsson@su.se Cc: Omar Ko 

<omarkou@hotmail.com> 

28 May 2014 16:23 

28 May 2014 16:25 

28 May 2014 16:27 

Dear Linda,  We need information how university build their brand towards international students 

once they leave their institution and in your case Stockholm University. 

We would appreciate if you can send your reply within the day? 
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