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Motto 
What can we give back to our alumni?  
Not, what do we need to do to get them to 
give back. 
 

Background 
To date feedback indicates that we, as a school and 
as a Marketing Department, have substantial work 
to do to build long-term, loyal relationships with our 
alumni.  Our matriculants are often detached from 
the school and look back with mixed opinions on 
their school years.  However, there still remains a 
remarkable opportunity. 

 

Table of Contents 

 

Motto 1 

Background 1 

The Goal 2 

Internal Review 3 

Mission 3 

Strategy 4 

Conclusion 5 

Outcome 5 
 

 
 
 
 
 
 
 
 
 
 



2 | P a g e  
 

The Goal: 

 To thoughtfully reconstruct our Old Yorkie Union that will 
benefit both alumni and the school for the foreseeable 
future. 

 With many alumni favorably disposed to the school, we 
need to capture their attention and drive their interest 
and time well. 

 We need to better understand our alumni body as a 
whole, understand the various segments of alumni, and in 
particular assess individual needs, in order to better serve 
them.  Most importantly we need to ensure that we 
continue to measure the impact we are having. 

 We need to remember that the way forward does not 
necessarily rest with the Marketing Department alone - 
working together is the only means by which the alumni 
will return to us.  It is important that we work together on 
building effective communication and coordination of 
data management. 

 Improving our communication with alumni will be an 
immediate priority, especially as this allows the school to 
reach out broadly and relatively inexpensively.  We have 
made an investment in digital media which will allow us to 
provide more tailored and timely communications, as well 
as enable alumni to make the most of their own social 
platforms.  

 Our outreach to alumni will take advantage of George’s 
unique community and highlight the best that the school 
has to offer.  We hope to create opportunities for alumni 
to make a difference in their local community and school. 

 We need to make commitments to our alumni that we 
can sustain over time, be responsive and regularly 
measure and report results.  We need to demonstrate an 
intent to “relaunch” the school’s alumni program and 
make clear our commitment to fully engage the alumni to 
become advocates of York High.   The school stands to 
gain not only their financial support, but contributions in 
the form of social capital i.e. alumni recommending the 
school to others, opening doors and making connections 
for the school, sharing their stories and wisdom with 
current learners, sponsoring various school programs, and 
much more.  In turn, the school will offer alumni a much 
broader and more personalized array of opportunities 
that will enrich their lives in ways they find meaningful. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
John De Vries, one of our 2005 matriculants got 
hooked on film when he watched Steven Spielberg 
classics such as ET and Jurassic Park.   
 
He taught himself the basics of filming and started 
making mini documentaries on the upliftment work 
his parents were doing with impoverished children in 
the townships of George. “These inserts were 
broadcast by a television station in the United States 
to raise support for my parents’ work,” he says. “I 
had to borrow cameras, gear and props from 
everywhere but somehow we always managed to 
make things happen.” 
 
Having studied both video and film production, John 
started TH Films in 2012 with his friend Matt 
Raubenheimer. “We had no money, just a passion 
for making movies,” he says. “Since then we’ve 
broken new ground on what’s possible for upcoming 
South African filmmakers, winning awards across 
the world for our short films.” The list of awards and 
nominations for TH Films is impressive. In 2013 their 
short film Scapegoat won the Best Comedy and Best 
Comedy Screenplay awards at the 168 Film Festival 
in Los Angeles.  Another of their films, Skywatch: 
The Duster of Doom, was nominated in eight 
categories in 2014, taking the award for Best 
Production Design.   
 
Other accolades include ten awards at the 48 Hour 
Film Project in Cape Town in 2013 and another two 
at the 2014 Filmapalooza in New Orleans for the 
short film Five Minutes ’Till Noon. 
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Jenalee Harrison (2008) holds a Bachelor of Science 
degree (majoring in Genetics and Advanced Biochemistry) 
as well as a Postgraduate LLB degree from Stellenbosch 
University. Jenalee was attracted to law due to the unique 
position that it places one in to facilitate change. 
Academics and social responsibility have always been of 
fundamental importance to her. She had the following to 
say about the influence of York High School on her life:  
 
“I have the utmost praise and respect for York High and 
it’s teachers for installing not only a drive for academic 
success in their students but encouraging them to find 
their passion. The teachers and staff at York High School 
are something special! I will always be indebted to them 
for the support and encouragement they provided.”  
 
“York is a fantastic school so seize the opportunities and 
support it provides. My blood still runs blue and I remain a 
proud Yorkie to this day. I encourage my fellow Yorkies to 
find their passion, grasp it with both hands and to “Take 
Root and Grow”’.   

 

Internal Review 
 A Marketing Department was developed at the 

beginning of 2015 with the Old Yorkie Union included 
in its portfolio.  The Department has budgeted for 2 
people, however requires volunteers in order to make 
it functional. 

 A Database program was designed and written 
specifically for York High and countless separate excel 
spreadsheets were collated and imported into the 
system. 

 There are 5244 contact names on database 

 757 contact details have been updated on the 
website 

 250 contact details have been received from 
alternative sources 

 Current campaigns show an average engagement of 
approximately 41% of emails opened (using Mail 
Chimp) with a 0.9% click through rate. 

 The alumni as a whole are not active supporters of 
the school. 

 Alumni are favorably disposed towards the school but 
are disengaged from it. 

 Many Alumni have limited current knowledge of the 
institution 

 No goals have been set or monitored and 
communicated to the alumni.  There has been no 
reporting of clear results as a result of this. 

 
Mission 

 

Our Mission is to stay connected to all ex-Yorkies and get as much updated 
information as possible to enable us to strengthen the bond that unites each 

and every Yorkie, to increase communication and information shared, to 
provide content supplied by the alumni and share personal and professional 

success stories that are the results of active engagement in the alumni 
network, to increase opportunities for involvement, to reconstruct our Old 
Yorkie Union so that it will benefit both alumni and the school, to promote 

the development and the success of York and to administer a fund to provide 
financial assistance to ensure the legacy of York lives on. 
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Strategy 
Communication 
 

 Encourage feedback from alumni and incorporate alumni suggestions into the development 
strategies of the school.    

 Gain an understanding of who our alumni want to connect with, how they want to communicate, 
and what they want to gain from their relationship with the school. 

 Incorporate a survey form on the website to encourage feedback and glean this information 

 Develop sub-committees to drive the information flow and encourage use of a feedback system 

 Ensure the alumni understand that the strategies outlined are not singularly focused on making 
financial donations.  Attempt to convince alumni that any correspondence and event invitations 
are not thinly-veiled attempts to lobby for donations. 

 Focus on relationship stories that entertain but at the same time market the school’s alumni 
initiatives.  In addition highlight both current and past school events to address the desire of many 
alumni to be “back at school.” 

 

 

 

 
 
Penny Fraser Benson 
 
The first pupil registered on the 
waiting list of the prospective York 
High School, when it was not yet a 
reality. 
 
Going back to York recently was a 
strange feeling – a good feeling, and 
even unsettling. I wanted to be 
fifteen again with all those 
opportunities laid out before me! Put 
life on rewind and try all over again! 
(Try to do it better this time?!) 
 
York has obviously taken root and 
grown, Still, as a past-pupil from the 
early days, I am glad we are not 
forgotten and I was excited to see 
photos of year by year celebrated in 
the corridors. Thanks to all who have 
made the school what it is over the 
last forty years– and here’s to 
another great decade! 
 

Connecting Methods 
 

 Develop Target Groups by recognizing and accounting for the 
differences inherent in the alumni body which span multiple 
generations, have differing interests, and come from diverse 
backgrounds. 

 Connect through preferred modes of communication.  This will 
include social networking sites such as Facebook, LinkedIn, and 
Instagram.  Adapt the messaging to provide concise, interesting 
content to alumni.  The website will provide a base for feedback and 
information. 

 Ensure the current matriculants are aware of the importance of an 
Alumni base and incorporate their details onto the database 
timeously. Endeavor to engage alumni immediately after 
matriculation and avoid any lapse in contact between the school and 
alumni to prevent permanently losing contact. 

 Establish relationships with learners long before they matriculate in 
order to build lasting alumni connections.  Endeavour to help learners 
understand that they are alumni in the making. 

 Maintain relationships through networking breakfasts, newsletters, 
contests, reunions, and promotional events.    

 Introduce Mentoring Programs – ask for assistance from the alumni 
body and include them in job shadowing initiatives. 

 Include past parents with an active interest in the school. 
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Alumni Contact Information 
 

 Continue with the development of our Alumni database.   
Currently it provides a collated list of contact information 
allowing us to determine where alumni are based, what 
social media platforms they use and what type of work 
they do in a given industry.  

 Updating of information is currently available on the 
website where contact information may be submitted 
with a visible, direct link on the York High web page.  The 
information captured is downloaded to a PC based 
software program, however the work load in doing this is 
time consuming.  Plans to upgrade the database to a live 
platform are under discussion. This will require a 
registration and log-in process.  It shall also have to be 
part of the overall marketing budget. 

 All contact information before Matriculation is received 
from outgoing students and inputted into the current 
database. 

 
 
 
 
 
 
 
 
 
 
 
8 “Ex-Yorkies”- Lee Schoombie, Michael King, 
David and Sean McGibbon, Luke Taylor, J.J. Bell, 
Brendan Bisset and Marcelle du Plessis all 
completed this year’s Comrades Marathon in the 
allocated time. As these runners entered the 
Kingsmead Cricket Stadium for the final lap of the 
grueling run they carried a large “#CARLSTRONG” 
banner in his memory.  
 
These Yorkie friends all made the commitment to 
run in honour of and in the loving memory of Carl 
Schoombie, who himself had pledged to run this 
year’s Comrades. 

Conclusion 
 

 The school needs to remember that not every ex-Yorkie believes their school matric certificate or 
education opened enough doors. Many of them need convincing that attending networking 
events, reunions, or active participation is worth their time and energy. 

 We need to acknowledge that continued involvement from alumni must be earned, not expected. 

 We need to build our strategy around the needs of alumni, not the school. 

 We believe alumni are valued, lifelong stakeholders, and that when they are informed and 
engaged they will become our strongest ambassadors all the while reflecting our achievements 
through their own. 

 

Benefits to the School Benefits for the  Alumni 

 Significantly improve the reputation of the school.   Cause alumni to feel pride in their affiliation with the school and 
its direction 

 Secure greater investment of support — time, talent, and 
treasure — from alumni, and those whom they influence 

 Secure meaningful opportunities for alumni to be engaged — 
and foster an appreciation for being part of an institution making 
a difference in SA 

 Gain support and enhance core academic activities of a 
school leading positive change in the community 

 Ensure alumni have ongoing access to the intellectual riches of 
the school 

 
 
 

 
Outcome 

A deliberate and focused effort to increase alumni satisfaction and engagement will lead to a 
greater alumni presence in York High School, and improved pride in the school noticeably — and 

measurably — by the end of 2017. 

 


