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2:30 P.M. **

MAY 5, 2016
PRESIDENT’S CONFERENCE ROOM
THIRD FLOOR - MARTIN HALL
RADFORD, VIRGINIA

Approved
AGENDA
e CALL TO ORDER Dr. Kevin R. Dye, Chair
e APPROVAL OF AGENDA Dr. Kevin R. Dye, Chair
e APPROVAL OF MINUTES Dr. Kevin R. Dye, Chair
e UNIVERSITY RELATIONS REPORT Joe Carpenter, Vice President

For University Relations & Chief
Communications Officer

0 Branding & Marketing Progress Update

o0 University Relations Staffing & Operations Update

e UNIVERSITY ADVANCEMENT REPORT Melissa Wohlstein, Vice President
for University Advancement
0 Quarterly Update
o0 University Advancement and Alumni Relations Update
0 Upcoming Advancement and Alumni Relations Activities

e OTHER BUSINESS Dr. Kevin R. Dye, Chair

e ADJOURNMENT Dr. Kevin R. Dye, Chair

** All start times for committees are approximate only. Committees meet sequentially in the order appearing.
Meetings may begin either before or after the listed approximate start time as committee members are ready to
proceed.

Advancement/Alumni Relations & Communication/Marketing Committee:
Dr. Kevin R. Dye, Chair

Ms. Callie M. Dalton, Vice Chair

Ms. Mary Ann Hovis

Mr. Mark Lawrence

Ms. Georgia Anne Snyder-Falkinham
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ADVANCEMENT/ALUMNI RELATIONS & COMMUNICATIONS/MARKETING
COMMITTEE
1:15P.M.
FEBRUARY 1, 2016
PRESIDENT’S CONFERENCE ROOM - MARTIN HALL
RADFORD UNIVERSITY
DRAFT
MINUTES

COMMITTEE MEMBERS PRESENT

Ms. Callie M. Dalton, Vice Chair
Ms. Mary Ann Hovis

Mr. Mark Lawrence

Ms. Georgia Anne Snyder-Falkinham

COMMITTEE MEMBERS ABSENT

Dr. Kevin R. Dye, Chair

OTHERS PRESENT

Mr. Joe Carpenter, Vice President for University Relations and Chief Communications Officer
Ms. Melissa Wohlstein, Vice President for University Advancement

Radford University faculty and staff

Ms. Niki Shepherd, Secretary to the Committee

CALL TO ORDER

Ms. Callie M. Dalton, Vice Chair, formally called the meeting to order at 12:30 p.m. in the
President’s Conference Room in Martin Hall, Radford University and noted that pursuant to the
draft Agenda as published “All start times for committees are approximate only. Committees
meet sequentially in the order appearing. Meetings may begin either before or after the listed
approximate start time as committee members are ready to proceed.”

APPROVAL OF AGENDA

Ms. Dalton asked for a motion to approve the February 1, 2016 meeting agenda, as published.
Mr. Mark Lawrence so moved and Ms. Georgia Anne Snyder-Falkinham seconded the motion
and the motion carried unanimously.
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APPROVAL OF MINUTES

Ms. Dalton asked for a motion to approve the minutes of the November 12, 2015 meeting of the
Advancement/Alumni Relations & Communications/Marketing Committee, as published. Ms.
Ms. Snyder-Falkinham so moved and Mr. Lawrence seconded the motion and the motion carried
unanimously. A copy of the approved minutes can be found at
http://www.radford.edu/content/bov/home/meetings/minutes.html.

UNIVERSITY RELATIONS REPORT

Mr. Joe Carpenter, Vice President for University Relations and Chief Communications Officer,
presented an update on the progress of the marketing and advertising campaign and noted
increased activity on the University’s web pages from the geographic areas where there has been
increased advertising. Mr. Carpenter also briefed the Committee on the university’s crisis
communications response in the aftermath of the November 9" bus accident in Richmond where
19 Radford University students were injured. A copy of Mr. Carpenter’s presentation is attached
hereto as Attachment A and is made a part hereof.

Ms. Dalton thanked Mr. Carpenter for his report.

UNIVERSITY ADVANCEMENT REPORT

Ms. Melissa Wohlstein, Vice President for University Advancement, noted that during her
presentation Ms. Laura Turk, Executive Director for Alumni Relations and Ms. Crystal Hubbard,
Assistant Director for University Advancement, Campus Philanthropy and Special Programs,
will also review the information related to each of their areas. Ms. Wohlstein’s report included
an update on fundraising for fiscal year 2016 noting that a total of $6,817,923 had been raised in
gifts and pledges through the second quarter, and a review of the alumni outreach events first
quarter 2015-2016.

Ms. Laura Turk, Executive Director for Alumni Relations, provided the Committee with an
overview of alumni relations that included information on the revitalization of the Alumni
Association. Ms. Crystal Hubbard, Assistant Director for University Advancement, Campus
Philanthropy and Special Programs, provided the Committee with an overview of student
engagement activities for the fall and upcoming activities for the spring that included educating
the student body of the importance of philanthropy.

A copy of the University Advancement report is attached hereto as Attachment B and is made a
part hereof.

Ms. Dalton thanked Ms. Wobhlstein for her report, and thanked Ms. Turk and Ms. Hubbard for
their presentation.
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ADJOURNMENT

With no further business to come before the Committee, Ms. Dalton, Chair, adjourned the
meeting at 2:15 p.m.

Respectfully submitted,

Niki Shepherd
Secretary to the Board of Visitors
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ATTACHMENT A

University Relations
Update
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Branding & Marketing Progress Report

Fall/Winter Campaign Activity Summary

Performance Metrics

Spring Campaign Preview

Crisis Communications Response
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Fall/Winter Advertising Campaign
Summary
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Fall/Winter Campaign Activity Summary

Market Septembear Detaber November December January
31 | 7 ||l s 2] w29 ]3] ao] 7 m|aalw]al[n]iw]as
Key Dates
Virginia College Fairs
Undergrad Open Houses
Undergrad Application Deadlines
Print
NoVa, Roanoke, Richmond,
Tidewater, Regional, Nat!
Out of Home
WaVa, Richmaond, Tidewoter
Radio
Roagroke, Richmond
Streaming Radio
MoVa Roanoke, Richmond,
Tidewater
™
Roanoke, Tidewater,
Richmond
Online Video
WaoVa, Richmaond, Rooncke,
Tidewater
Digital
WaVa, Roaneoke, Richmend,
Tidewater
SEM
Virginia
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Fall/Winter Advertising Impression Summary

Media Impression Volume
TV 18,227,358
| DigtalDisplay | 12888401
Radio 3,400,915
et 24758
Online Video 2,318,783

Paid Search 300,000

Impression Delivery by Market

Tidewater
22%
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Print Advertising

* Full page and half page ads in national, regional and local publications resulted in
an estimated 2.5 million impressions during the Fall/Winter campaign period.
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Print Advertising
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Out of Home - Billboards

* A network of seven highway billboards in the Richmond and Tidewater
(Norfolk/Hampton Roads) markets resulted in 7.5 million total impressions.
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Out of Home - Transit

* Transit advertising included bus ads and station posters in the Washington,
D.C./Northern Virginia market and bus ads in the Richmond metro market,
resulting in 16.5 million total impressions.
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TV Advertising

*  We ran :30-second television ads during local broadcast news programming in the Roanoke-
Lynchburg (Nov/Jan), Norfolk-Portsmouth-Newport News (Nov), and Richmond-Petersburg
(Jan) markets.

* The TV spot ran 752 times across all markets, reaching 98% of the audience (adults 35-64) in
Roanoke, 98% of the audience in Norfolk and 88% of the audience in Richmond — a total
estimated 18.2 million impressions.

<R WRIC

CBS[e’

WTVR-TV Richmond, VA
- =
=

K ~ -0

-

@WVEC N:::smm“) WAVY TV

SiEiWSEN (WDBJEA
WSLSIQ«m

X \
iy
-

Office of University Relations RADFORD UNIVERSITY







Online Video Advertising

*  We re-purposed :30-second ad from the television buy to run online across desktop and
laptop devices, targeting specific users identified as high school students, parents and

guidance counselors. The ad ran in the Roanoke, Richmond, Tidewater and Northern Virginia
markets.

* The ad is delivered as a “pre-roll” video, which plays immediately preceding a user-selected
video clip.

* The campaign has delivered 1.3 million video views and resulted in 3,537 clicks to the
Radford.edu marketing landing pages.

& . rlingtan
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On Your Side

Ehe Washington Times

The New York Times
THEAHILL

*Example site list; not inclusive of all sites Radford ads ran
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Online Video Screenshots

Healthcare Pros | Home Pros | Neighborhood Health Watch | Heart Health | Super Fan | Excellence in Education

OnYour Side

* NEWS ~ WEATHER ~ SPORTS  VIDEO  TRAFFIC

Richmond man walks 100+ miles for
veterans

By Britni McDonald
CONNECT ®
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MEMBER CENTER: Create Account | Log In
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15 years of the International Space Station by numbers

As the International Space Station celebrates 15 years of continuous human
presence in space, The Telegraph explores the figures behind one of the most
successful habitable artificial satellites in the history of man
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By Keely Lockhart, video courtesy of Nasa
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Radio Advertising

e Ran :30-second radio ads in the Roanoke & Richmond markets to extend brand reach
and generate Fall Open House traffic.

* Target audience: adults 35-64 with income above S50k, children/prospective
students 12-17.

* The campaign reached 88% of audience in Roanoke an average of 6 times, and 81%
of the audience in Richmond an average of 6 times — an estimated 3.4 million

impressions. | -MK s
OV 7%94%m ’JﬁLs
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the rock of virginia
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Streaming Radio Advertising

* Re-purposed the :30 radio spot to run on the leading digital streaming radio
service, Pandora, targeting prospective undergraduate applicants in the Roanoke,
Richmond, Tidewater and Northern Virginia markets.

* Campaign has resulted in 650k audio plays and 9,200 clicks to the Radford.edu
undergraduate marketing landing page. .~ -
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Digital Display Advertising

* Digital display ads targeting prospective undergraduate and transfer
students in the Roanoke, Richmond, Tidewater and Northern Virginia
markets have resulted in 11.3 million impressions and driven 18,600 clicks

to the Radford.edu marketing landing pages.

washingtonpost.com
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Fall/Winter Digital Display Screenshots
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Paid Search Advertising

* Paid search ads have resulted in 14,366 clicks to the Radford.edu landing

pages from 239,731 impressions to date.

L L E Google search

Google+ Search Images Maps Play YouTube News Gmail More ~

GO gle transfer colleges in virginia

All Maps News Shopping Images More = Search tools

About 17,700,000 results (0.49 seconds)

Radford University - radford.edu
www.radford.edu/ =
Now Accepting Transfer Applications for the Fall Semester. Apply Today!

Guaranteed Transfer - Virginia Community College System
www.vees.edufstudents/transfers/ v Virginia Community College System

Virginia's community colleges offer students more than the opportunity to earn a
degree or certificate. They provide a gateway to the commaonwealth's four-year ...

VCCS Transfer FAQs - Virginia Community College System
www.vces.edu/...transfers/transfer-f... ~ Virginia Community College System

Th & £, iy by ink obdaste | i (T}

Finish Your Degree at APU
www.apus.edu/Transfer-Credit ~
Affordable Tuition Starting at $270
Per Credit Hr. Learn More & Enroll.

Transfer College Credits
www.ashford.edu/Transfer_Credits
Transfer Up to 90 Approved College

& Non-Traditional Credits.

Sign in | ¥

RADFORD UNIVERSITY
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Multicultural Marketing - November

* 2,600,877 impressions
served including mobile/
desktop/tablet display.

e 2,781 visits to the landing
page, 86% of those being
new users to the Radford
site.

e 49% of traffic came from
Washington D.C. metro,
primary target market for
this campaign.

Office of University Relations
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Performance Metrics
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Site Performance & Results

* Web traffic from organic searches (i.e. Google, Yahoo, Bing) are up 38% year-over-year
—an indication that traditional media is making an impact in the market.

*  Web traffic from Washington DC (+3%), Norfolk-Hampton Roads (+4%) and Richmond
(+22%) markets increased when outdoor advertising was present in these respective
markets.

* November’s TV buy that ran in the Roanoke and Norfolk-Hampton Roads markets

resulted in an increase in month-over-month website visits from these areas:
= Undergraduate — Roanoke +99%; Norfolk-Hampton Roads +123%
= Transfer — Roanoke +42%; Norfolk-Hampton Roads +19%

* Digital advertising has directly driven 19,600 users to the marketing website landing
pages; on average, 90% of these users are new visitors to the Radford website.
= Undergraduate —94.09%

=  Transfer—92.02%
=  Multicultural - 85.46%
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Undergraduate Application Data

New Freshmen  Applications are up
5.9% from 2015.

pL /  Enrollment and

'% 4000 /<// —<Fall 2016 marketing are closely
2 3000 coordinating efforts.
74 Fall 2015

o
Q
< 2000 / —=-Fall 2014
O 1-Oct 1-Nov 1-Dec 1-Jan
1-Oct 1-Nov 1-Dec 1-Jan Fall 2013 109 933 2792 3906
Fall 2014 155 958 2727 4097
Fall 2015 191 909 2969 4358
Fall 2016 309 1256 3763 4617
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Transfer Application Data

Cumulative

300

N
Ul
o

200

150
100

U
o

Total Applications

o

* As of Jan.1 applications
are up 59%.

* Transfer advertising is
included in January and
Spring media buy.

Fall 2016
«=Fall 2015 TRANSFER APPLICATIONS
Fall Fall 1Yr
o=Fall 2014 pliciut 2015 | 2016 | Change
October 1 26 20 36 80.0%
November 1 51 47 86 83.0%
December 1 89 103 172 67.0%
January 1 143 161 256 59.0%
February 1 389 457

RADFORD UNIVERSITY
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Hispanic Student Application Data

* AsoflJan. 1, applications
are up 5% from 2015.

New Freshman

" ggg * January advertising
S 300 included multicultural
£ 250 outreach leading up to
S 200 .
_& 150 Fall 2016 Feb. 1 deadline.
g 1c5)8 <@=Fall 2015 CUMULATIVE HISPANIC NF APPLICATIONS
= -
= Fall Fall 1Yr
2 0 ==Fall 2014 Fall2014] 5515 | 2016 | change
&'\’ ,\'\/ K'\’ *'\/ October 1 7 5 18 260.0%
‘QQ/ ‘QQ/ ‘OQ/ O’bﬁ November1| 56 45 76 68.9%
(’}.O QQ’(Q (,Q’ ,b(\ December 1 215 205 295 43.9%
O $0 QQ/ S January 1 336 361 379 5.0%
February 1 543 535
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Fall/Winter Accelerated Advertising
Strategy
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Accelerated Ad Campaign Strategy

* Admissions and University Relations identified opportunity to increase
visibility in the Richmond and Maryland markets prior to February 1
application deadline.

* Allocated remaining Spring budget to an accelerated advertising campaign
in January, augmenting the current Winter ad campaign that was in place.

.......
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Accelerated Media Strategy

* Additions and optimizations include:
— Shifting 50% of online video and streaming radio impressions to Richmond market
— Full page ad in Richmond Magazine’s “Best Colleges/Universities” issue
— Ads on digital billboards on key highways in the Richmond metro
— 4-week schedule of :30 radio ads in Richmond, targeting parents of students
— Digital ads on a network of local news sites in Richmond and MD markets

 Campaign goal is an additional 12.6M impressions in the Richmond market
and 2.9M impressions in the three Maryland markets (Montgomery,
Howard, Washington counties) during January.
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Winter/Spring Advertising
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Ad Development & Winter/Spring Media Plan

* University Relations identified 4 additional stories to support the branding
and marketing efforts for the Spring campaign and beyond.
— Each story demonstrates the value and impact of the Radford education
— Advertising executions include radio, print, billboards, and digital banner ads

* Winter/Spring media strategy focuses on supporting Admissions yield
season to build enrollment for Fall 2016.

— Campaign targets high school seniors and rising seniors leading up to the incoming
freshman deposit deadline of May 1, and transfer students leading up to the June 1
application deadline

Office of University Relations RADFORD UNIVERSITY







Brand Story Development - Radio

e Spots featuring Chris Henry,
Web and Interactive Media
Designer, Radford University
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Brand Story Development - Print

Chis Benny 15 o Giancarla Rojas /;7/ iy
Web and Interactive Media Designer & - ' ’ Radford University/ G
nd

Radford University F g : Major: Economics’ Finance

“] RECEIVED A DREAM JOB OPPORTUNITY “COMING HERE HAS OPENED SO MANY DOORS FOR ME.
IMMEDIATELY AFTER GRADUATION.” Z“E\:gggEIVSI$IEIg£!: GROWTH I’'VE EXPERIENCED HAS

Chris Henry discovered a passion for graphic design and videography while interning in the Division of Glancarla Rojas Mendoza's parents Jourreysd to,the UnitecliStates to find albetter. future for theirchiidren: The

Information Technology at Radford University. This hands-on experience gave him the career jump-start he CER e S el e R = ke it

was looking for after graduation. “The support and personal mentoring | received from Radford facuity and RADFO RD R rs?ty's gtudent g€, 9 A b S hipshaiad RADFORD

staff helped me develop my professional and creative skills. | feel very fortunate to be pursuing my career as i el ‘ poe A S ! e Y, 4 VAN -

a web designer.” U N |VE RS [TY :::retev |In Ilna:;eta ter graggattx:n.b he mentorks’,“acuty and advisors at Radford have really prepared me wit! U N IVERS lTY
e tools | ne: )0 succeed In the business world.

Learn more reasons why Radford might be right for you. Radford, VA 3 .

Radford.edu 4 LRe;:;fr;o:(’e r:(a’sons why Radford might be right for you. Radford. VA

rd.eau
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Brand Story Development - Print

Debbie Robinson 117
Political Science
Radford University

“THE FOUNDATION | BUILT HERE ENABLED

“MY DREAM IS TO GO TO LAW SCHOOL AND NOW
| HAVE THE CONFIDENCE AND SKILLS TO DO IT.” ME TO TRAVEL ACROSS THE WORLD.”

After 30 years of working in law firms, Debbie Robinson decided to pt e her dream of becoming .ROb ?_arrert t.°°k advantage' Shmany. ODDO'.“J." ities oﬂ_‘er_ed Ll R?dford Univevsig, including_ the chance'to _study
a lawyer and starting a firm of her ow: g She started this journey by pursuing her bachelor's degree in in Beijing, China. The ex?erlence_spfad(e:d hls_ interest in international trade, whlcp he f:t?n_tlnued to study in law
Salllical sclinice etiRadtor Al ialers ity “Radiord hias i ven e Harwncils Jeacie ship S oG HirItes sid R AD F O RD school. Later, it helped him land his first job with Adv_ap:e Auto Par_ts' global sourcing division, where he routinely R A D FO RD
hands-on experience, such as participating in mock trials before real judges. Radford helped me develop travels to Asia. “International study gave me a significant leg up in my career. Radford enables students to be

o sills ana confideacs 1o B Hiove Ty aosls? U N IVERSITY g;r?:redlv:’seaar;dstf'igggtgzi:h;:’asses{’o;“——ari]ty:r:g:::ers them to do work they care about. The foundations built at U N IVE RSITY I

Learn more reasons why Radford might be right for you. Radford, VA
Radford.edu Learn more reasons why Radford might be right for you. 5

Radford.edu
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Brand Story Development - Billboards

Radford.edu >
’,_,.I.J-‘ RADFORD UNIVERSITY

Radford, VA

T

“WE TEACH STUDENTS THAT ANYTHING IS POSSIBLE AND
SHOW THEM HOW TO ACHIEVE IT.”

RADFORD UNIVERSITY

Radford, VA

“l RECEIVED A DREAM JOB OPPORTUNITY IMMEDIATELY
AFTER GRADUATION.”
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Brand Story Development - Digital
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“lI RECEIVED A DREAM JOB OPPORTUNITY
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Spring Plan Preview

Integrated media plan including streaming radio, online video (:30 commercial),
web banners and paid search (Google) leading up to key admissions deadlines.

Key Dates

February

#arch Agril

Miay

June

Undergrad Notification Deadline

Undergrad Acceptance Deadline

Transfer Application Deadline
Streaming Radio

Richmond Tidewater

Virginia

Narthern Wirginia, Roanoks,

Online Video
Narthern Virginia, Roanoks,
Richmond Tidewater
Digital
Narthern Virginia, Roanoks,
Richmond, Tidewater
SEM

4
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Crisis Communications - Overview

 On Sunday, Nov. 29, 2015, an
Abbott Trailways Home Ride
private charter bus overturned in
Richmond.

* First responders classified the
event as a mass casualty incident.

e Students from multiple
institutions (20 RU passengers)

* 19 RU students were transported Photo Source: WTVR (CB5-6,Richmonc)
to multiple Richmond hospitals.
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Crisis Communications - Response Strategy

* Immediate Focus: obtain info about student injuries and assist
students/families

* Priority audiences: parents/families of injured students,
faculty/staff/students/parents at-large

* Timely and resourceful coordination with multiple agencies:

— Virginia State Police, Chesterfield County Fire and Rescue, Abbott Trailways, Virginia
Commonwealth University (Univ. Relations)/VCU Health System, Radford University
Police, Virginia Tech (Univ. Relations and Student Affairs)
 Maximized traditional and social media, providing timely and frequent
updates, as well as briefings to RU senior leadership & Student Affairs.

— Responded to 13 different local, state and national media outlets, including the
Associated Press; Over 350 media pick-ups nationally from Nov. 29-Dec. 1
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Crisis Communications - Feedback

e Radford’s efforts received positively by media
— University Relations personally thanked by editor and reporting
staff of regional media outlet for regular, timely updates.

— Press indicated Radford University had proactive and persistent
communication activities
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Advancement Overview

Fiscal Year by the Numbers
Annual Giving

Major Gifts

Alumni Relations

Where we are going
Committee Goals

Save the dates
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Fiscal Year by the Numbers

Advancement

Total Current Year Use, Endowed/Capital Gifts, and New Pledges

_ FY13-14 FY14-15 | YTD FY13-14 | YTD FY14-15| YTD FY15-16

Current Year Use $2,008,250 $2,200,594 $1,181,862 $1,003,187  $1,507,522

Endowed $832,764 $673,446 $286,774 $551,561 $323,452
Capital $553,181 $561,815 $391,641 $494,110 $56,240
Real Estate $222,500 SO SO SO SO
Planned Gifts $752,500 $1,282,000  $102,500  $863,000  $4,840,000
Total 54,369,195 $4,717,855 $1,962,777 $2,911,858 $6,727,214
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Fiscal Year by the Numbers

Advancement

Grand Total All Gifts and Pledges
| FY13-14 FY14-15 | YTDFY13-14 | YTD FY14-15 | YTD FY15-16

Current Year Use $1,204,454 $1,470,371 $839,924 $883,191 $995,837
Restricted-Pending $0.00 $36,487 $95,095 $12,600 $12,461
Endowed/Capital Gifts $1,089,236 $1,135,185 $596,794 $871,138 $302,137
Real Estate $222,500 S0 S0 S0 S0
New Pledges $1,853,005 $2,075,812 $430,964 $1,144,929 $5,416,779

Subtotal =  $4,369,195 $4,717,855 $1,962,777 $2,911,858 $6,727,214
Gifts in Kind $105,257 $200,775 $19,226 $124,165 $71,524
Realized Bequests $73,616 $201,074 $26,551 $41,073 $21,000

Subtotal = $178,873 $401,849 $45,777 $165,238 $92,524
Grand Total $4,548,068 $5,119,704 $2,008,554 $3,077,096 $6,819,738
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Annual Giving

Goal:
Increase participation rate by 25%
Educate student body on the importance of philanthropy

e Direct Mail:

— Calendar year end mailing
November 13 - entire data base
December 17 - last year and previous donors

— Calendar year end emails
Multiple emails up to December 31

« Giving Tuesday: December 1, 2015

* Phone program

— Focused calls

Renewals to increase participation
Non donor calls education call

« SoRad
— Donor Appreciation Day: Nov
— Residence Hall information session
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Annual Highlights / third quarter

Radford Connect

Outreach

Educating Student Body: SoRad
Partnerships

Radford Connect

— By the numbers:
Over 500 new updates

Outreach

SoRad

— “l am Here” Campaign
— March Madness
Partnerships

— College based
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Major Giving

Key metrics
Lunch and Learns
Significant Gifts / Accomplishments

«  Working with Alumni Relations on Lunch and Learns - September thru November

— Number of attendees:
Northern Virginia
Richmond
Roanoke

« Virginia Beach

* Key Metrics
— Development team increase proposals
« Significant Gifts
— Mary Morton Parsons Foundation - CSAT challenge grant
— Athletics - baseball significant gift resulting from Homecoming event: totaling
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Major Gifts for third quarter

Goal:
Increase private support and funding by 10%

* Key metrics:
* Number of personal visits:
* Proposals:

— Development Officers outlined number of proposal to be completed between
January thru March

* Annual support:
— Development Officers review non-renewed annual gifts
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Alumni Relations

Outreach - Alumni Event Types
Admissions &

Student Outreach
9%

Regional
21%

RU Athletics
13%

Homecoming
21%
Career
6%
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Alumni Relations

Alumni Social Media Growth

8000

7000

6000

5000

FY 13
4000 HFY 14
FY 15
M FY 16 (as of 1/10/16)

3000

2000

1000

0
Instagram Twitter Linkedin Facebook
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Alumni Relations Highlights/ third quarter

Goal: Revitalize the Alumni Association

« LLC submitted to Radford University Foundation Board
Additional Staffing

RADFORD
UNIVERSITY
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Where we are going

Goals:
Begin to provide the foundation /strategic plans for future campaign

Demographical information
Structure
Key next steps
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By the numbers

Alumni statistics as of December 2015

- Total  Percent
Number of Living Alumni 72,416

male L 2398 33%
Female g3 67%
Alumnilivingin VA 50616 69.9%
Alumnilivingoutside of VA 21,630 29.9%
Alumni living internationally 170 2%
College of Business and Economics 12,519 17%
College of Education and Human Development 16,680 23%
Waldron College of Health and Human Services 5,019 7%
College of Humanities and Behavioral Sciences 19,095 27%
College of Science and Technology 5,860 8%
College of Visual and Performing Arts 4931 7%
College of Graduate and Professional Studies 6,666 9%
Undesignated College 1646 2%
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By the numbers

Number of Living Alumni by Region in Virginia

Roanoke Metro Valley Region Northern Virginia Metro Northern Virginia Region
Alumni: 6.719 Alumni: 4.568 Alumni: 9.306 Alumni: 1,561

Richmond Metro

Alumni: 5,687
| ‘Q 9 e Peninsula
- ‘* ’ Qﬁ iy Alumni: 1,523
_ Q e B
B /TA | Tidewater Region

Alumni: 3,273

Southwest Virginia Central Virginia South Central

Alumni: 12,668 Alumni: 4,495 Alumni: 816
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By the numbers

Number of Living Alumni in Virginia - by Region and College

Region COBE CEHD CHHS CHBS CSAT CVPA  GRAD UND Total
Central VA 663 1,218 403 1,057 324 264 496 70 4,495
Northern VA 282 405 81 450 137 105 59 42 1,561
Northern VA Metro 2,297 1,795 311 3,129 763 622 191 198 9,306
Peninsula 243 405 85 425 119 114 67 65 1,523
Richmond 1,225 1,301 346 1,603 435 431 225 121 5,687
Roanoke Metro 1,157 1,606 825 1,470 356 320 900 85 6,719
South Central 95 234 73 235 64 51 44 20 816
Southwest 1,590 3,207 1,001 3,056 1,097 683 1,769 265 12,668
Tidewater 630 807 171 959 270 230 111 95 3,273
Valley 699 1,287 314 1,259 403 281 231 94 4,568

Total 8,881 12,265 3,610 13,643 3,968 3,101 4,093 1,055 50,616
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Where we are going

Structure
Key next steps

« Staffing

— Vacant positions and current searches
Gift processor
* Alumni Relations Regional
Development Annual support

* Key next steps
— LLC
— Alumni Association Board meeting

RADFORD UNIVERSITY







Alumni Relations
Student Engagement
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Save the Date:

Radford Society
President’s Circle
Society of 1910

Donor Recognition
Garden Event:

April 21, 2016
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Questions
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University Relations
Update

RADFORD
UNIVERSITY
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Branding & Marketing Progress Report

* Fall/Winter Campaign Activity Summary
* Spring Advertising Campaign

* Upcoming Spring Projects
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Fall/Winter Campaign Activity
Summary
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Fall/Winter Campaign Activity Summary

Key Dates

September

October

November

December

lanuary

February

Radford Admissions Tour

Undergrad Open Houses

Undergrad Application Deadlines

Transfer Application Deadlines

Undergrad Acceptance Deadline
Print

Out Of Home
Radio
Streaming Radio
v
Online Video
Digital

Paid Search

Office of University Relations
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Fall/Winter Advertising Impression Summary

Media Impression Volume .
° Table represents a” med|a

Digital Display 28,350,832 impressions in market from Sept
Out of Home 26,670,764 ’15 through Feb ’16
TV 17,921,159 * Campaign delivered 33% more
Radio 5,134,028 impressions than original goal of
Print 3,256,818 64.7M
Online Video 3,022,723 * Additional media _
- - impressions were placed in
Streaming Radio 1,538,716 January on Digital Display,
Paid Search 572,210 Out of Home, Radio, Print, &
Total 86,467,250 Streaming Radio
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Accelerated January Campaign Strategy

* A portion of the remaining Spring budget was allocated toward an
accelerated advertising campaign that would help drive applications in
Richmond and select Maryland markets ahead of Feb 1 deadline

e Tactics included:
— Full page ad in Richmond Magazine’s “Best Colleges/Universities” issue
— Digital billboard locations on key highways in the Richmond metro
— 4-week schedule of :30 radio ads in Richmond targeting parents & influencers
— Online video and streaming radio impressions geo-targeted to Richmond market

— Digital display impressions on a network of local news sites in Richmond and
feeder MD markets

 Campaign resulted in 12.6 million impressions targeted to the Richmond
market and 2.9 million impressions in three key Maryland markets
(Montgomery, Howard, Washington counties) during the month of January
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Accelerated January Campaign Results

Website Sessions 21,063 55,342 +163%
Organic Search Traffic 7,793 30,829 +296%
Direct Traffic 9,017 16,946 +88%
Referral Traffic 4,158 6,760 +63%

* As aresult of the accelerated marketing initiative, website traffic originating from the Richmond
market was elevated during the month of January

* Organic search traffic — which measures the amount of users visiting the Radford site from a

search engine — had the largest increase in January, and is typically used to measure the efficacy
of traditional media’s presence in market (out of home, print, radio, TV)

* 81% of all traffic to the Undergraduate landing page was from Richmond, Washington DC and
Baltimore markets
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Fall/Winter Advertising Delivery

Impression Volume by Month
60

20 _— A\ P

Sept Oct Nov Dec Jan Feb

Millions

o

* The greatest volume of advertising impressions were scheduled during the
November and January months

* The campaign strategy was set up to generate awareness of Radford during the key
fall months when students are researching schools, and reinforce brand
recognition during the month of January when students are ready to apply
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Site Traffic Performance

Site Traffic to Radford Admissions by Month

@ Sessions

100,000

50,000

October 2015 MNovember 2015 December 2015 January 2016 Febru...

* Traffic to the Radford Admissions section of the website experienced a spike
during the months of November and January
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Advertising’s Impact on Site Traffic

Advertising Impressions vs. Website Sessions

100
% 80 /\
[72)
3 40 . \ / <
0
Sept Oct Nov Dec Jan Feb
—|mpressions (000) 450 13923 40858 825 29009 1401
—\Website Sessions 15049 40617 73562 19184 96323 31436

* Pattern of web traffic to the Radford Admissions pages mirrors the pattern of
monthly advertising impression volume in the market

Office of University Relations

RADFORD UNIVERSITY






YoY Site Traffic Performance

YoY Site Traffic to Radford Admissions by Month

Sep 1, 2015 - Feb 29, 2016: @ Sessions
Sep 1, 2014 - Feb 28, 2015: @ Sessions
120,000

+

\

October 2015 Movember 2015 December 2015 January 2016 Febru...

* Overall, there was a 72% YoY increase in Admissions pages traffic during Sept-Feb

* Radford Admissions pages experienced a 90% YoY increase in website sessions in
November and a 128% YoY increase in sessions in January

* Lift in web traffic can be attributable to advertising in market, as traffic numbers
returned to baseline during periods when advertising was not in market (Sept, Dec)
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Advertising’s Impact on Applications -
New Freshmen

New Freshmen Advertising vs. Applications (Cumulative)
8000

6000 e ————
4000
2000
0
Sep Oct Nov Dec Jan Feb
——Impressions (0000) 45 1215 4793 4867 7273 7346
-s—Applications (Fall 2016) 296 1290 3913 4597 6608 7063
Applications (Fall 2015) 191 909 2969 4358 6150 7217

* During the months when advertising presence was heaviest in the market, there were noticeable

increases in the rate of applications during the admissions cycle and compared to Fall 2015

* Fall 2015 application trends did not show these corresponding increases during the same months

Office of University Relations
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Advertising’s Impact on Applications - Transfer

Transfer Advertising vs. Applications (Cumulative)

1000
800 —
600
400 -
200 .
0 4=
Sep Oct Nov Dec Jan Feb
——Impressions (0000) 0 174 391 392 467 496
-s-Applications (Fall 2016) 45 101 187 272 609 883
Applications (Fall 2015) 20 47 103 162 462 767

* The rate of transfer applications spiked starting in January, demonstrating a similar pattern to Fall 2015
* Total Transfer applications are up 15.1% YoY through March 15t 2016
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Radford Application Data - Freshmen/Transfer

New Freshmen/Transfer Applications Data
9000

7000
6000 o Fall

5000 2015
4000

== Fall
3000 / 2016
2000

1000 —

0

Sep Oct Nov Dec Jan Feb
* New Freshmen & Transfer applications are at a 0.5% YoY decrease through
March 15t 2016
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Advertising’s Impact on Applications -
Freshmen/Transfer

Freshmen/Transfer Advertising vs. Applications (Cumulative)

10000

6000

4000

2000 =

0
Sep Oct Nov Dec Jan Feb
——Impressions (0000) 45 1389 5186 5260 7740 7842
-a-Applications 341 1391 4100 4869 7217 7946

* New Freshman & Transfer applications experienced increases during the
November and January months when advertising impressions were heaviest in
the market
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Advertising’s Impact on Applications -

Multicultural
Multicultural Advertising vs. Applications (Cumulative)
1000
800 —o
600 ﬂ —
400 "
200 ———
0 & :
Sep Oct Nov Dec Jan Feb
——Impressions (0000) 0 48 337 345 766 804
-=-Applications(Fall 2016) 18 78 304 381 630 699
Applications (Fall 2015) 5 50 215 374 564 706

*  During the months when Multicultural advertising presence was heaviest in the market, there was a

noticeable increased rate of applications
* Fall 2015 application trends did not show these corresponding increases during the same months
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Advertising’s Impact on Applications

Advertising vs. Freshmen Applications (Cumulative)

10000
8000 //‘7;
6000 A—/_‘/
4000
0 p—
Sep Oct Nov Dec Jan Feb
——Impressions (0000) 45 1437 5523 5606 8507 8647
-=-Applications (Fall 2016)| 359 1469 4404 5250 7847 8645
Applications (Fall 2015) 216 1006 3287 4894 7176 8690

* Overall application rates, including new freshman, transfer and multicultural, experienced high
points during the November and January months, which reflects the pattern of advertising output in
the market during corresponding times
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Advertising Spend vs. Applications

Overall Advertising Spend vs. Applications (Cumulative)
10000

8000 "

6000

/././ —
4000 "
0

Sep Oct Nov Dec Jan Feb
——Spend (00) 121 898 3283 3300 5143 5348
-=-Applications 359 1469 4404 5250 7847 8645

* Application rates reflect a correlative pattern of advertising spend in the market
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Advertising’s Impact on Enrollment Funnel

e Additional analytics data pulled from Sept 1 — Feb 29:
— Website traffic to the Admissions pages is up 73% YoY (302,743 in FY16 vs. 174,629 in FY15)

— Admissions section traffic is up YoY in the Washington DC (+94%), Richmond (+89%), Norfolk
(+66%) and Roanoke (+63%) markets

— Organic Search traffic is up 41% YoY (937,914 in FY16 vs. 667,124 in FY15), a sign that
traditional media such as TV, radio and out of home is making an impact in the market

— Radford’s digital advertising campaign has driven 29,188 visits to the Undergraduate landing
page, 10,141 visits to the Multicultural landing page and 4,557 visits to the Transfer landing

page

— Unique visitor traffic to the undergraduate applications pages is up 81% YoY (127,266 in FY16
vs. 70,261 in FY15)

— There have been 40,515 clicks to the external Freshman application page and 6,698 clicks to
the external Transfer application page
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Summary of Advertising’s Impact

 Radford saw its highest year-over-year website traffic
increases during the two months when advertising spend was
heaviest in the market (Nov. 2015 & Jan. 2016)

* Total applications were at its highest levels during these same
two months

* Website traffic from key areas of Radford’s marketing focus
(Washington DC, Richmond, Norfolk, Roanoke) are
significantly up year-over-year
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Spring Advertising Campaign
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Spring Campaignh Preview

Key Dates

March

April

May

June

Radford Admissions Tour
Undergrad Open Houses
Undergrad Application Deadlines
Transfer Application Deadlines
Undergrad Acceptance Deadline

Print
Streaming Radio
Online Video
Digital

Paid Search

Media Impression Volume

Digital Display 11,447,350

Online Video 1,159,420
Print 511,980
Streaming Radio 508,676
Paid Search 279,695

Total 13,907,120

* The Spring campaign strategy is to reinforce preference during the “yield” months
of March/April, drive transfer applications ahead of the June 1 deadline and build

awareness for the next generation of applicants (rising seniors)

Office of University Relations
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April 2016 Hemispheres Magazine
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Spring 2016 Print Ads
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Spring 2016 Undergraduate Digital Banners
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Spring 2016 Transfer Digital Banners
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Upcoming Spring Projects
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MBA Marketing Strategy

* Goal: Increase awareness and drive inquires for fall enrollment

* Audience: Working professionals, Radford students, Radford alumni, and graduates of
feeder schools

 Timing: May 1 through July 15 application deadline

* Geography: Key markets of opportunity including Northern Virginia (Washington DC
market), Richmond and Norfolk, as well as regions defined by feeder schools

 Media strategy and tactics: Build awareness and drive interest through advertising
targeted to geographies and audience interest including: digital banner advertising, paid
social media advertising and paid search (Search Engine Marketing)

* Cultivate interest and capture leads through an updated landing page
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MBA Marketing Plan

May June

July

Digital Display

Paid Search

Social Media

* Digital Display will be used to deliver online banner ads to prospective MBA students using audience
targeting in Northern Virginia (Washington DC market), Richmond and Norfolk markets, as well as radial

targeting around key feeder colleges

* Paid Search (Search Engine Marketing) will position Radford’s MBA message in front of prospects actively

searching for MBA related keywords on Google

* Social Media marketing will deliver Radford’s MBA message to an audience of relevant prospects using
Facebook’s audience targeting and allow for further engagement and action through the social network

Office of University Relations
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College of Business and Economics Branding &
Marketing

* Goal: Drive interest and enrollment in Radford undergraduate business education

* Audience: Prospective students and their parents; current Radford students

* Strategy: Position COBE as providing an exciting, hands-on education that develops
the competencies that will take students wherever they want to go in life, and
support any career path they choose. Make business education relevant and
inspiring to the Millennial generation.

e Tactics: Target a paid social media campaign to prospective students and parents in
high potential geographies; promote COBE enrollment events for highly selective
students; develop collateral to tell the COBE story to prospective students, parents
and current students
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TV Production (April)

“Reason Anthem” :30 TV Spot RS ATET 0
demonstrating the quality, value | S eI
and impact of the Radford
education; featuring Radford
students, faculty and the campus

THE REASON IS COMMITMENT
THE REASON RELATIONSHIPS
THE REASON IS TEAMWORK

VOICEOVER: (STUDENTS)

BETH: THE REASON IS RADFORD.

| N JOSH:  WITH PROFESSORS WHO CARE
ABOUT OUR SUCCESS.

LUKE: AND GREAT INTERNSHIPS!
JEN: AND OVER 100 UNDERGRADUATE
JUAN: AND GRADUATE DEGREE PROGRAMS,

CRYSTAL: YOU'LL FIND YOUR OWN
(SHOTS OF LOTS OF FACES)

RADFORD REASON FOR RADFORD.
UNIVERSITY

The Reason is Radford

LOGO: THE REASON IS RADFORD
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Strategic Planning for FY2016-17: May/June

Conduct a comprehensive 2015-16 marketing program and data analysis
— Identify key conclusions to inform next year’s plan

* Combine with enrollment data analysis and joint planning to coordinate
and optimize efforts

* |dentify key opportunities for 2016-17

— Geographies, timing, enrollment event support, media mix and incorporation of
television

— Coordination of marketing with enrollment communications
— Opportunities to capitalize on increased awareness and web traffic

* Develop comprehensive, integrated marketing and media plan
— Analyze results and refine as year progresses
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Media Relations - Coverage & Promotion

 Naming & Dedication of Kyle Hall * Regional Science Fair

e School of Nursing graduates excel e US Dept. of Education recognition of RU &
on nursing licensing exams Pell Grants

e Backpack Program * Joggin’ for Your Noggin: 5k to raise

e SGA visits DC for Advocacy Day funds/awareness for brain injury
and college affordability * National Cyber Security competition

 WDBJ 7 tour of Center for the Sciences * McGlothlin awards
* Emergency Management class simulated ¢ Military Resource Center hosting mobile
HAZMAT scenario DAV
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Web Strategy & Communications Project Support

* Homepage banner image updates * Moved Institutional Research
including new ambient video website into CMS
* Quick Links function updates on homepage * Established Commencement 2016
* Added Title IX Reporting footer to university website
website * Updated Alaska research trip
* Redesigned Office of Diversity and Equity website
website, increased functionality * Updated RARE website
e Commenced redesign and upgrade * Updated marketing landing pages
of RU Mobile with IT * Updated residence halls webpages
* College of Graduate Studies and Research (new photos of each residence hall)
homepage rotating banners  Commenced initial design for new

online Radford magazine website
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University Relations Recognitions & Awards

February 2016 CASE District Ill awards
* Grand Award for Annual Fund Publication - Selu 25th Anniversary Solicitation Booklet
* Award of Excellence for Magazine Il - The Magazine of Radford University
* Special Merit Award for Magazine/Tabloid Improvement Il - The Magazine of Radford University

31st Annual Educational Advertising Awards sponsored by Higher Education Marketing Report
* Gold Award in Poster category for the RU Reads Poster Campaign

* Gold Award in Direct Mail category the MFA Poster Campaign__
* February 2016 ADDY awards at the 2015-16 Western Virginia American Advertising Awards

e Silver ADDY for Donor Booklet
* Silver ADDY for the Radford MFA Poster Campaign.
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Conclusion
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Advancement Overview

Fiscal Year Update
Development accomplishments
Strategic Initiatives
Committee Goals

Save the dates
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Fiscal Year by the Numbers

Advancement

_ FY13-14 FY14-15 | YTDFY13-14 | YTD FY14-15 | YTD FY15-16

Current Year Use $2,008,250 $2,200,594 $1,607,463 $1,880,013 $2,182,582
Endowed $832,764 $673,446 $634,032 $592,128 $490,079
Capital $553,181 $561,815 $440,249 $513,462 $64,000
Real Estate $222,500 S0 $222,500 SO S0
Planned Gifts $752,500  $1,282,000 $502,500  $863,000  $4,840,000
Loans SO SO SO SO $15,120
Total $4,369,195 $4,717,855 $3,406,744 $3,848,603 $7,591,781
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Fiscal Year by the Numbers

Advancement
| P34 | FY1415 | YTDFYI3-14 | YIDFY14-15 | VID FYIS-16
Current Year Use $1,204,454 51,470,371 $1,076,998 $1,168,899 $1,219,344
Restricted-Pending $0.00 $36,487 $25 $19,550 $9,641
Endowed/Capital
Gifts $1,089,236 $1,135,185 $859,780 $999,448 $496,106
Real Estate $222,500 SO $222,500 SO SO
New Pledges $1,853,005 $2,075,812 $1,247,441 $1,660,706 $5,866,690
Subtotal = $4,369,195 $4,717,855 $3,406,744  $3,848,603 $7,591,781
Gifts in Kind $105,257 $200,775 $104,224 $139,921 $183,099
Realized Bequests $73,616 $201,074 $48,116 $41,073 $21,000
Subtotal = $178,873 $401,849 $152,340 $180,994 $204,099
Grand Total $4,548,068 $5,119,704 $3,559,084 $4,029,597 $7,795,880
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Development:

Goal:
Increase participation rate by 25%
Educate student body on the importance of philanthropy

e Direct Mail:
— Partnership with Royall and Company

» Fall mailings (3) and emails
— September first mailing - thank you
— November
— December calendar year end push
» Fiscal Year end mailing and emails
— Late May (15-20) schedule drop date
* Non Royall Spring Mailing
— College based focused

* Phone program

— Focused calls
* Renewals to increase participation
* Non donor calls education call
* Thank you calls
e Admission calls -
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Development:

Goal:
Educate student body on the importance of philanthropy

o Student Engagement

L)
— Senior Class Giving RADFOR
400 new donors UNIVERSITY

* Qver $5,000 raised L B

 Renewal plan for new graduates

— Focused stewardship RADFORD

« Email personalized thank you UNIVERSITY
»  Follow up email engagement activities NESIiCENESRN L |
VERSILEY JINIVF
' : - DFORD
ol o> IRlﬁwrm
| 7% DFORD : 3 G

IVERSITY
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DEVELOPMENT

Fiscal Year 2014 Gifts and Pledges by Interest Area

Interest Area Total Amount
Academics $1,422,656
Athletics $561,355
Facilities $322,904
Other Purposes $125,279
Scholarship/Student Support $1,936,468
Radford Fund $179,406
FY14 Total Gifts & Pledges $4,548,067

Radford Fund
4%

Academics
31%

W Academics
M Athletics

Scholarship/St = Facilities

udent Support
43%

B Other Purposes
m Scholarship/Student Support
m Radford Fund

Athletics
12%

Facilities

Other Purposes
B 7%

3%
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DEVELOPMENT

Fiscal Year 2014 Gifts and Pledges by Constituency

Constituency Total Amount
Alumni $1,909,444
Parents $117,851
Faculty/Staff $89,411
Friends $730,222
Foundations and Corporations $1,660,767
Other Organizations $36,222
Students $4,150
FY14 Total Gifts & Pledges $4,548,067

Other Organizations Students

1% 0%
B Alumni
M Parents
Foundations and M Faculty/Staff
Corporations .
M Friends

36%
B Foundations and Corporations

m Other Organizations
m Students

Parents
3%

Friends Faculty/Staff
16% 2%
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Development

Fiscal year 2014 gifts of $25,000 or more breakdown:

e Eleven alumni donors, for a total of $1,304,490; none were new donors

* Thirteen corporation/foundation donors, for a total of $1,360,641; two were
new donors, for a total of $222,000

e Six friend donors, for a total of $465,651; two were new donors, for a total of
$71,100
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Development

Fiscal year 2015 Gifts and Pledges by Interest Area

Interest Area Total Amount
Academics $1,001,684
Athletics $449,493
Facilities $192,782
Other Purposes $956,322
Scholarship/Student Support $2,296,025
Radford Fund $223,397
FY15 Total Gifts & Pledges $5,119,703
m Academics
Academics = Athletics
Radford Fund 19% " Facilities
4% m Other Purposes
® Scholarship/Student Support
’ Radford Fund
Athletics
4 =
Scholarship/Student \ Facilities
Support 4%
45%

Other Purposes
19%
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Development

Fiscal Year 2015 Gifts and Pledges by Constituency

Constituency Total Amount
Alumni $1,056,350
Parents $168,107
Faculty/Staff $156,890
Friends $1,869,344
Foundations and Corporations $1,832,142
Other Organizations $32,523
Students $4,348
FY15 Grand Total Gifts & Pledges $5,119,703
Students

Other Organizations

1% Alumn|

21%
m Alumni

Parents ® Parents

3% ® Faculty/Staff

I 0%
<\ Faculty/Staff " Friends
3% ® Foundations and Corporations
m Other Organizations
m Students
Friends
36%

Foundations and
Corporations
36%
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Development

Fiscal year 2015 gifts of $25,000 or more breakdown:

e Ten alumni donors, for a total of $557,702; none were new donors

« Twelve corporation/foundation donors, for a total of $1,470,725; one
was a new donor, for a total of $135,000

 Fifteen friend donors, for a total of $1,705,227; two were new donors,
for a total of $115,100

 Three faculty/staff donors, for a total of $175,000; none were new
donors
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Development
Fiscal year 2016 Gifts and Pledges by Interest Area - through March

Interest Area Total Amount
Academics $1,605,160
Athletics $629,211
Facilities $31,174
Other Purposes $4,098,034
Scholarship/Student Support $1,267,266
Radford Fund $165,035
FY16 Total Gifts & Pledges $7,795,879
Radford Fund
Scholarship/Student 2% Academics

Sulpspzzrt 21% m Academics
m Athletics
Athletics m Facilities
8%
m Other Purposes
\ T
Facilities ® Scholarship/Student Support

0%
Other Purposes Radford Fund

53%
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Development

Fiscal Year 2016 Gifts and Pledges by Constituency - through March

Constituency
Alumni
Parents
Faculty/Staff
Friends
Foundations and Corporations
Other Organizations
Students
FY16 Grand Total Gifts & Pledges

Other Organizations
1%

Foundations and /

Corporations

N

— Students
0%

y  ——— Alumni
20%

/\ Parents

1%

Friends

5% Faculty/Staff

52%

Total Amount

$1,550,201
$123,431
$4,074,421
$364,642
$1,623,271
$53,731
$6,183
$7,795,879

m Alumni

® Parents

® Faculty/Staff

® Friends

® Foundations and Corporations
m Other Organizations

m Students
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Development

Fiscal year 2016 gifts of $25,000 or more breakdown to date:

 Twelve alumni donors, for a total of $1,030,072; one new donor, for a
total of $25,000

« Ten corporation/foundation donors, for a total of $1,332,325; four new
donors, for a total of $156,575

 Four friend donors, for a total of $113,584; none were new donors

e One faculty/staff donor, who is also a new donor, for a total of
$4,000,000
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By the numbers

Number of Living Alumni by Region in Virginia

Roanoke Metro
Alumni: 6,719

Valley Region
Alumni: 4,568

\

Northern Virginia Metro
Alumni: 9.306

L

Northern Virginia Region
Alumni: 1,561

Southwest Virginia
Alumni: 12,668

7
Central Virginia
Alumni: 4,495

South Central
Alumni: 816

Richmond Metro
Alumni: 5,687

Peninsula

I Alumni: 1,523

Tidewater Region
Alumni: 3,273

Office for University Advancement
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By the numbers

Number of Living Alumni in Virginia - by Region and College

663 1,218 403 1,057 324 264 496
282 405 81 450 137 105 59

~
o

4,495
1,561

I
N

2,297 1,795 311 3,129 763 622 191 198 9,306

243 405 85 425 119 114 67 65 1,523
1,225 1,301 346 1,603 435 431 225 121 5,687
1,157 1,606 825 1,470 356 320 900 85 6,719

95 234 73 235 64 51 44 20 816

1,590 3,207 1,001 3,056 1,097 683 1,769 265 12,668
630 807 171 959 270 230 111 95 3,273
699 1,287 314 1,259 403 281 231 94 4,568

8,881 12,265 3,610 13,643 3,968 3,101 4,093 1,055 50,616
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Alumni Relations B e

:lolunte b

Regional

Activity Highlights 2 o

« Radford Alumni and Sigma Phi Epsilon Day of Service

* Volunteer Leadership Reception partnership with RU Foundation
« Admission Reception alumni volunteers

e Radford University Baseball vs. Tech, Calfee Park

BT
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Alumni Relations

Goal: Revitalize the Alumni Association

« LLC to be completed and approved by Radford University Foundation, May 4
o LLC will reinstate the Radford University Alumni Association
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Selected Upcoming Events

Radford Athletic Club Golf Tournament
(New River Valley/Draper)
June 3, 2016

Baja Sunset Social
(Virginia Beach/Sandbridge)
June 3, 2016

NOVA Alumni and Friends Golf Tournament
June 9, 2016

Presidential Regional Tour
(NOVA, Richmond, VA Beach, Roanoke, NRV)
July/August

Radford University Day at the Nationals
August 6, 2016
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Questions
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