
RADFORD UNIVERSITY BOARD OF VISITORS 
ADVANCEMENT/ALUMNI RELATIONS & COMMUNICATIONS/MARKETING 

COMMITTEE 
1:15 P.M. 

FEBRUARY 1, 2016 
PRESIDENT’S CONFERENCE ROOM 

THIRD FLOOR – MARTIN HALL 
RADFORD, VIRGINIA 

 
AGENDA 

• CALL TO ORDER Callie M. Dalton, Vice Chair 

• APPROVAL OF AGENDA Callie M. Dalton, Vice Chair 

• APPROVAL OF MINUTES Callie M. Dalton, Vice Chair 
November 12, 2015

• UNIVERSITY RELATIONS REPORT

o Branding and Marketing Update Joe Carpenter, Vice President 
for University Relations & Chief 
Communications Officer 

• UNIVERSITY ADVANCEMENT REPORT

o Quarterly Update Melissa Wohlstein, Vice President 
  for University Advancement 

o Half Year Observation Melissa Wohlstein, Vice President 
  for University Advancement 

o Student Engagement Crystal Hubbard, Assistant Director 
of Annual Giving 

o Alumni Relations Laura Turk, Executive Director 
for Alumni Relations 

• OTHER BUSINESS Callie M. Dalton, Vice Chair 

• ADJOURNMENT Callie M. Dalton, Vice 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. 
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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      

   
 





 


 
RADFORD UNIVERSITY BOARD OF VISITORS 


ADVANCEMENT/ALUMNI RELATIONS & COMMUNICATIONS/MARKETING 
COMMITTEE 


3:00 P.M. 
CHRISTOPHER NEWPORT ROOMS A & B 


THE BERKELEY HOTEL 
1200 E. CARY STREET 


RICHMOND, VIRGINIA 
DRAFT 


MINUTES 
 


   
COMMITTEE MEMBERS PRESENT 
 
Dr. Kevin R. Dye, Chair 
Ms. Mary Ann Hovis (left the meeting at 4:00 p.m.) 
Mr. Mark Lawrence 
Ms. Georgia Anne Snyder-Falkinham  
 
COMMITTEE MEMBERS ABSENT 
 
Callie M. Dalton, Vice 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 
 
CALL TO ORDER 
 
Dr. Kevin R. Dye, Chair, formally called the meeting to order at 3:40 p.m. in Christopher 
Newport Rooms A & B at the Berkeley Hotel, 1200 E. Cary Street, Richmond, Virginia and 
noted that pursuant to the draft Agenda as published “All start times for committees are 
approximate only.  Meetings may begin either before or after the listed approximate start time as 
committee members are ready to proceed.” 
 
APPROVAL OF AGENDA 
 
Dr. Dye asked for a motion to approve the November 12, 2015 meeting agenda, as published.   
Ms. Mary Ann Hovis so moved and Mr. Mark Lawrence seconded the agenda was unanimously 
approved.  
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APPROVAL OF MINUTES 
 
Dr. Dye asked for a motion to approve the minutes of the September 17, 2015 meeting of the 
Advancement/Alumni Relations & Communications/Marketing Committee, as published.   Mr. 
Mark Lawrence so moved and Ms. Georgia Anne Snyder-Falkinham seconded the motion and 
the minutes were unanimously.  A copy of the approved minutes can be found at 
http://www.radford.edu/content/bov/home/meetings/minutes.html.    
 
UNIVERSITY ADVANCEMENT REPORT 
 
Ms. Melissa Wohlstein, Vice President for University Advancement, updated the Committee on 
fundraising for fiscal year 2015-2016 and noted a total of $4,806,607 was raised in gifts and 
pledges for the quarter ended September 30, 2015.   Ms. Wohlstein also reviewed with the 
Committee the annual giving strategies that include a fall mailing appeal and calendar year-end 
appeals.  She also reported on the major gift strategies that have been developed for the major 
gift officers.   
 
Ms. Wohlstein then updated the Committee on the status of the Alumni Association, and 
informed the Committee of alumni activities that occurred during the fall 2015 and those event 
that will be held through year-end.  A copy of Ms. Wohlstein’s report is attached hereto as 
Attachment A and is made a part hereof. 


Dr. Dye thanked Ms. Wohlstein for her report. 


UNIVERSITY RELATIONS REPORT 
 
Mr. Joe Carpenter, Vice President for University Relations and Chief Communications Officer, 
presented an update on the branding and marketing campaign which included a review of the 
University’s 2015 fall advertising campaign, and the multi-cultural enrollment marketing.  He 
also reminded the Committee the objectives of the branding and marketing campaign which were 
to support enrollment, engage alumni, attract future high quality, dedicated faculty and staff and 
to build awareness and enhance the image of Radford University.  Mr. Carpenter also reported 
that an effort was made to synchronize the media coverage and placement for fall/winter 2015 to 
support admissions and enrollment.  Mr. Carpenter also reviewed the multi-cultural outreach 
initiative noting that the strategy is to build awareness and engage interest with prospective 
Hispanic students and their families.  He also informed the Committee of some staffing changes 
within University Relations. 
 
A copy of Mr. Carpenter’s report is attached hereto as Attachment B and is made a part hereof. 
 
Dr. Dye thanked Mr. Carpenter for his report. 
  



http://www.radford.edu/content/bov/home/meetings/minutes.html
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ADJOURNMENT 
 
With no further business to come before the Committee, Dr. Dye, Chair, adjourned the meeting 
at 5:00 p.m. 


 
 
Respectfully submitted, 
 
 
Michele N. Schumacher 
Secretary to the Board of Visitors  
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Update Topics



• First Quarter Report
• Annual Giving Program Strategies
• Major Giving Strategies
• Alumni Relations 



• Insert picture 
here



Office of Advancement











First Quarter Report



Office of Advancement



Total Current Year Use and 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 $420,306 $404,743 $418,233



Endowed $832,764 $673,446 $30,867 $104,344 $67,604



Capital $553,181 $561,815 $100,912 $132,895 $31,770



Real Estate $222,500 $0 $0 $0 $0



Planned Gifts $752,500 $1,282,000 $0 $463,000 $4,289,000



Total $4,369,195 $4,717,855 $552,085 $1,104,982 $4,806,607











First Quarter Report



Office of Advancement



Grand Total All Gifts and Pledges



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



Current Year Use $1,204,454 $1,470,371 $285,880 $395,582 $342,235



Restricted-Pending $0.00 $36,487 $10,000 $0 $2,550



Endowed/Capital Gifts $1,089,236 $1,135,185 $95,599 $190,213 $72,029



Real Estate $222,500 $0 $0 $0 $0



New Pledges $1,853,005 $2,075,812 $160,606 $519,187 $4,389,793



Subtotal = $4,369,195 $4,717,855 $552,085 $1,104,981 $4,806,607



Gifts in Kind $105,257 $200,775 $15,794 $5,559 $14,228



Realized Bequests $73,616 $201,074 $0 $22,172 $0



Subtotal = $178,873 $401,849 $15,794 $27,731 $14,228



Grand Total $4,548,068 $5,119,704 $567,879 $1,132,713 $4,820,835











Annual Giving Strategies



Fall Mailing Appeal



• October 1, 2015 drop date
• Approximately 6,000 letters 
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Annual Giving Strategies



Calendar Year-End appeals



Office of Advancement



• Previous Donors and Friends
• Non Donor Alumni
• Parents
• Entire Database
• Drop date: November 12, 2015











Annual Giving Strategies



Calendar Year-End 
• Second appeal
• Non renewed donors
• Drop date: December 17
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Major Gift Strategies



Matrix for Major Gift Officers



General Activities for Development



• 20 face-to-face personal visits
• Proposal / Solicitation goal
• Dollar goals



• Lunch and Learns
• College base involvement from Deans
• Fact sheets
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Alumni Relations



Alumni Association Update
Fall Activities
• Homecoming Highlights



– Volunteer Luncheon
– Baseball Recognition
– Women of Radford
– Alumni & Family Village 
– Golden Reunion 
– Alumni Open Meeting
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Alumni Relations
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Alumni Relations



Fall Events



Upcoming Events



• Lunch and Learns
• Foundation Alumni Gathering
• NoVa Business and Government Leaders
• Alumni Focus Groups 



• RU vs. Georgetown Game and Reception
• RU vs. VCU Game and Reception
• Annual Santa Brunch
• RU vs. VT Game and Reception
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Office of Advancement



Questions
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Marketing, Advertising and  



Media Relations Report 



to the Board of Visitors 



Office of University Relations 



 



October 30, 2015 



 











Brand progress report 



 
• Brand objectives, challenges and opportunities 



 



• Fall 2015 advertising 



 



• Multi-cultural enrollment marketing 



 



• Performance metrics 



 



• Report to Radford Alumni Volunteer Boards  
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Brand objectives 



• Support enrollment 



 



• Engage alumni, inspire their support 



 



• Attract future high quality, dedicated faculty and 



staff 



 



• Build awareness and image of Radford University 
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• Low awareness of Radford University, especially 



outside of region 



• Lack of clear image and identity 



• An opportunity to introduce the “new Radford” to 



key audiences 



 



Challenges and opportunities identified in 



prospective student and parent research 
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Unaided awareness: prospective students 
When you think of colleges and universities in the Virginia area, which come to mind? 
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Unaided awareness: prospective students by region 











Unaided awareness: parents 
When you think of colleges and universities in the Virginia area, which come to mind? 
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Unaided awareness: parents by region 
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Words to describe Radford: prospective students 
Overall, what words or phrases would you use to describe Radford University? [Unaided] 
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Words to describe Radford: parents 
Overall, what words or phrases would you use to describe Radford University? [Unaided] 
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Media Coverage and Placement – 



Fall/Winter 2015 
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Advertising progress overview 



• Delivered 13,656,860 impressions in Sept. and Oct. 



 



• Now have 10 advertising units featuring students, 



faculty and alumni; 5 new units developed 



 



• Generated 9,213 clicks through digital advertising 



 



• Developed and implemented Radford University’s 



first multi-cultural marketing initiative with 



Admissions 
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Fall/Winter 2016 Advertising Plan 



Office of University Relations 



Fall/Winter Advertising Goal: 64,000,000 impressions across all markets and media 
channels 
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National Print 
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Market Circulation 



National 100,000 



Regional 68,000 



Statewide 25,000 











National Print 
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Regional Print 
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Market Circulation 



Roanoke 350,000 



NoVa/DC 1,282,064 



Richmond 557,534 



Tidewater 288,000 











Regional Print 



Office of University Relations 



 



17 











Out of Home 
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Market Tactic Impressions 



NoVa/DC Bus/Rail 11,401,788 



Richmond Bus/Billboard 9,284,204 



Tidewater Billboards 3,419,952 











Out of Home 
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Radio 
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Market Reach Frequency Est. 



Impressions 



Roanoke 87.9% 6.2 1,095,475 



Richmond 81.1% 5.9 2,305,440 











TV – Planned for November  
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Market Reach Frequency Est. 



Impressions 



Roanoke 98.2% 9.0 7,396,346 



Tidewater 96.0% 9.1 5,932,373 



Richmond 88.1% 9.8 4,898,639 











Digital Media – Launched Oct. 5  
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Media Tactic Market Est. Impressions 



Digital Banners All 12,888,401 



Online Video All 2,318,783 



Streaming Radio NoVa 982,658 



Paid Search All TBD 











Digital Media 
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Synchronizing with enrollment events 



Office of University Relations 
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Synchronizing with enrollment – print ads 



Office of University Relations 
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Synchronizing with enrollment – print ads 
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Synchronizing with enrollment– Billboards 
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Synchronizing with enrollment – Radio 
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• Oct. 17 Open House Spot 



• Nov. 14 Open House Spot 











Synchronizing with enrollment – website 
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29 











Multicultural Outreach Initiative Strategy 



Office of University Relations 



 



Build brand awareness and engage 



interest with prospective Hispanic 



students and their families 



– Primary focus on Hispanic “influencers” audience  



– Target this specific audience while also taking advantage of 
Radford’s overall media campaign 



– Provide marketing support directed towards families 



– Goal is to increase Hispanic enrollment 1% year over year 
(160 students) 
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Multicultural Media 
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Media Market Est. Impressions 



Digital All 4,647,272 



Print NoVa/DC 380,000 



Radio NoVa/DC 388,000 



Streaming Radio All 409,090 











Multicultural outreach – print ads 
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Multicultural Media – print ads 
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Multicultural outreach – web banner ads 
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Multicultural outreach – radio 
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• Spots featuring Luis Portillo ‘10,  
Regional Assistant Senior Director  
of Admissions, Radford University 











Multicultural outreach – admissions collateral 
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Multicultural outreach – web landing page 
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Performance Metrics and 



Indicators 
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Fall online campaign performance 



From September through October 2015 



 



– Total of 4,013,129 digital banner impressions served 



– The new Undergraduate Admissions landing page received 
1,190 visits  



– Total of 3,367 visits to the Radford.edu/visit Admissions 
page 



– 13% increase in overall website traffic during same Sept-
Oct period YoY 
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Alumni Homecoming brand report on October 16 



• Reviewed brand research and 



development process, story/ad 



development and advertising 



strategy 



• Comments received: 



- Alumni have seen ads in 



market 



- Feedback was positive and 



reaffirming regarding research 



findings and conclusions and 



ongoing strategy 
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Media Coverage and Placement 



Office of University Relations 
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Media coverage & placement: July 1 – Oct. 26 



Major out-of-area outlets:  



 



• The Washington Post, Dr. Alan Forrest, Chair and Professor in 



Department of Counselor Education, expert in grief counseling; 



quoted as SME in VP Joe Biden’s decision not to run for president.  



• The Christian Science Monitor, Dr. Carter Turner, Department of 



Philosophy and Religious Studies; quoted as SME on Evangelical 



Christians views of potential presidential candidates.  



• The Atlanta Journal-Constitution, Dr. Carter Turner, Department 



of Philosophy and Religious Studies; quoted as SME on former 



president Jimmy Carter and other people coping with terminal 



illness.  



• Barron’s, Dr. Abhay Kausik, Professor of Finance in COBE; quoted 



as SME on active management of international small-cap stocks.  
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Media coverage & placement: July 1- Oct. 26 



Major out-of-area outlets (continued):  



 



• The Tampa Tribune, Dr. Tod Burke, Department of Criminal 



Justice; quoted as SME on police civilian review boards.  



• Virtual Strategy Magazine, announcement of Master of Science in 



Data Information and Management.  



• American City and County, Mr. Ron Jones, Senior Contract Officer 



in Procurement & Contracts at Radford University; quoted as SME 



on sustainable/green purchasing.  



• The Richmond Times, President Kyle; quoted as SME in article 



about challenges in higher education.  
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Major outlet SME pitches  



   



 



 



 



 



 



 



 



 



 



Area television: approximately 27 stories 



Regional print: approximately 70 stories. 
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 - Business Today 



 - US News & World Report 



 - The Weather Channel 



 - ESPN Magazine 



 - Inc. Magazine 



 - Fitbit.com 



 - Las Vegas Review Journal 



 
 



 
      - Wall Street Journal 



 - Live Science  



 - Forbes 



 - The New York Times 



 - Associated Press 



 - The Christian Science Monitor 



 - CNN 



 











1/19/16 


 


University Relations 


Update 


Office of University Relations 







Branding & Marketing Progress Report 


Office of University Relations 
2 


• Fall/Winter Campaign Activity Summary 


• Performance Metrics  


• Spring Campaign Preview   


• Crisis Communications Response  







Fall/Winter Advertising Campaign 


Summary 
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Fall/Winter Campaign Activity Summary  


Office of University Relations 
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Fall/Winter Advertising Impression Summary  


Office of University Relations 
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Media Impression Volume 


Out of Home 24,105,944 


TV 18,227,358 


Digital Display 12,888,401 


Radio 3,400,915 


Print 2,477,598 


Online Video 2,318,783 


Streaming Radio 982,658 


Paid Search 300,000 


Total 64,701,657 


Roanoke 
24% 


Richmond 
23% Tidewater 


22% 


NoVa 
21% 


Nat’l/Reg 
10% 


Impression Delivery by Market 







Print Advertising 
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• 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. 







Print Advertising 


Office of University Relations 
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Out of Home - Billboards 
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• A network of seven highway billboards in the Richmond and Tidewater 
(Norfolk/Hampton Roads) markets resulted in 7.5 million total impressions. 







Out of Home – Transit 


Office of University Relations 
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• 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. 







TV Advertising 
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• 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. 







Online Video Advertising 
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• 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. 


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







Online Video Screenshots 


Office of University Relations 
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Radio Advertising 


Office of University Relations 
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• 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 $50k, 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. 







Streaming Radio Advertising 
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• 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. 







Digital Display Advertising 
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• 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. 


*Example site list; not inclusive of all ad sites 







Fall/Winter Digital Display Screenshots 


Office of University Relations 
16 







Paid Search Advertising 


Office of University Relations 
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• Paid search ads have resulted in 14,366 clicks to the Radford.edu landing 
pages from 239,731 impressions to date. 







Multicultural Marketing – November 
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• 2,600,877 impressions 
served including mobile/ 
desktop/tablet display. 


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


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


 


 


 







Performance Metrics 
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Site Performance & Results 
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• 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% 







Undergraduate Application Data 
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New Freshmen 


Fall 2016


Fall 2015


Fall 2014


Fall 2013 TOTAL APPLICATIONS 


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 


• Applications are up 
5.9% from 2015. 


• Enrollment and 
marketing are closely 
coordinating efforts. 







Transfer Application Data 
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• As of Jan.1 applications 
are up 59%. 


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


TRANSFER APPLICATIONS 


Fall 2014 
Fall 


2015 
Fall 


2016 
1 Yr 


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 ---- ---- 
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Hispanic Student Application Data 
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• As of Jan. 1, applications 
are up 5% from 2015. 


• January advertising 
included multicultural 
outreach leading up to 
Feb. 1 deadline. 
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New Freshman 


Fall 2016


Fall 2015


Fall 2014


CUMULATIVE HISPANIC NF APPLICATIONS 


Fall 2014 
Fall 


2015 
Fall 


2016 
1 Yr 


Change 


October 1 7 5 18 260.0% 


November 1 56 45 76 68.9% 


December 1 215 205 295 43.9% 


January 1 336 361 379 5.0% 


February 1 543 535 ---- ---- 







Fall/Winter Accelerated Advertising 


Strategy 
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Accelerated Ad Campaign Strategy 


Office of University Relations 
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• 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. 







Accelerated Media Strategy 
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• 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. 


 


 


 


 







Winter/Spring Advertising 
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Ad Development & Winter/Spring Media Plan  
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• 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 


 


 


 


 







Brand Story Development – Radio  
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• Spots featuring Chris Henry,  
Web and Interactive Media 
Designer, Radford University 







Brand Story Development - Print 
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Brand Story Development – Print  
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Brand Story Development – Billboards  
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Brand Story Development – Digital  
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Spring Plan Preview  
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Integrated media plan including streaming radio, online video (:30 commercial),  
web banners and paid search (Google) leading up to key admissions deadlines.  







Crisis Communications - Overview  
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• 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. 


• Students from multiple 
institutions (20 RU passengers) 


• 19 RU students were transported 
to multiple Richmond hospitals. 


Photo Source: WTVR (CBS-6, Richmond) 







Crisis Communications – Response Strategy 


Office of University Relations 
36 


• 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 







Crisis Communications – Feedback 
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• 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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Fiscal Year by the Numbers


Advancement


Office for University 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 $0 $0 $0 $0


Planned Gifts $752,500 $1,282,000 $102,500 $863,000 $4,840,000


Total $4,369,195 $4,717,855 $1,962,777 $2,911,858 $6,727,214







Fiscal Year by the Numbers


Advancement


Office of University Advancement


Grand Total All Gifts and Pledges


FY13-14 FY14-15 YTD FY13-14 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 $0 $0 $0 $0


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







Annual Giving


Goal: 


Increase participation rate by 25%


Educate student body on the importance of philanthropy


• 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


– “I 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


Office for University  Advancement







Alumni Relations


Outreach – Alumni Event Types
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Alumni Relations


Alumni Social Media Growth
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Alumni Relations Highlights/ third quarter


Goal: Revitalize the Alumni Association


• LLC submitted to Radford University Foundation Board


• Additional Staffing
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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 


Office for University Advancement







By the numbers


Alumni statistics as of December 2015


Office for University Advancement


Total Percent


Number of Living Alumni 72,416


Male 23,985 33%


Female 48,431 67%


Alumni living in VA 50,616 69.9%


Alumni living outside 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 4,931 7%


College of Graduate and Professional Studies 6,666 9%


Undesignated College 1,646 2%







By the numbers


Number of Living Alumni by Region in Virginia
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Roanoke Metro


Alumni: 6,719


Valley Region


Alumni: 4,568


Northern Virginia Metro


Alumni: 9.306 
Northern Virginia Region


Alumni: 1,561


Richmond Metro


Alumni: 5,687


Peninsula


Alumni: 1,523 


Tidewater Region 


Alumni: 3,273
Central Virginia


Alumni: 4,495


South Central


Alumni: 816
Southwest Virginia


Alumni: 12,668







By the numbers
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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







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
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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





