RUI

RADFORD
UNIVERSITY

RADFORD UNIVERSITY BOARD OF VISITORS
ADVANCEMENT/ALUMNI RELATIONS & COMMUNICATIONS/MARKETING
COMMITTEE MEETING
ONE JAMES CENTER
901 E. CARY STREET
2D FLOOR CONFERENCE ROOM -2G
RICHMOND, VIRGINIA
9:00 A.M.
FEBRUARY 3, 2015
APPROVED
MINUTES

COMMITTEE MEMBERS PRESENT

Ms. Callie M. Dalton, Vice Chair
Dr. Kevin R. Dye, Vice Rector
Dr. Andrew B. Fogarty

Mr. Randolph “Randy” J. Marcus
Mr. Michael A. Wray, Rector

COMMITTEE MEMBERS ABSENT

Alethea “A.J.” Robinson, Chair

BOARD MEMBERS PRESENT

Mr. Anthony R. Bedell

Ms. Mary W. Campbell

Mr. Matthew B. Crisp

Dr. Susan Whealler Johnston

Ms. Ruby W. Rogers

Dr. Javaid Siddiqi

Ms. Georgia Anne Snyder-Falkinham

Mr. Christopher Wade

Dr. Jerry M. Kopf, faculty representative (non-voting, advisory member)
Mr. Colby Bender, student representative (non-voting, advisory member)

OTHERS PRESENT

President Penelope W. Kyle
Mr. Richard Alvarez, Vice President for Finance and Administration & Chief Financial Officer
Mr. Joe Carpenter, Vice President for University Relations & Chief Communications Officer


http://www.radford.edu/ruart/ruid/images/HiRes/RU-red.zip

Radford University

Board of Visitors

Advancement/Alumni Relations & Communications/Marketing Committee
February 3, 2015 Minutes

Dr. Sam Minner, Provost & Vice President for Academic Affairs
Ms. Melissa Wohlstein, Vice President for Advancement
Radford University faculty and staff

Mr. Ronald Forehand, Senior Assistant Attorney General, Commonwealth of Virginia
Mr. Mike Melis, Assistant Attorney General, Commonwealth of Virginia

Dr. James Burke, Performance Management Group
Ms. Linda Pierce, Performance Management Group

Michele N. Schumacher, Secretary for the Board of Visitors

CALL TO ORDER

Dr. Kevin R. Dye, Acting Chair and Vice Rector, formally called the meeting to order at 9:00
a.m. in the 2" Floor Conference Room — 2G, at One James Center, 901 E. Cary Street,
Richmond, Virginia.

APPROVAL OF AGENDA

Dr. Dye asked for a motion to approve the February 3, 2015, meeting agenda, as published. Dr.
Andrew B. Fogarty so moved and Ms. Callie M. Dalton seconded the motion and the motion
carried unanimously.

APPROVAL OF MINUTES

Dr. Dye asked for a motion to approve the minutes of the November 20, 2014 meeting of the
Advancement/Alumni Relations & Communications/Marketing Committee, as published. Dr.
Fogarty so moved and Ms. Dalton seconded the motion and the motion carried unanimously.

UNIVERSITY RELATIONS REPORT

Mr. Joe Carpenter, Vice President for University Relations and Chief Communications Officer,
informed the Committee that the branding and marketing consultants, Mr. Dennis Franczak,
CEO —Fuseideas, Mr. J.R. Hipple, Partner- the Albright Group, and Mr. Patrick Murphy,
President — Pan Atlantic SMS Group would present an integrated branding and marketing
presentation. Mr. Murphy began the presentation and reviewed the results of the independent
quantitative analysis of prospective students and parents that was conducted. This presentation
was followed by a briefing from Messrs. Franczak and Hipple in which they reviewed with the
Committee the conclusions reached from the comprehensive qualitative focus groups that
included students, faculty, staff, parents and alumni. Messrs. Franczak and Hipple also reviewed
the creative products, graphic identity and media production and placement strategy for the new

2



Radford University

Board of Visitors

Advancement/Alumni Relations & Communications/Marketing Committee
February 3, 2015 Minutes

branding and marketing campaign. A copy of their report is attached hereto as Attachment A
and made a part hereof.

Mr. Carpenter then provided the Committee with an update on University Relations’ project
support, including Advancement/Alumni Relations and general Radford University publicity
products. He also noted that recent purchased advertising included the Washington Capitals and
the Washington Wizards annual yearbooks. A copy of Mr. Carpenter’s report is attached hereto
as Attachment B and made a part hereof.

Dr. Dye thanked Mr. Carpenter for his report.

UNIVERSITY ADVANCEMENT REPORT

Ms. Melissa Wohlstein, Vice President for University Advancement, updated the Committee on
fiscal year 2014-2015 fundraising to date; current staffing searches; and upcoming alumni
relations events through April 2015. A copy of Ms. Wohlstein’s report is attached hereto as
Attachment C and is made a part hereof.

Dr. Dye thanked Ms. Wohlstein for her report.

ADJOURNMENT

With no further business to come before the Committee, Dr. Dye, Chair, adjourned the meeting
11:30 a. m.

Respectfully submitted,

Michele N. Schumacher
Secretary to the Board of Visitors
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RESEARCH, CREATIVE & MEDIA
February 3, 2015





AGENDA

*Brand Initiative Progress

eDiscovery Findings

e Student and Parent Survey Findings
*Brand Strengths,”Gap” and Strategy
*Brand Creative

* Media Strategy and Next Steps

| FUSEIDEAS|






RADFORD BRAND INITIATIVE

@ Research

Learn Radford Perceptions  Set Overall Express the Communicate,
Set Goals Test Messages Direction Radford Connect and
Develop Messages |dentity Measure
and Story
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DISCOVERY AUDIENCES

Radford Leadership Faculty and Staff
*President eFaculty Groups by College (6)
eBoard of Visitors Retreat *Open Faculty and Staff Forums (2)
o\ice Presidents ()
eDeans (/) Students and Parents
e[Faculty Senate Executive Committee ¢(6) SGA President & (2) VPs
oull Faculty Senate *[ncoming Students (2 Groups)
*Parents of Incoming Students (2 Groups)
Stakeholder Leaders and Teams *|ncoming Freshmen (2)
eUniversity Relations & Communications *Returning Sophomores
Leadership and Groups *Returning Juniors and Seniors
*\Neb Leadership
*Alumni and Advancement Leadership and Alumni
Group e Alumni Groups (4)

*Enrollment Leadership and Group
eStudent Lite Group

*Student Activities Groups
eAthletics Leadership






STUDENT & PARENT SURVEY AUDIENCES
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DISCOVERY FINDINGS:
CAMPUS AND PARENTS

Qualitative Research:

Interviews and Focus Groups






MORE OPPORTUNITIES

There is universal agreement that Radford'’s
supportive culture - faculty, students & staft
committed to student success - provides

students with more opportunities than they
imagined before enrolling.

“What would [ tell others applying here? There are people
at Radford who will challenge and support you.”

“| feel very prepared for grad school. Faculty care. They put
effort into their students and focus on us as undergrads.”

FUSEIDEAS






THE NEW RADFORD

Radford’s reputation problems are driven in

large part by a lack of understanding and

direct experience with the university - its
students, campus and alumni.

" was frightened about the party school image.
Then | got here. It was like heaven. A very welcoming
atmospnere. | joined 10 clubs and organizations.”

FUSEIDEAS






BRAND ENTHUSIASM

All stakeholders—who have a shared
understanding of what Radford stands for—
want to see and hear a unified message

communicated broadly to external audiences.

“| want Radford to stand out. It's a school of

opportunities. i

FUSEIDEAS






CHALLENGES

*| ow awareness, lack of clear identity

| ingering party school, second-choice image

e Shadow of Virginia Tech






RADFORD IS POISED FOR THIS

* Recent, impressive campus academic ano
physical enhancements

* Emerging campus pride, sense of distinctive
value

* “Missionary zeal”- strong campus enthusiasm for
Radtord mission and values

e Fager for systematic brand program and

messages






DISCOVERY FINDINGS: ALUMNI

Qualitative Research:

Focus Groups






SUCCESS IN LIFE

1. Alumni believe that their success in life is largely due to
their experiences at Radford, including:

Leadership opportunities unavailable at other larger universities

Interpersonal skills developed from relationships with diverse
student body

Many connections after graduation with an inclusive and down-to-
earth alumni group

"The enclosed campus layout throws us all in together, and forced us to
learn how to deal with all types of people.”

"It is an amazingly tight alumni group from Richmond to DC to the Beach.”

FUSEIDEAS






SELF-CONFIDENCE

2. Nearly all participants felt that they were
underachievers in high school, and Radford gave

them the place, space and guidance to bloom into

self confident adults who have gone on to achieve
life success.

"Radford prepared me for whatever litfe throws at me.”

"The supportive environment with genuine students who

aren’t pretentious like other schools, gave me
confidence.”

FUSEIDEAS






THE WORKPLACE

3. Alumni believe that Radford graduates
succeed due to their humility, willingness to work
hard and lack of entitlement, which distinguishes
them from graduates from many other
institutions.

"We are scrappy, not privileged and don’t act it.”

"We need to let people know that Radford stands
for amazing opportunities during and after college.”

FUSEIDEAS






"Radford is a place where you can

pecome who you want to pe.”






STUDENT AND PARENT
SURVEY FINDINGS

Quantitative Research:

Internet and Phone Surveys






RADFORD BRAND
STRENGTHS,"GAP" AND
STRATEQGY






THE RADFORD “BRAND GAP”

Perceptions

 Not known

e Party school

e Second choice

e Good faculty

* Attractive campus

* \Welcoming, warm and

Inviting campus






THE RADFORD “BRAND GAP”

Perceptions Reality
e Not known e Commitment to
* Party school students
* Second choice ® Successtul alumni who
* Good faculty value their experience
e Attractive campus * Diverse learning and
* \Welcoming, warm and leadership

INviting campus opportunities

* Academic programs
that prepare students
for success

* Dedicated, quality
faculty

e Attractive campus/
learning facilities

* \Welcoming campus

FUSEIDEAS






THE RADFORD “BRAND GAP”
Perceptions Brand Gap Reality

e Not known * People have notseen ® Commitment to
* Party school or experienced the students
e Second choice new Radfora e Successtul alumni who
* Good faculty * Perceptions linger value their experience
e Attractive campus without new * Diverse learning ana
e \Welcoming, warm ana information and image leadership

INviting campus opportunities

* Academic programs
that prepare students
for success

e Dedicated, quality
faculty

e Attractive campus/
learning facilities

* \Welcoming campus






THE RADFORD “BRAND GAP”

Perceptions = Bridging the Reality
e Not known Brand Gap ¢ Commitment to

e Party school students

* Build on existing e Successful alumni who

value their experience

e Second choice
e Good faculty
e Attractive campus

strengths

* Enhance image with
tested, compelling
messages

e Build awareness
through a strategic

e Diverse learning ana
* \Welcoming, warm ana leadership

opportunities
* Academic programs

INviting campus

that prepare students
for success
* Dedicated, quality

media program
* Promote the brand

“Iinside and out” faculty

e Attractive campus/
learning facilities

* |ntegrate everything

* \Welcoming campus

FUSEIDEAS






BRAND POSITIONING

Radford University is where students
discover their potential, and open
possibilities for success beyond what
they thought possible.






VIVID DESCRIPTION

Radford gives students the place, space
and guidance to “bloom” into self
confident adults who have gone on to
achieve life success.






BRAND CREATIVE






BRAND CREATIVE RATIONALE

e Radford should be celebrated as an institution that plays a
vital role in transforming students’ lives.

* [t's a place where students benefit from mentors who help
them find their strengths, passions and career paths.

e Radford is the reason many students and alumni discover
their potential and achieve success.

* This concept provides the entire Radford community a

well-deserved “rallying cry.”






Stephan Q. Cassaday
CEO Cassaday & Co
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There’s a reason students can achieve more at Radford than they ever thought possible. They're taught RADFORD
and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,

more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS ITY






Geena Simpson ‘1€

There’s a reason students can achieve more at Radford than they ever thought possible. They’'re taught RADFORD
! and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,

| more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS l TY
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Professor Je ar Jones

There’s a reason students can achieve more at Radford than they ever thought possible. They’re taught RADFORD
and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,

more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS l TY
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There’s a reason students can achieve more at Radford than they ever thought possible. They're taught RADFORD
and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,

more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS I TY
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Kim Smith ‘17

There's a reason students can achieve more at Radford than they ever thought possible. They're taught RADFORD ' V 4

and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,
more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS ITY
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There’'s a reason students can achieve more at Radford than they ever thought possible. They're taught RADFORD
and mentored by professors who are dedicated to helping them reach their goals. Find more opportunities,

more learning experiences and more reasons why Radford might be right for you. Radford.edu/Loremipsum U N IVE RS | TY
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The Reason Is Radford.

VIDEO - THE REASON IS RADFORD

(SHOTS OF STUDENTS, ALUMS, FACULTY TALKING
DIRECTLY TO CAMERA)

RESEARCH INTERN: I'm going farther than | ever
thought possible. The reason is Radford.

CHILD ADVOCATE: I'm helping wipe out poverty.
The reason is Radford.

SCIENCE STUDENT: I'm building my resume and my
future. The reason is Radford.

(SHOTS OF THE CAMPUS, BUILDINGS, CLASSES)

ANNCR VO: There's a reason you'll achieve more than you
ever thought possible at Radford. You'll be taught and
mentored by professors who are dedicated to helping you
discover your strengths and reach your goals.

That’s just one reason Radford was named one of the Best
Colleges and Universities in the Southeast.

SUPER: PRINCETON REVIEW, 2008-2012, 2014

Discover your own reasons for Radford and see how much
you can achieve.

(SUPERS FADE UP ON COURES OF STUDY)

BUSINESS

NURSING/PHYSICAL THERAPY
EDUCATION/INTERIOR DESIGN
CRIMINAL JUSTICE/PERFORMING ARTS

Radford University.
LOGO WITH TAGLINE
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STRATEGIC OBJECTIVES

*Raise awareness, clarity and sharpen identity

e Concentrate identity on full Radford
University name

eEnhance academic stature

*Preserve classic feel, heritage






GRAPHIC IDENTITY CONCEPT

RADFORD
UNIVERSITY

RADFORD UNIVERSITY






GRAPHIC IDENTITY AND TAGLINE

RADFORD
UNIVERSITY

The Reason is Radford

RADFORD UNIVERSITY

The Reason is Radford






GRAPHIC IDENTITY & COLLEGE
EXAMPLE

RADFORD
UNIVERSITY

College of Science and
Technology

RADFORD UNIVERSITY

College of Science and Technology






GRAPHIC IDENTITY AND COLOR
BACKGROUND

RADFORD | RADFORD
UNIVERSITY f UNIVERSITY

RADFORD UNIVERSITY

RADFORD UNIVERSITY






MEDIA STRATEGY






SPRING 2015

e Drive increases in decisions and enrollment

e Lay a foundation of awareness to support Radford’s branding
effort

e Recommended media mix & rationale:

» Capitalize on digital media’s ability to target prospective students

e Use broadcast and streaming radio to increase awareness and preference
leading into application deadlines and open house dates

* Position outdoor media to elevate Radford’s visibility around key feeder
community colleges

e Use search engine marketing to drive website visits through intent-basea

search words






SPRING 2015 MEDIA PLAN

SPRING 2015

CREATIVE PRODUCTION 5P20 CREATIVE PRODUCTION FALL 2015 / SPRING 2016

Digital
Radio

Out of Home

Search Engine Marketing (SEM)






FALL 2015 / SPRING 2016

* Increase brand awareness by elevating Radford’s visibility
among prospective undergrad and transfer students

e Support Radford’s overall branding effort

* Drive increases in inquiries, applications and enrollment levels






FALL 2015/ SPRING 2016

e Recommended media mix & rationale:

e Capitalize on digital media’s ability to target prospective students

* Use broadcast and streaming radio to increase awareness and preference
leading into application deadlines and open house dates

* Use video media (online, TV, cable) to amplity Radford’s exposure among
prospective students and parents leading into fall & spring application
deadlines

* Position outdoor media to elevate Radford’s visibility around key teeder
community colleges in spring

* Expand outdoor activity market-wide to broaden presence in fall

e Use search engine marketing to drive website visits through intent-based
search words






FALL 2015 - SPRING 2016 MEDIA PLAN
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MEASURING SUCCESS

e Full analytics program to measure and enhance campaign
performance

e Media metrics - click through rates

* \Web metrics - develop landing page to directly measure site visits, inquires
and actions i.e. application downloads

* Enrollment metrics - year-over-year lift






NEXT STEPS

 Complete spring production
e Campus rollout

* Place spring media

e Commence planning for Fall 2015/Spring 2016 creative and media
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RU Integrated Branding &
University Relations Marketing Presentation

e Dennis Franczak
CEO, Fuseideas (Boston, MA)

*Chris Ritter
SVP/Chief Marketing Strategist, Fuseideas (Boston, MA)

J.R. Hipple
Partner, Albright Group Reputation Management (Richmond)

sPatrick Murphy
President, Pan Atlantic SMS Group (Portland, ME)

RADFORD UNIVERSITY





RU | Project Support &

University Relations PU.blicatiOnS Up date

Projects Completed or Final Production

End-of-CY Solicitation: FY13-14 Annual Donors

President’s Letter Report

Deans’ newsletters End-of-CY Solicitation:
Planned Giving

COBE/dean promotional Student Recreation &

mailer Wellness Center
promotional mailer

Winter/Spring 2015 Foundation FY14 Annual

magazine Report

MLK Week 2015 Title IX brochure

Promotional & Program

RADFORD UNIVERSITY





RUoﬁice of

University Relations Adve rtl Sing Up date

Purchases & Placements
Washington Wizards 2014-  Washington Capitals 2014-

15 yearbook 15 yearbook
Roanoke Times Roanoke Chamber of
Commerce

S Sierngacicr | WASHINGTON CAPITALS

2014-15 YEARBOD® y Path to: Tl'l.ﬁ- '-'-"5'1

RADFORD UNIVERSITY
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University Advancement

Office of Advancement
Update

Advancement/Alumni Relations &
Communications/Marketing Committee

February 3, 2015
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Office of Half Year Observations

University Advancement

Accomplishments

Quarterly Update

FY13-14 ¥YTD FY12-43* ¥TD FY13-14 ¥TD FY14-15
Current Year Use $1,408,592 $2,008,250 $830 365 $1,181,862 $1,003,187
Endowed $861,148 $832,764 $540,252 $286,774 $551,561
Capital $1,017,161 $553,181 $198,419 $391.641 $494,110
Real Estate §54,000 $222,500 $54,000 50 50
Planned Gifts $336,000 $752 500 $110,000 $102,500 $863,000
Total $3,676,901 $4,369,195 $1,851,036 $1,962,777 $2,911,858

“RU Athletics was ariginally established to provide student scholarship support and was counted as Endowment; fund is now used
for Athletic Current Use support; totals adjusted in FY 13 to refiect change; FY14 and FY 15 are comect

E Parent participation count was not a part of reporting at this time

“ Friend participation count was not a part of reparting at this time

RADFORD UNIVERSITY






Office of _
University Advancement Half Year Observations

Accomplishments

Quarterly Update

FY12-13* FY13-14 YTDFY12-13°  YTDFY13-14 YTD FY14-15

S ek Yes Use $1,008,915 $1,204,454 $716,723 $935,019 $895,791
Endowed/Capital Gifts $1,488,556 $1,089,236 $555 638 $506,794 $871,138
Real Estate $54 000 $222,500 $54,000 50 $0
New Pledges $1.035,430 $1,853,006 $524 675 §430,964 $1,144,929
Subtotal = 53,676,901 4,360,195 51,851,036 51962777 52,911,858

Gifts in Kind $250 145 5105257 §54 8904 $19,226 317,602
Realized Bequests $242,301 §73616 $220,150 $26,551 $41,073
Sublofal = 492 448 $178 873 3275054 845 777 $58,675

Grand Total $4,169,347 $4,548,068 $2,126,090 $2,008,554 $2,970,533

*RU Athletics was originally established to provide student scholarship support and was counted as Endowment; fund is now used
for Athletic Current Use support; totals adjusted in FY 13 to reflect change; FY 14 and FY15 are correct

" Parent paricipation count was not a part of reporting at this time

* Friend participation count was not a part of reporting at this time

RADFORD UNIVERSITY






I { u Office of

University Advancement Half Year Observations
Accomplishments

e Glving Tuesday
e Year End Annual Appeal

e Alumni Events

RADFORD UNIVERSITY





I l u Office of

University Advancement Areas of Strength

e Team

e Outreach
 Contacts
e Research

RADFORD UNIVERSITY





I { u Office of

University Advancement AreaS fOI' lmprOVGment

e Best Practices
e Training
e FOCuUS

RADFORD UNIVERSITY





I { u Office of

University Advancement

 Demographic analysis
e QOrganization

e Annual

e Major Gifts

e Alumni Relations

RADFORD UNIVERSITY





Office of h .
University Advancement Where are we g01Nng

How are we getting there

Division of University Advancement

SuccEssicn Plan
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I { u Office of

University Advancement Upcoming Alumni Relations
Activities / Events

2/3/2015 Highpoint, NC RU Men's Basketball at

Highpoint

2/7/2015 Campus: Women's Basketball Alumni
Reunion/Game

2/20/2015 Campus: Give your Heart to Art

2/21/2015 Campus: ASA Reunion

2/28/2015 NRV/Campus: Winter Celebration

RADFORD UNIVERSITY





I l u Office of

Ditvensity Atfancemant Alumni Relations Activities / Events Cont.

March/April
3/19/2015 NOVA/DC School of Nursing Alumni Event

3/21/2015 Campus: Phi Sigma Sigma Reunion-25th
Anniversary

3/21/2015 Campus: SGA Reunion-100™ Anniversary
3/28/2015 Campus: Fashion Fete
3/28/2015 Campus: Phi Sigma Kappa-39th Anniversary

4/9/2015 NOVA/DC area Government and Business
Leaders Meeting

RADFORD UNIVERSITY





Ru Office of Save the Date

University Advancement

Stewardship Celebration
April 11, 2015

RADFORD UNIVERSITY
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