
 

 
RADFORD UNIVERSITY BOARD OF VISITORS 

ADVANCEMENT/ALUMNI RELATIONS & COMMUNICATIONS/MARKETING 
COMMITTEE 

PRESIDENT’S CONFERENCE ROOM – MARTIN HALL 
RADFORD, VIRGINIA 

10:30 A.M. 
SEPTEMBER 17, 2015 

DRAFT 
MINUTES 

 
   

COMMITTEE MEMBERS PRESENT 
 
Dr. Kevin R. Dye, Chair 
Ms. Callie M. Dalton, Vice Chair 
Ms. Mary Ann Hovis 
Mr. Mark Lawrence 
Ms. Georgia Anne Snyder-Falkinham  
 
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 
 
Mr. Mike Melis, Assistant Attorney General, Commonwealth of Virginia 
 
Ms. Niki Shepherd, Secretary to the Committee 
 
CALL TO ORDER 
 
Dr. Kevin R. Dye, Chair, formally called the meeting to order at 10:20 a.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 
 
Dr. Dye asked for a motion to approve the September 17, 2015 meeting agenda, as published.   
Mr. Mark Lawrence so moved and Ms. Mary Ann Hovis seconded the motion and the motion 
carried unanimously.  
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APPROVAL OF MINUTES 
 
Dr. Dye asked for a motion to approve the minutes of the May 7, 2015 meeting of the 
Advancement/Alumni Relations & Communications/Marketing Committee, as published.   Ms. 
Callie M. Dalton so moved and Ms. Georgia Anne Snyder-Falkinham 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 branding and marketing campaign which included a review of the 
University’s 2015 spring advertising and an overview of the 2015 fall advertising campaign.  He 
noted that substantial advertising has been completed including ads placed on buses and trains, 
billboards, digital/search engine, print and radio ads and that for academic year 2015-2016 
advertising plans include direct advertising in support of Admission’s multi-cultural enrollment 
goals.   Mr. Carpenter also briefed the Committee on the progress of implementing and 
integrating the updated University brand identity on campus, including campus signage, graphic 
standards, and ongoing updates of undergraduate and graduate enrollment marketing materials.   
A copy of Mr. Carpenter’s report is attached hereto as Attachment A and is 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 
fundraising for fiscal year 2014-2015 and noted a total of $5,119,704 was raised in gifts and 
pledges for the year ended on June 30, 2015.   Ms. Wohlstein also provided staffing updates in 
University Advancement and announced that department is now fully staffed.  She also apprised 
the Committee of upcoming alumni relations regional outreach events and Alumni/Advancement 
events through October 2015.  A copy of Ms. Wohlstein’s report is attached hereto as 
Attachment B and is made a part hereof. 

The Committee also heard an oral presentation from Ms. Wendy Lowe, Director of 
Advancement Services, Ms. Sandra Bond, Director of Alumni Relations Operations, Ms. Ann 
Brown, Director of Advancement Communication and Mr. Travis Byrd, Application Support 
Specialist, on the Raiser’s Edge/NetCommunity software application and how it is used in the 
advancement and alumni relations areas. 
 
Dr. Dye thanked Ms. Wohlstein for her report, and thanked Ms. Lowe, Ms. Bond, Ms. Brown 
and Mr. Byrd for their presentation. 

 

http://www.radford.edu/content/bov/home/meetings/minutes.html
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ACTION ITEM 

Approval of Committee Goals 
Dr. Dye stated that the Committee needed to formally approve the Committee goals for the 2015-
2016 academic year, and asked for a motion to approve the Advancement/Alumni Relations & 
Communications/Marketing Committee 2015-2016 Goals as follows:   
 

In connection with University Relations: 
 
(1) develop communications and marketing activities in support of Enrollment’s 
Multicultural Outreach initiative, primarily to Hispanic prospective students,  
 
(2) publish three editions of The Magazine of Radford University,  
 
(3) in coordination with IT Web Communications Strategy, complete redesign of the 
University’s website consistent with the branding and marketing initiative,  
 
(4) continue brand implementation and integration, and conduct an aggressive marketing 
campaign aligned with Enrollment objectives, 
 
(5) provide internal and external communications products and assistance in support of 
the presidential search and transition, including the Presidential Search Committee and 
the transition process 

 
In connection with University Advancement/Alumni Relations: 
 
(1) achieve 100% Board of Visitors participation in giving to Radford University,  
 
(2) increase private support and funding by at least 10% from the previous fiscal year,  
 
(3) increase number of alumni annual participation (alumni  who gave) by 25%, 
 
(4) educate student body on participating in philanthropy,  
 
(5) revitalize the Alumni Association including updating old by-laws, and elect officers 
representing all Radford University demographics (this includes colleges, graduation 
years and regions), and  
 
(6) begin to provide the foundation and strategic plans for quiet phase and planning for 
future campaign.  

 
Ms. Hovis so moved, and Ms. Georgia Anne Snyder-Falkinham seconded.  A copy of the 
resolution is attached hereto as Attachment C and is made a part hereof 
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ADJOURNMENT 
 
With no further business to come before the Committee, Dr. Dye, Chair, adjourned the meeting 
at 11:52 a.m. 

 
 
Respectfully submitted, 
 
 
Niki Shepherd 
Secretary to the Board of Visitors  
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Update Topics 
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• Spring Advertising Recap 


• 2015-2016 Academic Year Advertising Plan 


• Creative, Brand Integration & Website Progress 







Spring 2015 Advertising Recap 
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Spring Advertising Recap 
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• Overall, Radford’s spring media campaign delivered more than 28 million 
impressions to prospective students, parents, alumni and influencers in the 
Southwest Virginia, Tidewater & Northern Virginia/Washington DC markets 


• The campaign included an integrated mix of outdoor, digital, print & radio ads 


Media Markets Impressions % 


Outdoor Roanoke/SW Virginia, NoVa, Tidewater 15,470,284 55% 


Digital Roanoke/SW Virginia, NoVa, Tidewater 9,442,181 33% 


Print Statewide, Roanoke/SW Virginia, NoVa, Tidewater 3,228,468 11% 


Radio Roanoke 159,000 1% 


Total 28,299,933 100% 
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Spring Advertising Flowchart 
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Key Marketing Program Performance Metrics 
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• Marketing Goal: Highest priority is to support undergraduate enrollment 


• Marketing Measures: Digital responses to the brand advertising 


• Web/Landing Page Visits – indicator of interest generated by program 


• Web/Landing Page Visit Rate – indicator of quality of visits 


• Web Inquiries – actions generated by program 


• Time spent on site – indicator of engagement 


• Bounce rate – indicator of low engagement 







Spring Online Campaign Performance 


• From January through June 2015, the Transfer landing page received 4,263 visits 


– This is a 298% increase from the same time frame in 2014 


• The Undergraduate Admissions landing page received 8,817 visits from January through June 2015 


– A year over year comparison is not available because the landing page was under construction 
during this time in 2014, however 8,817 visits is strong based on Fuseideas’ Higher Education 
experience  


• Visit Rate, an indicator of the quality of visits to the landing pages as a result from banner ads, is 
well above the 60% industry benchmark for both Undergraduate (81%) and Transfer (103%); a visit 
rate over 100% indicates that users came back multiple times as a result of the banner  


• The new web site is being developed to provide more opportunities for measurement 


– Web Inquiries, Time Spent on Site and Bounce Rate will be tracked and monitored once the 
new web design goes to market  
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2015-2016 Academic Year 


 Advertising Plan 
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2015-2016 Advertising Strategy 
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• Support Radford University’s overall branding efforts while 
continuing to drive undergraduate enrollment in admissions’ 
key areas of opportunity and growth 


– Build awareness and recognition to prospective undergraduate 
students (high school seniors & juniors), prospective transfer 
students (community college students), parents and 
influencers 


– Engage student interest and generate inquiries 


– Convert interest into applications (Fall) and acceptances in 
enrollment (Spring) 







Multicultural Outreach Initiative Strategy 
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• 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 


– Support Admissions’ Hispanic enrollment goal of 1% increase year over year 
(160 students) 







Integrated Advertising Strategy 


• Radford University’s fall campaign encompasses a 
comprehensive multi-media approach throughout the 
enrollment “funnel” 


– Print: lends credibility to a local and loyal audience 
through content-relevant placements 


– Out of Home: extends a brand’s reach and visibility to a 
broader audience in key markets 


– TV/Video: builds a brand’s image and reputation by 
conveying its message in a memorable and emotional way 


– Radio: amplifies the reach and frequency of an advertiser’s 
message to a loyal and captive audience 


– Digital Display: allows for a highly targetable and 
measurable way of driving consumers from consideration 
to engagement 


– Search Engine Marketing/Re-Marketing: drives qualified 
traffic to the website by targeting those already expressing 
interest in the brand or relevant information 


Office of University Relations 
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Fall/Spring Media Sequencing  


• Sequence media to support key enrollment periods throughout the year 


– Consider undergraduate open house dates, undergraduate and transfer application deadlines 
and Radford Admission’s travel schedule as important milestones in scheduling ad buys  


– Fall: Build interest and intent with high school seniors and potential transfer students 


– Spring: Influence conversion with accepted high school seniors and transfer students; begin to 
cultivate awareness and preference with high school juniors 


Office of University Relations 
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Fall/Spring Advertising Plan 
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Fall/Spring Advertising Goal: 90,000,000 impressions across all markets and media channels 







Creative,  


 Brand Integration & Website Progress 
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Brand Integration: Why 
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• Prior to Radford University’s re-branding initiative, our marketing lacked a 
cohesive look, feel and voice 


• Consistency of identity and message was one of the key goals of the branding 
initiative 


• In our marketing research, low awareness and lack of clear identity were 
identified as Radford University’s greatest challenges and opportunities 


• Integration helps amplify our institution’s “voice,” building awareness and 
identity with greater efficiency and effectiveness 


 







Brand Integration: How 
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• The University conducted audits and updates to Admission support materials, 
including the travel brochure, and Undergraduate & Graduate collateral 


• Radford University’s new brand identity has begun integration into campus 
signage (banners, signs, digital), University bookstore/merchandise, Alumni 
Relations CRM templates, PowerPoint templates, letterhead, business cards and 
website (interim)  


• University representatives were trained to reinforce key messages 


– Quest Assistant Briefings 


– Brand Ambassador Training 


• The brand identity and messages have been systematically organized in a brand 
and visual identity guide 







New Advertising Units 
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• Additional advertising units are in continuous development to support advertising purchases  
• Ads continue to highlight success through the “voice” of Radford University’s students, alumni 


and faculty 







 Before Brand Integration  
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• Radford University’s branding collateral reflected incongruent messages/themes and visual 
identity 







Brand Integration 
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• Through an ongoing process, campus signage and advertising/marketing collateral are 
being aligned  to reflect a consistent and complementary message and unified visual 
identity  







Brand Integration 
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Brand Integration 
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Website Redesign – Priority  
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• The website is the most important marketing tool for prospective 
students and parents 


– Second only to campus visit in guiding enrollment decisions 


• The website is the gateway to Radford University and the hub for all 
marketing efforts 


• The website provides opportunities to generate actions that support 
Radford University’s strategic business objectives in enrollment and 
giving 







Website Redesign – Goals & Objectives 
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• Integrate Radford’s brand; tell the Radford University story effectively 


• Drive user actions –  i.e. learn more, visit, apply, give 


• Engage visitors with prominent news, events and social media links 


• Increase visibility of academic departments – a key to prospective 
student interest and application decisions  


• Streamline user experience through consistent design in all templates 


• Offer fully mobile/responsive design to engage prospects on all 
platforms (desktop, tablet, phone, etc.) 







Website – “Before” 
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• The Radford University website did 
not emphasize “transactions”  


 
• Applying, touring, and giving were 


not prominent to users  
 
• Academic department and majors 


information was siloed into the site  







Website Redesign 
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• Prominent brand integration into 
new design 


 
• Streamlined user experience 
 
• Transactional elements highly visible 


to support enrollment and University 
Advancement 







Next Steps 
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• Complete development and rollout of website redesign 


 


• Develop content strategy and produce content for website  


 


• Track effectiveness of fall advertising campaign through new website and additional 
landing pages; correlate campaign performance data with Admissions inquiries, 
applications and enrollment data  


 


• Adjust timing and placement of advertising efforts based on campaign data 


 


• Develop and/or redesign additional marketing and advertising collateral/materials to 
support undergraduate enrollment goals 
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Year End Update


Accomplishments for Fiscal Year FY 14-15


• Exceeded FY 15 dollar goal:  Raised $5,119,704 in gifts and pledges
• Advancement fully staffed (last new hire started September 10)
• Reorganization of Office of University Advancement 
• Successful Regional Alumni Events throughout the Commonwealth
• Conversion from Banner system to Raiser’s Edge / NetCommunity


Office of University Advancement







Fiscal Year by the Numbers


Advancement


Office of University Advancement


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


FY12-13 FY13-14 FY14-15


Current Year Use $1,408,592 $2,008,250 $2,200,594


Endowed $861,148 $832,764 $673,446


Capital $1,017,161 $553,181 $561,815


Real Estate $54,000 $222,500 $0


Planned Gifts $336,000 $752,500 $1,282,000


Total $3,676,901 $4,369,195 $4,717,855







Fiscal Year by the Numbers


Advancement


Office of University Advancement


Grand Total All Gifts and Pledges


FY12-13 FY13-14 FY14-15


Current Year Use $1,098,915 $1,204,454 $1,470,371


Holding $0 $0 $36,487


Endowed/Capital Gifts $1,488,556 $1,089,236 $1,135,185


Real Estate $54,000 $222,500 $0


New Pledges $1,035,430 $1,853,005 $2,075,812
Subtotal = $3,676,901 $4,369,195 $4,717,855


Gifts in Kind $250,145 $105,257 $200,775


Realized Bequests $242,301 $73,616 $201,074
Subtotal = $492,446 $178,873 $401,849


Grand Total $4,169,347 $4,548,068 $5,119,704







Where we are going


Fiscal Year 15-16 Committee Goals


• 100% Giving from Board of Visitors
• Increase private support and funding by 10%
• Increase participation rate by 25%
• Revitalize the Alumni Association
• Educate study body on the importance of philanthropy 
• Begin to provide the foundation and strategic plans for quiet / planning for future 


campaign







First Quarter 


Alumni Relations Regional Outreach 


• Launch of NetCommunity/Radford Connection
• Radford at the Washington Nationals – Over 500 tickets sold
• Legacy Lunches
• Festivals – Add Brand Awareness


– Watermelon (Richmond)
– BaconFest (Roanoke)
– Neptune (upcoming  September 26 /Virginia Beach)
– Highlander (upcoming September 26 / Radford)


• Athletic support
– UVA (Soccer)
– Georgetown (Soccer)


• Lunch and Learns 
• Charity Challenge (Richmond)
• Affinity Reunions







First Quarter


Annual and Major Gifts


• Working with Alumni Relations on Lunch and Learns
– Northern Virginia
– Richmond
– Roanoke
– Virginia Beach


• Raiser’s Edge Dashboards
– Personalized Goals per each development officer


• Fall Annual Giving Mailings
• Significant Gifts 


– IT Consortium – to date $70,000
– College of Education – Anonymous plus Faculty and Staff support for Donna 


Dunn Endowment
– Athletics – over $125,000 various areas







Upcoming Activities


Alumni Relations  / Advancement


• Radford Foundation Board Social – Northern Virginia: October 1
• Partners in Excellence Luncheon: October 15
• HOMECOMING:  October 16-18
• Business and Government Leaders (Northern Virginia/Sprint:  November 5) 
• Affinity Reunions
• Special Regional Focus Groups


Office of Advancement







Office of Advancement


Presentation regarding Raiser’s 
Edge/Net Community







Questions
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Attachment  “C” 


 


Resolution to Adopt the 2015-2016 Goals for the Advancement/Alumni Relations and 
Communications/Marketing Committee 


 


WHEREAS, at the Board of Visitors Retreat held in July 2015, each standing committee of the 
Board of Visitors discussed committee goals; and now 


THEREFORE BE IT RESOLVED that the 2015-2016 Goals of the Advancement/Alumni 
Relations and Communications/Marketing Committee shall be as follows: 


In connection with University Relations: 


(1) develop communications and marketing activities in support of Enrollment’s 
Multicultural Outreach initiative, primarily to Hispanic prospective students,  


(2) publish three editions of The Magazine of Radford University,  


(3) in coordination with IT Web Communications Strategy, complete redesign of the 
University’s website consistent with the branding and marketing initiative,  


(4) continue brand implementation and integration, and conduct an aggressive marketing 
campaign aligned with Enrollment objectives, 


(5) provide internal and external communications products and assistance in support of 
the presidential search and transition, including the Presidential Search Committee and 
the transition process 


In connection with University Advancement/Alumni Relations: 


(1) achieve 100% Board of Visitors participation in giving to Radford University,  


(2) increase private support and funding by at least 10% from the previous fiscal year,  


(3) increase number of alumni annual participation (members who gave) by 25%, 


(4) educate student body on participating in philanthropy,  


(5) revitalize the Alumni Association including updating old by-laws, and elect officers 
representing all Radford University demographics (this includes colleges, graduation 
years and regions), and  


(6) begin to provide the foundation and strategic plans for quiet phase and planning for 
future campaign. 





