
STANDARD CONTRACT
Contract Number: RU25014

This contract entered into this 21st day of August, 2025, by idfive LLC, located at 800 N. Charles St. Suite 
300M, Baltimore, Maryland, 21201, hereinafter called the “Contractor” and Commonwealth of Virginia, Radford 
University, called the “Purchasing Agency or Radford University”, located at 801 East Main Street, Radford, VA. 
24142.”

1. WITNESSETH that the Contractor and Radford University, in consideration of the mutual covenants, promises
and agreements contained, agree as follows:

2. SCOPE OF CONTRACT:  The Contractor shall provide Strategic Marketing and Media Placement to Radford
University as set forth in the Contract Documents.

3. TERM OF CONTRACT: From the effective date through August 31, 2026 with four (4) one-year renewal
options, or as mutually negotiated.

4. THE CONTRACT DOCUMENTS SHALL CONSIST OF:

A. This signed Radford University Standard Contract Document;
B. Radford University’ Request for Proposals (RFP) R25-004, dated April 4, 2025; Addendum 01, dated

April 28, 2025; Addendum 02, dated May 21, 2025.
C. All General, Special, and Additional Terms and Conditions as included in the Request for Proposal and

attached hereto.
D. Contractor’s Proposal dated June 4, 2025; and
E. Responses to Negotiation Questions received July 29, 2025

5. FINANCIAL CONSIDERATIONS:  The Contractor shall be paid by Radford University in accordance with
the contract documents.

A. Blended Hourly Rate of $180.00.
B. Media fees to be charged at a rate no greater than 6% of Media Investment.
C. Agency fees (e.g., copywriting, design, production, strategy, planning, account management, campaign

management, optimization, reporting, media fee) should not exceed 30% of Radford's
marketing/advertising budget, with 70% of that budget allocated to the actual media buy.

D. Agency fees should include an annual brand perception survey for internal and external stakeholder
groups, not to exceed $20,000 in cost.

E. Associated travel must be approved in advance and must follow state reimbursement guidelines located
in Virginia State Travel Regulations located in the Department of Accounts CAPP Manual.

6. INVOICES and PAYMENT: Invoices for goods or services provided under any contract resulting from this
solicitation should be submitted by email to acctspayable@radford.edu . Invoices shall be identified with the
assigned contract number. Invoices shall identify contract pricing for all good/services payment is being
requested. If submitting invoices by mail use the following address. Email is the preferred method of invoice
receipt.

RADFORD UNIVERSITY
ACCOUNTS PAYABLE
POST OFFICE BOX 6906
RADFORD, VA 24142-6906
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Payment will be made thirty days after receipt of proper invoice for the amount of payment due, or thirty days 
after receipt of goods / services, whichever is later, in accordance with the Commonwealth of Virginia Prompt 
Pay Act. 

7. SCOPE OF WORK TEMPLATE: Contractor agrees that the following template should be used for any
invoices to be submitted during the service of this contract. Radford University reserves the right to reject any
SOW submitted not using this template without prior written authorization.

This Scope of work (“SOW”) is entered into pursuant to the Contract by and between idfive LLC and Radford
University Contract No. RU25014 of which the terms and conditions are incorporated as part of this SOW.

This SOW defines and specifies the Services to be performed and/or Work Product to be delivered by idfive LLC,
as well as compensation to be paid for such Services and Work Product by Radford University, all in accordance
with the terms and conditions of the Contract

Note: A prepayment/down payment is not authorized.  Payments may, however, be tied to project
milestones associated with the scope of work.

1. Description of Services to be Provided

2. Assumptions

3. Fees

idfive LLC 

By: ________________________________________ 
      Signature 
      ________________________________________ 
       Name and Title 

       ______________________________________ 
       Date 

Radford University 

By: _______________________________________ 
      Signature 

       _______________________________________ 
       Name and Title 

       ___________________________________ 
       Date 

8. ORDER OF PRECEDENCE: This Standard Contract identifies terms as negotiated and as agreed by both
parties. In the event there is a conflict between the 1) Standard Contract, 2) General Terms and Conditions 3)
Special Terms and Conditions, 4) Request for Proposal (R25-004), 5) Contractor’s Proposal, and 6)
Clarification and Negotiation questions and responses, the Standard Contract shall prevail.
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IN WITNESS WHEREOF, the parties have caused this Contract to be duly executed intending to be bound thereby. 

idfive LLC RADFORD UNIVERSITY

Printed Name: Printed Name:

Title: Title: 

Signature: Signature:

Date: Date: 
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8/25/2025 | 11:54 AM EDT

Andres Zapata

Founder, Andres Zapata for idfive

Robert Hoover

8/28/2025 | 8:36 AM EDT

Vice President for Finance and Administration



REQUEST FOR PROPOSAL # R25-004 

STRATEGIC MARKETING AND MEDIA PLACEMENT

APRIL 4, 2025 

Note:  This public body does not discriminate against faith-based organizations in accordance with the Code of Virginia §2.2-
4343.1 or against an Offeror because of race, religion, color, sex, national origin, age, disability, or any other basis prohibited 
by state law relating to discrimination in employment.
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REQUEST FOR PROPOSAL (RFP) 
RFP # R25-004 

 
GENERAL INFORMATION FORM 

 
QUESTIONS/INQUIRIES:  All questions/inquiries for information regarding this solicitation should be directed to:  
 
Name: Austin Eads 
Phone: (540) 831-5634  
Email: ateads@radford.edu.   
 
Written questions to be submitted via email no later than: May 7, 2025, by 3:00 PM Eastern Standard Time (hereinafter EST)  
 
PROPOSAL DUE DATE AND TIME: Proposals will be received until June 4, 2025, up to and including 3:00 PM (EST).  Email 
and fax responses will not be accepted. 
 

In Person* Mail or Courier* Electronically through eVA 

Deliver proposal to: Mailing Address: Electronic Submissions: 
Radford University 
David E. Armstrong Complex 
501 Stockton Street 
Radford, VA 24142

Radford University 
Procurement and Contracts 
PO Box 6885 
Radford, VA 24142-6885 

A PDF of your proposal may be 
submitted through eVA’s Virginia 
Business Opportunities (VBO) site.  
See Attachment F for more details.

* Identify the envelope package as instructed in Attachment A – Terms and Conditions. 
 
BUSINESS HOURS:  Radford University’s Procurement and Contracts Department is open Monday through Friday from 8:00 AM to 
4:30 PM EST. 
 
LATE PROPOSAL RECEIPT:  
  

In-Person or Mail/Courier Delivery: 
To be considered for selection, proposals must be received by Radford University’s Procurement and Contracts Department by the 
due date and time identified in this solicitation document.  The official time used in documenting the receipt of In-Person and 
Mail/Couriered proposals is that time identified on the automatic time stamp machine located in the Procurement and Contracts 
Department in the David E. Armstrong building on the main campus of Radford University.  Proposals received after the date and 
time designated herein are automatically deemed non-responsive and will not be given consideration.  The University is not 
responsible for delays in delivery conducted by the U.S. Postal Service, private couriers, or the intra-university mail system.  It is the 
sole responsibility of the Offeror to ensure their proposal reaches the Procurement and Contracts Department at Radford University 
by the designated date and time.    

For Electronic Submission through eVA:  
To be considered for selection, proposals must be submitted through the eVA Electronic Submission process by the date and time 
identified herein. In order to submit an electronic proposal, the Vendor MUST BE properly registered with eVA. Registration may 
be accomplished through this site:  https://eva.virginia.gov/register-now.html.  It is strongly encouraged that registration be completed 
well in advance of the submission deadline to avoid any delays in the process.  Upon successful submission, the Contractor will 
receive confirmation of submission through eVA. Radford University will not confirm receipt of the proposal.  For a tutorial on how 
to view and respond to a solicitation, visit: https://www.youtube.com/watch?v=KSxcAkOekW0.  The University is not responsible 
for delays, miscommunications, or transmission errors that may occur during the electronic submission process. This includes but is 
not limited to issues related to internet connectivity, email servers, or other technical malfunctions.  It is the sole responsibility of the 
Offeror to ensure the proposal is submitted on time.   

UNIVERSITY CLOSINGS:  If the University is closed as a result of an act of God or an emergency situation, the University’s website 
shall post notices of said closings.  It is the responsibility of the vendor to check the website at www.radford.edu for said notifications.  
If the University is closed on the day proposals are due, proposals will be accepted at the same time on the next scheduled business day 
the University is open.  If the University is closed on the day of a scheduled pre-proposal conference a written addendum will be issued 
to officially reschedule the conference. 
OPTIONAL PRE-PROPOSAL CONFERENCE: An optional pre-proposal conference will be held on April 22, 2025, at 10:30 AM 
(EST).   See Section (13) for additional information.  PRE-REGISTRATION FOR PRE-PROPOSAL CONFERENCE IS 
REQUIRED ** 
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TYPE OF BUSINESS: (Please check all applicable classifications). In order to qualify for assigned Small, Women and Minority 
(SWaM) points your business must be certified by the Virginia Department of Small Business and Supplier Diversity (SBSD), provide 
your assigned SBSD certification number.  For assistance with SWaM certification, visit the SBSD website at 
https://www.sbsd.virginia.gov/. 

 Large 
 

 Small business – A business that is at least 51% independently owned and controlled by one or more individuals who are U.S. 
citizens or legal resident aliens, and together with affiliates, has 250 or fewer employees, or average annual gross receipts of 
$10 million or less averaged over the previous three years.  One or more of these individual owners shall control both the 
management and daily business operations of the small business. 

 

 Women-owned business – A business that is at least 51% owned by one or more women who are U.S. citizens or legal resident 
aliens, or in the case of a corporation, partnership, or limited liability company or other entity, at least 51% of the equity 
ownership interest in owned by one or more women who are citizens of the United States or legal resident aliens, and both the 
management and daily business operations are controlled by one or more women.  

 

 Minority-owned business – A business that is at least 51% owned by one or more minority individuals who are U.S. citizens 
or legal resident aliens, or in the case of a corporation, partnership, or limited liability company or other entity, at least 51% of 
the equity ownership interest in the corporation, partnership, or limited liability company or other entity is owned by one or 
more minority individuals who are U.S. citizens or legal resident aliens, and both the management and daily business operations 
are controlled by one or more minority individuals, or any historically black college or university, regardless of the percentage 
ownership by minority individuals or, in the case of a corporation, partnership, or limited liability company  or other entity, the 
equity ownership interest in the corporation, partnership, or limited liability company or other entity.      

  
 
 
 
 
 
 
 
 
 
 
 
 
 

INTENTIONALLY LEFT BLANK 
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COMPANY INFORMATION/SIGNATURE:  In compliance with this Request for Proposal and to all the conditions imposed therein 
and hereby incorporated by reference, the undersigned offers and agrees to furnish the goods or services in accordance with the attached 
signed proposal inclusive of all addenda, if applicable, and as mutually agreed upon by subsequent negotiation. 
 

Information Requested Vendor Response (Please write or fill in legibly)
FULL LEGAL NAME OF BUSINESS: 
(Please print the company name as it appears with your 
Federal Taxpayer Identification Number)

 

FEDERAL TAXPAYER IDENTIFICATION 
NUMBER (TIN): 
 
BUSINESS NAME / DBA NAME/ TA NAME: 
(If different than the Full Legal Name) 

 

BILLING NAME: 
(Company name as it appears on your invoice)

 

 
PAYMENT ADDRESS: 

 

 
CONTACT NAME:

 

CONTACT TITLE: 
 
EMAIL: 

 

 
TELEPHONE NUMBER: 

 

 
TOLL FREE TELEPHONE NUMBER: 

 

 
EVA VENDOR ID NUMBER: 

 

VIRGINIA STATE CORPORATION COMMISSION 
REGISTRATION NUMBER:

 

I acknowledge that I have received the following addenda posted for this solicitation. 
 
1 ______ 2 ______ 3 _______ 4 _______ 5 _______ 6 _______ (Please check all that apply.) 
 
 
SIGNATURE: ____________________________________________       DATE: ______________________________ 
 
 
 
 
 
 
 

INTENTIONALLY LEFT BLANK  
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1. PURPOSE: 
 
The intent and purpose of this Request for Proposal (RFP) is to establish a contract through competitive negotiations for 
Strategic Marketing and Media Placement for Radford University located at 801 East Main Street, Radford, Virginia 24142, 
an agency of the Commonwealth of Virginia. 

 
2. SMALL, WOMEN-OWNED AND MINORITY OWNED - SWaM BUSINESS PARTICIPATION: 

 
The mission of Radford University is to ensure strategic business development practices are in place to promote Small, Women-
Owned and Minority-Owned (SWaM) businesses to the maximum extent.  Radford University encourages prime suppliers, 
Contractors, and service providers to facilitate the participation of small businesses, and businesses owned by women and 
minorities through partnerships, joint ventures, subcontracts, and other inclusive and innovative relationships.  
 
Radford University has established SWaM goals that are posted on the Procurement and Contract website. Links to the 
University’s SWaM initiative can be located at: Procurement and Contracts | Radford University. 

 
3. CONTRACT PERIOD: 

 
The term of this contract is for one year, or as negotiated.   There will be an option for four (4) one-year renewals, or as mutually 
negotiated.  
 

4. BACKGROUND   
 

Radford University Background: 
Radford University is a comprehensive public university of 7,812 students that has received national recognition for many of 
its undergraduate and graduate academic programs, as well as its sustainability initiatives. Well known for its strong 
faculty/student bonds, innovative use of technology in the learning environment and vibrant student life on a beautiful 211-
acre American classical campus, Radford University offers students many opportunities to get involved and succeed in and out 
of the classroom. With over 200 clubs and organizations, Radford University offers many opportunities for student engagement, 
leadership development and community service. In addition to robust academic offerings and engaging student experiences on 
the main campus located in Radford, Virginia, Radford University also offers a clinical-based educational experience for some 
1,000 students living and learning in Roanoke, Virginia as part of Radford University Carilion, a public-private partnership 
focused on the cutting-edge delivery of health sciences programming, outreach, and service.  Radford University joins several  
other institutions in offering degree programs and continuing education opportunities at the Roanoke Higher Education Center 
in Roanoke, the Southwest Virginia Higher Education Center in Abingdon and flexible online offerings through its virtual 
campus.  

Specific Background: The Office of Marketing and Communication provides a broad range of services to support the 
university’s mission and advance its strategic priorities. These services include marketing and advertising, media relations, 
creative design, brand management, web and digital design, internal communications and executive communications. 
 
TOP PRIORITIES OF ENROLLEMENT MANAGEMENT INCLUDE: 
 
 Advancing the university’s mission by supporting executive-level communications, events and activities. 
 Increasing enrollment in the university’s academic programs by presenting the distinctive elements of Radford’s 

educational experience to prospective students and their families. 
 Positively influencing the university’s reputation by communicating key messages and success stories and managing 

crises and other reputational risks. 
 Enhancing the university’s brand equity by promoting the new brand elements, pillar messages and tagline in a credible, 

consistent and compelling manner to internal and external audiences. 
 Increasing employee and student awareness and engagement in key events, activities, initiatives and points of pride  

across the university. 

 The full-services marketing entity selected through this RFP will play a key role as a strategic partner in meeting these goals. 
 

5. EVA BUSINESS-TO-GOVERNMENT ELECTRONIC PROCURMENT SYSTEM: The eVA internet electronic 
procurement solution, web site portal eva.virginia.gov, streamlines and automates government purchasing activities within the 
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Commonwealth.  Radford University, and other state agencies and institutions, have been directed by the Governor to maximize 
the use of this system in the procurement of goods and services.  We are therefore requesting that your firm participate in the 
eVA Internet e-procurement solution by completing the free eVA Vendor Registration as a self-registered vendor. 
 
There are transaction fees involved with the use of eVA.  These fees must be considered within the provision of quotes, bids, 
and price proposals offered to Radford University.  Failure to register within the eVA system may result in the quote, bid or 
proposal from your firm being rejected and the award made to another vendor who is registered in the eVA system.  
 
Registration in the eVA system is accomplished on-line.  Your firm must provide the necessary information.  Please visit the 
eVA website portal at https://eva.virginia.gov/register-now.html and register with eVA.  This process needs to be completed 
before Radford University can issue your firm a Purchase Order or contract.  If your firm conducts business from multiple 
geographic locations, please register these locations in your initial registration. 

For registration and technical assistance, reference the eVA website at http://www.eva.virginia.gov, or call eVA Customer Care 
at eva.virginia.gov/get-help-customer-care.html 

 
 

6. CONTRACT PARTICIPATION-COOPERATIVE PURCHASING/USE OF AGREEMENT BY THIRD PARTIES  
 
Under the authority of §6 of the Rules Governing Procurement of Goods, Services, Insurance and Construction by a Public 
Institution of Higher Education of the Commonwealth of Virginia (see https://vascupp.org/rules.pdf), it is the intent of this 
solicitation and resulting contracts to allow for cooperative procurement.  Accordingly, any public body, public or private 
health or educational institutions or lead issuing institution’s affiliated corporations may access any resulting contract if 
authorized by the Contractor.   
 
Participation in this cooperative procurement is strictly voluntary.  If authorized by the Contractor, the resultant contract may 
be extended to the entities indicated above to purchase at contract prices in accordance with the contract terms.   The Contractor 
shall notify Radford University in writing of any such entities accessing the contract.  No modification of this contract or 
execution of a separate contract is required to participate; however, the participating entity and the Contractor may modify the 
terms and conditions of this contract to accommodate specific governing laws, regulations, policies, and business goals required 
by the participating entity.  Any such modification will apply solely between the participating entity and the Contractor.   The 
Contractor will provide semi-annual usage reports for all entities accessing the contract.  Participating entities shall place their 
own orders directly with the Contractor and shall fully and independently administer their use of the contract to include 
contractual disputes, invoicing and payments without direct administration from Radford University.  Radford University shall 
not be held liable for any costs or damages incurred by any other participating entity as a result of any authorization by the 
Contractor to extend the contract.  It is understood and agreed that Radford University is not responsible for the acts or 
omissions of any entity and will not be considered in default of the contract no matter the circumstances.   
 
Refer to Attachment C, Zone Map, if the Offeror wishes to submit a separate pricing structure based on approved zones for 
cooperative institutions.  If no other prices are offered, pricing provided will apply to all zones in the Commonwealth of 
Virginia.  If you wish to provide pricing for a zone other than which this solicitation originated, please indicate you are doing 
so in the response.  If you anticipate pricing differentials for different zones, a separate pricing sheet must be submitted for 
each zone that includes appropriate pricing for that zone.   
 
Use of this contract does not preclude any participating entity from using other contracts or competitive processes as the need 
may be.   
 

7. CONTRACT ADMINISTRATION:  Radford University assigns Contract Administrators to each contract awarded.  The 
Contract Administrator shall be the initial point of contact for the Contractor.  Contract Administrators are charged with 
ensuring the terms and conditions of the contract are followed, payments are made in accordance to the contractual pricing 
schedule, and reporting noncompliance issues to the Procurement and Contracts Department at Radford University.  Contract 
Administrators do not have the authority to authorize changes and/or modifications to the contract.  Should noncompliance 
issues exist and cannot be resolved at this level or changes/modifications to the contract are required, the assigned Procurement 
Officer in the Procurement and Contracts Department must be notified immediately by the Contract Administrator.  
  

8. DEFINITIONS: INTENTIONALLY LEFT BLANK 
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9. STATEMENT OF NEEDS:  
 
A. GENERAL: 

 
Radford University seeks a full-service marketing entity to serve as a strategic partner for the Office of Marketing and 
Communication. The firm will develop and execute a comprehensive, multimedia marketing and advertising plan that will 
support the University’s annual recruiting efforts for undergraduate, graduate and continuing education programs (in-
person, hybrid and online), as well as ongoing brand-building activities across key external stakeholder groups. 
 
The plan should encompass media planning, media buy and media placement for an appropriate mix of platforms, which 
could include: 
 Traditional out-of-home (OOH), digital and social media channels. 
 Event sponsorships. 
 Grassroots marketing opportunities. 
 Terrestrial and streaming radio; and 
 Broadcast, cable and streaming TV. 

 
In addition, the plan should include design, creation and delivery of creative assets across all platforms, as well as brand 
consulting, design and perception measurement (including brand perception surveys). 
 
Primary audiences include: 
 Traditional prospective students and their families (first year and transfer students); 
 First-generation and Pell-eligible prospective students. 
 Non-traditional prospective students (working professionals, individuals ages 25 and older); and 
 Military-affiliated prospective students (active-duty, retired, spouses and dependents) throughout Virginia and in 

select areas in contiguous states. 
 
Secondary audiences include alumni and donors around the world, as well as strategic partners, elected officials, business 
leaders, community members and media throughout Virginia. 
 
The University also seeks access to outstanding creative talent; expertise in the latest marketing and advertising 
technologies and best practices; responsible and responsive account management; and ongoing accountability in the form 
of continuous performance measurement, regular results reporting and frequent optimization recommendations. 
 
In order to develop and maintain a collegial environment and strong partnership, the University will engage in regular 
meetings and interactions with the full-service marketing entity to ensure the development, execution and effectiveness of 
the overall strategy and specific elements of the plan, as measured by achievement of goals and related key performance 
indicators (KPIs), with a strong focus on analytics.  As a result, The University is keenly interested in the development of 
and access to an online platform providing real-time analytics (i.e., dashboards).  
 
While the Office of Marketing and Communications has in-house expertise in developing creative assets and related 
messaging, it expects the outside marketing entity to produce the creative assets across all platforms selected for the 
marketing and advertising campaigns for the University. The University also expects the marketing entity to lead the media 
planning effort and manage all aspects of media buy and media placement/asset delivery, as well as support University-
led branding efforts focused on increasing awareness, understanding, acceptance and engagement. 
 
The University seeks to build a lasting and meaningful strategic partnership with an energetic, responsive and innovative 
entity that is aligned with the University’s mission, vision and core values; guided by the University’s strategic priorities 
in the areas of enrollment and branding; and focused on meeting the goals and KPIs of specific campaigns.  The marketing 
entity should be agile and attentive in helping the University adapt to change, drawing upon a deep understanding of market 
trends, technological advancements and the evolving competitive landscape. 

 
10. SPECIFIC REQUIREMENTS:  

 
Proposals should be as thorough and detailed as possible so that Radford University may properly evaluate your capabilities to 
provide the required goods or services.  Offerors are required to submit the following information/items as a complete proposal: 
A. Plan or Methodology for Delivery of Services:  Provide your plan for providing [name of good/service] for Radford 

University.  Offeror should provide information addressing all requirements as stated in the Statement of Needs above to 
include: 
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1. A description of what specific services the Offeror proposes to provide the manpower needed, when services shall be 
performed, by whom, and the anticipated time durations for typical services. 

2. A description of any reports, certifications, or deliverables in the performance of the work included in this solicitation.  
Please include copies of all standard certifications, business licenses, resumes of key employees, reports, example 
receipts, and tracking tools. 

3. Identify a projected timeline for delivery of services relative to the award date of the contract. 
 

B. Experience and Qualifications:  Please provide a written narrative outlining the experience of the firm in providing the 
services described. 
1. Provide names, qualifications and experience of personnel to be assigned to the project, including an organization 

chart, individual qualifications and duties. 
2. Resumes of key employees to be assigned to the project. 

 
C. References: Provide four (4) references, either educational (preferred) or governmental, for those who you have provided 

the type of services described here.  Include the date(s) services were furnished, the client’s name, address, and the name 
and phone number of the individual Radford University has your permission to contact.  See Attachment D. 

D. *Participation of Small, Women-owned and Minority-owned business (SWaM) Business:  If your business cannot be 
classified as SWaM, describe your plan for utilizing SWaM subcontractors if awarded a contract.   Describe your ability 
to provide reporting on SWaM subcontracting spend when requested.  If your firm or any business that you plan to 
subcontract with can be classified as SWaM, but has not been certified by the Virginia Department of Small Business and 
Supplier Diversity (SBSD), it is expected that the certification process will be initiated no later than the time of the award.  
If your firm is currently certified, you agree to maintain your certification for the life of the contract.  For assistance with 
SWaM certification, visit the SBSD website at http://www.sbsd.virginia.gov . 

11. SELECTION CRITERIA AND AWARD  
A. Selection Criteria:   

Proposals will be evaluated by Radford University using the following weighted evaluation criteria. 

             Evaluation Criteria 
Percentage 
of Points 

1 Qualifications and experience of Offeror in providing the goods/services. 25% 

2 Quality of products/services offered and suitability for the intended purposes. 25% 

3 Specific plans or methodology to be used to provide the products/services. 20% 

4 Financial (Cost)  20% 

5  Participation of Small, Women-Owned and Minority-Owned (SWaM) Businesses. 10% 

TOTAL 100%

 
B. Award (Single award option.) 

Selection shall be made of two or more Offerors deemed to be fully qualified and best suited among those submitting proposals 
on the basis of the evaluation criteria included in the Request for Proposals, including price, if so stated in the Request for 
Proposals. Negotiations shall be conducted with the offers so selected. Price shall be considered, but need not be the sole 
determining factor. After negotiations have been conducted with each Offeror so selected, Radford University shall select the 
Offeror which, in its opinion, has made the best proposal, and shall award the contract to that Offeror.  Radford University may 
cancel this Request for Proposal or reject proposals at any time prior to award. Should Radford University determine in writing 
and in its sole discretion that only one Offeror has made the best proposal a contract may be negotiated and awarded to that 
Offeror. The award document will be a contract incorporating by reference all the requirements, terms and conditions of the 
solicitation and the Contractor’s proposal as negotiated.  See Attachment B for sample contract form. Radford University 
reserves the right to award multiple contracts as a result of this solicitation. 
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12. PROPOSAL PREPARATION AND SUBMISSION: 
 
A. GENERAL INSTRUCTIONS:  Response shall be submitted in one of the following ways: 
 
 

 
 
 
 
 
 

* Identify the envelope/package as instructed in Attachment A – Terms and Conditions  
          No other distribution of the proposal shall be made by the Offeror.   
 

1. IN PERSON or MAIL/COURIER RFP Responses:  In order to be considered for selection, Offerors shall submit 
a complete response to this RFP to include. 

 
a. One (1) original paper copy of the entire proposal, INCLUSIVE OF ALL ATTACHMENTS.  Any 

proprietary information should be clearly marked in accordance with section 12.A.1.c below. 
 

b. One (1) electronic copy in WORD format or searchable PDF (USB/Flash Drive) of the entire proposal as one 
document, INCLUSIVE OF ALL ATTACHMENTS mailed along with the hard copy above.  Any proprietary 
information should be clearly marked in accordance with 12.A.1.c below.  

 
c. Should the proposal contain proprietary information, provide one (1) redacted electronic copy in WORD 

format or searchable PDF (USB/Flash Drive) of the entire document INCLUSIVE OF ALL ATTACHMENTS.  
All identified proprietary information should be blacked out.  This USB/Flash Drive should be marked 
“Redacted Copy.”   

 
2. ELECTRONIC SUBMISSION via eVA VBO RFP Responses:  In order to be considered for selection, Offerors 

shall submit a complete response to this RFP to include. A brief tutorial on how to submit a response through eVA 
VBO can be found here:  eVA VBO Electronic Submission. 

a. One (1) electronic copy in WORD format or searchable PDF (USB/Flash Drive) of the entire proposal as one 
document, INCLUSIVE OF ALL ATTACHMENTS.  Any proprietary information should be clearly marked 
in accordance with 12.A.2.b. below.  

 
b. Should the proposal contain proprietary information, provide one (1) redacted electronic copy in WORD 

format or searchable PDF of the entire document INCLUSIVE OF ALL ATTACHMENTS.  All identified 
proprietary information should be blacked out.  This file should be clearly labeled or marked “Redacted 
Copy.”   

 
 

 
B. PROPOSAL PREPARATION: 

 
1. Sign and Complete: Proposals shall be signed by an authorized representative of the Offeror.  All information 

requested should be submitted.  Failure to submit all information requested may result in Radford University requiring 
prompt submission of missing information and/or giving a lowered evaluation of the proposal.  Proposals which are 
substantially incomplete or lack key information may be rejected by Radford University.  Mandatory requirements 
are those required by law or regulation or are such that they cannot be waived and are not subject to negotiation.   
 

2. Concise & Clear: Proposals should be prepared simply and economically, providing a straightforward, concise 
description of capabilities to satisfy the requirements of the RFP.  Emphasis should be placed on completeness and 
clarity of content. 
 

3. Organization: Proposals should be organized in the order in which the requirements are presented in the RFP.  All 
pages of the proposal should be numbered. Each paragraph in the proposal should reference the paragraph number of 
the corresponding section of the RFP.  It is also helpful to cite the attachment, paragraph number, sub letter, and repeat 

In Person* Mail or Courier* Electronically through eVA

Deliver proposal to: 
 
Mailing Address: 

 
Electronic Submissions: 

Radford University
David E. Armstrong Complex
501 Stockton Street 
Radford, VA 24142

Radford University
Procurement and Contracts
PO Box 6885 
Radford, VA 24142-6885

A PDF of your proposal may be 
submitted through eVA’s Virginia 
Business Opportunities (VBO) site.  
See Attachment F for more details.

Page 12 of 164 
RU25014 Strategic Marketing and Media Placement Contract

Docusign Envelope ID: 18A93DA2-7A5C-4C50-B939-221B5ACDF5C5



the text of the requirement as it appears in the RFP.  If a response covers more than one page, the paragraph number 
and sub letter should be repeated at the top of the next page.  The proposal should contain a table of contents, which 
cross-references the RFP requirements.  Information which the Offeror desires to present that does not fall within any 
of the requirements of the RFP should be inserted at an appropriate place or be attached at the end of the proposal and 
designated as additional material.  Proposals that are not organized in this manner risk elimination from consideration 
if the evaluators are unable to find the RFP requirements are specifically addressed. 
 

4. Word Usage: As used in this RFP, the terms “must”, “shall”, “should” and “may” identify the criticality of 
requirements. “must” and “shall” identify requirements whose absence will have a major impact on the suitability of 
the proposed solution. Items labeled as “should” or “may” are highly desirable, although their absence will not have 
a large impact and would be useful, but are not necessary. Depending on the overall response to the RFP, some 
individual “must” and “shall” items may not be fully satisfied, but it is the intent to satisfy most, if not all, “must” and 
“shall” requirements. The inability of an Offeror to satisfy a “must” or “shall” requirement does not automatically 
remove that Offeror from consideration; however, it may seriously affect the overall rating of the Offeror's proposal.  

 
5. Binding:  The original proposal should be bound or contained in a single volume where practical.  All documentation 

submitted with the proposal should be contained in that single volume.  
 

6. Ownership: Ownership of all data, materials and documentation originated and prepared for Radford University 
pursuant to the RFP shall belong exclusively to Radford University and be subject to public inspection in accordance 
with the Virginia Freedom of Information Act. Trade secrets or proprietary information submitted by an Offeror shall 
not be subject to public disclosure under the Virginia of Freedom of Information Act.  However, to prevent disclosure 
the Offeror must invoke the protections of Section 2.2-4342F of the Code of Virginia, in writing either before or at 
the time the data or other materials is submitted.  The written request must specifically identify the data or other 
materials to be protected and state the reasons why protection is necessary.  The proprietary or trade secret material 
submitted must be identified by some distinct method such as highlighting or underlining and must indicate only the 
specific words, figures, or paragraphs that constitute trade secret proprietary information.  The classification of an 
entire proposal document, line item prices and/or total proposal prices as proprietary or trade secrets is not acceptable 
and may result in the rejection of the proposal.    

 
7. Legal Agreement: Unless noted in the proposal, a signed and submitted proposal certifies that the firm’s principals 

or legal counsel has reviewed the Request for Proposal General Terms and Conditions and the Special Terms and 
Conditions and agrees that these provisions will become a part of any final agreement, and that the principals or legal 
counsel has reviewed and approved the firm’s entire proposal prior to submission to the University. 

 
C. ORAL PRESENTATIONS: Offerors who submit a proposal in response to this RFP may be invited to give an oral 

presentation of their proposal to Radford University.  This will provide an opportunity for the Offeror to clarify or elaborate 
on the proposal but in no way will change the original proposal.  The University will schedule the time and location of 
these presentations.  Oral presentations may be conducted at the option of Radford University; therefore, proposals should 
be complete.  
 

13. OPTIONAL PRE-PROPOSAL CONFERENCE  
 
A. An optional pre-proposal conference will be held April 22, 2025, at 10:30 AM (EST) in the Procurement and Contracts 

Conference Room #231 located in the Armstrong Complex.  The street address is 501 Stockton Street, Radford, VA  24142. 
Offerors should register for the site visit with the Procurement Officer (Austin Eads: ateads@radford.edu) and indicate 
the number of attendees by no later than April 18, 2025.     

B. Attendance at the conference can be either in person or via teleconference. While attendance at this conference will not 
be a prerequisite to submitting a proposal, Offerors who intend to submit a proposal are encouraged to attend.   It is 
recommended you have a copy of the solicitation readily available to review during the conference. 

 
IN PERSON ATTENDANCE:   
For those who wish to attend in person, you may do so by coming to the Armstrong Complex, Conference Room #231.  
The street address is 501 Stockton Street, Radford, VA  24142.    
 
ZOOM ATTENDANCE (Registration is required): 
You are invited to a Zoom meeting.  
When: April 22, 2025, 10:30 AM (EST)  
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Register in advance for this meeting:  
        https://radford.zoom.us/meeting/register/OqWpCpt2TR2G89-fyGXWBQ 

After registering, you will receive a confirmation email containing information about joining the meeting. Please allow 
a few extra minutes prior to the Pre-Proposal Conference to complete registration and to obtain the link to the meeting 
via email. 

C. The purpose of the pre-proposal conference is to allow potential Offerors an opportunity to present questions and requests 
for clarification, with final responses provided in an RFP Addendum that will be published on eVA - Virginia's 
eProcurement Portal.   The Addendum will include any updates to the RFP, including changes as well as responses to 
questions presented.

 
 

14. INVOICES and PAYMENT:  Invoices for goods or services provided under any contract resulting from this solicitation should 
be submitted by email to acctspayable@radford.edu .  Invoices shall be identified with the assigned contract number.  Invoices 
shall identify contract pricing for all good/services payment is being requested.   If submitting invoices by mail use the following 
address.  Email is the preferred method of invoice receipt.  

 
RADFORD UNIVERSITY 
ACCOUNTS PAYABLE 
POST OFFICE BOX 6906 
RADFORD, VA 24142-6906 

Payment will be made thirty days after receipt of proper invoice for the amount of payment due, or thirty days after receipt of 
goods / services, whichever is later, in accordance with the Commonwealth of Virginia Prompt Pay Act . 
 . 

15. ADDENDUM:  Any ADDENDUM issued for this solicitation may be accessed on Virginia Business Opportunities by going to 
www.eva.virginia.gov .  Since a paper copy of the addendum will not be mailed to you, we encourage you to check the web site 
regularly. 

 
16. COMMUNICATIONS:  Communications regarding this solicitation shall be formal from the date of issue, until either a 

Contractor has been selected or the Procurement and Contracts Department at Radford University rejects all proposals.  Formal 
communications will be directed to the Procurement Officer listed on this solicitation.  Reference General Information – 
Questions/Inquiries.  Informal communications, including but not limited to request for information, comments or speculations 
regarding this solicitation to any University employee other than a Procurement and Contracts Department representative may 
result in the offending Offeror’s proposal being rejected.  

 
17. TERMS AND CONDITIONS:  This solicitation and any resulting contract/purchase order shall be governed by the attached 

terms and conditions.  See Attachment A.  
 

18.     ATTACHMENTS: 
 
Informational:   
Attachment A – Terms and Conditions 
Attachment B – Sample of Standard Contract Form 
Attachment C – Zone Map for Cooperative Contracts 
Attachment F – Virginia Business Opportunities Information 
 
To be returned with proposals: 
Attachment D – Vendor Data Sheet (References) 
Attachment E – Pricing Schedule 
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Attachment A 
 

TERMS AND CONDITIONS 
 
 

I. GENERAL TERMS AND CONDITIONS: See GENERAL TERMS AND CONDITIONS 

II. ADDITIONAL TERMS AND CONDITIONS:   
 

1. ADDITIONAL GOOD AND SERVICES:  The University may acquire other goods or services that the supplier provides 
other than those specifically solicited.  The University reserves the right, subject to mutual agreement, for the Contractor to 
provide additional goods and/or services, under the same pricing, terms and conditions and to make modifications or 
enhancements to the existing goods and services.  Such additional goods and services may include other products, components, 
accessories, subsystems, or related services newly introduced during the term of the contract. 
 

2. AUDIT:  The Contractor hereby agrees to retain all books, records, and other documents relative to this contract for five (5) 
years after final payment, or until audited by the Commonwealth of Virginia, whichever is sooner.  Radford University, its 
authorized agents, and/or state auditors shall have full access and the right to examine any of said materials during said period. 
 

3. AVAILABILITY OF FUNDS:  It is understood and agreed between the parties herein that Radford University shall be bound 
hereunder only to the extent of the funds available or which may hereafter become available for the purpose of this contract. 
 

4. CANCELLATION OF CONTRACT: Radford University reserves the right to cancel and terminate any resulting contract, 
in part or in whole, without penalty, upon 60 days written notice to the Contractor.  In the event the initial contract period is 
for more than 12 months, the resulting contract may be terminated by either party, without penalty, after the initial 12 months 
of the contract period upon 60 days written notice to the other party.  Any contract cancellation notice shall not relieve the 
Contractor of the obligation to deliver and/or perform on all outstanding orders issued prior to the effective date of cancellation. 
 

5. CONTRACT DOCUMENTS:  The contract entered into by the parties shall consist of the Request for Proposal including all 
addendums thereof, the proposal submitted by the Contractor, the written results of negotiations, the University Standard 
Contract Form, all of which shall be referred to collectively as the Contract Documents. 
 

6. IDENTIFICATION OF PROPOSAL ENVELOPE:  The signed proposal should be returned in a separate envelope or 
package and identified as follows: 
 
From  
 
              

             Name of Offeror     Due Date  Time Due 
 
               
         Street or Box Number       Solicitation Number 
 

                    
          City, State, Zip Code       Solicitation Title 
 

Name of Procurement Officer:  
 
              

 
 
The envelope should be addressed to: 
 
RADFORD UNIVERSITY 
Procurement and Contracts Department 
P.O. Box 6885 
501 Stockton Street 
Radford, Virginia 24142 
 

Page 15 of 164 
RU25014 Strategic Marketing and Media Placement Contract

Docusign Envelope ID: 18A93DA2-7A5C-4C50-B939-221B5ACDF5C5



The Offeror takes the risk that if the envelope is not marked as described above, it may be inadvertently opened and the information 
compromised, which may cause the proposal to be disqualified.  Proposals may be hand delivered to the designated location in the 
office issuing the solicitation.  No other correspondence or other proposals should be placed in the envelope. 
 

7. NOTICES: Any notices to be given by either party to the other pursuant to any contract resulting from this solicitation shall be in 
writing, hand delivered, mailed or electronically submitted to the address of the respective party at the following address: 
 
If to the Contractor: Address Shown on the RFP Cover Page 
Attention:  Name of Person Signing RFP 
 
If to Radford University: 
 
RADFORD UNIVERSITY 
Procurement and Contracts Department 
Attn:  Procurement Officers Name 
P.O. Box 6885 
501 Stockton Street 
Radford, Virginia 24142 
 

8. PUBLIC POSTING:  Radford University maintains a web-based contract database with a public gateway access.  Any resulting 
cooperative contract(s) to this solicitation will be posted to the publicly accessible website.  Contents identified and mutually 
negotiated, as proprietary information will not be made public.  
 

9. SEVERAL LIABILITY: Radford University will be severally liable to the extent of its purchase made against any contract 
resulting from this solicitation.  Applicable entities described herein will be severally liable to the extent of their purchases made 
against any contract resulting from this solicitation. 

 
 
III. SPECIAL TERMS AND CONDITIONS:   

 
1. ACCEPTANCE PERIOD:  Any Proposal received in response to this solicitation shall be valid for (180) days.  At the end of 

the (180) days the Proposal may be withdrawn at the written request of the Offeror.  If the Proposal is not withdrawn at that 
time it remains in effect until an award is made or the solicitation is cancelled.  

 
 
2. CONFIDENTIALITY OF PERSONALLY IDENTIFIABLE INFORMATION: The Contractor assures that the 

information and data obtained as to personal facts and circumstances related to faculty, students or staff and affiliates will be 
collected and held confidential, during and following the term of this contract, and will not be divulged without the individual’s 
and the University’s written consent and only in accordance with federal law or the Code of Virginia. This shall include FTI, 
which is a term of art and consists of federal tax returns and return information (and information derived from it) that is in 
contractor/agency possession or control which is covered by the confidentiality protections of the Internal Revenue Code (IRC) 
and subject to the IRC 6103(p)(4) safeguarding requirements including IRS oversight. FTI is categorized as sensitive but 
unclassified information and may contain personally identifiable information (PII).  Contractors who utilize, access, or store 
personally identifiable information as part of the performance of a contract are required to safeguard this information and 
immediately notify the University of any breach or suspected breach in the security of such information.  Contractors shall 
allow the University to both participate in the investigation of incidents and exercise control over decisions regarding external 
reporting.  Contractors and their employees working on this project may be required to sign a confidentiality statement. 

 
3. CONTRACTOR PERSONNEL:  All employees of the Contractor shall comply with the rules, regulations, policies and 

procedures of Radford University and shall maintain proper conduct.  In the event the University finds, at its sole discretion, 
that an employee of the Contractor is objectionable to the University that employee shall be removed by the Contractor from 
University grounds and shall not again be employed by the Contractor on University grounds until approved by the University. 
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4. CONTINUITY OF SERVICES:   
 

A. The Contractor recognizes that the services under this contract are vital to the University and must be continued without 
interruption and that, upon Contract expiration, a successor, either the University or another Contractor, may continue 
them.  The Contractor agrees: 
 
o To exercise its best efforts and cooperation to affect an orderly and efficient transition to a successor; 

 
o To make all University owned facilities, equipment and data available to any successor at an appropriate time prior to 

the expiration of the Contract to facilitate transition to successor; and 
 

o That the University Contract Officer shall have final authority to resolve disputes related to the transition of the 
contract from the Contractor to its successor. 

 
B. The Contractor shall, upon written notice from the Contract Officer, furnish phase-in/phase-out services for up to ninety 

(90) days after this Contract expires and shall negotiate in good faith a plan with the successor to execute the phase-
in/phase-out services.  This plan shall be subject to the Contract Officer’s approval. 

 
C. The Contractor shall be reimbursed for all reasonable, pre-approved phase-in/phase-out costs (i.e., costs incurred within 

the agreed period after Contract expiration that result from phase-in/phase-out operations) and a fee (profit) not to exceed 
a pro rata portion of the fee (profit) under this Contract.  All phase-in/phase-out work fees must be approved by the Contract 
Officer in writing prior to commencement of said work. 

 

5. LICENSE TO USE RADFORD UNIVERSITY LICENSED INDICIA: By signing and submitting this Proposal, the Offeror 
agrees that if it is awarded a purchase order/contract as a result of this solicitation, it will follow the procedures outlined by 
Radford University’s Licensing and Trademarks Administration to become a licensed vendor authorized to use Radford 
University licensed indicia identified in the solicitation and to follow all procedures for submitting artwork for product for 
approval prior to producing any product with Radford University indicia. More information on the licensing process and 
application can be located at Radford University Brand Guide 

6. RENEWAL OF CONTRACT: This Contract may be renewed by Radford University upon written agreement of both parties 
for (one year)/ (four successive one-year periods), under the terms of the current Contract, and at a reasonable time 
(approximately 90 days) prior to the expiration.  

 
 
7. SUBCONTRACTS:  No portion of the work shall be subcontracted without prior written consent of Radford University. In 

the event that the Contractor desires to subcontract some part of the work specified herein, the Contractor shall furnish Radford 
University the names, qualifications and experience of their proposed subcontractors.  The Contractor shall, however, remain 
fully liable and responsible for the work to be done by his subcontractor(s) and shall assure compliance with all requirements 
of the Contract. 
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Attachment B      

SAMPLE CONTRACT FORM
Standard Contract form for reference only

Offerors do not need to fill in this form.

STANDARD CONTRACT
Contract Number: RUxxxxx

This contract entered into this __ day of ______, 20__, by ____________________________, located at (insert complete 
physical address), hereinafter called the “Contractor” and Commonwealth of Virginia, Radford University, called the “Purchasing 
Agency or Radford University”, located at 801 East Main Street, Radford, VA. 24142.”

1. WITNESSETH that the Contractor and Radford University, in consideration of the mutual covenants, promises and agreements 
contained, agree as follows:

2. SCOPE OF CONTRACT:  The Contractor shall provide _______________ to Radford University as set forth in the Contract 
Documents.

3. TERM OF CONTRACT:  From _______________ through ___________________ with __________ (number of years) year 
renewal options or as negotiated, to include all contractual provisions contained herein.

4. THE CONTRACT DOCUMENTS SHALL CONSIST OF:

This signed Radford University Standard Contract. Document; 

Radford University’s Request for Proposal (RFP) Rxx-xxx dated _____________, Addendum xxx dated ______________ 
(list all addendums in this format). 

Contractor’s Proposal signed and dated _______________ 

Negotiation Summation: (List each document by title and execution date)

5. COMPENSATION AND METHOD OF PAYMENT:  The Contractor shall be paid by Radford University in accordance with 
the contract documents.   (*Note:  If advantageous you can list compensation here.)

IN WITNESS WHEREOF, the parties have caused this Contract to be duly executed intending to be bound thereby.

CONTRACTOR:      RADFORD UNIVERSITY

Print Name: __________________________   Print Name: ___________________________

Title:  _______________________________   Title: ________________________________

Signature: ___________________________   Signature: ____________________________

Date: _______________________________   Date: ________________________________

Page 18 of 164 
RU25014 Strategic Marketing and Media Placement Contract

Docusign Envelope ID: 18A93DA2-7A5C-4C50-B939-221B5ACDF5C5



Attachment C 
Zone Map 

 
       

 
 
 
 

Virginia Association of State College & University Purchasing Professionals (VASCUPP) 

List of member institutions by zones 
 

Zone 1 
George Mason University 
(Fairfax) 

Zone 2
James Madison University (Harrisonburg) 

Zone 3
University of Virginia 
(Charlottesville) 

Zone 4 
University of Mary Washington 
(Fredericksburg) 

Zone 5
Christopher Newport University (Hampton) 
College of William and Mary (Williamsburg)      
Old Dominion University (Norfolk) 
Norfolk State University (Norfolk)

Zone 6
Virginia Commonwealth 
University (Richmond) 

Zone 7
Longwood University (Farmville) 

Zone 8
Virginia Military Institute (Lexington) 
Virginia Tech (Blacksburg) 
Radford University (Radford) 

Zone 9

The zone map is provided for the Offeror to determine appropriate pricing structures based on approved zones for cooperative 
institutions.  If no other prices are offered, pricing provided will apply to all zones in the Commonwealth of Virginia.  If you wish to 
provide pricing for a zone other than which this solicitation originated, please indicate you are doing so in the response.  If you anticipate 
pricing differentials for different zones, a separate pricing sheet must be submitted for each zone that includes appropriate pricing 
for that zone. 
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Attachment D    
Vendor Data Sheet 

 
*Note:  The following information is required as part of your response to this solicitation.  Failure to complete and provide this 
sheet may result in finding your offer nonresponsive. 
 
 

Qualifications:   
The Offeror must have the capability and capacity in all respects to satisfy fully all of the contractual requirements. 
 
Vendor’s Primary Contact for this RFP:   
 
NAME:                                                                                       TITLE:                                                                  
 
PHONE:                                                                                      EMAIL: 
 
Years in Business:   
Indicate the length of time the Offeror’s company has been in business providing the type of good or service to the type of 
customer detailed in this RFP:     

YEARS:                                                                                      MONTHS: 
 
References:  Indicate below a listing of at least four (4) current or recent accounts (educational, commercial or 
governmental) that your company is servicing, has serviced, or has provided similar goods/services.  Include the length of 
service and the name, address and telephone number of the point of contact.  The Contact should be knowledgeable about 
the design, implementation, training, and service the Offeror’s company provided to the referenced company. 
 

Company: Contact Name and Title: 

Phone: (      ) 
 
Fax:      (     ) 

Email: 

Project: 

Dates of Service: $ Value: 

Company: Contact Name and Title: 

Phone: (      ) 
 
Fax:      (      ) 

Email: 

Project: 

Dates of Service: $ Value: 
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Company:
 

Contact Name and Title: 
 

Phone: (      )
 
Fax:      (     ) 

Email: 
 

Project: 

Dates of Service: $ Value: 

Company:
 

Contact Name and Title: 
 

Phone: (      )
 
Fax:      (     ) 

Email: 
 

Project: 

Dates of Service: $ Value: 
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Attachment E 
Pricing Schedule 

 
Attachment E is to be completed and submitted by the Offeror as part of a complete Proposal. 
Offerors shall identify all costs associated with providing the services as specified in this document.  
 

A. Offerors should submit a fixed pricing as applicable.  The hourly rates should be a schedule of hourly labor rates categorized 
by labor categories appropriate to perform the services requested. All labor rates shall be inclusive (fully burdened) to include 
all direct labor, indirect costs, travel, and profit. 
 

B. Offerors are encouraged to include pricing incentives and relative discounts. 
 

C. Indicate allowed discounts for payment terms less than n30 days. 
 

 
 

Line 
Item 

Description 
Provide additional description as appropriate for clarity of offer 

Notes on Price Details, 
Factors, and Discounts  

Fixed Price 
for each 
Line Item 

1

2    

3    

4 

 
  

5    

6    

7    
 

8    

9    
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Call eVA Customer Care at 866-289-7367 or Email eVACustomerCare@dgs.virginia.gov 

user name password 

Register 
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GENERAL TERMS AND CONDITIONS 

This solicitation and any resulting contract are subject to the provisions of the Commonwealth of Virginia’s Purchasing
Manual for Institutions of Higher Education and their Vendor’s and any revisions thereto, and the Governing Rules, 
which are hereby incorporated into this contract in their entirety.  A copy of both documents is available for review at
www.vascupp.org .    

1. ADMINISTRATIVE APPEALS PROCEDURE:  Although Radford University is authorized to establish an administrative 
appeals procedure, it has chosen not to develop such procedures, but rather will rely on legal action for such determinations. 
(Governing Rule §55).  However, Radford University reserves the right to use Alternative Dispute Resolution (ADR) for 
hearing appeals from decisions on disputes arising during the performance of a contract or when it is deemed to be in the best 
interest of the University. (Governing Rule §56). 

2. ANTI-DISCRIMINATION:  By submitting their bids/proposals, (bidders/offerors) certify to the Commonwealth that they 
will conform to the provisions of the Federal Civil Rights Act of 1964, as amended, as well as the Virginia Fair Employment 
Contracting Act of 1975, as amended, where applicable, the Virginians with Disabilities Act, the Americans with Disabilities 
Act and §10 of the Governing Rules.   If the award is made to a faith-based organization,  the organization shall not discriminate 
against any recipient of goods, services, or disbursements made pursuant to the contract on the basis of the recipient’s religion, 
religious belief, refusal to participate in a religious practice, or on the basis of race, age, color, gender or national origin and 
shall be subject to the same rules as other organizations that contract with public bodies to account for the use of the funds 
provided; however, if the faith-based organization segregates public funds into separate accounts, only the accounts and 
programs funded with public funds shall be subject to audit by the public body. (Governing Rule §36).

In every contract over $10,000 the provisions in 1 and 2 below apply:

1.  During the performance of this contract, the contractor agrees as follows:

a. The contractor will not discriminate against any employee or applicant for employment because of race, religion, 
color, sex, national origin, age, disability, or any other basis prohibited by state law relating to discrimination in 
employment, except where there is a bona fide occupational qualification reasonably necessary to the normal operation 
of the contractor.  The contractor agrees to post in conspicuous places, available to employees and applicants for 
employment, notices setting forth the provisions of this nondiscrimination clause.

b. The contractor, in all solicitations or advertisements for employees placed by or on behalf of the contractor, will state 
that such contractor is an equal opportunity employer.

c. Notices, advertisements and solicitations placed in accordance with federal law, rule or regulation shall be deemed 
sufficient for the purpose of meeting these requirements.

2.  The contractor will include the provision of 1. above in every subcontract or purchase order over $10,000, so that the 
provisions will be binding upon each subcontractor or vendor.

3. ANTITRUST:  By entering into a contract, the contractor conveys, sells, assigns, and transfers to Radford University, and the 
Commonwealth of Virginia all rights, title and interest in and to all causes of action it may now have or hereafter acquire under 
the antitrust laws of the United States and the Commonwealth of Virginia, relating to the particular goods or services purchased 
or acquired by the Commonwealth of Virginia under said contract.

4. ANNOUNCEMENT OF AWARD:  Upon award or the announcement of the decision to award a contract over $200,000 as 
a result of this solicitation, Radford University will publicly post such notice on the DGS/DPS eVA web site 
(www.eva.virginia.gov) for a minimum of ten (10) days.

5. APPLICABLE LAWS AND COURTS:  This solicitation and any resulting contract shall be governed in all respects by the 
laws of the Commonwealth of Virginia and any litigation with respect thereto shall be brought in the courts of the 
Commonwealth. 
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6. ASSIGNMENT OF CONTRACT:  A contract shall not be assignable by the contractor in whole or in part without the written 
consent of Radford University, an agency of the Commonwealth.

7. AUTHORIZATION TO CONDUCT BUSINESS IN THE COMMONWEALTH:  A contractor organized as a stock or 
non-stock corporation, limited liability company, business, trust, or limited partnership or registered as a registered limited 
liability partnership shall be authorized to transact business in the Commonwealth as a domestic or foreign business entity if 
so required by Title 13.1 or Title 50 of the Code of Virginia or as otherwise required by law.  Any business entity described 
above that enters into a contract with a public body shall not allow its existence to lapse or its certificate of authority or 
registration to transact business in the Commonwealth, if so required by Title 13.1 or Title 50, to be revoked or cancelled at 
any time during the term of the contract.  A public body may void any contract with a business entity if the business fails to 
remain in compliance with the provisions of this section. 
 

8. CHANGES TO THE CONTRACT:  Changes can be made to the contract in any of the following ways: 

1. The parties may agree to modify the scope of the contract.   An increase or decrease in the price of the contract resulting 
from such modification shall be agreed to by the parties as a part of their written agreement to modify the scope of the 
contract. 
 

2. The University may order changes within the general scope of the contract at any time by written notice to the contractor.  
Changes within the scope of the contract include, but are not limited to, things such as services to be performed, the method 
of packing or shipment, and the place of delivery or installation.  The contractor shall comply with the notice upon receipt. 
The contractor shall be compensated for any additional costs incurred as the result of such order and shall give the 
University a credit for any savings.  Said compensation shall be determined by one of the following methods: 

 
a. By mutual agreement between the parties in writing; or 

 
b. By agreeing upon a unit price or using a unit price set forth in the contract, if the work to be done can be expressed in 

units, and the contractor accounts for the number of units of work performed, subject to the University’s right to audit 
the contractor’s records and/or to determine the correct number of units independently; or 

 
c. By ordering the contractor to proceed with the work and keep a record of all costs incurred and savings realized.  A 

markup for overhead and profit may be allowed if provided by the contract.  The same markup shall be used for 
determining a decrease in price as the result of savings realized.  The contractor shall present the University with all 
vouchers and records of expenses incurred and savings realized.  The University shall have the right to audit the 
records of the contractor as it deems necessary to determine costs or savings.  Any claim for an adjustment in price 
under this provision must be asserted by written notice to the University within thirty (30) days from the date of receipt 
of the written order from the University.  If the parties fail to agree on an amount of adjustment, the question of an 
increase or decrease in the contract price or time for performance shall be resolved in accordance with the procedures 
for resolving disputes provided by the Disputes Clause of this contract, or if there is none, in accordance with the 
dispute’s clause provisions of the Commonwealth of Virginia Purchasing Manual for Institutions of Higher Education 
and Their Vendors (Governing Rule §53).  Neither the existence of a claim nor a dispute resolution process, litigation 
or any other provision of this contract shall excuse the contractor from promptly complying with the changes ordered 
by the University or with the performance of the contract generally. 
 

  
9. CONTROLLING VERSION OF SOLICITATION:  The original version of the solicitation and any addenda issued by 

Radford University’s Procurement and Contracts Department is the mandatory controlling version of the document.  Any 
modification to the solicitation by the bidder or offeror shall not modify the original version of the solicitation issued by Radford 
University’s Procurement and Contracts Department.  Such modifications or additions to the solicitation by the bidder or offeror 
may be cause for rejection of the bid or proposal; however, Radford University reserves the right to decide, on a case-by-case 
basis, in its sole discretion, whether to reject such a bid or proposal. 
 

10. DEBARMENT STATUS:  By submitting their bids/proposals, bidders/offerors certify that they are not currently debarred by 
the Commonwealth of Virginia from submitting bids or proposals on contracts for the type of goods and/or services covered 
by this solicitation, nor are they an agent of any person or entity that is currently so debarred. 

11. DEFAULT:   In case of failure to deliver goods or services in accordance with the contract terms and conditions, the University, 
after due oral or written notice, may procure them from other sources and hold the contractor responsible for any resulting 
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additional purchase and administrative costs.  This remedy shall be in addition to any other remedies which the Commonwealth 
may have. 

12. DRUG-FREE WORKPLACE:  During the performance of this contract, the contractor agrees to (i) provide a drug-free 
workplace for the contractor’s employees: (ii) post in conspicuous places, available to employees and applicants for 
employment, a statement notifying employees that the unlawful manufacturer, sale, distribution, dispensation, possession, or 
use of controlled substance or marijuana is prohibited in the contractor’s workplace and specifying the actions that will be taken 
against employees for violations of such prohibitions: (iii) state in all solicitations or advertisements for employees placed by 
or on behalf of the contractor that the contractor maintains a drug-free workplace; and (iv) include the provisions of the 
foregoing clauses in every subcontract or  purchase order of over $10,000, so that the provisions will be binding upon each 
subcontractor or vendor.  
 
For the purposes of this section, “drug-free workplace” means a site for the performance of work done in connection with a 
specific contract awarded to a contractor, the employees of whom are prohibited from engaging in the unlawful manufacture, 
sale, distribution, possession or use of any controlled substance or marijuana during the performance of the contract. (Governing 
Rule §11). 
 

13. EO/AA STATEMENT:  If this contract is a covered government contract or subcontract, contractors and subcontractors shall 
abide by the requirements of 41 CFR §§ 60-1.4(a), 60-300.5(a) and 60-741.5(a). These regulations prohibit discrimination 
against qualified individuals based on their status as protected veterans or individuals with disabilities, and prohibit 
discrimination against all individuals based on their race, color, religion, sex, sexual orientation, gender identity or national 
origin. Moreover, these regulations require that covered prime contractors and subcontractors take affirmative action to employ 
and advance in employment individuals without regard to race, color, religion, sex, sexual orientation, gender identity, national 
origin, protected veteran status or disability. Radford University does not discriminate against employees, students, or 
applicants on the basis of age, color, disability, gender, gender identity, gender expression, national origin, political affiliation, 
race, religion, sexual orientation, genetic information, or veteran status; or otherwise discriminate against employees or 
applicants who inquire about, discuss, or disclose their compensation or the compensation of other employees, or applicants; 
or any other basis protected by law.  
 

14. ETHICS IN PUBLIC CONTRACTING:  By submitting their bids/proposals, bidders/offerors certify that their 
bids/proposals are made without collusion or fraud and that they have not offered or received any kickbacks or inducements 
from any other bidder/offeror, supplier, manufacturer or subcontractor in connection with their bid/proposal and that they have 
not conferred on any public employee having official responsibility for this procurement transaction any payment; loan, 
subscription, advance, deposit of money, services or anything of more than nominal value, present or promised, unless 
consideration of substantially equal or greater value was exchanged. 

15. eVA BUSINESS-TO-GOVERNMENT VENDOR REGISTRATION, CONTRACTS, AND ORDERS: The eVA Internet 
electronic procurement solution, website portal eVA Electronic Virginia Portal streamlines and automates government 
purchasing activities in the Commonwealth. The eVA portal is the gateway for vendors to conduct business with state agencies 
and public bodies.  All vendors desiring to provide goods and/or services to the Commonwealth should participate in the eVA 
internet e-procurement solution by completing the free eVA Vendor Registration. All bidders or offerors should self- register 
in eVA and pay applicable vendor transaction fees.  Failure to register may result in the bid/proposal being rejected. 
 

16. E-VERIFY REQUIREMENT OF ANY CONTRACTOR:  Any contractor with more than an average of 50 employees for 
the previous 12-months entering into a contract in excess of $50,000 with the University to perform work or provide services 
pursuant to such contract shall register and participate in the E-Verify program to verify information and work authorization of 
its newly hired employees performing work pursuant to any awarded contract. 
 

17. FEDERAL GRANTS:  The following provisions apply to a contract made under a federal grant:  Appendix II C.F.R. 
200§§200.317-200.326. 
 
 

18. FORCE MAJEURE:  The performance of the contract by either party shall be subject to force majeure, including but not 
limited to acts of God, fire, flood, natural disaster, war or threat of war, acts or threats of terrorism, civil disorder, unauthorized 
strikes, governmental regulation or advisory, recognized health threats as determined by the World Health Organization, the 
Centers for Disease Control, or local government authority or health agencies (including but not limited to the health threats of 
COVID-19, H1N1, or similar infectious diseases), curtailment of transportation facilities, or other occurrence beyond the 
control of the parties, where any of those factors, circumstances, situations, or conditions or similar ones prevent, dissuade, or 
unreasonably delay the Event, or where any of them make it illegal, impossible, inadvisable, or commercially impracticable to 
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hold the Event or to fully perform the terms of the contract.  The contract may be cancelled by either party, without liability, 
damages, fees, or penalty, and any unused deposits or amounts paid shall be refunded, for any one or more of the above reasons, 
by written notice to the other party. 

19. IMMIGRATION REFORM AND CONTROL ACT OF 1986:  By entering into a contract with the Commonwealth of 
Virginia, the contractor certifies that the contractor does not, and shall not during the performance of this contract for goods 
and services in the Commonwealth, knowingly employ an unauthorized illegal alien as defined in the federal Immigration 
Reform and Control Act of 1986. 

20. INDEMNIFICATION:  Contractor agrees to indemnify, defend and hold harmless the Commonwealth of Virginia, its officers, 
agents, and employees from any claims, damages and actions of any kind or nature, whether at law or in equity, arising from 
or caused by the use of any materials, goods, or equipment of any kind or nature furnished by the contractor; or any services 
of any kind or nature furnished by the contractor, provided that such liability is not attributable to the sole negligence of the 
using agency or failure of the issuing agency to use the material, goods, or equipment in the manner already and permanently 
described by the contractor on the materials, goods or equipment delivered. 
 

21. MANDATORY USE OF RADFORD UNIVERSITY’S FORM AND TERMS AND CONDITIONS:  Failure to submit a 
response on Radford University’s form provided for that purpose may be a cause for rejection of the response.   Modification 
of or additions to the General Terms and Conditions of the solicitation may be cause of rejection of the response; however, the 
University reserves the right, on a case by case basis, in its sole discretion, whether or not to reject such a response. 
 

22. NONDISCRIMINATION OF CONTRACTORS:  A bidder/offeror, or contractor shall not be discriminated against in the 
solicitation or award of this contract because of race, religion, color, sex, national origin, age, disability, faith-based 
organizational status, any other basis prohibited by state law relating to discrimination in employment or because the bidder or 
offeror employs ex-offenders unless the state agency, department or institution has made a written determination that employing 
ex-offenders on the specific contract is not in its best interest.  If the award of this contract is made to a faith-based organization 
and an individual, who applies for or receives goods, services, or disbursements provided pursuant to this contract objects to 
the religious character of the faith-based organization from which the individual receives or would receive the goods, services, 
or disbursements, the public body shall offer the individual, within a reasonable period of time after the date of the objection, 
access to equivalent goods, services, or disbursements from an alternative provider. 
 

23. PAYMENT:   

1.  Prime Contractor:   

a. Invoices for items ordered, delivered and accepted shall be submitted by the contractor directly to the payment address 
shown on the purchase order/contract.  All invoices shall show the state contract number and/or purchase order 
number, social security number (for individual contractors) or the federal employer identification number (for 
proprietorships, partnerships, and corporations. 

 
b. Any payment terms requiring payment in less than 30 days will be regarded as requiring                                       

payment 30 days after invoice or delivery, whichever occurs last.  However, this shall not affect offers of discounts 
for payment in less than 30 days. 

c. All goods and services provided under this contract or purchase order, that are to be paid with public funds shall be 
billed by the contractor at the contract price, regardless of which public agency is being billed. 

 
d. The following shall be deemed to be the date of payment:  the date of postmark in all cases where payment is made 

by mail, or the date of offset when offset proceedings have been instituted as authorized under the Virginia Debt 
Collection Act. 

 
e. Unreasonable Charges.  Under certain emergency procurements and for most time and material purchases, final job 

costs cannot be accurately determined at the time orders are placed.  In such cases, contractors should be put on notice 
that final payment in full is contingent on a determination of reasonableness with respect to all invoiced charges.  
Charges which appear to be unreasonable will be researched and challenged, and that portion of the invoice held in 
abeyance until a settlement can be reached.  Upon determining that invoiced charges are not reasonable the 
Commonwealth shall promptly notify the contractor, in writing, as to those charges which it considers unreasonable 
and the basis for the determination.  A contractor may not institute legal action unless a settlement cannot be reached 
within thirty (30) days of notification.  The provisions of this section do not relieve the University of its prompt 
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payment obligations with respect to those charges which are not in dispute (Governing Rule §53. Contractual 
disputes). 

 
2.  To Subcontractors: 

a. A contractor awarded a contract under this solicitation is hereby obligated: 
 

1) To pay the subcontractor(s) within seven (7) days of the contractor’s receipt of payment from the 
Commonwealth for the proportionate share of the payment record for work performed by the 
subcontractor(s) under the contract; or 

2) To notify the University and the subcontractor(s), in writing, of the contractor’s intention to 
withhold payment and the reason. 

 
b. The contractor is obligated to pay the subcontractor(s) interest at the rate of one percent per month (unless 

otherwise prohibited under the terms of the contract) on all amounts owed by contractor that remain unpaid 
seven (7) days following receipt of payment from the Commonwealth, except for amounts withheld as stated 
in (2) above. The date of mailing of any payment by U.S. Mail is deemed to be payment to the addressee.  
These provisions apply to each sub-tier contractor performing under the primary contract.  A contractor’s 
obligation to pay an interest charge to a subcontractor may not be construed to be an obligation of the 
Commonwealth. 

 
3.  Each prime contractor who wins an award in which provision of a SWaM procurement plan as specified in the 
contract documents and is a condition to the award, shall deliver to the contracting agency or institution, on or before 
request for final payment, evidence and certification of compliance (subject only substantial shortfalls and   to 
shortfalls arising from subcontractor default) with the SWAM procurement plan.  Final payment under the contract in 
question may be withheld until such certification is delivered and, if necessary, confirmed by the University or 
institution, or other appropriate penalties may be accessed in lieu of withholding such payment. 

 
24. PRECEDENCE OF TERMS:   The following paragraphs of these General Terms and Conditions shall apply in all instances: 

Virginia Purchasing Manual for Institutions of Higher Education and Their Vendors, Applicable Laws and Courts, 
Anti-Discrimination, Ethics in Public Contracting, Immigration Reform and Control Act of 1986, Debarment Status, 
Antitrust, Mandatory Use of Radford University’s Form and Terms and Conditions, Clarification of Terms, and 
Payment.    In the event there is a conflict between any of the other General Terms and Conditions and any Special Terms and 
Conditions in this solicitation, the Special Terms and Conditions shall apply.   

25. PRICING CURRENCY:  Unless otherwise stated in the solicitation, bidder/offeror shall state bid/offer in U.S. dollars. 

26. QUALIFICATIONS OF (BIDDERS/OFFERORS):  The University may make such reasonable investigations as deemed 
proper and necessary to determine the ability of the bidder/offeror to perform the services/furnish the goods and the 
bidder/offeror shall furnish to the University all such information and data for this purpose as may be requested.  The University 
reserves the right to inspect bidder/offeror’s physical facilities prior to award to satisfy questions regarding the bidder/offeror’s 
capabilities.  The University further reserves the right to reject any bid/proposal if the evidence submitted by, or investigations 
of, such bidder/offeror fails to satisfy the University that such bidder/offeror is properly qualified to carry out the obligations 
of the contract and to provide the services and/or furnish the goods contemplated therein. 
 

27. SUPREMACY CLAUSE: Not withstanding any provision in the bidder’s/offeror’s response to the contrary, the bidder/offeror 
agrees that the terms and conditions contained in Radford University’s bid/offer prevail over contrary terms and conditions in 
the bidder’s/offeror’s response. 
 

28. TAXES:  Sales to the Commonwealth of Virginia and Radford University are normally exempt from state sales tax.  State sales 
and use tax certificates of exemption ST-12, will be issued upon request.  Deliveries against this contract shall usually be free 
of Federal excise and transportation taxes.  The appropriate University Sales and Use Tax of Exemption number is as follows: 
RU 10-546001789F-001; FIN 54-6001789 
 

29. TESTING AND INSPECTION:  The University reserves the right to conduct any test/inspection it may deem advisable to 
assure goods and services conform to specifications. 
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30. TRANSPORTATION AND PACKAGING:  By submitting bids/offers, all bidders/offerors certify and warrant that the price 
offered for FOB destination includes only the actual freight rate costs at the lowest band best rate upon the actual weight of the 
goods to be shipped.  Except as otherwise specified herein standard commercial packaging, packing and shipping containers 
shall be used.  All shipping containers shall be legibly marked or labeled on the outside with purchase order number, commodity 
description and quantity. 

31. USE OF BRAND NAMES:  Unless otherwise provided in this solicitation, the name of a certain brand, make or manufacturer 
does not restrict bidders/offerors to the specific brand, make or manufacturer name, but conveys the general style, type, 
character, and quality of the product desired.  Any product which the public body, in its sole discretion, determines to be the 
equal of that specified, considering quality, workmanship, economy of operation, and suitability for the purpose intended, shall 
be accepted.  The bidder/offeror is responsible to clearly identify the product being offered and to provide sufficient descriptive 
literature, catalog cuts and technical detail to enable the University to determine if the product offered meets the requirements 
of the solicitation.  This is required even if offering the exact brand, make or manufacturer specified.  Normally in competitive 
sealed bidding only the information furnished with the bid will be considered in the evaluation.  Failure to furnish adequate 
data for evaluation purposes may result in declaring the bid as nonresponsive.  Unless the bidder clearly indicates in its bid that 
the product offered is an equal product, such bid will be considered to offer the brand name product referenced in the 
solicitation.  
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ADDITIONAL TERMS AND CONDITIONS:

1. ADDITIONAL GOOD AND SERVICES: The University may acquire other goods or 
services that the supplier provides other than those specifically solicited. The University reserves 
the right, subject to mutual agreement, for the Contractor to provide additional goods and/or 
services, under the same pricing, terms and conditions and to make modifications or 
enhancements to the existing goods and services. Such additional goods and services may 
include other products, components, accessories, subsystems, or related services newly 
introduced during the term of the contract. 

2. AUDIT: The Contractor hereby agrees to retain all books, records, and other documents 
relative to this contract for five (5) years after final payment, or until audited by the 
Commonwealth of Virginia, whichever is sooner. Radford University, its authorized agents, 
and/or state auditors shall have full access and the right to examine any of said materials during 
said period. 

3. AVAILABILITY OF FUNDS: It is understood and agreed between the parties herein that 
Radford University shall be bound hereunder only to the extent of the funds available or which 
may hereafter become available for the purpose of this contract. 

4. CANCELLATION OF CONTRACT: Radford University reserves the right to cancel and 
terminate any resulting contract, in part or in whole, without penalty, upon 60 days written notice 
to the Contractor. In the event the initial contract period is for more than 12 months, the resulting 
contract may be terminated by either party, without penalty, after the initial 12 months of the 
contract period upon 60 days written notice to the other party. Any contract cancellation notice 
shall not relieve the Contractor of the obligation to deliver and/or perform on all outstanding 
orders issued prior to the effective date of cancellation. 

5. CONTRACT DOCUMENTS: The contract entered into by the parties shall consist of the 
Request for Proposal including all addendums thereof, the proposal submitted by the Contractor, 
the written results of negotiations, the University Standard Contract Form, all of which shall be 
referred to collectively as the Contract Documents.

6. IDENTIFICATION OF PROPOSAL ENVELOPE: The signed proposal should be returned 
in a separate envelope or package and identified as follows:

From

Name of Offeror Due Date Time Due

Street or Box Number Solicitation Number

City, State, Zip Code Solicitation Title

Name of Procurement Officer:
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The envelope should be addressed to: 

RADFORD UNIVERSITY 

Procurement and Contracts Department 

P.O. Box 6885 

501 Stockton Street 

Radford, Virginia 24142 

The Offeror takes the risk that if the envelope is not marked as described above, it may be 
inadvertently opened and the information compromised, which may cause the proposal to be 
disqualified. Proposals may be hand delivered to the designated location in the office issuing the 
solicitation. No other correspondence or other proposals should be placed in the envelope. 

7. NOTICES: Any notices to be given by either party to the other pursuant to any contract 
resulting from this solicitation shall be in writing, hand delivered, mailed or electronically 
submitted to the address of the respective party at the following address: 

If to the Contractor: Address Shown on the RFP Cover Page 

Attention: Name of Person Signing RFP 

If to Radford University: 

RADFORD UNIVERSITY 

Procurement and Contracts Department 

Attn: Procurement Officers Name 

P.O. Box 6885 

501 Stockton Street 

Radford, Virginia 24142

8. PUBLIC POSTING: Radford University maintains a web-based contract database with a 
public gateway access. Any resulting cooperative contract(s) to this solicitation will be posted to 
the publicly accessible website. Contents identified and mutually negotiated, as proprietary 
information will not be made public. 

9. SEVERAL LIABILITY: Radford University will be severally liable to the extent of its 
purchase made against any contract resulting from this solicitation. Applicable entities described 
herein will be severally liable to the extent of their purchases made against any contract resulting 
from this solicitation.
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III. SPECIAL TERMS AND CONDITIONS:

1. ACCEPTANCE PERIOD: Any Proposal received in response to this solicitation shall be 
valid for (180) days. At the end of the (180) days the Proposal may be withdrawn at the written 
request of the Offeror. If the Proposal is not withdrawn at that time it remains in effect until an 
award is made or the solicitation is cancelled.

2. CONFIDENTIALITY OF PERSONALLY IDENTIFIABLE INFORMATION: The 
Contractor assures that the information and data obtained as to personal facts and circumstances 
related to faculty, students or staff and affiliates will be collected and held confidential, during 
and following the term of this contract, and will not be divulged without the individual’s and the 
University’s written consent and only in accordance with federal law or the Code of Virginia. 
This shall include FTI, which is a term of art and consists of federal tax returns and return 
information (and information derived from it) that is in contractor/agency possession or control 
which is covered by the confidentiality protections of the Internal Revenue Code (IRC) and 
subject to the IRC 6103(p)(4) safeguarding requirements including IRS oversight. FTI is 
categorized as sensitive but unclassified information and may contain personally identifiable 
information (PII). Contractors who utilize, access, or store personally identifiable information as 
part of the performance of a contract are required to safeguard this information and immediately 
notify the University of any breach or suspected breach in the security of such information. 
Contractors shall allow the University to both participate in the investigation of incidents and 
exercise control over decisions regarding external reporting. Contractors and their employees 
working on this project may be required to sign a confidentiality statement. 

3. CONTRACTOR PERSONNEL: All employees of the Contractor shall comply with the 
rules, regulations, policies and procedures of Radford University and shall maintain proper 
conduct. In the event the University finds, at its sole discretion, that an employee of the 
Contractor is objectionable to the University that employee shall be removed by the Contractor 
from University grounds and shall not again be employed by the Contractor on University 
grounds until approved by the University. 

4. CONTINUITY OF SERVICES:

A. The Contractor recognizes that the services under this contract are vital to the University and 
must be continued without interruption and that, upon Contract expiration, a successor, either the 
University or another Contractor, may continue them. The Contractor agrees:

o To exercise its best efforts and cooperation to affect an orderly and efficient transition to a 
successor;

o To make all University owned facilities, equipment and data available to any successor at an 
appropriate time prior to the expiration of the Contract to facilitate transition to successor; and
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o That the University Contract Officer shall have final authority to resolve disputes related to the 
transition of the contract from the Contractor to its successor. 

B. The Contractor shall, upon written notice from the Contract Officer, furnish phase-in/phase-
out services for up to ninety (90) days after this Contract expires and shall negotiate in good faith 
a plan with the successor to execute the phase-in/phase-out services. This plan shall be subject to 
the Contract Officer’s approval.

C. The Contractor shall be reimbursed for all reasonable, pre-approved phase-in/phase-out costs 
(i.e., costs incurred within the agreed period after Contract expiration that result from phase-
in/phase-out operations) and a fee (profit) not to exceed a pro rata portion of the fee (profit) 
under this Contract. All phase-in/phase-out work fees must be approved by the Contract Officer 
in writing prior to commencement of said work. 

5. LICENSE TO USE RADFORD UNIVERSITY LICENSED INDICIA: By signing and 
submitting this Proposal, the Offeror agrees that if it is awarded a purchase order/contract as a 
result of this solicitation, it will follow the procedures outlined by Radford University’s 
Licensing and Trademarks Administration to become a licensed vendor authorized to use 
Radford University licensed indicia identified in the solicitation and to follow all procedures for 
submitting artwork for product for approval prior to producing any product with Radford 
University indicia. More information on the licensing process and application can be located at 
Radford University Brand Guide 

6. RENEWAL OF CONTRACT: This Contract may be renewed by Radford University upon 
written agreement of both parties for (one year)/ (four successive one-year periods), under the 
terms of the current Contract, and at a reasonable time (approximately 90 days) prior to the 
expiration. 

7. SUBCONTRACTS: No portion of the work shall be subcontracted without prior written 
consent of Radford University. In the event that the Contractor desires to subcontract some part 
of the work specified herein, the Contractor shall furnish Radford University the names, 
qualifications and experience of their proposed subcontractors. The Contractor shall, however, 
remain fully liable and responsible for the work to be done by his subcontractor(s) and shall 
assure compliance with all requirements of the Contract.
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Addendum Number 01

Date: April 28, 2025

Reference Request For Proposal Number: R25-004 
Commodity: Strategic Marketing and Media Placement
Dated: April 4, 2025
For Delivery To: Radford University

Agency, Commonwealth of Virginia
501 Stockton Street
Radford, Virginia 24142

Proposal Due Date/Time: June 4, 2025 by 3:00 PM EST

The following attachments are included with this addendum:
1. Site visit sign in sheet;
2. Pre-Proposal sign in sheet and Zoom attendees; and
3. Pre-Proposal presentation slide deck.

End of Addendum 01.

Addendum 02 to follow with RFI Responses

Procurement Officer of record:
Austin Eads, CUPO
Procurement Officer
Telephone: (540) 831-5634
Email:  ateads@Radford.edu  
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Addendum Number 02 

Date: May 21, 2025

Reference Request For Proposal Number: R25-004
Commodity: Strategic Marketing and Media Placement
Dated: April 4, 2025
For Delivery To: Radford University

Agency, Commonwealth of Virginia
501 Stockton Street
Radford, Virginia 24142

Proposal Due Date/Time: June 4, 2025, by 3 PM

The following attachments are included with this addendum:
Attachment G – Radford University Brand Guide

RFI Responses follow below:

1. Is there an overall estimated budget for this one-year contract?

Radford Response: The current budget is not available to be shared; however, the average spend for
Radford’s Marketing contract over the last three years has been 1.2 million dollars per year.

2. Do you have a preference for the percentage of budget devoted to paid media versus agency fees,
creative, etc.?

   Radford Response: General preference is for 70%-75% of the marketing/advertising budget to be 
allocated to media buy, with 15%-20% allocated to agency fees (strategy, planning, account 
management, campaign management, optimization, reporting, etc.) and between 10%-15% for creative 
fees (copywriting, design, production, etc.). 

3. Can you provide a breakdown for professional fees and media spend?

Radford Response: General preference is for 70%-75% of the marketing/advertising budget to be
allocated to media buy, with 15%-20% allocated to agency fees (strategy, planning, account management, 
campaign management, optimization, reporting, etc.) and between 10%-15% for creative fees
(copywriting, design, production, etc.). 

4. Is there a requirement or preference for offices in the state of Virginia?

Radford Response: No. However, vendors must be registered in eVA to be awarded a contract with
Radford University or any entity of the Commonwealth of Virginia.
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5. Can you share a breakdown of student body demographics and how they have changed over the past 
decade? 

 
Radford Response:  Please see the table below: 

Term
Fall 

2015 
Fall 

2016 
Fall 

2017 
Fall 

2018 
Fall 

2019 
Fall 

2020 
Fall 

2021 
Fall 

2022 
Fall 

2023
Fall 

2024 
Undergraduates 8,880 8,453 8,418 7,926 7,967 7,307 6,513 6,008 5,704 6,161
Undergraduates 
Male 3,872 3,651 3,591 3,405 3,133 2,799 2,529 2,262 2,009 2,214 
Undergraduates 
Female 5,008 4,802 4,827 4,521 4,834 4,508 3,984 3,744 3,682 3,929 
Undergraduates 
Gender 
Unknown 0 0 0 0 0 0 0 2 13 18 
Undergraduates 
Ethnicity 
Unknown 100 74 140 177 228 240 219 185 156 163
Undergraduates 
Hispanic 577 590 563 556 557 548 520 542 476 700
Undergraduates 
American 
Indian or Alaska 
Native 20 19 20 22 21 18 22 19 14 11 
Undergraduates 
Asian 127 123 123 123 138 118 102 91 93 103
Undergraduates 
Black or African 
American 1,184 1,282 1,400 1,333 1,385 1,282 1,097 900 811 830
Undergraduates 
Native 
Hawaiian or 
Other Pacific 
Islander 15 14 10 11 6 4 5 6 5 4
Undergraduates 
White 6,313 5,858 5,620 5,193 5,110 4,624 4,138 3,891 3,792 3,949 
Undergraduates 
Two or more 
races 461 415 449 427 455 428 360 326 299 336
Graduates 863 948 1,000 1,409 3,903 3,388 2,485 1,710 1,827 1,651 
Graduates Male 200 222 230 252 557 461 390 293 382 329
Graduates 
Female 663 726 770 1,157 3,346 2,927 2,095 1,415 1,433 1,311 
Graduates 
Gender 
Unknown 0 0 0 0 0 0 0 2 12 11 
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Graduates 
Ethnicity 
Unknown 24 21 14 22 693 1,376 369 152 70 46 
Graduates 
Hispanic 27 22 36 22 61 57 60 61 68 147
Graduates 
American 
Indian or Alaska 
Native 3 3 0 3 7 6 8 2 3 2
Graduates 
Asian 14 13 13 14 33 38 38 37 43 37 
Graduates 
Black or African 
American 57 70 78 84 162 181 220 157 158 138
Graduates 
Native 
Hawaiian or 
Other Pacific 
Islander 1 2 1 0 0 1 1 1 0 0
Graduates 
White 711 786 816 1,219 2,891 1,682 1,740 1,235 1,431 1,212 
Graduates Two 
or more races 14 18 23 28 42 33 38 48 42 51 
Total 9,743 9,401 9,418 9,335 11,870 10,695 8,998 7,718 7,531 7,812 
Total Male 4,072 3,873 3,821 3,657 3,690 3,260 2,919 2,555 2,391 2,543 
Total Female 5,671 5,528 5,597 5,678 8,180 7,435 6,079 5,159 5,115 5,240 
Total Gender 
Unknown 0 0 0 0 0 0 0 4 25 29 
Total Ethnicity 
Unknown 124 95 154 199 921 1,616 588 337 226 209
Total Hispanic 604 612 599 578 618 605 580 603 544 847
Total American 
Indian or Alaska 
Native 23 22 20 25 28 24 30 21 17 13 
Total Asian 141 136 136 137 171 156 140 128 136 140
Total Black or 
African 
American 1,241 1,352 1,478 1,417 1,547 1,463 1,317 1,057 969 968
Total Native 
Hawaiian or 
Other Pacific 
Islander 16 16 11 11 6 5 6 7 5 4
Total White 7,024 6,644 6,436 6,412 8,001 6,306 5,878 5,126 5,223 5,161 
Total Two or 
more races 475 433 472 455 497 461 398 374 341 387

 
 

6. Is there a desire to enhance or increase diversity in your student population through this campaign? 
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Radford Response: Radford University is committed to creating an inclusive and engaging student 
experience. We embrace and honor the diversity of the communities we serve—from Southwest Virginia 
throughout the commonwealth and beyond. We will work with the selected vendor to identify and define 
targeted audiences for our undergrad, graduate and non-degree/certificate campaigns. 
7. Are you primarily seeking an agency with extensive experience in Higher Education? 

         Radford Response: Extensive experience in higher education or lack thereof will not be held for or 
against any prospective vendor.  

 
8. Is SWaM required, or are vendors penalized in scoring if all work is done in house?
 

Radford Response: No, SWaM is not required. However, the scoring criteria does include a SWaM 
category that allots 10 percentage points that can only be fully attained through providing certification 
of SWaM registration with Virginia’s SBSD. Vendors can earn partial points through including a 
SWaM subcontracting plan.  

 
9. How has the university accomplished this work previously? 
 
         Radford Response: Radford University has historically utilized negotiated contracts to obtain and 
maintain these services. 
 
10. Why is now the right time to identify a partner for marketing and media buying? 
 
        Radford Response: Radford University’s current Strategic Marketing and Media Placement contract 
is due to expire on September 31, 2025. Such is the case; Radford University seeks to obtain a new contract 
through competitive solicitation. 
 
11. Will finalists be given an opportunity to present in person or virtually? 
 
        Radford Response: Yes. Vendors scored and selected for negotiations will be given an opportunity 
to present in person or virtually.  
 
12. What is the estimated start date for this contract? 
 
        Radford Response: The start date for this contract will be negotiated to support implementation and 
an effective date of October 1, 2025. 
 
13. Is there an incumbent vendor and will they be invited to participate in this RFP? 
 
        Radford Response: The current Marketing contract at Radford University is held by VisionPoint 
Marketing. They and all prospective vendors are encouraged to participate in this RFP. 
 
14. What are your measurements for the success of this contract? 
 
        Radford Response: Radford University will use several quantitative and qualitative measures across 
digital and traditional/OOH platforms to determine the success of this contract. 
 
Following are our three primary quantitative measures: 

1. Increase brand awareness  
 Increase top-of-funnel awareness of Radford University in state and out of state and build 

Radford’s reputation with the new brand and campaign creative. 
 KPIs: impressions, clicks, click-through rates, cost-per-click 

2. Generate leads  
 Increase leads by attracting prospects and converting them into leads. 
 KPIs: conversions, conversion rate, cost-per-acquisition 

3. Drive applications and enrollment from 2025-26 academic year to 2026-27 academic year 
 Increase quality applications 
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Increase student enrollment.
o First-year undergraduate by 1.5% 
o Transfer undergraduate by 1.5% 
o Graduate by 3% 
o Continuing education enrollment non-degree/certificate by 5% 

 KPIs: applications, melt, yield rate, student enrollment 
 
Note: We think of KPIs as measuring three different things: 

 Volume  
o Impressions: the number of times an ad was displayed and viewable by users. 
o Clicks: the number of people who have clicked on an ad. 
o Conversions: the number of people who have submitted (e.g., RFI/inquiry form submission 

or button 
o click). 

 Efficiency 
o Click-Through Rate (CTR) or Swipe-Up Rate (SUR): the percentage of people who saw 

an ad, email, or other touchpoint and clicked on a link from it. 
o Conversion Rate (CVR): the percentage of people who clicked on an ad or landing page 

and completed a desired action. 
o Cost Per Acquisition (CPA): the metric that measures the effective cost of a customer 

completing a specific action, such as submitting an RFI on the landing page or through an 
in-platform form. 

 Value 
o Cost Per Thousand Impressions (CPM): the cost for every thousand impressions delivered. 
o Cost Per Click (CPC): the price paid for each ad that was clicked on. 
o Cost Per Conversion: the effective price paid for each lead that was generated. 

 
Additional quantitative measures include increasing: 

 # of visits to campus by prospective students, including self-scheduled campus tours, attendance 
at open houses in the fall and spring and attendance at Highlander Day events in the spring. 

 # of high school students who attend one of our Admissions Office visits to schools throughout 
Southwest Virginia. 

 
Qualitative measures include: 

 Quality of brand engagement by prospective students/families at open houses and Highlander Day 
events, as well as at sponsored events throughout Southwest Virginia (e.g., Strawberry Festival in 
May and Party in Elmwood Park in July in Roanoke, Radford Community Fest in August and 
Highlander Festival in October in Radford, Steppin’ Out in August in Blacksburg). 

 Strength of relationship with selected marketing services vendor, based on level of trust, 
responsiveness and depth of institutional knowledge exhibited by quality of creative (messaging, 
image-selection, CTAs, etc.) 

  
15. Which digital platforms have had the most success meeting your KPI’s? 
 
        Radford Response:  Following is an overview of most effective platforms, listed in order. Strategic 
Marketing will provide the selected vendor with more details results reports for the current FY campaigns. 
 
Most effective platforms: 

 Impressions: Meta, Reddit, Google display, programmatic display, Shapchat 

 Conversions: Meta, Google search, Google display, Meta retarget, Google display retarget 

 CPA: Google display, Meta, Meta retarget, Google display retarget, Google search 

16. What are the top three qualities that Radford University seeks in an agency partner? 
 

Radford Response:   
 Reliable (focused on meeting deadlines, honoring commitments, communicating in a timely and 

transparent manner, keeping us informed of results and recommending optimizations) 
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 Responsive (attentive to our requests, attuned to market trends that require changes in direction, 
flexible and agile enough to turn on a dime) 

 Committed to excellence (developing strategic plans and creating high-quality assets requires a 
vendor that is committed to excellence—willing to develop a deep understanding of who Radford 
is, what we do and what makes us distinctive among our competition in today’s higher ed 
marketplace)  
 

17. What are the top three qualities that Radford University does not seek in an agency partner?
 

Radford Response:  
 Unresponsiveness 
 Unreliability 
 Apathetic 

 
 
18. Do you have any first party targeting data that will be used? 
 
        Radford Response: Yes, we will provide look-like audiences, details for geofencing (zip codes, 
counties, campuses, buildings), audience demographics/psychographics, etc. 
 
  
19. Are you currently using any CRM system? 
 
        Radford Response:  Yes, our Admissions team uses Slate. The Office of Marketing and 
Communications manages marketing and advertising campaigns focused on attracting prospects into the 
recruiting funnel. We compel prospects from the top of the funnel through the middle to the bottom of 
that funnel in an effort to generate qualified leads (individuals who complete an RFI form served in 
platform or on our website), at which time we hand them off to the Admissions team, which then 
manages relationships/communications with the qualified leads through Slate and other means. 
 
20. Should pricing be all inclusive of media costs, creative design and development, resources, materials, 

etc.? 
 
        Radford Response:  Pricing should encompass all costs (media buy, agency fees, creative work, etc.). 
We would like vendors to also provide a rate sheet for any individuals/job titles who will be working on 
the account, including their hourly fee. 
 
21. Will the awarded vendor have access to social media accounts, GTM, Google Analytics, and 

conversion data? 
 

Radford Response:  Yes. 
 
22. Will there be any need for landing pages to be built? 

 
Radford Response:  While the university may repurpose and/or update special landing pages from 
previous campaigns, there is potential that new landing pages will be needed. This will be negotiated 
at a later date with the selected vendor. 
 

23. Are vendors allowed to include URLs/links to online videos that provide further information and 
demonstrate our services? 

 
        Radford Response:  Yes. 
 
24. To what extent does Radford University expect new creative asset development versus repurposing 

existing, in-house assets?  
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Radford Response: Radford University expects new creative every year as we enter new recruiting 
cycles to avoid stagnation in the market. Some of this could entail refreshing existing creative assets. 
But the vendor will be expected to generate much of the new creative as part of the contract. We will 
work with the selected vendor to identify opportunities to repurpose and/or update existing assets, as 
necessary.  
 

25. What specific KPIs or performance benchmarks, if any, are most important in measuring campaign     
success? 

Radford Response:  Radford University will use several quantitative and qualitative measures across 
digital and traditional/OOH platforms to determine the success of this contract. 

 
Following are our three primary quantitative measures: 

1. Increase brand awareness  
 Increase top-of-funnel awareness of Radford University in state and out of state and build 

Radford’s reputation with the new brand and campaign creative. 
 KPIs: impressions, clicks, click-through rates, cost-per-click 

2. Generate leads  
 Increase leads by attracting prospects and converting them into leads. 
 KPIs: conversions, conversion rate, cost-per-acquisition 

3. Drive applications and enrollment from 2025-26 academic year to 2026-27 academic year 
 Increase quality applications 
 Increase student enrollment. 

o First-year undergraduate by 1.5% 
o Transfer undergraduate by 1.5% 
o Graduate by 3% 
o Continuing education enrollment non-degree/certificate by 5% 

 KPIs: applications, melt, yield rate, student enrollment 
 
Note: Strategic Marketing thinks of KPIs as measuring three different things: 

 Volume  
o Impressions: the number of times an ad was displayed and viewable by users. 
o Clicks: the number of people who have clicked on an ad. 
o Conversions: the number of people who have submitted (e.g., RFI/inquiry form submission 

or button 
o click). 

 Efficiency 
o Click-Through Rate (CTR) or Swipe-Up Rate (SUR): the percentage of people who saw 

an ad, email, or other touchpoint and clicked on a link from it. 
o Conversion Rate (CVR): the percentage of people who clicked on an ad or landing page 

and completed a desired action. 
o Cost Per Acquisition (CPA): the metric that measures the effective cost of a customer 

completing a specific action, such as submitting an RFI on the landing page or through an 
in-platform form. 
 

 Value 
o Cost Per Thousand Impressions (CPM): the cost for every thousand impressions delivered. 
o Cost Per Click (CPC): the price paid for each ad that was clicked on. 
o Cost Per Conversion: the effective price paid for each lead that was generated. 

 
Additional quantitative measures include increasing: 

 # of visits to campus by prospective students, including self-scheduled campus tours, attendance 
at open houses in the fall and spring and attendance at Highlander Day events in the spring. 

 # of high school students who attend one of our Admissions Office visits to schools throughout 
Southwest Virginia. 

 
Qualitative measures include: 
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 Quality of brand engagement by prospective students/families at open houses and Highlander Day 
events, as well as at sponsored events throughout Southwest Virginia (e.g., Strawberry Festival in 
May and Party in Elmwood Park in July in Roanoke, Radford Community Fest in August and 
Highlander Festival in October in Radford, Steppin’ Out in August in Blacksburg). 

 Strength of relationship with selected marketing services vendor, based on level of trust, 
responsiveness and depth of institutional knowledge exhibited by quality of creative (messaging, 
image-selection, CTAs, etc.) 

  
 
26. How does Radford University envision the working relationship with the awarded partner, as a fully 

embedded extension of your team, or as an independently led entity? 

Radford Response: Radford University would like its partner to serve as a seamless extension of our 
team so that external advertising creative and messaging aligns with our established branding 
guidelines and internal communications. The partner would be expected to develop strong working 
relationships with our key team members and develop deep institutional knowledge over time. 

 
27. Are there any specific peak seasonal or programmatic enrollment cycles or deadlines that vendors 

should be aware of when developing campaign schedules? 
 
Radford Response:  Following are the key deadlines that were used this year for undergraduate 
programs for the 2025-26 recruiting cycle. Graduate deadlines vary slightly from these. The University 
will provide the selected vendor with updated undergrad, graduate and certificate/non-degree deadlines 
for future recruiting cycles. 
 Aug. 1 - application opens  
 Nov. 1 – freshman early action admission (non-binding)  
 Feb. 1 – freshman regular admission  
 March 1 – transfer priority deadline  
 Date range – rolling admission  
 Open House dates  

o Oct 19 (Main Campus)  
o Oct 26 (RUC)  
o Nov 16 (Main Campus)  

 Highlander Days dates  
o March 22 (Main Campus)  
o April 6 (RUC)  
o April 12 (Main Campus)  

 May 1 – Freshman Deposit Deadline  
 June 1 – Transfer Deposit Deadline  

 
28. Where does increasing diversity rank amongst the list of marketing priorities? 
 

Radford Response: Please see above responses for details on Radford University’s 
advertising/marketing priorities, goals and KPIs. The university is committed to creating an inclusive 
and engaging student experience. We embrace and honor the diversity of the communities we serve—
from Southwest Virginia throughout the commonwealth and beyond. We will work with the selected 
vendor to identify and define targeted audiences for our undergrad, graduate and non-degree/certificate 
campaigns. 
 

 
29. Do you have in-house creative department?  If so, to what extent does your creative in-house creative 

department get involved with various campaigns and executions? 
 

Radford Response: Our in-house creative team will work closely with the selected vendor to onboard 
them to our branding and graphic guidelines. The in-house team may help develop select creative assets 
for digital and OOH campaigns, which could include shooting new photos and videos at the direction 

Page 44 of 164 
RU25014 Strategic Marketing and Media Placement Contract

Docusign Envelope ID: 18A93DA2-7A5C-4C50-B939-221B5ACDF5C5



of the vendor; but the marketing vendor will bear responsibility for developing the large majority of 
campaign creative. 

 
 
 
 
30. Is creative work (concepts and executions) part of a separate budget? 

 
Radford Response: No. Please refer to the responses above regarding which costs vendor proposals 
should encompass, including the approximate percentages of media buy, agency fees and creative fees 
within the total cost. 

 
31. Does your creative department provide the selected agency with creative assets, such as photo images 

and stock footage for digital, print and video campaigns? 
 

Radford Response: Yes. Our in-house creative team will work closely with the selected vendor to 
onboard them to our branding and graphic guidelines. The in-house team may help develop select 
creative assets for digital and OOH campaigns, which could include shooting new photos and videos 
at the direction of the vendor; but the marketing vendor will bear responsibility for developing the vast 
majority of campaign creative. 

 
 
32. Can you approximate how many executions you will need for digital display, video, banner ads, social 

media graphics? 
 

      Radford Response: Radford University expects a sufficient number of creative executions for digital, 
OOH and other traditional platforms so that campaigns feel fresh throughout each annual recruiting cycle. 
For our undergraduate, graduate and continuing education non-degree/certificate campaigns, multiple 
creatives will be needed per digital platform per audience to allow for A-B testing, different CTAs during 
the course of the recruiting cycle and ongoing optimization based on performance. In addition, there will 
be “special” time-bound creatives that are run to promote open houses, Highlander Days, approaching 
application deadlines, etc.  
 
33. Can we separately send in a separate “redacted” version of our response in order to protect our 

proprietary information?   
 

Radford Response: Yes, you may submit a redacted copy for proprietary information. See Section 
12.A.1-2 for requirements to do so.  
 

34. If yes to question 32, can we send it at a later date after submitting our RFP response? 
 

Radford Response: No. As stated in the solicitation under General Information, all submissions must 
be made by the June 4, 2025, 3:00 PM EST. deadline.  
 

35. What’s worked well so far when it comes to attracting students? And where have you felt like there 
was still room to improve? 

Radford Response: Radford University expects the selected vendor to produce clear, compelling, 
distinctive ads that rise above the noise in each platform/channel being used. Powerful, authentic, 
emotionally evocative storytelling (where the platform allows) has been successful. Visuals, messaging 
and storytelling that bring our five brand pillar messages, competitive strengths and core values to life 
have resonated strongly with our targeted audiences. Ensuring that campaigns feel fresh throughout 
annual recruiting cycles is always challenging but essential. 
 

 
36. If Radford University could be known for three things as an institution, what would they be? 
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Radford Response: Radford University is committed to creating an inclusive and engaging student 
experience that is accessible to and affordable for all the communities we serve—from Southwest 
Virginia throughout the commonwealth and beyond. 

 
Radford University’s small size, emphasis on outstanding teaching and commitment to student-centered 
learning foster a strong sense of belonging among our students. 
 
The Radford educational experience is distinguished by the innovative and active ways that learning 
occurs, inside and outside the classroom. From student-faculty research, study abroad programs and 
internships, to consulting projects conducted in conjunction with local communities/businesses, this 
experience facilitates students’ personal and professional fulfillment. 
 
37. How are you currently dividing your marketing budget across channels?

Radford Response: Our digital spend constitutes about 80% of our overall marketing/advertising 
budget, with the balance (about 20%) allocated to OOH and traditional platforms. Within digital, about 
40% is allocated to top of funnel platforms, 45% is allocated to middle of funnel platforms and 15% is 
allocated to bottom of funnel platforms. 

 
38. What does an ideal agency partnership look like from your perspective 

Radford Response: 

 Reliable (focused on meeting deadlines, honoring commitments, communicating in a timely and 
transparent manner, keeping us informed of results and recommending optimizations) 

 Responsive (attentive to our requests, attuned to market trends that require changes in direction, 
flexible and agile enough to turn on a dime) 

 Committed to excellence (developing strategic plans and creating high-quality assets requires a 
vendor that is committed to excellence—willing to develop a deep understanding of who Radford 
is, what we do and what makes us distinctive among our competition in today’s higher ed 
marketplace)  

 
39. Is it okay to submit a proposal that focuses solely on digital advertising? If so, is there a particular 

section where we should note that? 
 

Radford Response: See Section’s 10 and 11 of the RFP Document for proposal requirements. Radford 
University cannot advise you on your specific proposal approach to this solicitation.  

 
40. What are your goals for the first 3, 6, and 12 months of this campaign? 
 

Radford Response: Radford University will work with the selected vendor to clearly define goals and 
corresponding KPIs for the first 3, 6 and 12 months of the campaign. Please see answers above related 
to goals/KPIs and key deadlines in the recruiting cycle for undergrad, graduate and non-degree 
certificate programs. 
 

41. For your website, is everything managed in-house, or do you work with an outside partner for updates 
and maintenance? 

 
Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. Following this effort, two teams 
of Radford employees from Marketing and Communication and ITS work collaboratively to maintain 
our website. These employees will work with the selected marketing vendor, as appropriate, to ensure 
marketing/advertising campaigns work seamlessly with the new website. 

 
42. Can you please confirm that media agencies can be awarded without a creative agency partner? 
 

Radford Response: See Section’s 10 and 11 of the RFP Document for proposal requirements. Radford 
University cannot advise you on your specific proposal approach to this solicitation.  
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43. What information does your ideal media performance dashboard include? How will this reporting be 
used? 

 
Radford Response: Please see above responses regarding the goals and KPIs for the 
marketing/advertising campaign. The selected vendor would be expected to work with the university 
to create and maintain a media performance dashboard tracking those measures. 

44. Will Radford be doing a brand lift study in 2026? 
 

Radford Response: The current marketing vendor helped Radford complete a rebranding initiative in 
2023. As noted in above responses, the selected marketing vendor will be expected to implement an 
annual brand perception survey, using similar methodology, target audiences, questions, etc. as the 
survey the university has conducted for the past two years. This is part of the university’s ongoing 
effort to measure brand awareness, understanding, acceptance and engagement by key audiences. 

 
45. You have listed multiple target audiences – traditional prospective students and their families and first-

generation and Pell-eligible prospective students. Will you have creative for each of these audiences? 
 

Radford Response: The selected vendor should expect to work with the Marketing and 
Communication team to develop customized creative assets that appeal to our different audiences, 
suited to the platforms on which the creative is being served. We would provide the selected vendor 
with demographic data and other details about each target audience that should be considered in 
developing these assets. 
 

46. How does the finance/FAFSA team share feedback and data regarding Pell-eligible prospective 
students? 

 
Radford Response: Radford University will provide the selected vendor with demographic data and 
other details about each target audiences—including undergrad and graduate prospects; in-state and 
out-of-state prospects; and Pell-eligible, first-generation, rural and full-pay prospects—that should be 
considered in developing assets for each audience. 
 

47. Will federal funding or changes mentioned in the news regarding Pell grants change any efforts by 
Radford for this audience? 

 
Radford Response: Radford University will inform the selected vendor of any changes to our target 
audiences based on any changes in the external environment at the regional, state or federal level. 

 
48. What have been the past pain points with prior agencies? 
 

Radford Response: Please see answers above about the desired qualities we look for in our next 
marketing vendor and the type of relationship we seek to establish with that vendor. Those answers do 
not in any way reflect on our relationships with any current or past vendor. 

 
49. What have been the barriers to success with past paid media efforts? 
 

Radford Response: Overall awareness and strength of awareness in Radford has improved 
significantly. Opportunities going forward include elevating prospective students’ perceptions of 
Radford in terms of academic excellence, relevance/applicability of educational experience and 
quality/unlimited potential of career outcomes.   
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50. Radford noted increased enrollment in the Fall of 2024, with both freshman and transfer students 
increasing over prior years. What do you attribute that success to? What learnings are there from this 
growth that can be applied moving forward? 

 
Radford Response: Overall awareness and strength of awareness in Radford has improved 
significantly. The Radford Tuition Promise, Direct Admission and Tartan Transfer programs played a 
key role in enrollment increases, along with a strong rebranding in 2023 and effective brand rollout 
since that time. We also increased the number of prospects who came to campus for tours, open houses 
and Highlander Day events. Opportunities going forward include elevating prospective students’ 
perceptions of Radford in terms of academic excellence, relevance/applicability of educational 
experience and quality/unlimited potential of career outcomes.   

 
 

51. How has organic search been valuable to your business as a marketing channel?
 

Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. This effort included revising web 
content for academic program pages and others to achieve better SEO performance. Following this 
effort, two teams of Radford employees from Marketing and Communication and ITS work 
collaboratively to maintain our website, including continuously looking for opportunities to optimize 
for SEO. As a result of this effort, organic search has become a more effective marketing channel. 
 

52. What pain points have your business experienced with SEO projects in the past, if at all? 
 

Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. This effort included revising web 
content for academic program pages and others to achieve better SEO performance. Following this 
effort, two teams of Radford employees from Marketing and Communication and ITS work 
collaboratively to maintain our website, including continuously looking for opportunities to optimize 
for SEO. As a result of this effort, organic search has become a more effective marketing channel. 

 
53. Has your team engaged in any SEO work within the last year? 

Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. This effort included revising web 
content for academic program pages and others to achieve better SEO performance. Following this 
effort, two teams of Radford employees from Marketing and Communication and ITS work 
collaboratively to maintain our website, including continuously looking for opportunities to optimize 
for SEO. As a result of this effort, organic search has become a more effective marketing channel. 

 
54. Are there any plans in 2026 for the website? (A redesign, domain migration, or overhauled content? 

Other?) 
 

Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. Following this effort, two teams 
of Radford employees from Marketing and Communication and ITS work collaboratively to maintain 
our website. These employees will work with the selected marketing vendor, as appropriate, to ensure 
marketing/advertising campaigns work seamlessly with the new website. 

 
55. Why is the RFP being posted? 

Radford Response: See Section 1. Purpose, of the RFP Document. 
 
56. The RFP requests the vendor “Identify a projected timeline for delivery of services relative to the award 

date of the contract.” There is no projected award or start date in the RFP. Is there a project award or 
start date? 
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Radford Response: The start date for this contract will be negotiated to support implementation and 
an effective date of October 1, 2025. 

 
 
 
 
57. How would you describe Radford University’s current marketing and media strategy? Where is it most 

effective, and where is there room for improvement? 

Radford Response: Radford University has a robust marketing and media strategy that is aligned with 
the university’s strategic priorities. Marketing and Communication has been successful in creating 
awareness and moving prospects down the funnel to become qualified leads. We then hand off those 
leads to our Admissions team, which cultivates those leads through a variety of F2F, phone and email 
touchpoints using Slate and a variety of recruiting events. We have an opportunity to connect these two 
stages of the recruiting process in a more seamless way to improve the overall “customer experience” 
and yield greater applications, deposits and enrollment. 

 
58. Can you confirm that page 4 is the only page needed to return as the cover sheet for the proposal? If 

not, what pages need to be provided back as the cover sheet of the proposal submission. 
 

Radford Response: Page 4 is required to be returned, as are Attachments D and E. Please see 
Section 18: ATTACHMENTS in the RFP Document. Attachments A, B, and F are not required to be 
filled out and submitted. Attachment C is only required if the vendor intends to provide pricing for 
additional zones supporting VASCUPP Member Schools. 
 

 
59. If an addendum should be provided, should this be included in the submission of the proposal? If so, 

where in the organization of the proposal should that be placed? 
 

Radford Response: Please see Page 4 of the RFP Document, where vendors are advised to indicate 
confirmation of receipt of posted addenda. 

 
60. Suppose that we are SWaM certified in another state or have applied for certification and are willing 

to proceed with the VA SWaM certification. If we are considered finalists, will the point scoring accept 
this scenario in the RFP? 

 
Radford Response: In order to receive full or partial credit for SWaM status, a vendor must be 
registered with the SBSD before the deadline of submission for the solicitation. 

 
61. Are there any needs beyond creative and media, such as research, web development, or public relations, 

considered within the RFP submission? 
 

Radford Response: While the University does not have any stated needs for the provided examples, 
vendors are encouraged to provide the full spectrum of their capabilities as it serves to the purpose of 
the RFP document, at their own discretion. 
 

62. Are there internal review cycles or blackout dates that the selected vendor should plan around (e.g., 
board meetings, semester starts)? 

 
Radford Response: Radford University will work with the selected vendor to account for any such 
dates as we finalize the plan for the first year. 

 
63. What is the expected date for launching any creatives designed by the awarded agency? 
 

Radford Response: Radford University would expect some new creative produced by the selected 
vendor to be launched as soon after the October 1, 2025 contract implementation as is feasible. We 
would work closely with the selected vendor to determine reasonable dates for this timeline. 
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64. What level of creative development/services will be required? (Full visual development, spec 
development, etc.? 

 
Radford Response: Radford University expects the selected vendor to present creative look/feel 
options for an overall campaign initially, followed by full creative development to support the chosen 
option. 

65. Has Radford University conducted any perception surveys in the past? If so, is there benchmark data 
available for future measurement efforts? 

 
Radford Response: Yes, we will provide the selected vendor with results from annual brand 
perception surveys conducted in 2023 and early 2025. 

 
66. What level of research is required for your brand perception surveys? 
 

Radford Response: The current marketing vendor helped Radford complete a rebranding initiative in 
2023. As noted in above responses, the selected marketing vendor will be expected to develop and 
execute a plan to continue increasing brand awareness among primary and secondary audiences, as 
well as implement an annual brand perception survey, using similar methodology, target audiences, 
questions, etc. as the survey the university has conducted for the past two years. This is part of the 
university’s ongoing effort to measure brand awareness, understanding, acceptance and engagement 
by key audiences. 

 
67. Will historical marketing data, performance metrics, or past campaign results be made available to 

review at the start of the engagement? 
 

Radford Response: Yes. 
  
68. Can you share the split (or percentage allocation) between online and on-campus enrollment goals by 

school? Are there dedicated budgets associated with each? 
 

Radford Response: This data will be shared with the selected vendor. 
 
69. How would you prioritize the breakout of lead gen and awareness goals across the school or program? 
 

Radford Response: In our advertising campaigns this year, we began to shift weighting from 
awareness to lead generation, moving more dollars from the top of the funnel platforms to middle of 
funnel platforms. We will discuss any further shifts with the selected vendor. 

 
70. Are there current or past marketing efforts/results that should inform our approach or be built upon?
 

Radford Response: Please see responses above regarding our goals and KPIs, as well as tactics and 
other approaches that have worked well thus far. 

 
71. What is Radford’s current enrollment tracking system? 
 

Radford Response: Banner is our student information system. It tracks enrollment.  
 
72. What are your key strategic regions/feeder markets by school, and how does that vary for on-campus 

vs online? 
 

Radford Response: Radford University will provide the selected vendor with more detailed data on 
specific high schools/feeder markets. Our primary market is Southwest Virginia; secondary markets 
are throughout the commonwealth include Northern Virginia, Tidewater/Hampton Roads, Southern 
Virginia and Central Virginia; tertiary markets are selected zip codes and counties in North Carolina, 
West Virginia, Tennessee, Maryland, and Washington, D.C. 
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73. Are there particular academic programs or geographic markets that should receive priority focus in the 
media strategy? 

 
Radford Response: Please see answer above about primary, secondary and tertiary geographic 
markets. Our healthcare programs, with emphasis on nursing, and education programs have historically 
been strongest, followed by business, criminal justice, psychology, biology, dance, music, design, 
theatre; but vendors’ RFP proposals do not need to focus in on specific academic programs within the 
undergraduate, graduate and non-degree-certificate areas. 

 
74. Will Radford University provide existing market research or student persona data to inform audience 

targeting? 
 

Radford Response: Yes, the selected vendor will be provided with this kind of data.  
 
75. Who is Radford University’s biggest competition for student recruitment or brand visibility? 
 

Radford Response: Radford competes with Virginia State, James Madison University, Liberty, 
Longwood, Hampton, Old Dominion and Virginia Commonwealth University. 
 

76. Will there be an additional budget for new assets (video, photography, etc.) for new campaign 
development? 

 
Radford Response: No, there is no additional budget for new assets such as photos and videos.  

 
77. Should a recommended media spend be included in our pricing proposal? 
 

Radford Response: Yes, media buys should be included in proposals.  
 
78. How many concepts for creative campaigns are expected in the initial year, and how often would they 

need to be updated in the following years? 
 

Radford Response: Radford University expects new creative every year as we enter new recruiting 
cycles to avoid stagnation in the market. Some of this could entail refreshing existing creative assets. 
But the vendor will be expected to generate much of the new creative as part of the contract. We will 
work with the selected vendor to identify opportunities to repurpose and/or update existing assets, such 
as special landing pages created for past campaigns. In addition, the university will provide photos and 
videos for new campaign creative as necessary. This might require university photographers to shoot 
new photos/videos at the direction of the vendor. 
 

79. Have initiatives supporting your top 5 priorities started? What are the KPIs for year 1 and year 4? 
 

Radford Response: Please see answers above regarding which our goals and KPIS, which platforms 
we are using, and which ones have been most effective thus far. We will share more detailed 
performance results with the selected vendor. 

 
80. Will the University be able to provide materials for the development of creative assets such as video 

footage/b-roll etc.? 
 

Radford Response: Radford University expects new creative every year as we enter new recruiting 
cycles to avoid stagnation in the market. Some of this could entail refreshing existing creative assets. 
But the vendor will be expected to generate much of the new creative as part of the contract. We will 
work with the selected vendor to identify opportunities to repurpose and/or update existing assets, such 
as special landing pages created for past campaigns. In addition, the university will provide photos and 
videos for new campaign creative as necessary. This might require university photographers to shoot 
new photos/videos at the direction of the vendor. 

 
81. The university has expressed an interest in a dashboard that includes real time analytics on the campaign 

KPIs. Is this something that should be priced by the vendor? 
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Radford Response: Radford University does not expect the selected vendor to build a real-time 
analytics dashboard that we can access 24x7x365. We would expect to work with the selected vendor 
1) to build a dashboard that shows progress toward overall goals and KPIs and 2) to report the 
results/share the dashboard with us in a biweekly manner. 
 
 
 

82. What role do you envision the vendor having in its (the dashboard’s?) development and management? 
 

Radford Response: Radford University does not expect the selected vendor to build a real-time 
analytics dashboard that we can access 24x7x365. We would expect to work with the selected vendor 
1) to build a dashboard that shows progress toward overall goals and KPIs and 2) to report the 
results/share the dashboard with us in a biweekly manner. 

 
83. Is the goal for the dashboards to integrate data provided by the University related to inquiries and 

completed applications, or for the dashboards to include media data only? 

Radford Response: Radford University does not expect the selected vendor to build a real-time 
analytics dashboard that we can access 24x7x365. We would expect to work with the selected vendor 
1) to build a dashboard that shows progress toward overall campaign goals and KPIs (media data only) 
and 2) to report the results/share the dashboard with us in a biweekly manner. 

 
84. If the former, what data agreements/requirements will need to be in place in order for the selected 

agency to gain real-time access to that information? 
 

Radford Response: Radford University does not expect the selected vendor to build a real-time 
analytics dashboard that we can access 24x7x365. We would expect to work with the selected vendor 
1) to build a dashboard that shows progress toward overall campaign goals and KPIs (media data only) 
and 2) to report the results/share the dashboard with us in a biweekly manner. 

 
85. Has the University previously leveraged the kind of real-time dashboards it is envisioning in previous 

campaigns, or will the selected agency be implementing for the first time? 
 

Radford Response: Radford University does not expect the selected vendor to build a real-time 
analytics dashboard that we can access 24x7x365. We would expect to work with the selected vendor 
1) to build a dashboard that shows progress toward overall campaign goals and KPIs (media data only) 
and 2) to report the results/share the dashboard with us in a biweekly manner. 

 
86. What CRM/data system do you currently use? What tools do you use to track marketing leads? 
 

Radford Response: Radford University’s Admissions team uses Slate as its CRM. The Office of 
Marketing and Communications manages marketing and advertising campaigns focused on attracting 
prospects into the recruiting funnel. We compel prospects from the top of the funnel through the middle 
to the bottom of that funnel in an effort to generate qualified leads (individuals who complete an RFI 
form served in platform or on our website), at which time we hand them off to the Admissions team, 
which then manages relationships/communications with the qualified leads through Slate and other 
means. We work with our Admissions team to evaluate quality of leads and determine ways we can 
improve our recruiting funnel activities to continuously improve the quality of those leads. 

 
87. Will the University provide access to existing campaign performance data, CRM/enrollment funnel 

data, or media performance reports to inform media planning and campaign optimization? 

Radford Response: Yes. 
 
88. Is there a preferred media measurement model or platform (e.g., Google Analytics, Tableau, Salesforce, 

Slate) that the selected vendor will be expected to integrate with or report from? 
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Radford Response: Radford University will work with the selected vendor to determine the best 
model/platform to use in reporting results. 
 
 
 
 

89. Will Radford University require the selected vendor to handle media invoicing and reconciliation 
directly with vendors, or will that process be managed through the University’s procurement/accounts 
payable team? 

 
Radford Response: Radford University would prefer for the selected marketing vendor to handle 
media invoicing and reconciliation directly with media platform vendors/owners. 

 
90. Beyond those listed (OOH, radio, digital, TV, sponsorships), are there any emerging channels (e.g., 

influencer marketing, CTV, podcasts) Radford is particularly interested in exploring? 
 

Radford Response: Radford University does not have any expectations for vendor proposals to include 
emerging channels, but vendors are encouraged to present additional information regarding such, at 
their own discretion.  

 
91. Are there key brand pillars or messages we must build from, or is there room for creative message 

evolution? 
 

Radford Response: The rebranding initiative in 2023 produced several brand pillar messages. These 
pillars focus on what Radford University delivers, the value it offers and the characteristics that make 
it distinct. These pillars are like chapters of our brand story. 
 Excellence that is easily accessible 
 Centered on those we serve 
 Freedom to learn from experience 
 Active learning and active doing 
 Ready for all life's roles 

 
The recent brand perception survey found that these pillar messages are credible among our target audiences 
and have strong appeal to those audiences. Advertising/marketing campaign messaging should draw upon 
these messages, along with other key strengths, core values, etc. in a way that evolves organically and 
appropriately over time while staying true to their essence. 
 
92. May we add hyperlinks to the proposal to direct the University to examples of our work on the web? 
 

Radford Response: No. Please provide all example documents as stated in Section’s 10 and 11. 
 
93. Does the University have a preference for how work examples are provided? Are standalone case 

studies, provided as attachments, acceptable or does the University prefer to have them provided under 
“B: Experience and Qualifications”? 

 
Radford Response: Please provide them as a part of your Experience and Qualifications. 

 
94. Is multilingual messaging a requirement or priority for the university? If so, are there specific languages 

of interest and internal resources available to support translation or review? 
 

Radford Response: There may be some messaging produced in Spanish for certain audiences in 
specific contexts. 

 
95. Can you provide more specific enrollment goals broken down by audience segment (traditional, 

graduate students, first-generation, non-traditional, military-affiliated)? 
 

Radford Response: Radford University will use several quantitative and qualitative measures across 
digital and traditional/OOH platforms to determine the success of this contract. 
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Following are our three primary quantitative measures: 

1. Increase brand awareness  
 Increase top-of-funnel awareness of Radford University in state and out of state and build 

Radford’s reputation with the new brand and campaign creative. 
 KPIs: impressions, clicks, click-through rates, cost-per-click 

2. Generate leads  
 Increase leads by attracting prospects and converting them into leads. 
 KPIs: conversions, conversion rate, cost-per-acquisition 

3. Drive applications and enrollment from 2025-26 academic year to 2026-27 academic year 
 Increase quality applications 
 Increase student enrollment. 

o First-year undergraduate by 1.5% 
o Transfer undergraduate by 1.5% 
o Graduate by 3% 
o Continuing education enrollment non-degree/certificate by 5% 

 KPIs: applications, melt, yield rate, student enrollment 
 
Note: We think of KPIs as measuring three different things: 

 Volume  
o Impressions: the number of times an ad was displayed and viewable by users. 
o Clicks: the number of people who have clicked on an ad. 
o Conversions: the number of people who have submitted (e.g., RFI/inquiry form submission 

or button 
o click). 

 Efficiency 
o Click-Through Rate (CTR) or Swipe-Up Rate (SUR): the percentage of people who saw 

an ad, email, or other touchpoint and clicked on a link from it. 
o Conversion Rate (CVR): the percentage of people who clicked on an ad or landing page 

and completed a desired action. 
o Cost Per Acquisition (CPA): the metric that measures the effective cost of a customer 

completing a specific action, such as submitting an RFI on the landing page or through an 
in-platform form. 

 Value 
o Cost Per Thousand Impressions (CPM): the cost for every thousand impressions delivered. 
o Cost Per Click (CPC): the price paid for each ad that was clicked on. 
o Cost Per Conversion: the effective price paid for each lead that was generated. 

 
Additional quantitative measures include increasing: 

 # of visits to campus by prospective students, including self-scheduled campus tours, attendance 
at open houses in the fall and spring and attendance at Highlander Day events in the spring. 

 # of high school students who attend one of our Admissions Office visits to schools throughout 
Southwest Virginia. 

 
Qualitative measures include: 

 Quality of brand engagement by prospective students/families at open houses and Highlander Day 
events, as well as at sponsored events throughout Southwest Virginia (e.g., Strawberry Festival in 
May and Party in Elmwood Park in July in Roanoke, Radford Community Fest in August and 
Highlander Festival in October in Radford, Steppin’ Out in August in Blacksburg). 

 Strength of relationship with selected marketing services vendor, based on level of trust, 
responsiveness and depth of institutional knowledge exhibited by quality of creative (messaging, 
image-selection, CTAs, etc.) 

 
96. Can you tell us more about the geography of your key audience(s)? For example, what are the focus 

geographies for research recruitment efforts? The RFP says throughout Virginia but also contiguous 
states. What are these states? Is there any interest in international, if so, what countries? 
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Radford Response: Radford University will provide the selected vendor with more detailed data on 
specific high schools/feeder markets. Our primary market is Southwest Virginia; secondary markets 
throughout the commonwealth include Northern Virginia, Tidewater/Hampton Roads, Southern 
Virginia and Central Virginia; tertiary markets are selected zip codes and counties in North Carolina, 
West Virginia, Tennessee, Maryland, and Washington, D.C. 

 
97. Does Radford University anticipate a need for paid media placements in contiguous states beyond 

Virginia to reach military-affiliated students or non-traditional audiences? If so, are there specific target 
geographies we should plan around? 

 
Radford Response: Radford University will provide the selected vendor with more detailed data on 
specific high schools/feeder markets. Our primary market is Southwest Virginia; secondary markets 
throughout the commonwealth include Northern Virginia, Tidewater/Hampton Roads, Southern 
Virginia and Central Virginia; tertiary markets are selected zip codes and counties in North Carolina, 
West Virginia, Tennessee, Maryland, and Washington, D.C. 
 

98. Are there specific current or upcoming Radford University initiatives (e.g., program launches, capital 
improvements) that should be reflected in messaging or outreach? 

 
Radford Response: Any details of such initiatives will be shared with the selected vendor. 

 
99. What differentiates Radford’s brand in the higher ed space today, and what brand perception shifts are 

you hoping to achieve through this engagement? 
 

Radford Response: The rebranding initiative in 2023 produced several brand pillar messages. These 
pillars focus on what Radford University delivers, the value it offers and the characteristics that make 
it distinct. These pillars are like chapters of our brand story. 
 Excellence that is easily accessible 
 Centered on those we serve 
 Freedom to learn from experience 
 Active learning and active doing 
 Ready for all life's roles 

 
The rebranding initiative produced a comprehensive set of brand guidelines, which can be found at 
https://www.radford.edu/marketing-communication/_documents/radford-brand-guide.pdf 

The recent brand perception survey found that these pillar messages are credible among our target audiences 
and have strong appeal to those audiences. Advertising/marketing campaign messaging should draw upon 
these messages, along with other key strengths, core values, etc. in a way that differentiates Radford from 
the competition. 
 
Following are three additional statements that—in concert—differentiate us from competitors. 
 

 Radford University is committed to creating an inclusive and engaging student experience that is 
accessible to and affordable for all the communities we serve—from Southwest Virginia 
throughout the commonwealth and beyond. 

 
 Radford University’s small size, emphasis on outstanding teaching and commitment to student-

centered learning foster a strong sense of belonging among our students. 
 

 The Radford educational experience is distinguished by the innovative and active ways that 
learning occurs, inside and outside the classroom. From student-faculty research, study abroad 
programs and internships, to consulting projects conducted in conjunction with local 
communities/businesses, this experience facilitates students’ personal and professional 
fulfillment. 

 
100. Are there existing consultants (e.g., creative production, media buying, market research) that the 

selected vendor will be expected to coordinate with or defer to? 
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Radford Response: If a new marketing services vendor is selected, the selected vendor will be 
expected to work collaboratively with the incumbent to ensure a smooth, seamless transition. Aside 
from that possibility, the selected vendor will not need to coordinate with any other vendors. 

101. What are your current top-performing recruitment channels? 
 

Radford Response: Following is an overview of most effective platforms, listed in order. We will 
provide the selected vendor with more details results reports for the current FY campaigns. 

 
Most effective platforms: 

 Impressions: Meta, Reddit, Google display, programmatic display, Shapchat 

 Conversions: Meta, Google search, Google display, Meta retarget, Google display retarget 

 CPA: Google display, Meta, Meta retarget, Google display retarget, Google search 

 
102. What is the review and approval process for content and strategy, and who/how many stakeholders 

would be involved across levels and departments? Who will be the final decision maker with awarded 
agency? 

 
Radford Response: The review and approval process will include 4 people concurrently: VP of 
Enrollment Management, AVP of Strategic Communications, Director of Strategic Enrollment 
Communications and the Marketing Manager. In tight turnarounds, the AVP will be final approval.   

 
103. There is some duplication of information requested in these sections—does the university intend 

resumes, for example, to be included in both sections, or should the vendor just ensure that each 
requested piece of information is presented once?  

 
Radford Response: Provided that all requested information is presented, the format of the proposal 
falls to the discretion of the vendor. 

 
104. Will there be one central contact for all marketing initiatives, or will each school have a lead 

member? 
 

Radford Response: This contract will have a Contract Administrator who will oversee the utilization 
of the contract through its life. This Contract Administrator may designate certain University personnel 
as necessary to execute different initiatives to maximum effectiveness. 
 

105. Is there a preferred pricing structure? 
 

Radford Response: See Attachment E in the RFP Document. If there is any additional pricing that 
you feel should be included, please do so at your own discretion. 
 

106. Is the university seeking a collaborative strategic partner to guide long-term marketing vision, or 
primarily executional support for pre-defined campaigns? 

 
Radford Response: Radford University would like its vendor to be a collaborative strategic partner, 
serving as a seamless extension of our team so that external advertising creative and messaging aligns 
with our established branding guidelines and internal communications. We would expect the partner to 
develop strong working relationships with our key team members and develop deep institutional 
knowledge over time. 

 
107. What is the decision-making process for each school and campaign, and who will be the final 

decision maker with the awarded agency? 
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Radford Response: All decision making will be led by the Contract Administrator, supported by their 
designated personnel. 
 
 
 
 

108. Is the university seeking an integrated media strategy combining traditional, digital, and emerging 
platforms? 

 
Radford Response: Yes, Radford University expects the selected vendor to help us plan for, buy and 
develop creative assets for any of these platforms that would be effective in achieving our goals/KPIs. 
 

109. Does the recruitment marketing and advertising plan need to be developed with the university 
communications strategy in mind? If yes, can you share that communications strategy? 

 
Radford Response: Radford University will share the university communication plan/strategy with 
the selected vendor. 

 
110. What are your expectations regarding campaign concepting? Do you envision us pitching campaign 

platforms or executing university-provided creative direction? 
 

Radford Response: Radford University expect the selected vendor to develop overall campaign 
concepts, a proposed media plan and specific creatives in close collaboration with our Marketing and 
Communications team.  

 
111. How many internal stakeholders will be involved in approvals and reviews, and is there a 

committee we’ll collaborate with regularly? 
 

Radford Response: The review and approval process will typically include 4 people concurrently: VP 
of Enrollment Management, AVP of Strategic Communications, Director of Strategic Enrollment 
Communications and the Marketing Manager. In tight turnarounds, the AVP will be final approval. 
The selected vendor will collaborate with these employees on a regular basis. 

 
112. Will this engagement support centralized university-wide marketing only, or also extend to 

individual colleges, programs, or departments? 
 

Radford Response: This engagement will be directed by centralized Enrollment Management and 
Strategic Communication leadership, focused on supporting university-wide enrollment goals. In some 
instances, we will focus on academic program areas (healthcare, education), as well as promote specific 
programs online RN to BSN or online MBA. But the selected vendor will not be supporting individual 
colleges, programs, etc. 

 
113. Because of the different needs and motivations of undergraduate, graduate, and transfer students 

do you envision one comprehensive plan or a plan that speaks to each target audience? 
 

Radford Response: We can envision three plans focused on promoting university strengths and 
relevant programs to the three audiences. But these plans should be integrated in terms of general look 
and feel, pull through some broad university-wide messaging and be executed in a coordinated manner. 

 
114. What are the number of programs (or expected campaigns) across Radford’s portfolio that will 

require advertising promotion? 
 

Radford Response: This engagement will be directed by centralized Enrollment Management and 
Strategic Communication leadership, focused on supporting university-wide enrollment goals. In some 
instances, we will focus on academic program areas (healthcare, education), as well as promote specific 
programs online RN to BSN or online MBA. But the selected vendor will not be supporting individual 
colleges, programs, etc. 
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115. For executive communications support, how often are executive communications provided and in 
what format? 

 
Radford Response: The selected vendor will not be involved in executive communications. 
 

 
116. What reporting frequency is expected?
 

Radford Response: Radford University would like to receive biweekly reporting on the results of 
campaigns across platforms, including recommendations for optimizations.  

 
117. Does the Office of Marketing and Communication have existing relationships with media (radio, 

broadcast, cable, etc.) and/or events already in mind? Or will these need to be developed? 
 

Radford Response: Radford University expects the selected vendor to develop a comprehensive 
marketing/advertising plan in collaboration with Radford University, focused on achieving the goals 
and KPIs stated above. This new plan will be informed by current and past plans we have executed and 
our existing media relationships.  

 
118. Will we be responsible for resizing/formatting all assets for all placements, or will internal teams 

handle some versioning? 
 

Radford Response: The selected vendor will need to size and format all assets for placement and work 
with the platform owner to place the assets. 

 
119. Does the University have an existing marketing and advertising plan focused on recruiting or will 

this need to be developed? 
 

Radford Response: Radford University expects the selected vendor to develop a comprehensive 
marketing/advertising plan in collaboration with Radford University, focused on achieving the goals 
and KPIs stated above. This new plan will be informed by current and past plans we have executed. 

 
120. What is Radford University’s typical timeline for its annual recruitment efforts? 
 

Radford Response: Following are the key deadlines we used this year for our undergraduate programs 
for the 2025-26 recruiting cycle. Graduate deadlines vary slightly from these. We will provide the 
selected vendor with updated undergrad, graduate and certificate/non-degree deadlines for future 
recruiting cycles. 
 Aug. 1 - application opens  
 Nov. 1 – freshman early action admission (non-binding)  
 Feb. 1 – freshman regular admission  
 March 1 – transfer priority deadline  
 Date range – rolling admission  
 Open House dates  

o Oct 19 (Main Campus)  
o Oct 26 (RUC)  
o Nov 16 (Main Campus)  

 Highlander Days dates  
o March 22 (Main Campus)  
o April 6 (RUC)  
o April 12 (Main Campus)  

 May 1 – Freshman Deposit Deadline  
 June 1 – Transfer Deposit Deadline 

 
121. Do you have any recent student success stories or testimonials we can leverage? 
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Radford Response: Yes, we will provide the selected vendor with a range of success stories, 
testimonials, etc. (in video and for print/web) that could be leverage into compelling advertising and 
storytelling efforts. We would also expect to work with the vendor to produce new content for these 
purposes. 

 
 
122. What flexibility will the marketing partner have to optimize advertising performance including 

digital campaign copy and assets (e.g., pay-per-click advertising) mid-flight? 
 

Radford Response: We are looking for a marketing vendor that embodies the following three qualities. 
This includes reporting campaign results in a timely manner along with recommendations for 
optimizations mid-flight. 
 Reliable (focused on meeting deadlines, honoring commitments, communicating in a timely and 

transparent manner, keeping us informed of results and recommending optimizations) 
 Responsive (attentive to our requests, attuned to market trends that require changes in direction, 

flexible and agile enough to turn on a dime) 
 Committed to excellence (developing strategic plans and creating high-quality assets requires a 

vendor that is committed to excellence—willing to develop a deep understanding of who Radford 
is, what we do and what makes us distinctive among our competition in today’s higher ed 
marketplace)  

 
123. We see Radford University uses Slate – do you intend to continue with Slate? Do you have a Slate 

captain? 
 

Radford Response: Yes, our Admissions team uses Slate and have experts in using it. The Office of 
Marketing and Communications manages marketing and advertising campaigns focused on attracting 
prospects into the recruiting funnel. We compel prospects from the top of the funnel through the middle 
to the bottom of that funnel in an effort to generate qualified leads (individuals who complete an RFI 
form served in platform or on our website), at which time we hand them off to the Admissions team, 
which then manages relationships/communications with the qualified leads through Slate and other 
means. 
 
124. How much is recruitment using Slate queries for lead quality, scoring and speed to lead? 
 

Radford Response: The Office of Marketing and Communications manages marketing and 
advertising campaigns focused on attracting prospects into the recruiting funnel. We compel prospects 
from the top of the funnel through the middle to the bottom of that funnel in an effort to generate 
qualified leads (individuals who complete an RFI form served in platform or on our website), at which 
time we hand them off to the Admissions team, which then manages relationships/communications with 
the qualified leads through Slate and other means. We work with our Admissions team to evaluate quality 
of leads and determine ways we can improve our recruiting funnel activities to continuously improve the 
quality of those leads. 
 
125. Does Radford University currently have a lead quality issue? 
 

Radford Response: No. 
 
126. What are Radford University’s current enrollment goals? Does this include any benchmarks? 
 

Radford Response: In the past two recruiting cycles, the university has been able to stabilize 
enrollment through measured growth. We will use benchmarks from those two years in evaluating 
future performance. 

 
We will use several quantitative and qualitative measures across digital and traditional/OOH platforms to 
determine the success of this contract. 
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1. Increase brand awareness 
 Increase top-of-funnel awareness of Radford University in state and out of state and build 

Radford’s reputation with the new brand and campaign creative. 
 KPIs: impressions, clicks, click-through rates, cost-per-click 

2. Generate leads  
 Increase leads by attracting prospects and converting them into leads. 
 KPIs: conversions, conversion rate, cost-per-acquisition 

3. Drive applications and enrollment from 2025-26 academic year to 2026-27 academic year 
 Increase quality applications 
 Increase student enrollment. 

o First-year undergraduate by 1.5% 
o Transfer undergraduate by 1.5% 
o Graduate by 3% 
o Continuing education enrollment non-degree/certificate by 5% 

 KPIs: applications, melt, yield rate, student enrollment 
 
Note: We think of KPIs as measuring three different things: 

 Volume  
o Impressions: the number of times an ad was displayed and viewable by users. 
o Clicks: the number of people who have clicked on an ad. 
o Conversions: the number of people who have submitted (e.g., RFI/inquiry form submission 

or button 
o click). 

 Efficiency 
o Click-Through Rate (CTR) or Swipe-Up Rate (SUR): the percentage of people who saw 

an ad, email, or other touchpoint and clicked on a link from it. 
o Conversion Rate (CVR): the percentage of people who clicked on an ad or landing page 

and completed a desired action. 
o Cost Per Acquisition (CPA): the metric that measures the effective cost of a customer 

completing a specific action, such as submitting an RFI on the landing page or through an 
in-platform form. 

 Value 
o Cost Per Thousand Impressions (CPM): the cost for every thousand impressions delivered. 
o Cost Per Click (CPC): the price paid for each ad that was clicked on. 
o Cost Per Conversion: the effective price paid for each lead that was generated. 

 
Additional quantitative measures include increasing: 

 # of visits to campus by prospective students, including self-scheduled campus tours, attendance 
at open houses in the fall and spring and attendance at Highlander Day events in the spring. 

 # of high school students who attend one of our Admissions Office visits to schools throughout 
Southwest Virginia. 

 
Qualitative measures include: 

 Quality of brand engagement by prospective students/families at open houses and Highlander Day 
events, as well as at sponsored events throughout Southwest Virginia (e.g., Strawberry Festival in 
May and Party in Elmwood Park in July in Roanoke, Radford Community Fest in August and 
Highlander Festival in October in Radford, Steppin’ Out in August in Blacksburg). 

 Strength of relationship with selected marketing services vendor, based on level of trust, 
responsiveness and depth of institutional knowledge exhibited by quality of creative (messaging, 
image-selection, CTAs, etc.) 

 
127. What ad tactics are Radford University running now? 
 

Radford Response:  
 
Digital 
 Top of Funnel: Google display, programmatic display, Hulu, Reddit, Snapchat, Spotify, YouTube Page 60 of 164 

RU25014 Strategic Marketing and Media Placement Contract

Docusign Envelope ID: 18A93DA2-7A5C-4C50-B939-221B5ACDF5C5



 Middle of Funnel: Google search, Meta 

 Bottom of Funnel: Google display retarget, Meta retarget, programmatic display retarget, 
YouTube retarget 

OOH/Traditional 
 8 roadside billboards throughout Southwest Virginia (6 static, 2 digital). 

 1 static board in American Airlines terminal at Roanoke Regional Airport, several ads in rotation 
on 2 digital screens in the baggage claim. 

 Event sponsorships throughout Southwest Virginia (e.g., Strawberry Festival in May and Party in 
Elmwood Park in July in Roanoke, Radford Community Fest in August and Highlander Festival 
in October in Radford, Steppin’ Out in August in Blacksburg). 

 
128. What opportunities do you see to improve the recruitment and brand-building work done for and 

by the University to date? Or more broadly, what opportunities do you see to take the University to a 
new level over the term of this contract? 

 
Radford Response: Radford University completed a rebranding initiative in 2023 and are in the second 
year of rolling it out to various internal and external audiences. The new brand is fully integrated into 
our marketing/advertising efforts. We will work with the selected vendor to identify opportunities to 
continuously improve our recruiting efforts through a variety of digital, traditional, OOH and other 
tactics/platforms.  

 
129. What are the University’s desired outcomes for the brand-building efforts that will be supported 

by the chosen firm? Are these efforts to be focused on the secondary audiences you list in your 
solicitation? 

 
Radford Response: The current marketing vendor helped Radford complete a rebranding initiative in 
2023. As noted in above responses, the selected marketing vendor will be expected to develop and 
execute a plan to continue increasing brand awareness among primary and secondary audiences, as 
well as implement an annual brand perception survey, using similar methodology, target audiences, 
questions, etc. as the survey the university has conducted for the past two years. This is part of the 
university’s ongoing effort to measure brand awareness, understanding, acceptance and engagement 
by key audiences. 

 
130. Should the recruitment tactics vary for the main campus vs. the Roanoke campus? 
 

Radford Response: Many of the recruiting tactics for the main campus in Radford and the campuses 
in Roanoke will be the same, albeit with imagery, messaging and CTAs customized to programs and 
audiences offered at each location. However, the distinctive campuses and program offerings present 
opportunities for some unique tactics per location. 

 
131. You mentioned that you are looking for support for your continuing education programs. Could 

you please clarify the type/amount of programs the selected vendor would be expected to provide 
support for? 

 
Radford Response: Radford University has several continuing education audiences and offerings that 
will require unique ads, including the following. We will work with the selected vendor to determine 
timing, messaging, CTAs and platforms, as well as the percentage of overall budget that should be 
allocated to this segment. 

 Cybersecurity Professionals  
o Focus: Career advancement, skill-building for staying relevant in an evolving industry, 

certifications to meet compliance standards.  
 Data Science Professionals  

o Focus: Flexibility in learning cutting-edge technologies, certifications, and data 
science applications relevant across industries.  
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 K-12 Educators  
o Focus: Professional development, flexible learning for working teachers, improving 

classroom effectiveness, and meeting state licensure requirements.  
 K-12 Provisional Licensure Candidates  

o Focus: Licensure alignment, flexibility for individuals transitioning into teaching 
careers, working while studying.  

 Government and Corporate Professionals (Cybersecurity, Data Science)  
o Focus: Aligning with professional and organizational goals, skill enhancement, 

certifications relevant to industry demands.  
 Mid-Career Professionals Seeking Upskilling  

o Focus: Flexibility, career advancement, aligning with personal and professional 
growth, tailored for individuals with existing work commitments.  

 
 

132. Could you please provide clarification of expectations regarding sponsorships?
 

Radford Response: Radford University will expect the selected vendor to recommend event or other 
sponsorships that would help the university achieve our stated goals for advertising/marketing, if such 
sponsorships are among the most effective means of doing this. In their proposals responding to the 
RFP, vendors do not need to develop a full-fledged event sponsorship plan but should explain the 
rationale they would use to develop such recommendations along with an example or two of 
opportunities that might make sense. 

 
133. The website was not mentioned in the RFP document. If campaign performance suggests website 

updates are necessary, does the Office of University Marketing and Communications have the authority 
to implement changes? 

 
Radford Response: Radford University recently worked with two outside vendors to redesign our 
website and implement a new CMS: NewCity and Modern Campus. Following this effort, two teams 
of Radford employees from Marketing and Communication and ITS work collaboratively to maintain 
our website. These employees will work with the selected marketing vendor, as appropriate, to ensure 
marketing/advertising campaigns work seamlessly with the new website. 

 
134.  For managing crises and reputational risks, are you asking for an hourly rate for these services that 

would be negotiated based on a specific event or situation that occurs? 
 

Radford Response: No.  
 
135. For certain services, particularly creative deliverables where scope and production needs may vary, 

would it be acceptable to submit fully burdened hourly rates in lieu of fixed pricing? We want to ensure 
our pricing remains accurate and scalable to Radford’s evolving needs. 

 
Radford Response: Vendors are free to provide additional pricing information extending beyond 
Attachment E as they see fit to support their proposal. 
 

136. Will full points be awarded only to certified SWaM vendors, or are partial points available for firms 
that subcontract to SWaM-certified partners or have certification pending? 
 
Radford Response: Partial points will be awarded to those with a SWaM subcontracting plan. Please 
see Section 10.D of the RFP Document. 
 

137. The RFP asks for a plan to utilize SWaM subcontractors if we’re not classified as SWaM ourselves. 
Since we’re able to perform all services in-house, could you clarify whether it's acceptable to explain 
that, or is there an expectation to identify potential SWaM partners regardless? 

 
Radford Response: It is not a requirement to submit a SWaM plan.  Please see Section 10.D of the 
RFP Document. 
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138. Additionally, can you confirm if documentation of intent to partner with a SWaM vendor is 
sufficient at the time of submission? 
 
Radford Response: Yes. This would satisfy the request in Section 10.D for a SWaM subcontracting 
plan. 
 

139. We would appreciate the opportunity to review any materials from the April 22 pre-proposal Zoom 
meeting. Will a recording, transcript, or meeting notes be made available to vendors who were unable 
to attend live? 

 
Radford Response: This information can be found on eVA’s VBO website, and on Radford 
University’s Procurement Website, under R25-004 Strategic Marketing and Media Placement 
Addendum 01. 

 
140. Are there internal brand guidelines or personas already developed, or would your team be open to 

a brand positioning refresh as part of this scope? 
 

Radford Response: Please See Attachment G. 
 
 

141. Does the University have an idea of what it is looking for with “grassroots marketing?” 
 

Radford Response: Radford University will expect the selected vendor to recommend grassroots 
marketing opportunities that would help the university achieve our stated goals for 
advertising/marketing, if such opportunities are among the most effective means of doing this. In their 
proposals responding to the RFP, vendors do not need to develop a full-fledged grassroots marketing 
plan but should explain the rationale they would use to develop such recommendations along with an 
example or two of opportunities that might make sense. This is an area where vendors should apply 
creativity and imagination in developing ideas. 

 
142. The RFP notes that Radford University may award multiple contracts. Could you share more about 

the criteria that would lead to splitting the award among different agencies? For example, would that 
be based on service specialization, capacity, or pricing? Additionally, if the award is split, would the 
selected agencies be expected to collaborate during the media planning and execution process? 

 
Radford Response: In the event of a multi-award, Radford University will negotiate with each 
individual vendor selected, a contract that specifies services to be performed, pricing relative to those 
services, and any necessary additional terms and conditions. Collaboration may be posed but would not 
necessarily be a required expectation of any awarded party, unless otherwise negotiated. 
 

143. Are there any automated email campaigns in place that align with prospective student lifecycle 
stages? If so, what platform supports these campaigns? 

 
Radford Response: Yes, our Admissions team uses Slate to execute automated email campaigns for 
qualified leads generated by our advertising campaigns. The Office of Marketing and Communications 
manages marketing and advertising campaigns focused on attracting prospects into the recruiting 
funnel. We compel prospects from the top of the funnel through the middle to the bottom of that funnel 
in an effort to generate qualified leads (individuals who complete an RFI form served in platform or on 
our website), at which time we hand them off to the Admissions team, which then manages 
relationships/communications with the qualified leads through Slate and other means. 

 
144. Would Radford be open to optional add-ons (e.g., audience persona development, campaign video 

production) that enhance campaign effectiveness? 
 

Radford Response: Vendors are welcome to provide additional information as it relates to services 
and pricing not specifically stated in the RFP Document. 

 
145. Can you provide a current branding guide? 
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Radford Response: Yes. See Attachment G. 
 
 
 
 
146. Will there be any on-site meetings and events? Can Travel be billed separately? 
 

Radford Response: If awarded the contract, there will be potential for the need of in-person presence. 
In the event of any travel expenses incurred as it relates to this contract, reimbursement for said travel 
expenses will be subject to the Commonwealth of Virginia’s Travel, lodging, and per diem Regulations. 
 

147. Will the University be looking for in-person support for additional events? 
 

Radford Response: No, the university will provide all in-person support for any sponsored events or 
grassroots marketing efforts. 

 
148. May potential price increases be negotiated during the time of subsequent renewal years? 
 

Radford Response: Yes. Pricing increases are allowed to be negotiated during renewal discussions. 
 
        

 
End of Addendum 02.  
 
Procurement Officer of Record: 
Austin Eads, CUPO 
Procurement Officer 
Telephone: 540-831-5634 
Email: ateads@radford.edu 
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