
 
 

 

 

 

COMMONWEALTH OF VIRGINIA   STANDARD CONTRACT 

                                                                                                                       Contract Number: V211-26-049 AU 

This contract entered into this 14th day of May 2026 between AccessU, FEIN: 54-1821163, hereinafter known as the 
"Contractor" and the Commonwealth of Virginia, Virginia Military Institute, hereinafter known as “VMI". 

WITNESSETH that the Contractor and VMI, in consideration of the mutual covenants, promises and agreements herein 
contained, agree as follows: 

SCOPE OF CONTRACT:  The Contractor shall provide Public Relations Services for Virginia Military Institute as set forth in 
the contract documents listed below.  VMI cannot guarantee a minimum amount of business under this contract. 
 
During the term of this contract, Contractor may respond with Scope of Work (SOW) in response to solicitations for such 
issued by VMI.   If accepted, VMI will issue purchase order through the Commonwealth’s procurement portal, 
www.eva.virginia.gov.  The issuance of an eVA purchase order is considered confirmation of any engagement. 
 
This contract may be terminated by either party, without penalty, upon 30 (thirty) days written notice to the other party. 
 
PERIOD OF PERFORMANCE: Execution of this contract through 30 June 2027 with four (4) one-year renewal options                                   
 
COMPENSATION: The Contractor shall be paid based on the rate structure proposed in the Contractor’s proposal received 
21 April 2026.  A quote for each SOW must be submitted.  Any anticipated out-of-pocket expenses are to be included in the 
quote.  Travel will be reimbursed based on VMI’s travel policies and GSA rates.   Travel within 50 miles of VMI and not 
exceeding one day will not be reimbursed.   
 
METHOD OF PAYMENT: In accordance with the Commonwealth of Virginia’s Prompt Payment Act terms are Net 30 days 
from receipt of invoice.  Contractor shall submit all invoices directly to payables@vmi.edu.  Invoices not submitted to 
payables@vmi.edu may not be processed and are not subject to late fees and/or penalties.                                         
 
CONTRACT DOCUMENTS: The contract documents shall consist of: 

(1) This signed contract form 
(2) Contractor’s Proposal/Bid and any modifications 
(3) General Terms and Conditions 

                              
IN WITNESS WHEREOF, the parties have caused this Contract to be duly executed intending to be bound thereby. 
 
CONTRACTOR:     VMI: 
 
By: _______________________________  By: ________________________________ 
      COL Kathleen H. Tomlin, CUPO, VCO, VCCO 
For: ________________________________                   For:  Virginia Military Institute  
Title: ______________________________  Title: Director, Procurement Services & Accounts Payable 

AccessU, Inc.
President & CEO

http://www.eva.virginia.gov/
mailto:payables@vmi.edu
mailto:payables@vmi.edu
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NOTABLE CLIENTS

Hello! We’re AccessU.

Dear Col. Tomlin and the Evaluation Committee,

Thank you for this opportunity to submit our response for RFP No. 
V211-26-049, Public Relations Services for Virginia Military Institute 
(VMI). We are a proud partner to this prestigious military college and 
are excited for this chance to continue working with you on your 
public relations (PR) services. 

We understand the rapidly shifting higher education landscape, and 
we’re devoted to helping colleges and universities have accurate, 
persuasive, brand consistent, and aligned communications 
strategies. 

AccessU is a higher-education-focused, full-service marketing and 
communications agency equipped with expertise in research and 
reporting, strategic counsel and message development, media 
relations, crisis management, content development, thought 
leadership, influencer engagement, and social media support. 

We thrive on solving complex challenges, aligning stakeholders, and 
bringing institutional stories to life, all through our research-driven 
approach that gets at the heart of your why. Our work will help 
elevate your school’s visibility and engage your audiences.

Our team’s expertise aligns with your statement of needs, and we 
continue to be a committed, consultative, responsive partner—one 
that listens, adapts, and delivers creative solutions that move the 
needle for your institution. We are fully prepared to meet all 
requirements outlined in the RFP, and we would be honored to help 
VMI with your PR goals. Thank you for considering AccessU as your 
continued partner in this important work.

Warm regards,

Pete Colbert
Vice President, Business Development
757-234-9224
pete@accessu.com

Dear Ms. Lake and the Evaluation Committee,

Thank you for this opportunity to submit our response for RFP No. 
1075059, Comprehensive Fundraising Campaign Brand Strategy and 
Creative Development for the University of Washington (UW). We 
recognize that this is a pivotal moment for the university as you enter 
your next philanthropic campaign. We understand the rapidly shifting 
higher-education landscape and we’re devoted to helping colleges and 
universities sustain investments through successful fundraising 
campaigns.

AccessU is a full-service marketing and communications agency 
equipped with the expertise to deliver a campaign brand that advances 
your strategic priorities and boosts UW’s status in the world. We thrive 
on solving complex challenges, aligning stakeholders, and bringing 
institutional stories to life, all through our research-driven approach 
that gets at the heart of your why.

Our work will help elevate your school’s visibility; engage current and 
prospective donors, foundations, alumni, volunteers, faculty, staff, 
students, and community partners; and inspire the transformation 
needed to advance UW’s strategic priorities and enhance its national 
profile. Our team’s expertise aligns with your requirements for: 

▪ Inspiring and engaging audiences
▪ Establishing a cohesive brand identity that unifies and is 

collaborative
▪ Brand research to develop effective campaign brand
▪ Positioning the university as global leaders
▪ Developing a creative and messaging platform
▪ Storytelling and content strategy recommendations

AccessU is committed to being a consultative, responsive partner—one 
who listens, adapts, and delivers creative solutions that move the 
needle for your institution. We are fully prepared to meet all 
requirements outlined in the RFP, and we would be honored to help UW 
reach your fundraising and strategic planning goals. Thank you for 
considering AccessU as your partner in this important work.

Warm regards,

Tony Pearman
President & CEO
540-798-3868
tony@accessu.com

mailto:pete@accessu.com
mailto:tony@accessu.com
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AccessU was founded in Virginia in 1996 and quickly grew to be an award-winning agency that continues to raise the 
bar for what it means to be a full-service communications firm. Over nearly 30 years, we’ve grown to a team of 30, 
including educators, entrepreneurs, community leaders, coders, writers, designers, strategic thinkers, and do -
gooders. Our mission is to help our clients live their missions, and we strive every day to adhere to our vision to do 
work that helps make the world a little better. 

We partner with schools to amplify impact and stretch budgets through smart, collaborative strategies that drive 
results. With a proven track record of elevating institutional reputation and strengthening community connections, 
our team delivers strategic public relations that’s both thoughtful and effective. We believe that powerful 
storytelling can change lives—and we’re confident our refined, mission-aligned approach will exceed expectations 
and make a meaningful difference. 

At AccessU, our philosophy centers on delivering excellence in 
client service and creative execution. Every press release, ad, or 
social media post we create embodies our commitment to solving 
client challenges and seizing opportunities. We approach every 
project guided by our three core values:

▪ TENACITY. We are relentless in our commitment to meet and 
exceed expectations, for both our teammates and our clients.

▪ CARE. We believe that what we do matters. We love what we 
do, and we love working with clients who strive to make a 
difference in people’s lives. We work hard to show our 
teammates and our clients that we care. We seek out and 
celebrate clients who make a difference in their communities.

▪ BEAUTY. We are focused on crafting works of art, and we find 
beauty in everything from a great timeline to a well-formed 
logo. We see it in a well-written piece of code as well as in an 
expertly crafted headline. 

Agency Overview
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OUR DELIVERABLES
We take pride in being a collaborative partner delivering research-driven, full-service communications solutions 
tailored to the institutions we serve. As VMI’s current digital marketing partner, we already understand your 
audiences, goals, and institutional values, allowing us to bring proven strategies that adapt to evolving times and 
needs. As your PR partner we would elevate VMI’s tradition, integrity, and leadership through informed 
storytelling, precise targeting, and a clear, consistent voice—strengthening trust, enhancing reputation, and 
ensuring your message resonates in a rapidly changing environment.

Strategic Counsel and Messaging Development
We excel in distilling complex institutional missions into compelling, disciplined messaging that resonates 
across audiences. The result is a consistent, credible voice for VMI—one that strengthens trust, drives 
alignment, and supports long-term reputation.

Media Relations (Local and National)
We leverage decades of media experience to position clients where their stories matter most. AccessU will 
support VMI through targeted local outreach across Virginia; provide national media strategies that position 
VMI as an authority in leadership development, military education, and public service; and provide a media 
team skilled in preparing spokespeople, shaping narratives, and managing messaging across platforms. The 
result is the right story, in the right outlet, at the right moment.

Crisis and Reputation Management
AccessU has guided organizations through high-pressure, high-visibility moments with steady, strategic 
leadership. We provide rapid media response, social monitoring, stakeholder communications, transparent 
and accurate message development, scenario planning, and crisis protocol that are tailored to your culture 
and chain-of-command structures. The goal is to protect VMI’s legacy while providing the clarity and discipline 
needed in challenging moments.

Content Development and Thought Leadership
AccessU’s strategic communications team specializes in capturing the heart of an institution and translating it 
into compelling, high-quality storytelling. We help you execute positioning and thought-leadership content for 
VMI leadership in national conversations. With our expertise your stories become a powerful force for 
connection and pride.

Influencer Engagement and Social Media Support
We help institutions build meaningful engagement that’s authentic, well-aligned, and strategically moderated. 
AccessU provides ongoing content calendars tailored to your audiences, engagement strategies using VMI-
aligned influencers, and social monitoring and message management to protect brand integrity and foster 
productive dialogue. The result is a social presence that is confident, engaging, and reflective of values.

Measurement and Reporting
AccessU provides transparent, data-driven reporting to ensure accountability and continuous improvement. 
Our reporting model offers monthly dashboards tracking media coverage and engagement metrics, strategy 
reviews to adjust tactics, KPI development tied to institutional priorities, and real-time insights during high-
visibility issues or campaigns. The result is clear visibility into progress, performance, and long-term impact.

Aside from our services and expertise making us the fight fit, we’re also your neighbor! Roanoke is just a short 
drive from Lexington, making us an easily accessible partner. Beyond proximity, we take pride in going above and 
beyond in our communication and collaboration. As VMI’s current media partner, you’ve already experienced our 
dedication firsthand—and, if we are given the opportunity to continue working together, you can expect the same 
level of commitment, responsiveness, and care that has defined our partnership to date.

Our Expertise
At AccessU, we have expertise and a proven track record developing marketing strategies and recruitment 
campaigns that are tailored to higher education and that get results. Our work is built on research-driven 
strategy, informed storytelling, and precise targeting—ensuring that every campaign is built to reach, 
engage, and convert the right audiences.

Proven Success in Recruitment Campaigns

We have led comprehensive, multi-platform marketing efforts for public and private institutions across 
the country, including many community colleges. These campaigns have increased enrollment, raised 
brand visibility, and improved student yield by aligning media strategy with institutional goals. An 
omnichannel approach is key to driving true inbound lead generation. Our approach blends traditional 
and digital advertising with real-time performance tracking and optimization. We work with dozens of 
colleges and consistently drive double-digit increases in enrollment. 

Experience with Your Audiences

AccessU has supported institutions with strong military affiliations and understands the unique needs of 
service members, veterans, and military families. We’re well versed in crafting messaging that resonates 
with these audiences, from base transition support  to career-focused programs and online flexibility. We 
also specialize in reaching adult learners, career changers, parents, part-time students, and others 
outside the traditional 18-22 demographic. Our strategies focus on highlighting program flexibility, 
affordability, career outcomes, and support services—all of which are key decision drivers for this 
population. We’ve delivered measurable results for institutions focused on workforce development, 
continuing education, and online program growth. 

Comprehensive Media and Advertising Audit

Our team conducts full-scale media audits to evaluate current spend, placement effectiveness, channel 
mix, and performance. We deliver actionable insights that inform strategic reallocations and optimize 
media investment. 

Higher Education Marketing Research

We begin every engagement with audience research—quantitative and qualitative—to understand 
motivations, barriers, and perceptions. We also benchmark competitors to position client institution 
distinctively within the higher ed landscape. 

Campaign Implementation and Management 

Our team of digital experts can place and manage ads anywhere online using paid search, video, social 
media, targeted display, and every tactic in between. We use state-of-the-art tools, powered by 
enterprise-level AI and managed by Amplified Digital’s certified team of specialists, to measure the 
success of our digital marketing. 

Advanced Analytics

AccessU works in collaboration with our clients to set benchmarks and identify the KPIs that matter. We’ll 
work with you to identify your definitions for success, then customize reporting to showcase progress, 
wins, and areas for quick improvement. Our collaboration will include:

▪ Regular campaign insights and optimization recommendations via email

▪ Monthly formal reporting with insights and recommendations

▪ One-on-one overviews with a digital marketing specialist

▪ Live dashboard access for self-monitoring, including smart insights

OUR SERVICES MAKE US THE RIGHT FIT!
We take pride in being a collaborative agency delivering comprehensive solutions that address the unique needs 
of the schools we serve. We believe that powerful communication builds trust, strengthens institutions, and 
moves organizations forward. Our team combines higher-ed expertise, disciplined strategic thinking, and full-
service communications capabilities—all designed to amplify impact and deliver measurable results. As VMI’s 
current partner in digital marketing, we understand you, your audiences, and your goals, and we move forward 
with proven solutions that work—while still adapting and optimizing to respond to changing trends and 
institutional needs. As your PR partner, we would highlight the importance of tradition, integrity, and leadership—
communicating those values effectively in a rapidly evolving environment. Our approach is built on research-
driven strategy, informed storytelling, and precise targeting, and we’re uniquely qualified to continue to support 
VMI with your PR needs.

As VMI’s current partner in digital marketing, AccessU brings not only expertise in higher education marketing, but 
also a track record of success already demonstrated for your institution. The strategies, campaigns, and tools we 
have developed together have delivered measurable results—and our continued collaboration ensures that 
momentum will not only be sustained but accelerated. 

Our approach is built on research-driven strategy, informed storytelling, and precise targeting. Because we know 
VMI, your audiences, and your goals, we can move forward with proven solutions that work—while still adapting 
and optimizing to respond to changing trends and institutional needs.

Convenience/Accessibility

As you know, Roanoke is just a short drive from Danville, making us an easily accessible partner. Beyond 
proximity, we take pride in going above and beyond in our communication and collaboration. As your current 
partner, you’ve already experienced our dedication firsthand—and, if given the opportunity to continue working 
together, you can expect the same level of commitment, responsiveness, and care that has defined our 
partnership to date.

VI.B.2. Plan and Methodology
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SHAPE AND SHARE YOUR NARRATIVE
Strategic Partnership
We thrive on uncovering what makes an institution stand out—and turning that into stories that matter. For VMI, that 
means building a narrative around innovation, transformation, and impact. 

Our approach blends strategy, story, and smart media execution. We will work to understand your strategic objectives, 
institutional voice, and internal communications rhythms. This allows us to align earned media strategies with your 
broader mission and amplify the transformational work happening across the institution.

Earned Media Execution
We’re here to build meaningful visibility where it counts. From planning and pitching to tracking and reporting, every 
step will be intentional and collaborative. Here’s how we’ll deliver:

▪ Story Development with Purpose: We’ll dig into your research, programs, and outcomes to develop pitch-ready 
story angles that highlight VMI’s thought leadership. We’ll translate complex topics into accessible, compelling 
stories that resonate with editors and audiences alike.

▪ Pitching with Precision: We’ll target the right reporters at the right outlets—whether that’s a major national 
publication or a respected industry journal. Our media relationships and custom outreach strategies help cut 
through the noise and get attention where it matters.

▪ Strategic Counsel Along the Way: Media coverage isn’t just about press—it’s about positioning. We’ll help craft 
messaging and talking points that reinforce VMI’s voice and build credibility with key audiences.

▪ Reporting That Tells a Bigger Story: Each month, we’ll share what’s happening, what’s working, and where we’re 
headed next. And at the end of each cycle, you’ll get a final report with outcomes, media placements, 
impressions, and insights to guide future strategy.

Thought Leadership
We recognize that thought leadership can feel intimidating, but the insights already within your institution are 
powerful. AccessU helps administrators and faculty hone their unique perspectives into thought leadership that 
inspires conversation and advances institutional reputation. Working with your team, we:

▪ Partner with campus leaders to hone messaging and ensure clarity and confidence

▪ Surface distinct points of view that reflect your institution’s mission and vision

▪ Position administrators and faculty as trusted experts in the right venues

▪ Integrate thought leadership with media relations and social media to amplify reach and influence

VI.B.2. Plan and Methodology

Ready to Scale with You
We understand that VMI’s story is 
still unfolding—and that the 
scope of this work will grow. 
We’re ready for that. As your PR 
and communications partner, 
we’ll stay flexible, responsive, and 
in sync with your evolving 
priorities. 
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SUPPORTIVE AND COLLABORATIVE PARTNER
We thrive on uncovering what makes an institution stand out—and turning that into stories that matter. For 
Tri-C, that means building a narrative around innovation, transformation, and impact. Our approach blends 
strategy, story, and smart media execution, but just as importantly, it is built on true partnership.

We see ourselves as an extension of Tri-C’s communications team, not an outside vendor. From day one, we 
will immerse ourselves in your priorities, strategic objectives, institutional voice, and internal 
communications rhythms. This ensures that every recommendation and media placement is not only 
aligned with your broader mission but also seamlessly integrated into the work already being done by your 
team.

Collaboration is at the core of how we work. We are proactive in communication, transparent in our process, 
and flexible in adapting to your needs as they evolve. We respond quickly, keep projects moving forward, and 
provide guidance where it’s needed while also supporting the strengths of your in-house team. Our role is to 
add bandwidth, bring fresh perspective, and amplify your impact—not to duplicate efforts.

Ultimately, we view this partnership as a shared endeavor. By combining Tri-C’s deep institutional 
knowledge with our expertise in higher education communications, we can co-create strategies and stories 
that resonate with your audiences and showcase the transformative work happening across the institution.

COLLABORATIVE STRATEGY WITH UNIFIED IMPACT

This work with VMI will build on an established partnership and a shared understanding of your 
institution, priorities, and communications foundation. AccessU continues to serve as a strategic 
communications partner—working alongside your team to support clarity, alignment, and thoughtful 
execution across complex initiatives. 

Rather than reintroducing our role, we’ll focus on deepening it. We’ll continue to operate as an 
extension of your internal communications and leadership teams, integrating into the existing workflows 
and supporting strategic decision-making with consistency and care. Our collaboration includes:

▪ Clear timelines and communication plans that support coordination across teams
▪ Ongoing check-ins that allow us to stay aligned as priorities evolve
▪ A collaborative approach to stakeholder input that reflects VMI’s structure, culture, and 

sensitivities

Through our work together, we’ve navigated communications efforts involving multiple audiences and 
competing priorities. In these moments, our role has been to help bring structure, shared 
understanding, and forward movement. We keep institutional goals and reputations at the forefront.

As our partnership continues, AccessU remains focused on being a steady, strategic presence—
listening closely, advising thoughtfully, and adapting as needs shift. We will continue supporting VMI in 
ways that feel aligned, informed, and effective, strengthening communications efforts over time rather 
than reinventing them.

COLLABORATIVE STRATEGY WITH UNIFIED IMPACT

AccessU is here to be your strategic partner from day one! We won’t just be your agency—we’ll operate 
as an extension of your internal marketing team. Our approach is built on collaboration, transparency, 
and a genuine commitment to your success. We integrate seamlessly into your existing workflow and 
align with your priorities through: 

▪ Clear timelines and production schedules that keep everyone informed and accountable
▪ Regularly scheduled check-ins and status updates to maintain momentum and alignment
▪ A collaborative process for gathering stakeholder input and fostering community buy -in at every 

step

But what truly sets us apart is how we show up for our partners. We are flexible, easy to work with, and 
highly responsive—because we believe that great partnerships are built on communication and 
consistency. Our team is known for putting clients first, acting as your biggest champions, and keeping 
your goals at the center of every decision we make.

We’ve partnered with organizations that have large and diverse stakeholder groups—situations where 
many voices, opinions, and priorities come forward at once. We not only navigate those environments 
with ease, but help bring clarity, structure, and shared understanding to the process. Our role is to 
support, guide, and collaborate with your team, while creating space for productive dialogue and 
consensus-building. 

We’re here to support you, educate when helpful, and learn from your group’s unique insights. We’ll 
continue to be a a trusted, collaborative partner dedicated to ensuring our services are aligned, 
impactful, and successful. 
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VI.B.2. Plan and Methodology

▪ Streamlining Project Management: Workamajig’s 
centralized dashboard will help track deliverables, 
deadlines, and campaign progress in real time.

▪ Enhancing Collaboration: Built-in communication 
tools ensure seamless coordination between your 
team and ours.

▪ Optimizing Resource Allocation: Workamajig’s 
resource management features will help assign tasks 
efficiently and prevent bottlenecks.

▪ Tracking Performance Metrics: The software’s 
reporting capabilities will allow the team to monitor 
campaign KPIs, evaluate results, and make data-driven 
adjustments.

▪ Managing the Budget: Workamajig ensures financial 
transparency, tracking expenditures to deliver cost-
effective solutions.

At AccessU, we combine cutting-edge project management and time-tracking tools with the human touch of 
experienced professionals to ensure that every project stays on track and delivers results. We use state-of-the-art 
platforms to monitor timelines, milestones, and deliverables, providing transparent, real-time reporting to both our 
team and our clients. We are incredibly flexible and technology agnostic, so if you’re married to your own system, 
we’ll easily pivot to use what is best for you! 

We currently use Workamajig, a comprehensive project management software designed specifically for creative 
teams and marketing professionals. It integrates all aspects of project planning, resource allocation, budgeting, 
time tracking, and collaboration into a single, user-friendly platform. With its tailored features for marketing and 
communications teams, Workamajig simplifies complex workflows, enabling seamless coordination among 
strategy, execution, and performance measurement.

Workamajig will serve as an invaluable tool by:

Each project is supported by a dedicated team of 
seasoned account and project managers who serve as 
true client advocates. They don’t just keep things on 
schedule—they anticipate challenges, clear roadblocks, 
and keep everyone moving forward. This hands-on, 
relationship-focused approach is why many of our clients 
continue to partner with us. We aim to build partnerships 
that grow—not just projects that end.

EXPERT PROJECT MANAGEMENT

https://www.workamajig.com/
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OUR STRATEGIC COMMUNICATIONS TEAM HAS YOUR BACK!

AccessU strategic communications is a cross-functional team that combines professionals in public relations, media 
relations, social media, and strategic counsel to ensure that your communications needs are proactively assessed 
and thoughtfully addressed. With more than 50 years of combined experience, our team knows how to navigate 
complex narratives, build trust, and deliver measurable results—especially during moments that matter most. 

We recognize the current media landscape surrounding VMI and are aware of the scrutiny the institute has faced 
related to issues of racism, discrimination, and campus culture. These conversations are serious, sensitive, and 
deserving of a thoughtful, transparent approach. We believe effective communications begin with listening, 
acknowledging lived experiences, and engaging honestly with stakeholders, the media, and the broader public. Our 
role is not to minimize challenges, but to help institutions respond with clarity, accountability, and purpose while 
keeping long-term reputation and mission at the forefront. 

Our team has secured coverage across a wide range of outlets, from local broadcast stations and regional dailies to 
national media and targeted trade publications. We pursue the right reporters and outlets with precision, ensuring your 
institution’s voice is represented accurately and responsibly. Our experience includes op-ed placement, faculty and 
leadership features, and student and staff storytelling that reflect both the complexity and value of a military college 
education. 

Media training is built into our process, especially in high-stakes or sensitive situations. We prepare spokespeople with 
tailored guidance to engage confidently, consistently, and authentically with the media. This includes crisis and issues 
management support and message development to ensure your key spokespeople deliver consistent, compelling 
messages that reflect the values of VMI.

We measure success through both qualitative and quantitative outcomes, including the quality and tone of coverage, 
message alignment, impressions, and share of voice. Our approach helps institutions strengthen visibility across 
trade, local, regional, and national outlets while maintaining message discipline and credibility. We integrate media 
relations into a broader communications strategy that supports both immediate needs and long -term reputation 
management. 

AccessU Strategic Communications is a cross-functional team that combines professionals in public 
relations, media relations, social media, research, and strategic counsel to ensure that your communication 
needs are proactively assessed and addressed. With more than 50 years of combined experience, our team 
knows how to deliver results.

The AccessU approach is customized for every client, utilizing our team’s expertise to enhance your 
organization’s communication goals. We rely on the thought leadership and expertise of our clients to help us 
develop a voice that reflects your organization’s values and unique selling proposition. Our best agency -client 
relationships are built on mutual trust and respect; we trust that you will invest enough of your time and 
expertise for us to create timely, relevant opportunities, and you trust that we will always operate in your best 
interest.

Our social media managers live where your audience lives, with experience spanning platforms including 
Bluesky, Facebook, Instagram, Reddit, YouTube + Shorts, and X. Because social media is embedded within our 
Strategic Communications team, your brand voice and key messages are aligned seamlessly across all 
communications channels to amplify your impact.

When you partner with AccessU’s strategic communications team for social media, you can expect proactive 
communication and seamless collaboration at every stage. With a finger on the pulse of social media trends, 
algorithm changes, and platform best practices, our team continually refines strategies to clear a path for your 
messaging and maximize your reach. Our goal is not just to keep up, but to stay ahead, ensuring that your 
content is always optimized for the platforms where your audiences are most active.

Media relations and social media are essential parts of a cohesive communications strategy. With AccessU, 
these services work together to strengthen your reputation, engage your audiences, and advance your mission. 
Our team of writers and social media strategists develops blogs, articles, white papers, and social media posts 
to engage your audience directly. We then look for opportunities to extend the reach of your content to others 
through contributed content, strategic media pitching, and investing dollars to boost content when 
appropriate.

When a crisis happens, our team is available to provide immediate support on message control, media triage, 
social media monitoring and response, and post-event repair strategies and messaging. Our team excels at 
managing both planned campaigns and urgent communications needs. When immediate action is required—
whether it's developing presidential talking points, crafting responses to media inquiries, or issuing time -
sensitive announcements—we leverage our deep understanding of your institution to deliver precise, strategic 
communications under tight deadlines. This rapid-response capability is built on:

▪ Proactive relationship building that ensures that we understand your voice, priorities, and stakeholders 
before urgent needs arise

▪ Experience in managing complex communications across multiple stakeholder groups simultaneously

▪ Established processes for fast-track review and approval of urgent materials
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AccessU strategic communications is a cross-functional team that combines professionals in public relations, media 
relations, social media, and strategic counsel to ensure that your communications needs are proactively assessed 
and addressed. With more than 50 years of combined experience, our team knows how to deliver results.

Our media relations work is rooted in collaboration and story discovery. We work side by side with your team to identify 
the stories that best represent your students, faculty, and institutional priorities. Whether it’s highlighting a graduate 
whose journey illustrates the power of education, elevating an executive’s thought leadership or drawing attention to 
workforce partnerships, we specialize in surfacing narratives that resonate with both the media and your audiences.

Our team has secured coverage across a wide range of publications and industries, from local broadcast stations to 
regional dailies, national outlets, and targeted trade publications. We pursue the right reporters and outlets with 
precision to ensure your institution’s voice is included where it matters most. Our experience includes successful op -
ed placement, faculty feature coverage, and building visibility through student and staff stories that showcase the 
value of a military college.

Media training is built into our process. We prepare your spokespeople with tailored guidance, equipping them to 
engage with reporters confidently and authentically. This ensures your key spokespeople deliver consistent, 
compelling messages that reflect the values of VMI.

We measure success through both qualitative and quantitative outcomes, including the number and quality of 
placements, alignment of key messages, impressions, and share of voice. We will help VMI increase coverage in trade 
publications and have more visibility on the local, regional and national level. Our team has successfully secured 
coverage for clients in top-tier outlets relevant to their niche and audience, such as New York Times Magazine and 
Virginia Business. Importantly, we integrate media relations with your broader communications strategy. 

As you know, when you partner with AccessU, you gain more than a media relations team; you gain a collaborative 
partner dedicated to advancing your mission, strengthening your reputation, and ensuring your stories are told with 
clarity, purpose, and reach.
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SHAPE AND SHARE YOUR NARRATIVE
Strategic Partnership

We thrive on uncovering what makes an institution stand out—and turning that into stories that 
matter. For SCHOOL ACRONYM, that means building a narrative around innovation, transformation, 
and impact. 

Our approach blends strategy, story, and smart media execution. We see ourselves as an extension of 
SCHOOLS ACRONYM’s communications team. From day one, we will work to understand your 
strategic objectives, institutional voice, and internal communications rhythms. This allows us to align 
earned media strategies with your boarder mission and amplify the transformational work happening 
across the institution.

Earned Media Execution

We’re here to build meaningful visibility where it counts. From planning and pitching to tracking and 
reporting, every step will be intentional and collaborative. Here’s how we’ll deliver:

▪ Story Development with Purpose: We’ll dig into your research, programs, and outcomes to 
develop pitch-ready story angles that highlight SCHOOL ACRONYM’s leadership in IF THE 
SCHOOL LISTS SPECIFIC CAMPAIGN TOPICS, ADD THOSE HERE. We’ll translate complex topics 
into accessible, compelling stories that resonate with editors and audiences alike.

▪ Pitching with Precision: We’ll target the right reporters at the right outlets—whether that’s a 
major national publication or a respected industry journal. Our media relationships and custom 
outreach strategies help cut through the noise and get attention where it matters.

▪ Strategic Counsel Along the Way: Media coverage isn’t just about press—it’s about positioning. 
We’ll help craft messaging and talking points that reinforce SCHOOL ACRONYM’s voice and build 
credibility with key audiences.

▪ Reporting that Tells a Bigger Story: Each month, we’ll share what’s happening, what’s working, 
and where we’re headed next. And at the end of each cycle, you’ll get a final report with 
outcomes, media placements, impressions, and insights to guide future strategy.

Ready to Scale with You

We understand that SCHOOL ACRONYM’s story is still unfolding—and that the scope of this work will 
grow as your transformation continues. We’re ready for that. As your earned media partner, we’ll stay 
flexible, responsive, and in sync with your evolving priorities. 

REINFORCING YOUR MESSAGE

VI.B.3. Relevant Experience
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AccessU is powered by numerous data tools, including the following, that enable us to manage, monitor, and 
measure your website analytics and user journeys. 

▪ Nielsen provides audience measurement and media consumption data across TV, radio, 
digital, and more. It allows us to understand who is consuming content, when, and on what 
platforms.

▪ Scarborough Research delivers detailed consumer lifestyle and media usage insights at the 
local market level. This helps us target specific demographics and psychographics by 
providing granular data on consumer habits, preferences, and local media consumption.

▪ Claritas specializes in segmentation and geodemographic data, enabling us to pinpoint 
where target audiences live and how to best reach them through tailored media strategies 
based on location and lifestyle.

▪ Placer.ai provides real-time, location-based foot traffic analytics. This shows us where 
consumers are visiting physical locations, supporting out-of-home (OOH) advertising 
decisions, and refining local media strategies. 

▪ Alteryx is used to combine audience, media, and performance data to optimize buys, 
improve targeting, and uncover actionable insights quickly.

▪ Media Monitors is the nation’s leading local monitoring company, with almost real-time 
intelligence on broadcast TV, cable, radio, print, and digital.

▪ Fullstory enables us to glean behavioral insights through heat maps, segments and funnels, 
user journeys, UTM analysis, developer tools, and more.

▪ Muck Rack PR Software empowers us to conduct comprehensive media research, 
streamline outreach efforts, and track PR campaign performance, ensuring targeted and 
impactful communication strategies for our clients.

▪ Sprout Social empowers us to manage and optimize our clients’ social media presence 
through streamlined publishing, engagement tracking, and in-depth analytics that inform 
strategies for strengthened brand connections.

▪ Semrush equips us with key insights into content effectiveness, SEO strategies, and 
competitor analysis, enabling us to optimize digital marketing efforts, drive organic traffic, 
and achieve measurable results for our clients.

▪ Qualtrics Research Platform allows us to conduct in-depth surveys and gather actionable 
feedback. Data-driven decision-making enables better understanding and engagement with 
target audiences.

▪ CMNTY Research Platform enables us to build stronger relationships and develop products 
and services that resonate with audience needs and desires.

▪ Talkwalker equips us with powerful social listening and analytics capabilities, enabling real-
time monitoring of brand sentiment, emerging trends, and competitive intelligence to inform 
insight-led strategies for our clients. 

▪ Critical Mention enables us to track and analyze earned media coverage across broadcast, 
print, and online channels in real time, ensuring our clients stay ahead of the conversation, 
and can measure the true impact of their PR efforts.
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DATA TOOLS
AccessU takes a holistic approach to digital tactics and platforms when it comes to helping clients make marketing 
decisions and understands how each tactic works with the others to achieve strategic goals. We are powered by numerous 
data tools, including the following, that enable us to plan, optimize, and execute highly targeted media strategies.

VI.B.3. Relevant Experience

https://www.fullstory.com/ps/demo/?&utm_campaign=GS-2024-Demo-Brand&utm_offer=demo&utm_source=google&utm_medium=paid-search&utm_term=fullstory&gad_source=1&gclid=EAIaIQobChMI3tS1j9-HjAMVBucWBR10DhK1EAAYASAAEgLuBfD_BwE
https://muckrack.com/?utm_term=muck%20rack&utm_campaign=PPC+%7C+Brand+Home+Page+LP&utm_source=adwords&utm_medium=ppc&hsa_acc=3542867001&hsa_cam=10818870884&hsa_grp=174019237803&hsa_ad=734157924911&hsa_src=g&hsa_tgt=kwd-348377997545&hsa_kw=muck%20rack&hsa_mt=e&hsa_net=adwords&hsa_ver=3&gad_source=1&gclid=EAIaIQobChMIkqOTmt-HjAMV8IC5BR2vZCLMEAAYAiAAEgIoa_D_BwE
https://www.qualtrics.com/lp/experience-management/?utm_source=google&utm_medium=ppc&utm_campaign=USA-EN|SRC|BRD|Qualtrics&utm_content=Qualtrics&utm_term=qualtrics&utm_keyword=e&matchtype=e&device=c&creative=650821805036&gad_source=1&gclid=EAIaIQobChMIqdKHvN-HjAMVzC97Bx0zaTkjEAAYASAAEgKl3PD_BwE
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OUR PR AND CRISIS MANAGEMENT WORK

AccessU partnered with Ferrum College to provide strategic communications 
support during a season of heightened pressure. At the same time the college 
welcomed its largest freshman class in years, leadership faced difficult governance 
challenges and external controversy stemming from alumni activity. Our team 
worked closely with the president, Board of Trustees, and senior staff to strengthen 
trust among stakeholders and ensure consistent messaging across internal and 
external audiences. Through steady counsel, we helped Ferrum sustain momentum 
while protecting its reputation and relationships in the face of heightened scrutiny.

AccessU has partnered with the Virginia Community College System (VCCS) to 
strengthen communications through both leadership transitions and high -profile 
initiatives. We guided the system in announcing a new chancellor and senior leaders, 
ensuring alignment and clarity across audiences. To advance strategic initiatives 
where coverage was limited, our team built visibility by drafting media releases, 
developing multimedia storytelling, and conducting proactive pitching to secure 
stronger results. We also provided one-on-one counsel and media preparation for a 
community college president navigating a vote of no confidence, helping to stabilize 
communications and preserve stakeholder trust. Across each engagement, our 
approach utilized reputation management strategies to elevate institutional voice.

For Emory Healthcare, AccessU provides ongoing support in online reputation 
management, a role that often extends into broader public relations. When 
reputational concerns escalate in the social media space, our team quickly assesses 
the media landscape, evaluates potential risks, and provides clear counsel on 
messaging and next steps. During a multi-month national news story, we supported 
Emory with guidance that balanced immediate response needs with long-term 
reputation considerations. This work demonstrates the strength of our integrated 
team, which brings together monitoring, strategy, and communications expertise to 
protect and strengthen a brand under sustained scrutiny.

VI.B.3. Relevant Experience

When devastation struck conference guests staying at Roanoke College, AccessU 
was there to support and strategize with the school to get them through this major 
crisis. Carbon monoxide poisoning killed one and sent dozens of others to the 
hospital. The college’s seasoned PR staff moved into high gear, writing news 
releases, fielding media calls, coordinating information with local hospitals, and 
holding media conferences. AccessU helped outline strategy, define audiences for 
communication, and provide national media distribution, which allowed Roanoke 
College staff to have the space to gather information on the college’s response to 
the accident, talk with media, and coordinate a memorial service in the critical first 
two days of the crisis.
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ROBYN OVERSTREET | DIRECTOR, CLIENT RELATIONS

Robyn’s passion for service excellence, combined with her technical web experience, creates a 
unique, hands-on experience for her clients. She can seamlessly communicate clients’ needs to 
the creative team to ensure success on all sides.

Project Role: Serves as client’s onboarding guide, guaranteeing smooth transitions for new 
business

Education: Roanoke College, BA in communications

Relevant Experience: Client services, communications, client onboarding, client success, and 
project management 

Full Bio Here

BRENDA DRAKE  |  VICE PRESIDENT, PUBLIC RELATIONS

Brenda is a seasoned communications professional who is passionate about education 
and how it transforms lives. For 20 years, she helped educational institutions tell their 
stories to stakeholders in compelling ways. Brenda continually aims to assist organizations 
in making a significant impact. Her experience in education prepared her for balancing the 
many needs of mission-driven organizations. 

Project Role: Leads the strategic communications team

Education: University of Southern California, Master of Communication Management; 
University of Lynchburg, BA in communication studies

Relevant Experience: Strategic communications, crisis communications, media relations, 
and reputation management

Full Bio Here

VIII.B.3. Identify roles and responsibilities of key personnel, provide resumes of proposed team to include qualifications 
and work history.

TONY PEARMAN  |  PRESIDENT & CEO

Tony founded AccessU in 1996 and built it into an award-winning agency that delivers 
exceptional client service, strategy, and creative work while striving to help our clients live 
their missions.

Project Role: Oversees all business operations, manages client satisfaction, and is the 
lead brand strategist

Education: Virginia Commonwealth University, BFA in communication arts and design

Relevant Experience: Client service, brand strategy, advertising, communications, video 
storytelling, graphic and web design, and digital media

Full Bio Here

TONY PEARMAN  |  PRESIDENT & CEO

Tony founded AccessU in 1996, building an award-winning agency that delivers exceptional 
client service, strategy, and creative work while striving to help our clients live their missions. 
Tony leans into opportunity to strengthen the value that AccessU brings to our clients. He is 
driven by a commitment to their success and an unwavering focus on delivering measurable 
impact. Under his leadership, AccessU was named to the 2025 Inc. 5000 list, recognizing it as 
one of the fastest-growing private companies in the U.S., and honored as a Best Place to 
Work by Virginia Business, reflecting a strong commitment to company culture and employee 
engagement. 

Project Role: Oversees all business operations, manages client satisfaction, and is the lead 
brand strategist

Education: Virginia Commonwealth University, BFA in communication arts and design

Relevant Experience: Client service, brand strategy, advertising, communications, video 
storytelling, graphic and web design, and digital media

Full Bio Here

RACHEL SPENCER  | EXECUTIVE VICE PRESIDENT, SENIOR STRATEGIST

During her career, Rachel has led market research and brand positioning initiatives for a 
diverse range of clients, including those in healthcare, education, economic development, 
and finance. She believes effective communication is all about tapping into someone’s 
“why” in order to spur a response. She’s helped an array of companies and organizations 
uncover, embrace, and tell their stories. 

Project Role: Is the lead strategist helping clients discover, develop, and plan strategically 
to reach their brand messaging and communication goals

Education: Roanoke College, BA in sociology, concentration in communications

Relevant Experience: Strategic planning, qualitative research, brand messaging, public 
relations, and crisis communications

Full Bio Here

VI.B.4. Key Personnel

https://accessu.com/employees/robyn-lewis/
https://accessu.com/employees/brenda-drake/
https://accessu.com/employees/tony-pearman/
https://accessu.com/employees/tony-pearman/
https://accessu.com/employees/rachel-spencer/
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Tony Pearman 
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Stephanie Roberts
Executive Assistant
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Rachel Spencer
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CREATIVE
& VIDEO
Kris Bailey

VP, Senior Creative Director

Randy Belcher
Senior VP, Creative Services

Chris Henson
Creative Director

Todd Marcum
Senior Copywriter

Olivia McKinney
Creative Director

Alaina Miller
Designer

Riley Murtagh
Senior Editor, Videographer

STRATEGIC 
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Brenda Drake
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Amanda Kenney
Public Relations Manager

Allison Mays
Social Media Manager

Lauren Ware
Social Media Manager

WEB DESIGN & 
DEVELOPMENT

Greg Keene
VP, Web Services

Olivia McKinney
Creative Director

Josh Wagner
Web Developer

BUSINESS
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Steve Carter
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Kirstin Lawrence
Business Services
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Melissa Mays
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Pete Colbert
VP, Business Development
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Community Engagement

Libba Cooper
Business Development

Specialist

Robyn Overstreet
Director, Client Relations

Olivia Polumbo
Project Manager

BUSINESS 
DEVELOPMENT

FACULTY ADVISORY BOARD

Org Chart

CHRIS CULBERT | SR. CLIENT EXPERIENCE MANAGER, AMPLIFIED DIGITAL AGENCY

Chris is an invaluable strategic partner for our digital media team with his extensive 
knowledge and experience in designing and implementing successful campaigns across 
all media. Chris consistently proves himself to be an exceptional asset. His expertise in 
this field is unparalleled, making him a go-to resource for all things related to campaign 
strategy and execution. 

Project Role: Is a partner expert overseeing digital marketing and media buying and 
placement

Education: University of Richmond, BS in business administration and marketing

Relevant Experience: Digital marketing; media planning, buying, and placement; data 
analytics; campaign strategy; and client success

Visit https://accessu.com/team/ for full bios.
Visit https://accessu.com/team/ for full bios.

PETE COLBERT  |  VICE PRESIDENT, BUSINESS DEVELOPMENT 

Pete has spent his entire career in and around the college enrollment and marketing 
landscape. Having spent nearly 20 years in college admissions, with leadership roles at 
three small liberal arts colleges, and the past decade in a consulting capacity for all things 
marketing communications and enrollment strategy for higher education institutions 
around the country, he brings a wide range of experience and industry knowledge to bear for 
our campus partners on a daily basis. His insights and guidance have helped numerous 
institutions achieve record enrollments despite the challenging times faced by higher 
education in recent years.

Project Role: Provides high-level client relationship management and strategic 
consultation

Education: Roanoke College, BA in music

Relevant Experience: Messaging strategy, market analysis, enrollment strategy, customer 
journey mapping

Full Bio Here

RANDY BELCHER  |  SENIOR VICE PRESIDENT, CREATIVE SERVICES

With over 30 years of experience, Randy is comfortable working across all media and 
industries, including education, insurance, healthcare, home services, and consumer 
packaged goods. Randy has won over 100 awards for his work, including an Emmy. Most 
notably, he gave birth to the GEICO Gecko and created adventures for the Pink Panther and 
for Duke, the spokesdog for Bush’s Beans.

Project Role: Leads the creative service team and oversees all copy and design

Education: University of Richmond, BA in theater and journalism; Wake Forest University, 
MA in theater and speech

Relevant Experience: Branding/identity, advertising, graphic design, messaging, logo 
design, video creation, and production

Full Bio Here

HEATHER JACKSON  | VICE PRESIDENT, ACCOUNT SERVICES

With over 25 years of experience, Heather has worked across all media and industries, 
including education, consumer packaged goods, healthcare, and automotive. Heather’s 
passion for brand-building started at her first ad agency in NYC, planning national media 
for P&G. She honed her retail sales skills with the launch of Pfizer’s Listerine PocketPaks 
and then moved into experiential events for a national marketing agency. She’s passionate 
about building strong client partnerships and empowering teams to deliver meaningful 
results. With her background in account services and strategy, she thrives at the 
intersection of creativity, insight, and execution.

Project Role: Leads the project and account managers and oversees all campaigns and 
budgets

Education: Roanoke College, BA in English and communications

Relevant Experience: Project and account management, recruitment campaigns, 
communications, and content strategy and marketing

Full Bio Here

VI.B.4. Key Personnel

https://accessu.com/services/
https://accessu.com/team/
https://accessu.com/employees/pete-colbert/
https://accessu.com/employees/randy-belcher/
https://accessu.com/employees/heather-jackson/
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ALLISON MAYS  |  SOCIAL MEDIA SPECIALIST

Allison is a social media strategist who understands that behind every click, like, and share is a 
real person seeking connection. She combines data-driven insights with genuine storytelling to 
create campaigns that resonate authentically with your audience. Her meticulous approach to 
strategy and execution ensures every post serves a purpose—whether that’s building brand 
awareness, driving engagement, or converting followers into loyal key communicators. Known 
for her reliability and polished deliverables, Allison has mastered the art of turning social 
media noise into meaningful brand conversations. She thrives in the sweet spot where 
strategic thinking meets creative execution, consistently delivering content that not only looks 
stunning but also performs exceptionally. Her collaborative spirit and attention to detail make 
her the teammate every brand wants leading their digital presence.

Project Role: Provides social media content creation, reporting, and content scheduling

Education: Radford University, Bachelor of Business Administration in Marketing

Relevant Experience: Social media strategy, audience development, content optimization, 
brand community building, performance analytics

Full Bio Here

ROBYN OVERSTREET | DIRECTOR, CLIENT RELATIONS

Robyn’s passion for service excellence, combined with her technical web experience, creates a 
unique, hands-on experience for her clients. She can seamlessly communicate clients’ needs to 
the creative team to ensure success on all sides.

Project Role: Serves as client’s onboarding guide, guaranteeing smooth transitions for new 
business

Education: Roanoke College, BA in communications

Relevant Experience: Client services, communications, client onboarding, client success, and 
project management 

Full Bio Here

LAUREN WARE  |  SOCIAL MEDIA MANAGER

Lauren is a passionate and results-driven marketer bringing a versatile skill set that spans 
social media management, business development, strategic communications, creative 
writing, and graphic design. She brings creativity, heart, strategy, and sparkle to your account. 
She’s got all the prerequisites for a pulse-on-the-people expert and thrives in dynamic 
environments. Whether crafting compelling narratives, designing eye-catching visuals, or 
orchestrating memorable events, she is dedicated to elevating brands and making a 
meaningful impact.

Project Role: Provides social media strategy, content creation, reporting, and content 
scheduling

Education: James Madison University, Bachelor of Arts in communication and media studies

Relevant Experience: Social media strategy, digital marketing, content creation, content 
scheduling, marketing copy

Full Bio Here

AMANDA KENNEY  |  PUBLIC RELATIONS MANAGER

Amanda is an Emmy Award-winning journalist bringing 15 years of newsroom experience and 
storytelling expertise to the table, to amplify client narratives and media relationships. Her 
background in journalism makes her a pro at pitching ideas to the media, and she understands 
that every client has a story to tell. Amanda can help you find the characters and nuggets from 
your brand that will pique the media’s attention.

Project Role: Helps pitch and tell your story, secure media placements, and execute PR 
strategy

Education: Hofstra University, Bachelor of Arts in broadcast journalism and political science

Relevant Experience: Storytelling, strategic communication, media relations

Full Bio Here

VI.B.4. Key Personnel

https://accessu.com/employees/allison-mays/
https://accessu.com/employees/robyn-lewis/
https://accessu.com/employees/lauren-ware/
https://accessu.com/employees/amanda-kenney/
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-Level Example Project Timeline
VI.B.5. – VI.B.6.
Attachments
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VI.B.7.
VASCUPP Partnerships
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VI.B.7. VASCUPP Partnerships

As part of our VASCUPP partnership in 2025, our agency engaged 
in collaborative work with VMI.

Dollar value of sales during last 
12 months: 

▪ VMI: $149,450.00
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We are invested in and committed to providing exceptional service that hits your deadlines and 
exceeds your expectations. We understand that projects are determined on a case-by-case basis. 
Our hourly rate is $165.00, and we’d like to offer you a valued partner discount of $120.00/hour. 
(Please note, our crisis PR management services are priced separately at $300/hour. With the 
valued partner discount, short-term crisis PR management services will be $240/hour.)

We typically utilize a blended agency rate for this engagement. This approach reflects the 
integrated nature of our team and allows us to flex the right expertise at the right time—ensuring 
efficiency, consistency, and the greatest value for our clients. 

▪ Valued partner discount: $120.00/hour
▪ Short-term crisis PR: $240.00/hour
▪ Scope of work will be determined on a case-by-case basis
▪ Project billing terms may be set per project or as monthly service agreementsMarketing Strategy, Ad Campaign, and Social 

Assets $/month

Digital Strategy, Social Media, Broadcast, Reports and Analytics
Real-time, holistic look at data from multiple sources and tactics to understand how marketing efforts are 
working and project management services

Research & Discovery $/month

Data collection and analysis, strategic development, focus groups and stakeholder engagement to guide 
development of strategic enrollment marketing plan.

Reporting & Account Services $/month

Real-time, holistic look at data from multiple sources and tactics to understand how marketing efforts are 
working. Optimized insights on KPIs like Click-Through Rate (CTR) and Cost-Per-Click (CPC) help identify 
elements that are working and eliminate those that are not.

Messaging & Creative $/month

Asset development investment total is dependent upon level of creative support needed. 

Total $/month

Strategic Communications $61,050

Pitching, media training, thought leadership, planning and reporting

Research & Discovery $11,220

Data collection and analysis, strategic development, focus groups and stakeholder engagement to guide 
development of strategic enrollment marketing plan

Reporting & Account Services $19,800

Real-time, holistic look at data from multiple sources and tactics to understand how marketing efforts are 
working. Optimized insights on KPIs like Click-Through Rate (CTR) and Cost-Per-Click (CPC) help identify 
elements that are working and eliminate those that are not.

Messaging & Creative $8,250

Asset development investment total is dependent upon level of creative support needed. 

Total $/month

VI.B.8. Proposed Cost
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Tony Pearman 
President & CEO
540-798-3868
tony@accessu.com

Thank you for considering AccessU for your PR services.

We’re excited for the opportunity to continue our partnership with VMI! We believe that together, we 
can continue to make a lasting impact by enhancing visibility, engagement, and participation at 
your college.

We are eager to continue the conversation and work closely with you and your team to serve the 
needs of the institution and your audience. We look forward to connecting with you soon!

Let’s do something big!



 

REQUIRED GENERAL TERMS AND CONDITIONS FOR GOODS AND NON-PROFESSIONAL SERVICES 
 
 

A. PURCHASING MANUAL: This procurement is subject to the provisions of the Commonwealth of 
Virginia’s Purchasing Manual for Institutions of Higher Education and Their Vendors and any 
revisions thereto, which are hereby incorporated into this contract in their entirety. A copy of the 
manual is available for review at the purchasing office. In addition, the manual may be accessed 
electronically at https://vascupp.org or a copy can be obtained by calling the Procurement Office at 
(540) 464-7323. 

 
B. APPLICABLE LAWS AND COURTS: This procurement 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. The Contractor shall comply with applicable federal, 
state and local laws and regulations. 

 
C. 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 § 2.2-4311  
of the Virginia Public Procurement Act (VPPA). 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. (Code of Virginia, § 2.2-4343.1E). 

 
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. 

d. If the contractor employs more than five employees, the contractor shall (i) provide annual 
training on the contractor’s sexual harassment policy to all supervisors and employees 
providing services in the Commonwealth, except such supervisors or employees that are 
required to complete sexual harassment training provided by the Department of human 
Resource Management, and (ii) post the contractor’s sexual harassment policy in (a) a 
conspicuous public place in each building located in the Commonwealth that the contractor 
owns or leases for business purposes and (b) the contractor’s employee handbook. 

e. The requirements of these provisions 1. and 2. are a material part of the contract. If the 
Contractor violates one of these provisions, the Commonwealth may terminate the affected 

https://vascupp.org/


part of this contract for breach, or at its option, the whole contract. Violation of one of these 
provisions may also result in debarment from State contracting regardless of whether the 
specific contract is terminated. 

f. In accordance with Executive Order 61 (2017), a prohibition on discrimination by the 
contractor, in its employment practices, subcontracting practices, and delivery of goods or 
services, on the basis of race, sex, color, national origin, religion, sexual orientation, gender 
identity, age, political affiliation, disability, or veteran status, is hereby incorporated in this 
contract. 
 

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

 
D. ETHICS IN PUBLIC CONTRACTING:  By submitting their (bids/proposals), (bidders/offerors) certify that 

their (bids/proposals) are made without collusion or fraud and 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. 

 
E. IMMIGRATION REFORM AND CONTROL ACT OF 1986: By entering into a written contract with the 

Commonwealth of Virginia, the Contractor certifies that the Contractor does not, and shall not 
during the performance of the contract for goods and services in the Commonwealth, knowingly 
employ an unauthorized alien as defined in the federal Immigration Reform and Control Act of 
1986. 

 
F. DEBARMENT STATUS:  By participating in this procurement, the vendor certifies that they are not 

currently debarred by the Commonwealth of Virginia from submitting a response for the type of goods 
and/or services covered by this solicitation. Vendor further certifies that they are not debarred from 
filling any order or accepting any resulting order, or that they are an agent of any person or entity that 
is currently debarred by the Commonwealth of Virginia. 

 
If a vendor is created or used for the purpose of circumventing a debarment decision against another 
vendor, the non-debarred vendor will be debarred for the same time period as the debarred vendor.  
 

G. ANTITRUST: By entering into a contract, the contractor conveys, sells, assigns, and transfers to 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. 

 
H. MANDATORY USE OF STATE FORM AND TERMS AND CONDITIONS FOR IFBs AND RFPs 

 

Failure to submit a proposal on the official state form provided for that purpose may be a cause for 
rejection of the proposal. Modification of or additions to the General Terms and Conditions of the 
solicitation may be cause for rejection of the proposal; however, the Commonwealth reserves the 
right to decide, on a case by case basis, in its sole discretion, whether to reject such a proposal. 

 
I.  CLARIFICATION OF TERMS: If any prospective (bidder/offeror) has questions about the specifications 

or other solicitation documents, the prospective (bidder/offeror) should contact the buyer whose 
name appears on the face of the solicitation no later than 10 (ten) calendar days before the due 
date. Any revisions to the solicitation will be made only by addendum issued by the buyer. 



 
J. PAYMENT: 

 

1. To 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. This shall not affect offers of 
discounts for payment in less than 30 days, however. 

c. All goods or services provided under this contract or purchase order, that are to be paid for 
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 B-3 provisions of this section do not relieve 
an agency of its prompt payment obligations with respect to those charges which are not in 
dispute (Code of Virginia, § 2.2-4363). 

 
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 
received for work performed by the subcontractor(s) under the contract; or 

(2) To notify the agency 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 provided under the terms of the contract) on all amounts owed 
by the 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 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 to 
insubstantial 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 agency or institution, or other 



appropriate penalties may be assessed in lieu of withholding such payment. 
4. The Commonwealth of Virginia encourages contractors and subcontractors to accept electronic 

and credit card payments. 
 

K. PRECEDENCE OF TERMS: The following General Terms and Conditions VENDORS MANUAL, 
APPLICABLE LAWS AND COURTS, ANTI-DISCRIMINATION, ETHICS IN PUBLIC CONTRACTING, 
IMMIGRATION REFORM AND CONTROL ACT OF 1986, DEBARMENT STATUS, ANTITRUST, 
MANDATORY USE OF STATE FORM AND TERMS AND CONDITIONS, CLARIFICATION OF TERMS, 

PAYMENT shall apply in all instances. 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. 

 
L. QUALIFICATIONS OF (BIDDERS/OFFERORS): The Commonwealth 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 Commonwealth 
all such information and data for this purpose as may be requested. The Commonwealth reserves 
the right to inspect (bidder’s/offeror’s) physical facilities prior to award to satisfy questions 
regarding the (bidder’s/offeror’s) capabilities. The Commonwealth further reserves the right to 
reject any (bid/proposal) if the evidence submitted by, or investigations of, such (bidder/offeror) 
fails to satisfy the Commonwealth 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. 

 
M. TESTING AND INSPECTION: The Commonwealth reserves the right to conduct any test/inspection it 

may deem advisable to assure goods and services conform to the specifications. 
 

N. ASSIGNMENT OF CONTRACT: A contract shall not be assignable by the contractor in whole or in part 
without the written consent of the Commonwealth. 

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

1. The parties may agree in writing 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. B-4 

 
2. The Purchasing Agency 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 Purchasing Agency 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 Purchasing Agency’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 Purchasing Agency with all vouchers and 
records of expenses incurred and savings realized. The Purchasing Agency 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 Purchasing Agency within thirty (30) days from the date of receipt of the written order 
from the Purchasing Agency. 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 disputes provisions of the 
Commonwealth of Virginia Vendors Manual. 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 Purchasing Agency or 
with the performance of the contract generally. 

 
P. DEFAULT: In case of failure to deliver goods or services in accordance with the contract terms and 

conditions, the Commonwealth, after due oral or written notice, may procure them from other 
sources and hold the contractor responsible for any resulting additional purchase and 
administrative costs. This remedy shall be in addition to any other remedies which the 
Commonwealth may have. 

 
Q. TAXES: Sales to the Commonwealth of Virginia are normally exempt from State sales tax. State sales 

and use tax certificates of exemption, Form ST-12, will be issued upon request. Deliveries against 
this contract shall usually be free of Federal excise and transportation taxes. The Commonwealth’s 
excise tax exemption registration number is 54-73-0076K. 

 
R. 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 named, but conveys the general style, type, character, and quality of the article 
desired. Any article which the public body, in its sole discretion, determines to be the equivalent 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 and specifically 
identify the product being offered and to provide sufficient descriptive literature, catalog cuts and 
technical detail to enable the Commonwealth 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 a bid nonresponsive. Unless the (bidder/offeror) clearly indicates 
in its (bid/proposal) that the product offered is an equivalent product, such (bid/proposal) will be 
considered to offer the brand name product referenced in the solicitation. 

 
S. TRANSPORTATION AND PACKAGING: By submitting their (bids/proposals), all (bidders/offerors) 

certify and warrant that the price offered for FOB destination includes only the actual freight rate 
costs at the lowest and best rate and is based 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. 

 
T. INSURANCE: By signing and submitting a bid or proposal under this solicitation, the bidder or 

offeror certifies that if awarded the contract, it will have the following insurance coverage at the 
time the contract is awarded. For construction contracts, if any subcontractors are involved, the 
subcontractor will have workers’ compensation insurance in accordance with §§ 2.2-4332 and 65.2- 
800 et seq. of the Code of Virginia. The bidder or offeror further certifies that the contractor and 
any subcontractors will maintain these insurance coverage during the entire term of the contract 



and that all insurance coverage will be provided by insurance companies authorized to sell 
insurance in Virginia by the Virginia State Corporation Commission. 

 
MINIMUM INSURANCE COVERAGES AND LIMITS REQUIRED FOR MOST CONTRACTS: 

 

1. Workers’ Compensation - Statutory requirements and benefits. Coverage is compulsory for 
employers of three or more employees, to include the employer. Contractors who fail to 
notify the Commonwealth of increases in the number of employees that change their workers’ 
compensation requirements under the Code of Virginia during the course of the contract shall 
be in noncompliance with the contract. 

 
2. Employer’s Liability - $100,000. 

 
3. Commercial General Liability - $1,000,000 per occurrence. Commercial General Liability is to 

include bodily injury and property damage, personal injury and advertising injury, products and 
completed operations coverage. The Commonwealth of Virginia must be named as an 
additional insured and so endorsed on the policy. 

 
4. Automobile Liability - $1,000,000 per occurrence. (Required only if a motor vehicle not owned 

by the Commonwealth is to be used in the contract.  Contractor must assure that the required 
coverage is maintained by the Contractor (or third party owner of such motor vehicle.) 

 
Profession/Service Limits 
Accounting $1,000,000 per occurrence, $3,000,000 aggregate 
Architecture $2,000,000 per occurrence, $6,000,000 aggregate 
Asbestos Design, Inspection or 
      Abatement Contractors $1,000,000 per occurrence, $3,000,000 aggregate 
Health Care Practitioner (to include Dentists, 
Licensed Dental Hygienists, Optometrists, Registered 
Or Licensed Practical Nurses, Pharmacists, Physicians, 
Podiatrists, Chiropractors, Physical Therapists, 
Physical Therapist Assistants, Clinical Psychologists, 
Clinical Social Workers, Professional Counselors, 
Hospitals, or Health Maintenance Organizations)       Code of Virginia § 8.01-581.15 

https://law.lis.virginia.gov/vacode/title8.01/chapter21.1/section8.01-581.15/ 
Insurance/Risk Management $1,000,000 per occurrence, $3,000,000 aggregate 
Landscape/Architecture $1,000,000 per occurrence, $1,000,000 aggregate 
Legal $1,000,000 per occurrence, $5,000,000 aggregate 
Professional Engineer $2,000,000 per occurrence, $6,000,000 aggregate 
Surveying $1,000,000 per occurrence, $1,000,000 aggregate 

 
U. ANNOUNCEMENT OF AWARD: Upon the award or the announcement of the decision to award a 

contract over $50,000, as a result of this procurement, the purchasing agency will publicly post 
such notice on the DGS/DPS eVA web site (www.eva.virginia.gov) for a minimum of 10 days. 

 

V. DRUG-FREE WORKPLACE:   Applicable for all contracts over $10,000 

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 manufacture, sale, 
distribution, dispensation, possession, or use of a controlled substance or marijuana is prohibited in 
the contractor's workplace and specifying the actions that will be taken against employees for 

https://law.lis.virginia.gov/vacode/title8.01/chapter21.1/section8.01-581.15/
http://www.eva.state.va.us/


violations of such prohibition; (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, dispensation, possession 
or use of any controlled substance or marijuana during the performance of the contract. 

 
W. 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 his objection, access to equivalent goods, services, or disbursements from an 
alternative provider. 

X. eVA BUSINESS-TO-GOVERNMENT VENDOR REGISTRATION, CONTRACTS, AND ORDERS: The eVA 
Internet electronic procurement solution, web site portal www.eVA.virginia.gov, 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 shall participate in the eVA Internet e- 
procurement solution by completing the free eVA Vendor Registration. All bidders or offerors must 
register in eVA and pay the Vendor Transaction Fees specified below; failure to register will result 
in the bid/proposal being rejected. 

 
Vendor transaction fees are determined by the date the original purchase order is issued and the 
current fees are as follows: 

 
a. For orders issued July 1, 2014, and after, the Vendor Transaction Fee is: 

 
(i) DSBSD-certified Small Businesses: 1%, capped at $500 per order. 

 
(ii) Businesses that are not DSBSD-certified Small Businesses: 1%, capped at $1,500 per order. 

 
b. Refer to Special Term and Condition “eVA Orders and Contracts” to identify the number of 
purchase orders that will be issued as a result of this solicitation/contract with the eVA transaction 
fee specified above assessed for each order. 

http://www.eva.virginia.gov/


The specified vendor transaction fee will be invoiced, by the Commonwealth of Virginia 
Department of General Services, typically within 30 days of the order issue date. Any adjustments 
(increases/decreases) will be handled through purchase order changes. 

 
Y. AVAILABILITY OF FUNDS: It is understood and agreed between the parties herein that the agency 

shall be bound hereunder only to the extent of the funds available or which may hereafter become 
available for the purpose of this agreement. 

 
Z. SET-ASIDES IN ACCORDANCE WITH THE SMALL BUSINESS ENHANCEMENT AWARD PRIORITY:. This 

solicitation is set-aside for DSBSD-certified small business  participation  only when designated 
“SET-ASIDE FOR SMALL BUSINESSES” in the solicitation. DSBSD-certified small businesses are 
those businesses that hold current small business certification from the Virginia Department of 
Small Business and Supplier Diversity. DSBSD-certified women- and minority-owned businesses are 
also considered small businesses when they have received DSBSD small business certification. Small 
businesses must be certified by DSBSD not later than the solicitation due date. 

 
AA. BID PRICE CURRENCY:  Unless stated otherwise in the solicitation, bidders/offerors shall state 

bid/offer prices in US dollars. 
 
BB. AUTHORIZATION TO CONDUCT BUSINESS IN THE COMMONWEALTH: A contractor organized as a 

stock or nonstock 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 pursuant to the Virginia Public Procurement Act shall not 
allow its existence to lapse or its certificate of authority or registration to transact business in the 
Commonwealth, if so required under 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 entity fails to remain in compliance with the provisions of this section. 
 

CC. CIVILITY IN STATE WORKPLACES: The contractor shall take all reasonable steps to ensure that no     
individual, while performing work on behalf of the contractor or any subcontractor in connection 
with this agreement (each, a “Contract Worker”), shall engage in 1) harassment (including sexual 
harassment), bullying, cyber-bullying, or threatening or violent conduct, or 2) discriminatory 
behavior on the basis of race, sex, color, national origin, religious belief, sexual orientation, gender 
identity or expression, age, political affiliation, veteran status, or disability.   

 
The contractor shall provide each Contract Worker with a copy of this Section and will require 
Contract Workers to participate in agency training on civility in the State workplace if contractor’s 
(and any subcontractor’s) regular mandatory training programs do not already encompass 
equivalent or greater expectations. Upon request, the contractor shall provide documentation that 
each Contract Worker has received such training. 
 
For purposes of this Section, “State workplace” includes any location, permanent or temporary, 
where a Commonwealth employee performs any work-related duty or is representing his or her  
 
 
 



agency, as well as surrounding perimeters, parking lots, outside meeting locations, and means of 
travel to and from these locations.  Communications are deemed to occur in a State workplace if 
the Contract Worker reasonably should know that the phone number, email, or other method of 
communication is associated with a State workplace or is associated with a person who is a State 
employee. 
 
The Commonwealth of Virginia may require, at its sole discretion, the removal and replacement of 
any Contract Worker who the Commonwealth reasonably believes to have violated this Section. 
 
This Section creates obligations solely on the part of the contractor.  Employees or other third 
parties may benefit incidentally from this Section and from training materials or other 
communications distributed on this topic, but the Parties to this agreement intend this Section to 
be enforceable solely by the Commonwealth and not by employees or other third parties.   
 

DD. CONTRACT EXTENSIONS:  In the event that the original term and all renewals of this contract 
expire prior to the award for a new contract for similar goods and/or services, the Commonwealth 
of Virginia may, with written consent of the Contractor, extend this contract for such a period as 
may be necessary to afford the Commonwealth of Virginia a continuous supply of the identified 
goods and/or services. 

 
 

 
END GENERAL TERMS & CONDITIONS 
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