
 
 

 

 

 

COMMONWEALTH OF VIRGINIA   STANDARD CONTRACT 

                                                                                                                       Contract Number: V211-26-049 HP 

This contract entered into this 14th day of May 2026 between The Hodges Partnership, FEIN:27-0021148, 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 

http://www.eva.virginia.gov/
mailto:payables@vmi.edu
mailto:payables@vmi.edu
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Dear VMI Procurement Committee:

The Virginia Military Institute occupies a singular place in American higher education: 187 years of 
developing leaders of character and integrity, grounded in a tradition that has produced generals, 
scholars, governors and civic leaders. That legacy also brings complexity: VMI has navigated 
sustained public scrutiny, legislative pressure and leadership transitions that would challenge any 
institution’s communications infrastructure.

We know this firsthand. 

The Hodges Partnership has been on the ground with VMI since February 2025, providing strategic 
communications support during one of the Institute’s most closely watched periods. We’ve traveled 
to Post to meet with communications staff and leadership, and to hear directly from cadets about 
their experience at VMI. We’ve monitored more than 565 news articles across 120+ outlets, tracked 
more than 1,200 social media mentions weekly and delivered strategic counsel that has helped 
VMI maintain its footing through leadership transitions, Board of Visitors changes and significant 
legislative activity.

We know VMI’s institutional context, its key audiences and the reporters who cover it. We can be 
fully operational from Day 1.

We invite VMI to review the proposal that follows. It reflects where we’ve been, what we’ve learned 
and where we believe this partnership can go.

Sincerely,

Greg Surber, APR
Partner & Senior Vice President
The Hodges Partnership

The Hodges Partnership
3301 W.  MOORE STREET,  RICHMOND,  VA 23230 |  (804)  788-1414 |  WWW.HODGESPART.COM



Section II

Plan & Methodology for 
Providing Services
[RFP Ref: RFP Section VI.B.2]  Plan for Providing Services as Described in Section V
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Plan & Methodology for Providing Services
The Statement of Needs outlined in Section V of the RFP calls for a sophisticated, multi-
layered public relations program that serves VMI across both proactive reputation-building 
and responsive crisis management, while reaching audiences that range from prospective 
cadets and their families to national media, policymakers and VMI’s own alumni and 
stakeholder community. The strategy we propose is built on the same core framework The 
Hodges Partnership employs across our client portfolio: an integrated Earned-Owned-Paid 
(EOP) approach that aligns each channel to the work it does best.

Earned Media

Media relations sits at the center of the VMI communications program. We will work with 
the VMI team to develop and sustain a proactive story pipeline that draws on the Institute’s 
deep reservoir of compelling material: cadet achievement, faculty expertise, leadership 
development, alumni distinction and VMI’s significant place in American military and 
academic history. We will cultivate relationships with higher education reporters, defense 
and national security correspondents and Virginia-based media, while also pursuing 
strategic placement in outlets that matter most to prospective students, parents and 
influencers in the admissions funnel. Earned media also is the primary instrument of 
reputation management. When challenges arise, a pre-existing foundation of credible, well-
placed coverage is among the most durable assets an institution can have.
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Owned Media  

The content we develop on VMI’s behalf serves as a direct channel to the audiences the 
Institute most needs to reach, extending well beyond what media placements alone can 
accomplish. Through thought leadership pieces, feature writing, video and audio content and 
social media programming, we will help VMI tell its story with the depth and precision that 
advertising cannot provide. Social platforms offer VMI a means of reaching and engaging 
prospective cadets, current families and alumni in ways that complement earned coverage 
and reinforce core messaging around leadership, character and mission. 

A particular priority within the owned media program will be content that supports VMI’s 
crisis and reputation management posture: background materials, holding statements, 
approved messaging frameworks and stakeholder communications developed in advance 
and ready to deploy when needed.

Paid Media

Organic reach on digital platforms has contracted sharply in recent years. Where it serves 
VMI’s strategic goals, particularly in amplifying owned content to prospective cadet 
audiences or supporting specific enrollment/engagement campaigns, a targeted paid 
media investment can extend reach with precision that broad advertising cannot match. 
We will advise VMI on when paid amplification adds genuine value and help deploy it 
efficiently against defined audiences.

Strategic Counsel and Messaging Development
[RFP Ref: RFP V.1]

Effective communications begin with a clear message architecture. At the outset of our 
engagement and on an ongoing basis, we will work with VMI leadership to develop, refine 
and maintain a core message platform built around VMI’s mission, values and institutional 
priorities.

Our approach:

• Conduct a stakeholder message mapping exercise to tailor communications for key 
audiences: cadets, parents, alumni, legislators, faculty, staff and the general public.

• Develop a unified narrative framework that communicates VMI’s identity: discipline, 
honor and leadership development in a way that is defensible under scrutiny and 
compelling in proactive storytelling.

• Maintain a living messaging document updated regularly as the institutional  
context evolves.

• Provide ongoing strategic counsel to senior leadership on communications implications 
of institutional decisions.
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VMI’s recent experience has made clear that message consistency across audiences and 
leadership is foundational. We will ensure VMI speaks with one voice.

Media Relations (Local and National)
[RFP Ref: RFP V.2]

The Hodges Partnership was founded as a media relations agency. Our core competency is 
developing relationships with journalists and securing coverage that serves our clients’ 
strategic interests. We have secured placements in The Washington Post, The New York 
Times, TODAY Show, Good Morning America, CNN, Fox News, AP and dozens of other outlets.

For VMI, media relations encompasses two distinct but complementary tracks:

Proactive Storytelling

Identifying and pitching positive, mission-aligned stories about VMI’s cadet experience, 
academic programs, alumni accomplishments and institutional strengths. VMI has stories 
to tell that have gone undertold amid the noise of institutional controversy.

• Cadet achievement and character features

• Alumni leadership profiles across sectors

• Academic program distinction and career outcomes

• Faculty expertise

• VMI’s unique role as the nation’s first state military college

Reactive and Rapid Response

When issues arise, we are already inside VMI’s institutional context. Our monitoring 
infrastructure and established relationships with reporters enable us to respond quickly 
and effectively.

• 24/7 monitoring of media and social channels

• Rapid development and placement of responsive statements

• Strategic counsel on when to engage and when to hold

• Relationship management with key reporters who cover VMI

Crisis Management and Reputation Management
[RFP Ref: RFP V.3]

Crisis communications is where reputation is won or lost. During our existing engagement 
with VMI, we developed a foundational Crisis Communications Handbook that establishes 
escalation levels, team roles, holding statement templates and scenario-specific protocols.
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Building on that foundation, our ongoing crisis communications services will include:

• Maintenance and regular updating of VMI’s Crisis Communications Handbook as 
scenarios evolve

• A three-tier escalation framework (Low/Medium/High severity) with defined response 
timelines and leadership involvement protocols

• Ongoing media monitoring with daily reports during active issues and weekly summary 
reports during stable periods

• Proactive scenario planning – anticipating likely reputational challenges before  
they materialize

• Annual tabletop crisis simulation exercises with VMI communications and leadership staff

VMI’s most acute reputational risks are identifiable, rooted in ongoing legislative activity, 
BOV dynamics, DEI-related debates and leadership transitions. A thoughtful, proactive 
approach can significantly reduce exposure before issues escalate.

Content Development and Thought Leadership
[RFP Ref: RFP V.4]

VMI controls a strong portfolio of content channels, including its website, social media and 
alumni publications. We will help VMI develop a disciplined content strategy that consistently 
projects institutional strength, values alignment and cadet-centered storytelling.

• Monthly editorial calendar with content developed for all VMI-controlled channels

• Long-form content: blog posts, white papers and LTEs

• Op-ed development and placement, helping VMI senior leadership and alumni publish 
perspective pieces in relevant outlets on topics of strategic importance

• Institutional branding audit to assess VMI’s digital presence and identify storytelling gaps

• Cadet and alumni spotlight content series, distributed via owned channels and pitched 
for earned media

5. Influencer Engagement and Social Media Support
[RFP Ref: RFP V.5]

VMI’s alumni network is one of its most powerful communications assets and one that 
largely has been untapped in a strategic sense. Alumni include senior military officers, 
elected officials, corporate leaders and public figures who, if properly engaged, can become 
powerful, credible advocates.
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Our Approach

• Develop an alumni-influencer engagement strategy that identifies and activates alumni 
voices across sectors and platforms.

• Use Klear (our influencer intelligence platform) to identify, vet and manage influencer 
relationships.

• Provide social media counsel and support for VMI’s primary channels, including content 
development, platform strategy and community management guidance.

• Monitor social conversation volume, sentiment and engagement trends, providing weekly 
reports and real-time alerts for emerging issues.

A year of monitoring VMI’s social media environment has produced a granular picture of the 
audiences and sentiment patterns at play. During the most recent period (February 2026), 
we tracked 1.2K mentions with 90K impressions and identified the specific influencers and 
channels that shape the VMI narrative.

Measurement and Reporting (KPIs)
[RFP Ref: RFP V.6]

We believe in data-backed accountability. At the outset of the engagement, we will work with 
VMI to establish specific, measurable KPIs aligned with institutional goals. These will serve 
as the ongoing benchmark for our work.

Standard KPIs we propose for VMI:

Category Key Performance Indicators

Media Relations
# of media placements; outlet reach/tier; sentiment analysis of 
coverage; share of voice vs. peer institutions

Social Media
Follower growth; engagement rate; mention volume; sentiment 
score

Content Performance
Website traffic; content downloads; email open rates; social 
shares

Crisis Response
Response time; media inquiry resolution rate; issue containment 
rate

Reputation
Quarterly sentiment tracking; stakeholder perception surveys 
(annual)

Monthly reporting will be delivered to VMI’s director of communications and marketing with 
an annual in-depth review tied to strategic planning. We also will be transparent about what 
is and is not working and recommend course corrections proactively.



Section III

Firm Qualifications, 
Expertise & Experience
[RFP Ref: RFP VI.B.3]
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Firm Background
The Hodges Partnership was founded in 
2002 by two longtime communicators, 
Jon Newman and Josh Dare, we are a 
Richmond, Va.-based agency with 24 
talented professionals. While Josh retired 
at the end of 2025, Jon continues to oversee 
the agency, supported by four new partners, 
two of whom are listed as the account 
managers for this assignment, Sean Ryan 
and Greg Surber, APR. 

We expect everyone at Hodges to be 
skillful and knowledgeable of all aspects 
of our core capabilities and also empower 
individuals to grow in specialties that align 
with their personal interests. Whether that 
be in functions like paid social media or 
verticals like higher education, our agency structure gives our team a precise balance of 
breadth and depth across the solutions we provide and the industries we serve.

We’re different from other agencies – we are easy to work with, experienced, creative and 
passionate about our profession and helping our clients succeed.

Our Values
Bright

Representing our big ideas and sunny 
outlooks, we are forward-thinking strategists 
seeking creative and insightful solutions.

Collaborative

Partnership is in our name for a reason. 
We’re true team players because we know 
that we’re stronger together.

Driven

We’re fueled by your success, and we work 
hard to make our clients the hero. We take 
our responsibility seriously, and we’ll get you 
where you need to be.

Genuine

We’re known for being easy to work with 
and passionate advocates for our clients 
and industry.

Inclusive

We strive to create a welcoming culture 
because we shine brightest when everyone 
can be their authentic selves.
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Challenge

Virginia Military Institute faced a high-
profile reputational crisis following the 
Board of Visitors’ decision not to renew the 
contract of former Superintendent Cedric 
Wins. The situation required immediate 
and sustained strategic communications 
support to address:

• Sustained national and regional 
media attention questioning the 
Board’s motivations

• Polarized stakeholder sentiment across 
alumni, cadets, faculty, legislators and 
the general public

• Allegations of political overreach and 
lack of governance transparency

• Leadership instability resulting from 
subsequent BOV changes and an interim 
board president

• Downstream risks tied to the broader 
statewide debate over political influence 
in Virginia higher education, intensified 
by parallel developments at UVA

VMI needed counsel to monitor the evolving 
narrative, advise on public and media-
facing communications and protect the 
institution’s long-term reputation while 
leadership transitions were underway.

Our approach

Narrative Monitoring & Intelligence

• Conducted daily news and social media 
monitoring across 120+ distinct outlets 
from February through June 2025, 
tracking 565+ news stories and 200+ 
social media posts

• Analyzed sentiment trends across news 
media and social platforms, identifying 
a split between news coverage 
(predominantly critical of the Board) 
and social media (3:1 supportive among 
conservative audiences)

• Identified dominant themes, including 
governance concerns, DEI debates and 
alumni polarization, to inform strategic 
response priorities

Strategic Advisory & Message Counsel

• Provided real-time advisory services on 
public and media-facing communications 
throughout the crisis period

• Advised against issuing additional 
statements beyond those already on 
record, preventing escalation during a 
sensitive transition window

• Developed holding statements and FAQ 
frameworks to address questions of BOV 
legitimacy and decision-making authority

CASE STUDY  •  EXPERIENCE WITH HIGHER EDUCATION

Virginia Military Institute
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• Counseled leadership on how to 
distinguish institutional mission from 
governance controversy

Stakeholder Communications Planning

• Recommended a stakeholder message 
mapping approach tailored to cadets, 
alumni, faculty, donors and legislators

• Advised on framing the controversy as a 
governance and oversight issue rather 
than a reflection on the cadet experience 
or VMI’s core mission

• Guided the Institute toward a 
forward-looking posture emphasizing 
superintendent selection, community 
unity and institutional mission

Crisis Preparedness Infrastructure

• Developed a Crisis Communications 
Handbook establishing activation 
protocols, escalation frameworks, team 
roles and responsibilities and pre-
approved holding statement templates

• Delivered a scenario-based risk matrix 
covering personnel controversies, 
campus safety, DEI issues and 
legislative scrutiny

• Conducted message framework 
development and spokesperson guidance 
aligned with VMI’s identity standards and 
communications policies

Key Strategic Recommendations

• Limit escalation: Avoid issuing reactive 
statements that extend the news cycle or 
invite further scrutiny

• Governance framing: Position ongoing 
tensions as a matter of institutional 
governance, not a reflection of VMI’s 
academic mission or cadet experience

• Unified voice: Ensure all stakeholder-
facing communications reinforce a 
consistent, values-driven narrative 
centered on honor, discipline and 
institutional excellence

• Proactive storytelling: Use cadet and 
alumni content to redirect the narrative 
toward VMI’s enduring strengths

• Sustained readiness: Build internal 
crisis capacity so the institution is 
equipped to respond swiftly and credibly 
to future challenges

Service Documented Deliverable

Daily media 
monitoring

Tracked 565+ news articles across 120+ outlets (Feb–June 2025);
Hodges has continued this monitoring into March 2026

Social media 
monitoring

Tracked 1,200+ weekly mentions across X/Twitter, Facebook and  
news sites; sentiment analysis and influencer identification

Strategic  
counsel

Ongoing advisory support to VMI communications staff and  
leadership on response strategy and positioning

Media relations Strategy, editing and placing opinion piece (RTD)

Crisis  
handbook

Developed foundational Crisis Communications Handbook (FY26) 
including risk matrix, escalation framework, team roles and holding 
statement templates

Narrative  
analysis

Produced Legislative Media Summary reports tracking HB1374/
HB1377 coverage and its communications implications for VMI

Our work with VMI has 
not been hypothetical. 
From February-June 
2025, and continuing 
into 2026, Hodges has 
provided the following 
documented services:
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CASE STUDY  •  EXPERIENCE WITH HIGHER EDUCATION

Virginia’s Community  
Colleges (VCCS)

Challenge

After a decade-long enrollment decline, 
Virginia’s Community Colleges (VCCS) 
needed to fundamentally reshape public 
perception and drive measurable enrollment 
growth across 23 institutions serving a 
diverse statewide population. Research 
revealed a damaging audience posture: 
Virginians viewed community colleges 
as good for the community, but not for 
themselves. The system sought to:

• Overcome a deeply ingrained perception 
gap among prospective students

• Build a compelling brand platform 
that could unify messaging across a 
decentralized 23-college system

• Reach geographically and 
demographically diverse audiences 
through an integrated, data-backed 
strategy

• Demonstrate measurable returns on a 
significant paid media investment

• Elevate the chancellor’s voice to engage 
business leaders and legislators during 
a critical General Assembly period

Our Approach

Research & Brand Foundation

• Conducted a statewide general 
population research study to diagnose 
the higher education climate and 
identify perception barriers

• Uncovered the core insight driving 
strategy: the “good for the community, 
not for me” attitude that was 
suppressing enrollment consideration

• Developed the “Find Your Answer” brand 
platform as the unifying campaign 
concept, grounded in research and built 
for long-term durability

Integrated Campaign Execution

• Built and launched a full omnichannel 
campaign alongside VCCS’ advertising 
partner, including TV and radio on 
traditional and streaming channels, 
social media, search, display and banner 
advertising

• Created hundreds of unique assets 
tailored to specific demographic and 
geographic audience segments

• Developed a campaign landing page 
with a ZIP-code-driven tool directing 
prospective students to their nearest 
college and Apply Now pathways
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Earned & Owned Media

• Developed a chancellor thought 
leadership strategy, securing placement 
in Cardinal News and The Virginian-Pilot 
and broadcast appearances on Virginia 
This Morning and WDBJ

• Embedded with the chancellor’s 
inaugural listening tour across all 23 
colleges, capturing interview footage and 
photography for testimonial content and 
ad placements

• Created social media and video 
content showcasing student, faculty 
and staff stories

Measurement & Validation

• Redeployed the original brand perception 
survey mid-campaign to validate the 
“Find Your Answer” platform against 
measurable audience shifts

Results

• 4.3% enrollment increase from prior year 

• 45.3M digital impressions generated

• 647,000 clicks to campaign landing page

• 11,000+ conversion activities (college 
finder tool uses and Apply Now clicks)

• 19-point increase in the general public’s 
likelihood of considering enrolling at a 
Virginia Community College

Key Strategic Recommendations

• Research before messaging: Effective 
brand work begins with understanding 
what audiences actually think 

• Unified platform, localized execution: 
A single brand platform can serve a 
decentralized system when built with 
enough flexibility to speak to distinct 
audiences

• Earned media amplifies paid media: 
Chancellor visibility with legislators 
and business leaders extended the 
campaign’s reach far beyond paid media 
alone

• Measure the brand: Redeploying 
perception research mid-campaign 
validated the strategy and created 
a durable benchmark for future 
investment decisions

• Consistency builds momentum: A 
decade of system knowledge enabled 
faster, smarter decision-making and 
stronger results than any first-year 
engagement could produce
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CASE STUDY  •  EXPERIENCE WITH HIGHER EDUCATION

Mid-Sized Public University

Challenge

The institution faced a rapidly evolving 
situation that threatened to undermine 
public confidence and demanded 
a disciplined, multi-stakeholder 
communications response. Working closely 
with university leadership, we provided 
strategic counsel to navigate a period of 
sustained uncertainty, manage stakeholder 
inquiries, address emerging media scrutiny 
and maintain confidence in institutional 
operations throughout.

Our Approach

Strategic Message Development

• Created comprehensive messaging 
and Q&A materials addressing the 
situation’s timeline, institutional 
knowledge and oversight procedures

• Advised on transparency approach 
balancing legal considerations with 
stakeholder expectations

• Provided guidance on proactive vs. 
reactive disclosure strategies

Stakeholder Communication Planning

• Developed tiered communications 
approach for different audiences

• Advised on timing and sequencing of 
sensitive communications

• Provided real-time counsel during 
critical engagement periods

Ongoing Crisis Counsel

• Provided strategic guidance across 
multiple planning sessions

• Offered perspective on emerging 
concerns and anticipated questions

• Supported the institution through an 
evolving crisis situation

Key Strategic Recommendations

• Proactive transparency: Volunteer 
potentially uncomfortable information 
rather than appear to be hiding facts

• Clear boundaries: Articulate the 
institution’s relationship without over-
explaining or appearing defensive

• Forward focus: Emphasize 
improvements and learnings alongside 
accountability

• Appropriate context: Provide relevant 
background without making excuses

• Consistent narrative: Maintain aligned 
messaging across all stakeholder groups
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Additional Relevant Experience
Hodges has a rich history of working with education clients in Virginia and beyond, 
generating awareness to prospective students, highlighting unique programs and creating 
messaging to support major initiatives.

• University of Richmond: Served as agency of record for seven years, leading media 
relations efforts to promote institutional leadership, faculty and staff until the university 
expanded its internal team.

• Monmouth University: Enlisted to elevate the university’s polling director to national 
prominence. Our strategy generated regular appearances on Fox News, CNN and MSNBC 
and placed the polling center’s analysis in leading papers across the country.

• Old Dominion University: Partnered with the university to help package, promote and sell 
the institution as a thought leader in the emerging AI space.

• Virginia Commonwealth University: Assisted with several project-based 
communications assignments supporting one of Virginia’s flagship research 
universities, ranging from strategic planning, crisis communications and branding and 
creative support.

The Hodges Partnership’s broader portfolio also includes work that directly informs our 
ability to serve VMI:

• Colonial Williamsburg: Strategic media relations support for the nation’s largest living 
history museum, generating national coverage in outlets including The Washington Post, 
The New York Times, CNN, National Geographic and TODAY Show.

• VA250 Commission: Strategic communications and media relations for Virginia’s 
semiquincentennial initiative, positioning the Commonwealth’s historical assets to 
national audiences.

• Mercy Chefs: Rapid-deployment media relations for a disaster relief nonprofit, securing 
national coverage on Good Morning America, PBS NewsHour, CNN and AP during active 
deployments. The urgency of that work mirrors what crisis communications demands of 
any institution under pressure.



Section IV

Key Personnel & Resumes
[RFP Ref: RFP Section VI.B.4]
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Key Personnel and Resumes
[RFP Ref: RFP Section VI.B.4] 

The following professionals are designated as the core account team for the VMI contract. 
Each brings direct experience relevant to VMI’s communications needs. 

Greg Surber
Partner & Senior Vice President

Greg leads Hodges’ Research and Insights practice and plays a senior strategic role across 
the firm’s most complex accounts. His work spans crisis communications, reputation 
management and institutional strategy. Greg has co-led our work with VMI, spearheading 
social monitoring, analytics and summary briefs. Greg also co-leads our Virginia’s 
Community Colleges account. 

Sean Ryan
Partner & Senior Vice President

Sean joined The Hodges Partnership in 2003 and leads Hodges’ media relations team. 
He manages media relations strategy and has helped place clients such as Colonial 
Williamsburg and Mercy Chefs on the TODAY Show, Good Morning America, CNN, Fox News, 
MSNBC, The Washington Post and The New York Times in the past few years. Alongside 
Greg, he has helped manage day-to-day media monitoring, narrative analysis, content 
development and client communications throughout our engagement with VMI. His 
background includes extensive higher education work with University of Richmond, 
Monmouth University, Old Dominion University and others.

Casey Prentice
Vice president, Owned & Paid Strategy

Casey leads owned and paid strategy at Hodges, with particular depth in digital content, 
account management and editorial work. Her client experience spans Virginia’s Community 
Colleges, VCU, ODU and Virginia DMV. She was instrumental in the launch of Virginia’s 
Community Colleges’ “Find Your Answer” campaign, which reversed a decade-long enrollment 
decline and produced three consecutive years of growth. Prior to rejoining the firm, she served 
in the communications office at VCUarts, where she managed print and digital projects. Casey 
first came to Hodges as an intern and has grown into one of the firm’s senior strategists.
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Amanda Christian
Senior Account Executive

Amanda joined Hodges as an intern in 2020 and returned full-time after graduating from 
James Madison University and two years at the Virginia Wine Board Marketing Office. 
Her work spans content marketing and media relations for clients including Hilldrup, 
UnitedHealthcare and the Virginia Spirits Board. She serves as managing editor of The Phil, 
the agency’s digital publication spotlighting Virginia nonprofits, and brings strong project 
management discipline and editorial rigor to every account she touches.

Alex Clark
Account Coordinator

Alex joined The Hodges Partnership in 2025 as an account coordinator, where she supports 
both account management and creative execution on key agency accounts like Live! Casino 
Virginia and Virginia 250. A Richmond native, she studied strategic communications and 
communication design at Elon University. Alex has deep ties to the VMI community; she is 
the daughter of a VMI alumnus, grew up attending games on Post and remains a regular 
presence at VMI events in Lexington.



Section V

Conflict of Interest,  
VASCUPP Sales History & 
Pricing/Fee Schedule
[RFP Ref: RFP Section VI.B.4, RFP Ref: RFP Section VI.B.7, RFP Ref: RFP Section X]
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Conflict of Interest Statement
[RFP Ref: RFP Section VI.B.4 / Attachment B] Conflict of Interest

The Hodges Partnership has no known conflicts of interest with VMI, its Board of Visitors, 
officers, employees, contracted vendors or any VMI auxiliary agencies, subsidiaries or affiliates. 
A completed Attachment B: Conflict of Interest Statement is included with this submission.

VASCUPP Sales History
[RFP Ref: RFP Section VI.B.7]

Number and Dollar Value of Sales with VASCUPP Member Institutions
The Hodges Partnership has provided services to the following VASCUPP member institutions 
over the past twelve months. 

VASCUPP Member Institution Dollar Value (Last 12 Months)

Virginia Military Institute 
(via VASCUPP Contract: GMU-1878-23-05)

$83,000

Pricing / Fee Schedule
[RFP Ref: RFP Section XI] 

Proposed Pricing / Fee Structure

The Hodges Partnership prices every engagement based on the estimated hours required to 
complete the work. We believe this approach gives clients the most accurate and transparent 
picture of costs, rather than a packaged rate built on assumptions. Our hourly rates reflect 
the experience level of the staff assigned to each task.

We are happy to provide fee estimates for 
hypothetical projects or scenarios to give VMI 
greater clarity and predictability before any 
scope of work is formalized.

All fees are based on estimated hours for 
each defined scope of work. Out-of-pocket 
expenses (travel, third-party tools, media 
monitoring subscriptions) are billed at cost 
with prior client approval. Subcontractor 
costs for specialized services such as paid 
media, photography, or video production 
are separate and will be itemized at the 
time of engagement.

Title Hourly Rate

Partner $250

Senior Vice President $225

Vice President $200

Director $180

Strategist $165

Senior Graphic Designer $150

Senior Account Executive $150

Account Executive $130

Account Coordinator $90



Appendix

Attachments
Attachment B: Conflict of Interest Statement

Attachment C: Offeror Data Sheet

Attachment D: References

Attachment E: SWaM Utilization Plan

Attachment F: Data Protection Addendum
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ATTACHMENT C V211-26-0ϰ9 

K&&�ZKZ DATA SHEET 

QUALIFICATIONS OF OFFEROR: Offerors must have the capability and capacity in all respects to fully satisfy the 
contractual requirement. 

Indicate the length of time you have been in business providing this type of service.  Years 
 Months 

Provide a list of current references, either college, Educational Institutions, and/or other companies that your firm is 
servicing. Include the length of service, dollar volume, year contract was entered into, and the name and address of the 
person the State has your permission to contact. Such listing shall be comprehensive of your firm’s customer base and 
can be formatted as follows: 

CURRENT ACCOUNTS: 

Account Name, Address & Phone # Length of Service $ Volume/Year 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

_ 

LOST ACCOUNTS: 

Account Name, Address & Phone # Length of Service $ Volume/Year 

_ 

_ 

_ 

_ 

_ 

_ 

23

Virginia Military Institute 1 Year

VCCS

8

540-464-7207Sherry Wallace

319 Letcher Ave.

Susan Pollard                              804-564-2722 

300 Arboretum Place

Richmond, VA 23236

12 Years

Lexington, VA 24450

$83,000

$300,000

J. Greg Surber
*Additional references are listed on Attachment D. We welcome the opportunity to provide more should VMI wish to vet our capabilities across any area of this scope.



27RFP No. V211-26-049  |  The Hodges Partnership



28RFP No. V211-26-049  |  The Hodges Partnership



29RFP No. V211-26-049  |  The Hodges Partnership



30RFP No. V211-26-049  |  The Hodges Partnership



31RFP No. V211-26-049  |  The Hodges Partnership



32RFP No. V211-26-049  |  The Hodges Partnership



33RFP No. V211-26-049  |  The Hodges Partnership



34RFP No. V211-26-049  |  The Hodges Partnership



 

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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