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Kirksville 63501
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The Board of Governors for Truman State University met on Saturday, August 5, 2023, on the University
campus in Kirksville, Missouri. The working session was called to order at 9:00 a.m. by the Chair of the Board
of Governors, Cheryl ], Cozette, and was held in the Alumni Room of the Student Union Building. The open
session of the business meeting was called to order at 1:00 p.m. and was held in the Conference Room (3000) of
the Student Union Building.

Six voting members participated in the meeting: Sarah Burkemper, Philip J. Christofferson, Cheryl J. Cozette,
Nancy Gingrich, Bill Lovegreen, and K. Brooks Miller, Jr. The seventh voting member, Jennifer Kopp
Dameron, was unable to participate. Governor Cozette recorded the absence of Governor Dameron as excused.

Two non-voting members also participated in the meeting: Ella Schnake, the Student Representative, and Mike
McClaskey, an out-of-state member. Governor McClaskey joined the meeting via conference call. The second
out-of-state member position is vacant.

Call to Order and Chair Report
Governor Cozette called the meeting to order and welcomed all in attendance.

Welcome to New Student Representative to the Board of Governors — Ella Schnake

Governor Cozette welcomed Ella Schnake to her first meeting of the Board of Governors. On April 27, 2023,
the Missouri Senate confirmed Ella’s appointment as Student Representative to the Board of Governors, filling
the expired term of Abigail Smeltzer.

Minutes for Open Session of Meeting on June 17, 2023
Governor Gingrich moved for the adoption of the following resolution:

BE IT RESOLVED that the minutes for the open session of the meeting on
June 17, 2023, be approved.

The motion was seconded by Governor Burkemper and carried by a unanimous vote of 6 to 0. Governor
Cozette declared the motion to be duly adopted.

President’s Report

Dr. Susan L. Thomas, University President, reported on several items of current interest. In addition to sharing
her selected engagements report, Dr. Thomas provided an update on the university funding formula and
efficiency study work being conducted at the request of the Missouri legislature and recapped her recent trip to
Capitol Hill, where she met with eight of the ten Missouri delegations, including both Senate Offices. She also
shared information about the honorees to be recognized at Homecoming.

Academic Affairs and Student Services Commitiee Report
Governor Miller, an Academic Affairs and Student Services Committee member, provided a report on the
committee meeting held on the morning of August 5,

Marketing Services
Governor Miller moved for the adoption of the following resolution:
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BE IT RESOLVED that the President of the University, or her designee, is hereby
authorized to execute a contract with Enliven Agency, LLC, to provide marketing
services to the University for the period of August 14, 2023, through June 30,
2024, at a cost not to exceed $450,000 and

BE IT FURTHER RESOLVED that a copy of the proposal be attached to and
made a part of the minutes for this meeting,

The motion was seconded by Governor Lovegreen and carried by a unanimous vote of 6 to 0. Governor
Cozette declared the motion to be duly adopted, and the Secretary designated a copy of the document as
Exhibit A.

Finance and Auditing Committee Report
Governor Burkemper, Chair of the Finance and Auditing Committee, provided a report on the committee
meeting held on the morning of August 5.

Financial Report

Governor Burkemper presented the Financial Report, which included a review as of June 30, 2023, of education
and general revenues and expenditures and auxiliary system revenues and expenditures, and a review as of

June 30, 2023, of the Truman State University Foundation revenues and expenditures.

Budget and Capital Projects Comunittee Report
Governor Christofferson, Chair of the Budget and Capital Projects Committee, provided a report on the
committee meeting held on the morning of August 5.

Construction Projects Report
Governor Christofferson provided an update on construction projects approved by the Board at previous
meetings.

Contracts for Constructicn Projects and Equipment Purchases
Governor Christofferson reported that one construction project totaling $25,000 to $100,000 and one item of
equipment totaling $25,000 to $100,000 had been approved since the last meeting of the Board.,

Construction Project Cost
Student Union Building Operable Partition Replacement $77,495.00
Equipment Purchase Cost
Skid Loader and Attachments $73,484.11

Kirk Building Renovation Project
Governor Christofferson moved for the adoption of the following resolution:

BE IT RESOLVED that the description and budgeted amount for the following
construction project be approved:


http:73,484.11
http:77,495.00
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Project Name Project Budget
Kirk Building Renovation Project $19,210,000

BE IT FURTHER RESOLVED that the President of the University, or her
designee, be authorized to accept the lowest and best bid for the project; and

BE IT FURTHER RESOLVED that a copy of the description of the project, as
reviewed at the meeting, be attached to the minutes as an exhibit.

The motion was seconded by Governor Burkemper and carried by a unanimous vote of 6 to 0. Governor
Cozette declared the motion to be duly adopted, and the Secretary designated a copy of the document as
Exhibit B.

Consent Agenda
Governor Christofferson moved for the adoption of the following resolution:

BE IT RESOLVED that the following consent agenda items be approved and
attached to the minutes as exhibits:

[TEM H.1 Local Capital Budgets for Fiscal Year 2024
ITEM H.2 State Appropriation Request for Fiscal Year 2025
ITEM H.3 Federal Governmental Relations and Policy Services

The motion was seconded by Governor Burkemper and carried by a unanimous vote of 6 to . Governor Cozette
declared the motion to be duly adopted, and the Secretary designated copies of the items as Exhibits C, D, and E.

Agenda ltems for Future Meetings
Governor Cozette reviewed a list of projected agenda items for the regular meetings during the following year.

Dates for Future Meetings
Governor Burkemper moved for the adoption of the following resolution:

BE IT RESOLVED that the next regular meeting of the Board of Governors be
scheduled for Friday, October 20, 2023, on the University campus in Kirksville,
Missouri, beginning at 1:00 p.m., with the understanding that the Chair may alter
the starting time and/or place for the meeting by giving due notice of such change;
and

BE IT FURTHER RESOLVED that other regular meetings of the Board during
the next year be tentatively scheduled for the following dates:

Saturday, December 2, 2023,
Saturday, February 3, 2024,
Saturday, April 6, 2024,
Saturday, June 15, 2024; and
Saturday, August 3, 2024,
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The motion was seconded by Governor Gingrich and carried by a unanimous vote of 6 to 0. Governor Cozette
declared the motion te be duly adopted.

Agenda Ttems for Closed Session
Governor Burkemper moved for the adoption of the following resolution:

BE IT RESOLVED that this meeting be continued in closed session, with closed
records and closed votes as permitted by law, for consideration of the following
items as authorized by Section 610.021, Revised Statutes of Missouri:

1. Approval of minutes for the closed session of the last meeting under
Subsection 14 of the statute for “Records which are protected from
disclosure by law™;

2. Individual personnel actions under Subsection 3 of the statute for “Hiring,
firing, disciplining or promoting of particular employees by a public
governmental body when personal information about the employee is
discussed or recorded™;

3. Confidential communications with the General Counsel, as defined in
Subsection 1 of the statute; and

4, Records, as defined under Subsection 21 of the statute, that identify the
configuration of components or the operation of a computer, computer
system, computer network, or telecommunications network, and would
allow unauthorized access to or unlawful disruption of a computer,
computer system, computer network, or telecommunications network of a
public governmental body.

The motion was seconded by Governor Christofferson and carried by a unanimous vote of 6 to 0, with
Governors Burkemper, Christofferson, Cozette, Gingrich, Lovegreen, and Miller voting Aye. Governor Cozette
declared the motion to be duly adopted.

The closed session of the meeting began shortly after 2:00 p.m.
The open session of the meeting resumed shortly after 3:00 p.m.
With no further business, Governor Lovegreen moved that the meeting be adjourned. The motion was seconded

by Governor Christofferson and carried by a unanimous vote of 6 to 0. Governor Cozette declared the motion
to be duly adopted, and the meeting adjourned shortly after 3:05 p.m.

e

Philip J. Christofferson
Secretary of the Board of Governors
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1 hereby certify that the foregoing minutes were
approved by the Board of Governors on the 20 day
of October 2023.

Cheryl J. Cozette#” o
Chair of the Board of Governors
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Lori Davenport

Purchasing Buyer

Truman State University

108 McClain Hall, 100 East Normal Ave
Kirksville, MO 83501

Dear Lori,

it is with great pleasure that | submit to you Enliven’s Scope of Work and Fees proposal for the Truman State University Marketing Services RFP. Based on the
needs outlined in your RFP, it is my strongly held belief that no other agency is better equipped than Enliven/DCW Media to partner with you for this important
project to implement a comprehensive marketing plan focusing on the recruitment of undergraduate, graduate, and transfer students, as well as the
promotion of Truman’s brand. The following reasons justify this sentiment:

1. Enliven/DCW Media’s Integrated Approach: The Integrated approach proposed by Enliven/DCW Media will provide Truman State University with best
in class creative and medio planning services to optimize every aspect of the admissions marketing process and deliver stellar results.

2. Unique Understanding of the Truman State University Brand: Curteam’s unique experience as architects of the Truman State University brand ensure we
come prepared with an understanding of how the institution is positioned today, the distinct admissions challenges it faces and where opportunity resides
in the future to tap into untapped lead pogls.

3. Unparalleled Media Buying Power: As a combined agency we represent over $150,000,000 in annual media buying power which will enable us to lower
costs for Truman State University to make every media dollar work harder and ultimately reach more prospects than our competitors are capable of.

Lori, the Enliven/DCW Media team is excited about the prospect of partnering with your team on this important moment in Truman State University’s history.
We lovok forward to answering any questions you may have and are hopeful we will be selected to advance as part of the RFP process.

Many thanks,

Conee O

Founder, Enliven

o
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ENLIVEN/ DCW MEDIA CAPABILITIES

ABOUT ENLIVEN:

Enliven is a strategic brand development and marketing
agency founded in New York City in 2019. As a trusted
partner within higher education we strive to bring

brands to life through powerful identity and campaign
development, because we believe great branding has the
power to shape the brands that shape our world.

m




ENLIVEN/ DCW MEDIA CAPABILITIES

ABOUT DCW MEDIA:

Founded in 1973, we are an integrated media and
branding/marketing agency providing unparalleled

results and unmatched service for higher education
institutions.

M7
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mMm

WHY
SCHOOLS
CHOOSE

TO WORK
WITH US

We breakdown marketing silos

We know the student life cycle and its distinct audience segments
We help access untapped lead pools

We grow enroliment

We provide ROA for the full funnel
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WHAT
MAKES US
DIFFERENT

FROM
THE REST

M1

20+ years of experience in Higher Education

» $150M+ Buying Power Lowering Advertising Costs

for Qur Clients

» Advanced Media Tactics including People-Based,

ldentity Resolution, Custom Tech Stacks
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OUR
DIVERSE

CLIENT
LIST

HEALTH CARE

White Plgins Hospital

Long [stand Community
Hospital

Visiting Nurse Services of New
York

Auburn University College of
Veterinary Medicing

Varian Medical Systems
Procure Proton Therapy Center
Abington Hospital

Jefferson Health

Hawvasu Regional Medical
Center

Huntsman Cancer Institute
Singi Hospital of Baltimore
Zwanger-Pesiri Rudiology
NSPC

Christ Hospital

CityMD

National Dental

ENT Allergy & Associates
Fleating Hospital

NON-PROFIT
GOVERNMENT

Maranatha

Helping Hands

Long Beach Aware
Rainforest Trust

Sayville Chamber of Commerce
Suffolk County Police
Department

Judge Burns

Jewish Federation of North
America

Simon Wisenthal
BronxNet TV

RESTAURANT /
ENTERTAINMENT

Adventure Park

Bohlson Restaurant Group
Jake's 58 Hotel! & Casino

Penn Museum

National Museum of Women in
the Arts

Rocket City Trash Pandas
Baseball

Scotto Brothers Restaurant
Group
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OUR
DIVERSE

CLIENT
LIST

AGENCIES

Buzz Media
PMG Cregtive
Prager Cregtive

Rev Health

CPG/RETAIL

Alexa Persico Cosmetics
Bambi Baby

GAF Roofing

Green Gobbler

Hudson Poole Jewelers
King Kulien Grocery
MIC+ZOE

PC Richard

ShurTech

Uncle Guisseppes Grocery
Vegeta Broth

Vuza

Wieder Prime

FINANCIAL

Alma Bonk

American Express

Hanowver Bank

Jovia Financial Credit Union
Maples Financial

Midland States Bank

Crange Bonk and Trust

People’s United Bank

Popular Bank

South Star Wealth Management
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TRADITIONAL MEDIA DATA & ANALYTICS

Custom 24/7 Dashboards
Viewabitity, Heat Mapping, & Brand Safety

+ Broaodcast & Cable Television
Radio (Sateliite & Terrestrial)

. v o o» a

= CutofHome Intelligent, Valuable Reports
+  Print Real Time Optimizations
> Direct Mail True ROI & ROA

Brand Placement

OUR

SERVICES DIGITAL MEDIA DIGITAL MEDIA

SEM/SEQ
Programmatic

Digital Audic/ Video

Social Media

Native Advertising

Email Marketing

Mgobile Geo Fencing

Lead Generation

Artificial Intelligence and Machine Learning
CTV/OTT

Digital OOH

Affiliate Marketing

New Media

Strategic Planning
Market Research
Competitive Analysis
Brand Development
Campaign Development
Campaign Production

L I T )
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A CUSTOM

EDUCATION
TECH STACK
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+ DCW'’s proprietary People-Based Marketing approach

TA RG ETI NG turns data into people and people into students

PEOPLE » People-Based Marketing utilizes our robust database of
OVE R aggregated first and third-party data overlaid with over

500 different selects from data partners
COOKIES

= We use to activate and run true, 1to 1 campaigns for our clients

mm
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DATA AND
DASHBOARD

ACCESS IN
REALTIME
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AD DELIVERY

Undergraduate:
MATCH 1,736 UG Leads were generated with 908 direct matches at a Match Rate of

BACKS 52.30%**
USING CRM Graduate:

163 Graduate Leads were generated with 91 direct matches at a Match Rate of
55.83%**

FY23 Total Leads to Date: 1,899
FY22 Total Leads Comparison: 1,757
FY23 continues to pace ahead of FY22 when comparing Total Leads to date!
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ENLIVEN/ DCW MEDIA CAPABILITIES

m

PRIMARY

CONTACT

Enliven

Conor O'Flaherty

Founder

E: coflaherty@enlivenagency.com
P: 917-689-9631


mailto:coflaherty@enlivenagency.com
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REFERENCES

Law School Admission Council
Greg Stobb

Director of Digital Marketing &
Commerce

E: gstobb@Isac.org

P: 617-504-3749

Holy Family University
Sherrie Madia

Vice President Marketing and
Communications

E: smadia@holyfamily.edu

P: 267-341-3348

Peirce College
Joseph Guzzardo
V.P, Integrated Marketing,

Communications & Recruitment

Strategies
E: jguzzardo@peirce.edu
P: 609-439-7433

Manhattan College

Lydia Gray

Assistant Vice President for College
Advancement Executive Director,
Marketing & Communication

E: lydia.gray@manhattan.edu

P: 718-862-7993

Baker College

Eileen Pecoraro

Vice President of Marketing and
Communications

E: epecorQ1@baker.edu

P: 248-733-3439


mailto:epecorOl@baker.edu
mailto:lydia.gray@manhattan.edu
mailto:jguzzardo@peirce.edu
mailto:smadia@holyfamily.edu
mailto:gstobb@lsac.org
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A COMPREHENSIVE CREATIVE STRATEGY

FLIGHT DATES:
_nd_ré.dcﬁ E;n_ 11 . varer the nu - Undergraduate
T R Flight 2 - Dec, 2023 - May, 2024

Graduate
Aug, 2023 - May, 2024

CORE BUDGET:

$210,000

OPPORTUNISTIC BRANDING:
$75,000

KPI1S:
«  Website traffic (Clicks, CTR}

+ Lead generation and nurturing {Apply, Enroll & Visit website
clicks)

m




STRATEGY OVERVIEW AND RECOMMENDATIONS

« We built out a core media strategy based on the current campaign goals and initial budgets provided.

» We suggest adding an additional "opportunistic budget” to increase brand awareness and SOV within the current
activated markets being advertised to. Historical research and our experience with schools similar to Truman suggest
a 30-40% branding budget. In the case of Truman, we suggest using a $75,000 branding budget that would infuse
this campaign with CTV/OTT that will serve streaming television ads and a digital radio plan that will include Spotify,
Pandorq, iHeart radio, and podcasts.

+ We suggest deploying an online publication list to tackle the print portion of this plan. We have included a sample site
list to reflect where digital ads will run across local publications.

« Upon receipt of a confirmed competitive list, we will apply additional IP targeting and geo-conquesting tactics as part
of the core media plan.

1




CORE STRATEGY OVERVIEW

FLIGHTING STRATEGY:

Undergraduate

Focus on APPLY NOW goal. Additiona) activation of TikTok and
Performance max,

Focus on ENROLL & VISIT goal. Continue only with Display, Meta

4% and Google SEM.
Graduate

Two peak heavy-up periods - TBD

| FLIGHT1-88% |

FLIGHT 2 - 35%

76% |11.5 min +

Graduate - | $50,000} 24% | 2.9 min +

m

REACH STRATGY:

+  Prioritize people-based targeting to maximize cost-efficiency by
focusing on nurturing known leads.

»  Additionally, leverage third-party audience segments from top
providers as well as proprietary Meta and TikTok audiences to
expand reach.

+  Focus on targeting students with GPA 3+ as the core demo for
recruitment.

GEC STRATEGY:

*  Undergraduate ~ 250-mi radius

«  Graduate - 30-mi radius

Retarget website visitors across the state




KEY STRATEGY POINTS

We have developed a comprehensive media and
creative strategy with focus on the lower funnel.

STRATEGIC SUGGESTIONS:

Streamline and consolidate budgets within each channel,
Prioritize automated KPI-based budget allocation between

tactics, programs and creatives.

Emphasize people-based targeting and list matching to maximize

effectiveness.

MEDIA MIX:

RESEARCH-DRIVEN INSIGHTS

M

Mid funnel:

Programmatic Display {focus on
People-based and Retargeting) -
38%

TikTok - 7%

The campuaign targeting,
inventory and media channels
align perfactly with audience and
market research findings.

Bottom funnei:

Meta Ads ~ 34%
Google SEM - 14%

Performance Max - 7%

We will leverage competitor
resedrch to target competitor
keywords in Google SEM, in
addition to other keyword
groups.
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COMPLEMENTARY
MEDIA STRATEGY

Guide the audience down
the funnel acress multiple
plotforms.

Drive interest with display and
video assets.

In turn, fuel Google SEM and drive
direct conversions.




AUDIENCE PROFILE

DEMOGRAPHIC HIGHLIGHTS
% COMPOSITION for highest imdexing

’ﬁ\ £9% are Male

b 4% are18-24 Years of Age

Gt & LR & ARG e
20% with Household Income of

'@‘ <$25k

@ riean d medhun Lkl
Yo~ 33% with Some College

Triis insizht aoes aaT have sasisticzlly
significant data,

ﬁ%% ©9% do not have Children Under
Age 8

[

@ |
[

MOTIWATICNS & LIFESTYLE HICHLICHTS

;. Top Personal Values e

B [NOSH

Evaryonc Treated
Equally

Erjoying Life's
Fleasures

Breing Reliable and
TrUsIwerthy

. Top Hobkies

¥ AFADERD wattl) MmibBkim R Gxmpot

Wank t0 a Club or Bar

ArfPhotgraphy

Appare $hopplng

Anzlne Adult PopLawen

Top Psychological Drivers

EY |KBEL with milnlrwm enmposttien: T0%

Proving
Competence/Skills

Exprassing individuality

Living an Exciting Life

1w
Dinina Adult Pazuzation

AUDIENCE PROILE PARAMETERS:

»  Geography > Missouri
+ Life stages » Soon to attend school to obtain Bachelor's or

Master's

RECOMMENDATION:

» Highlight how Truman can help your target audience realize their
key values and drivers, such as enjoying life's pleasures, proving
competence, expressing individuality and living an exciting life.




MEDIA PREFERENCES

We will leverage heavy use of social media and deliver ads across Meta ecosystem and on TikTok.

By using Performance max strategy, we will deliver YouTube ads and capitalize on increased consumption of internet video.

Cwerall Engagement
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MEDIA CONSUMPTION

We will prioritize Display delivery on Entertainment, Food & Drink, Photo and Sports apps te appear on app categories most frequently used by our

target audience.

Top Apps By Category v

BY INDEX with minimum cormpasition; 10%

ENTERTAINMENT / LIFESTYLE

INDHEX

154

% COMPOSITION

40%

Emtertainment/ Lifestyle | i 154
Food & Dirink !

Fhoto & Video Services ]
Sports

Health & Fitness

Photc Capturing/Sharing BRI

-
130
Online Aduit Population

M

Hours Online Per Week

% COMPOSITHIN

Online Aduic

Popuiation 19%
& o e o
<1 3-5 Hours 510 Hours 10-20 Holrs

Top Social Media Networks
BY IMOER with minimum composition: 10%

B Shapchat 252
TikTok 199
E Discord 180
a Twitter 162

29%

20-40 Hours 40+ Hours



ALIGNING AUDIENCES TO OFFERINGS

Ensuring each audience has a resonating message, we recommend creative messaging be toilor per sudience and offer that best aligns.

We will optimize towards best performing creative and leverage learning to build and test look-alike and new audience profiles.

Googlé SEM
Use visually engoging banners. Short, vibrant, and engaging Showcase diverse academic Align ad copies with keywords, Experiment with multiple ad
videos. opportunities and programs variations and formats, such as

L with Carousel ads. - R text, vide i .
Highlight key college Utilize extensions, such as o and image
benefits and online degree Capture campus life and sitelinks or catlouts, to provide
opportunities. events. Featuring positive reviews, additional information and Launch ads to appear across

testimonials or alumni success enhance visibility. YouTube, Display, Search,
. .. stories on St ds. i Y il, .

Retarget website visitors Ensure ads lock natural and torie: oy @ Discover, Gmail, and Maps
with personalized program- mimic platform organic
oriented ads. content, Incorporate storytelling

approach to build positive
brand sentiment.

1




CAMPAIGN REPORTING

DCW provides fully customizable, flexible & informative, in-campaign and Campaign Performance Overview T e

post-campaign reporting.

We will deliver a robust analytics report that details a combination of metrics
specific to primary KPis as well as the secondary KPls of website traffic,
funnel performance, customer profiles, geography, vertical assessments,
channel and centent performance. ' ' inrmons

1,485,709

We tailor our reporting to each goal or campaign and have the means to
include all the data you need.

Our reporting comes in two available formats: reqularly updated
dashboards and post-campaign presentation reports.
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UNDERGRADUATE DETAILED MEDIA PLAN
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GRADUATE DETAILED MEDIA PLAN
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OPPORTUNISTIC BRANDING

CTV/OTT AND DIGITAL RADIO AND PODCASTS

R

T
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CREATIVE DEVELOPMENT AND PRODUCTION FEES

TRUMAN STATE UNIVERSITY CREATIVE DEVELOPMENT AND PRODUCTION FEES

7

Digital Display Advertising Development and Production $4,500
Social Media Advertising Development and Production $4,500
Video Advertising Development and Production $12,000
$3,300

Radio Advertising Development and Production
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TRUMAN STATE UNIVERSITY PROPOSAL CERTIFICATION

in compliance with this RFP document, Project No. SP23-32 Marketing Services, and after carefully reviewing all the terms, cenditions, and reguirements
contained therein, the undersigned agrees to furnish such services in accordance with the specifications of this RFP.

Corron O’M 713723
U

AUTHORIZED SIGNATURE DATE

Conor O’Flaherty Founder

PRINT NAME TITLE

Enliven Agency, LLC 84-3445621
COMPANY FEDERAL TAX ID NO.
244 Madison Avenue, Suite 1220 1(917] 689-9431

New York, NY, 10014

TELEPHONE NUMBER

ADDRESS
enlivenagency.com

coflaherty@enlivenagency.com

WERBSITE
EMAIL

m
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FOUNDED HERE

Washington & Jefferson College (W&J)—one of America’s
oldest and most distinguished liberal arts institutions—tasked
Enliven with developing @ new brand to communicate its
visian, increase its relevance among prospective students,
and modernize the way we think about the [iberal arts.

Enfiven approached this challenge by working closely with W&J
leadership. This qualitative approach allowed us to uncover and
understand the tenets of a W&J education, which iz focused
an providing a highly-customized and intellectually-engaging
student experience to develop professionals of uncommon
integrity. To bring this unique educational experience to life,
Enliven created “Founded Here™a powerful Brand Platform
that plays off the Founding Fathers and positians the school
as o catalyst for personal, professional, and ethical growth.

To further embolden the brand, Enliven also developed a new
identity system for W&J. The new identity is rooted in the history
of the college through the depiction of W&J's iconic Old Main
building. The traditional imagery is retained in a shield retaining
shape and offset by a smart and modern sans serif font that
ensures the brand is firmly pointed towards a bright future.




The Four Pillars of a
Revolutionary Student Experience ,

WE&J graduates are valued by leading employers and % _
top graduate schools for their professional readiness, S
leadership potential, and uncommon integrity.

Customized Journeys
Intellectual Engagement

Professional Readiness
Ethical Leadership

WASHINGTON

& JEFFERSON
COLLEGE
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COLLEGE WASHINGTON
i JEFFERSON
COLLEGE

3.0 > Graphic Elements

Presented here are
additional design grids,
highlighting the expansive
configurations available
within W&J's look feel.

These composltions aren’t predeterminedfapproved
layouts, but are designed to showcase the muftitude
of paths that can be taken to structure our
communications within a set ook Feel that doesn't

3.0 » Primary Color Palette

Mext to our logos, color is the most
recognizablie aspect of our brand and one
we heavlly rely on to tel! our stary,

Our Primary Color Palette 15 high-contrast and
predominantly driven by WE.) Red - a symbol of
our passion for developing ethical leaders.

Using eur colers appropriately is one of the easiest
ways to make sure our materlals reflect a cohesive
W& brand image and visual story.
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HEX OtA0040
CHYK O O 0 3t

White
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LEADERS IN ACTION

Facing budget constraints, increased regional competition
and mounting public skepticism regarding the value
of a liberal arts education, the University of North
Dakota [UND] needed to regain control of fts brand
narrative and shift perceptions by expressing the true
vatue of its comprehensive educational experience.

Following months of brand research, stakeholder surveys,
leadership interviews and focus groups, we uncovered «
significant brand ftruth: UND graduates are in perpetual
demand becduze they are prepared and committed
to working hard, making an impact and leading.

The resuiting Leaders in  Action brand platform
encapsulated not only the hardworking spirit of North
Dakotans, but the profound leadership skills
obtained through a liberal arts education.

By pairing the leadership and critical thinking skills
taught by the liberal arts with the hands-on, experiential
approach to research and discovery, Leaders in Action
effectively captured the impact of a UND education.




READY

NORTH BAKCTA

We take great pride in our history, community,
wrk ethic and resibency. These ars the values
we zhare with Horth Cakota, Once a part of
UND, always a part of UND.

We equip our students with a sklil-set to lead
In life; our hands-on, professional curculum

is strangthened by the Libaral Arts fo develop
dynamic leaders.

DOERS

We: meet adversity head-on, ol up our
sieeves and get the job done, We lead
not by telling, but by doing.

IMPACT
We believe In action and tangible outcomes.
Our groundbreaking regearch, economie

impact and the great successes of aur alurnni
are a testament to our belie that results matter,

-
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EMBRACE THE
EXCEPTIONAL

SUNY Geneseo parthered with our team to establish «
differentioting university-wide brand platform and evolve
its identity in a manner which raises awareness and unites
stakeholders by communicating the scheol's academic standing
and unique public [iberal arts experience. Geneseo leadership
undertook this rebrand to enable the school to stand out on
two distinct competitive fronts: within the SUNY system and
among a high-achieving group of private liberal arts colleges.

Following extensive research and cellaboration with Geneseo
teadership, we built the Geneseo brand around four core pillars:
supportive community, global citizenship, higher expectations
and exceptional outcomes. These elements served as the
foundation for the “Embrace the Exceptional” brand platform,
which communicates Geneseo’s welcoming community, high-
achieving students and its dynamic liberal arts curricufum.

To further elevate the brand, our team enhanced the Geneseo
identity by developing a new ican to pair with the institution’s
existing wordmark. This new icon provides a visual medium for
Geneseo to communicate its longstanding history of academic
excellence through a classic higher education aesthetic.
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GENESEO
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STURGES HALL

STURGES CLOCK The tower of Geneseo's A %, P Pl
Set at 913, representing mo‘st feonic building, : ) ) ’

A facing into each
September 13, opening

day for the institution
nearly 150 years ago.

e || GENESEO | GENESEO GENESEO

THE ATATE LHIVELsTY OF NOW S akk TuIR STATE LAIVIESITY GF naw YORK

THE §TaTF UNIVFRSITY OF NEW YORK

FOUNDING DATE

The year in which
students first
attended classes
at Geneseo.

GENESEE VALLEY

The rolling landscape of
the neighboring river
valley is represented,
with the embracing
nature of the graphic
evoking the Coilege’s
strong sense of
community.

i
|
i
|
!
|
i
1
1

SHIELD SHAPE

Inspired by shields in
campus architecture,
as well the Knights’
athietic logo.
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SEIZE THE SUMMER

Hunter College, a public university located in the heart of Manhattan,
needed g comprehensive digital advertising campaign to increase
summer enrollment among visiting {non-degree) students by 10%.
The carmpaign needed to not only engage, but educate, this
demographic of Hunter’s new boutigue-style student apartments
and the various programs provided during the summer months.

Through our Seize the Summer campaign we crafted a narrative that
put prospective students inthe heart of NewYork City. Featuring a bold
look and New York tone, the campoign leveraged iconie ¢itylandmarks
and settings that transform Hunter’s Campus into oll that New York
City has to offer, including Central Park and the world's best museurns,
theaters and galleries. By positioning Hunter's Summer Program as an
opportunityto experience allthat New York hos to offer, we were able to
transcend the routine messaging commonly associated with summer
programs to break through the clutter in o highly competitive market.
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DUR MANHATTAN -
WORK COLLEGE - Results
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Project Overview

A client since 2015, Manhattan College relies on
us fo drive brand awareness, website traffic,
engagement, inquiries and applications for their
graduate and undergraduate programs.

Our Appraach

We utilize a varisty of tactics, including Display,
Mobile In-App, Google Search, Facebook, and
Pandora based on specific KPY, program,

time of year and audience.




. aB
WSRK Grinnell
College

Project Overview

Grinnell College first partnered with us to drive
awareness; however, due to our initial success,
the ask evolved to focus on Increasing enrollment.

r Approach

We developed a media strategy comprised of Print,
Digital &amp; Digital Radio with strategic flighting to
increase awareness and ultimately enrollment.
Grinnell's campaign featured High Impact Print lssues,
Audio Everywhere Digital Radio Ads with companion
banners, and Digital tactics including Cross-device
Display, Mobile Web, Mobile In-App, Native in-Stream,
Instagram Facebook, Pre-roll Video, SEM &amp;
Pubiisher direct buys of high impact units.

L

Results

. <o

14%
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THE UTMNIVERSITY £OF

OUR -
work DECANIEN

Project Overview

The University of Scranton entrusted us fo increase
awareness and drive petential graduate and
undergraduate students to their site in hopes

of increasing enrollment.

Dur Approach

To drive website traffic and interest, we deployed a
Hyper Local campaign comprised of Display
Banners, Social Ads (Facebook, Instagram, and
Snapchat), Google Paid Search Ads (SEM),

and CTV/OTT to target college bound teens,
parents of prospective students, transfers, and
college seniors or recent graduates locking at
graduate studies.

IMETIA

Results




&NJCU

NEW JERSEY CETY UWIVERSITY

Project Overview

New Jersey City University (NJCU} was locking to
increase brand awareness and drive enrollment
throughout New Jersey with a specific focus on 6
target counties, including Monmouth County—the
future home of a new NJCU campus.

Oy Approach

NJCU’s diverse student body necessitated the
development of a multi-touchpoint media mix
targeting all key demagraphics. The resulting
campaign featured gectargeted and gecfenced
bifingual placements across strategic cuidoor
locations, Digital Radio (Pandora), Print, Digital
and Cable TV in key counties.

]

Results
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OUR RCY
VS ERE W)LLEGE

Results
Project Dverview
575% 4

Mercy College sought to drive leads and applicaticns—
specifically among adults 21-34 living and working in NYV,
Westchester, and Fairfield County-—for their new one-year . i d . o

5,400+

LCur Approach
We employed a highly targeted campaign, which
feaned heavily on Qutdoor placements (bus shelters,

highway billboards, ete.), Print (Daily News, NY Times, j ! = i .

USA Today), and Digital Radio (Pandora) to raise 4. N,/ i . 3x
awareness across Mercy’s key markets and among ;- . - - S
their key demos. ‘ L2 :

ALY MEDIA



Enliven Agency, LLC
E N I_ I \/ E N 244 Madison Avenue, Suite 1220
New York, NY 10014

ENLIVEN AGENCY, LLC AND DCW MEDIA: TRUMAN STATE UNIVIERSITY TEAM

Conor O'Flaherty, Founder: Founder of Enliven and a proven leader in strategic brand
development with a 16-year track record creating/managing brands for leading clients across
education and sports, including: Manhattan College, Purdue University Fort Wayne, Baker
College, Peirce College, SUNY Geneseo, Lewis University, US Youth Soccer, Breeders’ Cup, Fan
Controlled Sports & Entertainment and Churchill Downs.

Project Role: Strategic lead serving as the bridge between brand strategy and creative
development to ensure ali Truman State University campaign creative aligns fully with the
brand’s positioning and unique student experience.

Chris Chilcote, Client Services Director: With over 14 years of marketing experience, Chris offers
unparalleled leadership, strategic vision, and project management expertise for our partnerships.
With a specialization in digital and higher education marketing, Chris has collaborated with
institutions such as UC Davis, Ohio State University, University of Michigan, Lynn University,
University of Toledo, Manhattan Coltege, and Buena Vista University.

Project Role: Day-to-day project lead who will serve as primary contact for Truman State
University.

Jonathan Hanhs, Copywriter: As Copywriter for Truman State University, Jon brings together the
discipline of a seasoned branding professional with the creative acumen of an agency
copywriter which has enabled him to lead strategic brand development initiatives on behalf of a
wide variety of clients over his 13-year career including: Ticketmaster, Colgate University,
University of North Dakota, and the Atlanta Braves.

Project Role: Copywriter tasked with crafting messaging for all Truman State University
campaign creative to drive student enquiry and enrollment.

Phil Kocher, Design Director: Design Director with 18 years of experience in the management and
execution of the complete design process, from conceptualization to delivery. Phil is a passionate
director/designer with an ability to build brand awdreness and recognition by translating brand
strategy through sound conceptual thought into enduring brand identities and campaign
materials.

Project Role: Creative lead for ail facets of design working alongside Enliven’s Founder and
Copywriter.

Mackenzie Kruse, Senior Designer: A Senior Designer with Enliven, Mackenzie has extensive
experience in the development of higher education marketing campaigns having sharpened her
design skills with Lippincott, SME Branding and most recently Learfield IMG College.

Project Role: Working alongside Enliven’s Design Director to ensure the team pushes the limits of
the project’s brief to reach the next generation of Truman State University and connect them to
an education ‘Distinct By Design'.



Enliven Agency, LLC
E N L l \/ E N 244 Madison Avenue, Suite 1220
New York, NY 10014

Josh Kapusinski, Motion Designer_and Editor: As an Emmy winning motion designer/editor with
over 20 years of industry experience, strong leadership skills, and a jack-of-all-trades skillset Josh
has worked with clients including Samsung, ESPN, CBS, ABC, Chevy, Philadelphia Eagles,
NASCAR, Empire State Building, Barnes & Noble, and Estee Lauder.

Project Role: For Truman State University, Josh will help turn the agency’s design thinking into
social media and video content worthy of any student recruitment campaign.

Stephanie Biscow, Vice President of Digital Marketing and Media {DCW Media}: Stephanie has
over 15 years under her belt working in digital marketing and advertising. With experience
working in government, nonprofit, higher education, and the digital agency landscape,
Stephanie brings a wealth of technical, creative, and marketing/advertising knowledge to clients
at Enliven. Stephanie currently works on all EDU accounts including Mercy College, Sacred Heart
University, Manhattan College, Baker College, Peirce College, and University of Scranton.

Project Role: In her day-to-day role, Stephanie will own the Truman State University relationship
for ali things media, manage media account team members and provides thought leadership,

Margo Labiner, Senior Media Director (DCW Media): Prior to joining DCW in 2008, Margo spent
five years as a Media Buying Manager for lonic Media Group, working with such clients as iRobot
Roombaq, First Nationai Bank of Omaha and NexTag. Margo also spent 12 years as a Broadcast
Buyer for Grey Direct in Manhattan, where her clients included Chase Manhattan Bank.

Project Role: Primary responsibilities for Truman State University will include research, planning,
and building recommendations that recruitment goals, as well as managing the Enliven/DCW
Media’s media buying team.

Danielle Parisi, Media Cogrdinator (DCW Media): Danielle has been in marketing for over 10 years
and graduated from Towson University. During her career at DCW, she’s worked in both
traditional and digital departments including TV, radio, print, OOH, and digital media. Her
specialties include project management, media planning, buying, and negotiations.

Project Role: As Media Coordinator for Truman State University, Danielle will ensure all creative is
trafficked, flighting is correctly scheduled, targeting refined and regular communications
maintained with Truman leadership to update on targeting refinements/optimizations in real
time.
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C XHIBIT B
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The Kirk Building will be renovated to house the new Student Success Center to be utilized by Truman
students, and the SKILLS Center to serve the community and region. The facility will include the Career
Center, Center for Academic Excellence, Communication Lab, Counseling Services, Student Access and
Disability Services, Student Health Center, Rural Telehealth Counseling Center, Tutoring Services, and
the Writing Center. Funds are provided by state appropriations and a federal appropriation secured by
Senator Roy Blunt.

ITEM G.3
Kirk Building Renovation Project

DESCRIPTION AND BACKGROUND

The project was advertised in general circulation newspapers as well as the American Document
Solutions Online Planroom to reach interested contractors. Bids were opened on July 13, 2023, and were
reviewed by the architects and engineers. Multiple general contractors and subcontractors attended the
pre-bid conference, and two contractors submitted proposals. The best and lowest is from Prost Builders,
of Jefferson City, Missouri. The total budget for this project including design, advertising, contractual
work, equipment, technology, and a contingency is $19,210,000.

RECOMMENDED ACTION

BE IT RESOLVED that the description and budgeted amount for the following
construction project be approved:

Project Name Project Budget
Kirk Building Renovation Project $19,210,000

BE IT FURTHER RESOLVED that the President of the University, or her designee,
be authorized to accept the lowest and best bid for the project; and

BE IT FURTHER RESOLVED that a copy of the description of the project, as
reviewed at the meeting, be attached to the minutes as an exhibit.,

Moved by
Seconded by
Aye Nay

Vote: Burkemper

Christofferson

Cozette

Dameron

Gingrich

Lovegreen

Miller




ITEM H.1
Local Capital Budgets for Fiscal Year 2024

DESCRIPTION AND BACKGROUND ﬂz/

The local capital improvement budgets are reviewed and approved annually to provide funding for major
building and renovation projects for the campus. These budgets are divided into two categories based on
the primary function of the facility. The local state funds capital budget is utilized for projects related to
facilities that are eligible for capital appropriations from the State of Missouri. This includes the academic
buildings and the infrastructure which supports these facilities.

The auxiliary funds capital budget is utilized to address needs related to facilities that are not funded via
state appropriations. This includes auxiliary enterprises such as the residence halls, the Student Union,
Student Recreation Center, and related site work surrounding these buildings.

The following budgets will support institutional priorities identified in Truman’s Strategic Plan and the
Campus Master Plan and provide general budget parameters. As capital projects are designed and bid,
approval by the Board of Governors will be obtained for each project following established procedures.

The total recommended for fiscal year 2024 for the Local State Funds Capital Budget is $2,300,000 and
for the Auxiliary Funds Capital Budget is $107,980.

RECOMMENDED ACTION

BE IT RESOLVED that the “Local State Funds Capital Budget for Fiscal Year
2024” of $2,300,000 and the proposed “Auxiliary Funds Capital Budget for Fiscal
Year 2024 of $107,980 be approved and that a copy of the budgets be attached to
the minutes as an exhibit.

Moved by
Seconded by
Aye Nay
Vote: Burkemper
Christofferson
Cozette .
Dameron
Gingrich
Lovegreen
Miller
ATTACHMENT

Local Capital Budgets for Fiscal Year 2024




LOCAL CAPITAL BUDGETS FOR FISCAL YEAR 2024

Local State Funds Capital Budget — Fiscal Year 2024

The estimated fiscal year 2023 carry-over funds from Education and General totaled $2,300,000. These
funds will be used for University needs and priorities that cannot be funded by normally budgeted
maintenance and repair funds. Included among these are utility and infrastructure improvements such as
masonry and roofing repairs, storm drainage improvements, utility and infrastructure improvements, as
well as HVAC system replacements.

Auxiliary Funds Capital Budget — Fiscal Year 2024

For fiscal year 2024, the primary funding source for the Auxiliary Funds Capital Budget is the fiscal year
2023 operating carry-over from the auxiliary enterprises. Funds from the Student Recreation Center
($107,980) will be set aside for use in this facility. Funds received through Sodexo for reinvestment
($139,066) will be set aside for future projects.

All proposed project expenditures will come before the Board of Governors following the usual
procedures and will be subject to individual Board approval.



ITEM H.2
State Appropriation Request for Fiscal Year 2025

DESCRIPTION AND BACKGROUND /(/ ’

The University’s Fiscal Year 2025 State Appropriation request is submitted to the Missouri Department
of Higher Education and Workforce Development (MDHEWD) as well as the State Office of
Administration. This request is for funding to support the [ducation and General Budget.

For FY2025, the request is based upon the higher education appropriation for FY2024 that was approved
by the legislature and signed by the Governor. Truman’s FY2025 request includes a funding increase
linked to the rate of inflation, maintenance and repair funds, and what are known as New Decision [tems
which would target new academic initiatives.

Table 1 provides a summary of the request, and Table 2 provides more detailed information. This request
will be prepared in a more specific format as required by state budget submission guidelines.

This is the first step in the FY2025 budget process. Truman’s request will be reviewed by the MDHEWD
staff in August and September, and the Coordinating Board for Higher Education (CBHE) will make
official budget recommendations for each institution in October. The next major step in the process occurs
in January when the Governor presents budget recommendations to the General Assembly. Committee
hearings will follow with appropriations finalized by the legislature in May 2024.

RECOMMENDED ACTION

BE IT RESOLVED that the State Appropriation Request for Fiscal Year 2025
totaling $55,673,178 be approved and ratified; and

BE IT FURTHER RESOLVED that a copy of the State Appropriation Request for
Fiscal Year 2025, be attached to the minutes as an exhibit and that the President
of the University is authorized to modify this request based upon input from the
staff of the Coordinating Board for Higher Education, Office of Administration,
and the Legislature as appropriate.

Moved by
Seconded by
Aye Nay

Vote: Burkemper
Christofferson
Cozette
Dameron
Gingrich
Lovegreen
Miller

ATTACHMENT

State Appropriation Request for Fiscal Year 2025



TABLE 1

Fiscal Year 2025 State Appropriation Request for Operating Funds

Appropriation Base for FY2024

New Requests for FY2025

A,

B.

C.

D.

E.

Core Inflation (+5.0%)

Additional Maintenance and Repair Funds
Greenwood Interprofessional Autism Center
Student Success/SKIL.LS Center

Rural Telehealth Counseling Center

Total New Requests

TOTAL FY2025 FUNDING REQUEST (FY2024 appropriation + new}

$48,722,074

$ 2,436,104
$ 3,250,000
$ 540,000
$ 525,000
$ 200,000
$ 6,951,104

$55,673,178



TABLE 2

The state appropriations request for FY2025 includes two components: the Core Operating request based on
FY2024 actual appropriations and the new requests for FY2025. Requests beyond the core are typically
referred to as New Decision Items or New Investments.

1.

Funding for Core Operations: State Request $48,722,074
The funding priority is to maintain the existing base. These funds provide 53% of the Education and
General budget for FY 2024, and they are crucial to meeting the institution’s mission,

New Requests for FY2025 $ 6,951,104

A,

Core Inflation $ 2,436,104

Based on the July budget instructions from the Missouri Department of Higher Education and
Workforce Development (MDHEWD) and updated state revenue forecasts, the Coordinating Board for
Higher Education (CBHE)} plans to consider an additional increase for institutions to cover inflation.
For this request, the inflationary rate is estimated at 5.0% based on the rate for the first quarter of 2023.

Additional Maintenance and Repair Funds $ 3,250,000

Truman has over | million square feet of state-funded buildings, and additional funds are needed to
maintain campus facilities. The second priority is additional ongeing funding to support the highest
maintenance and repair needs. This request is an estimate based on potential funding for this purpose.

Greenwood Interprofessional Autism Center $ 540,000

This would provide operational funds for the new center, including staff, as well as supplies, and
consumables.

Student Success/SKILLS Center $ 525,000

This would provide operational funds for the new center in Kirk Building, which is being renovated
utilizing the recently appropriated capital funds. Kirk Building will house a new Student Success
Center to be utilized by Truman students and a Sustained Knowledge of Integrated Lifelong Learning
Skills (SKILLS) Center for area K-12 students, non-student community members, and other adult
learners. The Student Success Center will be comprised of the Career Center, Center for Academic
Excellence, Communication Lab, Counseling Services, Student Access and Disability Services, Student
Health Center, Tutoring Services, and Writing Center. These funds will be utilized for start-up costs not
covered by the capital appropriation and first-year operating costs.

Rural Telehealth Counseling Center $ 200,000
This project would provide much-needed counseling services in northeast Missouri and other rural
areas of the state. Funds would be utilized for staff, equipment, and related overhead for the center.
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Exhibit A: Proposed Services

Venable Response to Truman Regquirements

Venable LLP {(Venable) is pleased to submit this proposal to provide federal government relations and policy services to Truman
State University (Truman). We understand from Truman's RFP and our conversations with you that the successful firm will
advance Truman's interests with members of United States Congress, federal agencies, and key policy makers at the federal

level and will be expected to deliver a compreliensive range of services.

Venable’s Government Affairs Practice includes more than 30 registered lobbyists, attorneys, and policy advisors who came to
the firm from distinguished careers in federal government. We have former members of Congress; a former cabinet secretary
and other former senior executive branch officials; and former senior congressional staffers, from both the House and the
Senate, including some who served as congressional committee counsel or within party leadership offices. The team also has an

extensive network of active contacts in both major political parties and the executive branch, including independent agencies,

We understand Truman's primary needs are strategic assistance to promote Truman’s mission at the federal level; developing a
federal engagement and implementation plan; identifying funding opportunities and securing federal funds; identifying and
monitoring federal legislation; maintaining contact and securing meetings with policy makers, congressional staff, and

government entities on I'ruman’s behalf; and reporting to Truman’s administration as appropriate,

We are excited about the prospect of parinering with you to support Truman and to help advance its mission of providing “an
outstanding liberal arts education to academically talented students from across the state of Missouri, our nation, and the

world, at an affordable price.” Below is our plan to address Truman’s requireinents.

Overview ~ Phased Approach

We recommend a phased approach with respect to a potential government relations strategy to achieve Truman’s federal public
policy objectives, including the potential of ohtaining federal financial support that would benefit the university, Specifically, at

this juncture, we envision three potential phases, as follows:

»  Phase 1: Assessment of the university’s existing and planned programs and infrastructure to help identify opportunities that
may be candidates for federal support in either the near or longer term and a recommendation on proceeding to Phase 2
+ Phase 2: Development of a federal government relations strategy informed by Phase 1

+  Phase 3: Execution of the federal government relations strategy created in Phase 2

Both Phase 2 and Pliase 3 are contingent on decisions to be made by virtue of the assessment and recommendation made it
Phase 1. As further detailed helow, in Phase 1, Venable will immediately commence an assessment of the university's existing
programs and infrastructure in order to identify potential areas of aligninent with federal programs and funding opportunities,

as well as the status of any polifical support that may he relevant. This assessment, once cormpleted and presented, will help to

Venable LLP
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inform whether there is sufficient viability to recommend proceeding to Phase 2, the development of a government relations

strategy and, ultimately, Phase 3, execution of the strategy,

Phase 1 — Proposed Scope of Work, Timeline, and Fee

In order to develop the Phase 1 assessment, Venable propaoses to immediately hegin establishing an informed understanding of
the university's programs and infrastructure, potentially including an on-site visit by one or more team members to gather
further information as to conditions, needs, opportunities, and other relevant data. Phase 1 will be approximately six weeks. As
part of this phase, and guided by an understanding of the university as gained above, we would identify sources of federal

support that might be applicable to the university, including but not limited to:

1. Programs established by the Infrastructure Investment and Jobs Act {ILTA}, aka the Bipartisan Infrastructure Law
{BIL), which passed in 2021, and the Inflation Reduction Act (IRA) passed in 2022, Examples of these programs
include energy-efficient building upgrades, workforce training, public transportation improvements, electric vehicle

infrastructure, ete.

2, Previously established programs, such as those administered by the Department of Education, Department of Energy,
Department of Transportation, etc., which might provide benefit to university programs such as the Greenwood Center

and similar initiatives.
3. Other federal programs and partnerships which may be of interest to the university,

Also during Phase 1, we would identify contacts in Congress and the administration who might be enlisted to support the

university’s pursuit of federal assistance:
1. Members of the Missouri congressional delegation in the House and Senate
2. Members of Congress and/or staffers who are alumni of the university or otherwise have a connection to the institution
3. Members of congressional committees with oversight of relevant federal programs
4. Members of congressional appropriations committees that tund relevant federal programs
5. Officials at the U.8. Departments of Energy, Education, and/or Transpovtation associated with relevant programs
6. Officials at other federal agencies as appropriate

During Phase 1, a minimum of two scheduled calls will oceur to discuss project progress and status and to provide an
opportunity to ask questions. Venable will also consider a site visit if appropriate. Throughout the entire Phase 1 period, the

Venable team will be available to you for any further communication and collaboration. At the conclusion of Phase 1 Venable

Venable LLP



will present our Phase 1 assessinent via a virtual meeting along with our recornmendation on proceeding to Phase 2. For all

Phase 1 work, we propose a fee of $20,000, payable as $10,000 at commenecement and $10,000 upon completion of Phase 1.

Phases 2 & 3 — Proposed Scope of Work, Timeline, and Fee

In Phage 2 Venable will develop, in close collaboration with the university and informed by Phase 1, a eustom federal
government relations strategy designed for Truman to obtain federal support, including but not limited to funding that will

benefit the university. The strategy will:

+ Identify specific federal funding opportunities and the associated federal policy makers to engage with in pursuit of potential
funds

+ Include timelines for engagement and communication with federal policy makers as appropriate

+ Develop messaging and collateral materials for use in meetings with policy makers

+  Establish eriteria for monitoring and analysis of federal legislation that may impaet Truman's operations

+ Determine timelines and formats for regular communication, reporting status, and other updates to Truman as appropriate
= Specify responsible parties from Venable and Trumnan for various actions

+ Include any other recommendations or actions deemed appropriate

At the conchusion of Phase 2, Venable will present the custom strategy to the university for comment and approval. Phase 2 is

expected to take one month, for which we propose a flat fee of $15,000.

In Phase 3 Venable will execute, and update as necessary, the strategy developed and approved in Phase 2.

Exhibit B: Qualifications

A, General Qualifications:
1,  Provide a general overview of the consultant's organization, including parent and/or subsidiary companies.

Venable Overview
Venable LLP is a firm of trusted advisors serving businesses, organizations, and individuals in the most important aspects of
their work, Our professionals immerse themselves in our elients' work to fully understand their biggest opportunities and

challenges while helping them navigate an increasingly complex legal and regulatory environment.

Cultivated over more than 122 years, Venable's capabilities span virtually every industry and all areas of regulatory and
government affairs, corporate and business law, intellectual property, and complex litigution, Today, with more than 850
professicnals delivering services around the world, we're helping our clients connect quickly and effectively to the experience,

insights, and advice they need to achieve their most pressing objectives,
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Dur Professionais
Guided by the principle that our clients are best served when we build a diversity of perspectives into the sclutions that we offer,

Venable continueas to grow as a firm where all voices are represented and heard. With this as our goal, we have adopted a
multiprenged approach to recruit, retain, and promote diverse talent. While our efforts to date have significantly increased the
numbers of partners, counsel, and members of our leadership teams who are racially diverse or women, the ongoing struggle for
racial, social, and gender equity underscores the urgent need to do even better. For more iuformation about our board-level
Diversity und Inclusion Initiative, our recently established "Moments and Movements" campaign to acknowledge and confront

discrimination, and other activities, explore our bhrochure.

2. Describe the consultant’s experiznce in providing similar services to clients similar to Trumar,
Venable has a nationally recognized Legislative and Gevernment Affairs Practice—the Capitol Hill newspaper Roll Cali referred

to Venable as a “powerfnl lobbying firm.” We help nonprofit and education clients such as Truman negotiate the legislative and
regulatory envirenment of our nation’s capital. Venable's bipartisan practice includes former members of Congress,
congressional staffers, registered lobbyists, attorneys, and policy advisors who came to the firm from distinguished careers in

federal and state government.

Our bipartisan government relations practitioners possess the policy experience, access, and knowledge to devise effective
legislative and regulatory strategies. We seamlessly draw upon subject matter authorities across Venable’s preeminent
regulatory practices to enhance our capabilities and to deliver positive outcomes, Of particular interest to Truman, our ongoing
relationships and engagement with stakeholders and poliey makers in higher education, healtheare, and nonprofits enhance our
ability to understand the federal landscape and, if needed, to craft effective arguments and devise strategies that yield positive

outcomes, including helping to identify and pursue financial support for eligible programs,
Our experience serving clients in higher education includes the following:

» Convened an informal ccalition of nonprofit standalone graduate law schools and teachers’ colleges to advocate for
additional COVID emergency funds beyond the Pell-heavy Higher Education Fmergency Relief Fund (HEERF). Succeeded
in enacting dedicated funding into law, with language in the base text explicitly providing such funds for schools that have a
ligh percentage of graduate students.

« Created the National Association of Standalone Graduate Schools (NASGS), a first-of-its-kind trade association for
independent graduate schools. This association is focused on the unique needs of standalone graduate schoeols, in contrast
with the legacy trades. We secured additional COVID funding under HEERF II and ITI, influenced implementation, and,
importantly, protected the dedicated HEERF funds against a broader clawback of COVID relief funds that was used as a
pay-for in the bipartisan infrastructure bill/Infrastructure Investment and Jobs Act (ILTA), Through our advocacy, we
obtained an explicit carvecut for our client in the text of the bill. We also manage NASGS's advocacy in Congress and with
the U.S. Department of Education, draft comment letters, and provide other legislative and legal services.

+ Represent the American Association of Colleges of Osteopathic Medicine (AACOM) before Congress, monitor and analyze

legislation, draft legislative and legal summaries of legislation and regulations, write articles and other communications for
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association newsletters, secure appropriations funding and report language, draft letters to Congress and the

administration, draft conceptual and legislative language, and assist with overall government relations strategy.

s+ Advised a market-leading educational technology company cn a host of issues and assisted in standing up their first in-
house federal government relations effort. Advice and advocacy in the Congress and administration included Kiz policy;
FCC/connectivity/broadband legislation, funding, and implementation; teacher professional development; school
infrastructure; learniug loss; COVID funding and implementation; digital learning; and assessments (surnmative and
formative).

+  Represent the largest trade association of independent schools as their first external registered lobbyist. Advise and
represent the client on K12, COVID emergency funding and other issues, and additional issues affecting independent
schools as they arise.

3. Provide the name, title, address, phone number and email address of the primary contact person.
The primary contact person for Truman is James D, Reilly, His contact information is as follows:

James D, Reilly

Senior Policy Advisor

600 Massachusetts Avenue, NW
Washington, DC 20001
+1202.344.4681
idreilly@venable.coin

While all professionals of the Venable Legislative and Government Affairs team are available as the work for Truman dictates,
we have included biographies for the professionals who will constitute the core team for the expected work. Each of the team
members brings significant experience worling with nonprofit entities in seeking and securing federal funding through a variety

of mechanisms, ineluding congressional earmarks, programmatic funding, grants, and other reimbursement mechanisms.

4, Provide al least five custorner references with contact name, position, phane number and e-mail address.

Cliant Reference #1

P e e e T 8 L T . T e T M Pl

Client Name:

Advocate Heaith
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Client Reference #2

steopathic Medlcine

Client Name: American Associatlon of Colleges of O

s —

Client Reference #3

BT T Y A e T e AT e N e e o e m ma ea e

Client Name: American Society of Tropical Medicine and Hygiene

Client Reference #4

Client Name: Clty of Bowie, Maryland
Client € Alffed B Lolt; €1
Telephone: +1 301.808.3030

Client Reference #5

war e e i e s a2

Client Name: New York Law Schooi
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Client Reference #6

Ty —— P — _—

Client Name: Spina Biflda Association

+1703.731.8424

8. Qualifying Questions:
1. Does the consultant anticipate any transfer of ownership, management recrganization, or departure of personnel
within the next twelve {12) months that may affect its ability o perform the services ragulrad in this RFP?
No, Venable does not anticipate any actions that will affect its ability to perform the services requested in this RFP.

2. Has the consultant or any of its mambears heen debarred or suspended from cantracting with any public entity?
No.

3. Has the consuliant or any of is members ever been indicted or convicied of a felony?
No.

4. Has the consuliant or any of its mambers been a party to any personal claim or litigation during the last five years?
Like any large professional services provider, from time to time we are involved in disputes, and on rare occasion these may

involve litigation. There is noe litigation, however, that materially affects the firm's ongoing operations, or would impact our

service,

5. {f the consuliant answers “Yes” to any of the guastions above, please indicate the nature, status and cutcome af the
applicaiie maiter,

N/A,

Missouri Preference Executive Order
Consultants must provide the fellowing infarmation as it relates to this RFR;
a. A description of the proposed senvices that will be performad andfor the proposed products that will ba provided by
Missourians and/or Missouri products.
Services will not be provided by Missourians.

b. A description of the economic impast returned fo the State of Missouii through tax revenue abligations.
There will be no economic impact returned to the State of Missouri.

c. A description of the consultant’s sconomic presence with the State of Missouwri {e.g., type of facilities: sales office;
sates outlets; divisions; manufacturing: warehouse; other including Missouri employae statistics),

Venable does not have an economic presence in the State of Missouri

d.  If any products and/or services offered under this RFP are heing manufaciured or performed at sites outside the
continental United Siales, the consultant must disclose such fact and provide detaits with their proposal.

Services offered under this RFP will be performed at Venable offices, each of which is within the continental United States.
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MBE/WBE Certification. In accordance with Exacutive Order 98-21, consuitants are encouraged to utilize cartified
minarity and wornen-owned business in selecting other appropriats resources. Executive Order 88-21 directs state
agencies to increase the participation of cartified minority business enterprises (MBE) and womsen business
anterprises (WBE) in state procuraments. MBE/WBE certification issued by the Missourt Offices of Administration and
Equal Opportunity Is required to be considerad an eligible MBEAVBE in meeting participation goals. if you gualify a5
an MBE or 2a WBE as defined in 37.020 RSivio, please outline your consultant's qualdification in the proposal response

Venable is not an MBE or WBE. We do not anticipate engaging any third-party providers to deliver the requested services.

Venable Comments to Part V — Contractual Agreement

We have reviewed Part V — Contractnal Agreement from Truman’s RFP, Should we be awarded the contract, we would request

the opportunity to discuss the following suggested changes with vou:

A,

General Terms and Conditions

8.

The parties to this agreement stipulate that Truman State University and Truman State University Foundation,
their departments, agent:les boards and commissions will be indemnified and held harmless by the consultant for
third party claims arising from Consultant’s negligence %he%e&m&&hebﬂigkefiﬁﬂmﬁﬂ—as—%esukemﬂﬁeﬁﬂg—mte
this—agreement. However, the parties further agree that Truman, its departments, agenmes boards and
commissions will be respounsible for their own negligence. Each party to this agreement is responsible for their
own negligence.

The consultant represents itselfto be an independent consultant offering such services to the general public and will
not represent itself or its emplovees to be an employee of Truman. The consultant will assume legal and financial
responsibility for taxes, FICA, employee fringe benefits, workers compensation, employee ingurance, minimum
wage requirements, overtime, etc. for Consultant’s employees and agrees to indemnify Truman against all loss;
cost {including attorney fees incurred in respgnse to third party claims); and damage of any kind related to its
failure to do so. sueh-matters,

B. Applicable Laws and Regulations

D.

1.

The contractual agreement will be construed according to the laws of the State of Missouri. The consultant will
comply with all local, state, and federal laws and regulations related to the performance of the agreement, We
would like to propose either Maryland or DC law

Ta the extent that a provision of the contractual agreement is contrary to the Constitution or laws of the State of
Missouri or of the United States, the provisions will be void and unenforceable. The balance of the contractual
agreement will remain in force unless terminated by consent of both the consultant and Truman. We wounld like
to propose either Maryland or DC low

MWMW&&WGMWWMW%&%%&WGM
and-otherrepulatory agenelos aamev-berequized-bylaw orregulations:

The consuliant-maust el fle and pav-all dssouebstleswithhelding eorpornte ond ony other raquired Missourt

Cancellation

3.

If Truman cancels the contractual agreement for breach, Truman reserves the right to obtain the equipment,
supplies, and/or services ta be provided pursuant to the contractual agreement from other sources and upon such
terms and in such manner as Truman deems appropriate and charge the consultant for any costs incurred and

Consultant reserves all defenses to any such claims.

Upon filing for bankruptcy or insolvency proceeding by or against the consultant, whether voluntary or involuntary,
or upon the appointment of a receiver, trustee, or assignee for the benefit of creditors, the consultant must notify
Trumanimmediately. Truman reserves therighttoeither cancel the contractual agreement or affirm the contractual
agreement and hold the consultant responsible for damages and_Consultant reserves all defenses to any such
claims,

Venable LLP
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E. Communications, Notices and Documentation

1.

Materials developed or acquired by the consultant as a requirement specified in the contractual agreement will
become Truman property. Materials that may reveal names or identification numbers of individuals or corporate
entities, if not returned to Truman, must be destroyed tokeep suchinformation confidential. Nomaterials prepared,
as required by the contractual agreement, will be released to the public without Truman’s written consent unless
required by applicable law, rule, regulation or grder.

Subijeet to applicable ethics rules and confidentiality rules related to law firmg, all books, accounts, reports, and
other reports relating to this agreement will be subject to inspection and audit by the Truman State University

Board of Governors or Truman’s external auditor for five (5) years after completion of this agreement. Subject to

applicable ethics rules and confidentiality rules related to law firms, Consultant will deliver such records to

Truman upon request.

Venable Comments to Part VI — Truman State University Proposal

Certification
We noted on number (5] on this page that Venable is not registered with the Secretary of State of Missouri.

Venabtle LLP
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Exhibit C: Pricing

5. Describe the fee proposal based on a retainer model. Alternative pricing strategies will aiso be considerad,
Venable proposes to provide the services requested by Truman with a three-phase approach as previously discussed;

»  Phase 1: $20,000 ~ Assessment of the university's existing and planned programs and infrastructure to help identify
opportunities that may be candidates for federal support in either the near or longer term and a recommendation on
proceeding to Phase 2. Anticipated duration six weeks

+ Phase 23 $15,000 — Development of a federal government reladons strategy informed by Phase 1, Anticipated duration four
weels,

»  Phase 3: $12,000/month for the first three months (initial period) — Execution of the federal government relations strategy
created in Phase 2. At the end of that initial period, we will evaluate the scope of work provided to determine whether that
fee remains appropriate

Venable is happy to discuss various alternative fee arrangeiments that are the most appropriate for your needs.

Venable LLP
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Nicholas D. Choate

Senior Policy Advisor

ndchoate@Venable.com
Washington, DC | +1 202.344 4394

Nick Choate is a veteran of Capitol Till who brings years of experience to clients whao are seeking to influence policy in
‘Washington, particularly with the Demoeratic Party in the House and Senate. Before joining Venable, Nick served as the deputy
legislative director for former U.S. Senator Claire MeCaskill {D-#0), In this role, he coordinated telecommunications,
appropriations, eybersecurity, and technology policy priarities on behalf of the senator and her work as a member of the Senate
Commitiee on Commerce, Science, and Transportation, and the Senate Homeland Security and Governmental Affairs

Cominittee.

Nick hus extensive knowledge of the legislative process, having held several other positions with members of Congress,
including legislative director, legislative assistant, and press secretary. He also served as direcior of government relations for a
bipartisan Washington, DC government relations firm. Ou behalf of clients, Nick built relationships with members of Congress
and their staffs, and tracked legislation related to agriculture, alternative energy, water policy, immigration, trade, and

mortgage reform,.

Credentials

Education
+  B.A,, Political Seience and History, University of Missouri, 2004

Related Practices
s+ Legislative and Government Affairs

« Infrastructure

Related Industries

« Autonomous and Connected Mobility
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Sarah B. Donovan

Senior Policy Advisor

shdongvan@Venable.com
Washington, DC | +1 202.344.4404

Utilizing her strong networks in Congress and the executive branch, Sarah Donovan advises corporate and nonprofit clients on
a wide range of legislative and regulatory matters. Savah regularly engages members of Congress, staff, and other officials on a
variety of issues, including education, privacy, appropriations, financial services, small business, defense, and healthcare. She

algo advises clients on congressional strategies and the legislative and regulatory processes.

Sarah dedicates a significant portion of her practice to education, from early childhood through higher education public poliey,
She is a member of the firm’s SBA Task Force—foeused on Paycheck Protection Program (PPP) loans—and the COVID-19 Task

Force. Sarah also serves as a co-chair of VenPAC,

Prior to joining Venable, Sarah was a policy adviser in the federal law and policy practice at an international law firm in
Washington, DC. She 2lso worked in investment banking and eonsulting, including as senior vice president of FIG Partners,

LLC, in their investment banking, energy reseaveh, and eapital group.

Credentials

Education
» B.S,, Biology, Government, University of Virginia, 2003

Profaessional Memberships and Activities
+ Co-chair, VenPAC — the nonconneeted political action committee affiliated with Venable LLP

+ Officer, National Business Coalition on E-Commerce and Privacy — a consortium of brand-name companies and

associations; acts as the primary advisor for the Coalition's state subcommittee

Related Practices

» Banking and Financial Services Regulatory
« Congressional Investigations

< eCommerce, Privacy, and Cybersecurity

» Legislative and Government Affairy

+  Regulatory

Related Industries

+  Consumer Financial Services

= Education
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«  Finaneial Services

- Nonprofit Organizations

+  Colleges, Universities, and Professional Schools
= COVID-19 Task Force

+ Healthcare

Venable LLP
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Gregory M. Gill

Partner

amgii@Venable.com
Washington, DC | +1 202.344 4615

Greg Gill counsels clients on legislative and regulatory matters across a hroad range of public policy issues, including defense,
healthcare, foreign relations, iransportation, higher education, and biomedical research. As a former House Appropriations

Committee staff member and legislative director, Greg has extensive legislative experience on funding and policy matters.

Greg lobbies on behalf of clients before the U.S. House of Representatives, .5, Senate, congressional committees, and federal
agencies. He maintains strong relationships with key House and Senate members and their staff. He responds to congressional

and agency actions and provides strategic advice to his clients on appropriations and policy matters.

Greg's diverse clientele has included corporations, businesses, foreign govermments, aud nonprofit organizations, He has
lobhied for numerous business interests—both individually and as part of business coalitions—on such topies as intellectual
property and the Employee Free Choice Act (EFCA). Greg helped create, and shepherded through Congrass, a comprehensive
plan to bring the U.8. government’s rules for “condlict diamonds” into international compliance. He has helped secure crucial

federal funding for some of the United States’ largest hospital networks and universities.

During his tenure on Capitol Hill, Greg served as legislative director to then-House Majority Leader Steny Hoyer (D-MD) and
as a staff member on the House Appropriations Committee. Prior to joining Venable, Greg served as a lobbyist and general

counsel at one of Washington’s leading government affairs firms,

Experience

Ropresentative Matters

+ Developed federal lobbying disclosure law compliance policies and acted as general counsel to a large lobbying firm

»  Served as legislative director for then-House Minority Whip Steny Hoyer, and managed Congressman Hoyer’s legislative
initiatives

+ Counseled members of Congress in his role as associate staff to the Appropriations Committee on matters relating to
wiultiple congressional subcommittees, including Labor, Health and Human Services, Rducation, Commerce, Justice, State
and Judiciary, the Department of Housing and Urban Development (HUD), and Independent Agencies

+ Coordinated county drug policies while serving in the cabinet of Prince George’s County Executive and future Maryland

Governor Parris Glendening

Credentials

Education
+ 1.D., University of Maryland School of Law, 1977
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« B.S,, Frostburg State College, 1974

Bar Admissions
+ District of Columbia

»  Maryland

= Pennsylvania

Professional Memberships and Activities
- Member, American Bar Association

» Member, Maryland State Bar Association
+  Member, J. Franklyn Bourne Bar Association

Recognition

Honors

+  University of Virginia Medical School, Congressionul Feflow
+  Baxter Corporation, Congressional Fellow

- American Association of Minority Enterprise Small Business Investment Companies (MESBICS), Resolution of

Appreciation, Outstanding Young Muan of America Award

Community

Personal Activities
« Enjoys tennis, jogging, and horseback riding

Volunteerism
+  Vestry member, $t. Thomas Episcopal Church in Croom, Maryland

Related Practices

+  Legislative and Government Affairs
»  Communications

«  Government Contracts

Related Industries

« Transportation and Transportation Infrastructure
+ Hospitality

» Fducation

= Privacy and Data Security

+ Colleges, Universities, and Professional Schools
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llisa Halpern Paul

Senior Policy Advisor

IHPaul@@Venable.com
Washington, DC | +1 202.344 4342

Ilisa Halpern Paul helps for-profit companies and nonprofit organizations develop strategies to advance their legislative,
regulatory, programmatic, pelicy, and business goals before Congress and the executive branch. Ilisa collaborates with her
clients to create and implement comprehensive federal government relations programes. Clients receive direct lobbying
representation and strategic counsel regarding legislative, regulatory, and grassroots advocacy; coalition building; and third-
party stakeholder alliance development. Clients value her strategic and political insight, innovative messaging, creative

problem solving, and ability to anticipate federal policy challenges and opportunities.

Tlisa has substantial experience with a wide range of domestic health, education, food/agriculture, and workforce issues. She
draws on over 30 years of recorded success leading clients through government relations planning processes and designing and
implementing advocacy programs that meet internal organizational goals and influence national policy. Clients benefit from
her relationships with federal policy makers in Congress and federal agencies, and rely on her extensive knowledge of various

issues, including:

« Healtheare financing and delivery system reform

» Medicare and Medicazid payment policy

» The Affordable Care Act (ACA)

» Digital health and telemedicine

» Value-based care

¢ Home health and post-acute care

+ Public health and prevention

s Federal policy and programs related to chronic disease, cancer, behavioral health, and raral health
» PFederal budget and appropriations processes

= Federal policy related to workdforce training, apprenticeships, and internships

s Federal policy pertaining to cell-cultured proteins, including seafood

Experience
Government Experience

o Staff member, 1.5, Senator Dianne Feinstein (D-CA)
Credentials

Education
» M.P.P, Public Policy, Georgetown University, 1995
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B.A., English, University of California at Los Angeles, 1691

Professional Memberships and Activities

Member, American Public Health Assoeiation

Member, Women in Government Relations

Member, Board of Visitors, English Department, University of California, Los Angeles (UCLA)
Member, Executive Board, Give an Hour

Member, Editorial Advisory Board, Hemuatology Oncology News & Issues

Recognition

Honors

The Hill, Top Lobbyists, 2015 — 2021

Community

Yolunteerism

Room parent, The Lab Schoaol of Washington

Chair, Parent Steering Committee, DCJCC Preschaol

Related Practices

-

Legisiative snd Government Affairs

Related Industries

Healthcare

Life Sciences

\enable LLP
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Jodie A. Curtis

Senior Policy Advisor

JACurtis@Venable.com
Washington, DC | +1 202.344.4377

Jodie Curtis crafts and executes the strategies clients need to move the needle in Washington, DC. A former senior staffer on
Capitol] Hill and manager of a national association’s federal government relations program, Jodie has firsthand experience on
both sides of the government advocacy table. She knows that relationships built on mutual trust are vital to advancing
regulatory, legislative, and public policy goals, and she helps clients build the recognition and credibility required tc develop

and sustain lasting, productive connections with legislators and federal regulators.

Jodie is highly skilled in strategic planning and crafting smart tactics that help clients meet their public policy goals while
fostering relationships with members of Congress and their staff. She creates government relations strategies rooted in an in-
depth understanding of federal govermment processes and priovities, She is adept at working the federal appropriations and
authorization processes to advance client policy and funding goals, and she helps clients build coalitions to aniplify their
messuge. She has planned and executed Capital Hill advocacy days for bundreds of participants and has organized successful,
innovative grassroots campaigns. Jodie also works hehind the scenes to align client publie policy goals with arganization
priorities and trains clients on how to be effective advocates at the local, state, and federal levels. Jodie works with clients
across industries and pelicy areas, including health and life sciences, digital health, global health, agriculture, manufacturing,

trade, transportation, insurance, and environmental matters.

Experience

Government Experience

a  Deputy chief of staff, U.S. Representative Thomas M. Barrett (D-WI)
«  Lxecutive assistant, U.8. Representative Lynn Rivers {D-MI)

= Execulive assistant, U.S. Representative Peter Barca (D-WT1)

»  District director, Wisconsin State Senator Barbara Ulichny

o Legislative assistant

Credentials

Cducation
» B.A,, Political Science and International Relations, University of Wisconsin-Madison

Prafessional Memberships and Activities

»  Member, Women in Government Relations
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Recognition

Honars
The Hill, Top Lobbyists, 2017 — 2021

Related Practices

+  Legislative and Government Affairs

+  International

Related Industries
. Healtheare

+  Life Sciences

Venahle LLP
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Richard Y. Hegg

Senior Policy Advisor

ryhego@Venable.com
Washington, DG | +1 202.344 4417

Richard Hegg is an experienced Washington, DC-hased legislative advisor who focuses on congressional appropriations,
defense, transportation, healthcare, agriculture, homeland security, education, government contracts, and foreign affairs.
Richard’s many years in the Capital, and broad executive and legislative background, enable him to aclieve client objectives
throughout the federal government.

Richard helps clients with Congress and the executive branch on a variety of domestic and international matters. He also has
extensive legislative experience in general public policy analysis, planning, and appropriations matters. This includes complex
legislative initiatives and their subsequent implementation, and assisting clients in incorporating public policy into their

strategic planning, integrating public relations into their advocacy activities, and legislative drafting,
Richard has provided legislative advoeacy across a broad and diverse number of issues:

» Appropriations, including helping clients ebtain federal funds threugh Congress with an emphasis on homeland security,
defense, transportation, education, and energy matters

s Transporiation, including assistance with the full funding of the Maritime Security Program {MSF), Jones Act advocacy,
Title XI ship building loan guarantee prograin, short sea shipping, harbor maintenance tax, infrastructure banks,
intermodal development, and public-private partnerships

» Homeland Security, including cargo security (maritime and aviation), aviation screening and scanning, federal building
security, nuclear facility security, chemical facility security, port infrastructure secwrity, rail and transit security, and urban
area security grant programs

» Defense, including unmanned aerial vehicles (UAVs), body avmor, veterans’ affairs, troop support and advocacy, major
weapon systems, and procurement matters

» Foreign relations, including private security contractors, government contracting in theater, and Asian affairs

s Education, including children’s nmuseums, post-secondary health worker education, higher education institution
funding/grants, and educational exhibits

« Agriculture, including foreign cirrency trading matters and farm bill issues

Before joining Venuble, Richard spent several years as legislative director for the Potomac Group, a consulting firm, where he

gained substuntial experience in pelicy analysis and issue advocucy. Prior to that, he agsisted the 1998 Demaocratic Coordinated

Campaign in South Carolina.
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Credentials

Education
- B.A, College of Charleston, 1997

Related Practices

+  Legislative and Government Afairs

» Infrastrocture

Related Industries

+  Transporiation and Transportation Infrastructure
«  Maritime

»  COVID-19 Task Force

Vanable LLP
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James D. Reilly

Senior Policy Advisor

dretiv@Venable.com
Washington, DC | +1 202.344.4681

Jim Reilly is an experienced leader and skilled strategist with a proven ahility to achieve his clients' policy goals at both the
national and international levels, Jim leverages his relationships with federal lawmalkers and regnlators and draws on his
experience advocating on behalf of major organizations to manage threats, opportunities, and trends impacting today's policy
landseape. He has a track record of creating practical, bipartisan solutions to climate, infrastructure, energy, and environmental

issues,

Jim is held in high regard for his ability to work with both sides of the aisle to pass key legislation in Congress, a skill he honed
as chief of staff for Senator Tom Carper {D-DE). In that capacity, he facilitated bipartisan and other partnerships to achieve the
senator's objectives related to committee assignments on finance, environment and public works, and homeland security and
government affairs. As chief of staff, Jim worked to ensure Delaware's small federal delegation, including then-Senator Biden,
worked side by side to deliver results. Jim co-chaired the weekly Senate chiefs of staff meeting and established bipartisan
relationships throughout Washington, A Delaware native, Jim previously served as a legislative assistant to Senator Carper,
responsible for all environmental, energy, agriculture legislation, and related appropriations matters, including climate change,
renewable energy, water quality, and air pollution. He was also the staff lead overseeing passage of clean air, PURPA reform,

nuclear safety, and Army Corps legislation.

Prior to joining Venable, Jim served as the vice president of a trade association that represents owners, developers, equipment
and service providers, financiers, utilities, and customers involved in the wind industry. During his tenure, he maximized a $21
million budget and the influence of 1,000 member companies to convey the wind energy industry's priorities to U.S. federal and

state governments, enabling the industry's 48% growth over a four-year period.

Jim's influence as an energy and environmental policy advisor extends to the international stage. In addition to his experience
advocating on behalf of numerous international energy organizations, he served as the senior energy and environment advisor
at the British Embassy in Washington, DC. He advised the prime minister and cabinet members on transatlantic energy,

environmental, and trade matters and implemented strategies for political engagement between the United States and Britain,

the G8, and the European Union, and with the private sector.

Experience

Government Experience
»  Office of U.8, Senator Tom Carper {(D-DE)

o Chief of staff

Venahle LLP 25
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o Legislative assistant

+  Senior energy and environment advisor, British Embassy, Washington
«+  United States Senate Cominerce, Science, and Transportation Committee

o Marine policy fellow

Credentials
Education
+  M.E.M., Environmental Management, Duke University, 1998

»  B.S,, Plant Science, Ornamental Horticulture, University of Delaware, 1989

Related Practices
»  Legislative and Governunent Affairs

«  Environmental and Natural Resources
«  Regulatory
+  Infrastructure

= International Trade

Related Industries

+  Transportation
»  Energy Industry

»  Autonomous and Connected Mobility

Vanabie LLP
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"This document is published by the law firm Venable LLP. Tt is not intended to provide legal
advice or apinion. Such advice may be given only when it is velated to specific fact situations
that Venable has accepied an engagement as counsel to address, which a anee mMay reguire

an agreed-to letter of engagement ar vetainer agreement consistent with applicable profe

rufes ot laws.
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