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VMI Board of Visitors 
External Relations Committee Agenda 

28 April 2023 
 
 
 

1. Review of January 27, 2023 External Relations Committee Minutes 
 

2. Updates from Previous Meeting 
 

3. Reports 
 

a. S5 – Cadet Public Affairs (Cadet Maggie Beckman ’23) 
 

b. Government Relations (Brig. Gen. Clark / Col. Parker) 
i. McGuireWoods Consulting Report 

ii. Budget Negotiations Update 
iii. 2023 Higher Education Legislation Report 
iv. Six-Year Plan Process 
v. Local Government Relations 

 
c. Communications & Marketing Report (Col. Wyatt) 

i. C&M Update 
 

d. VMI Alumni Agencies Communications Update (Ms. Goetz)  
 

e. VMI Museum System Update (Col. Gibson) 
 

4. New Business 
 

5. Adjournment 





	

BOARD OF VISITORS 
MINUTES OF THE EXTERNAL RELATIONS COMMITTEE 

 
Jan. 27, 2023 

 
 
Present: Ms. Lara Tyler Chambers ’03 
   Mr. Hugh M. Fain III ’80, Committee Chair 
   Mr. Thomas E. Gottwald ’83 
   Ms. Gussie Lord, ’01 
   Ms. Meaghan Mobbs (virtual) 
   Mr. Eugene Scott Jr. ’80    
 
Absent: None 
    
Others:  Ms. Maggie Beckman ’23, S5 Captain 
   Brig. Gen. Dallas Clark ’99, Deputy Superintendent FAS 
   Maj. Michelle Ellwood, Communications and Marketing 
   Ms. Amy Goetz, Alumni Agencies 
   Mr. Jeff Lawhorne, Treasurer  
   Maj. Grace Moyer, Museum Systems 
   Col. Bill Wyatt, Communications and Marketing 
          
The meeting was called to order at 1608 hours in the Smith Hall boardroom by Mr. Fain.  
 
 
1.  Review Charter: 
 
Mr. Fain asked the committee to review the charter to be reminded of the committee’s responsi-
bilities before moving forward in discussion.  
 
2. New Hire Update: 
 
Col. Wyatt shared the Communications and Marketing team has hired a social media specialist to 
fill the vacancy, and brought on a digital content specialist and videographer, all to support the 
efforts of external communications for the Institute.  
 
3. Review of the September 2022 External Relations Committee Minutes:   
 
Mr. Gottwald moved the minutes be approved as presented, the motion was seconded by Mr. Scott 
and approved by the committee.  
 
 
 
4. Reports: 
 
Cadet S5 Report. 
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(1) Ms. Beckman, S5 captain for the 22-23 academic year, discussed the fall semester re-
cruiting initiatives: 

a. The three fall Admissions Open Houses were successful for the group. The par-
ticipating rats had briefings before the events.  

b. They are working on spring open houses, as well as virtual open houses – a new con-
cept to the group. 

c. The New Cadet Recruiting Program has been a focus, as they are working on training 
and a presentation for furlough recruiting. 

(2) The S5 staff are working with the new social media specialist on collecting content, doing pro-
motions for open houses, and cadet takeovers.  

(3) They started filming parades to help with identifying problem areas in the spacing, steps, etc. 
for the Corps. 

(4) Up ahead for the spring semester, the S5 staff will be supporting the Boxing Nationals, Honors 
Week anniversary, virtual tours for Alumni Agencies, etc. 

Government Relations Report.  
 

(1) Brig. Gen. Clark briefly discussed the budget, and the Governor’s budget.  
a. Budget adjustments include reviewing employee pay, financial aid, strategic 

enrollment process, new faculty, facility planning, etc.  
(2) The battlefield project is being reviewed for New Market, but academic priorities will come 

first. 
(3) The construction phase is not ready for Peay Hall, but we are in planning phase. There is a non-

general fund portion to this (the parking).  
(4) Col. Kim Parker is keeping a close eye on higher education legislation being reviewed during 

election season. 
(5) The VMI Legislative Reception is scheduled for Feb. 16 – one of the key dates of the General 

Assembly.  Brig. Gen. Clark emphasized the interest the legislators have in this day and in en-
gaging with cadets.  

(6) There will be a redistricting in the commonwealth coming up. We will have new delegates. It 
will bring a very different legislature next session.  

Communications and Marketing Report. 
 

(1) Col. Wyatt shared VMI’s news items in the last quarter are up 35%; there is a full-time 
media relations person now constantly pushing news stories out. In addition to program 
and cadet highlights, faculty are being identified as experts to be available for high-
profile news interviews. 

(2) 87.8% news stories are categorized as positive or neutral. VMI receives 3 positive news stories 
for every 1 negative. 

(3) The team is providing a lot of behind-the-scenes support for Institute happenings, like the 
Aquatic Center, major events, etc., including photography, videography, publications, and so-
cial media. 

(4) In social media, followers went up, but engagement was down from the last period. That is tied 
to the fact that the social media specialist position was vacant during that period. 
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(5) In web analytics, VMI has signed up with a company to help with search engine optimization 
(SEO) to improve the various searches in which VMI would appear.  

(6) The website is being updated to be a web experience for prospective cadets, weeding out pages 
that haven’t been updated for years. Apply pages and others are now much more user friendly. 

(7) For the Digital Boost campaign, it is digital advertising to push people to creative landing pages 
that focus on applying or the deposit page. This is also being targeted to people who are similar 
to those in our funnel, and geotargeting is happening in areas around military bases or high 
schools that we typically have a number of applications. Personalized videos and text messages 
are part of this campaign. Results of this will be coming later in the spring semester. 

VMI Museums System Report. 
 

(1) Maj. Moyer shared that Col. Keith Gibson has been giving a series of lectures at various 
places, including Kendal of Lexington. He has also participated in an interview for a doc-
umentary for Sir Moses Ezekiel.  

(2) Col. Gibson is also partnering with his counterpart at Washington and Lee University as they pre-
pare for a new museum. 

(3) The museums have a few staff changes. A part-time employee has transitioned to now overseeing 
the store system for all the museums.  

(4) Cadets have remained very involved in the museums, including giving tours and assisting with 
preparing and researching larger exhibits.  

(5) The Jackson House Museum has an updated tour program. The self-guided tours have worked very 
well – they were created during the coronavirus pandemic. Their self-guided tour has set examples 
for other museums.  

(6) A few small snags at the museums have happened, including burst pipes at the Jackson House 
Museum and interstate car accidents at the New Market Museum.  

(7) Many holiday events have started up again since COVID-19, including a Halloween event called 
Spirits at New Market, Christmas at the Jackson House, and Christmas on the Farm.  

5.	New	Business	
	
There	was	no	new	business	brought	up.		
	
	
	
The	meeting	adjourned	at	1729.			
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VIRGINIA MILITARY INSTITUTE 
OFFICE OF COMMUNICATIONS AND MARKETING 

 
 
TO:  VMI Board of Visitors External Relations Committee 
 
FROM: Col. Bill Wyatt 
  Director of Communications & Marketing 
 
DATE:  28 April 2023 
 
RE:  Communications & Marketing Update 
 
 
 
This update covers the communications and marketing activities between January 2023 – March 
2023 as well as projects currently in progress.  
 
I. MEDIA COVERAGE 
 
Between January 1 and March 31, 6,564 news items mentioned or featured information about 
VMI. This is a decrease of 28% over the same period in 2022. Despite the decrease in overall 
volume, positive mentions of VMI remained constant compared to the previous year suggesting 
negative attention has decreased proportionally.   
 
88% of the news items are categorized as positive or neutral in sentiment. Negative sentiment 
(12%) increased from 8.8% during the same period in 2022. Positive sentiment, increased from 
21% in 2022 to 30% in 2023. 
 
Potential reach of news coverage from 1 April to 31 August exceeded 26.82 billion possible 
readers, an increase of 24% over the same period last year.  
 
II. ROYALTIES 
 
VMI earns royalties from the sale of licensed products. These items include clothing and swag 
with the VMI logo. Collegiate Licensing Company (CLC) manages the licensing of VMI and 
many other NCAA schools’ products. 
 
Not surprisingly, royalty revenue took a large hit during the pandemic and in the wake of the 
supply chain shortages. For academic year 2021-22, VMI collected $80,861.27. This far exceeds 
the $54,746.97 collected in the previous almost “normal” academic year, 2019-2020. Through 
three quarters of 2022-23, VMI has already generated $86,245 in royalty revenue putting us on 
pace for a record-breaking year. 
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2 

Year Royalties 
2019-2020 $54,746.97 
2020-2021 $42,031.63 
2021-2022 $80,861.27 

2022-2023 (3 quarters) $86,245 
 
 
III. NEWS & EDITORIAL SERVICES  
  
The News & Editorial Services team returned from winter furlough prepared to take on all that 
the spring semester had in store.  
   
Before the cadets got back to post, the NES team learned of a cadet who was part of an 
avalanche rescue effort in the Austrian Alps. The word of his quick response alongside his 
brothers and a family friend was covered by news outlets across the country, including NBC 
affiliates in Connecticut, Boston, and Washington, D.C.  
   
The team continued to work closely with departments on post to follow the final construction 
and opening of the Aquatic Center. The ribbon cutting was a big success with three TV stations 
covering the event. The NES team was also there when the NCAA water polo and swimming 
and diving teams took the first plunge into the pool.  
  
The opening of the new cadet activity center, The Arsenal, allowed the team some creativity to 
develop a logo for the center, signage to advertise for the activities and food, and fun staged 
photography with cadet leadership before the opening. The NES team was at the ribbon-cutting 
ceremony and a local TV station visited the center prior to the opening. The team’s cadet 
assistant also got photos of the first event in The Arsenal – watching the Super Bowl.  
  
The story about VMI’s first direct commissions into the U.S. Coast Guard was shared by Coast 
Guard partners and was very popular on social media. The program is getting remarkable 
feedback, and this story will expand in coming weeks as VMI highlights a few of the cadets who 
will take the oath on May 15.  
  
A new human-interest story series kicked off featuring the unique hobbies and talents of VMI 
faculty and staff, including Col. John Brodie playing disc golf around the world, and Col. 
Houston Johnson bonding with his father while they hike in unique and historic places.  
  
With an 85% pitch success rate, stories of VMI events, cadet accomplishments, special guests, 
and club successes were shared in news outlets across the country.  
  
Other major event support, that featured photography, stories for the website and social, media 
contact, etc. included:  

• Rat Unity event that provided school supplies to two local elementary schools 
• Breakout 
• Braver Angels grant and first debate of the semester – Cadet-athlete/non-athlete divide 
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• Environment Virginia Symposium 
• Honors Week, including an anniversary celebration 
• USIBA Boxing Nationals 
• Spring FTX 
• Sports Hall of Fame  

   
Additional stories sharing the good things happening at the Institute, along with 
graphic/signage/programs, and/or photography support:  

• Faculty awards and accolades, including several faculty members on the With Good 
Reason radio program and the All-SoCon Faculty-Staff Team recognitions 

• Rank announcements 
• The VMI Theatre spring performance 
• Engineering classes using the trebuchet  
• Numerous academic speakers and cultural events, open to the entire community 
• Cyber Defense events with larger banners, programs, shirts, etc.  

  
 NES also worked on the following during the first part of the spring semester:   

• Discussions continue about WXFR placing a weather camera on the roof of Moody Hall. 
The final agreements are in the works and, once in place, the camera feed will be 
available on the WFXR website and will be accessible to many of the stations with 
Nexstar Media Group across the country. 

• Local news stations have found VMI to be a great asset for experts to chime in on various 
news stories. Professors have been interviewed regarding classified documents, the war 
in Ukraine, the U.S. airstrike in Syria, and the Russians shooting down a drone.  

  
Up ahead: 

• Work has begun on the New Cadet Handbook that will guide incoming cadets and their 
parents as they prepare for matriculation. 

• The 50th anniversary of the Institute Report is later this year – the team will take a look 
back at the special stories shared in the publication over the years. 

• Retirement parade and highlighting a few folks who have made a significant impact on 
the Institute. A story about Dr. Copeland was well received by many alumni.  

• Graduation, commissioning, end-of-year parades 
 
IV. PUBLICATIONS 
The Publications team continues to support the needs of the entire post. During the spring semester, the 
publications team worked on the following projects:  

• VMI Fact Sheet  
• Banners for legislative reception  
• Parade Banner for the band  
• Sports Hall of Fame program and recognition certificates  
• Posters, tickets, and credentials for VMI Boxing tournament  
• SMC Cyber Fusion program and nametags  
• Parents Council letters and attachments  
• Call to Duty postcards for Admissions  
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• QR recruiting postcards for Admissions  
• Rifle tags for Commandant’s Office  
• Parents Council certificates  
• Baccalaureate Invitations for Chaplain  
• Admissions Information request cards  
• DOI brochures update  
• Employee Service certificates  
• Class of 2003 memorial service bulletin  
• Class of 1968 Memorial Program  
 

The Publications team also printed a number of reports, publications, and documents:  
• Cyber Fusion postcards for the CLE  
• SMC Cyber Fusion programs for Cyber Fusion Lab  
• Parent Connection form for Parents Council  
• Environment Virginia programs for CLE  
• Environment Virginia posters for the CLE  
• Uniform Book for Chief of Staff  
• Local Directory books for HR  
• Career Fair handouts for HR  
• Career Fair poster for HR 

 
V. ONLINE COMMUNICATIONS AND BRANDING 
 
The Digital Communications team currently consists of C&M’s assistant director of digital 
communication, social media specialist, and digital content specialist), and a videographer, 
currently reporting to the director of communications and marketing. The team collaborates with 
C&M’s graphic designers, publishing team, news and editorial, and photographers.  
 
The social media specialist position was filled in December 2022 and a new videographer 
position was filled at the end November 2022.  A new digital content specialist (previously filled 
as a temporary position) joined the team Jan. 10, 2023. The assistant director of marketing 
position has been reposted and redefined as assistant director of brand marketing following a 
move by the previous assistant director to the admissions team. As such, reports from this 
department will be formatted differently moving forward. 
 
The OCB team continues to work diligently to improve and streamline communication and 
messaging processes, branding initiatives, and digital content for departments and offices across 
post and to VMI’s various audiences and stakeholders. Project priorities for Fall 2022 and Spring 
2023 focused heavily on items most closely tied to Admissions and recruitment. 
 
Project Highlights: 
   
Monthly: 

• Continue to work with BrightEdge vendor for search engine optimization (SEO) of the 
vmi.edu website and provide data to supervisor and stakeholders 

• Create analytics reports for website and social media use and interaction 
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• Create and manage online forms/surveys for use on web and by C&M through Qualtrics 
• Support and promote Admissions events through web design and content, social media 

promotion, registrations, and analytics 
 
Jan. 2023: 

• Complete U360 app build and continue to work with Commandant Staff and Straxis 
(vendor) on needs and technical issues 

• Provide technical support for, promotion of, and data for Virtual Open Houses 
• Complete creation of career resources pages on each academic department subsite in 

conjunction with Office of Career Services 
• Collaboration with Web Administrator for significant code updates to compensate for 

outdated CMS structure 
• Provide technical support for RNL marketing campaign with Admissions 
• Create new, accessible digital organization chart for Insitute 

 
Feb. 2023: 

• Collaborate with Office of Financial Aid to overhaul website focused on content, SEO, 
and styling to better serve as part of overall recruitment efforts 

• Promote and support Virtual Open Houses and prepare for and promote in-person, 
including video and social media 

• Troubleshoot issues with U360 App in preparation for launch 
• Relaunch of Featured Stories section of site, led by Digital Content Specialist 
• Launch of ‘The Extra Mile’ story series, designed and led by Social Media Specialist 
• Audit of VMI-related social media accounts (ongoing) 
• Launch Autopilot SEO features with BrightEdge – in-page linking and image 

optimization to improve SEO and site performance 
• Design and launch addition to custom mobile tour for Jackson House Museum 

 
March 2023: 

• Launch U360 app & continue to serve as main contact for troubleshooting/modifications 
• Social media and video campaign to connect to Air Force ROTC virtual open house 
• Overhaul content and design of main academics pages to increase SEO 
• Collaborate with VMIAA for promotion of scholarships, gift donations, and events 
• Collaborate with Registrar’s Office for continued catalog modernization and accessibility 
• Livestream design/creation/support and promotional social media campaign, including 

video, for USIBA National Tournament 
• Begin collaboration for cadet-created web content for ERH-411 
• Create Microsoft Office accessibility guide sheet for VMI faculty and staff (in review) 

 
Digital Communications goals within VMI’s Strategic Plan: 
 

1.1: INCREASE ENGAGEMENT WITH QUALITY PROSPECTS –  
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The digital communications team continues to support the Admissions Office in focusing on 
recruitment of and engagement with prospective applicants. In particular, the recently hired 
Social Media Specialist has begun a systemic overhaul of VMI main social accounts to 
incorporate more video/reels, update styling consistent with competitors while remaining ‘on 
brand’ for VMI, Platform content is also now tailored more specifically by audience, with 
Instagram being heavily tilted towards promoting VMI as a top choice for high school students. 
The team also designs and supports web-based engagement tools such as the inquiry form and 
event registration. The assistant director also designed the public-facing portion of the U360 app 
purchased for Corps communications to focus on marketing VMI and encouraging interactions 
with the Admissions team. 
 
Since becoming the new liaison for the VMI Parents Council in May, C&M has collaborated 
with PC leadership on bettering their communication internally with current parents and 
externally with prospective parents. Specific improvements are focused on the recruiting and 
communications committees. 
 

1.2: COMPREHENSIVE IDENTITY & BRAND GUIDE –  

All members of C&M have worked to fill this gap left by the departure of the Assistant Director 
of Marketing. Efforts are ongoing to ensure all offices and departments are utilizing the most 
current VMI logos across post. Even though there is a Visual Identity Guide on VMI.edu, it is a 
concern of C&M that offices and departments do not always follow those branding guidelines. 
The proposed online comprehensive identity and brand guide will cover everything needed for 
internal use and external requests. The digital communications team continues to build out 
resources to move forward with an online design toolkit, and is collaborating with the Web 
Administrator in IT as he overhauls design of internal resources. 
 
The current assistant directors in C&M answer all logo requests and licensed vendor product 
approvals daily while working with VMI departments, offices, and organizations on their 
specific materials and messaging on a case-by-case basis (e.g., presentations, forms, social 
media, etc.). They also perform reviews of emails and documents submitted by VMI internal 
stakeholders for branding compliance. The official online logo request form generated 13 
requests from Jan. 1 – April 1, 2023. 
 

1.3: EXPANSION AND BETTER LEVERAGING OF DATA –  

C&M’s digital communications team continues to work with IT, admissions, institutional 
research, and internally to obtain and utilize proper data for marketing and recruiting strategies 
and initiatives. This is handled within C&M using analytics from the vmi.edu website, social 
media platforms, and Qualtrics online forms. Data is shared more widely and more often with 
various stakeholders, particularly Admissions and Financial Aid. 
 
The web team is working on search engine optimization (SEO) for VMI.edu as well as 
establishing key performance indicators (KPIs) and SMART goals for those visiting the 
NoOrdinary.com recruiting landing page and VMI.edu. This includes the purchase of BrightEdge 
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software for professional guidance and support in optimizing VMI.edu, with focus on not only 
increasing SEO efficiency, but specifically targeting competitor-shared keywords to increase 
enrollment. Admissions and Financial Aid offices now receive monthly web analytics updates 
and analytics from social media posts related to their offices and are also provided SEO reports 
on related keywords. 
 

1.4: BOOST SOCIAL MEDIA PRESENCE & ENGAGEMENT –  

Social media is a vital way for Virginia Military Institute to communicate with the VMI 
community and the world, offering instant access to cadets, alumni, staff, faculty, prospective 
cadets, and other groups.  
 

• VMI’s social media accounts publish pictures, videos, articles, and news briefs 
highlighting the best of the Institute, bolstering the Institute’s reputation and recruitment 
efforts. Posts on social media accounts include: 

• Major events, announcements, and activities on post 
• Cadet-focused stories regarding academics, military life, and athletics, with emphasis on 

the leadership journey 
• Cadet events, activities, clubs, and organizations focused on the VMI college experience 
• Academic, ROTC, and Athletics achievements, milestones, and vent promotion 
• Performance and highlights of staff contributions to VMI and beyond 
• Photo and video highlights everyday life at the Institute 

 
VMI social media accounts pay special attention to specific audiences on each platform: 
 
Facebook: older alumni, families of cadets, families of prospective cadets 
LinkedIn: current cadets, a large population of alumni 
Instagram: current cadets, younger alumni, prospective cadets 
Twitter: news-oriented accounts, alumni, general public particularly for large events 
 
The hiring of a new Social Media Specialist in December 2022 to fill a sixth-month vacancy has 
already seen clear payoff in analytics and a more targeted focus on recruitment and direct 
competition with SMCs and service academies. Every platform is being analyzed and optimized 
to promote VMI and its cadets in the correct style and format based on audience, algorithms, and 
industry trends. This is particularly noted in the large increase in video content on Instagram, a 
key for reaching interested students. 
 
 
 
 

Jan. 1 –  March 25 Year-Over-Year Comparison 

FACEBOOK Fans/Followers Engagement Impressions Brand Awareness 

2022 34,818 162,546 4,062,278 3,001 
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2023 36,260  124,679  3,268,142  1,378  
% Change 4.14% -23.3% -19.55% -54.1% 

INSTAGRAM Fans/Followers Engagement Impressions Brand Awareness 

2022 19,818 92,516 1,942,759 668 
2023 21,128  78,833  1,226,496  706 
% Change 6.61% -14.79% -36.87% 5.69% 

LINKEDIN Fans/Followers Engagement Impressions 
Total Reached 
Users 

2022 20,188 137,189 603,463 295,170 
2023 22,413 71,396 444,939 207,821 
% Change 11.02% -47.96% -26.27% -30% 

TWITTER Fans/Followers Engagement Impressions Brand Awareness 

2022 4,868 3,424  294 
2023 5,487 2,619  181 
% Change 12.72% -23.51%  -38.44% 

 
• Fans and Followers continue to steadily increase on main VMI social media accounts. 
• While drops are still seen in many metrics in this comparison, the drops are far less 

significant compared to the report covering Fall 2022 vs. Fall 2021. 
• Engagement and impressions decreasing compared to the previous year is not necessarily 

a fully accurate picture of the success or viability of VMI social media.  
o Early 2022 saw the beginning of less criticism of VMI by news outlets and 

alumni, with less emphasis on WaPo articles and new leadership and DEI offices, 
but it was still present. This artificially inflated numbers, particularly on Facebook 
during that time period.  

• Notably, algorithms on all platforms are constantly changing, and the expectation for 
many accounts is that paid boosts will be used to alleviate this visibility concern. This is a 
common discussion point in the higher education social media community. The addition 
of a videographer to create more videos and reels will help increase our visibility as this 
is the new expectation of accounts. Posts which utilized video outperformed most other 
posts across platforms.  

• The brand awareness scores take into account mentions of the institute and shares of 
posts. Some decreases were expected as criticism continues to drop the further VMI is 
from the release of the state investigation.  

 
A more common measure of social media success and growth can be seen by comparing a time 
period to the immediate period of same length before. It takes into account algorithms and 
platform expectations from a more closely related schema, and shows adjustments made each 
month based on performance analysis of posts and campaigns.  
 
Note: February often sees a spike as Breakout and Matriculation (Aug,) content performs better 
than almost all other content, with the possible exception graduation events. 
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Jan. 1 –  March 25, 2023 Compared to Oct. 9 – Dec. 21, 2022 

FACEBOOK Fans/Followers Engagement Impressions Brand Awareness 

 36,260 124,679 3,268,142 1,378 
% Change 1% 0.9% 2.9% 7.1% 

INSTAGRAM Fans/Followers Engagement Impressions Brand Awareness 

 21,128 78,833 1,226,496 706 
% Change 1.5% 16.5% 30.5% 28.4% 

LINKEDIN Fans/Followers Engagement Impressions 
Total Reached 
Users 

 22,413 71,396 444,939 207,821 
% Change 2.3% -6% 31.7% 24.5% 

TWITTER Fans/Followers Engagement Impressions Brand Awareness 

 5,487 2,619  181 
% Change 2.2% 137.7%  86.6% 

 
 
Social Media Content Analysis: 
 
VMI’s social media accounts continue to actively emphasize Maj. Gen. Cedric T. Wins ’85’s 
“One Corps, One VMI” outcomes: 
 
Honor  
Diversity and Inclusion 
The VMI Brand 
Competing and Winning 
One VMI  
 
Efforts continue to be made to balance the three-legged stool of VMI in post selection and 
curation. Additionally, new initiatives look to expand the visual storytelling of what makes a 
cadet and what defines VMI to be more inclusive and person-centered. This includes continuous 
competitor and trend research for topics and styles that work well with the VMI ‘brand’. Each 
month, the social media specialist also reviews each platform’s posts to review what was 
successful, which items may have been less popular, and which new initiatives resonate with 
audiences.  
 
Focus on Video: The addition of a full-time videographer has helped in both measurable and 
immeasurable ways to boost visibility and interaction on social media. Video-based posts (reels) 
continue to do very well on all platforms. Most notably, algorithms of Facebook and Instagram 
specifically prioritize reels, meaning the more video VMI posts, the more likely our page/posts 
will display in a user’s feed. Prior to these curated, customized videos, it was not uncommon to 
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have less than ten thousand views on a video on Instagram (main target platform), regardless of 
how long it had been available. The ‘Fakeout’ video alone now has over 27,000 views. Reels 
posted since Fall 2022 are averaging almost 10,000 views, far exceeding previous performance. 
 
Videos produced during the January – March window included: 

• ‘Fakeout’ - over 27,000 views 
• ROTC-focused ‘Don’t Do Ordinary’ - over 12,000 views 
• Open House promo – over 8,000 views 
• Air Force ROTC (to coordinate with admissions push) - over 10,000 views 
• Club Boxing (USIBA promo) - over 13,000 views 

 
The best performing items for each platform by engagement from Jan. 1 – March 23, 2023 were: 
 
Facebook: 
 
Rank January February March 
1 “Fakeout”  - Video post 

for rare event, compiled 
from cadet footage 
 

Breakout post #1 - Yearly 
event photo-focused 
 

Aquatic Center making a 
splash - Combined athletic 
use images with cadet 
courses for balance 

2 2022 Sports Hall of Fame 
- Yearly event, highlight 
for alumni 
 

Breakout post #2 - Yearly 
event photo-focused 
 

VMI Club Pistol Team at 
Intercollegiate Nationals: 
featured story continuing 
clubs & activities focus 

3 Cadets return from 
Winter furlough - New 
focus on more classic 
college events/days 
covered by other accounts 

Col. Brodie & band in 
New Orleans – Simple 
caption highlighting cadet 
life opportunities from 
submitted photos. 

Chessie Nature Trail 
ranking – connecting 
major award to cadet life 
 

 
 
 
 
 
 
 
Instagram: 
 
Rank January February March 



C&M Update 
External Relations Committee 
28 April 2023 
 

11 

1 “Fakeout”  - Video post 
for rare event, compiled 
from cadet footage 
 

Breakout post #2 - Yearly 
event photo-focused 
 

Rising 1/C Rank 
Announcements – new 
approach showing joy in 
accomplishment rather 
than standard photo-op 

2 Erik Gottmann ’25 
avalanche rescue – news 
coverage of cadet 
excellence in adversity 

Breakout post #1 – 
Yearly event photo-
focused 
 

4/C Shoulder board 
ceremony – highlighting 
Corps connection and 
accomplishment 

3 Rat Rifle Run – Yearly 
event with a tailored 
approach highlighting hard 
work of cadets. 

Black History Month: 
McDew – New initiative 
focused on promoting DOI 
concepts without 
controversy.  

Extra Mile: Combat 
Shooting – first of new 
featured story series 
continuing clubs & 
activities focus 

 
LinkedIn: 
 
Rank January February March 
1 2022 Sports Hall of Fame - 

Yearly event, highlight for 
alumni 
 

Midwinter Formal – play 
on words of Bond themed 
event 
 

Rising 1/C Rank 
Announcements – new 
approach showing joy in 
accomplishment rather than 
standard photo-op 

2 Aquatic Center Ribbon 
Cutting – focused on 
improvements to post 

20 Mile March - Yearly 
event photo-focused with 
emphasis on cadets happy to 
be at VMI 

Chessie Nature Trail 
ranking – connecting major 
award to cadet life 

3 Erik Gottmann ’25 
avalanche rescue – news 
coverage of cadet excellence 
in adversity 

Happy Presidents Day – 
Archival focus of famous 
visits to post 

VMI Club Pistol Team at 
Intercollegiate Nationals: 
featured story continuing 
clubs & activities focus 

 
 
 
 
 
 
 
 
 
Twitter: 
 
Rank January February March 
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1 Cadets return from Winter 
furlough - New focus on 
more classic college 
events/days covered by other 
accounts 

Breakout post #1 - Yearly 
event photo-focused 
 

Women's History Month – 
New initiative focused on 
promoting DOI concepts 
without controversy. 

2 Happy New Year from 
VMI - National holiday with 
photo of post edited with text 

Breakout post #2 - Yearly 
event photo-focused 
 

Chessie Nature Trail 
ranking – connecting major 
award to cadet life 

3 First day of classes – yearly 
event with focus on happy 
cadets 

Black History Month: 
McDew – New initiative 
focused on promoting DOI 
concepts. 

4/C Shoulder board 
ceremony – highlighting 
Corps connection and 
accomplishment 

 
Additional Social Media Information: 
 
A more detailed breakdown of top monthly posts, including screenshots is available. Yearly 
analytics trend reports are available as accessible, downloadable charts to track yearly progress. 
[requires VMI log-in] 
 
VI. WEB 
 
The VMI Web Team continues to focus on providing timely, accurate, and engaging content 
across the vmi.edu site, with emphasis on best representing the benefits of a VMI education and 
its varied programs, the successes and achievements of a diverse and talented Corps of Cadets, 
and important information related to health, safety, and upcoming events. Special project 
rearrangements and schedule adjustments continue to allow for a focus on recruitment. Larg 
portions of the website are also undergoing overhauls to compete in design and content more 
directly with other senior military colleges (SMCs) and the service academies, as well as other 
state and private universities. This is done in partnership with many departments across post, 
most notably the Dean’s office, Commandant’s office, and Admission.  
 
The addition of the U360 mobile app for VMI was handled on the technical and design side by 
the Assistant Director for Digital Communication, and did take significant time away from 
projects on the main www.vmi.edu site. The addition of the full-time Digital Content Specialist 
as a permanent position has been key to the web team being able to complete more projects each 
month, and to create new content focused on telling the VMI story and providing a human face 
to cadet life.  
 
The Admissions section of the website continues its constant updates and overhauls to focus on 
mobile-responsive design, ease of user experience, and inclusion of new contents related to the 
Post View and Inquiry changes completed by IT, the Assistant Director for Marketing, the Web 
Team, and Admissions. A complete content and design overhaul was also completed for the 
Office of Finacial Aid webpage to make it a more visually appealing, mobile responsive 
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resource, with clearer information and steps to encourage and ease the process of applying to and 
affording an education at VMI. The academics portion of the website is the next major project, 
and is already underway. Section and subsection landing pages, such as Academics, Academic 
Program Research, and Support have already been completed. These pages are being targeted to 
balance the three-legged stool on the site and compete more directly with both SMCs and 
traditional colleges and universities. 
 
Site Traffic Review: 
 
The website as a whole continues to see increased traffic, including high importance pages such 
as admissions and financial aid content. In July 2023, Google Analytics will be transitioning 
their formatting and API, so some reporting regarding website usage may change going forward. 
 
Jan. - March 27, 2023 compared to Jan. - March 27, 2022 
Performance of Top 15 Pages by Users 
 
^ = Admissions content       ** = Redesigned since March 2022       *** = New page since March 2022 
 

Page Users New Users Pageviews Pages/Session Avg. Time on 
Page 

Homepage 79,961 
+ 12.34%  

69,160 
+ 14.52% 

183,557 
- 5.87% 

1.27 
- 1.36% 

2:10 
- 2.48% 

Academics 
Landing ** 

8,856 
+ 2.57% 

889 
+ 63.42% 

13,939 
+ 3.73% 

9.67 
- 21.23% 

0:42 
+ 20.50% 

Admissions 
Landing ^ * 

8,813 
+ 9.06% 

1,468 
+ 17.72% 

13,919 
+ 11.01% 

5.67 
- 9.37% 

0:59 
+ 33.30% 

About 
Landing 

8,796 
 +16.27% 

1,727 
-44.16% 

11,635 
- 13.46% 

4.57 
+ 42.72% 

1:16 
- 7.89% 

Visit ^ * 6,895 
-7.19% 

3,317 
-10.59% 

9,786 
- 9.36% 

1.94 
- 2.89% 

3:09 
+ 26.26% 

Crit. Dates 
& Ac. Cal.  

*** 
6,828 4,443 10,024 1.36 2:30 

Cadet Life 
Landing ** 

5,655 
+ 2.15% 

803 
+ 189.89% 

7,569 
- 0.77% 

5.55 
- 40.97% 

1:17 
+ 0.89% 

Apply ^ ** 5,125 
+ 22.08% 

1,700 
+ 75.98% 

10,923 
+ 38.20% 

2.86 
- 32.22% 

2:40 
+ 94.64% 

Majors and 
Minors 

4,809 
- 19.33% 

629 
- 44.19% 

6,885 
- 14.56% 

5.29 
+ 19.63% 

1:47 
+ 11.53% 

VMCW 
Homepage 

3,920 
+ 16.36% 

3,523 
+ 19.06% 

6,003 
+ 15.18% 

1.44 
- 0.76% 

1:11 
- 1.24% 

Clubs and 
Activities ** 

3,052 
+ 179.74% 

2,161 
+ 980.50% 

3,520 
+ 119.86% 

1.48 
- 60.97% 

2:43 
+ 24.60% 

USIBA *** 2,865 2,608 9,969 1.39 6:41 
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Offices A-Z 2,827 
- 2.21% 

307 
+ 28.52% 

5,603 
+ 7.11% 

8.35 
- 16.03% 

0:39 
- 8.81% 

Tuition and 
Fees ^ 

2,717 
+ 19.80% 

1,236 
+ 38.41% 

3,423 
+ 16.35% 

1.80 
- 13.37% 

3:15 
+ 22.49% 

Cadet Lead.  
& Devel. ** 

2,518 
+ 361.17% 

2,114 
+ 5,940% 

2,634 
+ 254.99% 

1.22 
- 90.98% 

1:10 
+ 27.46% 

  
Content Drilldown by Section: 

Website Section Pageviews Unique Pageviews Users New Users 

Homepage -5.87%  
183,557 vs 195,012 

-3.92% 
155,821 vs 162,181 

12.34% 
79,961 vs 71,175 

14.52% 
324,912 vs 150,699 

About 2.61% 
144,875 vs 141,190 

8.11% 
127,968 vs 118,370 

54.63% 
65,085 vs 42,090 

109.41% 
48,051 vs 22,946 

Academics 34.51% 
136,240 vs 101,286 

40.77% 
122,246 vs 86,840 

103.93% 
63,307 vs 31,043 

193.05% 
48,289 vs 16,478 

Admissions 5.87% 
53,852 vs 50,865 

10.09% 
45,220 vs 41,075 

16.81% 
23,273 vs 19,923 

34.97% 
11,734 vs 8,694 

Cadet Life 43.07% 
55,843 vs 39,032 

52.59% 
51,452 vs 33,719 

111.25% 
35,287 vs 16,704 

234.20% 
26,081 vs 7,804 

Museums 
[Archives included 
under 
Academics/Library] 

32.10% 
40,001 vs 30,280 

41.89% 
34,708 vs 24,462 

77.23% 
20,511 vs 11,573 

91.43% 
18,881 vs 9,863 

  
Recruitment-Specific Analytics, Jan. - March 27, 2023 [compared to Oct. 7 – Dec. 31] 

• Inquiry Form & Questionnaire [Latest Version] 
o 1,543 total clicks from vmi.edu [up 83.91%] 

• Visits to Post View from apply page: 
o 2,934 [down 27.96%] 

• Spring Open House Form Clicks: 1,418 [up 197.9%] 
o 485 responses for rate of 34.2% 

• Virtual Open House Form Clicks: 128 [no data for comparison]  
o 105 responses for rate of 82% 

• Admissions PDF downloads [compared to previous year]: 
o Document Checklist: 1,925 [up 105.01%] 
o Application Instructions: 428 [new doc, no comparison data] 
o Sample Open House Itinerary: 944 [new doc, no comparison data] 
o Application for Admission (print version): 173 [down 23.45%] 
o Document Checklist for International Students: 139 [up 28.7%] 
o Document Checklist for Transfer Students: 89 [down 33.08%] 

• Admissions section of the website saw, as compared to Jan 1 – March 27, 2022: 
o 5.87% increase in pageviews 
o 16.81% increase in users 
o 34.97% increase in new users 
o 27.26% increase in average time on page 
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• Financial Aid section of the website saw, as compared to Jan 1 – March 27, 2022: 
o 21.66% increase in pageviews 
o 51.76% increase in users 
o 147.75% increase in new users 
o 13.96% increase in average time on page 

 
Search Engine Optimization (SEO): 
 
Every page on the vmi.edu site is currently undergoing updates and upgrades, some more 
significant than others. New metatags are being added to the website to increase search engine 
optimization (SEO) and properly format link sharing across social media and email tools. 
Additionally, photos are being selected and formatted to include important keywords in their 
tagging to not only continue to update the site to best represent VMI as it is and hopes to be, but 
also to target interested applicants, targeting keywords and topics most in competition with 
service academies, senior military colleges, and other Virginia colleges and universities. 
 
There have already been significant improvements to SEO and vmi.edu visibility. The work done 
by the web team is facilitated largely by the purchase of the BrightEdge software contract, which 
does research and analysis that would take multiple staff members months to do, and would 
never match the 24–48-hour turnaround time of BrightEdge analysis. During the initial months, 
focus has been on increasing traffic to pages related to admissions as well as ROTC pages to 
more closely compete with other SMCs and service academies. The goal is to show not only in 
searches that target colleges and/or Virginia, but larger terms so those who may not have been 
considering VMI can be connected, particularly military search terms. 
 
While successes vary from week to week as Google recrawls all websites, and all sites work to 
perform the same edits and upgrades as VMI.edu, there are some standard analytics that are 
tracked to check progress. The first item is which tracked keywords place the VMI website on 
page 1 of Google. The second is which pages moved up the most on Google. Please note, these 
are targeted keywords connected to page improvements and competitor research. None of these 
include any branded terms, such as ‘VMI’ or ‘postview’ which always show the site on page 1. 
 
Weekly Keyword ‘Wins’: 
 

Week Keywords - Page 1 5 Biggest Gains in Google Rank [page] 
Jan. 8 • military schools in va 

• military schools virginia 
• military schools in virginia 
• military academy virginia 

• military colleges +36 [5] 
• civil engineering in the military +24 [3] 
• navy rotc program +22 [2] 
• military academy +20 [3] 
• military schools usa +20 [6] 

Jan. 15 • military schools in va 
• military schools virginia 
• Air Force ROTC 
• rotc programs air force 

• navy rotc +80 [2] 
• battalions +41 [6] 
• cadets +37 [3] 
• corps of cadets +28 [7] 
• Air Force ROTC +23 [1] 



C&M Update 
External Relations Committee 
28 April 2023 
 

16 

• military schools in virginia 
• military academy virginia 

Jan. 22 • military university 
• navy rotc 
• military application 
• military academy virginia 
• military schools virginia 
• military schools in va 
• military schools in virginia 

• military branch +45 [5] 
• military academy us +38 [4] 
• civil engineering in the military +36 [2] 
• rotc scholarship deadline +25 [6] 
• top military colleges +20 [5] 

Jan. 29 • rotc military 
• military schools in va 
• military schools virginia 
• military schools in virginia 
• military academy virginia 

• sign up for the military + 68 [4] 
• cadet +55 [3] 
• naval +24 [8] 
• best military schools in the us +23 [8] 
• military schools USA +21 [8] 

Feb. 5 • navy rotc 
• marine rotc programs 
• military schools in virginia 
• military academy virginia 
• military application 
• military schools in va 
• military schools virginia 

• navy rotc +89 [1] 
• reserve officers training corps +66 [3] 
• scholarships military +63 [3] 
• barracks +38 [5] 
• Naval ROTC +37 [5] 

Feb. 
12 

• military schools in va 
• military schools in virginia 
• military schools virginia 
• military academy virginia 
• military application 
• marine rotc 

• military civil engineer +77 [3] 
• military branch +58 [4]  
• online applications +38 [7] 
• civil engineering in the military +20 [3] 
• u.s. military schools +18 [9] 

Feb. 
19 

• navy rotc 
• military requirements 
• military academy virginia 
• military schools in va 
• military schools virginia 
• military schools in virginia 

• rotc scholarships application +54 [5] 
• rotc scholarship +48 [5] 
• colleges in va +43 [5] 
• virginia universities +41 [6] 
• rotc scholarships +35 [7] 

Feb. 
26 

• marine rotc 
• marine rotc programs 
• military academy virginia 
• military schools in virginia 
• military schools in va 
• military schools virginia 

• museum of war +82 [2] 
• military university +80 [2] 
• naval +29 [7] 
• military academy +27 [3] 
• Naval ROTC +26 [4] 

March 
5 

• Air Force ROTC 
• military academy virginia 

• disciplines of civil engineering +58 [5] 
• navy rotc +52 [2] 
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• military schools in va 
• military schools virginia 
• marine rotc programs 
• military schools in virginia 

• rotc scholarships +36 [7] 
• political science and international 

relations courses +29 [8] 
• military classes +26 [4] 

March 
12 

• cadet 
• military colleges in the us 
• airforce rotc 
• military academy virginia 
• Air Force ROTC 
• military schools in virginia 
• military schools in va 
• military schools virginia 

• cadet +93 [1] 
• military colleges in the us +57 [1] 
• rotc scholarships application +46 [4] 
• military universities +35 [2] 
• top military colleges +35 [4] 

March 
19 

• military academy virginia 
• Air Force ROTC 
• airforce rotc 
• military schools in virginia 
• military schools in va 
• military schools virginia 

• sign up for the military +81 [2] 
• military university +33 [6] 
• online applications +29 [8] 
• battalions +22 [8] 
• colleges with military programs +21 [3] 

March 
26 

• airforce rotc 
• Air Force ROTC 
• military academy virginia 
• military schools in virginia 
• military schools in va 
• military schools virginia 

• military schools us +76 [3] 
• reserve officers training corps +68 [2] 
• military schools +32 [4] 
• military branch +56 [5] 
• u.s. military schools +54 [3] 

 
Moving forward, the goal of the Web Team remains to continue to collaborate closely with the 
Director of Communications for large scale updates and upgrades with monthly and yearly 
targets. This includes an eventual overhaul of site navigation for ease of use and less clicks as 
well as the continued modernization of the overall site.  
 
New systems for requesting web edits and larger scale projects will be implemented for AY23-
24 to streamline the process, provide clear reporting, and ensure that all affected parties have all 
the needed information to provide expedient, high-quality service and end products. The digital 
communications team looks forward to expanding the pool of content contributors to continue to 
increase the range of voices and topics represented on the VMI.edu website and support the 
mission of One Corps, One VMI on the most visible marketing tool of the Institute. 
 
The team will also work closely with Preston Library and Admissions as they launch their own 
new sites with tools more suited to their specific needs and goals, more in keeping with standard 
operations of higher education digital presence. Finally, the team has begun work on a redesign 
of a virtual map first completed as a cadet project years ago that is in need of update while a 
larger scale virtual tour is being evaluated for the Institute. 
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Related C&M Plan Status Updates for Goal 2: Enhance Digital and Web-Based 
Communications 

2.1 INCREASED FUNCTIONALITY 

C&M will continue to submit a budget request for a new content management system 
replacement to address flaws and shortcomings explained in previous reports. The delay in 
purchase, and therefore implementation, of the new system means that we will continue to see 
negative impacts with our current system. Most notably, there is often a sizable lag between 
content updates in the CMS and its reveal on the live website. The current system’s customer 
support has been unhelpful, despite priority status ticket submission. As a result, there should be 
the expectation that notices on the web may take up to 30 minutes following completion of work 
to appear live to the public. This will negatively affect the Institute’s ability to communicate in a 
timely fashion during emergency notification situations or public relations concerns such as 
those we dealt with over the past year with the Washington Post. 
 
With the limitations of our current CMS, the team must constantly write new, custom code to 
implement modern, mobile-friendly design styles. This takes time away from content overhaul 
and actual page updates. It has also slowed implementation of a more user-friendly menu 
structure as new code is often incompatible with the structure of our current site in 
TerminalFour, our current content management system.  
 
The filling of the vacant Web Administrator position does ease some of the workload and 
provide more opportunity to upgrade, but the time requirement to rewrite large portions of the 
site due to CMS limitations makes this a long and tedious process. 
 

2.2: MODERN & ENGAGING DESIGN & 2.3: REPRESENTATION & VISIBILITY 

The delay on implementation of a new CMS has forced the Web Team to re-evaluate the concept 
of a site redesign based on limited staff and problems directly related to the TerminalFour 
system. New code continues to be implemented to create a smoother mobile device viewing 
experience. The main goal for 2023 will be to design a mega-menu, a style used by most colleges 
and universities which allows for quicker access to key pages and provides another location for 
use of cadet photos and quotes to promote the VMI experience. 
 
There continues to be a focus on recruitment and representation across the vmi.edu site. The 
Web Team continues to update photos to best represent the current Corps of Cadets and 
showcase the benefits and uniqueness of a VMI education. With the hire of a new web 
administrator (late 2022) and digital content specialist (Jan. 2023), the speed of these updates 
will increase as the workload will once again be divided among a full team. Additionally, these 
graphics are a key resource for SEO through alternative text, an accessibility requirement, 
offering a place to include more keywords to target our top competitors. An additional feature of 
the BrightEdge contract was the implementation of AutoPilot. This automated service, which can 
be customized by the web team, optimizes images for a faster load without quality loss, creating 
a better mobile experience while also allowing more design freedom. 
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Upcoming plans for content and design updates include a continued focus on Admissions and 
Academics. The goal remains to continue to increase the recruitment style of all pages and 
emphasize the breadth and depth of academic offerings to compete with other state colleges and 
universities, particularly for those non-commissioning recruits.  
 
A complete overhaul of the Bootstrap system used to create the site layout will take longer as a 
rewrite within TerminalFour as opposed to being able to move to a new CMS complete with up-
to-date code structure. The Web Team does plan to work on a new design and code within the 
current system, but this was on hold for the second half of 2022 due to staffing shortages. 
 

2.4 INCREASE ACCESSIBILITY 

Increasing the accessibility of content across the vmi.edu domain continues to be a top priority 
for the Web Team. Content editors within the CMS have also been contacted as to updated 
standards for design as they continue to add to the site. During 2022, the Web Team achieved 
99% accessibility for all HTML code on the site, and weekly reviews continue to ensure this 
high success goal. 
 
A complete review and overhaul of all downloadable content is required to officially meet 100% 
accessibility for the site, as anything presented on the website, such as PDFs, must meet the same 
standards. An inventory continues of all site content, and the Web Team will work in 
coordination with content owners to first remove any outdated content versions to not remediate 
unnecessary items. Research will continue for the possibility of external remediation depending 
on the number of documents remaining as accessibility remediation is often a full-time role and 
the current staffing levels do not allow for any member of the team to focus solely on this 
important user experience and legal requirement project. 
 
Quick guides for overall digital communication accessibility across post are currently being 
reviewed for dissemination. A guide for email accessibility was provided in 2022 and reshared in 
2023. 
 
VII. MARKETING 
 
VMI’s paid marketing efforts during 2022-2023 have focused solely on increasing yield among 
appointed cadets. Working with Ruffalo Noel Levitz (RNL), VMI has targeted appointed cadets 
with digital advertising and personalized videos to encourage them to pay their deposits to VMI. 
Additionally, VMI is able to use our list of appointed cadets for a campaign to find “lookalike” 
prospects. These are high school students who have similar qualities to those who have already 
been appointed. This campaign has targeted our current pipeline areas as well as high schools 
near military bases in and around the mid-Atlantic region. 
 
While we won’t know for sure how effective the campaign has been until matriculation, 
preliminary data shows the campaign is performing very well versus national averages. Digital 
ads served on SnapChat are VMI’s highest performing garnering a 2.29% click-through rate 
compared to a national average of between 0.35% - 1.5%. To date, the campaign has driven 
nearly 5,000 unique visitors to VMI’s deposit or apply landing pages. 
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VIII. FREEDOM OF INFORMATION ACT 
 
Between January 1 and April 15, 2023, C&M responded to 50 FOIA requests. To put this into 
perspective, VMI responded to 54 FOIA requests during the entire 2021 calendar year and 113 in 
calendar year 2022. The volume of requests has been taxing on C&M staffing resources. 34 of 
the 50 FOIA request during 2023 have been filed by four individuals. 
 
The director of communications and marketing in their role as FOIA officer has spent between 
90 – 100% of his time working on FOIA requests depending on the week. While the FOIA 
statute allows state agencies to charge for the cost of fulfilling a FOIA request, state agencies can 
only charge for the cost of searching for, reviewing, redacting responsive records as well as any 
copying or mailing expenses. VMI’s General Order 5 requires that a requester be charged for 
costs in excess of $50. The challenge is that there is so much legwork involved in trying to 
determine where responsive records might be and helping departments understand what their 
responsibilities. Each FOIA request is gobbling up time that cannot be billed to a requester. One 
FOIA request was so broad that VMI had to engage a third-party vendor to provide an estimate 
($2.4 million) to develop an estimate to fulfill the request. In the end, it is the cadets who end up 
paying for the exponential increase in FOIA costs to the Institute. 
 
VMI’s FOIA requests are publicly available at https://vmi.nextrequest.com. 
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