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LETTER OF TRANSMITTAL 
 
On behalf of our entire staff at BarkleyREI, I want to thank you for the opportunity to submit a proposal for 
the Web Site Development & Content Migration Services for Central Piedmont Community College.  
 
Understandably, Central Piedmont Community College seeks a design firm that has experience working 
within Higher Education.  For us, Higher Education is not only our primary industry vertical (over 80% of our 
client base is in Higher Education), it is our passion.  Over the past 18 years, we have successfully 
completed dozens of full-scale website redesign projects for more than 85 universities and colleges 
throughout the U.S. including almost a dozen community colleges like Northern Virginia Community College, 
Butler County Community College as well as undergraduate and graduate institutions including UC 
Berkeley, UC Irvine, Indiana University, Chapman University, Davidson College, Ross University, Willamette 
University, among many others.  
 
Beyond our years of experience specializing in higher education redesigns, there are a number of other 
reasons why we think we would be an ideal partner to lead your initiative within your timeframe.  
 
 Experienced Team. Our successful track record in higher education over the past 18 years would 

not be possible without employing a very talented and seasoned team of specialists, each of whom 
has extensive experience not only in higher education, but also within their respective disciplines. 
 

 Proven Process. Over the years, we have come to recognize that there are challenges with a 
website redesign that are specific to community colleges. We have honed our website redesign 
process to successfully overcome these challenges. We can credit our process for our track record 
of coming in on time and in budget.  
 

 Extensive Drupal Experience – We have assisted with the assessment and implementation of 10 
Drupal sites in recent years.  

   
 We Produce Exceptional Results.  Our clients will attest to the quality of the work, not to mention 

our work ethic. In the past few years, almost a dozen client websites have been recognized for 
excellence with prestigious awards from Case Institutional Awards, Cassie Awards, eduStyle, 
Webbys, ADDYs, Admission Marketing Awards, among others. 

 
For all matters related to this proposal, please contact me by phone at 412-298-5898 or email at 
spryal@barkleyrei.com. Again, thank you for the opportunity to submit a proposal. 
 
Sincerely, 

 
 
 

Shane Pryal, Managing Director 
 
BarkleyREI, LLC 
2740 Smallman Street, Suite 100 
Pittsburgh, PA 15222 
Phone: 412-298-5898 
Email:  spryal@barkleyrei.com  

mailto:spryal@barkleyrei.com
mailto:spryal@barkleyrei.com
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BACKGROUND AND QUALIFICATIONS 
 
Founded in 1998 in Pittsburgh, PA, BarkleyREI, (www.barkleyrei.com), employs a staff of over 30 highly 
talented, full-time professionals.   
 
Our track record within the higher education space spans more than 15 years, working with over 85 
institutions on upwards of 100 successful, large-scale website redesign and development projects.  Higher 
education website redesign comprises the majority of our business.  
 
Project Team 
 
The project team will consist of approximately 8-10 professionals representing each agency department.  All 
staff members have experience working with higher education clients. We have capacity to manage 20-25 
concurrent projects at any one time, and we stagger our projects in a way that ensures resources and 
attention from our senior level staff is available at all times.  Our impressive track record of delivering 
projects on time and in budget speaks to our capabilities in this area. 
 

 
 
 
 
The following is a short list of our more recent higher education website design and development work and a 
partial listing of our education clientele: 

 
 Bridgewater College (www.bridgewater.edu) Website Strategy, UX Development, Design, 

Development Services, Content Migration, Support and Training 
 Davidson College (www.davidson.edu) Website Strategy, UX Development and User Testing, 

Design, Development Services, Content Migration, Support and Training 

http://www.barkleyrei.com/
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 Duquesne University (www.duq.edu) Website Strategy, UX Development, Design, Development 
Services, Content Migration, Support and Training 

 Goucher College (www.goucher.edu) Phase 1 includes: Website Strategy, Homepage Design, 
Development Services and Phase 2 includes: UX Development, Content Strategy, Design 

 Manhattan College (www.manhattan.edu and inside.manhattan.edu) Website Strategy, UX 
Development and User Testing, Design, Development Services, Support and Training 

 Northern Virginia Community College (www.nvcc.edu) Website Strategy, UX Development, 
Design, Development Services, Content Migration, Support and Training 

 Ross School of Veterinary Medicine (veterinary.rossu.edu) Website Strategy, UX Development, 
Design, Development Services, Content Strategy 

 Shippensburg University (www.ship.edu) Website Strategy, UX Development, Design, 
Development Services, Content Strategy 

 Slippery Rock University (www.sru.edu) Website Strategy, UX Development, Design, 
Development Services, Content Migration, Support and Training 

 UC Berkeley College of Engineering (www.engineering.berkeley.edu) Website Strategy, UX 
Development, Design, Development Services, Content Migration, Support and Training 

 UC Irvine Admissions (www.admissions.uci.edu) Website Strategy, Art & Video Direction, 
Design, UX Development, Content Strategy, Copywriting Services, Support and Training 

 University of Virginia (engineering.virginia.edu) Phase I included Website Strategy, Homepage 
Design and Phase II (ongoing) includes Content Strategy, UX Development, Design, Development 
Services and Content Migration 

 Washburn University (www.washburn.edu) Website Strategy, UX Development, Design, 
Development Services, Content Migration, Support and Training 

 Willamette University (www.willamette.edu) Website Strategy and Branding Development, UX 
Development, Design, Development Services, Content Migration 
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Higher Education Client Roster 
  
 Alabama State University 
 Arkansas State University 
 Baruch College  
 Bridgewater College 
 Butler County Community College 
 California University of Pennsylvania 
 Carnegie Mellon University 
 Champlain College 
 Chapman University 
 Chemeketa Community College 
 Community College of Allegheny County 
 Cornell University 
 Davidson College 
 Drew University 
 Duquesne University 
 Fairleigh Dickinson University 
 Florida Atlantic University 
 Fordham University 
 Franklin & Marshall College 
 Georgetown University 
 Goucher College 
 Green Mountain College 
 Hampden-Sydney College 
 Heinz College 
 IIT Chicago-Kent College of Law 
 Indiana University - Kelley School of Business 
 Indiana University, Purdue University-School of Science 
 Indiana University, Sunapsis 
 Kutztown University 
 Manhattan College 
 Michigan State University (Preferred Agency) 
 Millersville University 
 Normandale Community College 
 North Carolina State University 
 Northeastern Illinois University 
 Northern Virginia Community College 
 Pace University 
 Pima County Community College 
 Queens University of Charlotte 
 Rider University 
 Ross University School of Medicine 
 Ross University School of Veterinary Medicine 
 Rutgers University, Business School 
 Saint Anselm College 

 
 

 Seton Hill College 
 Shippensburg University 
 Slippery Rock University 
 St. Ambrose University 
 St. Bonaventure University 
 St. Petersburg College 
 St. Vincent College 
 SUNY Plattsburgh University 
 Susquehanna University 
 Texas A&M University (Preferred Agency) 
 Texas Woman’s University 
 UNC Fayetteville State 
 University of Alaska - Anchorage 
 University of California – Admissions 
 University of California – Berkeley COE 
 University of California – Irvine  
 University of California – Santa Cruz 
 University of Georgia – Law School 
 University of Kentucky (Preferred Agency) 
 University of Miami – Business School 
 University of Missouri – Kansas City  
 University of Missouri – St. Louis 
 University of Notre Dame 
 University of Rochester 
 University of Texas – Austin  
 University of Virginia (Preferred Agency) 
 University of Wisconsin-Madison (Preferred 

Agency) 
 University of Wyoming 
 UVA College of Engineering and Applied 

Science 
 UVA Curry College of Education 
 Vanderbilt University – Owen Graduate 

School of Management 
 Vanderbilt University, Law School 
 Villanova University 
 Wake Forest University 
 Washburn Institute of Technology 
 Washburn University 
 Washburn University School of Law 
 Washington & Jefferson College 
 Washington University in St. Louis 
 Willamette University 
 Yale University, Rudd Center for Food 

Policy 
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Capabilities: 
 
BarkleyREI is a full service digital agency. Alongside our well-established website redesign and 
development practice, we also boast a flourishing digital marketing department. Integration of these areas of 
our practice allows us to position the websites we develop as central hubs within the broader marketing eco-
system.  
 
With our full-service website design, development and digital marketing offering, we are capable of creating, 
managing and promoting an institution’s full online presence and marketing efforts.  
 
Strategy & Consultation 
 Website Audits and Expert Site Reviews 
 Audience Research and Measurement 
 Usability Testing 
 CMS Assessments 
 Web CMS Consultation 
 Application and Database Development 
 Web and Data Hosting Services 
 

Design and Development 
 User Experience Design 
 Visual Design 
 Frontend Development 
 Backend Development 
 Application and Database Development 
 Intranet Design and Development 
 CRM / System Integration Services 

Digital Marketing 
 Digital Strategy 
 Audience Research and Measurement 
 Media Planning 
 Digital Display Advertising 
 Search Marketing 
 Email Marketing 
 Measurement, Reporting and Optimization  

 
Content Marketing and Search Engine Optimization 
 Content Audit 
 Strategic Recommendations 
 Copy Development and Editing 
 Content Implementation 
 Measurement, Reporting and Optimization 
 Search Engine Audit and Optimization 
 Writing for the Web Consultation Services 
 

In respect to our development capabilities, we employ a team of 10 developers and can offer full-stack 
development capabilities, including HTML5, CSS3, XHTML, SASS, LESS, JavaScript, jQuery, PHP, .NET 
(C#, VB.NET), ASP.net, SQL, AJAX, AngularJS, XML, XSLT, Apache Velocity, JSON, Java, SVN, Grunt.js, 
Node.js/NPM, Ruby, MS SQL, MySQL, Bootstrap, Foundation, and numerous other platforms and coding 
languages. 
 
And as a Barkley partner company, we can provide services beyond our core digital offering in the fields of 
advertising, public relations, branding, traditional media buying and video production. 
  

http://www.barkleyus.com/


 
 

 
 

8  

REFERENCES 
 
Manhattan College – www.manhattan.edu  
Annie Chambliss 
Director of Web Communications 
Phone: 718-862-7235 
annie.chambliss@manhattan.edu  
 
 
University of California, Irvine - https://www.admissions.uci.edu/ 
Joseph Hornig 
Project Leader / Marketing and Communications 
Office of Admissions & Relations with Schools 
949-824-9363 
jhornig@uci.edu  
 
 
Chapman University – www.chapman.edu/discover/  
David May 
Director of Web & Interactive Media  
714-628-2827 
dmay@chapman.edu  
 
 
Chemeketa Community College – in development 
Greg Harris 
Director of Public Information, Marketing and Student Recruitment 
503-584-7153 
greg.harris@chemeketa.edu  
 
 
Ross University - http://veterinary.rossu.edu/  
Belinda Blakely 
Project Lead / Sr. Digital Marketing Specialist 
Ross University School of Veterinary Medicine 
732-509-9013 
BelindaBlakley@devrymedical.org 
 
 
University of Virginia School of Engineering - http://engineering.virginia.edu/  
Elizabeth Mather 
Director of Communications 
University of Virginia School of Engineering 
434-924-1381 
emather@virginia.edu 
 
 
 

http://www.manhattan.edu/
mailto:annie.chambliss@manhattan.edu
https://www.admissions.uci.edu/
mailto:jhornig@uci.edu
http://www.chapman.edu/discover/
mailto:dmay@chapman.edu
tel:(503)%20584-7153
mailto:greg.harris@chemeketa.edu
http://veterinary.rossu.edu/
mailto:BelindaBlakley@devrymedical.org
http://engineering.virginia.edu/
mailto:emather@virginia.edu
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PROJECT TEAM 
 
Among the web digital professionals who will work on your project are the following key team mates.  
 

Shane Pryal - Managing Director 
Years of Experience – 21  
  
As Managing Director, Shane is responsible for shaping the vision and growth strategy 
for the agency, cultivating and building client relationships as well as providing senior 
leadership to the entire REI staff. 
 
Since joining REI, formerly Ripple Effects Interactive, in 2001, Shane has held a 
variety of positions within the agency.  Spending the first three years as an account 

supervisor, Shane worked on a number of client accounts including Coca-Cola, Advocacy Online and the 
Pittsburgh Digital Greenhouse, before transitioning into the role of Director of Business Development in 
2004.  In the role of Director of Business Development, he was instrumental in building the agency’s new 
business strategy, expanding from a single industry vertical focus to position the agency as a category 
leader in tourism & travel, higher education, non-profit and consumer lifestyle brands.  Shane was promoted 
to Vice President in 2007, Executive Vice President in 2008 and VP/Managing Director in 2010.  
 
Prior to joining BarkleyREI, Shane was a management consultant for First Consulting Group, one of the 
nation’s leading publicly-traded healthcare information technology consulting firms.   
 

Ross Petrocelli - Account Director  
Years of Experience – 14  
 
As an account director, Ross will serve as the primary point of contact and client 
liaison throughout the duration of the project.  Ross provides account and team 
management across multiple clients, as well as digital branding, strategy, and 
operational management support.  
 
Prior to landing at BarkleyREI, Ross was managing digital marketing for International 

Law Powerhouse K&L Gates. Ross’ unique blend of client and agency experience spans 14 years, having 
worked on national and global accounts such as Metlife, Union Pacific Railroad, US Customs Border 
Protection, Rite Aid Pharmacy, Cooper Tires, General Growth Properties, The Pennsylvania Lottery, All-
Clad Metal Crafters, Planet Hollywood Hotel & Casino, Bryant/Carrier Dealers Association, and more.  
 
Ross holds BA Degrees in Marketing and English from Duquesne University, as well as certifications in 
Computer Science and Filmmaking. Outside of his Barkley duties, he is a photographer, Dad, and self-
proclaimed top chef.  
 

Jake Metzger – Art Director / Lead Designer 
Years of Experience –10   
 
Jake Metzger joined Barkley REI as an Interactive Art Director after working for 
MarketSpace Communications as a Creative Director. As Creative Director, Jake led 
the agency’s creative team from a high-level strategic position, right down to the nitty-
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gritty details in design. He prides himself on always staying at the forefront of emerging trends in our 
industry, both in design and digital, which he in turn infuses into client work to keep their brands ahead of 
the game. 
 
Prior to working at MarketSpace Communications, Jake worked for Sheetz, Inc. as a Senior Designer. 
There, Jake was responsible for the continual progression of the brand through design, art direction and 
marketing and communication strategies, creating memorable brands such as M•T•O®, MTgo!™, 
Shweetz™ and much more.  
 
In addition to Sheetz, Jake has directed design for other well-known clients throughout his career, including 
rue21, Homer Laughlin China, PPG, Children’s Community Pediatrics / Children’s Express Care of UPMC, 
Rich’s Foodservice & many others. He has experience in print, web, interactive, radio and television. With 
an all-inclusive skill set, Jake has secured more than twenty design awards across various shows and 
categories. Jake’s utterly obsessed with his profession, inside and outside of the office.  
 
Jake is a 2005 Summa Cum Laude graduate of Pennsylvania College of Technology, (Penn State). 
 

Christina Keffer - Director of Content Strategy 
Years of Experience – 14  
 
Christina guides our content strategy and search engine optimization efforts. She 
works closely with clients to create compelling content strategies that increase online 
visibility, user engagement and retention. Her group takes a data-driven approach to 
content creation and search engine optimization, with an emphasis on demonstrable, 
measurable results. 
 

Her industry experience spans the healthcare, industrial, ecommerce, higher education, government and 
tourism. She has designed and implemented integrated digital marketing and content strategies for clients 
such as American Heart Association, University of Pittsburgh Medical Centers, Harvard Business School, 
Explore Minnesota Tourism and the Endocrine Society to name a few. 
 

Sarah Peduzzi – Digital Marketing Strategist 
Years of Experience – 7  
 
Sarah is a member of BarkleyREI’s Digital Marketing team working as a Digital 
Marketing Strategist. She graduated with a degree in English Writing from the 
University of Pittsburgh and now spends more time with numbers than she ever 
thought possible. Her creativity and fascination with all things internet, coupled with an 
obsession with the psychology behind search, led to a natural fit in digital marketing.  
 

She has 4 years of combined experience in paid search, analytics, direct response web and landing page 
design, email marketing and public relations. Her marketing career began at University Bound, an online 
marketing agency that specialized in educational and healthcare verticals. While there, she worked on 
content and email strategy, paid search and managed several design processes. Before joining BarkleyREI, 
she cut her teeth at LunaMetrics, a web analytics company and Google Analytics Certified Partner.  
 
Sarah lives in Pittsburgh, PA with her husband Mike. She has roots in Waitsfield, Vermont and Ft. 
Lauderdale, Florida and has a real love for the outdoors, especially running and hiking. 
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Greg Gillotti – Technical Director 
Years of Experience – 9  
 
Greg worked for nine years in the technical consulting world before coming to 
BarkleyREI. He has developed applications in the Healthcare, Finance and 
Manufacturing domains in a variety of projects ranging from enterprise process 
management to laboratory automation. 
 
Greg is excited to be in an environment where one has to be agile to succeed. Whether 

desktop, web, or mobile, Greg is passionate about using collaboration and expertise to get the right solution 
for a problem in its context.  Greg graduated from Carnegie Mellon University with a degree in Business 
Administration and minor in Computer Science. 
 
 

Ray Rotuna – Director of User Support & Training 
Years of Experience – 17 
 
Ray’ primary responsibilities include providing training, user support and 
troubleshooting for clients.   
 
Before being promoted to his new role, Ray was the Senior Quality Assurance Analyst 
where his responsibilities included functioning as the Quality Assurance Team Lead; 
developing and maintaining test plans, cases and testing standards; cross 

browser/cross platform testing Web applications, HTML/XHTML templates and static HTML Websites; 
testing Flash/multimedia, HTML Emails, Rich Media Advertising Creative (PointRoll Flash Banners, etc.), 
Web application security, Web application stress and load; SEO (as pertains to HTML templates), running 
automated link scans; verifying compliance with project development specifications and wireframes, and 
participating in defining development standards.   
 
Ray provides user support and training for all accounts that BarkleyREI develops. 
 
Prior to joining REI, Ray worked for Lycos, Inc. in Pittsburgh and Massachusetts. Ray holds degrees from 
the University of Pittsburgh.  
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TECHNICAL AND DESIGN REQUIREMENTS 
 
Describe the process by which the cpcc.edu redesign would take place, detailing vendor 
responsibilities and CPCC responsibilities.  
 
WEBSITE REDESIGN PROCESS 
Our website redesign process is one of our true differentiators. The steps may seem familiar: Discovery, 
Strategy, Design, Development, and deployment, but our deliverables and the expertise we put behind each 
step leads to truly usable, stunning websites. Below, you will find details about our process including where 
content strategy fits in, how design deliverables are developed and other questions and requirements that 
the Central Piedmont team had in section 5.2 and 5.3 of the RFP.  
 
DISCOVERY 
 
Before we get started with site functionality, we take the time to get to know our clients starting with a 
research and discovery phase.  
 
Research 
 
As soon as the ink is dry on our contract, a team consisting an Account Supervisor and senior members of 
our UX, Content Strategy and Design, and development departments will begin researching Central 
Piedmont Community College.  
 
A custom, well-crafted strategy is derived from true insights. We pride ourselves on our ability to tease out 
and capture these insights along with a solid understanding of Central Peidmont’s overall digital marketing 
health, or position. To do this, we conduct a number of analyses such as evaluating how users are using the 
site by studying your website analytics (many of our staff are Google Analytics Certified.)  
 
We also look at Central Piedmont’s online reputation and how the external world views the school. We 
gather all the documentation we can get our hands on about your strategic plan, marketing strategies, 
programs, points of differentiation, style guides, brand guides, etc. and begin to coalesce a broad picture of 
Central Piedmont Community College’s digital position and how the website fits into it.  
 
5.2.1. Describe the process for creating a site content inventory 
 
Depending on the situation, this is also the point at which we will begin doing a comprehensive audit of site 
content.  
 
Our site content manager, Shannon Lynch will use the last year or so of Google Analytics data pulled in the 
form of a page report to capture all the pages that users have viewed in that period. She will export it to 
excel and compare the resulting list of URLs against what the current CMS reports and make adjustments 
or additions as needed. In addition to page URLs, she also pulls meta data where possible, including title 
tags and other information that gives context for what can be found on the page.  
 
The result is a comprehensive, sortable, filterable list of pages on the site. We use this document to see 
where there are areas of the site or pages which suffer low visibility. Often, we can ascertain the dates 
pages were last viewed or published. All this information helps us understand what areas of the site need to 
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be culled, reorganized for better visibility or rewritten. It informs our content governance recommendations, 
our content migration recommendations, and helps keep everyone on the same page with the quantity and 
organization of the pages on the new site. It also informs questions we may ask during the stakeholder and 
focus groups. 
 
Onsite Sessions:  Stakeholder Interviews & Focus Groups 
 
In our experience, the most successful college and university website redesign projects include 
opportunities to get direct input and ideas from a wide range of website audiences and stakeholders such as 
the core web team, marketing and communications, senior leadership, prospective students, current 
students, faculty, department leads and other staff, content contributors, etc.  
 
A small group of BarkleyREI senior team members including your account supervisor come onsite to 
facilitate two days of in-depth discovery sessions with these key stakeholders in the redesign project.  
 
We use these sessions to gain further insights into the Central Piedmont Community College story, 
differentiators, and other vital information we need to create a successful website strategy. This inclusive 
approach to data-gathering also helps build consensus between stakeholder groups and gets everyone on 
the same page with regards to important strategic elements of the site such as audience prioritization, 
purpose, voice, etc.  
 
STRATEGY 
We come home after Discovery with our brains brimming with information and possibilities. The team 
hunkers down to synthesize what we learned on site with what we learned during our research phase. From 
the massive amounts of data, we coalesce a thorough, actionable website strategy which will govern all 
redesign efforts. Just as every client is different, so too is every strategy unique. However, the following are 
a few elements that we normally include as the basis of our website redesign strategy:   
 
Institutional Overview  
 
We will summarize what we have learned about your organization to demonstrate that we have successfully 
developed an understanding of your school: 
 
 Who You Are: Our interpretation of what we have learned of Central Peidmont’s history, values, 

personality, traditions, points of pride, upcoming developments, and your current organizational 
goals and aspirations. This ensures that we capture who you are fundamentally on the site.  

 
 What You Offer: including takeaways about the type of experience you provide to students and 

what differentiates your institution from other colleges and universities. This ensures we capture 
the value you add to the world on the site.  

 
 Marketing Insights:  These include an overview of your current communications strategy and how 

you communicate “who you are” and “what you offer” - and how this positions you against your 
competition. This ensures that the site is a seamless extension of current marketing efforts. 
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 Target Audiences:  Locking down a working model for target audiences and the prioritization of 
audiences is essential to the success of the project. We build consensus and make sure everyone 
is on the same page before we start the redesign. 

 
• Digital Position: Our goal is to provide clear ideas about where you are today and highlight the 

challenges or opportunities that should inform the redesign effort. Developing an understanding of 
your digital position will allow our team to define a “problem set” that will help shape our 
recommendations for moving forward.  

 
Strategic Recommendations  
 
We will provide a vision for the new website and a set of specific supporting recommendations for how the 
new website should be designed to deliver on this vision.  
 
While our recommendations will certainly be informed by everything that we’ve learned about your school, 
audience, and digital position, they will also be informed by a set of “higher education website fundamentals” 
that we have developed based on our experience.  
 
This is also the phase in the project where we take what we know and recommend what specific page 
templates must be included and what special functionality and third party tool integrations need to be 
included. Template component functionality is developed in more detail during the Design phase. 
 
Our strategy is documented in a comprehensive PowerPoint presentation that can be presented in person 
or remotely, depending on timeline and budget. This strategy is meant to align us with our clients, and 
ensure that, as we embark on design, we are all on the same page as to the problems the site is going to 
solve, the audiences for whom it is intended, and the way in which we intend to meet the needs of those 
audiences.  
 
A successful strategy leads directly to fantastic information and user experience design that rarely needs 
huge revisions.  
 
DESIGN 
In the planning and design phase, our user experience architects, content and design teams begin to define 
the structure, appearance, content strategy, and functionality of the new website.  
 
Our user experience architects, content strategists and visual designers have an impressive amount of 
experience in higher education website design including work on over 75 higher education clients including 
15 more recent projects that involved responsive website design.   
 
Their work is guided by a number of general digital best practices, best practices specific to higher 
education website design and the vision and guidelines provided in the redesign strategy.  
 
We have provided an overview of our Design process below.  
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Information Architecture 
5.2.1 Describe the vendor’s vision for best practices regarding optimal information architecture for a 
community college website. 
 
Organizationally, community colleges are one of the most complex types of higher education institutions. 
The variety of locations and audiences who have entirely different motivations and needs, necessitates a 
more complex site structure and more comprehensive content than a small liberal arts college for instance.  
 
During strategy, one of the things we endeavor to do is help our clients prioritize audiences. Once there is 
consensus on which audience or audiences most the content on the site is intended for, we have a mandate 
for how to create an organization and navigation tailored primarily to those audiences that will lead them 
through to the content they need to compel decision making. The real challenge comes in not sacrificing the 
user experience of other secondary and tertiary audiences.  
 
Another consideration we take when developing IA is the implications the site organization has on SEO. The 
level of a piece of content within the hierarchy of a site has a lot to do with how it will rank in organic results. 
We strive to make program and other useful organic landing pages focal within the sites’ hierarchy to 
enhance the changes these pages will rank for non-branded searches.  
 
Some of the factors we take into consideration when re-architecting content on a website are: 
 

• Where users currently land on the site vs. where we want them to enter 
• How many users reach content which has been identified as decision-altering or in other ways 

important 
• How often key pieces of content are consumed, and what affect that has on conversion or other 

high value interactions 
 
By combining the reality with the aspirations, we begin to develop an audience-oriented information 
architecture that is more intuitive, easier to use, and more effective at getting users to the content that will 
help encourage them to next steps.  
 
Often, this process involves removing the institution’s internal organization from the equation since, to the 
uninitiated, the internal organization of a higher education institution can be incredibly confusing.  
 
An example of a change we often find ourselves making is how programs are organized within a website. 
Many colleges and universities group programs under schools. For instance, at Penn State University, 
“Advertising and Public Relations” is in the College of Communication, and “Marketing” is in the Smeal 
College of Business.  
 
A high school student interested in marketing in general and who does not understand the difference 
between the two programs might never think to look under the Smeal College of Business for marketing 
programs.  They may see that the only thing offered under communications is Advertising and Public 
Relations and assume there is no marketing major.  
 
In this case, we would recommend having a section of the site devoted to pulling all of those majors and 
minors out of their respective colleges and organizing them on one filterable page (please see the Slippery 
Rock University example below). 
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This has the added advantage of elevating program information so that it is not buried so deeply which has 
extreme SEO benefits.  
 

 
 
Before our clients even see the sitemap to approve it, we conduct rigorous site tree testing to help eliminate 
possible navigation and findability issues. The testing is conducted online by way of assigning tasks to users 
that match your audience demographic and observing how they navigate through these tasks.  
 
We take the feedback supplied by site tree testing regarding how many users ended up on the right pages, 
how directly they were able to get there, and the time taken to make their decisions, and iterate until the 
navigation structure and site organization is successful.  
 
Below is a screen shot depicting the performance of a sitemap following site tree testing:  
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Content Strategy Documentation (Optional – but recommended for incorporating SEO recommendations) 
 
Content Strategy 
5.2.3: Website Content Strategy- Describe the process by which the proposed solution will go about 
formulating content strategy for the cpcc.edu website. 
 
Once the high-level organization of a site has been approved, we get down to the business of documenting 
and organizing our content strategy.  We understand that users of higher education sites tend to have a list 
of tasks they need to accomplish in their heads when they arrive at a site. The job of the content strategy is 
not only to identify where that content belongs, but also to discover how to imbue the user’s expected 
journey with unexpected information that will help them make a positive decision. A great content strategy 
defines not only how you are communicating with your audiences, but maps out exactly what would be 
beneficial to communicate to them at which points during their journey.  
 
For us, content strategy is both a strategic and tactical consideration. From a high level, we provide 
information on the audience(es.) We recommend modes of communication such as tone and voice and 
provide guidelines for how to approach storytelling and content creation from a perspective that will beguile 
those particular audiences. This information is documented in a Content Strategy Guide.  
 
5.2.3 Describe your strategy for ensuring how content creators will maintain the integrity of the 
overall design, including training and/or best practices regarding voice and storytelling as well as 
WCAG 2.0AA and ADA requirements 
 
We realize that this is far from enough, however. Because community colleges, like many other higher 
education institutions, have such diverse group of content contributors, creating consistently incredible 
content across the site can be a real challenge, both technologically and procedurally.  
 
From a procedural point of view, this is where our page-by-page content strategy documentation comes into 
play.  
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We provide granular information on each page we envision being on the first and second levels of the new 
site, including program pages and other important areas of the site.  
 
Then we go further and provide an in-depth audience analysis and help bring into focus what types of 
content, vocabulary, tone and voice would be most beneficial in reaching those audiences.  
 
We decide what types of content, whether it be copy, video, imagery etc. is necessary to effectively deliver 
messaging on different areas of the site.   
 
We use a program called Gather Content (https://gathercontent.com/) to document these recommendations. 
Gather Content allows us to build out the site tree in a content management system before templates are 
integrated within the CMS environment. It also allows us to work closely and collaboratively with our clients, 
providing a platform upon which our clients can make comments, enter information when it is necessary and 
even contribute content. 
 
The following is an example of what part of a site tree looks like in Gather Content:  
 
 
 

https://gathercontent.com/
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The following is an example of what a Gather Content page can look like. The types of information that we 
record on a page by page basis is high customizable based on client needs: 
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Imagine being a content writer with little website publishing experience and getting the request to create a 
an accounting degree page like the one above without this level of information. It would be a daunting 
request. This strategy information can be exported and that export can serve as a very specific guideline 
that will enable a wide variety of content contributors to stay on-message and on-brand as they contribute 
content well into the future.  
 
Programs as Products – and example of Content Strategy in Action 
 
Because program information and pages are so important to the prospective student’s decision process, we 
spend a lot of time developing a great strategy for delivering that information as effectively as possible. 
 
After having built over 85 higher education websites and interviewed countless prospective students, we 
have gained deep knowledge of what those kids want to find out about programs. They want to easily find 
the program and quickly understand the following: 
 

1. Do you offer my subject?  
2. Why should I study this subject? 
3. Why should I study this subject with you? 
4. What will I learn, specifically? 
5. What will I be able to do with my degree? 

 
Program pages must answer these questions quickly and go further: They need to surface related content 
that supports decision making that the student didn’t even know they wanted to see.  
 
This information can include concepts like the accessibility to transfer to obtain an undergraduate degree, 
the caliber or qualities of the faculty teaching this program, career and income expectations, the national 
ranking of that particular program, etc.  
 
Delivering this related content is our technological approach to empowering a variety of users with different 
levels of web savviness to create dynamic, amazing pages as well as ensure content consistency across 
the site. This is a process we call COPE: Create Once, Publish Everywhere.  
 
COPE is an approach to content authoring and contribution that takes advantage of tags and feeds to allow 
content creators to pipe in amazing, relevant content from other areas of the site. For instance, the content 
strategy for an Accounting pay may stipulate “Support the message of ROI by showcasing a student 
success story.”  Through the COPE Approach, the content contributor can access a feed component on the 
page, choose an appropriate success story that has been published already elsewhere on the site, and pull 
in the image, headline, and story synopsis all packaged together with a compelling call to action without 
having to re-create the content.  
 
Content Writing (Optional) 
 
As the content strategy comes into focus, it begins to become apparent how much new content will be 
required for the new site. Sometimes the volume of work exceeds our clients’ abilities to produce content in 
time for site launch.  
 
Fortunately, in addition to providing the content strategy for the core pages of the website, we are also 
exceptionally capable of creating that content for our clients. We utilize a large lineup of talented 
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copywriters, all with different styles of writing that fit specific needs. These writers have years of copywriting 
experience in higher education. 
 
Content Governance and Workflow Planning 
We have experience taking HR and personnel information into consideration and creating a governance 
plan that is sustainable over the long term. As the content strategy comes into focus, it becomes easier to 
plan where it will make sense for different types of content contributors to plug into the process. 
 
It is at this stage that we will begin creating a governance and workflow guide. This guide will leverage the 
granular permissions settings available through Drupal. It will clearly delineate roles such as content author, 
content reviewer, and site administrator with a range of associated permissions.  
 
It will also provide guidelines for assigning those roles to various team members and plotting out often-
performed website task workflows such as updating specific pieces of content like dates and deadlines, 
adding new content or components to a preexisting page, creating new pages, editing or moving sections of 
a site, creating new directories, etc.  
 
The following is an example of possible roles and permissions that we have helped clients consolidate in the 
past. 
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Permission titles refer in this case to the content contributor’s official title and what types of content 
contributors may be appropriate to each level of permissions.  
 
We went further to lay out the specific permissions granted in the system to users at each level.  
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5.2.2 Describe the extent through which the proposed solution will provide centralized review and 
approval of content. 
 
 
After we have picked the appropriate permissions options, we turn our attention to roles and workflows. 
Drupal provides granular role and group settings, so it is up to us to help our clients design and configure 
these solutions in a way that best fits their needs. The following is an example of a user group that can be 
assigned any type of content on the site. The hierarchy ensures that content contributors always have an 
approval process. The approver will be automatically notified when a change has been made on a page in 
their section so that they can review and approve it. Then we recommended user group organization so that 
there was always a level of oversight for content contributors.  
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5.2.2 Workflow Describe the capabilities of the proposed solution in providing content review and 
approval workflows. 
  
Drupal offers robust workflow options. We map out up to 5 workflows for typical website tasks. Below is an 
example a workflow.  

 
5.2.2 On creation and editing of content, describe the capabilities of the proposed solution in 
automated checking of compliance and with accessibility standards.  
 
There are many plugins that can be added to Drupal core that perform this function. The correct choice of 
plugin to fit the specific needs of the site will be made during the development process, and take all other 
functionality of the site into consideration.  
 
Measurement & Analytics Reporting 
5.2.2 Describe the process for ensuring proper Google Analytics implementation within the 
proposed solution 
 
Our Google Analytics certified professionals will ensure that Google Analytics is installed correctly across all 
domains and subdomains in scope with proper tracking and code tweaks as necessary to ensure clean 
data. We use Google Tag Manager to manage all tracking tags including Google Analytics.  
 
As part of the new website launch, we will also provide a post-launch analytics report to showcase the 
changes in user behavior and overall site performance. We recommend a comparison window of 6 months 
(3 months pre-launch and 3 months post-launch). This report will detail: 
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 Changes in how people arrive at your website. For example, did organic search see a lift with the 

addition of new or revised content? 
 

 Compare user behavior on important pages of the site that were previously identified in the audit as 
high value. 
 

 Measure the performance of mobile traffic, pre- and post-launch 
 

 Evaluate the performance of goal pages and forms. 
 
For additional fees, we can extend the measurement reporting and optimization period to provide long term 
support if needed. 
 
Our post launch support is not limited to analytics alone.  In fact, one of our key internal values is the idea 
that our client relationships don’t begin and end with single a single website redesign project. We 
understand that the development of a great digital presence is an ongoing effort and always look for 
opportunities to help our clients maintain and improve upon the websites that we build.  
 
While our immediate work together will primarily be focused on the redesign, we are a 30+ person full 
service digital provider that brings a comprehensive understanding of how colleges and universities can 
create effective, differentiating digital presences.   
 
At a minimum, this will allow us to provide a holistic view of your digital position and website needs and 
potentially provides a convenient means for you to transition into website production and to take advantage 
of additional digital marketing opportunities that are identified as part of this process. Additional services that 
would be available include:  
 
 We offer ongoing post-launch support for the websites that we have completed. To support this 

service, we have a dedicated Senior Support Specialist that is directly available to resolve and 
triage website issues or to provide ongoing training support CMS users. 

 
 Our client service team will actively document and discuss any “Phase II” requests that aren’t in 

scope of this project but might be worthwhile in the future. After the website launches, we typically 
walk our clients back through these requests and discuss if and how they can be addressed in the 
future.  

 
 We offer a full range of digital marketing services including ongoing SEO services, paid search 

audits/optimization, online media strategy and planning, lead funnel automation, and analytics 
reporting.  
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Visual Design 
Describe the standard design deliverables such as prototypes, mockups, wireframes, etc. that are 
created during the design process of the proposed solution. 
 
As the content strategy is fleshed out, our User Experience experts, who have been part either the 
Discovery or Strategy process, or both, will re-join the project.  
 
We feel strongly that it is very important to have our visual designers involved from the beginning of the 
project and through all phases of the project because we recognize that great creative doesn’t happen in 
short bursts that are tucked into a project plan. For example, our visual designers are expected to contribute 
ideas to the redesign strategy, review all user experience deliverables (wireframes, sitemap, etc.) and even 
review all completed HTML templates to ensure that the work aligns with the original, approved creative.  
 
Working with the content strategist, the user experience design and visual design team will work together to 
build two home page design comps. These comps are presented early in the Design phase, and the choice 
of one comp over the other will decide the creative and visual direction for level pages of the site.  
 
We are somewhat different in providing only two comps, and have chosen this approach for several 
reasons: Providing two comps allows us to explore two entirely different directions in design and messaging. 
A third comp often becomes derivative of one of the first two. Also, it saves our clients a great deal in terms 
of budget. 
 
Our design director is extremely proud of his ability to provide two incredible home page comps that are 
extremely difficult to choose between.  
 
The specific creative solution that we will deliver will be strongly influenced by our “experience-first” 
approach by our creative. We do not focus our attention on just one piece or page of the website, but 
instead consider the entire experience and how it transitions from section to section and page to page.  
 
While building this experience, we merge the branding, strategy and information architecture into the 
website’s user interface. And, of course, we apply our “experience-first” approach to responsive web design 
as we not only focus on just one device or screen size, but instead consider the entire experience 
calculating how that experience will transition from device to device. 
 
5.2.1 Describe visual elements that should be included on a community college website.  
 
We focus on delivering a very immersive experience that tells a story “along the way” as visitors navigate 
throughout the website. In many cases, visitors aren’t necessarily looking for “student stories” or “campus 
features” or looking to engage in social spaces, so our goal is deliver a visual design that increases the 
visibility of this differentiating content consistently and persistently. 
 
We take the mobile experience into consideration when designing in visual and content elements. There are 
specific visual cues, elements and media that resonate especially well with various audience types. Once 
our design specialists have had the chance to interview prospective, current, and newly admitted students, 
they will be able to accurately assess what visual style, imagery, media and layout will appeal to those 
audiences the most.  
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5.2.2 Describe the accessibility and responsiveness of the design recommendations and templates 
for the Proposed Solution 
 
BarkleyREI is committed to designing and building elegant responsive sites which employ a design 
methodology that balances the needs of our client’s and those of their target audiences.   
 
We launched our first fully responsive website in 2012 and essentially every website after that has also been 
responsive.  Because of this, we consider ourselves pioneers in developing responsive sites.  
 
In doing so, we have revolutionized the process from single breakpoints to integration by means of 
technology offering the flexibility of responsiveness over many breakpoints allowing for a larger user set of 
devices in which the site appears with little to no degradation.  
 
BarkleyREI will help to guide Central Piedmont to make smart content choices that help in reducing the 
number of odd content wraps, etc. to help in the preferred visual representation of the website on multiple 
screen sizes. 
 
The following are screen captures of some recent responsive sites:  
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www.peoples-gas.com 
 
  

http://www.peoples-gas.com/
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www.manhattan.edu 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

http://www.manhattan.edu/
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www.goucher.edu 
  

http://www.goucher.edu/
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www.engineering.virginia.edu 
  

http://www.engineering.virginia.edu/
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User Experience Design 
Once a home page direction has been chosen, we move into the UX design phase of our project, during 
which we will develop the wireframes and visual designs for level pages of the site.  
 
5.2.2 Describe the vendor’s philosophy regarding user interface and user experience best practices 
 
In our shop, form and function are equally important. All our design and user experience choices are driven 
by data-backed knowledge of usability best practices, and we never create functionality that does not 
inherently improve the overarching user experience. 
 
We take the content needs of the site into consideration early in the design process, with the user 
experience design and content strategy professionals working in tandem to help bring the story and 
necessary messaging to life through dynamic template components.  
 
5.2.2 Templates and Templating Describe the process of supplying template designs for home 
pages, head category pages and other additional page additional pages of the proposed solution 
 
We take a modular design approach or component-based approach to interior template design. This 
process ensures that there is strong continuity between home page concepts and internal pages and that 
the visual design executes the overarching strategy successfully regardless of what level of the site a user is 
viewing. 
 
By providing a variety of components (think of these as content elements or building blocks of a page), 
along with easy to understand guidelines for which components should be used for what purpose, we walk 
the line between structure, which makes it much easier for content contributors to contribute content through 
the CMS, and flexibility, which allows them to tell their story to the highest possible technical capability. Our 
componentized approach also makes it easy to upgrade templates as new technologies become available, 
helping to ensure the current site design remains relevant long after the redesign and prolonging the “shelf 
life” of the website. 
 
Rather than providing 15 discreet templates, which can be extremely expensive to produce, we strive to 
streamline the quantity of templates and provide higher level templates that can be used for a variety of 
purposes on the site. The following are the templates we foresee being necessary for Central Piedmont, 
based on a preliminary review of the site and our experience with Community Colleges: 
 

• Home Page Template  
o For use on the home page only 

• High Level Template 
o Components configured for Campus Landing Page 
o Components configured for High level pages (pages reached through main navigation) 
o Components configured for Academic Division pages 

• Standard Level Template 
o Components configured for secondary and tertiary pages under offices, divisions, student 

services etc, faculty profile pages etc. 
• Program Landing Page 

o Component would feature full list of program offerings, sortable and filterable by location, 
frequency (full, part-time, online,) academic subject, and/or any other applicable agent 

• Program Detail Page 
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o Possibly a specific configuration of either the high level or standard level template. We will 
make that recommendation once we have ascertained what type of content can and 
should be featured. 

• Search Results Template 
 
Please note, these are suggestions borne of high level research and provided to meet the 
requirements of this RFP. Our final template recommendations will likely change based on what we 
learn during discovery. 
 
All our templates feature components that empower content contributors to make full use of a variety of 
media opportunities, including videos, social media feeds (where strategically appropriate) and consuming 
AJAX calls to authenticated or unauthenticated REST APIs.  
 
 
Existing Content Migration Assistance  
(Optional) 
Managing the content acquisition and content migration efforts (publishing pages, links, images, copy etc. 
within the CMS) for a major redesign is very complicated and requires a significant amount of time and 
effort.   
 
Our agency has managed dozens of large scale content migrations and we have developed a very 
complete, organized process for managing content migration.  
 
Our dedicated, full-time content manager has developed a methodology that includes the use of 2 primary 
tools that we create and share with our client to ensure that the migration process goes smoothly:  
 
 Content Inventory: We will create a custom content inventory that will serve as a very advanced 

checklist for the pages that need to be built on the website. It is built according to the content plan 
and is expanded to include all pages (to an agreed upon level) that will be on the new website.  
Each page is listed in according to its position in the site hierarchy and includes associated fields 
that specify who is responsible for providing the content, what source content will be used (often a 
URL from the existing website), what CMS template should be used to create the page and a 
status of the page ranging from “not started” to “content complete” to “page built.”  

 
 Content Templates: We will also provide custom content templates that provide the requirements 

for each template in a word document format. So, for example, a content author who needs to 
create a page about financial aid will find the page in the tracker, identify what template should be 
used, then use the corresponding content template to begin the work. This provides guidance to 
content authors on how content should be organized for each template and each page on the 
website.  

 
Beyond providing documentation, our content manager will act as a consultant that can advise your team on 
how to effectively manage this process.  
 
In addition to our tried-and-true content migration process, we also have experience working with automated 
content migration tools with many of the Content Management Systems that we use on a regular basis.  
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DEVELOPMENT 
 
Our approach to development begins with the idea that our development team should be involved in 
planning the website that they are going to build. To support this, we ensure that senior members of our 
development team are involved from the beginning of the project (starting with the onsite sessions) and that 
they are involved in reviewing all major deliverables (such as wireframes) before they are delivered to the 
client.  
 
Our 5 full time interface developers (note that our development team also includes 3 database programmers 
and 2 QA specialists) have collectively worked on dozens of CMS-driven higher education website projects 
including approximately 15 fully responsive higher education website with several more currently in 
progress.  
 
5.2.2 Describe the level of compliance of the templates of the proposed solution to web standards, 
namely HTML5 and CS3 
 
Upon approval of the templates that will be used to build the website, our development team will begin 
utilize a range of technologies including HTML5, JavaScript, AJAX, jQuery, CSS3 to convert the design 
templates to functional website templates according to a set of internally developed coding standards that 
includes best practices related to responsive functionality and ADA compliance 
 
The “statically” coded templates are then sent for review by our client services team, user experience team, 
and visual design team. This serves as a first pass to ensure the templates align with the approved 
templates designs.  
 
Upon internal approval of the static templates, our developers will begin to integrate the templates into the 
selected CMS. Because of our extensive CMS development experience, our development team 
understands how the front end requirements translate to the administrative side of the content management 
system. Accordingly, they are able to effectively deliver a very user-friendly set of methods and controls that 
help guide CMS users on how each template (or each element of each template) can and should be used.  
 
This is not an aspect of the website design process that wins awards or garners praise from institutional 
leadership, but getting this right is absolutely critical to ensuring that the new website “holds up” over time as 
new content managers are introduced to departments, programs, centers and offices.   
 
Test and Development Environments 

New projects will be coded, integrated, and tested by the developer/coder assigned to the task in our 
development hosting environment. Before migrating to a production environment, projects will be migrated 
to a QA environment for a formal round of QA. 
 
Once migrated to the QA environment, and confirmed by the QA team, the product will be slated for a 
migration to the live production environment. Both QA and development will work closely after this migration 
to ensure that the project reflects its intended results. The responsibility of communicating and confirming 
the successful migration of tracking scripts will be shared between coding, QA, and management.  
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Deployment & Testing Standards 
 
We take pride in our incredibly thorough, progressive approach to quality assurance testing. We are able to 
test at a level that exceeds our clients’ expectations partially because we have 3 full time quality assurance 
specialists. 
 
They continually update our testing process to ensure that the solutions we deliver to our clients function as 
expected. Key areas of focus include:  
 
 We go above and beyond to ensure consistent presentation and functionality across multiple 

browsers (including multiple versions of Chrome, Internet Explorer, Firefox and Safari) and multiple 
operating systems. We also have an impressive range of tablet and mobile devices in house (vs. 
relying exclusively on browser/device simulation software) that we use specifically for mobile 
quality assurance testing.  

 
 Due partially to our extensive experience in higher education website design, we are well versed in 

accessibility standards and have integrated ADA compliance into our quality assurance testing 
methodology.  

 
 We test the CMS user experience with the goal of “thinking ahead” about what CMS users might 

do that would result in problems or issues with specific website pages. In effect, our QA team picks 
up where our development team leaves off in working to ensure that the website is user friendly to 
CMS users.  

 
We have provided a more detailed description of our supporting methodology below: 
 
I. Documents Gathering and Review 
The Quality Assurance team, in collaboration with the Project Management, Design, and Development 
teams, gathers and reviews project documentation to prepare and develop test plans. The documents 
reviewed include: 

 
A. Website Strategy 

B. Creative Brief/Project Brief 

C. Wireframe Documents 

D. Composite Designs 

E. Multimedia Functional Specifications/Storyboards 

 
II. Authoring Quality Assurance Test Plans 

 
After requirements are determined, the QA team develops test plans. The test plans define all site 
functionality to be tested and outline the specific testing tasks that will be executed to test functionality.  

 
Test plans are based on a predefined structure that integrates standardized testing procedures, test 
cases, and testing scenarios which are then augmented with project-specific procedures, cases, and 
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scenarios to ensure a comprehensive testing approach. Test plans also incorporate W3C/Section 508 
accessibility testing procedures. 
 
Test plans are executed against Windows and Macintosh operating systems on the latest versions of 
the following browsers: Microsoft Internet Explorer, Mozilla Firefox, Google Chrome, and Apple Safari.  
 
Mobile Websites are tested primarily against the Apple iOS and Google Android platforms.  The default 
browsers for each platform are used for testing (Safari for iOS, Chrome for Android), except in the event 
of devices with outdated hardware. We then recommend that users download a browser from their 
respective app stores that receive regular updates. 

 
III. Template Integration Testing in the CMS 

 
The section of the test plan specific to site templates and CMS integration is executed in the 
development environment. Site templates are tested in the CMS to ensure cross-browser compatibility, 
proper content mapping, navigation functionality, and accessibility. 

 
IV. Initial Site Functionality Testing 

 
This section of testing deals with client-specific functionality and is performed against the development 
environment. All site features are tested to ensure cross-browser compatibility, correct functionality, 
proper error condition handling (application and user-initiated), and correct data capture.  

 
During this time, performance and load testing is done against BarkleyREI’s internal network to ensure 
that pages return in an acceptable amount of time. If the development site is not hosted by BarkleyREI, 
QA will work with Project Management and the client to coordinate testing on the host environment. 
Quality Assurance will work with the site to determine expected load levels.  

 
At the conclusion of this step, the site is released to the client for review. 

 
V. Client Modification Testing 

 
Following client review, the Quality Assurance team gathers all documentation of client-requested 
changes, and creates additional test cases or scenarios as needed. The modifications to the site are 
then tested. 

 
VI. Site Regression Testing in the Development Environment 

 
The Quality Assurance team performs regression testing against the site to ensure that any 
modifications and development work based on client requests have not adversely affected existing site 
presentation or functionality.  

 
VII. Deployment of Site to the Production Environment 

 
When deploying the site to the production environment, a Go-Live test plan specific to site deployment 
is executed to ensure proper integration of the site into the live environment. 
 
VIII. Site Regression Testing in the Production environment 
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Following public release, the Quality Assurance team reviews the site in the production environment to 
ensure that the site and any supporting applications are functioning correctly. This review includes an 
automated link scan of the site to ensure all links in content and dynamic functionality point to the 
correct resources. 
 
Upon conclusion of the testing phase, BarkleyREI will transition the project assets to the Client which will 
include any non-proprietary source code and files, templates and a design style guide BarkleyREI 
developed as part of the project and initiate the launch process or work with you to support the launch and 
to ensure any that may arise are resolved in a timely fashion. 
 
We do not offer in-house hosting. However, we have helped almost all our recent clients set their site up 
with Amazon Web Services or a similar service which meets the request for Cloud-based hosting needs. 
 
TRAINING 
CMS training is yet another service that we can offer to ensure that your new website launched on time and 
reflects the vision defined in the redesign plan. Your specific training needs will be ascertained during our 
discovery sessions, and we will plan site training accordingly.  
 
In addition to on-site training, we will provide written documentation with step-by-step instructions for using 
all templates that we integrate. In addition, our technical team will prepare any documentation necessary for 
the web or IT teams in regard to custom applications we’ve developed, forms we’ve created, etc. and walk 
the Samuel Merritt University team trainers through them all via a 1-day onsite training workshop to ensure 
you are comfortable with your ability to modify them if ever needed.  
 
In addition to CMS training, we will also offer a 2 hour web content creation best practice training session 
that will cover the content-specific aspects of maintaining compliance with WCAG 2 AA sand ADA 
requirements as well as general web content creation best practices.  
 
The training workshop will be in the form of a “train-the-trainer” fashion.  
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TIMELINE 
 
We expect the redesign process to take between nine and twelve months, depending on the alacrity with 
which we can move through revision cycles. The following is an estimated timeline based on a June kickoff.  
 
 

 
Research and 
Discovery  
 

Formally planned research and 
discussions to define 
requirements and inform redesign 
recommendations 

 
 Detailed project plan 
 Audience and client research 
 Exploratory website review 
 Onsite agenda and guide 
 Onsite focus groups and working 

sessions 
 

June 

Redesign 
Strategy  
  

Comprehensive redesign plan that 
includes goals, audience insights 
and recommendations for how the 
new website will better support 
your university  

 Competitive research 
 Digital presence SWOT analysis 
 Strategic plan including vision, goals 

recommendations and measurement 
 CMS requirements outline 
 Onsite presentation 

July 

Experience 
Design 

Establish architecture, navigation 
system and visual appearance  

 Content audit 
 Analytics audit 
 Sitemap and navigation wireframes 
 Visual design 
 Onsite presentation 

Aug-Sept 

Content 
Planning 

Detailed plan that specifies what 
content should be included on key 
website pages. Also includes 
support on selecting a CMS.  

 
 Content outline (2 levels) 
 CMS recommendation and selection 
 Content inventory 
 SEO best practices guide (optional) 
 

Sept - Oct 

Template 
Design 

Development and presentation of 
individual template designs 

 Template wireframes & functional 
specifications 

 Template designs (.jpgs and .psds) 
Oct - Nov 

Template 
Development  

Build HTML templates and 
integrate into the CMS 

 Template coding 
 Additional database programming (if 

required)  
 Content templates 

Nov - Dec 

QA Testing  
Test the completed templates on 
multiple browsers and multiple 
devices 

 Review of each template 
 Log issues 
 Recheck issue to confirm templates are 

ready to be delivered to client  
Dec - Jan 
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CMS Training Training on the new templates in 
the selected CMS 

 Documentation preparation 
 Training session 

March-
April  

Content 
Migration 

The website pages on the website 
will be built using the approved 
templates 

 Content tracker updates 
 Organize content submitted by the client 
 Build individual pages 
 Consulting on pages we are not directly 

building 

Jan - Feb 

Beta Review 
and Revisions 

Client will have a 2 week period to 
provide final minor adjustments 
before the website is deployed. 

 Client review  
 Resolution of in scope issues submitted 

by client  
February 

Deployment Website launch and testing  Website launch 
 Regression testing and monitoring March 

Assessment Post-launch discussion 
 Review/feedback on redesign project 
 Discussion of Phase II opportunities 
 Pre and post-launch analytics report 

April 
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ATTACHMENT D: LOCATION OF WORKERS UTILIZED BY VENDOR 
 
  



RFP Number: 88-170047-JE Vendor: _______________________________ 

ATTACHMENT D:   LOCATION OF WORKERS UTILIZED BY VENDOR 

In accordance with NC General Statute 143-59.4, the Vendor shall detail the location(s) at which performance will occur, 
as well as the manner in which it intends to utilize resources or workers outside of the United States in the performance 
of this Contract. The State will evaluate the additional risks, costs, and other factors associated with such utilization prior 
to making an award. Please complete items a, b, and c below. 

a) Will any work under this Contract be performed outside the United States? YES  NO

If the Vendor answered “YES” above, Vendor must complete items 1 and 2 below:

1. List the location(s) outside the United States where work under this Contract will be performed by the Vendor,
any sub-Contractors, employees, or other persons performing work under the Contract:

2. Describe the corporate structure and location of corporate employees and activities of the Vendor, its affiliates
or any other sub-Contractors that will perform work outside the U.S.:

b) The Vendor agrees to provide notice, in writing to the State, of the relocation of the
Vendor, employees of the Vendor, sub-Contractors of the Vendor, or other persons
performing services under the Contract outside of the United States

YES  NO

NOTE: All Vendor or sub-Contractor personnel providing call or contact center services to 
the State of North Carolina under the Contract shall disclose to inbound callers the 
location from which the call or contact center services are being provided. 

c) Identify all U.S. locations at which performance will occur:

This Space is Intentionally Left Blank

29 of 34 

X

X

BarkleyREI, LLC
2740 Smallman Street, Suite 100
Pittsburgh, PA 15222
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ATTACHMENT E: CERTIFICATION OF FINANCIAL CONDITION 
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ATTACHMENT F: IRAN DIVESTMENT ACT CERTIFICATION 
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APPENDIX  
 
The following examples of our work demonstrate our deep experience redesigning complex yet elegant Web 
experiences for institutional clients.  For each example, we were instrumental in the planning, design, 
development and deployment of their website.  For many, we also continue to work with the clients to 
support, enhance and optimize their experiences.  
 
CASE STUDY NORTHERN VIRGINIA COMMUNITY COLLEGE – WWW.NVCC.EDU  
 
Begun in 1964, Northern Virginia Community College (NOVA) offers a quality and convenient educational 
experience at an affordable price. NOVA is the largest educational institution in Virginia and the second-
largest community college in the United States, comprising of more than 75,000 students and 2,600 
faculty and staff members. NOVA is also one of the most internationally diverse colleges in the United 
States, with a student body consisting of individuals from more than 180 countries. 
 
Located near Washington, D.C., the College includes six campuses -- Alexandria, Annandale, Loudoun, 
Manassas, MEC (Springfield) and Woodbridge; along with four educational centers -- Arlington, Reston, 
Innovation Park and ELI. NOVA is accredited by the Southern Association of Colleges and Schools and 
offers more than 160 degrees at the associate's level and certificate programs. They also offer distance 
learning programs through our Extended Learning Institute and continuing education courses through 
Workforce Development. 
 
The Opportunity: 
NOVA, having a reputation of one of the top community colleges in the nation, sought to create a single 
voice on the Web, delivering a unified presence that communicated the approachable, flexible and student-
focused feel of the college. They also aimed to support and enhance their strategic vision to become the 
Gateway to the American Dream in Northern Virginia by 2015 as well as their overarching mission: 
 

With commitment to the values of access, opportunity, student success, and excellence, the 
mission of Northern Virginia Community College is to deliver world-class in-person and online post-
secondary teaching, learning, and workforce development to ensure our region and the 
Commonwealth of Virginia have an educated population and globally competitive workforce. 

 
However, since the buildings themselves are geographically dispersed with multiple campuses and centers, 
each with their own set of faculty and personnel, and each campus and center has a unique personality it 
posed a challenge in creating a coherent look for the Website. In addition to a lack of brand messaging and 
unity, the institution struggled with some other common challenges facing many community colleges 
including but not limited to:  
 
 Needing to speak to a broad audience base with varying needs 
 Competing against the choice to not pursue higher education 
 Perceived quality of academics is not in line with the actual quality of academics (i.e. being seen as 

the 13th grade instead of a higher education institution) 
 Financial limitations for some students;  

– Some potential students lack awareness of the aid that is available 
– Some potential students are focused only on cost instead of the investment in their future 

 

http://www.nvcc.edu/
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In addition to addressing these potential barriers first-hand in an engaging, positive way, NOVA really 
wanted to improve the site’s ease of use and encourage their potential students to realize their future 
employment goals were realistic and attainable with the College’s resources. Already an incredible source of 
information, the site needed a clearer path to empower potential students to find the relevant content to help 
them make the decision to invest in their future. The College also needed help reviewing and selecting a 
new content management system (CMS) that would be the best all-around fit and ultimately allow the back-
end users to keep content fresh, organized and consistent with the look of the rest of the site.  
 
The Solution: 
To fulfill the redesign, BarkleyREI highlighted a need to create a simplified, consistent navigation hierarchy, 
examine and streamline Web copy, centralize content, and execute a bold and uplifting homepage design 
that utilized the College’s colors and provided a rotating main feature area to showcase imagery of the 
diverse student body and emphasize their real life success stories.  
 
Initially each separate campus and center had its own distinct Website, designed with its own “look and 
feel”, within the umbrella NOVA Website. As part of the strategy process BarkleyREI assessed these sub-
sites and provided recommendations on how to unify their content and build a new unified section of the 
Website to keep the individuality of the different locations.  
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Beginning in 2014, NOVA reengaged BarkleyREI to lead a second comprehensive redesign to its main web 
presence.  The previous website, while cutting edge when it launched in 2008, needed to be updated in a 
variety of ways. 
 
The three Project Goals were to:  
 

1. Recruit new students 
2. Drive student success and retention 
3. Enhance brand perception 

 
BarkleyREI identified these key strategies to achieve those goals: 
 

1. Create a student-centered user experience that balances the needs of current and future students  
2. Illustrate NOVA’s strategic vision and positioning as the “Gateway to the American Dream” via 

content throughout the website 
3. Demonstrate the NOVA Experience throughout the website, with a special focus on life outside of 

the classroom.  
 
A major challenge was to provide both college-wide and campus-specific information. This included helping 
users sort through a vast amount of program/degree/certificate content. NOVA offers 170+ majors, 
programs, and certificates alongside a robust catalog of non-credit courses. With so many offerings across 
multiple campuses, the new website needed an interface to help students better find the programs and 
campuses they want and need. 
 
Also, in order to provide a great user experience across all devices and screen sizes, we needed to use 
Responsive Web Design, which did not exist in 2008. 
 
Solutions 
 
A student-centered site architecture was key for both recruiting new students and helping drive student 
success and retention. To that end, BarkleyREI: 
 

 Directed the site’s primary navigation bar towards prospective students 
 Included supplemental audience navigation for other audiences (current students, faculty & staff, 

alumni & parents, etc.) 
 Displayed key calls to action for both current and prospective students as top navigation buttons   

 

 
 
A contemporary visual design was mandatory for enhancing brand perception. BarkleyREI created an 
engaging homepage that combined video and imagery with timely content to make a strong first impression. 
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However, many site visitors do not enter the site via the homepage. We also created compelling landing 
page templates. These templates allowed NOVA to fully convey the vast array of opportunities available to 
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students and illustrate NOVA’s strategic vision and positioning as the “Gateway to the American Dream”. 
Template components include: 
 
 Masthead photo and video gallery 
 Clean section navigation and callout boxes 
 Supplemental photo galleries 
 Map integration 
 Expandable / collapsible accordion content regions 
 The ability to pull in and display categorized events 

 

 
 
We also made finding course and program information much easier. At NOVA, some programs are offered 
on multiple campuses, while others are not. Previously, the user had to search for a specific program within 
each campus’s section of the site. If that campus didn’t offer that program, the user had to try again on a 
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different campus’s section. BarkleyREI created a centralized Disciplines pages to address this. Each 
Discipline page shows what degrees, certificates and specializations NOVA offers in that discipline, what 
campuses it is offered at, and what courses NOVA offers.  
 

 
 

(Alexandria campus section expanded) 
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Besides that, the new site features a searchable, alphabetical list of disciplines. 
 

 
 
In addition, BarkleyREI built a custom Disciplines/Programs/Classes search tool. This tool allows the user to 
filter NOVA’s offerings by degrees vs. certificates, as well as by location, class term and day of the week. 
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The new website also offers a term-specific class schedule search tool, so users can easily find all the 
pertinent what/where/when information about classes they are interested in. 
 

 
 

 
 
Combined, these tools give current and prospective students simple access to all the basic program, course 
and schedule information that they need to find the right fit for them. 
 
The redesigned nvcc.edu website launched on May 12, 2015 as the latest in a series of successful 
NOVA/BarkleyREI partnership initiatives. 
 
 

http://www.nvcc.edu/
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CASE STUDY BUTLER COUNTY COMMUNITY COLLEGE – WWW.BC3.EDU     
 
The original Butler County Community College (BC3) website was designed over six years ago. The website 
had approximately 550 active pages and was updated and refreshed over the years several times.  
 
The top priorities of the redesign were to increase the website’s ability to serve as a strong marketing tool 
for recruiting and retaining students, better communicate the brand and enhance the College’s reputation, 
better integrate all services/aspects of the College represented on the website such as credit, noncredit, 
public safety, business and industry, Foundation and alumni, etc., and leverage responsive web design 
techniques to make the website accessible and usable on a wide range of devices. 
 
Our redesign solution for BC3.edu delivered a more user-friendly and visually appealing website design that 
creates a sense of excitement about BC3 and showcases its personality, strengths and importance to 
Northwestern PA.  We were responsible for strategy, UX, usability testing (using wireframe prototypes), 
design, coding & integration, application development, content migration, SEO, CMS set up & training, and 
QA. The site was built on OmniUpdate. 
 

 
 

http://www.bc3.edu/
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BC3 offers over 60 associate degree, career, and transfer programs encompassing hundreds of courses 
and thousands of classes across 4 different campuses. Needless to say, website visitors need a simple, 
easy to use way to search these offerings to find the ones that are right for them. 
 
Our solution starts with a clean, easy to digest Programs & Classes page. This gateway page acts as a 
funnel to let visitors self-select whether they are interested in a Degree, Certificate, a single class or a 
training program.  

 
Programs & Classes page 

 

 
 

After making a selection, the user is taken to their selection’s landing page (e.g. “Degrees”). These landing 
pages include both a keyword search tool and a clear listing of topics for the user to choose from. 
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Degrees landing page 
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Upon making a Topic selection, the user is taken to a Results page which clearly lists that Topic’s results. 
The results page allows the user to narrow the results through filters for campus location, as well as for 
transfer-friendly and online offerings. 
 

 
 

Once the user makes a selection (in this example, by picking an education degree) they arrive at an 
organized, easy to digest Degree Detail page which provides details about the degree, a description of it, 
and a complete list of required classes, as well as key calls to action (apply, request info). 
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Degree Detail page 
 

 
 

All of the results data is populated dynamically. BarkleyREI’s custom-built system pulls data from the 
College’s Datatel system.  
 
Based on a solid information architecture foundation, the course/degree search tools that we have built for 
BC3 intuitively guides the user through the funnel to arrive at their destination.  
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CASE STUDY WILLAMETTE UNIVERSITY - WILLAMETTE.EDU 
 
Willamette is a nationally renowned, selective private liberal arts university in the quietly picturesque city of 
Salem, Oregon, just south of Portland. Founded in 1842, Willamette is the first university established in the 
western U.S. and has become a national leader in sustainability and civic engagement. The University hosts 
around 2,000 undergraduate and 800 graduate students, and features a residential undergraduate College 
of Liberal Arts and two professional graduate schools: the College of Law and Atkinson Graduate School of 
Management. The Pacific Northwest offers a unique American viewpoint on life, and this is reflected in the 
campus and culture of Willamette, as roughly 80% of their student base hails from Oregon, Washington, and 
California. 

 
 
Willamette’s Strategic Plan outlined the University’s goal as becoming “the Northwest’s leading institution for 
rigorous, personalized liberal arts and graduate professional education, attractive to students and faculty 
from across the nation and around the world.” The importance of portraying a coherent and authentic brand 
identity for the University across the campus, schools, print and web materials was paramount to this goal. 
Willamette’s culture attracts students are uniquely bright and talented, often contributors to the community, 
and possess a strong sense of civic responsibility that embodies the ideal of the Pacific Northwest US, and 
demonstrates lifelong value beyond the education. 
 
BarkleyREI was challenged with creating a website that spoke to the depth, vibrancy, and service of the 
Willamette University culture and community. The site would lead a new branding effort, presenting a 
unified, cohesive message showcased through student stories and meaningful, authentic content. This 
content would provide clear critical pathways for prospective students to follow, and help them decide if they 

http://willamette.edu/


 
 

 
 

61  

were Willamette material, ultimately to request more info, schedule a visit, and apply (which these three 
calls-to-actions are always present in the footer).  
 

 
 
From a technical standpoint, the site would require the latest coding techniques in responsive design to 
provide a rich, content-centric experience without being overwhelming and complex. The design needed to 
be fresh, yet still harken to Willamette’s roots but in a completely modern way.  BarkleyREI’s Process 
included: 
 
Information Design 

• Develop content outline 
• Develop information architecture and navigation system 
• Develop content strategy recommendations 
• Develop wireframe documents 

 
Creative Design 

• Fully Responsive Homepage and interior page design concepts  
• Web Style Guide 

 
Interface Programming & Development  

• Static CSS, HTML coding, XSLT, etc. 
• Production art and design extensions 
• Rigorous quality assurance testing and resolution 
• Cascade Server CMS Implementation support 

 
The key to addressing Willamette’s challenges was through telling the story of the University by answering 
questions - Why Willamette? Who is Willamette? What is Willamette? The answer is within the culture, the 
research, the academics and the storytellers themselves: The Students.  
I Am Willamette.  
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BarkleyREI designed the template for the homepage to be flexible, expandable, and rich with the content 
that draws users in to explore the story of Willamette. Users can explore more of the story by reading the 
student stories, watching videos, flipping through photo galleries, and more to get a firm sense of place. 
These in-depth experiences are the soul of the University – And they’re Only at Willamette.  
This design language is carried through the Interior Pages, which are flexible to include more depth for 
stories, but also include the necessary information that prospective students and parents are looking for, 
easily accessible and as few clicks away as possible. Related content is streamlined into the pages, 
showcasing clear pathways for the user to follow, all cohesive and consistent.  
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Student Profiles: Crafting a sense of place for prospective students is important in the decision making 
process. BarkleyREI helped demonstrate Willamette’s lifelong value proposition through in-depth student 
stories and profiles that showcase outcomes. Taking into account how important these stories were, we saw 
a need to provide a better way for these highlights, awards and research projects, to be syndicated across 
the website. We added expanded student and faculty profiles organized by program to allow for prospective 
students and their parents to easily research and view faculty resources and peers within specific 
departments. 
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CASE STUDY DAVIDSON COLLEGE – WWW.DAVIDSON.EDU  
 
Davidson College is a prestigious liberal arts college located just North of Charlotte, NC established in 1837 
with about 1900 students. Regarded as one of the top liberal arts colleges in the country, the Davidson 
Honor Code is central to student life at the college and the lives of graduates later in their careers. Davidson 
became the first liberal arts institution in the nation to replace loans with grants in all financial aid packages, 
giving all students the opportunity to graduate debt-free. 

 
Their website, after about 6 years and 19,000 pages, had begun to feel disorganized and no longer 
effectively represented the direction and the character of the school. Similarly, there was a host of user 
experience issues that had to be overcome from standalone sites to content formatting. The website lacked 
the capability to host multimedia and was inaccessible to mobile devices and had overall become 
burdensome to manage and update. 
 
BarkleyREI was brought on-board to create the new face of Davidson by redesigning and reorganizing the 
site using the latest technologies and practices. Creatively, BarkleyREI was tasked to design the site such 
that it reflects the beauty of the campus and the unique, honor-centric culture – to give prospective students 
a compelling sense of place. With that in mind, the interface and architecture are designed to help engage 
key stakeholders (recruits and alumni) while communicating Davidson’s core values and unique personality 
via any web-enabled device.  
 

http://www.davidson.edu/
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Key Features: 
 

• Responsive Design 
• Modular CMS-driven masthead components 
• Integrated homepage social hub with feeds from Flickr, Facebook, and YouTube 
• Integrated events using Dean Evans EMS with custom calendars for each department 
• Site wide news syndication with department specific feeds 
• Dynamic course listings 
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Admissions 
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Majors & Programs 
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Library 
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News Hub 
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BRIDGEWATER COLLEGE – WWW.BRIDGEWATER.EDU  
 
Bridgewater College is a private, residential, liberal arts college located in the picturesque Shenandoah 
Valley. The college provides students a choice of 62 undergraduate programs. The majority of Bridgewater 
students are from Virginia; however, the student body of approximately 1,800 full-time students represents 
residents from 28 states and 10 countries.  
 
Founded in 1880, Bridgewater College was the first co-ed higher learning institution in Virginia. The college 
was founded by Daniel Christian Flory, a leader in the German Baptist Church, which was later renamed the 
Church of the Brethren. The Brethren ideals the college was founded on are still present in on-campus 
culture today. There is an overwhelming sense of morality among students and staff in addition to a strict 
adherence to codes of conduct. Bridgewater’s goal as an institution is to educate the whole person, 
capitalizing on the value associated with a liberal arts education. 
 

 
 

Challenged with communicating the benefits of their unique, value-rich approach to learning and their 
challenging curriculum Bridgewater asked our firm to redesign their website using the latest techniques in 
responsive design. The new site would use an updated version of their current CMS, Joomla, and also 
features: 
 

 Modern web experience complete with;  

o Pages that could use multiple forms of media 

o An updated color pallet 

o A responsive design that works optimally on a variety of screen sizes 

http://www.bridgewater.edu/
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 Templates that showcase the college’s value-rich educational experience and the opportunities 
students have to learn beyond the classroom 

 Methods to market the benefits of a transformational liberal arts education to prospective students 
and their parents  

 Their outstanding faculty and the close relationship they have to their students 

 The beautiful Shenandoah Valley and the new facilities on campus 

 Useful ways donations benefit student life 

 Ways to promote public service and students’ humanitarian success 

Users visiting the redesigned Bridgewater.edu will experience intuitive navigation, omni-present CTA 
buttons, accessible content with space for multiple forms of media including large hero images that gave 
users relevancy and a sense of place. Additional features of the redesign include: 
 

 Events calendar: Bridgewater has a very active student body. As a residential college, students are 
required to live on campus; making activities a vital part of student life. Before the redesign, the 
events calendar was cumbersome for all users. We streamlined the calendar that defaults to show 
all events on page load with the option to filter events by category. 
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 Program Finder: Bridgewater’s redesigned website was intended to cater to prospective students 

and their families. A question often asked by both incoming students and their parents is whether 
the school offers a certain major. Reorganizing the areas of study page to provide a simple display 
of all programs and an easy and intuitive method to filter by major, minor, concentration or 
professional program was a top priority to both Bridgewater and to us. The updated program finder 
features color coded buttons to filter the list of programs and majors allowing an easy an intuitive 
way to acquire information from the lengthy list of available courses.  
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 Marketing Convocations: Convocations are an important part of Bridgewater’s curriculum.  The 
college hosts over 60 world-class speakers per year. These sessions are open to the public and 
serve as an important tool for Bridgewater to establish themselves as a pillar in the community. 
There is also an academic requirement for students to attend convocations.  Before the redesign, 
Convocations weren’t showcased. BarkleyREI responded with optional page elements, like the 
dynamic slider at the top of the page and large flexible content area, both of which gave the client a 
better platform to advertise upcoming speakers and celebrate key speakers from the past.  
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 Faculty & Student Profiles: The close faculty-to-student relationships are something Bridgewater 
prides itself on. These relationships provide a strong recruitment tool for those students looking to 
learn in a close-knit, family like atmosphere. Taking into account how important these stories were, 
we saw a need to provide a better way for faculty to highlight their training, awards and research 
projects, as well as to promote over-achieving students within specific departments. We added 
expanded student and faculty profiles organized by program to allow for prospective students and 
their parents to easily research and view faculty resources and peers within specific departments. 
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