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Sisters of Harrisonburg-Rockingham County to enable the 
highest level of success of the organization through 

advertising and increasing awareness within the 
community. 
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Executive Summary: 
 
 Big Brothers Big Sisters of Harrisonburg-Rockingham County aims to prevent at-

risk youth from falling prey to gangs, violence, and other trouble by matching them with 

an adult mentors for ongoing activities that foster healthy, beneficial 

relationships. Presently, Big Brothers Big Sisters of Harrisonburg-Rockingham currently 

is facing a deficit in financial and volunteer contributions, threatening the viability of the 

organization and the over 850 children between the ages of 6 and 14 that the non-profit 

group serves annually. A key segment of the general public most able to fill this void 

business professionals age forty-five and over in the local community, because these 

individuals are most likely to possess financial resources and parental experience. As a 

result, 256 Advertising has developed a marketing plan targeting this demographic in 

the local Harrisonburg-Rockingham County area. 

 The purpose of our campaign is to raise awareness amongst the targeted public 

of the organization's deficits in these areas and convert this knowledge into action on 

their part. 256 Advertising has identified traditional media, print literature, and social 

media as three marketing conduits that could be utilized. Advertising on WHSV, the 

local ABC affiliate, in the Daily News and Record newspaper, and on terrestrial radio 

comprise the first part of the agency's campaign. Secondly, redesigned print literature is 

required. Finally, the establishing a presence on popular social networking sites, such 

as Facebook and Twitter, rounds out 256's tactics. 

 Traditional media represents the most costly of the prescribed tactics, and 

comprises the largest part of funds used. Revamped literature and social media come in 

second and third, respectively. 

 Evaluation will be measured by volunteer enrollment and financial contributions 

three and six months after launch of the campaign. 
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Situational Analysis: 

 Big Brothers Big Sisters is the oldest, largest and most effective youth mentoring 

organization in the United States. Founded in 1904, the group has a mission to help 

children reach their potential through professionally supported, one-to-one relationships 

with mentors that have a measurable impact on youth. The organizationʼs vision is 

focused on building successful mentoring relationships for all children who need and 

want them, contributing to brighter futures, better schools, and stronger communities for 

all involved. 
 The chapter serving the Harrisonburg-Rockingham area was established in 1976, 

and serves over 850 children annually in the community. More than 80% people served 

are below line of poverty, which enables helping an under-served group of people.       

 The organization uses various efforts to reach their goals both financially and 

with helping the community. For instance, an annual event typically held in February 

called “Bowl For Kids’ Sake” has been successful. Also, “Little Moments” informational 

sessions provide the stories first-hand from volunteers, parents, and staff members 

about how Big Brothers Big Sisters is changing lives. These events are lunches with 

complimentary refreshments that can be held at a place of business, or for a community 

organization or other group. The group has a wish list of needed items available on their 

website. In addition, the organization has an e-mail list for a monthly newsletter and 

maintains a Facebook page along with a Twitter page.  Although Big Brothers Big 

Sisters has events and techniques in place, local volunteers, donors, and financial 

support are needed to support the mission and demands in the local community.  
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Problem Statement: 

 The organization is succeeding with its mission although limited in relation to 

volunteers and funds. Because there is a waiting list for children to participate in the 

program, awareness exists in the community. Possible donors and volunteers are less 

aware; therefore, the organization is currently lacking visibility in the local community. 

Social media outlets are highly popular to attract visitors. Older age brackets provide the 

bulk of donations and are more likely to be aware of the company with a catchy tag line 

and well-designed literature.  
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Opportunities: 
 Children participating in the program are more likely to avoid substance abuse, 

have better abilities to make decisions, and avoid delinquency. The cost is 

approximately $88,000 a year to support a child in juvenile detention. In contrast, the 

cost is about $1,000 to support a child in the Big Brothers Big Sisters program. National 

research has shown that positive relationships between youth and their mentors have 

had a direct and measurable impact on children's lives. Children who participate in the 

program are more confident in their schoolwork, able to get along better with their 

families, and less likely to engage in negative behaviors, such as drugs and alcohol use. 

 
 
 
 

 
 
 
 

 
 
 
 

 
         
 
 
 

 
 

 



 

Big Brothers Big Sisters- 256 Advertising Campaign- Spring 2010  
5 

Publics: 

 Currently, 70% of the volunteers at the organization are college students. The 

typical donor market is between ages 25-40; therefore, this campaign hopes to target 

the 45 and older population who tend to be larger donors. 

 This target market is traditional when it comes to media such as newspapers, 

television, and radio, but is willing to learn about social media. Many are well-educated 

Baby Boomers who have learned to adapt to new technologies. According to a Nielsen 

Home Technology Report, 57% of Baby Boomers have internet access at work, and 

69% have the technology at home. In addition, 47% have at least one profile on a social 

network site.                   

 When it comes to charities, boomers are very willing to donate time and money. 

In a report by Focalyst, 80% of Boomers are willing to volunteer for good causes and 

57% also support companies that give back to their community. 
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Goal: 
This advertising campaign is focused on increasing awareness of the organization 

within the local community of Harrisonburg-Rockingham, which can contribute to 

additional volunteers and donations. 
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Objectives: 

1-To increase the number of visitors to the organization's website by 25% within 6 

months.  

2-To have at least a 25% increase in the number of participants from last year to this 

year in the primary fundraising event, Bowl for Kids’ Sake.  

3-To increase the number of informative presentations given at local events by 25% 

within six months.     

4-To make Big Brothers/Big Sisters of Harrisonburg-Rockingham County the most 

identifiable child-focused philanthropic organization among those ages 45 and older in 

the Harrisonburg/Rockingham County community within six months. 
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Traditional Media Tactics:  
 
Print Advertising: 
What: Purchase advertising space in the local newspaper. 
Where: Harrisonburg's Daily News Record 
When: Saturday edition 
Why: 
-The dominant segment of print media's audience overlaps with the targeted donor and 
volunteer demographics of this campaign. 
-The newspaper represents the sole daily news publication serving the Harrisonburg 
and Rockingham communities. Big Brothers Big Sisters should expand their awareness 
in older niche markets. 
-Print advertisements combine visual qualities of color and the ability to accommodate 
additional organizational and event details that a short television or radio spot cannot. 
-The paper doesn't print on Sunday, so Saturday's edition is popular with its expanded 
classifieds section. 
 
Television Advertising: 
What: Purchase advertising spots on local television channel. 
Where: WHSV TV-3, an ABC affiliate 
When: Daily, during early morning and evening programming 
Why: 
-The station's evening line-up between 6 and 8 p.m. hosts local and world news, along 
with syndicated game shows Wheel of Fortune and Jeopardy— all of which attract the 
targeted audience. 
-Good Morning America airs from 7 to 9 a.m. and is popular with the working 
professionals as they prepare to start their days. 
-TV-3's long-running "Children First" campaign gives the station visibility amongst 
community members wanting to give back to local youth. 
 
Radio Advertising: 
What: Advertising spots during weekdays 
Where: WKCY (AM 1300) and WSVA (AM 550) 
When: Early morning and early evening during typical commuting periods 
Why: 
-WSVA and WKCY are the talk radio sources in Harrisonburg and Rockingham County, 
a leading format amongst the older, target demographic. 
-WKCY provides Internet broadcasting of its terrestrial radio programming, allowing for 
a larger audience for advertisers. 
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Social Media Tactics: 
 
Twitter: 
What: Revamping the current Twitter feed. 
-Regular tweets on events and fund drives 
-Drive traffic to non-profit's website by posting links to updated website content, such as 
photos, leadership changes, and other similar news. 
-Gain and engage followers by asking for feedback 
Where: <http://twitter.com/BBBSHR> 
When: Continuously 
Why: 
-Ability to disseminate messages to an audience in an easily digestible format. 
-Large and rapidly growing audience.  
-Ability to reach constituents in an environment they can access at any time. 
 
Facebook: 
What: Create a Facebook Fan Page dedicated to local chapter of Big Brothers Big 
Sisters 
-Assign a named, dedicated person to run the page. This puts a real face behind the 
messages to make the effort genuine. 
-Post photos and videos of volunteers and kids in action. 
-Promote upcoming fundraising events. 
-Engage fans of the organization by asking for feedback on improvements that can be 
made to the non-profit's events. 
-Allow volunteers to discuss and upload photos from their own activities with the 
children they mentor, pending privacy laws. 
Where: Facebook 
Why:  
-Facebook is the largest social networking site in the world with more than 400 million 
users. Those over age 50 represent a fast-growing segment of its population. 
-"Fan pages" provide support for multimedia, a key facet for engaging a visually 
stimulated audience. 
-The pages provide a forum for dialogue, a crucial element of any campaign, via the 
page's "wall," where both the host of the page (organization representative) and 
supporters can speak to each other. 
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Brochure Analysis 
 
The suggested fonts for Big Brothers Big Sisters promotional material are Palatino and 

Papyrus, shown below. These two fonts are sharp and connote a business like feeling. 

The people reading this brochure will be adults interested in donating or volunteering. 

The current font choice and spacing of the words creates a simple and child-like 

appearance. Although this program is designed to help children the brochure does not 

need to appear childish or be geared to a child audience.  

 

 
 

The colorings throughout the pages of the folder are not cohesive either. Primary and 

secondary colors are used which also cater to a child-like appearance. These colors 

may be used but in a manner where the material and information provided is readable. 

Keeping the folder easy to read with hints of color will make the folder appeasing to 

read. 

 

The following pages are examples created for the Harrisonburg Rockingham branch of 

Big Brothers Big Sisters. This team has created samples in which the illustrated fonts 

and color suggestions appear. We believe that these pages take the useful information 

provided in the folder and organize it in a reader friendly manner.  

 

The “Report to the Community” information, the “Little Moments, Big Magic” pamphlet 

and the newsletter have not been edited as the team feels these materials present the 

information in an effective manner.   
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Media Timing and Objectives: 
 
 
 

 
        
Tactic Objectives May June July Aug. Sept. Oct. Nov.  

Print  2,3,4                

TV 2,3,4                

Radio 2,3                

Social 1,2                

  Launch  
    3 
months   

    6 
months  

 

 
 
 

Schedule: 

The launch of the campaign will focus on creating awareness of the website, a touch 
point for donating and volunteering, and the various events put on by BBBS. Television, 
radio, and social media will all be utilized to meet these objectives. In the subsequent 
months, print ads will be added to the mix in order to make the Big Brothers Big Sisters 
name more prominent in the everyday lives of the readers.  These ads will follow a 
“flighting” pattern of a few months on and a few off, so the ads are fresh and new. 
Television ads will follow a similar pattern, so current issues such as events and the 
need for volunteers and money can be addressed. Radio ads will mainly be used at the 
launch, just to create more awareness though an additional vehicle. Social media of 
Facebook and Twitter will be continuous to provide updates. Through this media mix, 
the ultimate objective is to make Big Brothers Big Sisters the most recognizable child-
focus philanthropic organization in the area. 
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Traditional Media Budget: 
 
 
 
Tactic Unit Cost Quantity Total Cost 
Print Advertising $31 per Saturday 6 weeks $186 

TV Advertising $1,500 for a month 
on local TV 

4 months 6,000 

Radio Advertising $25 per spot 150 spots in three 
months 

2,500 

Total   $8,686 
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Evaluation and Summary: 

 
 Measuring the effectiveness of the 256 Advertising campaign for Big Brothers Big 

Sisters of Harrisonburg- Rockingham County will center on growth in volunteer ranks 

and increased financial contributions. Implementation of our suggested actions in 

intended to create an impact felt within 180 days. As a result, six months past the 

campaign's inception the number of volunteers and volunteer hours committed to the 

organization will be determined and compared to those at launch. Concurrently, one-

time and regular donations, along with funds generated from fundraising events during 

the period, will be evaluated against the same time frame from the year prior. 

 Attaining the aforementioned goals is dependent upon reaching the campaign’s 

objectives.  Six months after launch, traffic to the organization’s website will be 

measured using a website counter and benchmarked against prior trends.  Also, a count 

of informative presentations made in the period will taken. The one hundred-eighty day 

mark will also require a survey to be distributed to a representative sampling of the 

targeted audience, asking what group they deem to be the most child-focused 

philanthropic organization in their locality  Rounding out the evaluation will be 

measurement of participation in next year’s Bowl for Kids’ Sake fundraiser, compared to 

that of the previous year’s. The event’s late winter date will mean that it will serve as a 

barometer of the campaign’s long term resonance with the target audience. 

 256 Advertising’s campaign for Big Brothers Big Sisters of Harrisonburg-

Rockingham County is a comprehensive campaign focused on utilizing both traditional 

and new media. The campaign’s affordable budget and easily implemented tactics allow 

for attainable success. Measurement in the months after inception and after next year’s 

Bowl for Kids’ Sake fundraiser ensures the organization’s limited resources are wisely 

invested. We hope that the end result using our campaign’s techniques will be a 

stronger Big Brothers Big Sisters chapter able to fulfill its mission of serving at-risk youth 

in the local community. 
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Quick Facts 
All are welcome  - Novice to Experienced 
All bikes welcome - No Interstate riding 

 

How much is the entry fee? 
 For riders the fee is $25.00 and $15.00 for passengers.  
 However any registrant who raises more than $100 rides for free! 
 

How do I get pledges or raise money? 
 Ask friends, family, and co-workers to support your participation in this ride for the great 

cause of Big Brothers Big Sisters mentoring services. 
 Complete your name on the pledge form then simply ask people for support.   
 Supporters fill out the area on the pledge form with their contact information or you can 

complete it for them.   
 BBBS gratefully accepts any amount they wish to contribute. 
 Please collect the money from them before the event and bring it with you when you 

register.  Big Brothers Big Sisters will send financial contributors a receipt for tax 
purposes. 

 

What form of payment is accepted? 
 Cash, check, and money order are preferred 
 Credit Card payments can be accepted.  

 
Can children ride as passengers? 
 Minors under the age of 18 must have a parent/legal guardian present to sign a written 

waiver for each minor. Minors may participate as passengers only (not as riders). 
 

How long is the ride? 
 The ride covers approximately 100 miles with fuel/snack stops available. 
 Departures will begin at 10:00. 
 Post Ride Lunch and entertainment will be from 12pm- 2pm 
 

Where does the ride go? 
 The ride leaves from Blue Ridge Power Sports and travels through the rolling hills of the 

beautiful Shenandoah Valley.   
 Detailed maps with defined stops will be handed out at registrations the day of the ride. 
 

Do I have to ride in a large group? 
 No.  A main group will leave around 10:00 AM but we will announce that anyone wishing 

to ride separately may leave earlier or after the main group leaves. 
 

Do I have to ride the whole ride? 
 No, if you have paid your registration fee and just want to ride locally you can. 
 All riders are welcome to come back to Blue Ridge Power Sports between noon and 2 

PM for free lunch, door prize, live music and fellowship. 
 

What’s included for the registration fee? 
 A great route map, a goody bag, eligibility for door prize drawings, lunch and 

entertainment (between 12-2 PM) 
 The first 100 bikers to register will receive a free commemorative pin. 
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Helpful Information about Big Brothers Big Sisters 

What is Big Brothers Big Sisters? 

Big Brothers Big Sisters is a non-profit agency that matches children with adults who 
help by simply being a special friend. Big Brothers Big Sisters of Harrisonburg and 
Rockingham County is an affiliate of the nationally-known youth development 
organization, Big Brothers Big Sisters of America. 
  
What is a "Big?" 
Bigs are our volunteers. Bigs are men and women who are at least 18 years old and 
have the desire to bring little moments of BIG magic into a child's life. Big Brothers and 
Big Sisters offer friendship and support to their Little Brothers and Little Sisters on a 
one-to-one basis. 
  
What is a "Little?" 
A Little Brother or Little Sister is a child in our program between ages 6-14. Our Littles 
come from diverse ethnicities, cultures, and socio-economic backgrounds and live in 
Harrisonburg and Rockingham County. 
  
How do the children and parents get into the BBBS program? 
All of the children and their families join Big Brothers Big Sisters because they want to 
get involved with a positive program that works. They usually hear about us through 
word of mouth, from their friends, relatives, schools, and other Bigs and Littles. To enroll 
your child, contact BBBS at 540-433-8886. 
  
What is a "Match?" 
A match is the pairing of one adult (a Big) to one child (a Little). In order to make the 
best possible match, Big Brothers Big Sisters takes many factors into consideration 
when matching children with volunteers, including parent and volunteer preferences, 
geographic and time constraints, as well as similar interests and shared activities. We 
want every match to succeed -- so we put time and effort into making sure it does! 
  
What is the benefit of Big Brothers Big Sisters? 
That's the magic of the program. While you're having fun with your Little you probably 
won't realize the tremendous difference you are making. Statistics from the Big Brothers 
Big Sisters of America Impact Study, conducted by the national research firm 
Public/Private Ventures, showed that Little Brothers and Little Sisters were: 

• 46% less likely to start using illegal drugs 
• 27% less likely to start drinking alcoholic beverages 
• 52% less likely to skip a day of school and 37% less likely to skip a class 
• 33% less likely to hit someone 
• generally were engaged in better relationships with their parents and peers 

  
 
 
Does being a Big Brother or Big Sister require experience? 

http://ppv.org/
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You do not need any special skills or experience to be a Big. Just spending time and 
caring about your Little makes a difference in the life of a child. We were all kids once, it 
does not take special skills to be a friend. 
  
Why should I become a Big Brother or Big Sister? 
Many Bigs describe their experiences with their match by saying, "I get to be a kid 
again" and you won't have to worry about your job, classes, or bills! Even better, you'll 
make a BIG difference in your community and in the life of a kid. Not only can you be 
there when it happens, but you can be the reason it did. Youth development experts 
agree that, in addition to their parents, children need additional supportive, caring adults 
in their lives. 
  
Does being a Big Brother or Big Sister take a lot of time? 
As a Big Brother or Big Sister you decide your own schedule with your Little Brother or 
Little Sister. The days and time you spend with your Little are up to you. We only ask 
that you maintain regular contact with your Little on a consistent basis. You will see your 
Little Brother or Little Sister several times a month and do things that you already do. 
The average outing is anywhere from one to four hours. 
  
What do Bigs and Littles do together? 
Bigs and Littles share everyday activities: playing sports, seeing movies, cooking, going 
over schoolwork, visiting museums, washing the car, taking walks, volunteering in their 
communities, or just hanging out. Most everything that Bigs and Littles do together is 
fun and beneficial to both the adult and child. 
  
Does it cost a lot of money to be a volunteer? 
The idea is not to spend a lot of money, but instead to spend fun, quality time with a 
child. You can take a hike, go jogging in the park or just talk. It does not have to cost 
anything. There are many no cost activities which you can enjoy such as going for a 
walk, playing catch, or just talking. In addition, the agency schedules periodic free or 
low-cost activities for our matches which we encourage you to attend. Also, when you 
are matched, we'll give you a list of area businesses and restaurants that offer discounts 
to our matches. 
  
As a Big, what kind of support will I get from Big Brothers Big Sisters? 
Each match has a professional Match Support Specialist who is there to support the 
child, parent and volunteer. The Match Support Specialist maintains regular contact to 
help with any problem solving, provide feedback and support and ensure that the match 
is making progress. 
  
What is the application process like to be a Big Brothers Big Sisters volunteer? 
The application process to become a volunteer depends on how quickly you get your 
application materials to us. The Application process includes a personal confidential 
interview, a criminal background check, driving record check, personal and professional 
references. 

Organization Wish List 
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 HELP US CUT OVERHEAD COSTS! 
You can help us spend money on the things that matter: building up the youth of our 
community. Big Brothers Big Sisters will gratefully accept donations for any of the 
following items. 
 
Donations can be brought to BBBS, 225 North High Street, Harrisonburg. Call 433-8886 
with any questions. 
 
OFFICE SUPPLIES 

• White copy paper 
• Classification file folders 
• Postage stamps 
• Sticky notes 
• Calculators 
• Staplers 
• Hole punch 
• Cardstock paper 
• Ink cartridges (HP12A, HP15A, HP15X) 
• Paper plates, napkins, cups, and silverware 

SUPPLIES FOR OUR BUILDING 
• 5 new desk chairs 
• Plastic Chair Mats (that go under desk chairs) 
• 15 comfortable (possibly folding) chairs 
• Cleaning supplies, including a vacuum 
• New carpet 
• An outdoor shed to house supplies 

TECHNOLOGY NEEDS 
• Projector screen  
• Laptop computers 
• 20 USB flash drives for staff use 

FOR BIG-LITTLE MATCHES TO USE TOGETHER 
• Books or games 
• Tickets to sporting events or other activities 
• Foods/snacks/beverages for match activities and volunteer trainings 

OTHER 
• Host an informational meeting 
• Sponsor or host a group activity 
• Donations for Auction Items 
• Sponsor 5 existing matches for 1 year 
• Bowl for Kids' Sake Grand Sponsor (event held every February) 

 
 
 

1/27/10 
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To: Brenda Wilberger 
From: Laura Pond (pondlj@jmu.edu) 
Team 4 (Michael Estes, Sarah Pryor, Angela Marino, Michelle Ackerman) 
James Madison University SMAD 256 class - Principles of Advertising 
 
 Thank you for your visit to class this past Monday morning. We are looking 

forward to working with you and the Big Brothers Big Sisters agency of the 

Harrisonburg-Rockingham area. From the discussion in class earlier, we have learned 

the current situation and possible opportunities for your organization. 

 Through working on marketing and advertising strategies for the Big Brothers 

Big Sisters, our team hopes to target possible donors and volunteers in order to increase 

their involvement, both financially and through mentoring efforts. In addition, we 

intend to focus on establishing better media to increase awareness of the organization 

and its benefits to the local community through helping children. 

 The team believes it is important to stress the fact that the local community is 

enriched through this organization. The idea that time and money donated is staying 

close to home to help local children could potentially be a selling-point for people 

interested in contributing to the foundation. Through mentoring a child, we understand 

that he or she is more likely to have higher levels of confidence, better relationships 

with peers, a better outlook on the future, and improved academic performance in the 

classroom. Focusing on the benefits to the child in the program may be important to 

possible donors in volunteers who hope to give back to the community. Our team hopes 

to make a difference for the Big Brothers Big Sisters organization through devising a 

strategic marketing and advertising plan to increase awareness in our local community. 

Laura Pond 
pondlj@jmu.edu 

3/14/10 
To: Brenda Wilberger 
From: Laura Pond (pondlj@gmail.com) 
Team 4 (Michael Estes, Sarah Pryor, Angela Marino, Michelle Ackerman) 

mailto:pondlj@jmu.edu
mailto:pondlj@jmu.edu
mailto:pondlj@jmu.edu
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James Madison University SMAD 256 class - Principles of Advertising 
 
 Thank you for the opportunity to speak with you about our ideas recently. As 

time is progressing, we are continuing to research and understand the needs of the Big 

Brothers Big Sisters organization.  

 Through working on marketing and advertising strategies for the Big Brothers 

Big Sisters, we still are confident that it is most important to increase the presence and 

name recognition of the organization throughout the local community; therefore, to 

reach more individuals in the community who would be willing to help is essential.  

 We have considered several possible tactics to get the name and purpose of the 

organization out to the local community. It would be beneficial to advertise or obtain 

news coverage on the local ABC news station, WHSV 3.  In addition, the Daily News 

Record tends to be read by older, working professionals, so coverage or advertising 

using that outlet help obtain volunteers and/or donations. Also, to appeal to the online 

crowd, we think that creating and maintaining a Facebook fan page for the organization 

could increased awareness of specific current events. By having a Facebook presence, it 

would be possible to have status updates that would appear on the main news feed 

pages of the page’s followers. With more consistent reminders and presence in the 

community and to local citizens, we hope to help the Big Brothers Big Sisters 

Organization satisfy their needs by using techniques of Advertising. 

Laura Pond 
pondlj@gmail.com 

mailto:pondlj@gmail.com
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Survey: 

What organization is at the forefront of improving the lives with at risk youth in the 

Harrisonburg and Rockingham County? 

 

 

Besides the group highlighted in your answer to the first question, what other 

organizations are you aware that are working in this sphere? 

 

 

Do you recall specific instances where you were informed about any of the groups and 

their involvement in the community? 

 

 

Were you unaware of any of these organizations six months ago? 
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Potential Media Contacts: 
 
 

Radio Contacts 
 

News/Talk WKCY-AM 
AM 1300 | AM970 
 
Address: Clear Channel Radio 
  207 University Boulevard 
  Harrisonburg, VA 22801 
 
Phone:  (540) 434-1777 
 
E-mail:  General:  
  Steve Knupp 
  steveknupp@clearchannel.com 
 
  Advertising: 
  Mike Chiumento 
  michaelchiumento@clearchannel.com 
 
 

WSVA 
News Radio 550AM 
 
Address: News Radio 550AM 
  P.O. Box 752  
  Harrisonburg, VA 22803 
 
Phone:  (540) 434-0331 
 
Email:   General:  
  Susanne Myers 
  smyers@valleyradio.com 
 
  Sales:  
  Dennis Burchill 
  dburchill@valleyradio.com 
 
 
 
 
 
 
 
 
 
 

mailto:steveknupp@clearchannel.com
mailto:michaelchiumento@clearchannel.com
mailto:smyers@valleyradio.com
mailto:dburchill@valleyradio.com
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Newspaper Contacts 
 
Daily News-Record 
 
Address: 231 South Liberty Street 
  P.O. Box 193 
  Harrisonburg, VA 22801 
 
Phone:  (540) 574-6220 
 
Email:  Advertising Director:  
  Steve Turner 
  sturner@dnronline.com 
 
  Advertising Sales Manager:  
  Roland Windmiller 
  rolandw@dnronline.com 
 
  Multi-Media Advertising Coordinator:  
  Canessa Collins 
  ccollins@dnronline.com 
 
 
 

Television Contacts 
 
WHSV-TV3 
 
Address: 50 North Main Street 
  Harrisonburg, VA 22802 
 
Phone:  Business: 
  (540) 433-9191 
 
  Toll Free: 
  (888) 801-1883 
 
  Fax: 
  (540) 433-4028 
 
  News Fax: 
  (540) 433-2700 
 
  Director of Sales: 
  Jamey Hansbrough 
  (540) 433-9191, ext. 159 
 
Email:  Director of Sales: 
  Jamey Hansbrough 
  jameyh@whsv.com 
 

mailto:sturner@dnronline.com
mailto:rolandw@dnronline.com
mailto:ccollins@dnronline.com
mailto:jameyh@whsv.com

