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United Way of Tompkins County (UWTC) is a non-profit organization with the mission of “help-
ing people meet their immediate, basic needs while creating lasting change by strengthen-
ing the three building blocks for a good life: education, financial stability and health”.  I was 
hired during a time of transition for the organization.  With the loss of the COO and a Rela-
tionship Manager at the same time, I was hired to fill facets of both roles with a newly cre-
ated role as the manager of the Resource Development Department.  

My primary responsibility was to oversee the annual fundraising drive, a $1.9 million commu-
nity-wide campaign.  The United Way fundraising model is unique in that the majority of the 
funds come from workplace giving rather than individual appeals.  The UWTC community 
campaign consists of over 200 independently organized workplace-based employee giving 
campaigns that range in size from 3 or 4 employees to 15,000+ employees.   In order to help 
train the volunteers that run these campaigns within each organization, my team and I cre-
ated a manual and supplementary resources that each volunteer had access to.

Fig. 1. ECC Guide Cover

Fig. 2. “FUNraising Ideas”
Campaign Collateral

Fig. 3. “How Your Gift”
Campaign Collateral

CASE STUDY:  
 UNITED WAY OF TOMPKINS COUNTY
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The direct mail campaign includes over 800 individuals and local businesses that receive 
appeal letters.  My team and I created the various appeal letters that were sent to different 
donors, as well as the thank you letters that were sent to everyone that contributed to the 
campaign.

In order to effectively 
manage this cam-
paign, I worked with 
a committee of volunteers that would help reach out 
to the local organizations and follow up with each 
organization one-on-one.  As the staff lead for the 
campaign committee, I was responsible for analyzing 

the campaign, looking for trends, and keeping 
everyone on the 
committee up to 
date on campaign 
progress through 
weekly reports and 
bi-weekly meet-
ings.  

Fig. 4. Appeal Letter - 
Corporate Cornerstone Partners

Fig. 5. Thank You Letter - 
Individual Donor

Fig. 6-10. 
Campaign Reports & Analytics
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Marketing responsibilities also fell within the scope of my 
responsibilities, including scripting radio ads, overseeing 
UWTC’s social media presence, writing press releases, and 
designing collaterals for print and digital mediums.

For the national day of giving, Giv-
ing Tuesday, UWTC had tradition-
ally worked with the giving plat-
form GiveGab to run a day-long 
campaign to solicit donations.   
This strategy had garnered a lot 
of negative feedback due to the 
inundation of e-mails people typi-
cally receive that day asking them 
to make a gift.  As a result, I sug-
gested a different strategy for en-
gaging our donors and volunteers.  
We ran a hashtag campaign on 
social media asking people to 
share why they support UWTC, 
and recruited a corporate sponsor 
who was willing to make a contribu-
tion every time the post was shared.  
This campaign nearly quadrupled the 
income we received from Giving Tues-
day, built a partnership with a new 
corporate donor, allowed us to collect 
testimonials for use in future marketing 
materials, and had the largest reach 
of any post we had ever released on 
social media.

Fig. 11. Program Insert

Fig. 12-13. Website Banners

Fig. 14-17. Social Media Posts
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When I started this role, we we were producing a generic 
digital newsletter that was distributed to +/- 2300 contacts 
monthly.  While we were 
achieving industry stan-
dard open rates of 20-
25%, we didn’t believe 
like this tool was being 
used as effectively as it 
could be.  As a result, we 
transitioned to a weekly 
newsletter with short 
1-2 sentence updates, 
blurbs, campaign high-
lights, and infographics 
that demonstrated the 
impact that UWTC was 
having throughout the 
community.  Additionally, 
we created a monthly 
deep-dive newsletter 
that would rotate focus 
through the three impact 
areas that UWTC sup-
ports (education, finan-
cial stability, and health).  
Before transitioning to this 
new format, I cleaned 
up our contact lists and 
we were able to main-
tain our open rates while 
doubling the distribution 
list (+/- 4700 contacts).

 I was also responsible for planning 
and executing an annual slate of 
community events.  This included 
overseeing each element of a va-
riety of events, from designing and 
mailing event invitations, to booking 
venues, caterers, and performers, 
ordering supplies, drafting talking 
points for speakers, and performing 
on-site event direction and volunteer 
management.  

Event Photos Link:  https://www.flickr.com/
photos/tompkinscountyunitedway/albums

Fig. 18-20. “Wake Up Wednesday”
E-mail Newsletters

Fig. 21. Event Flyer

Fig. 22. Annual 
Event Calendar
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 In addition to our community campaign and marketing ac-
tivities, UWTC’s board decided to take on the role of com-
munity organizers in response to the series of natural disas-
ters that took place in fall of 2017.  I was the primary liaison 
and managed all of our efforts surrounding the disaster 
relief response.  This included creating a community-wide 
fundraising campaign that directed over $35,000 to areas 
that were impacted by the Hurricanes that devastated 
Houston, Puerto Rico, Florida, and the US Virgin Islands.  I 
also worked with volunteers and partners in the community 
to organize a supply drive that sent 3 truckloads of supplies 
and 20 generators to those that were affected by these 
disasters.  

United Way Worldwide recognized these 
efforts in a blog post titled “Volunteers 
Help Storm Victims From Afar”.

Blog Link:  https://www.unitedway.org/blog/
volunteers-help-storm-victims-from-afar

Fig. 23. Infographic

Fig. 24. Press Release

Fig. 25. Poster

Fig. 26. Supply Drive Volunteers



9

CASE STUDY:  
 UNITED WAY OF KOSCIUSKO COUNTY

United Way of Kosciusko County is a non-profit organization that focuses on commu-
nity issues in the areas of health, income stability, and education.  I joined the organi-
zation as the Campaign Coordinator, and my responsibilities included oversight of all 
marketing and fundraising activities within the organization.  United Way of Kosciusko 
County runs a single campaign in the fall of each year, bringing in around $1.6 million 
in funds which are later allocated to local non-profits that are working on issues related 
to United Way’s mission.  The fall campaign primarily takes place in local businesses 
that allow United Way to directly solicit their employees through a combination of 
events, marketing materials, and direct appeals.  Employee donors typically are given 
the opportunity to donate to United Way directly through payroll deductions, and busi-
nesses are asked to contribute corporate gifts as well.  

When I began my experience with United Way, I was trained on the techniques that 
had been used for many years within the organization, but were quickly becoming 
out-dated.  Each year the funds raised were dropping as more businesses stopped 
running the campaign, and more employees failed to see the value of United Way.  
After a great deal of in-depth research into donor trends within the organization I 
determined that part of the problem was that we were doing very little to connect 
with our donors.  We simply came in once a year, asked for money, and they wouldn’t 
hear from us again until the next campaign season.  As a result, I made it my goal to 
transform the organization from a transactional model of fundraising to a relationship-
based model.  I began this transformation by proposing a new, aggressive marketing 
plan that included a community kickoff event, resurrection and revamping of the most 
recognized United Way icon in our community - the campaign thermometer, quarterly 
contact with all donors, a thank-a-thon phone bank event following the fall cam-
paign, and small community service events geared at engaging donors in projects 
related to the United Way mission.  

As part of this new marketing plan, I also decided it was time for the organization to 
embrace social media, which had not been utilized in any significant manner up to 
that point.  I gathered research on social media policies and content calendars to 
create a formal plan, and set up accounts on Facebook and Twitter for the organiza-
tion to begin to create an online presence.  I later created an internship program for 
the organization and hired an intern to work on the social media content. 
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I overhauled several pieces of 
content for the campaign cabinet 
to reflect this new model for fun-
draising.  The campaign cabinet 
is a group of volunteers that I was 
responsible for recruiting and orga-
nizing to help with the initial steps 
of the fall campaign.  I created 
a new training manual for these 
volunteers as well as a powerpoint 
presentation to accompany it.  

I also created a new flyer 
to be distributed at cam-
paign events, called “What 
A Dollar Buys” geared 
at showing people that 
even a small donation or 
increase in their previous 
donation could make a 
tremendous difference in 
our community.  This piece 
won 3rd place in the print 
media awards for the Indi-
ana Association of United 
Way’s “GEM Communica-
tion Awards”.  
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As a first attempt at communicating directly with our donors outside of campaign sea-
son, I created our annual report to showcase the amazing work that the organization was 
able to accomplish with the money we had raised.  Historically, the report was paid for 
by the organization, outsourced to another company, and disseminated to a handful of 
companies the organization partnered with.  I brought production of the report in-house, 
writing the content and designing the report myself.  I also recruited a sponsor to pay for 
the report to be printed and mailed to each of the companies we had worked with and 
all of the 5000+ donors who had been a part of the campaign.  
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When our Executive Director of 15 
years announced her retirement, 
I was asked to create the press 
release and submit it to the local 
media.  

As we started to try and increase our marketing ef-
forts, we assembled a Marketing Committee from 
members of the Board of Directors and community 
volunteers.  I was responsible for overseeing this 
committee, and one of the first projects we worked 
on was a newspaper piece intended to give peo-
ple a behind-the-scenes look at how the funds 
raised are allocated within the community.  Fund 
allocation is a commonly cited reason that people 
have severed their support for United Way, so we 
felt that transparency and inclusion in the process 
was the best way to address the issue.  

The organization hosts an annual 
meeting each year in February, 
and I was responsible for plan-
ning and organizing the event, 
as well as finding sponsors.  His-
torically, small gifts were given 
to all that attended this event.  
However, in an effort to become 
more engaged with the orga-
nizations we supported and to 
focus the attention on the work 
that was being done in the 
community, we put together a 
slide-show highlighting our part-
ner organizations and utilized 
the “gift” money to give an ad-
ditional donation to one of the 
partner programs, whose name 
was drawn in front of the crowd 
during the presentations.  
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CASE STUDY:  
 THE STUDIO

The Studio was an arts and crafts supply store with an on-site coffee shop located in 
Warsaw, Indiana.  The concept for The Studio was an idea that I developed while I was 
studying at Purdue to meet the need in my hometown for a place to buy craft sup-
plies, get inspired with project ideas, and have a space where people could gather 
together and do something fun and creative.  After researching the market and cre-
ating a comprehensive business plan, I moved back to Warsaw where I renovated a 
commercial building and launched the business.  As the owner and manager of this 
store, I was responsible for overseeing every aspect of this business from start to finish, 
which encompassed all of the responsibilities of starting a new retail store as well as 
those involved with starting a new restaurant.  

I opened the business with a staff of 6 and gradually grew to a staff that included 10 - 
12 people at any given time.   As the sole proprietor of the business, I was responsible 
for hiring, training, scheduling, and managing the entire staff.  This included interview-
ing job applicants, developing an employee manual, administering payroll, creating 
a training program for new hires, handling employee issues and disputes, generating 
weekly work schedules, and delegating tasks and responsibilities as needed.   I worked 
with each of my employees to create an environment that would allow them to work 
independently and to bring their own ideas to the table to improve our brand.  Our 
goal as a team was to make The Studio feel like a second family for everyone that vis-
ited the store.  We focused on making customer service our number one priority, and 
this helped us to develop a very loyal customer base.

In order to keep track of the inventory and supplies for our store, I set up and trained 
the staff to use Quickbooks Point of Sale along with a number of custom excel spread-
sheets which I created and updated regularly.  I oversaw all aspects of purchasing for 
the store and the cafe.  To determine the appropriate products for our market, I at-
tended numerous trade shows for the coffee industry, the food industry, and the craft 
and hobby retail industry.  I researched and selected the merchandise and vendors 
we worked with, placed and tracked orders as needed, and oversaw all of the ac-
counting for the business to be sure that vendors, taxes, employees, and bills were 
paid on time.  Since we sold both new and pre-owned craft materials and equipment, 
I was also responsible for negotiating purchases of large lots of crafting materials from 
individuals looking to sell their items, paying the sellers, and determining appropriate 
pricing for the items we acquired.  
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My background in marketing 
and communication was very 
helpful in determining new 
and interesting ways to get 
the word out about The Studio 
in the area.  Warsaw is a small 
town and at the time that I 
launched the Studio, there 
were no other craft stores in 
the area and only one other 
locally-owned coffee shop 
which had opened nearly a 
decade earlier and was de-
clining in popularity. 

The first Starbucks in the 
area opened just after I be-
gan renovation of my build-
ing, which forced me to try 
and find a way to break 
into the limited customer 
base with a unique brand 
identity.  I chose to focus The 
Studio brand on being a very creative 
atmosphere that was community-mind-
ed and customer friendly.  To do this, I 
partnered with local charities to donate 
a portion of the profits from The Studio 
back into the community.  The goal was 
to make people realize that they could 
give back to their own community ev-
ery time they drank their morning latte, 
and to make the Studio’s logo synony-
mous with helping others in the commu-
nity.  This was a very popular concept 
that garnered a lot of positive media 
coverage and customer feedback.
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In terms of the ways in which I marketed 
the Studio, my budget was very limited, 
so I did all of the design work myself using 
Adobe Photoshop and InDesign, and uti-
lized inexpensive channels such as social 
media (Facebook, Twitter & Foursquare) 
and word of mouth as much as possible. 
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I also created and updated a web-
site for The Studio using Weebly.

I did some event marketing by donating our coffee catering services at local fun-
draising events and participating in the local 4H Fair as well as the “Taste & Trade 
Expo” that introduces local customers to businesses in the community.  I placed 
coupon ads in the local newspaper as well as in the student newspaper for the lo-
cal college, and sent press releases to the local media about any events or news 
concerning the store.  Several of these press releases resulted in media coverage, 
and when I launched our program of craft classes in the store, the classes were 
submitted to a variety of outlets that 
publish community calendars of 
events.  Our charitable partners also 
helped to get the word out by making 
announcements to their members and 
followers, encouraging them to spend 
their money at The Studio. 
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Fig. 1.  Facebook Advertising Placement

Fig. 2.  Ad for Facebook Groups

Fig. 3.  Door Hanger

Fig. 4.  Grand Opening Postcard

Fig. 5.  Fair Booth Banner
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Fig. 6. Stamp Design

Fig. 7.  Painting 
Outdoor Sign

Fig. 8.  Finished Outdoor Sign

Fig. 9.  Business Card

Fig. 10.  Student Newspaper Ad
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For our Grand Opening, I planned an 
elaborate event that was attended 
by the local Chamber of Commerce 
and covered by the local newspa-
pers.  We set up a number of tables 
with free “make and take” craft 
projects for people to do and gave 
away door prizes, and made the 
event a family-friendly “festival” type 
of experience.  The store was packed 
with people throughout the entire 
event and we sold over $1000 worth 
of food and drinks.
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Due to the scope of the work involved with opening the store, 
I initially contracted with a local bakery to provide the baked 
goods that we offered in the store.  Over time, I worked with 
an in-house baker to develop recipes and launch our own 
custom line of baked goods.  Eventually, I created a full menu 
of sandwiches and pastas that were a very popular addition 
for the lunch crowd.  Most of the sandwiches and pastas were 
designed to be hearty and vegetarian friendly, due to the lack 
of vegetarian options available elsewhere in the area, and the 
Bruschetta sandwich became one of our most popular menu 
items.  In order to train the staff on how to make these items 
quickly and consistently, I created a book of recipe cards with 
images that would allow anybody to walk in and create any 
menu item with almost no previous experience.  I also devel-
oped a drink recipe book to ensure consistent quality and 
taste to the items on our drink menu.  
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CASE STUDY:  
 INVENTURE CONSTRUCTION SERVICES

Inventure was a newly launched company offering various specialty construction ser-
vices and looking to begin marketing those services.  The owner asked me to design a 
logo which could be embroidered onto polo shirts that would be worn as part of the 
company dress code.   

After designing the logo, I was asked to design marketing materials to generate new 
business on a very limited budget.  I recommended creating a website to establish an 
online presence and allow them to communicate more information about their ser-
vices to potential clients and industry partners.  I also created a business card to direct 
people to the website as well as designing car magnets to raise awareness of the 
brand in a highly visible way.   



22

CASE STUDY:  
 AMERICAN ADVERTISING FEDERATION

The American Advertising Federation is a professional organization dedicated to pro-
tecting and promoting the advertising industry.  Although Advertising is a popular ma-
jor at Purdue, there were no organizations on campus that allowed students to explore 
the industry outside of the classroom.  Along with three other students, I decided to 
re-launch a student chapter of AAF at Purdue to address this issue.  

As the President of the organization, I was responsible for overseeing all aspects of our 
re-launch, from establishing by-laws, creating operating procedures and determin-
ing budgets, to defining board positions as well as interviewing and managing board 
members.  I was also re-
sponsible for planning 
and executing member-
ship campaigns, running 
meetings, and developing 
activities and programs to 
benefit our members. 
 
One of the obstacles we 
faced was generating 
awareness of the organiza-
tion amongst the student 
body.  Due to our limited 
budget as a startup stu-
dent organization, we 
decided to concentrate 
our efforts primarily on e-marketing.  I 
created a Facebook group and a web-
site to dispense information about the 
organization.  These online efforts were 
supplemented by creating brightly colored flyers which were hung on bulletin boards 
in areas that were heavily trafficked by students in our target population (Advertising, 
Public Relations, Marketing, and Design Majors).  I also created a Powerpoint Slide with 
information about our callout and distributed it to all professors teaching courses within 
these majors, asking them to announce the callout meeting during their class.  
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Previously, the Purdue chapter of AAF had disappeared because they could not meet 
the minimum membership requirement of 10 students.  Because of this, our focus was 
on creating value in membership.  In order to do so, we distributed a short survey dur-
ing our callout meeting.  We 
learned that the top three things 
students were interested in from 
the organization were network-
ing opportunities, portfolio build-
ing opportunities, and access to 
industry related competitions.  

With this information in mind, I 
worked with our local professional 
chapter of AAF to create an 
“Advertising Day” where students 
were able to learn more about 
the industry and network with 
local professionals, including the 
President and CEO of the national 
headquarters for AAF.  The partnership with our local professional chapter also gen-
erated several internships for our members and allowed us to create a series of skill-
development workshops.  In order to meet the interest in competition participation, I 
worked with the Department of Communication at Purdue to offer a 2 credit course 
dedicated to participation in the National Student Advertising Competition.    
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CASE STUDY:  
 BOILER COMMUNICATION

Boiler Communication is a recently established student-run marketing communications 
firm, created to allow students at Purdue University the opportunity to gain practical 
experience by working with real clients on real campaigns.

During my time with Boiler Communication, I worked my way up from Account Rep-
resentative to Account Executive, and ultimately became a member of the Board of 
Directors for the firm.  While I was serving as an Account Executive, I was assigned the 
task of branding the organization itself.   I managed a team of 7 students to accom-
plish this task.  

The Board asked me to begin by developing a logo to be used in all marketing materi-
als.  Since the firm was launched as a subsidiary of the Purdue chapter of the Public 
Relations Student Society of America, I recommended maintaining the blue from the 
PRSSA brand as part of the Boiler Communication color palette.  I was asked to incor-
porate a recognizable element from the University into the logo, and ultimately found 
that an abstract representation of the Purdue Engineering Fountain (a well-known 
landmark at Purdue) worked well in the design.  

Beyond Limitation.

beyond expectation.

Boiler Communication.
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After designing the logo, I worked with my team to develop a tag line for the brand.  
A team brainstorming session led us to “Beyond Limitation.  Beyond Expectation.  
Boiler Communication.”  This tag line, along with the logo, were then implemented 
into a variety of marketing materials for the firm, including display boards, brochures, 
letterhead, business cards, and t-shirts.  I was personally responsible for creating two 
separate brochures for potential clients and interns, as well as designing the t-shirts 
for the student interns.  
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CASE STUDY:  
 EPICS - HABITAT FOR HUMANITY TEAM

Engineering Projects in Community Service (EPICS) is a national program in which teams 
of students design, build, and implement solutions to solve engineering-based problems 
for local community service and education organizations.  I was a member of the Habi-
tat for Humanity EPICS Team, which was working on two projects simultaneously.    

The goal of the BioTown project was to design an energy efficient home that could be 
built with the limited funds available for a Habitat home.  The finished design would be 
constructed in Reynolds, Indiana as a prototype and part of the “BioTown USA” initia-
tive, which aims to show that 
an entire town can become 
energy self-sufficient using 
bio-renewable resources. The 
Disaster Relief project worked 
to create a home plan to be 
used by Habitat for Humanity 
International partners in Haiti 
in the wake of a natural disas-
ter.

As the Public Relations Officer 
for our team, I was responsible 
for all communication with 
our project partners at Habi-
tat for Humanity as well as all 
internal communication with 
the team and our advisors.  My responsibilities also included updating and editing team 
documents, including the Semester Plan and Design Review Documentation.  These 
documents were distributed to external reviewers and project partners prior to review 
meetings, during which the reviewers provide feedback about the project design.    

During “Recruitment Week”, the EPICS program hosts an event to allow students to 
meet members of each team and learn more about their projects.  The Marketing Of-
ficer for our team asked me to design some background posters for the event using the 
slogan “Want to Save the World?”.  These posters were created to be compatible with 
Adobe InDesign so the copy could be easily updated and customized.  
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PRSSA’s COM Day is a professional development event for students majoring in areas 
related to marketing communications.  The event opens with several speaker sessions 
in the morning before a networking luncheon and career fair in the afternoon.  

This event is organized by three different committees.   The Advertising Committee 
and Public Relations Committee take care of finding sponsors for the event and 
promoting it to students while the Event Planning committee takes care of all of the 
details for the event itself. 
 
As a co-chair for the Event-Planning 
committee, I was responsible for 
contacting potential speakers and 
career fair exhibitors.  Previously, this 
was done by mailing invitation letters 
to a large number of professionals in 
the area.  To reduce the cost of the 
event, I recommended switching to 
e-mail invitations and setting up a 
website to provide information about 
the event to potential attendees and 
serve as an online media kit for sponsors.  

My responsibilities also involved planning and 
executing details for the event itself.  This in-
cluded finding locations for the various events, 
purchasing necessary décor and refreshments, 
scheduling and managing crews to run the 
event from set up to tear down, training ushers 
and hosts for each of our guest speakers, and 
addressing on-site issues.  

In previous years, there had been no follow-up work done to determine how the 
event could be improved.  I recommended and wrote a 35 question online survey 
using Qualtrics software which was distributed to the e-mail addresses provided when 
students registered for the event.  The feedback received was included in our transi-
tional documents for future co-chairs of the event.   

CASE STUDY:  
 PRSSA’S COM DAY
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CASE STUDY:  
 BRADSHAW INSURANCE GROUP, INC.

Bradshaw Insurance Group is an umbrella company which owns and operates sev-
eral subsidiary companies related to providing insurance for the commercial trucking 
industry.  These subsidiaries include Transportation Insurors and Northwoods Insurance, 
both full service insurance companies, as well as a claims administration service called 
Insurance Program Adminstrators, and a benefits program known as the National Driv-
ers Association.  

Although many of these compa-
nies had been operating for many 
years, there was no consistency 
in their branding, and they had a 
limited online presence.  I recom-
mended revamping some of their 
print materials to create a more 
uniform look.  I also updated the 
Transportation Insurors website 
which had been sitting unfinished 
for several years.  
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CASE STUDY:  
 PURDUE COURSEWORK

At Purdue, there were some courses that helped me develop invaluable skills.  One of 
those courses was  an “Advanced Public Speaking” Course which taught me tech-
niques and strategies to improve my public speaking skills.  These presentations were 
developed as support for two of the speeches I gave in that class.    

I also took a “Writing for 
the Mass Media” course 
which taught me how to 
write using proper AP Style 
and introduced me to the 
rules and expectations of 
writing for different types 
of media, including news-
papers, broadcast, and 
online journalism.  One of 
the assignments for this 
course was to write an 
event preview newspa-
per story about a fictional 
concert using details that 
were provided for us.  
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I took a second journalism course called “Reporting, Writing and Editing” which ex-
panded my skills in terms of writing for journalistic purposes.  We did a number of dif-
ferent types of AP style stories, including the following interview profile.  

As a convoy of eight tanks travels the 
deserted Afghani highway en route 
to their base, tensions are high.  They 
travel this road warily; it’s not uncom-
mon to lose soldiers on this trip due 
to buried explosives or unexpected 
ambushes.  

Out of sight, nearly 10,000 miles 
above, a small, unmanned aircraft 
hovers, watching and waiting.  The 
radio suddenly blares with an urgent 
warning, “Change paths.  You’re about 
to be attacked.”  

As the enemy prepares to detonate 
the explosive that has been targeted 
for this group of soldiers, the tanks 
quickly change route, narrowly avoid-
ing tragedy.  

“Thanks, Woody,” replies one of the 
soldiers to the UAV operator on the 
other end of the radio, grateful for the 
warning that saved their lives.  The 
man flying the aircraft above them 
had been able to see what they could 
not - an enemy vehicle parked ahead, 
next to the recognizably disturbed 
earth; an obvious sign of hidden dan-
ger to his specially trained eyes.  

Back home in Indiana, “Woody” is 
known to most as Luke Woodward, 
a brawny, laid-back guy in his late 
twenties.  Woody spends most of his 
leave time catching up with friends 
and restoring an old house he lives 
in a few weeks a year.  For a guy like 
Woody, who’s never met a stranger, 
that can eat up the better part of his 
time off. He couldn’t be happier about 
it, though.  

“I’m ready for family, friends, society,” 
says Woody.  It’s his least favorite part 
of what he does; being away from the 
people he loves and the entertainment 
that American life has to offer.  

Woody
By: Steph Woodward

“There’s just nothing of civilian life over 
there as you’d think of it,” he says.

But Woody’s not complaining.  He does 
love his job.  For 9 months out of the 
year, Woody flies an RQ7 Bravo, also 
known as “The Shadow”, an unmanned 
aerial vehicle (UAV), in southern Af-
ghanistan.  

With all of the press coverage of UAV 
casualties, often referred to as “drone 
attacks”, some might wonder how 
anybody could love a job like his.  “I 
honestly think that drones get a bad rap 
because people don’t understand them 
yet,” says Woody.  “What we do actually 
does save lives.  It does protect people.  
It is a necessary thing.”

“We’re there to keep people out of 
danger,” Woody says.  “We have troops 
traveling those roads every day on con-
voys. And there’s guys out there plant-
ing roadside bombs.  I can provide that 
over-watch.  I can tell the guys on the 
ground, ‘Hey, there’s a force over that 
ridge, don’t go there.’  I mean, that’s re-
ally… what our job is.  Protect our guys 
and make sure that they’re not put in 
harm’s way if we can prevent it.”

When asked about the civilian deaths 
that have been so highly publicized, 
Woody explains that most of the time, 
UAV’s are actually used to prevent such 
tragedies.  

Often, before an attack is made or a 
building is destroyed, which is usually 
the task of ground forces rather than 
UAV operators, people like Woody are 
surveilling the area with this technol-
ogy to ensure that there won’t be civil-
ians put into danger. “I’d say 95 – 97% 
of the time we’re just watching things,” 
Woody estimates. They even try to avoid 
casualties of farm animals, “because 
that’s their way of life, and they depend 
on what little they have and we try to 
respect that,” says Woody.  

“Even on the surveillance side, people 
think we’re spying on them, but as an 
operator, we don’t care about the guy 
who’s out walking his dog or herding his 
sheep.  We only watch things that they 
think are of interest to the military,” 
Woody says.  “There’s no malicious in-
tent.  The people we look at, we’d either 
have to have guys on the ground watch-
ing them up close, or we can watch 
them from 15,000 feet in the air and say 
‘Yep, those are the bad guys, doing bad 
things’ or ‘This guy is just a farmer’.”

UAV operators are trained to be able 
to identify enemies from the air, and 
even to distinguish between different 
military uniforms and vehicles from 
different countries and terrorist groups.  
They spend nearly a year in flight 
training, and another year of training 
is required for those that want to fly 
armed UAV’s.  The UAV Woody flies isn’t 
armed.  The only way it can be used to 
attack anything is by providing a laser 
guide for a missile that is released by 
someone else.  

When asked what the hardest part of 
his job is, Woody says, “endurance.”  
They work twelve-hour shifts each day, 
and only get every thirteenth day off.  
Due to the long hours and the need for 
the UAV operators to stay sharp, there 
are limits to how much of that time they 
actually spend flying.   Most of their 
time is spent watching a screen to look 
for anything that might be suspicious or 
dangerous.  

When asked if he would consider his job 
more of a defensive tactic than an offen-
sive tactic, Woody says, “I would.  That’s 
kind of our motto.  We keep people safe 
without putting more people in danger.
An aircraft costs $750,000 to 1.25 mil-
lion when an… aircraft operator would 
be priceless, really.  It’s a constant state 

of helping save lives.”
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One of the requirements for 
my major was a television 
production course which 
introduced me to the basic 
principles of producing, film-
ing, writing, and directing for 
television.  The final project for 
this class required me to sub-
mit an individual video project 
where I performed each of 
the various roles required to 
create a segment for a local 
news story.  

I wrote a paper for a “Theories of Mass Communication” course which was later devel-
oped into a formal research proposal for a graduate course called “Current Trends in 
Mass Communication Research”.  The paper, called “The DIY Divide” was selected by 
the Communication Department faculty for inclusion in the 2015 Communication Sym-
posium, where I was asked to present my work.   Only 15 projects were selected out of 
over 4000 projects that were submitted.
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CASE STUDY:  
 DOG PARK FOR A DAY

The Dog Park Association of Greater Lafayette is a non-profit group that was estab-
lished by members of the Lafayette community interested in creating a dog park in 
the area.  To raise funds for the construction of the park, the group held an event 
called “Dog Park for a Day”.  This event allowed dog-owners to pay a fee in order to 
let their pets play off-leash in a fenced park area.  

As the Chair for this event, I was responsible for overseeing everything from recruiting 
sponsors and scheduling volunteers to managing the on-site production of the event.   
Because this was an outdoor event being held in spring, one of our biggest concerns 
was the unpredictability of the weather.  To address this issue, I recommended part-
nering with a local tent & awning company to provide shelter during the event in 
exchange for sponsor recognition.  Over 400 dogs attended the event, and it was the 
most financially successful fundraiser for the group at the time.  
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CASE STUDY:  
 WABASH VALLEY TRUST

The Wabash Valley Trust for Historic Preservation is a non-profit organization that focuses 
on protecting the architectural heritage of the Greater Lafayette community. 

Every year, the Trust invites members to an Annual Meeting to celebrate the progress 
made over the previous year.   The cost of this event was crippling to the Trust due to 
the limited attendance at the event.  I recommended opening the event to the entire 
community to raise awareness about the work the Trust was doing and to increase the 
proceeds from the event, resulting in a 300% increase in attendance.  I also suggested 
hosting the event at the Lafayette Theater, a local landmark which the Trust had re-
cently restored.  This allowed them to showcase their work in a tangible manner and 
eliminated venue 
costs. 
  
The Trust had been 
outsourcing the 
design work for their 
print materials, in-
cluding everything 
from invitations and 
meeting programs 
to a book they 
were producing.  To 
reduce costs for the 
struggling non-prof-
it, I created these 
materials using the 
software available 
in-house, which was 
Microsoft Publisher.  Ultimately, I discovered a 
program that offered software and technol-
ogy to non-profit organizations at significantly 
reduced rates, enabling the Trust to purchase the Ado-
be software necessary to finish editing and updating the Trust’s 
first official publication, “The Resource Guide”, in-house as well.  
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During Preservation month each year, the Trust hosts a number of activities and events 
to raise awareness about historic preservation in the area.  To increase donations for 
the Trust, I recommended adding a silent auction to their annual “Toast to Preservation” 
event, which honors local preservation efforts.  Rather than offering items that could be 
purchased elsewhere, I contacted businesses and government offices in the area to 
create one-of-a-kind packages for the auction.  The best seller for the event was lunch 
with the Mayor of Lafayette at a local sushi bar.  
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