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Program Summary

• The Summit’s $80 Million Expansion Program Campaign was a major success in 
terms of reach, messaging and multi-media platforms. 

• Leading media outlets in both Roanoke and Lynchburg--and many smaller, rural 
outlets—carried the story.

• Coverage featured outstanding graphics and quotes from The Summit leadership

• A large percentage of local market consumers saw the message more than once

• The Blue Ridge Commons and Café opening also was included in news coverage

• The senior living industry also was alerted to The Summit’s growth plans 



News Package The main press release was a robust narrative of growth and local 
market impact by The Summit. Our messaging was used extensively 
and, in some cases, verbatim.



News Package: Photos/Graphics 

The Summit News Package 
included a very robust set 
of graphics. These were 
widely used by all the 
media and presented a 
very attractive senior 
community that’s 
committed to serving 
residents, and the larger 
community, via innovative 
expansion.  



Coverage Analysis
Media Outlet Readers/Viewers Online Audience Combined Adv value Ad Equivalency / PR 

Factor x 4

Lynchburg N&A 78,900 Online Val. 
$3,150
Print Va. $5,000

$8,150 $32,600

Bedford Bulletin 7,000 + NA $1,050 $4,200

Galaxy Gazette 2000+ NA $840 $3,360

The Declaration 1868 NA $840 $3,360

Environments for 
Aging

10,600 *UVM NA $1838 $7352

WSLS-TV 10 3k+ Website: NA
YouTube: 94.2 K

$400 $1,600

WSET-TV 13 30k+ Website: NA $900 $3,600

Newsbreak 50M NA NA NA

Lynchburg Regional 
Alliance

NA Website: NA NA NA

TOTALS / ALL MEDIA 133,368 Reach $14,048 $56,072 AVE VALUE

*Notes: NA stands for Not Available or Not Applicable. Ad Equivalency Value (AEV): Time-proven formula takes advertising cost for same amount of 
media space/airtime and then multiples it by 4X-to-9X to account for higher readership and credibility of news content. A very conservative 4x factor 
used here. UVM stands for Unique Visitors Monthly.



Coverage Samples



Newspaper



PRINT VERSION: Ran on front page of Sat., March 16 Edition
and carried over to A-5 (also online, see following pages)

LN&A Did their own interview and story. Excellent 
quotes from The Summit Executive Staff.



ONLINE VERSION: Full Length



Story Promo – e-Edition



Story Promo - Online



Galax E-Edition

Galax  Online Version

Both the Galax Gazette and The Declaration(next 
page) receive stories from the Bedford Bulletin 
but both serve their own readership.



The Declaration Newspaper Version



Television



https://tinyurl.com/WSLSTVStory

WSLS -TV 10 ABC Affiliate

https://tinyurl.com/WSLSTVStory


WSLS-TV NBC Affiliate

Promos on website



WSLS-TV also ran story on their YouTube Channel

This is a solid media hit since 
they have 94.2 thousand 
subscribers to their YouTube 
Channel. Also this will be a long 
term news asset, viewable for 
months and even years to 
come. 



Online Story

Great photo of new café and commons area; 
cutline announces opening



View Story at: https://tinyurl.com/WSETStory

WSET TV 12 Lynchburg

https://tinyurl.com/WSETStory


WSET-TV provided extensive online coverage at their website.



Magazines



Promo listings 
of news stories 
which include 
The Summit

<

>





Social Media



Social Media – The Summit Facebook 
The Summit made good use of news coverage to leverage 
coverage beyond earned media to its owned media.



Internal social media

The TV news coverage was effectively extended 
via the The Summit’s Facebook page.



Special News Sites



Special media aggregator website: Newsbreak.  
They claim over 50 million users. Not possible to 
assign audience/cost for an individual listing.



This coverage resulted 
from a preliminary media 
alert on the Ribbon 
Cutting for the Blue Ridge 
Commons & Café.



PR Campaign Recap

• The Summit Expansion Campaign got off to an excellent start with this initial 
announcement and news initiative.  The program yielded extensive high-value 
exposure in the market area, specifically a total reach of 133,368 persons.

• The media relations outreach has developed a range of solid news contacts who are 
clearly interested in covering The Summit, adding to the ones already known by The 
Summit staff. The way is paved for ongoing media coverage.  

• Much of the coverage assets are in online form and so will be available to influence 
the market for months to come.  They will also fuel improved SEO for The Summit as 
searchable, online content.

• This program yielded excellent ROI on PR dollars spent as it yielded far more value 
$56,072, than the money invested as demonstrated in ad equivalency value.
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