


Why Communicate!

* Need to be accountable

® Board is link between
community, district

® Provide leadership, direction
* Your Strategic Plan goal

Strategically Speaking 2012-2017

Engage Families Communities & Businesses

The district and schools communicate with and engage all stakeholdersin the
educational process

The digtrict providesa mechanism for continuous communication between
and among stakeholders



Why Communicate!
FOR STUDENT SUCCESS!

* Build community support * Recruit/retain quality staff

ol : Morale, reputation, great place to work
* Positive image helps local £ g

economy, real estate value, ° Spend money wisely
business growth Internal efficiency, use of technology

* Differentiate schools

® Raise mone artnerships
Y, P P * Answer why they should attend

* Better decision-making

° Increase family involvement
Better attendance

Fewer discipline problems

Higher achieving students



How Should We Communicate!?

* Strategically: Hitting right
audience with right message
through right channels

* Must go where they are



Audits

Who Plans
Production
We Are Training

Consulting

A Communications
Company With Its
Heart in Education.

vossandassociates.net
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Charge
Assess current communications
Conduct interviews with board/staff
Conduct confidential focus groups

— Teachers

— Administrators
— Support Staff
— Parents

— Community/business
Report findings in slide show format
Provide recommendations, gap analysis



Summary Findings

3 Urgent Issues Emerged
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Summary Findings
The elephant in the room.
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AUDIT RESULTS
Internal Brand Summary

® High quality @® What Others Would Say:

® Excellence ® TJurmoil, mess, contentious

® Conservative ® Political, uneasiness




AUDIT RESULTS
External Brand Summary

® “A” Schools” ® Dedicated teachers

® Educationally excellent ® Dedicated parents

® |t’s why we live here ® |eadership dysfunctional




AUDIT RESULTS
Information Sources

® |Internal Audiences
® Personal experience, history of success

® A-B schools, reputation, parent’s trust, friends

® External Audiences




AUDIT RESULTS
Administrators

® Media makes it sound like we’ve forgotten
children and we haven’t

® Media coverage poor, biased, unfair. “Things
that were routine are controversial’

® We sound disjointed
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AUDIT RESULTS
Parents

® Teacher and administrators don'’t see eye to eye
® Want to hear vision/direction from new supt.

® Media: biased, not the true picture,“scares” kids
® Engaged parents can find/get materials

® Some schools make you feel welcome, others not
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AUDIT RESULTS
Business & Community

® Schools still good, perception is changing
® We're feeding into the media frenzy

® They're all villains; people don’t care who’s right,
who'’s wrong; just get together, move forward

® Ve must market our system, especially Academies




AUDIT RESULTS
Teachers

Give us unfiltered info, we'll make our own decision
People don’t understand how many hats we wear

Collegial conversations have changed; instead of
talking about Common Core, talking about politics

When we win awards, students should get credit




AUDIT RESULTS
Support Staff

® We're embarrassed by board behavior; paints a

picture of bad environment for all of us; we do care,
we work hard, we are competent

® Disagreement okay, but way it’s being portrayed in
media is embarrassing




AUDIT RESULTS

District Staff

® We have “misguided paranoia” working here
® Ve must get our vision out there or it will fail
® Talk to community about our goals, direction

- ® Needs to be a board/supt. shared vision




AUDIT RESULTS

Board

® T[ransparency, no surprises, open communication
® More recognition events
® Need a Master Calendar

® Resolve policy on public presentation limits
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AUDIT RESULTS

Wish more people knew...

® TJons of opportunities for students

® Good things kids are doing every day

® What'’s going on in the classrooms




AUDIT RESULTS

Crisis Communications

® Are you ready! No! (unanimous)

® Emergency Response Manual -- 81 pages

® Talks about out-dated “telephone tree” and
MNS, not current technology




AUDIT RESULTS

Academies

® Old perception of Vo-Tech still out there
® Only parents in the academies know about it
® Information gap; don’t understand flexibility

- ® Parents only go to feeder school for




AUDIT RESULTS

“We need to go where they are.”

Social Media

® |everage new district facebook page

® Need facebook policy and guidelines for




AUDIT RESULTS

Family Involvement

® Need more support from district

® For some, we need to go where they are

® |nvolved in elementary, not so much in secondary




AUDIT RESULTS

Media Relations

® Misquoted. Negative only. Take one situation
and make it look common. Goes viral.
Creates misconceptions.




AUDIT RESULTS

Internal Communication

® Receive conflicting information from different
sources; conflicting schedule requests, etc.

® Ve start something, then stop it




AUDIT RESULTS

Issues to Communicate

® Pre-K Learn to Read...standards, volunteers
® 3 diplomas...clear up confusion
® Choosing a career pathway in middle school

® Understanding |5 academies...options




Web

Old fashion, hard to search

Lack of branding, consistent messaging
Revisions and upgrades are coming

Links around Home page photos don’t work
Why use stock photos instead of local photos!?

Put Board bios on web




AUDIT RESULTS

Consequences of Discord

® TJotally lost focus of the children; gridlock
® Their disagreements are now permeating us
® Time to make good policy taken up by personal agendas

® Enrollment decline; charters/privates gain; data drops




AUDIT RESULTS

Consequences of Discord

® We're in limbo; lowers morale; hurts recruiting teachers
® Wouldn’t be tolerated in business

® \We wouldn’t let our students behave like this
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AUDIT RESULTS

How Important is
Communications?

- ® Scale of I-10. Everyone in each group said




STRATEGIES

Leadership Requirements

® Transparency and openness becomes commonplace
® Reach agreement on policies, roles (Board Retreat?)

® Adopt a Strategic Communications Plan
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Social Media,

Mobile Apps
n B
Justnguom

® Must engage where they are...they are on facebook

® Adopt Social Media Policy, clear guidelines, monitor
® Research results: Moving toward mobile

® |nstagram provides a photo blog on mobile devices



Branding District,
Academies

® Go through branding process

® Create logo, slogan, core branding messages
(1§ o 9
® Create “elevator conversation

® |ncorporate it into everything we do

CLAY COUNITY

M gcareer Innovate. Engage. Empower.

ACADEMIES
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FIND YOUR FUTURE HERE

¢
IRVING

Independent School District




STRATEGIES

Key Communicators
Network

® People who other people listen to



® Shift to “on demand”
video service

Il{\/IN(; /iir?](‘ju‘}!tf(‘iz.f School Dastrict

® Search board meetings by
agenda item

® Optional remote
“switcher”

B ® Saves staff time

® |mproves efficiency,
accessibility, quality,
transparency
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Item Il G - Election of Board of Trustees Officers for 2013-2014 School Year -
oG OneClay TV

- Election of Board of Trustees Officers for 2013-2014 School Year




STRATEGIES
Communications Boot Camp

« Branding and Marketing Your School

« Brand/logo/slogan, Web/CMS, family connections, signage,
messaging, customer service

e Crisis communications
e Social media usage
School Messenger usage



STRATEGIES

Speaker’s
Bureau

® Select a few capable people L |

® Provide “stump speech” and slides




STRATEGIES

Internal Communicators

* Launch “Friday Report” for Board
* Launch“ITK” (In the Know) for staff
s SR CUE DU CL RO I




STRATEGIES

Potential Resources

® Sponsors, foundations, realtors

® Professional Development budget

® Title I: Family Involvement funds




Summary Findings

3 Urgent Issues Emerged

NEWS (n4) LA SIS ]/\
= ¢; "

Social Media
Policy/Guidelines
& Training

GCLAY COUNITY

pcareer Branding and Marke.tlng of

ACADEMIES Career Academies




Summary Findings
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For
more information
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David R. Voss www.vossandassociates.net

VOSS & ASSOCIATES

COMMUNICATING EDUCATION

david@vossandassociates.net
941.306.4345



http://www.vossandassociates.net
http://www.vossandassociates.net

Needed Services

Strategic Planning

Crisis Comwmunications
CTE Acadewies

Social Media
Comwunications Training
Board Relations
Branding and Marketing
Key Comwmunicators

Web Content

Video production
Internal Communications
Parental Communications

Current Capacity*

None

25% Ewergency Plan
507 CTE/Schools
757% (implement)
None

FSBA, mewmbers, supt.
507 (implement)
75% (implement)
907 (implement)

79%
79%

*With PR Position in Place

1007
75% (write, train)

507 (creative)
25% (expertise)

1007

0%
507 (creative)
25% (design, manage)

107 (branding)

257% (expertise)
25% (creative)

Must Qutsource




