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COMMUNICATION 

Presenter
Presentation Notes
The more things change…
Platforms come and go. 
Developing a strategy for any single platform is misguided.
Develop a content strategy instead.






4 REASONS WHY A SCHOOL  
PR PROGRAM IS CRITICAL 

1. The public has a right to  
know about and be engaged in their schools. 

2. Solid two-way communication builds trust, confidence 
and support for doing the best for all children in our 
schools. 

3. Schools have a public responsibility to tell parents and 
taxpayers how schools are spending their money 

4. Schools should seek public insight to help create the high 
quality educational environment they want for students 

Source: NSPRA 

Presenter
Presentation Notes
Tell your story, before someone else does! PR professionals take a proactive stance. Anticipates problems and provides solutions.

We know this is especially critical now because of :

An issue, decision or crisis has inflamed the community
New media environment
Public scrutiny about budgets and financial pressures
Referendum or bond issues
Education is under attack



3 STEPS TO GETTING A 
COMMUNICATION PROGRAM 
STARTED 
1. Form a PR or communications committee 

composed of board members, 
superintendent and staff.  

2. Conduct a communication audit to assess 
the needs of your district 

3. Commit enough resources: hire staff, train 
existing staff, or contract services. 

 

Presenter
Presentation Notes
This is best practice – if you don’t have the resources, at least get a few people around the table and start formulating a plan.

OLD WAY  - Choose a channel - T V or radio. Magazine or newspapers. Direct mail or telemarketing.
You planned and set up your marketing campaigns for the year. 
They started and finished. You moved onto the next one. That was it. They worked or didn’t work.

New marketing = social media and content marketing = we must feed the social media beast





WHO is your Audience?  

WHERE do they look for information?  

WHAT are their concerns? 

HOW do we communicate to them? 

First Things First… 
A good plan begins  
with research 

Presenter
Presentation Notes
This is what your communications committee will begin with:

My 8th grade Journalism teacher began with the 5 W’s and How:
Nothing has really changed! Begin at the beginning.

Advertisers used to have strategies for TV, newspaper and magazine advertising, not for specific magazines, or certain TV shows. They selected the platforms for those ads based on demographics and other criteria. If the demographics changed, they adapted.

None of this would be an issue if they had communication and content strategies and viewed platforms as channels to deploy content. 





WHO ARE WE TRYING TO REACH? 

Your Stakeholders 
INTERNAL EXTERNAL 

Staff and administration Parents & some volunteers 

Teachers Media 

Students Taxpayers & community 

In-school volunteers Business community 

School Board, Task Force &  
Committees 

Donors/contributors to foundation 

Other? ___________________ Other? _____________________ 

Presenter
Presentation Notes
Take some time to think about the members of your audience.

Where are the commonalities in these groups?
Each group has different needs, and different levels of engagement.

Staff – should be the first to know about changes
Parents – what about my kid?
School Board and Committees – are between both groups of stakeholders

Analysis- Who is the audience?
Understanding- What is the audience's knowledge of school issues?
Demographics- What is their age, gender, education background etc.?
Interest- What is their level of interest? Why are they reading a newsletter?
Environment- Where will this information be sent/viewed?
Needs- What are the audience's needs associated with your document topic? What are the legal requirements?
Customization- What specific needs/interests should you address relating to the specific audience?
Expectations- What does the audience expect to learn from your communications? The audience should walk away having their initial questions answered and explained.




YOUR A-U-D-I-E-N-C-E 

 Analysis 
 Understanding 
 Demographics 
 Interest 
 Environment 
 Needs 
 Customization 
 Expectations 

Presenter
Presentation Notes
Analysis - Who is the audience?
Understanding- What is the audience's knowledge of school issues?
Demographics- What is their age, gender, education background etc.?
Interest- What is their level of interest? Why are they reading a newsletter?
Environment- Where will this information be sent/viewed?
Needs- What are the audience's needs associated with your document topic? What are the legal requirements?
Customization- What specific needs/interests should you address relating to the specific audience?
Expectations- What does the audience expect to learn from your communications? The audience should walk away having their initial questions answered and explained.



WHERE DO PEOPLE GO FOR INFORMATION? 
Demographics correlate with news consumption:  

 

Where people get local news weekly 

SOURCE TYPICAL DEMOGRAPHIC 

74% Local TV news Primarily women, minority, ages 40+ and 
households earning less than $50K 

55% Word of Mouth Most adults  
(ages 18-29 most likely to report, includes social 
networking) 

51% Radio Typically adults aged 30-65  

50% Local Newspaper Print newspaper - suburban adults age 40+.  
Newspaper website - younger, higher income 
adults. 

47% Internet  Primarily under age 40, white, and have some 
college education. 

Source: Pew Internet Research, April 2012 

Presenter
Presentation Notes
The demographics in your district will impact the methods you choose to use. 

School news tends to fall under the “local news” category.
Where do you deploy your content strategy? What platforms do you use? 

Only 9% of adults said they get local community information from a printed newsletter.

Biggest bang for your buck: About half of your efforts should be directed to online / digital strategies. The rest should be directed to media relations.




WHICH MEANS… 
To build a strong, proactive communications  
program, you need to: 
 

1. Have a solid online presence with accurate, relevant 
information  

2. Maintain good media relations by feeding press releases to 
print, TV and online news outlets  

3. Distribute fresh, accurate information for staff, parents and 
teachers so they can be your district’s word of mouth 
ambassadors 

 

Presenter
Presentation Notes
1 - (up to date website, blog, and social media)


Re-purpose content for each stakeholder group and for each communication channel
Tailor your messages for these diverse groups
I can talk personally about good media relations (db)




WHAT’S YOUR CONTENT STRATEGY? 

4 main types of content: 
 

1. Educational content 

2. Informative content 

3. Entertaining content 

4. Inspiring content 

 

Presenter
Presentation Notes

Examples of each one – DEBBIE?

Do all four well and you are on your way to producing advocates and ambassadors on Facebook, Twitter , Google+ and other platforms that will spread and share your content for free.

None of this would be an issue if they had communication and content strategies and viewed platforms as channels to deploy content. Platforms come and go




WHAT TO TALK ABOUT? 

Top concerns about schools?? ASK! 
Use online surveys, listening sessions, polls, 1-1 meetings,  

to identify concerns 
 

Stakeholders Primary Concerns 
Taxpayers & community? Fiscal responsibility 

Innovation and competitiveness 
Other_______________________ 

Parents? Safety 
Curriculum 
Testing 
Other__________________________ 

Staff and teachers? Relationship with board and administration 
Professional development 
Keeping up with technology 
Other____________________ 

Presenter
Presentation Notes
Kettle Moraine example about block scheduling – no parent input, implementation backfired

Make a chart like this – take the time to write it out in spreadsheet. (see brochure handout)

Develop talking points, Tailor your messages for these diverse groups



THEN, DEPLOY 

 Cast a wide net 
Your website is the central 
information hub-drive people there 
for info.  

Then include newspapers, email, 
social media,   
take-home folders, community 
meetings, and other tools.  

 

Presenter
Presentation Notes
Re-purpose content for each stakeholder group and for each communication channel.
Give example: re-use superintendent newspaper column for a few Facebook posts or for a parent e-newsletter article.




USE CONTENT EFFICIENTLY 

Get the most mileage from your 
content 

Re-purpose content for each 
stakeholder group and for each 
communication channel 

For example: re-use superintendent 
newspaper column or press 
release for a few Facebook posts, 
a link on Twitter, or for a parent 
e-newsletter article. 

Presenter
Presentation Notes
DEBBIE – here
Give example: re-use superintendent newspaper column or press release for a few Facebook posts or for a parent e-newsletter article.
(I consistently repurpose press releases (and superintendent newspaper columns) into our blog, and many times post on our website and/or Facebook -- if you would like me to give that as an example.)

DO NOT copy and paste the entire press release onto your Facebook page!






SOCIAL MEDIA 

Facebook: create engagement with useful,  
interesting information 

Twitter: “trend” fast-moving news in your 
district in short bursts 

Email:  Key tool to build credibility with 
parents, staff and community supporters 

Text: Quickly connect with students and 
parents 

 

 

Presenter
Presentation Notes
Many are tempted to jump right into social media, without a plan for content. Then they wonder why they have low engagement.
Social media creates engagement. It is a tactic, not a strategy. But you still need to be intentional about social media.

Add notes about Pinterest, Instagram, Twitter for PLC, Twitter for texting, Tumblr and blogs



BUILD A NETWORK OF SUPPORT 

Form a Key Communicator Group 
 

Who is in your group? 

Network of informal leaders  
who establish solid two-way 
communications 

Not necessarily your  
visible leaders 

Presenter
Presentation Notes

Well connected people – pulse of the community
Example of broken leg …




Key Communicator Group 
 

Why? 

Disseminate accurate information 
Correct misinformation 
Source of input 
Builds support (grapevine) 
Personal face-to-face contact 
 

Presenter
Presentation Notes
You keep them informed about what’s going on, and you want them to tell you about rumblings in the community, questions that many people seem to be asking or rumors that are flying.
What? . . . Recent examples:
8th grade parents wondering about Formative and Summative Grading at high school level.
Vet ideas, new initiatives  Ex: calendar (early release days; pt conferences)




IN SUMMARY… 

 Choose your words carefully 

 Share the facts 

 Stay away from jargon and statistics – talk about real 
impact on real kids, teachers and your community 

 Listen 

 Tailor messages and talking points 

 Encourage 2-way engagement 

Open, honest, direct, regular communication  
is always the best practice! 

 



www.wspra.org 
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