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10 Game Changers

Solid foundation

Seat at the table

Strategic communications planning

Research

Planning

Helpful communications & marketing structures

Implementation

The power of a waterfall

Evaluation

Accreditation




Create a solid foundation



Principles of PR

By Arthur W. Page

Tell the Truth

Prove it with action

Listen to the student/parent
Manage for tomorrow

S NS

Conduct public relations as if the whole
district depends upon it

6. Realize a company’s true character is
expressed by its people

/. Remain calm, patient and good-
humored
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Comprehensive Communication Plan

Communications
Calendar

Master plan for communications
provided to Cabinet bi-annually and
then executed district-wide

Districtwide Comm Communication
& Creative Request Plans
Process

Process to handle smaller Thorough comm planning
requests around major initiatives
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In the room
where it happens

@® Trusted advisor
@® Skilled practitioner
@® Landmine spotter

® In tune with the heart of the
organization
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Do you have a Communications network?
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Strategic Communications
IS vital to our organizations

@® Building trust

@® Fostering community engagement
@® Proving Return on Investment

@® Supporting student success
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Why 8% of BVSD Parents
Do Not Plan to Continue ]
Enrolling Their Child in BVSD oo roine

Fomole, 45.54
Please describe the reasons why e
you do not plan to continue Mole, 4554, kncom
enrolling your child in Boulder
Valley School District schools.

Why 68% of Non-BVSD
Parents Will Consider
Enrolling Their Child in BVSD

Please describe the reasons
why you will consider enrolling
your child in a Boulder Valley

School District school.

100K, Drocior Dintict ¢

Progroms

Value/

L R T miuellel )

Research helps define
the problem and audience

WHO do we want to reach?
WHAT do we want people in each public to DO?

WHAT messages do we want to communicate
to each public that will:

® Increase knowledge?
® Change opinions?
@® Encourage desired behavior?
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Why 8% of BVSD Parents
Do Not Plan to Continue
Enrolling Their Child in BVSD

* the problem and audience

Valley School District schools.
What information do you have available?

Why 68% of Non-BVSD
Parents Will Consider

E':o"mgdmeicrwnwso Primary: Data you connect through your own surveys or

why you will consider enrolling ' s observatio ns.

your child in a Boulder Valley
School District school.

Secondary: Data available from others, including research, statistics

Formal: Systematic, structured process using scientific methods,
peer review, etc.

Informal: Flexible, unstandardized, and often personal

e JRES

Game Changers: 10 Strategic Communications Tips That Turn Challenges Into Wins Q’ s pra 22



— SUNRE - -
D — L e s 2 -~ ~ = .- o . - g
- +- WU . o K
. . - e
- ol -~ -M
rer . — - ' -
'x: ‘Q -~ y - x
_—

..os

- e i 4
e‘”%r" s i _
| ‘ L N
0|

q.i an nmmu

S a0 T R $ B e F = =

»



Set goals and then
create a plan to reach them

Goals what do we ultimately want to accomplish?
Longer-term, broad, global and future statements of “being”

Obj ectives what specific, measurable changes will help us achieve our goal?
Shorter term than goals and define what opinion, attitude or behavior you
want to achieve from specific publics

« Specific (both action to be taken and public involved)
* Measurable

* Achievable

* Realistic (or relevant or results (outcome) oriented)

* Time-specific

Strategies How will we get there?
Provide the roadmap to your objectives

Tactics/tools what concrete actions will we take to implement the strategy?
Specific elements of a strategy or tools for accomplishing a strategy
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PESO Model

Advertisements
Advertorial
Sponsored Content
Online Advertising

Conference Sponsorships/Partnership
Annual Industry Conference

Paid Media
Research

T gurs\;comer
Email Newsletter converged urvey
Blog
Infographics Media
2IF§ d/Vid : ; PR / Media Relations
Pnlmag ideos Owned Media Earned Media Media Interviews

ress Kit Bylines

Press Releases
Executive Summary
Book Media Tour

Social Content Platforms
Pitch Engine

Linkedin ig:::‘ae:ce S
Yc_>utu be Keynotes
Slideshare Conference Panels
Twitter

Vine

Uberflip
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The Marketing & Sales Funnel

This is the lead generation phase.

Marketing attracts potential customers

and increases brand awareness.
Interest & Information Search
Consideration & Evaluation

Intent & Commitment | Website & SEO

Brochure/Programming Guide l l

Drip Campaigns Conversion & Purchase
Enrollment specialist calls -
School tours

Middle of the Funnel
Marketing works alongside sales team.

BVSD is the Place to Be Showcase Loyalty & Advocacy

Personal touches from schools
Onboarding activities
Ongoing school-family relations






Actions the organization is
taking as part of the plan

® Timetables

@® Budget allocations

@® Accountabilities (who's
responsible for making sure
each step is accomplished.)

@® Monitor results of actions and
messages wWhile keeping track
of campaign milestones.
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" Phase 1: Lead Up to Showcase
BVSD is the Place to Be Showcase - OE event at CU Events Center Oct. Sth

Date Task Assignment Notes
8/11/2023 Save the Date on Social Media Alejandra Coming soon
approach
8/11/2023 Web story Save the date Randy
8/18/2023 New Logo Package Jade Logo for overall
campaign
8/30/2023 School Flier Templates Jade Share google slide
template designs for
schools via
Noteworthy
8/25/2023 Distribute Event Announcement Erin To be distributed to
Flier (Friday Folder) To be sent families in
week of Sept 28 schools/community/or
dered from print shop
8/31/2023 BVSD Events Guide Alejandra Inclusion of Event
9/8/2023 Sept SPOT Send Erin/Jade Announce showcase

to Families- Jade-
need SPOT lead
image with

&% Bright Futures

_/2AHEAD

% BOULDER VALLEY SCHOOL DESTRICT
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The power of a waterfalli

e The Board

® Leaders

® Employees

® Parents & Students

Other important
groups?
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Measure effectiveness of the

program against objectives

Five Objectives for Communications

Message Exposure
Intended audience is exposed to message in various
forms

Accurate Dissemination of the Message
The basic message remains intact as it is transmitted
through channels

Acceptance of the Message
The audience not only retains the message but also
accepts it as valid and credible

Attitude Change

The audience believes the message, resulting in a
mental or verbal commitment to change their attitude,
opinion, or behavior

Change in Overt Behavior
Members of the audience change their actual behavior,
such as purchasing a product, voting, or using a service
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IT TAKES
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What is Accreditation In
Public Relations (APR)?

e Professional credential
e Earned through a rigorous process

e Demonstrates:
v Commitment to professional advancement and ethics
v Broad and strategic public relations knowledge, skills and abilities
v High professional level of experience and competence

https://www.nspra.org/Professional-Development/Accreditation-in-Public-Relations

ACCREDITE,

AR
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What APRs Say ...

“The process increased my understanding of the planning and strategy that
goes into creating successful public relations campaigns versus the ‘it just
happens’ syndrome.”

- Carol Crawford, APR, Principal, Crawford Communications, San Francisco, Cailf.

“The APR preparation provided a thorough review of the proper thought-
processes involving public relations issues and strategic planning process.
Additionally, my APR experience has strengthened my confidence in my
ability to counsel senior management on all public relations issues.”

NCCREDITES - Robert Stillwell, APR, Corporate Communications, NV Energy, Las Vegas, Nev.
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Randy Barber, APR
COSPRA Past President
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feedback
helps us all
move forward
together

Coloradoleague of
Charter Schools

Each time you take the survey you can enter to

win prizes
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