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Who Speaks for
Your Brand




A little about me...

Beijing in 2019
Hometown: Xi’'an,
China

Lives in: Wausau,
Wi

Teacher for 10
years in WI.
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GREAT CULTURE START
2023
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Research

Inthelargest study of its kind, we
surveyed over 1000 teachers
fromages 201080 tolearn what
they'relookingforinajob.

Perspectives

Hear from a generational
researcher, a superintendent
revolutionizingteamteaching,
andanexpertinboardrelations.
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Leveraging trust to grow your schools

(AL

HIGHLIGHTS:
How Colorado superintendent Dr. Wendy
Birhanzelis creating opportunity against all odds

Minnesota's Dr. Matt Hillmann on building
stronger relationships with your teachers union
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The Rebrand Bandwagon
We've talked to enough school leaders to
know that tradition is an important

part of a thriving school commu-

nity. We also know it's equally

important for schools to
have an eye on the fu-
ture. Rebranding is a
unique opportunity

to unite both the

past and the fu-

ture under the

umbrella of a
well-devel-

oped brand.

(Read more

onp.34)

Building Big Picture Buy-in
The strategic planning process is a great oppor-
tunity to get your whole staff on the same
page and excited about the future.
Whether you've finished devel-
oping your strategic plan,
you're only beginning the
Process, or you inher-
ited a plan from your
predecessor, the
success of your
strategic plan
hinges on how
it's shared
with staff.
(Read more
onp.58)

Internal

Communications
Let’s Talk About It
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SchoolCEO

is built on the

expertise of sch-

00l leaders, so we

wanted to hear from

you. What strategies

for strengthening inter-

nal communication have
worked in your district”? How do
you keep internal stakeholders—

from building-level leaders to teachers

to classified staff—on the same page? Here's

what school leaders around the country had to say.
(Readmoreonp.62)

In the
Loop

Key to Dr. Carol

Kilver's success

as a leader is the

way she commu-

nicates with her staff

members. By under-

standing how the mind

works, she's able to imple-

ment systems that fulfill her

employees psychological needs for

certainty and belonging. Here, she shares

her thoughts and strategies for effective internal

communication—the kind that will grow both your em-
ployees and your district. (Read more on p. 24)
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Research: Layers of Leadership

We explore internal communication between principals and superintendents, especially around
school comms, marketing, and branding. What communication gaps exist between these two lev-
els—and how can administrators work together to create strong brands? (Read more on p. 15)
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Subscribe to the

SchoolCEO
Spark newsletter

ideas | stories |inspiration

& é

Become an expertinschool
marketing.

Original research, conferences, podcast interviews,
and newsletters to get you started.

BOARDS
& BONDS
Leveraging Irust 1o grow your schools F
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PODCAST BY APPTEGY
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Collective Authorship
SchoolCEO Podcast - Season 2
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SchoolCEO
Conversations Podcast

How to Onboard
Board Members

Dr. Melissa Thompson

schoolceo
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Storytelling from

the Heart

Neal Foard

schoolceo

LearningtoBe a
Great Place to Work
Michael C. Bush

schoolceo

®

Listen on

Apple Podcasts

LISTEN ON @ Spotify

schoolceo.com/podcast



Your role has changed and is
changing.

What we know
and want you
to know, too.

Brand, reputation and culture
are more important than ever.

Your communhnications team is
bigger than you think.

O




What 1s Brand?



Your district’s brand is the way

people thilkiandiféel about your

schools.




Agenda

Part I: SchoolCEOQO research

Part ll: How to expand your district brana



IIIII

Who Speaks Ve askeo

Eor Your 1,600 school
Brand? employees

about their school
— district brand
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school employees to find out who's

Retaining Classified Staff



What kind of school do you work What position do you hold?

63.15%
0% 20% 40% 60% 80% 100%
17.93%
Charter l
6.74%

Private -

5.89%
Public 4.65%

1.54%

© Teacher @ Non-Teacher Staff
Superintendent/Director/CEO

@ Other District-Level Administrator

@ Building-Level Administrator O
® Communications Director



Who is most responsible for promoting and protecting your district brand?

0% 10% 20% 30% 40% 50%

Superintendent

Communications Director

Teachers

Other Administrators

Students and Families



It’s important for me to be familiar with
my district’s brand and messaging priorities.

Teachers Non-teaching staff
75.2% Strongly/Somewhat agree 74% Strongly/Somewhat agree

41.0% 16.4% 37 29,

18.8%

9. 7% 4.8%

2.7% 2.4%

34.2% 36.8%

@® Strongly Agree Somewhat Agree @ Neither Agree not Disagree Somewhat disagree @ Strongly Disagree O



‘| feel it Is my responsibility to improve the
district's reputation when | speak with someone about the district.”

100%

75%

72%

50%

25%

Strongly/ Neither agree nor Somewhat Strongly disagree
Somewhat agree disagree disagree

O

0%



“‘My interactions with individual families impact
their perceptions of my district as a whole.”

100%

87%

75%

50%

25%

B = O

Strongly/ Neither agree nor Somewhat Strongly disagree
Somewhat agree disagree disagree

0%



Teachers are already acting as
brand ambassadors.



On average, how often have you received training on your district’s brand and
messaging priorities?

Superintendents Teachers

3.0% 3.0%

o
6.1% ‘ 59.1%

18.5%
28.8%

24.7%

Once or twice a month Once or twice a semester @® Once ortwice a school year ®  Less than once a year ® Never O



Part Il

How to expand your
district brand.



A little about me...

Cheese!

Meet my family



Be clear about your
brand, values, and culture

Engaging
Brand

Always be training

Support teachers




Be clear about your brand
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Think different
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www.apple.com







“Marketing is about values.

It's a complicated and noisy world, and we're
not going to get a chance to get people to
remember much about us. No company is.

So we have to be really clear about what
we want them to know about us.”

O



Always be training



Girl Scouts

| Life skills
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“When girls sell Girl Scout cookies:

. ¥ . 1. They learn to set goals and meet deadlines. That means your
girl scouts &t _ _ _ _ :
S daughter won't tell you last minute that her science fair project is

due tomorrow.

'l‘he Girl Scout

Cookie 2. They learn to work well with others. That means your daughter will

‘ Program do better on school projects or as a member of a sports team.

3. They learn to talk and listen to all kinds of people. That means your
3|(l||8 fOI‘ daughter will be able to ask a teacher for help or navigate the school

Glrls

WHAT GIRLS LEARN.

WHY IT MATTERS. use it. That means your daughter will learn about spending, saving,

, HOW YOU CAN HELP.

cafeteria more easily.

4. They learn how to handle money and make decisions about how to

and giving to those in need.
5. They learn to act honestly and fairly. That means your daught@




USD221

Gardner Edgerton School District



USD231

Gardner Edgerton School District

fw

www.usd231.com

913.856.2000
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Revised: 04.18.2020

Good morning, DSC Staff.

A few of you know we have been working to design and implement consistent branding across the
district and buildings. The purpose of this process and the attached branding guide is to provide clarity
regarding our visual identity and branding guidelines. This guide serves as an essential step forward in
our efforts to assert and sustain a strong visual identity that will clearly communicate who we are as a
district.

In order to successfully ensure consistency in this area, there are
several brief tasks that need to be completed. To make the transition
manageable, | plan to periodically send out small action items and
request that you take the few minutes necessary to complete

them. There is nothing you need to do right now.

If v/ Mterested in learning more about the USD 231 brand, please review the attached document.

y

Thanks and have a great day.

Ben O




Email signatures are essentially a digital business card and should be standard across the District.
It establishes and reinforces who we are as a District. By creating a cohesive email signature for
each employee, we establish brand recognition with every person to whom we send an email.

All employees are to use their assigned USD 231 email when conversing with students, families, or
when communicating on behalf of the Gardner Edgerton School District to outside entities.

Every email signature from a USD 231 employee should include the following information:

First Name Last Name
Position Title
Administrative Offices
USD 231 231 E. Madison Street
— | Gardner, KS 66030

913.856.2000
www.usd231.com

Gardner Edgerton School District

INSTALLATION INSTRUCTIONS
Step-by-step instructions for creating and installing your email signature can be found HERE.




Karen Eber

Corporate Anthropologist

Ask better questions & help
your teachers discover their stories

=] F1 =]
schoolceo
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School CEO O
Conversations




Provide consistent training

Make brand guidelines accessible

Mine and curate stories




Thank and Celebrate



Support teachers with a
strong start and end

R ———— -

Start the Year Encourage Re-engage families Document Celebrate teacher
making family positive family and teacher communication gains and
communication a communicatio communication achievements

priority. n



Three things to think about:

 What do you  What are the * How will you

need to get more every day reward your
clear on? opportunities to brand

train on marketing ambassadors and
your district team?
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