


   NSPRA © 2013   

NSPRA’s  

Communication E-Kit 
For Superintendents  

Most superintendents fully understand the need and impact of an effective communication 
program for their districts. Yet some may need help starting a program as well as some direction 
for proving the value of the communication function to Board members, staff, and the 
community. That’s why NSPRA leaders have now crafted this practical and brief resource to help 
you start and improve your communication efforts. 

This E-Kit is designed as a quick read for busy superintendents. It contains 15 topics designed to 
give busy superintendents a jump-start in starting a communication program. Read those that fit 
your needs. Be assured that you can find a great deal more about these topics from NSPRA.  

 Call us at (301) 519-0496 to discuss your particular needs, or  

 Go to www.nspra.org to find more time-saving information.  

While on our website, be sure to sign up for a free e-newsletter, Communication Matters for Leading 
Superintendents, which gives you additional insight 6 times a year. Or better yet, join or subscribe 
to NSPRA because you will receive more insight including NSPRA This Week,  a quick scan of  
relevant news and resources that we offer each week during the school year. To subscribe or join, 
go to www.nspra.org/membership.  

Who Helped with This Resource? 

This new resource would not be a reality without NSPRA leaders stepping up and volunteering 
their talent to write, coordinate, and produce it. Special thanks go to authors: 

 Tim Carroll, APR, Public Information Director, Allen Independent School District, Texas  

 Nora Carr, APR, Chief of Staff, Guilford County Schools, North Carolina, 
and NSPRA President-Elect 

 Joe Krumm, APR, Executive Director of Community and Government Relations, North 
Clackamas School District, Oregon 

 Matt Leighninger, Executive Director, Deliberative Democracy Consortium, 
Ontario, Canada  
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 Keith Imon, Associate Superintendent for Communications and Technology 
Services, Prince William County Public Schools, Virginia 

 Phil Kavits, Director of Communications, Prince William County Public 
Schools, Virginia  

 Rich Bagin, APR, Executive Director, National School Public Relations 
Association, Maryland 

Special thanks to Dr. Steve Walts, Superintendent of the Prince William County Public Schools in 
Virginia, and the current Vice President at Large for Superintendents on the NSPRA Board. Dr. 
Walts took the initial lead and helped manage this project for NSPRA.  

Tim Carroll, APR, cited above, edited the submissions and assisted in formatting the E-Kit. 
Carolyn Boccella Bagin of the Center for Clear Communication, Inc., in Rockville, Maryland, 
provided pro bono expertise in editing, formatting, and production.  

How Do We Build Support for Public Education? 

We firmly believe that every school district must proactively communicate and engage with its 
staff and community. It is the only way we can continue to build support for public education. 
And NSPRA knows that a superintendent’s commitment and priority are two elements of 
successful communication programs in our schools. 

This kit is just a start.  

Call us at (301) 519-0496 or email us at nspra@nspra.org to learn more about finding solutions 
for your needs.  

We are here to help you succeed in your communication efforts. 

Rich Bagin, APR 

NSPRA Executive Director 
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Building a Case for PR with Your 
Board 

Tim Carroll, APR | Public Information Director,  Allen Independent 
School District,  Allen, Texas 

All school administrators practice public relations. The advantage that some may have over others is the support they receive 
from school public relations professionals. When you consider adding a PR position, the following rationale may be helpful.  

 Public schools most likely represent the largest 
portion of your community’s tax bill. Citizens 
have a right to know how those tax dollars are 
being spent and an honest communication 
program can keep them informed. An effective 
PR professional can help. 

 Good or bad, every citizen in your community 
has personal experience with schools. Those 
experiences and the perceptions that come from 
them help frame the dialogue between 
administrators and the community. An 
effective PR professional can help. 

 The emotional commitment of patrons is 
unavoidable because the schools care for the 
community’s greatest resource  its children. 
Issues such as rezoning, budget cuts and 
security take on an emotional and exaggerated 
tone for that reason. An effective PR 
professional can help. 

 The boom in social media among people of all 
ages has pushed school districts into embracing 
Facebook and Twitter where it was once 
banned. It takes skill to communicate through 
these and other emerging technologies. An 
effective PR professional can help. 

 Communicating online through a school 
district website is no longer optional. The 
appearance of that communication tool conveys 
an image of your entire school district in the 
same way that corporate brochures and 

newsletters once did. Beyond the appearance, 
the content of a school or district website also 
conveys an image of the organization. An 
effective PR professional can help.  

 Administrative cabinet decisions sometimes 
must be screened for their unintended impact 
on various publics. A logical calendar decision, 
for example, could have serious daycare 
implications for parents. An effective PR 
professional can help. 

 School districts frequently turn to public 
relations when they are facing a crisis. The 
relentless media attention that follows a school 
tragedy or scandal can become even worse with 
poor PR management. The groundwork a PR 
professional can lay through employee training 
and a positive relationship with the media 
before a crisis occurs can alleviate tension when 
the school district is under scrutiny. An 
effective PR professional can help. 

 Finally, a PR professional can help the 
superintendent achieve the goals that the 
school board sets. Governing boards frequently 
cite communication with constituents as a 
problem for executives. Public relations 
practitioners can do more than produce 
newsletters and special events. They  can 
interpret and communicate board policy, they 
can assist in media coverage of school board 
meetings, and they can represent the school 
district in community organizations.  
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Using PR to Support Learning and 
Instruction 

Joe Krumm, APR | Executive Director of Community and Government 
Relations, North Clackamas School District, Milwaukie, OR 

Winners of state and national Superintendent of the Year honors consistently cite the value of communication in student success. 
An effective communication program can help student learning and instructional success in many ways. 

 When communication is adequate and 
combined with effective problem-solving at the 
school level, teacher attendance improves. 
Consistent attendance by teachers is seen as a 
way to improve student consistency. 
(Organizational Health: Fairman) 

 A communication program supports 
understanding of state testing for staff, parents 
and student. Many state agencies have excellent 
standardized testing guides for parents. 

 Multiple studies have shown that community 
involvement and partnerships improve student 
achievement, attendance and behavior. 

 Mentorship programs to support children, a 
frequent feature of successful volunteer 
programs, have been shown in key findings to 
help some key student demographics reduce 
truancy.  

 Healthy children: There are district PR programs 
that support children’s health through 
partnerships that create health centers, run 
dental vans, aid homeless students or simply 
support good nutrition. (Chomitz, et al, 2009; 
and Healthy Kids Learn Better study). 
Avoiding food scarcity in the home especially 
helps improve behavior and reduce truancy. 

 Education foundations and resource gathering 
tend to support innovation and technology, two 
areas when integrated help kids stay in school 
and improve test scores. Technology in 
multiple studies is shown to improve science, 

math, SAT scores and language arts. (NSPRA’s 
Dream Big book on Foundations emphasizes the 
need for a tie between the foundation and the 
district PR program.) 

 When a community feels you are doing a good 
job, polls show at local level, chances are 
greater that you will win funding elections, a 
key ingredient for many districts in developing 
resources for student success. 

 A quality PR program that helps build the 
reputation of the school district can help recruit 
great teachers and support staff. Strong word of 
mouth, especially from internal staff to 
potential staff, is developed by creating a great 
school district and telling people about it. PR 
professionals help create an informed, 
connected, inviting, professional workplace. 

 Create quality learning places: This is tied to a PR 
program’s ability to pass bonds to improve 
facilities. A 2002 Georgetown University study 
showed that there is an 11% improvement in 
test scores if your students are in a quality 
building… outside of all other factors. 

 Kids feel safe in school: Kids who feel safe at 
school are more likely to go to school. When 
violence is reduced, students are more likely to 
go to college. A quality PR program can help 
the district understand the experience of 
students through effective research. 
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Why Marketing Public Schools Is 
Necessary 

Nora Carr, APR | Chief of Staff, Guilford County Schools, 
Greensboro, NC 

Marketing is a term often associated with consumer products but in the media-saturated world in which schools operate, 
marketing can play an important role for schools as well. Here’s why: 

 No one will tell your story as well as you do. 
Take charge of your image, market position and 
message in your community. Join the fight to 
save public education in your state and 
nationally, too.  

 You have more power than you think you do. 
The good news in all the bad news about the 
national campaign to shrink public schools in 
favor of charters, vouchers and tax credits is 
that our school-based employees remain the 
most credible and important messengers about 
public education. Create ambassadors and 
deploy them to tell your story. 

 Most of the time, the best products don’t win 
the most customers. Great marketing, 
relationships and experiences do. This is true in 
business. This is true in education. When 
parents lack accurate information about school 
choices, they often choose schools with lower 
student performance. 

 Studies show that marketing influences school 
choices. In one choice experiment, for example, 
better access to timely, simple and clear 
information was the equivalent of a $70,000-
gain in income for low-income families. With 
better information, their school choices were 
more on par with more highly educated and 
affluent families. 

 You can do a great job educating kids and 
communicating with parents and still miss 70 
to 80% of your “market.” The people who pay 
taxes, vote on your finance and capital 
campaigns and elect your representatives no 

longer have school-aged children. If the last 
time they stepped into one of your schools was 
10, 20 or 30 years ago, you have a 
communication gap that someone else will fill 
to your detriment. 

 Good things happen for kids when we ramp 
up communication and marketing. Good 
communication is associated with higher levels 
of parental involvement. Parental involvement 
is correlated with better school attendance, 
higher student achievement, higher graduation 
rates, and a host of other positive factors that 
help students succeed at school and in life.  

 It is harder to get messages to stick. Cutting 
through advertising clutter and reaching 
diverse groups with different values and vested 
interests takes a compelling message, believable 
messengers and dogged persistence.  

 A lie told often enough gets embedded in 
public opinion. Since 1983, the public has been 
inundated with stories, reports, reforms and 
legislation aimed at fixing the “nation’s failing 
public schools.” Despite extensive evidence to 
the contrary about public school success, more 
and more people believe the public schools are 
failing and that their child’s school is an 
exemption to the rule, not indicative of public 
school quality overall. If we don’t correct the 
record, who will? 

 The American Dream is alive, well and living 
in our public schools. The problem is that most 
people don’t know that. You have to tell them 
 over and over and over again.  
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Defending Your Investment in 
Public Relations 

Nora Carr, APR | Chief of Staff, Guilford County Schools, 
Greensboro, NC 

Given the competitive marketplace public schools operate in, the need to hire professional personnel and invest more dollars in 
effective communication seems obvious. However, naysayers often point to communication investments as a waste of taxpayer 
resources or as examples of dollars that would be better spent in classrooms. Here are some quick tips and talking points to help 
you make your case. 

Address the Issue Upfront 

The best way to combat this financial issue is to 
make it clear to all concerned that you see 
communication as an investment that pays real 
dividends, and that research and your professional 
experience show that communication plays an 
important role in any high-performing 
organization, including public schools and school 
districts. 

Communication’s impact on students and 
parents 

 Good communication is associated with higher 
levels of student achievement. 

 Parental involvement is strongly influenced by 
communication. 

 School choices are influenced by ready access to 
information. 

Better access 
to information 

= $70,000 gain in 
income 

 

Lack of 
information = 

Parents often choose 
schools with lower 
student performance 

Communication’s impact on school or district 
effectiveness 

 High-performing teams and companies are 
characterized by open and frequent 
communication, collaboration and shared 
decisionmaking. 

 Organizations that communicate frequently 
with their employees and treat them well 
outperform their peers by 30 to 40%. 

 Good communication increases teamwork, 
productivity, employee morale, job satisfaction 
and retention. 

 Good communication improves customer 
service. 

 Good communication serves as the 
organizational glue as well as the oil that keeps 
the engine running smoothly. 

 Transparent, open, and frequent 
communication and ongoing engagement build 
trust in organizations and their leaders. 

 When people trust and are engaged in 
organizations, they are more likely to use their 
services, advocate on their behalf, defend them 
when attacked and pay their taxes or write 
checks to support them. 
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Show Support 

 If Board members and district leaders know 
that you support effective communication and 
see it as a vital management function that ranks 
with teaching and learning, legal counsel, 
finance and operations, they are more likely to 
support it as well. 

Share a Story That Illustrates Your 
Key Points 

 Draw from experiences you have had in your 
current district, as well as what you’ve 
experienced other places or learned about other 
places. 

Here are two real-life examples: 

rying to be responsive to board concerns and 
teacher complaints about spending too much 
money on communications, a superintendent in 

a large urban district cut the staff by two-thirds, 
eliminated the video production team, cut employee 
communication, and tried to rely primarily on media 
relations. In less than 2 years, employee, parent, and 
community satisfaction with the once-popular 
superintendent’s leadership plummeted, 
communication miscues became frequent fodder for 
negative news stories, and trust in school board 
governance dipped precipitously. 

he principal of a high-performing school in an 
affluent suburban area did not think she needed 
to market her school when a new charter school 

moved in. When students began leaving her school for 
the charter school, she predicted that they would 
return believing that her school’s superior teachers, 
robust curriculum, and rich after-school activities were 
too good to pass up for long. Meanwhile, the charter 
school held open houses and tours, invited students in 
for day-long visits, met with parents at businesses, 
churches and community locations, and sent repeated 
direct mail packages touting its potential. Soon, the 
principal of the traditional public school was cutting 
teachers and budgets to make ends meet. 

Illustrate the Bottom-Line Return on 
Investment (ROI) that Effective 
Communication Yields 

A $500,000 new investment in marketing would 
only need to recruit 50 new kindergartners or 50 
new students from private, charter, or parochial 
schools to pay for itself in 1 year at an average per-
pupil-funding amount of $10,000 per child.  

If those 50 kindergartners stay enrolled in public 
schools for 12 years, the investment actually yields 
a $6 million return. Without the investment, the 
district likely would have lost 1 to 2 teachers 
annually. 

Share articles and white papers 
about current research and best 
practices in communication, 
marketing and public relations  
both within education and in the 
private sector. T 

T 
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Technical vs. Strategic Skills in 
Public Relations 

Phil Kavits | Director of Communications Services, Prince William 
County Public Schools, Virginia 

School communication realities demand a PR strategist — with the skills of a technician on the side. Technical PR skills that 
generally “go with the job” include news and feature writing, basic survey techniques, PR planning skills, print and electronic 
graphic design, basic photography and video skills, desktop publishing and social media experience. 

Support staff members in the PR office may specialize in one technical area such as video but the director should be able to use 
his or her bag of technical tools to create strategies, advise upper management, and communicate as appropriate. 

Strategy without tactics is the slowest route to 
victory. 

Tactics without strategy is the noise before 
defeat. 

 – Sun Tzu, The Art of War 

Here are some thoughts about the PR person as 
technician and strategist:  

 Information overload makes great writers more 
essential than ever to cut through clutter.  

 Technology opens powerful communication 
channels to everyone. A top PR person needs 
the technical knowledge to understand, 
manage, and anticipate new technical tools, to 
complement the vision, to guide where they 
take your public perception and support.  

 Good PR strategists draw from their technical 
expertise to adapt to the situation. The midst of 
a crisis is not a good time for PR people to be 
practicing their technical skills. 

 Easy access makes everyone a potential school 
communicator or critic. A solid strategist can 
assist allies in building schools support, while 
avoiding missteps and misinformation, and 
addressing costly criticisms. The strategic bent 

is the difference between communication that 
helps or hurts.  

 Traditional news cycles are gone; now 
information gets out and opinions form with 
little or no time to react. Strategic thinking and 
proactive efforts keep you ahead of the curve.  

 The growing number and diversity of key 
audiences demand constant attention to 
relationship-building and maintenance. 
Strategic insight promotes conversations 
instead of one-way communication. The 
difference can enhance understanding and 
action.  

 Superintendents provide the big-picture vision, 
but have little time to convert it to effective 
communication strategies and messages. 
Instead, the lead communicator must be part of 
the leadership group and possess the strategic 
insights to enhance and reflect that vision 
systemwide.  

 Delivering words and ideas effectively cannot 
replace the strategic skills required of the 
superintendent’s communication guide and 
surrogate spokesperson. Technical presentation 
prowess is important, but do not mistake 
smooth talking for strategic thinking.  
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Managing Communication in a 
Large School District 

Nora Carr, APR | Chief of Staff, Guilford County Schools, 
Greensboro, NC. 

Creating a communication department for a large school district poses a unique set of challenges for superintendents. While 
larger systems tend to have more resources, they also tend to have more communication issues to manage. This is particularly 
true for countywide systems that cover huge geographic areas with vastly divergent constituents as well as those that serve urban 
areas in major media markets. For that reason, the need for quality communication increases. 

Recommendations for Large School 
Districts 

Here are recommendations that large school district 
officials may consider when developing, 
streamlining or strengthening their communication 
program. 

1. Hire a public relations strategist and leader 
with a big-picture orientation regarding the 
role communications, community relations, 
public affairs, media and marketing plays in 
achieving organizational goals.  

While you want experts on the team who have 
top technical skills and experience in media 
relations or governmental relations, for 
example, you need someone in charge who 
knows how to deploy resources for maximum 
benefit. Former reporters, school 
administrators and teachers may have this 
background but most do not. 

2. Make sure the top strategist reports directly 
to you, the superintendent. Communication is 
too critical to your success as a superintendent 
 and as a school system  to not have a seat 
at the table, along with your attorney and 
other top executive staff. Major PR problems 
can be avoided by consulting your top PR 
strategist before decisions are made, not after 
the fact.  

3. Leverage all district communication resources 
more strategically. Most large school system 
superintendents have more communication 
firepower at their fingertips than they realize. 
A common problem is that these resources are 
often so scattered among different 
departments and budgets. 

Organizations that distribute communication 
functions across departments may 
unintentionally dilute or harm the overall 
communication efforts. For example, a magnet 
school or parent engagement program may 
spend more money on marketing than the 
communication department without 
coordinating the message or sharing resources.  

If you can’t put all the resources under one 
chief officer, then make your expectations for 
resource sharing clear to all district executives. 
At the very least, insist that no 
communication, marketing, outreach, or 
advertising dollars are spent without 
coordination through and partnership with the 
communication team.  

4. Go for unity of message with multiple 
messengers rather than using only one or two 
voices to communicate your messages. By 
default, many large school systems rely solely 
on the superintendent, the district 
spokesperson and communication team to do 
all the heavy lifting when it comes to telling 
the district’s story.  
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In today’s highly networked and connected 
society, news and information simply travels 
too quickly. The goal today is to strive for 
unity of message across all district- and 
school-controlled communication channels. 

5. Identify “best practices,” conduct and use 
communication research.  

Although public relations is a relatively young 
profession, there’s a healthy body of research 
about what works, what doesn’t and why. 
While superintendents don’t have to be  and 
usually aren’t  communication experts, they 
do need to hire people who base their 
professional practice on research and data and 
know how to apply that knowledge.  

Public opinion research that is reliable, 
representational and statistically valid is the 
foundation of any effective public relations 
program. 

6. Set expectations, develop measurable goals 
and hold all leaders accountable for moving 
the dial on public opinion.  

The communication strategist should take 
primary responsibility for increasing 
awareness, shaping public opinion and 
generating the desired actions or behaviors 
among the people and groups that matter 
most to your success. Most strategic PR and 
marketing plans focus on one of those three 
goals and set measures accordingly.  

However, the success of the communication 
program often depends on the behavior of 
others  from school custodians, bus drivers 
and office personnel to the superintendent and 
Board of Education. You will increase results 
district-wide if you include communication-
related goals and results-oriented measures in 
everyone’s formal evaluations. 

7. Match staffing to goals and scope of work. If 
you want rock star results, hire top people and 
give them the resources they need to do their 
jobs well. With that in mind, large systems 
must match resources with expectations and 
responsibilities, even in tough budget times. A 
basic framework will include a chief officer to 

serve as the strategist and lead PR counselor. 
Common functional areas underneath this 
person include, but are not limited to: 
employee or internal communications; 
marketing; media relations; parent and 
community relations (also referred to as parent 
or public engagement, partnerships, 
volunteers, public affairs); and, administrative 
support. 

8. Include a healthy amount of contractual 
services dollars in the communication 
budget.  

Whether your district is large, small or 
somewhere in between, your communication 
team will have to operate much leaner than 
similar departments in corporate settings. 
Even a more robust staffing pattern likely will 
fall short when compared to the one-to-one 
services provided by student recruitment 
officers, community outreach personnel and 
fundraising executives at charter schools and 
private schools.  

To compete in this environment, contractual 
dollars are essential. Given the wide range of 
technical skills and expertise required in 
communication, having flexible resources that 
can buy higher levels of expertise at critical 
times and for major initiatives can make the 
difference between success and failure. 

9. Insist on regular program evaluations that 
use results-oriented data. 

Most public relations, marketing and 
communication plans aim at doing one of 
three things: increasing awareness, influencing 
public opinion, or motivating an action or 
behavior.  

10. Walk the talk, and manage symbolic 
communication well. Model the behavior you 
want your leaders to follow, and that you 
want your employees, students, parents, 
volunteers and community members to 
emulate. If you want your cabinet, school 
board members and school leaders to 
demonstrate respectful and responsive service 
to all constituents, you and your office team 
must show them what great service looks like.  
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PR Planning for Public Engagement 

Matt Leighninger | Executive Director, Deliberative Democracy 
Consortium, Washington, D.C. 

When it comes to working with parents and other community members, careful planning pays off!  

Here are some tips to help you plan for productive 
public engagement:  

 Don’t do it alone. Think about what kinds of 
organizations you might partner with  you 
need groups that share a commitment to public 
education, and that can help you connect with 
sectors and populations in the community that 
you might not otherwise reach. 

 Think carefully about why you want to engage 
people: To help the district make a difficult 
decision? To help parents support their kids? 
To understand what the community wants? To 
get more people volunteering in schools? 

 Think carefully about why people might want 
to be engaged: To influence school decisions? 
To gain information? To connection with 
educators, parents, and other community 
members?  

 Make sure the design fits the goals. Whether 
you are engaging people in a one-time 
gathering, an online forum, a series of 
meetings, or some other format or activity, you 
must have a realistic expectation that the 
activity will meet your primary goals and the 
primary goals of the people you want to 
engage. 

 Don’t choose between face-to-face and online 
engagement  use both. Nothing beats the 
power of face-to-face meetings, and nothing 
beats the convenience and sustainability of 
online connections. This can be done in simple 
ways: invite people who’ve been involved 
online to some kind of party or school function; 
set up a listserv for people who have attended 
face-to-face meetings.  

 Use large groups for what they’re good for, 
and small groups for what they’re good for. If 
you want people to learn from one another, 
consider different policy options, overcome 
divisions, or plan for action, you need a group 
of no more than 15. If you want to inspire 
people, give them a baseline of information, or 
help them connect or see action opportunities.  

 Use good group process techniques: Provide 
neutral facilitators (they can be volunteers who 
are trained to keep their personal opinions out 
of the discussion), create a guide or structured 
agenda for the meetings to follow, and give 
group members the chance to set their own 
ground rules. 

 Be proactive about recruitment. Announcing a 
meeting and getting an article in the newspaper 
is rarely enough. Most people will take part 
only if someone they already know and trust 
asks them.  

 Keep building your database. Collect email 
addresses from participants, and use a variety 
of communication vehicles to follow up. 

 Ensure that results are tangible. If participants 
make recommendations for the school system, 
make sure the system responds  either by 
implementing the ideas or explaining why they 
aren’t possible. If participants take their own 
initiative to help the schools  as volunteers, in 
small groups, as members of other 
organizations  find ways to support and 
recognize their efforts.
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Financial Communication 

Joe Krumm, APR | Executive Director of Community and Government 
Relations, North Clackamas School District, Milwaukie, OR 

Public schools need public support, built on the trust developed through understanding, engagement and ultimately, 
participation. Effective financial communication should be at the center of any plan to build support for budgets, tax referendums 
and bond elections. 

Here are 10 suggestions for PR staff and 
departments to improve financial communication 
and ultimately financial support for public 
schools. 

1. Develop a two-way communication 
opportunity to learn the views of key 
stakeholders about the district’s fiscal 
situation. Discuss in advance budget 
reductions, potential financial initiatives, 
elections or budget plans through budget 
action teams, town hall meetings or focus 
groups. 

2. Provide essential facts about the district’s 
fiscal situation to internal and external 
stakeholders using the preferred 
communication method revealed through 
research. This may include “Did You Know” 
style facts provided on posters at schools, on 
business cards for staff members to 
remember, or on the website or social media.  

3. Learn the demographic, political, and 
psychographic makeup of your community. 
This understanding will prove essential in 
developing a campaign to win a fiscal 
initiative, such as a tax referendum. 

4. Create an electronic or print annual report to 
the community that reflects academic and 
fiscal performance in easy-to-understand 
graphic displays. 

5. Identify the allies, leaders and activists you 
will need to win an election or lobby 
legislators. This may be done through 
engagement events (mentioned in #2). 

6. Consider employing or contracting with a 
grant coordinator who can produce funding 
by understanding effective grant pursuits 
and teaching staff how to write grants for 
themselves. 

7. Create partnerships with area business, 
social, nonprofit, or faith leaders who can 
develop human and financial resources to 
supplement school needs. 

8. Work closely with a school foundation that 
supports district goals. Evidence shows the 
most effective programs receive direct 
support and have a direct relationship with 
the school district. (See NSPRA’s resource, 
Dream Big.) 

9. Engage area state and federal legislators and 
other political leaders who can develop fiscal 
support and understanding for schools. 

10. Help families new to the United States 
understand how school funding works in 
America. It will help them support schools 
and their children.  
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Strategies for Managing 
Communication During a Crisis 

Rich Bagin, APR | Executive Director, National School Public Relations 
Association 

Managing a crisis, whether big or small, requires effective communication. At NSPRA we say that the way you manage a crisis 
can cause you even more lasting harm to your reputation than the crisis itself. 

The definition of a crisis rests more with your ongoing experience because some crises may seem major to some while the same 
type of crisis may occur somewhat regularly for some other districts. But whether the incident is a fiscal fraud, sexual abuse, 
shooting or major storm, the common theme for returning to normalcy will be your leadership and the preparation you have put 
into a crisis planning and its recovery. 

The goal of a crisis communication plan is to establish credibility and trust with stakeholders by creating a process through which 
the district can provide information in a calm, professional way, eliminating mixed messages and conflicting information. A crisis 
communication plan is an agreement in advance about how communication will work in a crisis.  

Communication strategies should reflect openness and accessibility, transparency, truthfulness, engagement, and 
responsiveness. Strategies should focus on resolving the crisis, employee communication, external stakeholder communication, 
and news media.  

Thirteen Points from NSPRA’s 
Resource Files  

1. Identify a district-level communication 
response team charged with convening during 
a crisis to manage the communication function 
of the overall crisis leadership team. While the 
director is in charge of communication, too 
much must happen within a brief period of 
time for one person to do it alone.  

2. Identify key audiences or stakeholders and the 
best way to communicate with them. By 
including a list of audiences and the most 
effective channels to reach them, the response 
team can move forward without having to 
brainstorm the list as the crisis response 
begins. (Hint: A database of key contacts must 
be set and updated way before a crisis hits.) 

3. Identify the district spokesperson. In case of a 
significant event, the superintendent or the 
highest ranking district official available 
should take the lead. In most instances, the 
primary media contact remains the PR 
director. In some instances, the person who is 
most knowledgeable about the issues 
surrounding the incident should be prepared 
for interviews.  

4. As superintendent you must be visible as soon 
as possible, demonstrating that you care and 
proving that someone is in charge to move 
forward. Think of the BP Oil CEO fiasco and 
you will understand why you must be there. 

5. Include a strategy to manage what NSPRA 
members call the “Golden Hour.” The first 
hour of a crisis contains the “judgment of 
confidence.” The public perception about your 
district’s ability to respond effectively in a 
crisis occurs very early. Include a “first 
response checklist.” 
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6. Include a 1-page template for an initial public 
statement in the plan. The initial statement 
shares what you can confirm accurately, 
outlines what the district is doing to respond 
to the situation, provides a schedule of when 
updates are expected to occur, and offers 
messages of concern and sympathy for anyone 
directly affected by the crisis. 

7. Clearly delineate the communication 
responsibilities of the district and local law 
enforcement if the situation involves police or 
the fire department. Before a crisis occurs, talk 
to local officials to understand parameters 
around how to appropriately release 
information. 

8. Prepare a statement for receptionists and 
secretaries at every building to use as the crisis 
unfolds. Parents will be concerned about their 
own children, even if the crisis occurs in 
another school.  

9. Prepare for news media coverage. With 
today’s instant communication, the news 
media may hear of any trouble faster than you 
do. If reporters sense at first contact that you 
are unprepared, they will report that 
perception. Establish news media protocols. 
When will interviews be available? Where will 
they be held? Are photographers allowed? 
Who will accompany them? Can students be 
photographed? The district calls the shots with 
news media in a crisis. But recognize media 
have a legitimate role in communicating 
during a crisis. They can be an ally in broadly 
distributing important information. And, if 
you don’t talk to them, they will find someone 
who will.  

10. Prepare responses using social media. Who 
will update the district’s website, Facebook 
page or Twitter accounts? Assign this 
responsibility to ensure immediate attention 
on these volatile information sources.  

11. Determine when your district’s broadcast 
messenger calling system will be used. Who 
will write and record the message? Who will 
be responsible to monitor email? Who is 
translating to reach non-English speaking 
families? 

12. Require preparation of internal messages. 
Employees must be updated and, if possible, 
they should hear what is happening before the 
message is sent to parents and the community. 
Employees will be information ambassadors 
during a crisis. People will expect that they 
know what is happening. Talking to 
uninformed employees will eat away at the 
community’s confidence and trust in the 
district’s response. 

13. Prepare a “dark website” loaded with contact 
info, school and districts statistics, community 
demographics, etc. It will save a great time 
and hassle you do not need when a major 
crisis hits.  

Much more is needed and can be found in NSPRA 
products and resources available at 
www.nspra.org. 
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Finding the Right Person for Your 
PR Department  

Rich Bagin, APR | Executive Director, National School Public Relations 
Association 

Like many key positions, hiring the right person can make or break your communication effort. It can also make your life easier 
 or add to the problems you had hoped to solve with your new communicator. So, make the time to get it right. It is not an 
easy task. 

At NSPRA, we often note that the position that is closest to yours as superintendent is that of the school communication 
professional. The professional, like you, must always see the big picture.  

The professional, too, should view every function in your system to see that it is performing well according to public perception 
or realities. That person will also assess how every function in your system adds or detracts from your system’s reputation. The 
communication professional must take that broad view to most effectively serve your schools. Some NSPRA members see 
themselves as the “conscience “of the school district and many superintendents appreciate their guidance. 

But Wait, Let’s Stop Right Here  

All you may need is someone to do your print and 
e-newsletters, “update the website,” tweet and 
maintain a  Facebook page. That is fine  if that 
technical communication role is what you are 
seeking. It is often a good place to start a program if 
you have an immediate need to create some 
“things.”  

And if you select the right person for these tasks, he 
or she may be able to grow into the type of 
communication professional we describe here. 

Ten Items to Consider in Hiring 

1. Hire the person who is skilled according to 
your needs as you see them now. If you can 
stretch a bit, also hire someone who can grow 
the communication function to meet the 
increasing challenges of today’s school markets. 
You will need to honestly answer the question 
of what must be accomplished for you and 
your district. 

2. A non-negotiable attribute is the ability to 
write clearly and fast. You will need proof of 
this talent and the best way to get that proof is 
to give finalists for your position a brief 
writing test or assignment. Just pull a scenario 
from a situation that your district found itself 
in during the past, explain the situation, and 
give the candidates a ½-hour to craft a 
message to parents, your Board, the media, 
and your website. 

3. NSPRA is part of the universal accreditation 
program offered by the Universal 
Accreditation Board (UAB) and supported by 
NSPRA, the Public Relations Society of 
America (PRSA), and others. An accredited 
member has passed oral panel and a written 
test, is considered “accredited” in our 
profession, and has earned the designation 
“APR.” We urge you to consider an APR 
candidate because it gives you an indication of 
the candidate’s basic knowledge in our field. 
Of course, the personality and the experience 
of your candidate are also factors in hiring.  
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4. In the announcement of your position, ask the 
candidates to include writing samples of the 
type of work you expect them to do  short 
briefs for your website and website URLs  
and ask them which sections they wrote. Also 
request samples of employee newsletter and 
external newsletter writing, media relations 
writing, social media examples, crisis letters, 
speeches, etc. If media relations is a priority of 
your program, also ask them for references 
from the media.  

5. You can ask leading questions to learn more 
about the candidate’s judgment or ask about a 
sticky situation you have experienced and ask 
the candidate to respond to it. Asking 
candidate’s references about the person’s 
judgment is always a good thing to do. 

6. Another characteristic deals with asking 
yourself, “Can I envision this candidate as the 
spokesperson for our district?” You have to be 
comfortable with that aspect of the job or you 
may regret your decision every time your new 
hire pops up on the news. You need someone 
who can speak appropriately and present a 
professional image for your schools.  

7. What role should internal communication play 
in your communication effort? How important 
is it compared to external communication? 

8. Where does social media fit when it comes to 
your entire school communication effort? Ask 
candidates to give some examples of how it 
could work for you. 

9. Ask candidates to describe what they have 
done with their technical skills and how they 
see these skills being used for your position. 
(Follow up with a database management 
question if that topic was not raised with the 
initial question.) 

10. Try presenting this scenario: “We have 12 
schools and about half of them do well with 
their communication effort. How can we get 
the other 6 moving in the right direction? 
Hypothetically, what would you do?” 

Good luck in your effort. We know that finding the 
right person can make or break your program. Let 
NSPRA know about your position. We will post it 
on our website (posting is free) and we can also 
network your opening within our association.  

And do contact NSPRA if you need further 
information or insight.
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Hiring the Public Relations 
Specialist 

Tim Carroll, APR | Public Information Director,  Allen Independent 
School District,  Allen, Texas 

Selecting a good school public relations staff member can be challenging for executives who are not familiar with evaluating 
communication skills and abilities. Here are a few helpful tips that should help the process move smoothly and successfully.  

Before the Hire 

 Once a decision is made to create a new 
position, develop a job description that lists 
specific skills and responsibilities. Choose from 
templates that are available from NSPRA or 
gather samples from area school districts.  

 Before posting the position, make a prioritized 
list of skills you want in the new staff member. 
What skills are most important to you and the 
organization? Solid writing ability, for example, 
is a must but digital photography or video 
experience is something a new person can pick 
up quickly. An understanding of the local 
media is very helpful but does not dictate that a 
media person is the best hire. In today’s 
connected world, a PR staff member should 
have a good understanding of social media and 
its usefulness in public schools. 

 Interviewing bad candidates can be frustrating 
and time consuming. Since oral communication 
will be an important part of the new PR job, 
consider conducting short phone interviews 
first. That will also help limit in-person 
interviews to good prospects.  

 Unless the person brings a strong portfolio, 
consider giving the candidate a short writing 
test such as creating a news release from a list 
of facts you provide. You should expect even a 
candidate who is fresh out of college to have 
strong writing skills. Poor writing skills will 
only add unnecessary editing and rewrite time 
for others staff members. 

 More than almost any other central office 
position, the PR staff member must be a good 
fit with the superintendent and cabinet. The 
person must have a basic understanding of how 
school systems work, strong technical PR skills, 
and your trust to ultimately represent you and 
the school district in public.  

After the Hire 

 Anticipate some start-up costs for computers 
and equipment that will be adequate for 
desktop publishing, video production and 
managing social media. 

 At first, give the new person several simple 
projects to work on that allow success and time 
to work with others. A basic good news story 
or photo assignment to get the person out of the 
office and into schools is a good start. 

 Early on, encourage the PR staff member to 
meet with local media representatives who 
cover your schools. Also encourage the person 
to join at least one civic group that will help 
network with key community leaders. 

 Encourage participation in the National School 
Public Relations Association (NSPRA) and state 
chapters if possible. Networking is invaluable, 
especially early in the person’s career. 

 Including the new PR staff member on the 
superintendent’s cabinet, if possible, will help 
that person understand the facts and process 
behind decisions and pending issues. 
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Creating an Effective PR Position 
Description  

Rich Bagin, APR | Executive Director, National School Public Relations 
Association 

Creating a job description is critical so that all interested parties and even your critics will fully understand the need for the 
position and the array of duties and skills required to join your team.  

As mentioned throughout this kit, you will need to decide on the functions of the position and the level of expertise you are 
seeking. In addition to what is listed below, we will be pleased to help you develop a job description for your district. Just call us 
at NSPRA and one of senior staff members will assist you. In addition, NSPRA chapters are active in many states and we urge 
you to contact your local chapter for resources they can offer. Go to our website at www.nspra.org and click on the chapter 
link to find the chapter leaders in your area. 

First, you will need to decide which job functions 
you would like to implement in your district. See 
the job descriptions below for ideas, but you must 
decide if the job will cover internal and external 
vehicles, social media, media relations, public 
engagement activities, marketing and branding of 
your schools, school foundation responsibilities, 
partnerships, community education, etc.  

It can become overwhelming really fast, and that’s 
why you must decide what you want and want you 
can afford. 

Second, you must decide what level of professional 
you are seeking. Remember, the range is from a 
technician who has specific but limited skills, to a 
coordinator who does and oversees more, to a 
communication manager, and finally, a strategic 
advisor. Again, your needs and budget will drive 
this decision. 

Affording the right person is also another challenge 
for consideration. Right now in 2013, the tech 
positions normally start in the 35K range, while the 
strategic advisor position is from the low $100-
150K+ range. NSPRA completes a salary survey 
every other year, so we can report on salaries in 
your region of the country upon request. 

If you are unsure of your needs, we suggest you 
consider completing an NSPRA Communication 
Audit. Its assessment process takes a snapshot of 
your communication effort now. In an audit, we 
observe your needs, and then give you 
recommendations for a program that is tailored to 
your district. It is perhaps the best way to start an 
effective program for your schools. It will save you 
time and money in the long run because it will set 
you on a path for communication success. Again, 
our website at www.nspra.org  can give you 
information about our communication audit 
contracted service program. 

Once you have hired your new communicator, we 
urge you to join NSPRA and also send your 
communicator to the New Professionals Program 
that we offer at the NSPRA Seminar each year. 
Combined, with the Seminar itself, our members 
tell us that the 5 days for the new professionals and 
the Seminar, translate to almost 2 years of job 
experience for new school PR professional.  

Here are links to sample job descriptions that can 
serve as a base for developing your own. 

Job Description 1: https://www.nspra.org/files/JobDescription1.pdf 

Job Description 2: https://www.nspra.org/files/JobDescription2.pdf 

Job Description 3: https://www.nspra.org/files/JobDescription3.pdf 

Job Description 4: https://www.nspra.org/files/JobDescription4.pdf 
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Hiring a PR Person: The First 100 
Days 

Tim Carroll, APR | Public Information Director,  Allen Independent 
School District,  Allen, Texas 

While school districts have unique public relations needs, take some basic steps to head a new program in the right direction. 

What the Superintendent Can Do 

 Assign an administrative mentor to the new 
staff member who can give a quick tour of the 
district and introduce the person to key 
personnel such as campus secretaries and 
administrators. 

 Set aside time in the first few days to outline 
your expectations for the position. Review 
school board goals and the administrative 
organization and then establish some priorities 
for the staff member. 

 Assign a project that the new staff member can 
complete in a short period of time to give the 
person a chance to succeed and give you an 
indication of his or her abilities. 

 Introduce the staff member to any civic or 
community organizations that might benefit the 
school public relations program. 

 Give the new staff member time to conduct his 
or her own research about the school district 
including reviewing past community surveys, 
elections and  important school board actions. 

What the PR Professional Can Do 

 Contact and set up meetings with the primary 
reporters and editors who cover school news. 
Become familiar with these media outlets 
before the meeting and look for ways you can 
both work together. 

 Speak with key leaders in the community and 
schools about their impressions and 
observations of the school district. This 
informal data gathering helps set priorities for 
the department. 

 Join the National School Public Relations 
Association (NSPRA) and your state chapter if 
one exists. A wealth of networking 
opportunities and resources will become 
immediately available to you.  

 Get out of the office. It is easy to become 
“trapped” in the central office with a new job 
but visiting campuses and gathering news in 
person is also important. 

 Read and understand the goals your school 
board set. Ask yourself how the work you are 
doing can help the school district achieve those 
goals. Not all assigned activities fit neatly 
under goals but keep those big goals in mind as 
you plan short- and long-range projects. 

 Speak less and listen more when beginning a 
new school PR position. Bring ideas and don’t 
be afraid to make suggestions when asked. But 
resist the urge to criticize or unfavorably 
compare to your previous school districts. 

 Research civic and community organizations. 
Consider seeking membership in the most 
helpful one. 
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Expectations for Your PR Staff 

Keith Imon I Associate Superintendent for Communications and 
Technology Services, Prince William County Public Schools, Virginia 

Effective communication — both internal and external — is vital to the success of every school system. It enables the 
administrative leadership team to positively influence attitudes and behaviors that lead to a wide range of desired outcomes, 
from enhanced student safety and performance, to securing support for school programs. Here are five basic staff expectations 
that can get you on the right path.  

1. Establish clear protocols for everything from 
routine inquiries to urgent communication.  

 Clarify who to contact for what and when. 

 Require critical communication to be timely 
and accurate. 

 Establish communication rules and 
procedures with first responders. 

 Define methods and expectations for school 
board communications. 

2. Develop a brand identity to guide and explain 
every aspect of your work.  

 Develop a slogan that embraces your 
mission and brand promise.  

 Create a visual style, reinforcing the brand 
with a common look for district materials 
from business cards to web pages. 

 Develop a style guide that helps all 
“communicators” represent the district, 
when appropriate.  

3. Promote positive media relations. 

 Avoid “no comment” and be available to 
reporters to give accurate information. 

 Be responsive but stay on message, steering 
questions back toward your points. 

 Provide the media with the information 
they will get through the Freedom of 
Information Act anyway. 

 Be positive and proactive. 

 Accept the challenges of blogs and social 
media  many newspapers are 
disappearing. 

4. Develop a variety of staff and student 
recognition opportunities. 

 Look beyond the obvious athletic and high 
academic achievement. Look for the success 
stories.  

 Prepare meaningful student or staff 
recognition for school board meetings. 

 Inform superintendent of personal 
recognition opportunities for campus and 
district-level employees. 

5. Help all employees to know that they are 
communicators for your school district. 

 Train frontline employees such as 
receptionists and secretaries in customer 
service. 

 Recognize and reward schools that model 
good parent and staff communication
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Establishing Accountability for the 
PR Position 

Rich Bagin, APR | Executive Director, National School Public Relations 
Association 

How you hold the PR position accountable is directly related to the objectives you have set for the program. Communication 
professionals are evaluated in many ways and elements of the evaluation of the communication programs are listed below.  

Remember that the big picture of the communication effort is to help your school district and schools move closer to achieving its 
overall goals and mission. So the real measure of accountability is how has the communication function helped you accomplish 
just that. 

Some Elements to Consider When 
Discussing Accountability for the 
Position  

 Create goals and objectives of a strategic PR 
plan and measure how the communication 
effort met them. In others words, did the 
program do what it said it was going to do? 
That is a major accountability moment. 

 Student achievement is not often linked to the 
communication effort. But some systems use 
their communication function to boost 
attendance and graduation through campaigns 
and  instill better communication between 
teachers and parents through training, e-
delivery systems, and parent academies. 
Increasing volunteers and partnerships all add 
to your teaching and learning programs.  

 Passing financial election or a school budget is 
a major accountability moment for your district 
and its communication effort. 

 Keeping the students you now have and 
recruiting others to attend your schools can be a 
major accountability component in our new era 
of choice. By investing another $105,000 in your 
communication program, you only need to 
recruit 15 more students a year to pay for that 
with the state funds you receive for each 
student. 

 Surveys can also indicate whether your 
communication efforts are working. Are your 
publications, website, e-newsletters, social 
media being read? 

 Staff climate surveys also indicate how your 
district is communicating, especially when it 
comes to internal communication efforts. 

 Periodically completing a communication audit 
will add a strong accountably component to 
your effort as it will give you some answers on 
what is working and what’s not. NSPRA offers 
a communication audit contracted service to 
school districts of all sizes. 

 Crisis communication planning and 
implementation when needed is a function that 
becomes a “true accountability” moment for 
you and your district. 

 Another accountability feature is to look at 
your media results over an extended period. If 
you are receiving a balanced approach of both 
negative and positive stories, you are ahead of 
the game. If you are “stuck” with a very 
negative press, it is up to the communication 
professional to recommend alternative ways of 
telling your story.  

 An accountability consideration is the feedback 
you receive from your administrative team and 
principals on how the communication office 
reaches out and serves them to help them and 
your district to reach its objectives.  
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References and Resources 

 

 

If you need more information about the topics we discussed, here are some outside references and resources that you can buy 
through NSPRA. 
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Resources available from www.nspra.org/products  

 

NSPRA’s Complete Crisis Communication Management Manual is a best seller for good 
reason: A crisis can strike at any moment and this manual makes sure you’re ready. 
School leaders across the country rely on this invaluable resource to deal with the 
communication challenges that crises present. In a crisis, the first 30 minutes are the 
most crucial. Through this revised manual, you find out exactly how to handle those 
initial critical moments. 
 Get step-by-step directions for preparing and reacting to common concerns. Packed 
with updated information and real-world insights gained since 9/11, some topics 
include how to set up an Incident Command System, dos and don’ts of working with the 
media, lessons from Hurricane Katrina, and adaptable, ready-to-use letters and sample 
voice messaging scripts for crisis situations.  

Item #: 222-10077; Price: $219; Member Price: $189

Based on 20 years’ research data, Think Like a Patron (Without Losing Your Mind) explains 
what your patrons really care (and want to know more) about, what they're somewhat 
interested in, and what makes their eyes glaze over. Filled with real examples and 
specific recommendations you can right now, it’s the workbook for modern school 
district administrators who want to Think Like a Patron … (without losing their minds). 

 Item #: 222-10097; Price: $14.95

Heavy demands on teachers’ time leaves little room for long-winded discussions about 
communication theory. That’s why NSPRA created this no-nonsense resource that 
teachers can put to work right away. Making Parent Communication Effective & Easy’s 
practical guide and accompanying CD, in an easy-to-adapt format, will save you time 
with its helpful advice, sample letters and messages, and how-to insights. The CD 
includes everything from PowerPoints for open houses to templates for welcome letters 
to tips on communicating with difficult parents.  

Item #: 222-10064; Price: $75; Member Price: $50 

The tips and tools included in this just-released book, Why Social Media Matters, by 
NSPRA members Kitty Porterfield and Meg Carnes will benefit both beginners and 
experienced social media users. Step-by-step instructions for writing a Tweet, creating a 
Facebook page, and writing a blog will get you started with ramping up your online 
presence. How-to instructions, best practices, practical suggestions, and cautionary tales 
help you and your school leadership team tackle the challenge of incorporating social 
media into their school or district’s online communication plan.   

Item #: 222-10096; Price: $19.95

With our updated School Communication Workshop Kit resource, NSPRA makes it easy to 
help building-level staff (principals, teachers, counselors, clerical and maintenance 
support staff) improve their communication techniques and become more effective 
ambassadors for your schools. Now you, too, can conduct successful communication 
workshops with this newly updated resource for your professional and support staff. It 
includes new tips and ideas to energize communication at the school level.   

Item #: 222-10076; Price: $65.00; Member Price: $49.95
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Election Success: Proven Strategies for Public Finance Campaigns includes everything 
needed to implement a successful campaign. This resource shows you how to use 
research and strategies to win elections. The 300 pages include everything you need 
for your own successful campaign. You may also learn that now is not the right time 
to go to the polls  saving thousands of dollars, hundreds of hours, and the steep 
uphill battle of winning the next election after a visible defeat. Within this crucial 
election resource, you’ll get sample campaign letters, flyers, scripts, PowerPoint 
presentations, checklists, and much more.   

Item #: 222-10070; Price: $219; Member Price: $189

Bring customer service to life throughout your schools with this vital new collection of 
tools and tactics from NSPRA: Unlocking Sensational Service: Tools for Tapping Your People 
Power. If you’re dealing with an open enrollment system, charter schools, or increased 
private school competition, this kit gives you marketing advantages you’ll need to make 
your schools the schools of choice. Inside this idea-rich, user-friendly CD, you’ll find 
everything you need to launch a customer-service program that precisely meets your 
demands. The choice is yours  create all-day workshops, daily meeting-starters, 
ongoing training sessions, or something else. Sample texts, handouts, discussion 
outlines, activities, PowerPoint presentations and more give you tried-and-tested ideas 
that work  and exciting new ways to help all staff members better handle those tough, 
but vital, frontline challenges.  

Item #: 222-10059; Price: $200; Member Price: $150

We completely revised and rewrote School Public Relations: Building Confidence in 
Education, one of NSPRA’s most popular products, to give you a comprehensive 
overview of school communication. Because it provides a thorough look at 
educational public relations, colleges and universities across North American use this 
book. Each of the 26 chapters gives insight on subjects vital to building or enhancing a 
communication program for your schools. Written by some of NSPRA’s most 
respected professionals, this unmatched resource is packed with information. You’ll 
find practical advice, along with hundreds of useful ideas and tips.   

Item #: 222-0069; Price: $60.50; Member Price: $54.95

Principals in the Public gives you a comprehensive look at what it takes for successful 
school leaders to reach and engage community members. Developed by NSPRA 
executive director Richard D. Bagin, APR, this 226-page book, and its accompanying 
camera-ready worksheets and handouts, is an easy-to-use guide that will enable 
principals to become skilled communicators as well as community leaders. Following 
this guide, even successful school communicators will maximize engagement among 
school-focused communities.  

 Item #: 222-10036; Price: $49.95; Member Price: $44.95

How to Market Your School is a comprehensive guide that gives school administrators 
tools to help create, implement, and maintain a successful marketing program. Topics 
covered include developing a marketing strategy, marketing research, 
communication, media relations, building beneficial partnerships, public relations, 
and fundraising. Although written for public school administrators, the book applies 
equally to private and charter schools.   

Item #: 222-10095; Price: $34.95

 


