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What is a brand?

BRAND
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What is a brand?
• Logo, tagline, etc.
These take
on greater
importance
in the age
of school
choice.

• Identity
• Reputation
• Positioning
• Mission, purpose, values

A framework for branding

PROMISE | EXPERIENCE
Source: The District Management Council
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The brand PROMISE.

The brand EXPERIENCE.
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A framework for branding

PROMISE | EXPERIENCE
Effective communication can improve both.

What is the single greatest
contributor to any brand?

The experience.
Am I satisfied
with the quality
of the product or
service?
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A BRAND is simply the story
you tell to your community
that answers this question:
How are YOU unique?

Photo by Noah Näf on Unsplash

“8 Social Media Accounts to Learn From”
By John Jennings of Advancingk12
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Bethlehem Area School District
Twitter # | Welcome Brochure

Why is branding important
for school districts and
school board associations?
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How can school districts
benefit from branding?
"In the last 3 school years, 12 of [Pennsylvania’s]
14 cyber charter schools spent more than $21
million combined promoting their schools."
"Most of the 43 traditional school districts in
Allegheny County [PA] said they spent nothing
on advertising or student recruitment."
"In some PA schools, as much as 18% of the
district’s budget goes to charter school tuition."
“PA charter schools spend millions of public dollars in advertising to attract
students,” Stephanie Hacke and Mary Niederberger. Public Source 2017

Public schools
need to improve
in telling their
stories.

If they don’t, their stories will be told for
them by people who are often
not invested in their success. 
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"Every organization that hopes to be
successful and remain relevant requires a
mechanism that, when followed, ensures
that everyone is working toward the same
thing, at the same time, and for the same
reasons."
Building Great School Board—Superintendent
Teams, Balch & Adamson 2018

How can
school board associations
benefit from branding?
CASE STUDY:
Massachusetts Association
of School Committees
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Framing the MASC Branding Campaign
Purpose / Goals

Audiences

Scope

Why are we
launching the
campaign?

Whom are we
trying to reach?

What is the
geographic reach
of the campaign?

Messages

Calls to Action

Messengers

What are the key
points to convey to
each audience?

What (if anything)
do we want each
audience to do?

Who will be the key
voices /
spokespeople?

Strategies

Timeline

Budget

What specific
elements will the
campaign entail?

What are key
dates, milestones,
opportunities?

What are we willing
to invest in this
work?

Multiple brands to consider

The School
Board
Member

The School
Board

The
Association
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Primary Audiences and Goals

MASC
Members

To ensure that all members are aware
of MASC programs, services,
relevance, and impact, and to
maximize members’ participation in
events, use of resources, and sense of
affiliation with the organization.

Policy makers,
State officials,
other influencers

To strengthen the reputation,
positioning, and effectiveness of
School Committees and MASC itself,
particularly among policy-makers and
thought leaders, on statewide issues in
K-12 public education.

MASC Member Survey
• Measured both awareness of and satisfaction with
MASC programs, resources, and services
• Incentive: Drawing for two iPads
• Heavily promoted at state conference
• 400+ respondents
• Results shared with MASC board,
staff, and members
• Findings inform branding /
marketing decisions
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MASC Member Survey: Sample Question

40%
49%
11%
<1%

MASC Menu of Member Services
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MASC Branding and Style Guide

MASC New Member Welcome Packets
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MASC Photo Library

MASC Video Projects
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How do you build and
sustain a strong brand?
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"Alignment and clarity cannot be
achieved in one fell swoop with a series
of buzzwords and aspirational phrases
crammed together. It requires a much
more rigorous and unpretentious
approach."

The Advantage: Why Organizational Health Trumps Everything Else in Business
Patrick Lencioni, 2018

Strategic Planning and
Foundational Statements
•

•

•
•

A common challenge facing districts is lack of
understanding and use of foundational statements to
create a shared identity and purpose.
A common challenge facing district leadership teams
is unity. Unity can be created through clarity of roles
and a shared understanding of purpose and
priorities.
Some comprehensive/strategic planning processes
do not involve school board input.
Many school directors are unfamiliar with the work of
the comprehensive/strategic plan and how it should
inform their deliberation and decisions.
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Compare Mission Statements
Every student is prepared for a successful future in
the 21st century by embracing life-long learning.
The Bethlehem Area School District, in partnership
with the home and community, is committed to
providing a safe and supportive environment in
which each student will attain the knowledge, skills,
and attitudes necessary to become a productive
citizen and life-long learner in our technologically
demanding and culturally diverse society.

"The problem for
organizations that
choose common
words like
innovation or quality
is that everyone
has their own
understanding of
those terms."
The Advantage: Why Organizational Health
Trumps Everything Else in Business
Patrick Lencioni, 2018
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Key components of brand strategy

Message

Comms. Plan

Visual Identity

Digital Tools

Media Strategy

Feedback Loops
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Branding Initiatives:
Critical First Steps
• Secure buy-in from key players and decision-makers
• Provide training in branding concepts
• Determine goals and intended outcomes
• Clarify roles and responsibilities
• Establish a budget
• Enlist professional expertise

Questions and
Discussion

Brianna Crowley
@BC_EDU_Training

Chris Horan
@chrishorancomm
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