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All Education Is Not Equal. Are You
Choosing The Best? #ChooseGarlandISD

With school choice a contested issue across the United States, Garland ISD wants to ensure that every
family living in the district makes an informed decision. GISD not only offers true choice by allowing
families to attend any school in the district—whether it's down the street or across town—but it also
boasts 17 selective magnet campuses, access to six different world language options, a free associate
degree, over 200 career-training programs, transportation, comprehensive special education services, a
100 percent highly qualified teaching staff, and more.

No other educational entity in the cities of Garland, Rowlett and Sachse can claim this expansive list of
options. However, GISD has seen a steady decline in enroliment for the past five years. This comes at a
time when the Texas Legislature continues to decrease funding for public schools and competition from
popular charter and private schools continues to increase.

Looking ahead to the future, the district knew it must become the area’s No. 1 choice, which meant
reaching beyond just sharing good news to begin selling the district itself. During the 2017-18 school
year, Garland ISD Communications launched its #ChooseGarlandISD campaign with a goal of informing
students, staff, parents, businesses and the community about everything the district offers and what sets
it apart from other educational options. It utilized many tried and true mediums such as Twitter, websites,
billboards and videos but also ventured into first-time territory with print and digital advertising as well.

At the end of the school year, GISD’s enroliment numbers were higher than first day, and more than 150
new early childhood students joined the district. Stakeholders also rallied around the hashtag to share
why they were proud to live, work and learn in Garland I1SD.

Research

The Garland Independent School District exists as a diverse community with a shared vision that serves
to provide an exceptional education to all of its students. With a tradition of excellence dating back more
than 100 years, GISD spans the cities of Garland, Rowlett and Sachse. It ranks as the second-largest
district in Dallas County, fourth-largest in Dallas-Fort Worth and 13th-largest in Texas with more than
56,000 students, 7,500 staff members and 72 campuses. In January 2017, an Interim Superintendent had
just taken the reigns of GISD, examining district data, processes and programs. As she worked with the
GISD Board of Trustees to chart a path of continued improvement, a demographic study was
commissioned to analyze changing populations, economic developments and enroliment numbers. The
district’s tri-cities all reported, and the information left GISD leadership unsettled.

Data from Census 2010 and Census 2015 showed the number of residents aged 65+ increased 4 percent
while all other age ranges decreased 1-2 percent. Enrollment numbers from 2011-16 also revealed a drop
of more than 800 students. And, GISD appeared to be one of just two districts in the region with declining
enrollment.

The demographic study included projections as well that were based on economic developments. While it
appeared that the city of Garland would remain a manufacturing hub without drawing many new young
homebuyers, the cities of Rowlett and Sachse promised exciting new growth with lakeside developments
and new business opportunities. The enroliment projections included low, mid and high-range scenarios,
with both the low and mid ranges continuing GISD’s pattern of enroliment decline. The high-range
projection, however, included a small but steady growth over the next 10 years.

Armed with these findings, the district began its budget workshops for the 2017-18 school year, which
underscored the importance of not only retaining all current GISD students but also attracting young



families to move to the area. The district receives more than $5,000 in revenue for each student, and
budget projections were showing a decrease in state funding of more than $4 million. Coupled with
increased expenditures due to operations and educational innovation, GISD was preparing for a $14
million shortfall.

Meanwhile, the district continued to receive letters from charter schools with an intent to build within GISD
boundaries. On average, one letter was received every month. And, while research showed that most of
the plans did not come to fruition, the potential for increased competition made district leadership call for
action.

Analysis

The first step was to identify competition already within GISD’s tri-cities. This included charter and private
schools where district students currently attended or could leave to attend in the future. GISD’s
Geographic Information Systems Department created a map, which plotted locations not only in Garland,
Rowlett and Sachse but also the entire North Texas region. In total, 101 charter schools and 226 private
schools were pulling from public school districts’ enrollment. Those numbers were five and 12,
respectively, within GISD'’s tri-cities. The district then put names to its competition, such as International
Leadership of Texas (ILT), Harmony Science Academy, Harmony School of Innovation, Harmony School
of Business, Garland Christian Academy and New World Day School.

The second step was to uncover why families may choose to leave GISD. Implementing an exit survey,
the district asked families where they were headed and why. Approximately half of the respondents
simply moved out of the area. However, program offerings ranked as a main reason the other half chose
to withdraw. Results also showed that the most popular competition schools included ILT and the three
Harmony campuses. This meant that GISD needed to understand the draw of charter schools and how
the district could combat it.

In April 2017, GISD Communications heard a presentation from BOK Financial Securities during a
meeting of the School Public Relations In North Texas group—a regional chapter of the Texas School
Public Relations Association. BOK provided an overview of charter school operations in Texas, including
how they differ from public schools and a growth plan to reach 1 million students, or approximately 17
percent of Texas’ enroliment, by 2025. Upon realizing that GISD’s biggest competition came from ILT and
Harmony, Communications asked BOK to tailor a presentation specifically for the district’'s Executive
Council. This presentation showed that more than 3,000 students who live within GISD’s tri-cities could
be attending charter schools, equaling more than $22 million in lost revenue. It also showed that ILT and
Harmony dedicate less resources to providing excellence in education and have higher class sizes in
addition to less experienced teachers. BOK then helped break down the charter school’s brand, which
centers around exclusivity, international curriculum and college readiness. The company also provided
tips on how to develop a marketing, branding and student retention/recruitment program.

With the support of GISD leadership, Communications began to plan a campaign like none other. It
needed to “sell” the district for the first time in history. While marketing, or sharing information, would be a
main component, the overarching goal would be branding. In the words of BOK Financial Securities,
“Your brand is the story your stakeholders tell. It needs to match the story you want told.”

Communications came up with the campaign #ChooseGarlandISD for three reasons. First, it was
intended to capitalize on the school choice movement throughout the U.S. Second, it could signify one of
the district’'s most exclusive attributes, its robust Choice of School program. Lastly, it encouraged
conversation through the use of a hashtag.

Campaign strategies included utilizing GISD’s in-house graphic designer, videographer and Print Shop to
offer a cost-effective, comprehensive campaign. Tapping into the district’s social media channels, website
and existing digital billboard contract, as well as creating videos and content for pre-scheduled printed



and email newsletters, would provide no-cost options. The GISD Print Shop could then offer unbeatable
prices for all other collateral, including the installation of bus ads. But, since having to “sell” the district
was uncharted territory, Communications knew it had to utilize new approaches including print and digital
advertising. An advertising budget of $50,000 was set for the first year, with an intent to potentially
expand efforts in subsequent years. All other printing costs would be absorbed into yearly operations.

Preparing to launch in July 2017, Communications created an 8.5” by 11” English/Spanish postcard that
would be mailed to every home within GISD’s tri-cities—approximately 109,000. The opening statement,
“All education is NOT equal. Are you choosing the BEST?” became the campaign’s long-term slogan. It
then listed a sampling of what sets the district apart from its competition, including certified teachers and
registered nurses at every school, arts and extracurriculars at every grade level, special education
services, transportation and more. Because the mailer included a URL for readers to learn more,
Communications also created www.garlandisd.net/choosegarlandisd, which used the same verbiage and
provided more in-depth information, as well as hyperlinks to accompanying pages on the district website.
To help kick-start awareness, Communications created a bumper sticker/window decal for Principals,
Assistant Principals and the GISD Council PTA as well. It featured a graphic representation of the
hashtag, which became the campaign’s logo.

Communication

After the postcard was sent out, the district’s Board of Trustees President talked about it during a board
meeting. He commented that GISD had thrown down the gauntlet against charter and private schools and
that this was just the beginning. His statement proved entirely true.

Communications began implementing its plan with a tweet that included the postcard and slogan. A video
was also created featuring five GISD parents, two of whom were district principals and one who was the
Mayor of Garland. This video wove together their testimonials to create a powerful branding piece.
“Choice of School is an amazing benefit this district offers that you can’t find anywhere else. For our kids
to be able to pick and choose which programs brought out their unique strengths and talents, that’s a step
for life. [My daughter’s] education from GISD has her working with seven different languages [in college],”
said one of the parents.

Additional videos included a man-on-the-street style piece asking district students and staff why they
#ChooseGarlandISD, as well as the nation’s first school district music video. Partnering with Flocabulary
to produce “Garland ISD Proud,” the district harnessed the power of hip hop to share its many
opportunities and accomplishments. Flocabulary is a resource traditionally used in the classroom to help
students learn by pairing information with song. The rap featured in the video was created and performed
by Ike Ramos, a Texas educator turned musician who has appeared with Lil Wayne, Ne-Yo, Method Man
and Rakim. The chorus was sung by the North Garland High School Express choir and the footage was
shot by GISD’s GRS-TV. All three videos can viewed at www.youtube.com/garlandisdnews. Together,
they have amassed more than 10,000 views.

Following its initial tweet, Communications continued to use the #ChooseGarlandISD hashtag regularly to
share brag-worthy news and information via district accounts at www.twitter.com/gisdnews and
www.twitter.com/gisdnoticias. Nearly 50 campaign-specific tweets have been posted since August 2017,
with many linking the hashtag to one of more than 150 stories chronicling student and staff success
published to the district website during the same time frame. Several tweets have risen to the top of
GISD’s accounts in regard to impressions and engagements as well.

Communication’s plan also included strategically utilizing different features of the district’s printed
newsletter, ConnectEd, which is mailed quarterly to all 109,000 households within GISD’s tri-cities. This
visually rich, magazine-style publication features a main story, photo collage and community poll in
addition to top 10 briefs. During 2017-18, every edition spotlighted the #ChooseGarlandISD campaign in
a different way. The main story in February 2018 interviewed the family of a high school basketball
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standout who was ranked among the top state and national recruits. When asked why they chose to stay
in Garland ISD, the family said, “It feels good to know you’re surrounded by people who really care. The
district offers skills that open the door to unlimited career opportunities. Overall, GISD provides a platform
for success!”

The district’'s e-newsletter offered another avenue to share brag-worthy news and information linking back
to the GISD website. It is sent at the beginning of every month to all email addresses within the district’s
student information management system, as well as to local media contacts. Media coverage throughout
2017-18 resulted in more than 1,000 pieces, including several with links to the #ChooseGarlandISD
hashtag.

Tapping into the district’s existing digital billboard contract, more than 10 advertisements have run since
August 2017. They not only featured the hashtag or URL but also targeted campaign messages
referencing college and career readiness, international curriculum, exclusive offerings and more. Each ad
ran between two-four weeks along an interstate and state highway, totaling approximately 1-2 million
impressions.

This past summer, three bus ads were launched as well. Designed, printed and installed in-house, each
one featured an English and Spanish side with the same target messaging. Ten routes were chosen
throughout Garland, Rowlett and Sachse to maximize coverage.

Trying out an all-new tactic, Communications created an identity packet. This multifaceted piece was
created to make it as easy as possible for realtors to sell houses within the district. GISD’s identity packet
puts all of the information they may need into one place. A brochure gives a general overview of the
district, while four flyers provide in-depth details about GISD’s unique Choice of School program,
selective magnet campuses, state-of-the-art Career and Technical Center, and more. A fifth flyer contains
numerous bragging-type facts, and a sixth flyer introduces district leadership. Because a second purpose
of the packet was to inform the community and prospective families about all of the great things
happening in GISD, the pocket folder featured a design reminiscent of a yearbook. The intent was to use
nostalgia to entice people to pick up the folder in doctor’s offices, etc. The district has received several
compliments from its target audiences regarding design and usefulness. The packet has also now been
translated into Spanish and Vietnamese.

Print and digital advertising provided an additional new tactic. During the campaign’s first year,
advertisements mirroring the initial postcard were placed in two special sections of The Dallas Morning
News, “Guide to Charter Schools” and “Guide to Private Schools.” The same ads were also placed in two
editions of Dallas Child, a free monthly parenting magazine available in high-trafficked areas across
Dallas County, as well as The Garland Guide and Livability Rowlett, two magazines targeting businesses
and homeowners. From March-September 2018, a 45-second movie theater commercial was shown at
three theaters as well, totaling more than 500,000 impressions. And, in August 2018, a one-month geo-
fencing program was launched in partnership with CBS 11. It included an email blast, website banners
and sponsored social media posts.

To round out its marketing and branding efforts, Communications created separate pieces during GISD’s
Choice of School selection periods, which included English and Spanish flyers, billboards and bus ads.
The Department also helped host the district’s inaugural #ChooseGarlandISD Day April 7, 2018. The
purpose of this one-day event was to attract more early childhood students before the end of the current
school year. Not only would this reduce the amount of students missing instructional time on the first day
of school due to last-minute enroliments, but it would also start families in the district at a young age so
that they would hopefully finish their entire prekindergarten-12th grade education with GISD. Promotion
included a flyer, yard sign, billboard and bus ad produced in both English and Spanish. During the event,
staff also sported #ChooseGarlandISD T-shirts and took pictures of all new enrollees as well. More than
150 families signed in to the event to enroll and visit information stations that day.



Evaluation

Looking back over the district’s #ChooseGarlandISD campaign, success can be evidenced in several
ways. First and foremost, enroliment figures showed an increase from the first to last days of class in
2017-18. Starting the school year with 54,875 students, end of year numbers grew by nearly 1,500 to
56,210. The number of students who filled out exit surveys saying that they were leaving for a charter
school also decreased slightly from the 2016-17 school year.

Staff surveys provide another positive indicator. Polling district employees periodically, one survey
question asked respondents whether they were proud to work for GISD. Serving as baseline data before
the #ChooseGarlandISD campaign, 2015 responses displayed an 87 percent agreement with that
statement. After the #ChooseGarlandISD campaign launch in 2017, 92 percent of district employees said
they were proud to work for GISD—an increase of 5 percent.

Perhaps the biggest sign of success, however, is the hashtag itself. #ChooseGarlandISD was truly
embraced by the district and its tri-cities. Tracking from November 2018-March 2019 produced
approximately 1,000 tweets. While hashtag analytics were not tracked from the beginning of the
campaign, the average of 200 uses per month could potentially mean a total of 4,000 tweets. This shows
that GISD students, staff, parents and community members want to spotlight the district’'s exceptional
education and have become brand ambassadors.

Additional indicators include website and digital advertising analytics. Because
www.garlandisd.net/choosegarlandisd was included in advertisements, print and digital collateral, etc.,
whenever possible, the URL garnered more than 7,500 page views during the first year of the campaign.
CBS 11’s sponsored social media posts and website banners also delivered nearly 130,000 impressions
while its email blast delivered more than 150,000 impressions.

And, #ChooseGarlandISD-specific media coverage spanned the district’s tri-cities. The local Rowlett
Lakeshore Times newspaper published a story featuring the district’'s partnership with Flocabulary to
create the first-ever school district music video. GISD’s Superintendent was also interviewed on a local
radio station by a Sachse City Councilman. And, the Garland Chamber of Commerce ran a full spread of
district information in its 2018 Garland Guide publication, which is distributed to approximately 9,000
businesses and homes throughout the city.

While GISD counts its campaign a success, the district’s efforts are far from over. Data from the
beginning of 2018-19 shows additional students transferred to competing schools, and projections
continue to show a trend of enroliment decline.

The #ChooseGarlandISD brand is just getting started, though, and will continue to grow. Communications
has launched a new yearlong movie theater commercial and has added Suburban Parent magazine to its
list of print advertisements. Because a brand is built by the interactions that stakeholders have with an
organization, Communications is also hosting community groups such as Leadership Garland, Rowlett
and Sachse in order to give them insight into the innovation occurring across GISD, as well as positive
stories to share with family, coworkers and friends. But, as efforts increase, so do budget costs. For this
reason, Communications has not renewed its advertisements with The Dallas Morning News and Dallas
Child in 2018-19.
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DEMOGRAPHIC STUDY

Garland ISD commissioned a demographic study to

analyze the population within its tri-cities, as well as
enrollment trends. Data showed that the district’s
population was aging and that enrollment numbers had
decreased approximately 800 students since 2011. GISD
was also one of just two districts in the region with
declining enrollment, which meant that retaining every
student was necessary. New discussions began about a

push to attract new families to the area as well.
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Figure 2. District Enrollment Projections
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Along with the demographic and
enrollment study, Garland ISD

Fall

received projections for the future.

—+—Llow ——Mid —+—High

Two out of three scenarios continued
the declining enrollment trend.

But, since new developments were
scheduled in two of the district’s

three cities, one scenario reversed Table 6_ District Projections
that trend. GISD was committed to Low Range .
. . . Fall 1st] _2nd] _3rd] _4th| _5th] _6th| _7th| Bth| _Oth] 10th| 11th| 12th ANl _EE5 68 942
dolng everythlng POSSlble to try and 017 3750] 3001] 4108] 4375] 4387] 4198] 4304] 4256] 4683] 4476] 4293] 4078] 56,504] 26,306] 12,758 17,530
. .. 018 3702] 3791| 3916 4093| 4404| 4362 4216| 4327| 4696| 4408| 4228 4134| 55984 25613] 12,905 17,466
meet the hlgh—range projections. 019 3654| 3743|3806 3901| 4122 4379| 4380 4239] 4767| 4421| 4160| 4069| 55270 24,855 12,998] 17417
020 3606] 3695 3758 3701|3930 4097 4397| 4403| 4679] 4452| 4173| 4001| 54,573 24.331] 12,897] 17.345
021 3558] 3647| 3710 3743 3820 3905| 4115| 4420] 4843| 4404| 4244 4014| 53,896 23,951] 12,440] 17,505
052 3510] 3500|3662 3605 3772| 3795 3923 4138| 4860] 4566| 4156| 4085 53,158| 23,633] 11,856 17,669
023 3462| 3551| 3614 3647| 3724| 3747 4578|4585 4320 3997| 52,301| 23,315 11,506] 17,480
024 3414 3503| 3566] 3599 4303 4337 4161| 51484] 22.097| 11,300] 17,187
5025 3366| 3455|3518 3551 2111|4055 4178| 50,455| 22.679] 11.156] 16,620
[2026 3318|3407 3470 3503 | 3740] 4228] 4001 3863| 3896] 49,361] 22,361 11,012 15,988
Mid-Range
Grade
Fall EEPK]__KG| 1st] _2nd] _3rd] 4th| _5th| 6th] _7th| 8th| _Oth| 10th] 11th| 12th ANl _EE5 68 942
017 2009 3650 3782 3917| 4121] 4399] 4391] 4209] 4312 4262 4700 4484 4297| 4086 56,709] 26,350 12,783] 17,567
018 2073 3605| 3784|3839 3045] 4130] 4431| 4376| 4234 4341 4719] 4432 4240 4146| 56,095| 25807 12,951 17,537
15019 2126 3607| 3739| 3841, 3867, 3954] 4162| 4417| 4402 4263 4797 4451| 4188 4089| 55.993| 25.386] 13,082 17,525
020 2120 3687| 3832| 3796 3869| 3875| 3986| 4148| 4442 4431 4720 4530 4037| 55,680] 25,165 13,021 17,494
021 2121 3688 3821 3889 3824| 3878] 3908| 3072| 4173 4471 4887 4452 4286 55,426] 25,129 12,616 17,681
022 2121 3689| 3822 3878| 3917| 3833| 3910| 3693| 3997 4202 4928 4620 4208 55,153| 25,170 12,092 17,891
023 2122] "3690| 3823| 3879] 3906| 3925 3865| 3896| 3919 4026] 4659| 4660| 4376 4057| 54,803 25,210] 11,841] 17,752
024 2122 3601| 3824|3880 3007| 3015| 3058| 3851| 3921 3948 4483 4301| 4416 4225| 54,533| 25207 11,720 17,515
[2025 2123 3602| 3825 3881 3908| 3916] 3947| 3943| 3676] 3950 4404| 4215 4147 4265| 54,092| 25.292] 11.769] 17.031
[2026 2123 3693 3826 3862 3909 3917| 3948| 3933] 3969 3905 4407 4137 3971 3996] 53,616] 25.298 11,807 16,511
High Range
Grade
Fall 6th] __7th] _ 8th 10th] _19th| _12th ANl _EE5 68 942
017 7219 4319 4268 7491|4301 4094| 56,013] 26,505 12,806 17,602
018 4390 4252| 4354 4456 4251 4158| 56,695| 26,093] 12,996| 17,606
019 4454|4423 4287 4481| 4216|  4108| 56,803| 26,007 13,164| 17,632
020 4198' 4487|4458 4567 4241|4073 56,870 26.086] 13.143| 17.641
021 2038|4231 4522 4500 4327 4098 57,036] 26,389] 12,791] 17,856
022 3991| 4071| 4266| 4995 4671| 4260 4184| 57,026| 26,788] 12,328] 18,110
023 4203 4006 4044| 4024] 4106| 4739 4735| 4431| 4117| 57,381| 27,185 12,174 18,022
024 4230 4239| 4002| 4077| 4050| 4579 4479| 4495| 4288| 57.652| 27,673 12,138 17.841
12025 T4280| 4266| 4235| 4035 4112|4532 4352| 57,803| 27,979 12,382 17,442
[2026 4330 4316 4262| 4268 4070| 4585] 4272] 4079] 4096] 57.939] 28,307 12,600 17,032
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BUDGET PROJECTIONS

2017-18 Proposed General Fund Budget
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Estimated Total Revenue $ 448,133,283
Estimated Payroll $ 384,819,624
Estimated Non-payroll $ 77,991,183
Estimated Total Expenses $ 462,810,807
Change in Fund Balance Cs (14,677,524)
End of Year Transfer Out $ (10,250,000) ‘FIPFN an“ R Fr‘ IMrH F.ﬂ_ﬁF
Change in Fund Balance After $(24,927,524)
End of Year Transfer Out « Salary Increase $7,600,000
Estimated Payroll expenses decreased by ($39,000) as a result of a 1 * FTE's (New Positions) Added $4,531,062
of two bus drivers. * Balanced Literacy $3,485,011
) . ) * Department and Campus Requests $4,981,307
Es‘tu“nated non-payroll expenses were adjusted (increased) to captur| « One Time Requests (for 17-18 only) $833,325
million for roof replacements
* Roof Replacements $3,200,000
The decrease to fund balance shown above is before any pay rail * Budget Reductions - Strategic Abandonment ($1,374,850)
consideration. * Increase in TRS- Care Contribution (.55% to .75%) $370,000
-
* TRS- On Behalf ( offset by revenues) $600,000
* Contingency (CCC, Unpaid Meals, Legal, Facilities) $1,289,000
TOTAL INCREASE TO BUDGET $25,514,855
COMPARISOMN T PRICIE YFAR RFWFMIIF
2016-17 2017-18 Change % Change
Local $162,030,206 $176,744,264 $14,714,058
State $299,575,893 $295,221,323 ($4,354,570) COMARPARIGOIN TO PRICIE YFAR FXPFMNIHTLIR FE
Federal $800,000 $1,700,000 $900,000
2016-17 2017-18 Change % Change
Tkm' $462,406,099 $473,665,587 $11,259,488
evenue Payroll $400,918,562 $414,695,487 $13,776,925 3.4%
Contracted
Services $35,190,006 $42,296,186 $7,106,180 20.2%
Supplies &
Materials $22,806,609 $27,079,392 $4,272,783 18.7%
Other Operating $7,471,434 $7,785,141 $313,707 4.2%
Capital Outlay $109,341 $154,601 $45,260 41.4%
Total
Expenditures $466,495,952 $492,010,807 $25,514,855 5.5%

While demographic and enrollment studies were ongoing, Garland ISD began its budget workshops for 2017-18. These painted a dire
picture of what could become the new reality if the district continued to lose students. A projected shortfall of more than $14.5 million
would mean dipping into GISD’s Fund Balance. This shortfall was caused by less money from the state and ADA, as well as increased

costs of operations and educational innovation. The projection also did not include a raise for staff, which had been possible for several

years priof.
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Every time a charter school is thinking about
opening a location within Garland ISD’s
boundaries, the district’s Superintendent receives
a letter of intent. While many do not come to
fruition, the letters average about one a month.
This prevalence of possible competition, coupled
with a dire need to retain and attract students,
led GISD to develop its #ChooseGarlandISD
campaign.
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AooE0dING THE COMPETITION

NORTH TEXAS REGION
CHARTER AND PRIVATE SCHOOLS
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Gatland ISD’s Geographic Information Systems Department created a map of charter and private schools in the area, allowing the
district to see its competition. While the map showed approximately 17 campuses within district boundaries, four of them seemed to be
the most popular: International Leadership of Texas, Harmony Science Academy, Harmony School of Innovation and Harmony School
of Business. GISD staff then visited a few of these campuses to see what they had to offer. One staff member reported that pizza was
ordered for students’ lunch and at least one class consisted of students straightening each other’s hair in the library.
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#ChooseGarlandISD Exit Survey

Q1 Student’s First and Last name

Answered: 104 Skipped: 0

# RESPONSES DATE
1 James Mazur 1012812018 6:28 PM
2 Yonathan Getachew 9/412018 11:17 AM
3 Michael Tran 9/3/2018 9:58 PM
« Austin phiip 9/112018 8:13 PM
Diana Diaz Ortiz 8/30/2018 1:23 PM
#ChooseGarlandISD Exit Survey Kaiden Fisher 8/28/2018 10:01 AM
Taylor Johnson 8/28/2018 5:45 AM
Q2 Which Garland ISD campus did they last attend? Denise Gonzalez Santiago 8127/2018 7:34 PM
Answered: 104 Skipped: 0 Vy Dang 8/27/2018 6:56 PM
Emily Esparza 8/27/2018 6:51 PM
MICHAEL BROWN 8/27/2018 3:57 PM
# RESPONSES DATE Sara Ramirez 8/27/2018 10:35 AM
1 Herfurth Elementary 1012812018 6:28 PM Ava Torres 812712016 10:34 AM
2 Weeb middle school 9/4/2018 11:17 AM Adela Torres 8/27/2018 10:33 AM
3 Abbett 9/3/2018 9:58 PM Anica Murillo 8/27/2018 10:32 AM
4 Rowlett high school 9112018 8:13 PM Alexander Rivera 8/27/2018 6:26 AM
5 Abbett elementary 8/30/2018 1:23 PM Maya Darell 812612018 6:20 PM
6 Club Hill 8/28/2018 10:01 AM Shiva Sathya Hiremath 8/25/2018 5:53 PM
7 atiends DISD- Dealey Montessori and Interational Academy 8/28/2018 5:45 AM Riey Walker 81252018 3:54 PM
8 North Garland HS 8/27/2018 7:34 PM Jaden Walker 8/25/2018 3:53 PM
9 Ethridge Elementary 8/27/2018 6:56 PM Abigail Hernandez 8/25/2018 7:18 AM
10 Rowlett high school 8/27/2018 6:51 PM Tykeisha Tilman 8124/2018 6:14 PM
1" SOUTHGATE ELEMENTARY 8/27/2018 3:57 PM Nicholas Mclntire 8/24/2018 4:27 PM
12 Coyle Middle School 8/27/2018 10:35 AM Christion VanZandt S2412018 412 PM
13 Shugart Elementary 8/27/2018 10:34 AM Ethan Nguyen 8124/2018 2:46 PM
14 Shugart Elementary 8/27/2018 10:33 AM Bernie Rayo Ortiz 8/24/2018 2:20 PM
15 Rowlett High School 8/27/2018 10:32 AM Y PRy TYRTTY)
16 SGHs 812712018
17 Naaman Forest High School 8/26/2018 #ChooseGarlandISD Exit Survey
18 None 8/25/2018
"“ Armstrong 8282018 Q6 Which of these reasons best fit why you chose to change school
20 Hudson 8125/2018 districts?
21 Sellers Middle School 8/25/2018
22 Bussey MiddleSChool 8/24/2018 Answered: 49 Skipped: 55
2 South Garland HS 8124/2018
2 CR Lyles middle School 8/24/2018 program -
25 Seller's Magnet Middle School 8/2412018 offerings
% Jackson Middle school 8124/2018
27 Dorsey Elementary 812412018
28 Rowlett HS 8/24/2018 Location I
29 Garland Classical 8124/2018
30 BULLOCK ELEMENTARY 8/24/2018
31 Rowlett HS 812412018 School size .
32 Florece Parsons Pre K 8124/2018
33 lakeview centennial 812412018
34 North garland 812412018 m"":l;:ec?; _
35 Katherine Stephens Elementary 8/24/2018
4 / 15 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

T, e crocEs ReomonsEs
30.61% 15

Program offerings

Location 6.12% 3
School size 8.16% 4
Other (please specify) 55.10% 2
TOTAL e
# OTHER (PLEASE SPECIFY) DATE
Garland ISD wanted to fully understand Why its families may 1 James' brother Paul was not accepted into the Montessori program, and their grandmother 10/28/2018 6:30 PM

teaches music at Preston Hollow, so they're both attending there now.

choose to leave district schools, so an exit survey was created. 2 None di ant move 9112016 515 PI
. . 3 Student was a foster child. Student moved from my home and returned to relatives. 8/28/2018 10:02 AM
Questlons asked Wthh GISD school StUdentS Currently 4 Student moved back with her parents. No longer her legal guardian. 8/27/2018 7:35 PM
5 WOULD LIKE TO TRY OUT THE ACADEMY 8/24/2018 10:11 AM

attended and Where they WEre now headed’ as Well as Why they 6 Didn't change districs, he is out currently with Ringworm. | have notified the school so i'm not sure 8/24/2018 9:53 AM

. . why he was disenrolled.

were choosing to leave. Approximately half of the respondents . e 212018 940 A
moved out of the area. However, program offerings was a main e et 024120109135 A1
9 Other 8/24/2018 9:10 AM

reason the other half chose to withdraw. This meant the district o Moned back wih mother 82412018 547 AM

" Catholic education 8/23/2018 9:08 PM

needed to spread the word that it had the same and even more
programs to offer than competing private and charter schools.




EAPERT ADVICE

After hearing BOK Financial Securities present an overview

of the competition arising from charter schools across

the Dallas-Fort Worth metroplex, Garland ISD asked the
company to tailor information specifically for the district.
This helped GISD learn more about the differences between
the two educational options, as well as how charter schools
have built their brand. BOK offered several eye-opening
statistics, including a potential loss of $22 million from
student tranfers, which helped unite the district behind its
#ChooseGarlandISD campaign.
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With an in-house graphic designer, videographer and Print Shop, Garland ISD knew it had several resources to launch a comprehensive

campaign. Planning began with the most cost-effective strategies. Tapping into the district’s social media channels, website and existing

digital billboard contract, as well as creating videos and content for pre-scheduled printed and email newsletters, would provide no-cost

options. The GISD Print Shop could then offer unbeatable prices for all other collateral, including the installation of bus ads. But, since

having to “sell” the district was uncharted territory, GISD knew it had to utilize new approaches including print and digital advertising,

An advertising budget of $50,000 was set for the first year, with an intent to potentially expand efforts in subsequent years. All other

printing costs would be absorbed into yeatly operations.

Soba JL



PREPARING TO' LAUNCH

All education is NOT equal.

Are you choosing the BEST?
HUDSEGARLANDI Only ONE CHOICE offers

all this and more:
M Free public schools

M Certified, experienced
teachers & registered
nurses at every school

M Selective magnets

Arts & extracurriculars,
PreK-12

M Fres PSAT, SAT & AP tests

M Hundreds of career
training programs

M Special Education services

M Bilingual/Dual-Language
programs

Guidance & Counseling
services

M Transportation

arlandISD

www.garlandisd.net

o: @ e T

Preparing to kick off its #ChooseGarlandISD campaign, the district created an 8.5” by 11 postcard to be mailed to every home within
GISD boundaries--approximately 109,000. The mailer singled out several things that set the district apart from other educational options

in the area and also included a web address to learn more. The #ChooseGarlandISD web page deliberately features the same verbiage

used in the mailer and provides more in-depth information, as well as hyperlinks to accompanying district website pages. As the first
#ChooseGarlandISD promotional item, a sticker/window decal was handed out to Principals, Assistant Principals and the district’s
Council PTA. Due to its success, GISD has purchased additional promotional items, including umbrellas and pocket notebooks.


https://www.garlandisd.net/content/choose-garland-isd
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MARKETING AND BRANDING
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#ChooseGarlandISD #8
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february 2018
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Garland ISD regularly uses several communication channels to share important information, upcoming events and more. For its
#ChooseGarlandISD campaign, the district strategically harnessed each one. Different features of the ConnectEd printed newsletter
were utilized in each of the quarterly editions, including a feature story, photo gallery, Top 10 brief and community poll. Three bus ads
in both English and Spanish were also targeted to 10 routes throughout GISD’s tri-cities. And, more than 10 digital billboard ads were
worked into the district’s rotation, totaling approximately 1-2 million impressions along an interstate and state highway.
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MARKETING AND BRANDING CONT\NUED
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Garland ISD has produced three main videos for its #ChooseGarlandISD campaign. The launch video features testimonials from

five district parents who represent the district’s tri-cities. A second man-on-the-street style piece asks students and staff why they
#ChooseGarlandISD. In a partnership with Flocabulary, the third video uses hip hop to share the district’s many opportunities and
accomplishments. Together, they have amassed more than 10,000 views. All three pieces can be viewed at
www.youtube.com/garlandisdnews. The district’s @gisdnews and @gisdnoticias Twitter accounts also regularly share brag-worthy news

using the hashtag. Nearly 50 tweets have been posted throughout the campaign.
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www.twitter.com/gisdnews
www.twitter.com/gisdnoticias
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m Arts & extracurriculars, |
PreK-12
™ Selective magnets

™ Free PSAT, SAT
& AP tests

% Hundreds
of career

WE ARE THE ONLY CHOICE THAT OFFEAS:

> A STATE-0F - THE-ART
CAREER & TECHNICAL CENTER

> SIK LANGUAGE OPTIONS

> SELECTIVE TTAGNET PROGRANS
> TRANSPORTATION

> SPECIAL EDUCATION

> FREE POAT, SAT
AP AND (B TESTS
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With a goal of marketing and branding the district to attract and retain students, the #ChooseGarlandISD campaign included several

digital and print advertising efforts. All were new ventures for GISD. A six-month movie theater commercial was shown at three

theaters, totaling more than 500,000 impressions. A second commercial is now in an expanded yearlong run. A partnership with CBS 11

also produced an email blast, sponsored social media posts and website banners that targeted internet users’ activity. Print ads were run

in the largest daily newspaper serving the Dallas-Fort Worth metroplex, as well as a free monthly parenting magazine in high-trafficked

areas across Dallas County and two magazines targeting businesses and homeowners in the district’s tri-cities.
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AND | UKE MY LURR[NT CAMPUS?
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SAVE THE DATE 10 SECURE YOUR SEAT

- STUDENTS ENTERING GRADES 1-12 JANUARY-FEBRUARY
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Garland ISD believes its true school choice is what makes the district the best educational option in Garland, Rowlett and Sachse. Flyers
were produced in English and Spanish to ensure families understood their unique opportunity and didn’t miss the windows to select
preferred campuses. A bus ad and digital billboard were also created to help sell the exclusivity of GISD’s Choice of School program.
The billboard ran for one month along a state highway and interstate. The bus ad ran for three months throughout the district’s tri-cities

NOYIDI

and was printed and installed in-house.
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#(HOOSEGARLANDISD DAY

One Day.

One:Stop Enrollment.
#ChooseGarlandiSD
ADTI T e .- ] B 111

Bl CHETERTETIT T CH1 ST

atricula en un solo itio.
#Glmu%eﬁ-a.rlandlsn

#0ne Day.
( 'One-Sto
E:] Enrollm%nt.

Gilbreath-Reed Career and Tec!
886 N. Prasident Georg

i’ April 7

#Ch(lipseGarlandISD

Gilbreath-Reed Career and Technical Center
4885 N. President George Bush Highway - Garland, TX 75040
‘We’ll walk you through each step of enrollment, help
you choose the best campus for your child and also give
you a jump-start on the 2018-19 school year.

* You do not need to attend this event
if your child is already attending a GISD school.

pseGarlandISD

" EWiwegng

[
gl | One-Stop Enroliment.
" | April 7+ 9laam.-1 pim.
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Garland ISD held its inaugural #ChooseGarlandISD Day April 7, 2018, to attract more early childhood students. To market the event, a
flyer was distributed to district families, local washaterias, grocery stores and other popular sites across GISD’s tri-cities. Yard signs were
also placed at all prekindergarten and elementary campuses--49 in total. Because the district wanted to make sure that families who may
not be thinking about school yet received information about #ChooseGarlandISD Day, bus ads and digital billboards were utilized as
well. The district created all promotional items in English and Spanish. During the event, staff sported #ChooseGarlandISD T-shirts

and took pictures of all new enrollees.
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IDENTITY PACKET
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FIND YOUR FIT

615D HIGH-SCHOOLS. OFFER: . GOLLEGE CREDIT, MULTIPLE LANGUAGES ANDMORE

WHAT MAKES GISD A GREAT PLACE
T0 [1VE, WORK AND LEARN?
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Garland ISD’s identity packet puts all of the information that realtors, prospective families and more may need into one place. A
brochure gives a general overview of the district, while four flyers provide in-depth details about GISD’s unique Choice of School
program, selective magnet campuses, opportunity-packed high schools and state-of-the-art Career and Technical Center. A fifth flyer
contains numerous bragging-type facts, and a sixth flyer introduces district leadership. The pocket folder features a design reminiscent of

a yearbook in order to use nostalgia to entice people to pick up the folder in doctor’s offices, etc. The packet has also now been translated

EZ) (55°/

into Spanish and Vietnamese.




Garland ISD started the 2017-18 school year with 54,875
students. After launching the #ChooseGarlandISD
campaign, the district’s end of year enrollment numbers
grew by nearly 1,500 to 56,210. The number of students
who filled out exit surveys saying that they were leaving
for a charter school also decreased from the 2016-17
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1ON SURVEY
COMBINED

2015 EMPLOYEE SATISFACT
PERCENTAGES

PARTICIPANTS: ALL RESPONSES

sasps)

N/ or No Opinion

Agre
[weight

J0B SATISFACTION
| am proud to work for Garland ISD.

+friend as agood plact to work

My job allows me to use ™Y skills and abiliti4es:

‘recommend this district 102 friend as 2 80X

WORKING CONDITIONS

[ The hours | work are reasonable.

My workload is appropriate for my position.

| feel secure in my employment with this disrict
quipment,tools, and supeles \ need to do M

t, tools,

\ work in an environment that s safe.
playground, bulding entries, etc) surrounding ™ primary

| feel physically safe on the grounds (e.g, parking 1ot
vork location during the work d2V:

| fucl physically safe in/around ™Y prima
| know the security procedures nd what to do n an emergency <
| e safe and secure attendie vents at other district faclitics.

1y work location outside the work day-
jtuation at my primary W

jork location-

| can depend on my coworkers:
| ke the people | work with:

| feclloyal to my immediate team of work group-
iy team works well together

d objectives.
job effectively.
performance

N eed with problems on the jo°-
cope of authority:

My supervisor sets clear goals an
| need to do MY

| get the training

| receive useful feedback on ™Y job
My supervisor provides the support
| am allowed to make decision® ‘within my s
My supervisor makes timely decisions.

| can communicate operly and honestly wit
iy work is appreciated DY Y supervisor-
| trust my supervisor-

| lie working for my SUpENVISoL

th my supervisor

SISTRICT COMMUNICATIONS

| understand how my efforts > ontribute fo the district’s 80215

polices and procedures affectiné my work are communicated clearly

e distrct shares important news and events.

e district recognizes emploYee & hments.
s ha x 1o district leaders;

yee accomplis
v a way to express CONCerr

est of students.

TRICT LEADERSHIP

| trust the distrct eadership te2m 1o actin the bestinter
| pelieve district leaders ar® honest and trustworthy-

| believe districtleaders value he employees of this district
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[Strongly Agree

Garland ISD periodically surveys i
staff regarding job satisfaction i: "
iOfl_S survey provided baseline data
¢ ore.the #ChooseGarlandISD
camPa1gn. At that time, 87 percent
of district employees said they were
proud to work for GISD. After the
1#Choo-seGarlandISD campaign
aunch in 2017, 92 percent of district

employees said they were proud to
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HASHTAG ANALYTIC

#ChooseGarlandISD was truly embraced by the district
and its tri-cities. While hashtag analytics were not tracked
from the beginning of the campaign, tracking from
November 2018-March 2019 produced approximately
1,000 tweets. On average, the hashtag is used more

than 200 times a month to showcase the students, staff,
programs, etc., that make Garland ISD great.
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Garland ISD received postive feedback from several
realtors regarding its identity packet. Many said they
wished all school districts offered a similar resource. The
City of Garland even created a packet of its own after
seeing GISD’s. Other positive feeback was received as
well regarding the district’s movie theater commercial and
tours for community groups such as Leadership Garland,
Rowlett and Sachse.




WEBSITE

http://www.garlandisd.net

® Pageviews
400

October 2017 January 2018 April 2018 July 2018
Y This data was filtered with the following filter expression: choose-garland-isd
N Unique Avg. Time on Bounce . Page
Page Pageviews | o A ews Page Entrances | PO % Exit Ve

35.26%
Avgfor | %

7,538

5,828 0 2,057 74.55%
% of Total: Avg % Avg for

% of

. /content/choose-garland-isd

N

. /content/choose-garland-isd?s6=Al

w

. /content/choose-garland-isd?s6=ZA

Impressions
Booked

>

/content/choose-garland-isd?s6=%%INSTANCE%%

/404.htmI?page=/404.html?page=/choose-garland-isd;
om=

CBS Local+ Network

6. /404 htmi?page=/choose-garland -

Targeted Facebook & Instagram

Face st Engagement & Link

TOTALS: 120,500

Summary:
« CBS Local + of the 58,495 impressions delivered

GARLAND ISD DIGITAL RECAP - EMAIL

$0.00

Impressions

EMAIL RESULTS: Lk poreek
. Cregﬁve:_ChooseGorIondlSD GISD Calendar 22‘53
+ Subject Line: discover choice cta 18.79%
* Are you choosing the BEST children hero img 17.49%
school2#ChooseGarlandISD #choose garlandisd preahder 8.21%
+ 110,066 Emails Deployed graduate image 8.15%
+ 18,647 Total Emails Opened exipore options cta 6.29%
+ 16,893 Unique Emails Opened cstemEe S on e —
* 1,607 Total Clicks oo news cta 2.55%
+ 16.94% Open Rate watch video cta 2.04%
+ 8.62% CIR robotics image 1.74%
GISD 1.43%
cooking image 1.31%
youtube 0.44%
RETARGETING RESULTS: twitter 0.37%
* 151,408 Impressions privacy policy 0.37%
« 633 Clicks legal notices 0.31%
« 0.42% CTR Special Education services image 0.25%
accessibility 0.25%
terms of use 0.25%
follow us 0.19%

Gisp

i ), ‘\\'/

ND DIGITAL ADVERTISING ANALYTICS

M www.garlandisd.net [//6O TO REPORT
Pages
All Users Aug 1,2017 - Sep 30,2018
100.00% Pageviews
Explorer

Whenever possible, the URL
www.garlandisd.net/choosegarlandisd was
included in advertisements, print and digital
collateral, etc. Website analytics for the first
year of the campaign showed more than
7,500 page views.

GARLAND ISD FINAL DIGITAL RECAP

CTR

Clicks
Delivered

58,495
70,515

2.56%
3.24%

1,498
2,284

129,010 3,782 2.93%

« Desktop delivered: 19,373 impressions with 155 clicks for a 0.80% CTR
* Mobile delivered: 39,122 impressions with 1,343 clicks for a 3.43% CTR

high CTR's, exceeding the
ark Data)

Jing display ads

GYsb

Garland ISD’s first-ever digital advertising
campaign, in partnership with CBS 11,

ran for one month and exceeded all of the
set expectations. Sponsored social media

posts and website banners delivered nearly

130,000 impressions while an email blast
delivered more than 150,000 impressions.



https://www.garlandisd.net/content/choose-garland-isd
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The district’s #ChooseGarlandISD campaign garnered media coverage across GISD?’s tri-cities. The local “Rowlett Lakeshore Times”
newspaper published a story featuring the district’s partnership with Flocabulary to create the first-ever school district music video.

GISD’s superintendent was also interviewed on a local radio station by a Sachse City Councilman. And, the Garland Chamber of

Commerce ran a full spread of district information in its 2018 “Garland Guide” publication, which is distributed to approximately 9,000

businesses and homes throughout the city.
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