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Yes, Omaha Public Schools.
You Do Have a Brand!

#OPSProud Brand Launch

SYNOPSIS

Branding is the foundation of any organization’s reputation. However, branding a public school district is a
relatively new concept. As the largest public school system in Nebraska, serving more than 53,000 students,
image and reputation is vital for Omaha Public Schools (OPS). The District had a logo for years but didn’t have
a brand that lived the mission. In a time of shrinking budgets, test score scrutiny and an array of choices in
parochial, private and charter schools, a positive reputation is integral.

In the five years leading toward the brand launch, the district had experienced turmoil in many areas of the
organization, including the highest level of leadership. Media stories were almost always negative. Research
showed that parents no longer had trust in the district and staff morale was plummeting.

In the fall of 2016, OPS began rolling out its first-ever formal brand in a phased approach. Over the course of six
months, OPS spent time sharing what branding is, the importance of it and what the benefits for OPS could be.
The OPS brand launch included access for all staff to branded materials via the OPS Brand portal:
www.opsbrand.org. Staff no longer needed permission to get access to brand logos and templates. They

had them available at their fingertips. The launch also included a week-long community celebration of OPS
(#OPSProud Week), ambient branding, new internal communication channels and a number of staff recognition
programs. Integral to the success of the program was the identification of brand ambassadors at every building
and department throughout the district (nearly 120).

The results have helped produce increased staff morale, increased organizational pride, increased social

media engagement, shifted a predominately negative media conversation to a more positive one and created a
consistent look and feel for district materials. The brand has become something more than a conversation piece
for OPS. It is embedded into the culture. #OPSProud can be found everywhere throughout the district and it isn’t
just coming from the district office anymore.
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BACKGROUND

Omaha Public Schools is the largest pre-k-12 public school
system in Nebraska, serving more than 53,000 students,
nearly one out of every five students in the state. The district
is also one of the largest employers with more than 10,000
full and part-time employees. With an annual total budget of
more than $600 million and a $421 million bond, the district
impacts the local economy immensely. Therefore, when the
district experiences challenges, the impact reverberates.

In the five years leading up to the Omaha Public Schools
brand launch, the district faced a number of public image
crises. The district had experienced turmoil in all areas of
the organization, including the highest level of leadership.
The long-time superintendent retired from the district
with an unexpected and unprecedented $1 million
payout, drawing public scrutiny and major criticism. The
superintendent hired to replace him was fired before
ever starting the job due to inappropriate explicit emails
discovered just weeks before she was scheduled to

start. In the aftermath of the scandal, an interim leader
was appointed for a year. The Board of Education, which
oversees the district policies, experienced years of political
turmoil. Public meetings were hostile with memibers
sometimes raising their voices at one another other across

RESEARCH

Omaha Public Schools regularly conducts a variety of
primary research to collect feedback from stakeholder
groups to help improve projects and programs. This
feedback was used for assessment to better understand
the pulse of the district; it was also used to substantiate the
recommendation for a district brand and to develop a plan
that would meet the needs of all audiences. The following
research was used to determine the need for a brand
launch.

In December 2013, a needs analysis was conducted by
a third party consultant. The findings were directly related
to the organization and operation of the district but they
did shed light on the fact that a large number of students
were leaving the school district and seeking educational
opportunities with other districts.

The first of two NSPRA communication audits was
conducted in 2013. The first audit gave the previous
communications team a starting point for how to
implement an effective communications program. In
order for new leadership to best gauge strides made in
the areas of communication, a second communication
audit was conducted in 2016. The 2016 audit also
included SCoPE surveys of parents, staff and community.
Recommendations from the audits included to repair
broken trust, create internal communication channels,
OPS needs to be primary source of info, minimize negative
media coverage, implement branding strategies, facilitate
employee engagement opportunities and celebrating
employee success.

In 2014, Omaha Public Schools finalized a strategic plan.
The plan was developed through feedback from staff,
parents and community. Feedback was collected through
formal interviews, emails, phone calls, surveys, focus
groups and community forums. The plan outlined seven
guiding principles for the district to focus on for the next five
years. Principle 7 was accessible, transparent and two-way
communication. The plan called for improving internal and

the table. The media covered the district frequently but it
was almost always a negative story, overshadowing the
hard work of students and staff.

In addition, there was a lack of transparency. Decisions
were often cited as having been made by top administration
without feedback from families or staff. Those decisions
were then never clearly communicated prior to their
implementation. This left staff, parents and the community
feeling untrusting of the district. Many also didn’t want to
provide feedback or get behind new initiatives because of
how previous initiatives had been implemented.

Parents new to the community were persuaded not to enroll
their kids in OPS by neighbors and community members
due to the turmoail.

In early 2016, Omaha Public Schools was in a unique
position. The district had a relatively new superintendent,
new communications leadership was on-boarded

and the district was making strides with test scores,
graduation rates and the achievement gap; however, the
district’s reputation was still plagued with volatility. The
transition provided an opportunity to restore trust with the
community, change perception, engage staff and change
the conversation from negative to positive.

external communication with stakeholders.

Each year the OPS research department conducts climate
surveys for the district and individual buildings. The OPS
communication team spent time reviewing and analyzing
the data from several years prior.

Knowing that the media conversation was perceived as
largely negative, a media analysis was done during the
research phase. Analysis results found that in 2015-16,
there were more than 750 local traditional media articles,
which referenced Omaha Public Schools. In those articles,
OPS officials were cited 27.3 percent of the time and 17.6
percent of the articles had a negative sentiment.

In addition to research of the current state of the District,
the OPS team also looked for examples outside the district.
Branding is seen as a relatively new concept for pre-k-12
public education; however there are several districts

that have applied the principles of branding. The OPS
communication team engaged in phone conversations
with four school districts from across the country who had
recently conducted brand launches to gather feedback,
insights and lessons learned.

The team also reviewed case studies of how businesses,
non-profits and universities rebranded their organizations.
The research indicated that business organizations and
universities who rebranded typically saw immediate results
in their bottom line and/or enrollment. However, these
organizations spent upwards of $100,000-$500,000 on
their rebranding initiatives. For some organizations, this
included reprinting of branding materials, while for others it
was just the cost of research and developing the campaign
launch.

After months of extensive research, the need for a formal
brand naturally emerged from the data. It was clear that
audiences knew what the current reputation of Omaha
Public Schools was and there was a desire for an improved
reputation.
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ANALYSIS/PLANNING

In spring 2016, the district communications team developed
a strategic communication department plan that aligned
with the district strategic plan. The in-house communication
team consists of five people. After spending several months
reviewing and conducting extensive research, the team
determined that the district needed to define their brand,
set guidelines and live the mission through the brand. There
were great things happening, but the story wasn’t being
told.

Knowing that branding is a fairly new concept for pre-k-12
education, the communications team recognized that
educating others about what branding was and the
importance of it had to be an integral part of the brand
launch. The more stakeholders knew and understood
about the importance of branding, the more likely the
implementation was to be successful. Reviewing the
primary research, there was strong evidence that OPS staff
had to be brought along in the process early on in order for
them to support the effort.

Recognizing that the district had implemented initiatives
too quickly in the past and without staff input, the plan

had to adequately prepare for the proper timing of roll-out.
Therefore, the communications team planned a phased
approach for roll-out. The planned phases were: (1)
Administrators and building leaders (2) Brand ambassadors
(3) All staff and (4) Parents and community. Tactics were
planned for each phase of the rollout, tailored to meeting
the needs of the identified audience. The communications
team hoped that by rolling out in a phased approach, they
could gather feedback from each group and if adjustments
needed to be made to later phases, they could be
implemented before entering the next phase.

Business Case Developed

The first step of the planned phases called for developing

a business case to get buy-in from key district leaders. The
business case shared the importance of branding and what
it could mean for OPS. The communications team shared
the business case with OPS leadership and Board leaders,
after which each group provided input and offered their
buy-in.

Goals

The launch plan outlined four primary goals. They

were: (1) Shift negative media conversation (2) Increase
organizational pride (3) Stabilize the image and story and (4)
Create a cohesive look and feel.

Objectives

The goals would be met through the following measurable
objectives:

¢ Shift Media Conversation: Decrease the negative
sentiment of local media stories by 5 percent during
the 2016-17 school year. Current status: Sentiment of
local media stories was 17.6 percent negative during
the 2015-16 school year.

¢ Increase Organizational Pride: Achieve 75 percent
of OPS staff members citing they are proud to work
in OPS following brand launch and #OPSProud
Week in May 2017. Increase the staff and community
organizational pride score on climate surveys by 0.05
(2015-2016 v 2016-17). Current status: Qualitative data
showed that many staff were not proud of where they
work.

¢ Increase Social Media Engagement where brand is

displayed for top-of-mind awareness: Increase the
number of followers on social media platforms by 50
percent by January 2018. Current status: In August
2016, OPS had 5,382 followers on Facebook and
5,243 on Twitter.

¢ Create Consistency with District Produced
Materials: By October 2017, 100 percent of OPS
created external materials would include the district
brand. Current status: No consistency prior to launch.

¢ Increase and Maintain Public Trust and
Confidence: Increase trust with OPS parents by 10
percent by May 2017. Current status: Qualitative data
shows that trust is broken for OPS.

¢ Bring OPS Mission to Life: Achieve 75 percent staff
participation in one or more #OPSProud Week activity
during April 2017. Achieve 50 percent of staff using
district branded materials by May 2017.

Audiences

The five target audiences identified were OPS employees,
OPS families (parents and students), OPS Board of
Education members, the larger community and members
of the news media. Strategies and tactics were designed
specifically for each audience.

Key Messages

The communications team developed four key messages
that were used throughout the launch.

The messages were:

1. Branding is the marketing process of creating a unique
name, image and message through internal and
external campaigns with a consistent theme.

2. Developing clear, cohesive and consistent messaging
and marketing materials increases our brand
awareness in the community, helps bring our mission
to life and increases audience engagement and
organizational pride.

3. At Omaha Public Schools, we strive to be innovative
and offer great opportunities, quality education, caring
teachers and staff - and ultimately - to be the best
district in the region.

4. Brand standards are guidelines that detail the colors,
graphics, logo specifications and fonts that comprise
our brand identity. Please refer to the official guide
at www.opsbrand.org to familiarize yourself with
our logos, color palette, fonts, and other graphical
elements. You will find instructions and examples for
usage, as well as templates and artwork available for
download.

Budget

At a time when many school districts, including Omaha
Public Schools, are operating on a very small increase in
budget each year, the communications team knew they
had to be very deliberate regarding spending. If the effort
cost too much money, the odds of success could decrease
because audiences would focus on the tax dollars spent. If
too little was spent, the program may not be successful at
all due to underfunding. The communications team decided
on a budget of less than $23,000 (excluding in-house labor).
The budget included development of design materials, the
initial framework of the launch and central office signage.
The communications team then created additional branded
materials and enhanced the launch plan in-house, as
needed. Actual expenses came in under budget

(see page 6).
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IMPLEMENTATION

Based on research, Omaha Public Schools knew it was
important to gather staff feedback and bring staff along in
the process. They also had to be “taught” what branding
was and the importance of it. Therefore a phased soft
roll-out of the brand launch made the most sense. The
rollout began by presenting the business case to key
district leaders in September and October of 2016. Next,
on November 18, 2016, OPS held a press conference to
announce that students had achieved the highest test
scores in district history. As part of this press conference,
a local credit union co-branded a city bus with the OPS
brand. Students then signed the bus with reasons why
they were #OPSProud. This good news was positioned to
kick-off the idea of sharing the OPS story with others and
building up the OPS reputation.

Two days later, the communications team presented

the OPS brand to principals and administrators. This
presentation, as well as all of them, included information
explaining the role and purpose of branding, its importance
for OPS, as well as the impact it would have. Principals
also were shown what the new brand materials looked like.
Principals and administrators liked the concept of sharing
the OPS story with the community, but there were concerns
that it was one more thing to do on an already full plate.
Some even believed the effort was designed to “mask” the
issues playing out in the media.

Brand Ambassadors

Each principal or administrator was asked to designate
an individual to be a brand ambassador for their building/
department. This brand ambassador would take on the
bulk of planning brand activities for each building. They
attend once-a-month meetings and are tasked with
staying up-to-date on branding efforts and share those
with their building. They were also charged with ensuring
their buildings printed materials complied with the brand
standards. The brand ambassadors are asked to provide
regular feedback to the communications team on branding
activities and other initiatives that are implemented
throughout the district. These 100+ employees were
instrumental in bringing #OPSProud to life.

Roll-out Timing

While the district communications team was working
behind the scenes on a variety of launch items, they
began implementing the new branding logo and colors on
documents in the fall/winter of 2016. Doing this discretely
was key to the success of the program.

In a time where districts are continually being asked to cut
budgets, these items could have been viewed as “fluff”

by those who didn’t understand their reputational value.
The original plan was to roll-out the branding to brand
ambassadors and all staff as they returned from winter
break. However, prior to launch the current superintendent
announced his retirement, which created an internal and
external stir. In the process of hiring a new superintendent
several months later, all finalist candidates withdrew. In
addition, the Board was reported as not working well
together. Therefore, the communications team continually
made plans to launch, then kept pushing it back. Timing of
the information was very important, and the team tried to
remain cognizant of the timing.

The communications team held their first meeting with
Brand Ambassadors on Feb. 2, 2017. Brand Ambassadors

were given sponsor-donated goodie bags with donated
swag items to help show their support of brand launch
efforts with others. The team then rolled out the branding
with all staff in March. They introduced the branding, brand
ambassadors and emphasized a path moving forward.

The roll-out email included the launch of the brand portal
at: opsbrand.org. The brand portal was created to ensure
that all staff throughout the district had access to branding
materials. The portal outlines the brand guidelines, displays
the district color palette and shows dos and don’ts of using
branded materials. Staff can also download logos in various
colors and formats, templates, graphic elements and more.
The launch email also included an OPS Brand Video that
was shared with all staff, families and on social media.

#OPSPROUD Week

In early April, the brand was introduced to the community
through the announcement of #OPSProud Week, which
took place April 24-28, 2017. The goal of #OPSProud Week
is to provide a time for students, staff, families and the
community to come together to celebrate the great things
happening every day. Each day during #OPSProud Week
students, staff and the community had an opportunity

to display their support for Omaha Public Schools. The
Mayor of Omaha Jean Stothert proclaimed that week for
#OPSProud and a local skyscraper turned their building
blue and gold with lights to show their support. At

least a dozen other companies helped support the efforts
by providing goodies, giveaways or discounts for staff,
including a local non-profit, Nebraska Loves Public Schools
which offered free | Love Public Schools t-shirts to staff.
Staff were also invited to a high school stadium to take a
photo spelling out “OPS.”

As a way to engage all staff and students together, each
student and staff member was given a card that said I’'m
#OPSProud because... Teachers and students then filled
out or could draw a picture of why they were #OPSProud.
The cards were then displayed in each building and shared
on social media. It was incredibly impactful to have 62,000+
staff members and students coming together to share unity
behind the district.

It is likely the most impactful media piece during
#OPSProud Week was a high school teacher’s OpEd,
which was published in the Omaha World-Herald, the
largest newspaper in the state. She wrote about enrolling
her child in an OPS school for kindergarten. Friends and
neighbors tried to convince her to send her children to
another school district, but she resisted and shared she
doesn’t regret it. The experiences she and her child have
had with the school have been outstanding and she
encourages others to come take a look.

To build on this teacher’s message, a local credit union
offered to pay for co-branded advertising to promote
parents coming to take a look at what OPS schools have
to offer. They financed seven different local, 30-second
spot TV commercials that ran over 200 times during high
school and middle school open enroliment.

Something To Tout About

In the summer of 2017, OPS introduced the “Something to
Tout About” poster series. Ten acrylic frames and posters
were hung in high-traffic areas throughout the District
offices with positive, gee whiz facts about the district
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successes. As a public building, there are frequently staff,
parents and community members in the building. Therefore,
it was a great opportunity to highlight some of the great
things people don't realize about OPS. These posters

will be changed out annually. In addition, several central
office departments and buildings are currently undergoing
renovations. As those renovations take place, they are
implementing aspects of the branding, including ambient
colors and logos.

#30 WAYS TO SAY YAY!

The research determined that one of the areas OPS needed
to work on most was staff engagement and morale. The
communications team knew they couldn’t just implement
a recognition program if staff weren't happy with where
they work. Therefore, implementing the branding before

a recognition program was strategic. Once the branding
was in place and the culture had started to shift, OPS
implemented a program, #30 Ways to Say Yay! in January
2018. This recognition program provides an outline for
district leadership to recognize at least one staff member
a week (per site) but gives them enough control that the
program can be tailored to the individual school building
culture. Recognized staff then receive a gift card or
#OPSProud swag item donated from local businesses.

#OPSProud Spotlight and #OPSProud Principal
Spotlight

At each Board of Education meeting, a group of students
and/or staff member are recognized for outstanding work.
At each principal meeting, a principal is also recognized

for their outstanding work. A video is then created to
highlight each principal’s efforts. The video is shared
with colleagues as they are recognized and then it is shared
with the OPS community on social media. Each recognized
#OPSProud Spotlight individual is then provided with an
#OPSProud lapel pin to wear.

Board Digest

The Board Digest was one of the first steps the

OPS communications team took to increase internal
communications. While still planning the branding efforts,
the Board Digest was one of the first subtle places

the new brand logo and colors was displayed. The

Board Digest was created to keep staff informed about
actions happening at Board of Education meetings. The
e-newsletter is emailed to all 10,000 staff the day following
each board meeting. This publication is also linked from

EVALUATION

Branding is an ongoing endeavor and an organization is
never going to check it off the list as complete. It should
constantly be top of mind and embedded into the everyday
practices of an organization. In fact, a solid brand should be
S0 embedded in the culture that people do not even realize
it is branding — it is just part of the organizational culture.
Omaha Public Schools is on the way to accomplishing this.

The OPS brand launch has had tremendous impact on
the district and community. Some of these impacts are
measurable and some are not. The number of followers on
social media has increased, the sentiment of local media
stories is more positive, staff are more engaged and the
culture within is beginning to change. Although hard to
measure, brand ambassadors have shared that the culture
just “feels” different. They have shared that staff are more

the district website for access by community members. It
averages an open rate of more than 50 percent.

Inside OPS

The Inside OPS is a once a month publication provided
electronically to all staff and families throughout the district.
It is also available online for community members. It
highlights new initiatives; shares students and staff awards
and gives parents an inside look at the things happening
day-to-day. It was previously done in paper format and
distributed to less than 300 people. It now reaches roughly
63,000 people each month and averages an open rate of
55 percent.

Timeline Of Major Activities

Activity Date

Business Case Presentations  September-October 2016
Board Digest Launches October 2016

Test Scores Press Conference November 18, 2016
Co-branded bus runs through  November 2016 -
Omaha Metro March 2017

Launch with Principals
First Brand Ambassador
Meeting

Email to All Staff from
Superintendent

Email to All Staff with Launch
Information from District

November 21, 2016
February 2, 2017

March 27, 2017 at 10 a.m.

March 27, 2017 at 2 p.m.

Communications

#OPSProud Week April 24-28, 2017
Ambient Branding at District ~ July 2017
Offices

“Something to Tout About”

Series

#OPSProud Principal August 2017
Spotlights Begin

“Come Take a Look” co- November 2017 -
branded TV Advertisements  January 2018
OPSSpiritDay! Kicks off December 2017
Inside OPS re-launched online  December 2017

Launch of #30 Ways to Say
Yay

January 17, 2018

positive and more excited to come to work every day to
support the OPS mission. Staff and community members
alike have taken the time to mention the changes they have
noticed with district communications staff.

In order to measure the success of the brand launch,
Omaha Public Schools evaluated the objectives outlined
in the plan. They also took an in-depth review of social
media trends, news media sentiment, results from brand
ambassador surveys, results from climate surveys and
more. The results can be found below:

¢ Shift Media Conversation: Decrease the negative
sentiment of local media stories by 5 percent during
the 2016-17 school year. Results: During 2016-17, the
media sentiment of negative news stories decreased
by 6.9 percent over the 2015-16 school year (from
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17.6 percent to 10.7 percent). In a branding survey
(May 2017), 32 percent of staff said they had seen an
increase in positive media stories.

¢ Increase Organizational Pride: Achieve 75 percent
of OPS staff citing they are proud to work in OPS
following brand launch and #OPSProud Week in May
2017. Qualitative data showed that many staff were
not proud of where they work. Increase the staff and
community organizational pride score by 0.05 (2015-
2016 v 2016-17). Climate survey asks parents and staff
to rate how proud they are of their school on a 5-point
Likert scale. Results: In a branding survey, 95 percent
of staff members said they were just as proud if not
more proud to work in OPS since the launch of the
brand. In a climate survey, the number of staff who
said their pride increased rose from 3.83 (2015-16) to
3.94 (2016-17) on a 5 point Likert scale. The number
of parents who said they noticed more pride amongst
adults (community) rose from 4.31 (2015-16) to 4.38
(2016-17). Results exceeded the 0.05 goal.

¢ Increase Social Media Engagement where brand is
displayed for top-of-mind awareness: Increase the
number of followers on social media platforms by 50
percent by January 2018. Results: From August 2016
to January 2018, OPS more than doubled the number
of Facebook followers from 5,382 to 11,567. Twitter
followers increased by 60 percent jumping from 5,243
to a total of 8,409 in January 2018.

¢ Create Consistency with District Produced
Materials: By October 2017, 100 percent of OPS
created external materials would include the district
brand. Results: In October 2017, 100 percent of district
external documents produced by OPS were branded.
Brand ambassadors ensure brand requirements are
followed at the school building level.

¢ Increase and Maintain Public Trust and
Confidence: Increase trust with OPS parents by 10
percent by May 2017. Results: In a branding survey
(May 2017), 12 percent of OPS staff said they noticed
an increased positive perception among parents and
community. The District communications team noticed
a significant reduction in the number of complaints and
comments regarding lack of trust.

¢ Bring OPS Mission to Life: Achieve 75 percent
staff participation in one or more #OPSProud Week
activities during April 2017. Achieve 50 percent of staff
using district branded materials by May 2017. Results:
In a branding survey, 78 percent of staff said they
participated in at least one #OPSProud Week activity
in April 2017. Fifty-two (52) percent of staff used the
new branding materials or planned to soon (several
documents only printed once a year) on a branding
survey (May 2017).

One year following the launch, these culture building efforts
are ostensible and a residual cultural impact has echoed the
strategic, coordinated efforts of the district communications
team. The efforts continue to exceed campaign goals. As a
top 100 urban school district and emerging leader in urban
education around the country, OPS is reaping some of the
benefits of building a positive reputation and is poised to
continue building its brand, reputation, culture and the value
proposition offered to the community of Omaha and the
state of Nebraska.

It isn’t just the OPS community that is noticing the changes.
National research companies like Hanover Research, have

looked to the OPS Communication team for insights on
how they launched branding efforts successfully. Due to
the success of the campaign, local chapter professional
associations like PRSA and National School Public
Relations Association (NSPRA) have also asked the
communications team to present the district’s branding
efforts as a case study.

Brand Launch Expenses

Omaha Public Schools paid $19,675 for the brand
development, launch framework, and central office
signage. That was $3,325 less than originally budgeted.
The OPS communications team has since developed
additional materials in-house and expanded the brand
launch framework.

Brand Development $11,900
Brand Launch $5,000
Central Office Signage $2,775

Total: $19,675

The team estimated that an additional 100 hours was spent
enhancing the framework. A private sector estimate for

10 hours of work is $1,500. This resulted in a huge cost
savings for the district. The OPS Brand launch would not
have been as successful without the support of community
partners. It is estimated that they spent $28,500 enhancing
the brand launch through support of giveaway items,
purchase of #OPSProud branded swag, co-advertising and
ambient branding materials. These expenses are far less
than many of the case studies the team reviewed when
researching branding efforts. Many of those organizations
spent approximately $100,000 - $500,000 on their branding
initiatives.

Challenges

The communications team took great efforts to ensure
that staff were brought along in the process and had
an understanding of what branding was, but some staff
still thought of branding as just “fluff.” However, these
comments from individuals were few and far between.

In addition, some staff were concerned about the amount
of money that was spent on the rebranding efforts. The
communications team tried to dispel any rumors about cost
by communicating to principals and brand ambassadors
where the money came from and that a majority of what
staff saw came from business sponsorships.

At the beginning of the launch, some staff expressed

they didn’t appreciate the timing of the launch. Due to the
ongoing issues that were happening, the communications
team kept delaying the release and finally could not delay
any longer. The team tried to respond to concerned
individuals one-on-one to reiterate the importance of the
branding and explain that it had been in the works for some
time.

None of the challenges OPS experienced derailed the plan,
but they did provide quality feedback that was used to
enhance the continued efforts of the program.



NSPRA Audit

SCoPE Surveys

NSPRA’s
Communication
Audit Report

for

NSPRA Audit Omaha Public Schools

OPS had communication audits performed
by NSPRA in 2013 and 2016. The auditors
spent time reviewing current communication
efforts, completing 19 focus groups that
represented a variety of internal and external
audiences and held interviews with OPS
leaders and staff.

The findings from 2014 identified several
categories as needing improvement. They N S e o

included: broken trust, OPS itself was not
the primary source of information, internal

15948 Durmacd Road * ok
%0

vive, MO 20035
3190000

communication was lacking, negative media
coverage, local politics had a major impact
on OPS and audiences didn’t feel they had SCoPE Faculty/Staff Re.su:f;
opportunities for input. Lower Scoring Areas (Average Rating
A second audit was conducted in 2016,
when new communication leadership on- Communicationfrom | -mme35 o
boarded to see what strides had been made ; e sopens
in implementing the communication audit
recommendations. The auditors found that R—— | . openandtransparent3:3
some improvements had been made but Commu[r)\insctarn_l cct) -Tusbaory 24
many of the previous identified issues were e : ——
still lingering including broken trust, negative " Mikesme felvalued asan employee27
media coverage and a need for enhanced Communication in KeY | - oard ofeducation decions P
branding. Areas J ..‘;:}:Zo\/district leader decisions 2.9

. ings uestions/complaints
SCOPE Surveys Engagementand | -puisppirpsi o
The audit in 2016 also included SCoPE ] £ e anavalied 1
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Media Analysis Report Tradt
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and Sentiment Before

Brand Launch

The communication team
conducted an analysis

of media articles about
Omaha Public Schools and
surrounding school districts
for the previous five years.
Article reviews provided
valuable insight into the issues
the district faced, as well as
the tone and sentiment from
traditional media coverage.
The team also evaluated the
sentiment of stories on a
weekly basis and the negative
far outweighed the positive or
neutral coverage.

The communications team
contracted with an outside
organization to conduct a
media analysis report on past
media stories from 2014 to
2016. The report assessed
the balance of news coverage,
sentiment, influential reporters,
topics most often covered
and whether OPS provided a
statement, interview or was
cited in the story.

The report found that in 2015-
16, there were more than 750
local traditional media articles
that referenced Omaha Public
Schools. In those articles,
OPS officials were cited 27.3
percent of the time and 17.6
percent of the articles had a
negative sentiment.

Traditional
News
Sentiment
Reports

Traditional News Sentiment 3epoﬂ

Traditional News Sentiment Report
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Social Media

Sentiment Before
Brand Launch

In early 2016, OPS was
present on social media.
However, the content was

not strategic and there was

a small number of followers.
OPS spent time reviewing past
content and engagement.
OPS communications team
recognized that they needed
to include social media tactics
in their branding roll-out

to help increase followers

and engagement, as well

as decrease the number of
negative comments.

Social Media Sentiment Report

414 &
2016

Total Foliowers: 5581
+36 since: last week

Anaust 31
August 31

Social Media Engagement Facebook Vs Twitter

Weekly:

RAeactions: 215
Snares: 47
Comments: 10
Messages: 6

Total Followers: 5,402
+19 singe last week

Favorites: 95
Retweets: 25

OM: 4
(@ Mentions: 118

Social Media Sentiment — Positive vs Neutral vs Negative

s
19 Positive Mentions 42 Neutral Mentions 54 Negative Mention

Social Media Sentiment Report
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Weakhy
il Reactions: §54
Shares: §1
Coammeants: 29
Messages: 8

Tota) Fosowers: 5,352
+47 since last week

Weekly:
Favorites: 142
Retwaets: 66

DM: 0
& Mentions: 91

Social Media Sentiment — Positive vs HNeutral vs Negalive

57 Positive Mentions 115 Neutral Mentions

—

Totat Folhws,g: 5383

+31 Singg st Woag
Weaky:

Favaritas,;
Betweat 29

Di: 5
Sociaf Media Sentime, — @ Mention. -

Bosi
Sitive yg Neutra vs ngativa

tive Mantio
n;
5 108 Noygray Mantio,
ns

50 Nogatry, Moritions




Business Case Study

Once the communications team determined
that a brand launch was needed, they
developed a business case. The business
case was used to get buy-in from key district
leaders on the importance of branding and
what it could mean for the school district.
The goal of the business case was to garner
support from leadership and throughout the
organization in order to move forward with
the brand initiative.

CURRENT OPS LOGO

rertation date- balieved to ba 60s o 705

Mo brand cohesiveness
* Mismatch of forts, colors, language, loge and graphic imagery

«  Departmants have to tried to brand themsahs =

= Discrepancy in positioning of logo

« Straight vs slanted

OMAHA PUBLIC SCHOOLS BRANDING BUSINESS CASE

JRTANCE OF BRANDING

gs the school's/districts mission to life®

RECOMMENDATIONS

OPS invests in rebranding project.
Develop a branding committee to oversee the work
Contract with outside agoncy to help developfrefresh OFS brand.”

Divelop website redesign parallel to rebranding work for integration at deployment.

Your brand
s 3 consistent and professional visual identity for the school® is the single
maost important
Bs cxpecrations, experiences and 1 vision for moving forward® 4
investment
Branding and School Enrollment you can make
« With sixty parcent of surveyed homebisyers making moves based on school in your business.
districts ~ reputation and brand plays a pivotal rofl in district enraliment and
spocess,!
- Steve Forbes

-

HAT DO PEOPLE SAY ABOUT OPS?

Gottan sway from fun
acthvithes lcids




OPS Brand

Presentation
Roadshow

The OPS Brand Presentation Roadshow
was used to share the brand roll-out with
various audiences. The presentation was
shared more than 20 times. It was emailed
to all staff through the launch email and
principals/department leaders were asked to
share the presentation in-person with their
staff at over 100 locations so that they had

a thorough understanding of what the new
brand meant.

Internal Impact of Branding

» Organizational Pride
— People want to be a part of something big. Give them a way to express
and display what they believe in.

» Cultural Identity

If we know the mission and intent of our brand (aligned with strategic plan},
it can be the compass that navigates every single action and decision.

Recruitment and Retention
— One of the masl imporant fz of a successful brand launch is a company and it's
employess who e the brand day-in and day-out.*
— Happy employeas recruit others to work for their omganiztion.

R ———

3rand Guidelines

Brand Book
- Dafine Bry
- M:L:;‘I-L-S’ﬁu patlorm ang Personalin
om Novermbey ..c'f}"b. oi1)

' wabsile d
! daments a.‘w{’{m pactal) to

S of pubdicating, maletials

What is a Logo?

= Graphical depicti
rei)?%s:ecr?ts epiction of what a company @ INAZON

~ Used for easy identification
— Brand identity is embedded in logo

g * Important component of brand but not M
brand entirety. x

. "Highlr recognizable logo is among a

school district's most powerful assets COF gl‘(]
because it communicates so much in @ OOd

an instant.”? o Yo b

MK e —~—— = = i




Brand Book and Portal

The brand launch included a refreshed

logo and development of first-ever brand
guidelines. Departments that had previously
created their own logos were now asked to
follow a standard department logo.

The district also launched the Brand
Portal at www.opsbrand.org. The brand
portal was created to ensure that all staff,
throughout the district, had access to
branding materials. The portal outlines
the brand guidelines, displays the district
color palette and shows dos and don’ts
of using branded materials. Staff can also
download logos in various colors and
formats, templates, graphic elements and
more. The communications team continually
updates the information found here based
on requests from staff. The site averages
over 400 hits a month.

PRy

Graphic Elsmants

Eamgies & Yompstny
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This is our prand.
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http://www.opsbrand.org

OPS Press Conference

and Bus Wrap Help to
Launch OPS Brand

In November 2016, OPS held a press
conference to announce that students had
achieved the highest test scores in district
history. As part of this press conference,

a local credit union co-branded a city

bus with the OPS brand. Students then
signed the bus with reasons why they

were #OPSProud. This good news was
positioned to kick-off the idea of sharing
the OPS story with others and building up
the OPS reputation through branding. This
event garnered 11 positive news stories that
reached more than 1.6 million people.

p) "
77 i
— . [0y NION

Every student.
Every day.




Launch Emails with

Staff

nch the brand with all staff, the
g%ylaaeurintendent sent an emall to all staff
sharing the opportunity OPS had to define
its brand and tell its own story. The district
communications team then sent detailed
information about what branding was, and
introduced brand ambassadors, the brand
portal and #OPSProud Week 2017.
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Date: Monday, March 27,2017

To: All OPS Staff

Subject: Defining our brand and building our erganizational pride
#DP5Proud,

Al OPS Staff:

We are very excifed to share that we have been working hard behind-the
scenes to define the OPS brand and develop materials that will help us
better tef) our story, share with others what makes us an emerging leader
in urban school districts and proudly express the true QPS experience. Our
students. Qur stary. Told by the students who are receiving a high-guality
education, by our own alumni and by the educators and administrators
who dedicate countless hours of SEIVice 1o our kids.

Our brand is a combination of who we truly are, who we want to become
and who people perceive ys to be. Itis our promise to our students, our
parents, staff, alumni, our partner organizations, the business community,
our philanthropic supporters, city leaders, policymakers and faxpayers.

Our brand is the collective make up our mission, vision, passions, and
values. It's us—our face fo the community.

Today we ane officially launching a refreshed platform, image, look, and
internal and external marketing materials. 4s part of that launch, we have
developed the video linked below as an anchor to begin sharing the
cverarching story of who we are, what we offer our students that helps
Prepare them for success in college, career and life. Today we begin a
new chapter of organizational pride.

hitps:Fyoutu. bes i pSPLaZ|

OPS Brand Portal

g help ensure all staff have access fo the updated materials, we have
created an OPS Brand Portal, )t iz apen to all staff and provides the
branding guidelines as well as templates and resources. This includes

What Should | Do With Current OPS Materials?

Please do not feel the neesd to discard current hard copy materials; instead
maving forward, as ¥ou create materials, please follow the OPS brand
standards.

Brand Ambassadors
With.ihe help of principalz, we have selected a Brand Ambassatlor for

€ach building. Brand Ambassadors represent a brand in positive light.
They ars charismatic. positive opinion leaders appointed as internal agents
1e help generate brand awareness and consistency.

If you have quesfions. we urge you to reach out fo your building Brang
Ambassadors. These representatives are well-informed about the OPS
brand and can answer any of your questions, help you use the new
templates, and help you stay “on-brang” with all communications,

The list of brand ambassadors is attached so ¥BU can quickly identify your
busitding or department’s brand ambassador.

Week
YWe.are in the midst of planning a weeklong organizational pride
celebration, called RORSProud Week. [t will take place during the week of
Aprit 24 (the 24™ through the 28"}, Plsase mark Your calendars and be on
the lookout for more details in the days to come.

Thank you for your commitment to the stude /) = mail from
brand. Your support will help bring our distr District
censistency and engagement with the OPS | Communications

organizational pride. to Staff
#ORSBgud,

Moni uz Farmer, APR I_(a1a Morrissey

Omahia Public Sehaols

P: 402-557-2073
C: 402-290-7308

Omaha Public Schoals
P: 531.200-9421
C: 402-820-3385




#OPSProud Week 2017

The goal of #OPSProud Week is for
students, staff, families and community to
come together to celebrate the great things
happening every day. Staff throughout the
district celebrated the inaugural #OPSProud
Week 2017 from April 24-28, 2017. The
mayor signed a proclamation and a local
skyscraper changed their colors lighting

the building blue and gold to show support.
Activities were held each day throughout

the week for staff and community to show
their support. In addition, each staff member
and student was given an “I'm #OPSProud
because...” card to fill out. The cards were
then displayed throughout each building

and on social media. This event will continue
each year.




Something to Tout About

Ambient Branding

As part of the branding, the signage at the
central office outside the superintendent’s
office and in the board room had to be
updated. In addition, several departments
and buildings are currently undergoing
renovations. As those renovations take
place, they are implementing aspects of
the branding, including ambient colors and
logos.

In the summer of 2017, OPS introduced the
“Something to Tout About” poster series.
Ten acrylic frames and posters were hung
throughout the District offices with positive,
gee whiz facts about the district successes.
As a public building, there are frequently
staff, parents and community members

in the building. Therefore, it was a great
opportunity to highlight some of the things
people don't realize about OPS. The posters
will be changed out annually.

Ambient Branding

Superintendent/B.O.E.

Conference Room




OPS Printed Materials
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http://www.opsbrand.org

#0OPSProud Spotlights

Staff and student recognition was a

key recommendation that came from

both communication audits. Prior to the
launch of a district-wide staff recognition
program, the OPS Communications team
introduced #OPSProud Spotlight at Board
of Education meetings. At each Board of
Education meeting, a group of students
or staff member are recognized for
outstanding work. Each individual is given an
#OPSProud lapel pin to wear.

In addition, two principals are highlighted at
each principal meeting for their outstanding
work. A video is created to highlight each
principal’s efforts. The video is shared as
they are recognized and then it is shared
with the OPS community on social media.
Each recognized principal receives an
#OPSProud lapel pin. Click here to see a
sample video.

#OPSProud
Principal Spotlight

AR

PRINCIPAL FULLENKAMP FEATURE

Melany Fullenkamp
— EDISON EI EMENTARY PRINCIPAL

P bl o) 006/145

#0OPSProud Spotlight at OPS
Board of Education Meeting

#OPSProud Spotlight - Omaha North High Varsity Football Team

Congratulations to the North High football varsity
team. The North High Vikings defeated the Keamey
Bearcats 27-20 in the Class A state champicnship
game on Tuesday, Nov. 21 in Lincoln at Memorial
Stadium

One of the team members, Milton Sargbah, was
also recognized as an Esmark All American student-
athlete for football in 2017, This award recognizes

ding athletic, educational and i
service achievements by high school student-
athletes across the United States. The crganization
wrote a letter to congratulate Milton stating: “This
achievemant is the result of not only hard work and
dedi but is also b by the ity and
obslacles that come with perseverance.”



https://www.youtube.com/watch?v=5moSdCd39CY&t=49s

#30 Ways to Say Yay!

el e e
e Ieastor istrict leadership
: one staff memb
week (per site) through Lt givo
them enough contrqu e AN
. that the
can be tailored to the indivi  sohool
e 1o e individual school
. . Each staff memb i
[)eucsci)r?gézsegr%its# (e)ltFt]Selg a gift card ’[eor ;hlaotclgl
Staff can submit roud.swag L
1T can peer-nominati
tsré?ércg[mgupal each' week for a \E\I/%?]se:c’:o be
selec eh l. All items included were donated
ambags sa%%arlsbsfgrr]eiﬁ sponsorship. Brand
e the winners i i
gcrlmo_ol newsletters, via e-mail \C\itllf? ;ﬂelr
uilding staff and on social media

« Announce program to teachers/e

30 Ways to Say Yay!
Guidelines

mployees.
r at your discretion.

#0PSProud

« Discuss program in staff meeting 0
« Recognize oné employee in some way every week throughout
2018 (spring and fall semester).
. Use the 30 Ways to Say Yay! Poster as a guideline for ideas
on rewards and showing appreciation.

. Communicate the recognition of employees in team meetings,
newsletters and/or team emails.

« Encourage staff to nominate peers for recognition
. Refer to online nomination form on www.opsbrand.org
. Call for nominations at the beginning of every month
« Ask Brand Ambassadors to encourage staff to submit
nomination forms
sk for feedback from you and your

« Each semester, We will a
g the program-

brand ambassador regardin
will work to replenish your swag items
tions and sponsorship dollars.

« District Communications
each January through dona

Questions? oMAﬁ( Public
Schools

Contact: Kala Morrissey

g o (531) 299-9421

~iasey@Oops.-O!



http://opsbrand.org/nomination-form/

DC Output Poster

The District . . . -
Communications omAaH . District Communications
Output Poster highlights Schools
the work done by the
communications team

. PRSA NEBRASKA PAPER ANVIL AWARD: Reaching Homeschool Fammes
during the 2016-17 @ Awards won by D.C. 5 zzisxz&zsx:s::sxsm:x::x::g E'f“&“i‘:ﬁg
school year. Most of in the past year: kst corcu e fop st o
the outputs tie directly o
'nkt)Q bl['landlng goals and @ Media tracking, reactive:
objectives. 50+ queries a month.

Videos created Press conferences
@ to tell our story: 1 1 8 @ organized: 1 0

Ribbon Groundbreakings: 5 E%ggmg::st 3

Cutting:

@ Number of complans developed to support 2 5
district, departments & priorities:

folowers: 8,768

(as of July 14, 2017)

Social media Social media
posts: 2!500+ @ impressions: 159er0 n?cg;ll;

@ Board digests: 24




Branding Survey

Report
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Med |a. Sent| ment and Traditional News Sentiment Report

Analysis After Launch

The tone and coverage of media has shifted
for Omaha Public Schools. In an analysis
done by an outside organization, it was
found that OPS dropped the negative

media coverage by nearly 7 percent. That’s
higher than their goal of a 5 percent drop.
The analysis also determined that an OPS
official was cited in stories 6.9 percent more
in 2016-17 then in the year prior. The OPS
communication team puts together a weekly
sentiment report of media. Although the
year-over-year analysis for 2017-18 won’t

be completed until July 2018, the team has
seen a significant drop in the negative stories

Neutral

OMAK e,

Positive

Negative

Post Launch
/ Media
' Sentiment
Reports

L

>
/ Public

f Schools

Nntime,
20 Positive Mentions nt Report

105 Neutral Mentions

1 Negative Mentions

in the weekly report. Staff also shared that
their perception of negative media stories
decrease on a branding survey.

The OPS communications team attributes
some of this to building relationships with
local media. They have developed an online
media request form for media to submit
when they have a query that involves Omaha
Public Schools. The team also created an
online form for OPS employees to submit
story ideas to. Submitted story ideas are
then sent to media twice a week. Local
media now rely on these media releases for
ideas of positive stories to cover. Additional
releases are sent on an as needed basis.

2015-16

Count of Sentiment

2015-16 2016-17

S N
Count of OPS Official cited/interviewed (Y/N) Count of TOPS Offimatotcd?\r

Positive

Negative

Neutra|

82 Positive Mentions
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2016-17
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Negative

Post Launch Media
Analysis



https://district.ops.org/DEPARTMENTS/GeneralFinanceandAdministrativeServices/DistrictCommunications/OnlineMediaRequest.aspx
https://district.ops.org/DEPARTMENTS/GeneralFinanceandAdministrativeServices/DistrictCommunications/OnlineMediaRequest.aspx
https://www.surveymonkey.com/r/35B3FFY
https://www.surveymonkey.com/r/35B3FFY

Climate Survey Data

— Before and After
Launch

i icati iewed climate surveys from several years
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Omaha Public Schools
Climate Survey
Omaha Public Schools, All Grades

Change (+/-) 15-16 o 16-17

M

Parent

Number of Participants

School Climate

The atmosphere of this school is positive. 3.70 3.41 4.32

Students are proud of the school. (Staff, Parent)
Adults are proud of this school. (Student) 3.80 3.80 4.31
Staff members are proud of this school, 3.83 4.31

Staff members at this school demonstrate their care and concern for students. (Staff, Parent)
Adults at this school openly show that they care about me. (Student)

Students value the opinions of the adults at this school. (Staff, Parent)

I value the opinions of the adults at this school, (Student)

4.42 3.80 4.42

3.64 3.67 4.23
Staff and administration valye the opinions of students at this school. (Staff, Parent)

Adults at this school value my opinions. (Student) 4.10 3.42 4.22
Students at this school show respect for one another, (Staff)

Students at this school treat one another with respect. (Student, Parent) 3.39 2.92 3.91
3.75
4.36 4.49

4.32

Staff members exhibit a sense of trust and acceptance among themselves.
Parents and visitors are welcomed when they visit the school.
Staff members are well respected in the community.

Staff at this school encourage parents and community members to eXxpress concerns or make

Pride is increasing
among staff and parents!



Social Media

Sentiment After
Launch

Social media had a huge impact
on the brand launch. It gave the
community an opportunity to
express their support and provide
feedback to the organization.
Through the brand launch, the
OPS social media channels saw
tremendous growth. The number
of followers on Facebook more
than doubled and Twitter saw a
60 percent growth from August
2016 to January 2018. During
the 2016-17 school year (August
2016-July 2017), OPS averaged
more than 150,000 impressions a
month on social media.

OMA ...

Social Media Sentiment Report
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