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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. 

http://www.opsbrand.org
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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 members 
sometimes raising their voices at one another other across 

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 turmoil. 
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.

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 

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.

http://www.ketv.com/article/retired-omaha-superintendent-gets-million-dollar-payout/7635666
http://www.ketv.com/article/retired-omaha-superintendent-gets-million-dollar-payout/7635666
http://www.ketv.com/article/retired-omaha-superintendent-gets-million-dollar-payout/7635666
http://www.ketv.com/article/omaha-public-schools-accepts-superintendent-s-resignation/7634236
http://www.ketv.com/article/omaha-public-schools-accepts-superintendent-s-resignation/7634236
https://district.ops.org/Portals/0/PUBLIC_INFORMATION/121713_NeedsAnalysis.pdf
https://district.ops.org/Portals/0/PUBLIC_INFORMATION/NSPRA%20Audit%202016-2017/Final2-OPS%20Communication%20Audit%20Report.pdf
https://district.ops.org/LinkClick.aspx?fileticket=F2tZOU_Rwyo%3d&tabid=2336&portalid=0&mid=4019
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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).

http://www.opsbrand.org/
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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 I 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 enrollment.

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 

http://opsbrand.org
https://www.youtube.com/watch?v=_j-pSPLqZUg&t=494s
https://twitter.com/WoodmenLife/status/856630021879934976
https://twitter.com/WoodmenLife/status/856630021879934976
https://twitter.com/OmahaPubSchool/status/857722585580261379
https://twitter.com/OmahaPubSchool/status/856902569171595264
https://twitter.com/OmahaPubSchool/status/856902569171595264
http://www.omaha.com/eedition/sunrise/articles/proud-ops-teacher-proud-parent/article_96fb5bb3-d793-5ef0-99dc-e80d58ed2b50.html
https://www.youtube.com/watch?v=bu_d8mlxSak
https://www.youtube.com/watch?v=bu_d8mlxSak
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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 

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 
Omaha Metro

November 2016 -  
March 2017

Launch with Principals November 21, 2016
First Brand Ambassador 
Meeting

February 2, 2017

Email to All Staff from 
Superintendent

March 27, 2017 at 10 a.m.

Email to All Staff with Launch 
Information from District 
Communications

March 27, 2017 at 2 p.m.

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

“Something to Tout About” 
Series

July 2017

#OPSProud Principal 
Spotlights Begin

August 2017

“Come Take a Look” co-
branded TV Advertisements

November 2017 -  
January 2018

OPSSpiritDay! Kicks off December 2017
Inside OPS re-launched online December 2017
Launch of #30 Ways to Say 
Yay

January 17, 2018

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 
so 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 

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 

http://www.youtube.com/watch?v=5moSdCd39CY&t=49s
http://www.youtube.com/watch?v=5moSdCd39CY&t=49s
http://myemail.constantcontact.com/OPS-Board-Digest-12-19-2017.html?soid=1125427892414&aid=nyqjJnPyiE4
http://myemail.constantcontact.com/INSIDE-the-Omaha-Public-Schools-January-eNewsletter.html?soid=1125427892414&aid=Pr3Vb_4Gd_g
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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. 
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NSPRA Audit
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 
included: broken trust, OPS itself was not 
the primary source of information, internal 
communication was lacking, negative media 
coverage, local politics had a major impact 
on OPS and audiences didn’t feel they had 
opportunities for input. 
A second audit was conducted in 2016, 
when new communication leadership on-
boarded to see what strides had been made 
in implementing the communication audit 
recommendations. The auditors found that 
some improvements had been made but 
many of the previous identified issues were 
still lingering including broken trust, negative 
media coverage and a need for enhanced 
branding. 

SCoPE Surveys
The audit in 2016 also included SCoPE 
surveys of community, parents and staff. 
The overall satisfaction of communication 
from the three groups was (on a 5 point 
scale)… 
• Staff 3.4
• Parents 3.8
• Community 3.4
Among the most significant issues noted 
were transparency, timely communication 
and honesty. The areas of allowing 
opportunities for feedback, sharing the 
district mission and reputation management 
also received low scores. The data gave 
Omaha Public Schools good insight into the 
areas of communication that were working 
well and identified areas that needed work.

 DRAFT – NSPRA Communication Audit 0
OPS

NSPRA’s 
Communication 
Audit Report 
for 

Omaha Public Schools  

June 2017 

SCoPE Faculty/Staff Results

Lower Scoring Areas (Average Rating 1-5)

• Timely 3.9
• Open and transparent 3.9Communication from 

Worksite

• Open and transparent 3.3
• Trustworthy 3.4
• Timely 3.5

Communication from 
District

• District finances and related issues 2.5

• Makes me feel valued as an employee 2.7

• Board of education decisions and actions 2.8

• How I can deliver effective customer service 2.9

• School/district leader decisions 2.9
Communication in Key 

Areas

• District has good reputation for handling staff questions/complaints 

concerns 2.7
• Questions/complaints/concerns resolved to my satisfaction 3.0

• Input and opinion are welcome and valued 3.1
Engagement and 

Two-Way 
Communication

 DRAFT – NSPRA Communication Audit 27

OPS

 

 

Continue to enhance branding as #OPSProud and expand marketing efforts. 

NSPRA Audit 
SCoPE Surveys
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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.

Media Analysis Report 
and Sentiment Before 

Brand Launch Traditional 
News 
Sentiment 
Reports

Count of OPS Official cited/interviewed? (Y/N)

Count of Sentiment

Y
27.3%

N
72.7%

Negative

17.6%

Positive
28.1%

Neutral

54.3%

Number of articles from 2015-2016 with an OPS Official Cited; Statement; Interview (Y or N):

Over 400 articles with Neutral Tone

(54.3% of articles); Approximately 

28.1% of articles have Positive Tone;

17.6% of articles have a Negative Tone;

72.7% DID NOT have an OPS official

cited.

MEDIA ANALYSIS NOTES/TRENDS

Media 
Analysis 
Report 
2014-2016
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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 Before 

Brand Launch
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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.

Business Case Study
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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.

OPS Brand 
Presentation 
Roadshow
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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.

Brand Book and Portal

http://www.opsbrand.org
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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.

OPS Press Conference 
and Bus Wrap Help to 

Launch OPS Brand

OPS Bus Wrap
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To launch the brand with all staff, the 
Superintendent sent an email 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.

Launch Emails with 
Staff

Email from 
Superintendent of 
Schools to Staff

Email from  
District 
Communications 
to Staff
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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.

#OPSProud Week 2017
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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

Ambient Branding
 Current Environment

Concept A

Superintendent/B.O.E.

3D shapes. “OMAH” and 

“A+” would need to be 

simplified to allow for 

clean cutting.

Current Environment

Concept B

Conference Room

3D shapes. “OMAH” and “A+” would need to be simplified to allow for clean cutting.

Stainless steel background added to give logo contrast. Dark blue doesn’t work as well against the maroon panels on Concept A.

Something to Tout About
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As of October 2017, all OPS printed 
materials follow the brand guidelines. The 
district partners with the in-house printing 
and publication team to ensure that all 
materials align with the guidelines. All logos, 
templates and graphic elements are also 
available on the brand portal at  
www.opsbrand.org which helps ensure 
that brand ambassadors are using the 
correct materials in each building

OPS Printed Materials

OPS serves the 

largest number of 

Nebraska’s student 

population:

52,304
In 2016, an Omaha Public 

Schools school was 

recognized with the U.S. 

Department of Education 

Green Ribbon Award. OPS 

has received eight Green 

Ribbon Awards since 2012.

Omaha Public Schools

Points of Pride

More Diverse Education Opportunities:

Increases occurred  

between academic years 2010-2016
Increases occurred  

between academic years 2011-2016

Increases occurred  

between academic years 2012-2016
Increases occurred  

between academic years 2012-2016

Using the District’s Academic Action Plan, 

students have consistently improved test scores 

on their Nebraska State Assessment (NeSA) Tests 

over the past four years. 

Gradual Release of Instruction includes the 

following components, which are used daily in 

each classroom: modeled, shared, guided and 

independent.

Components of the Action Plan include:   

1) Instructional Framework: gradual release 

of instruction with numeracy strategies and 

literacy strategies across the content areas, and 

consistent procedures and routines;  

2) coaching; and 3) assessment data.

 14% Increase Elem (Gr 3-6)

 18% Increase MS (Gr 7-8)

 12% Increase HS (Gr 11)

 14% Increase Elem (Gr 3-6)

 14% Increase MS (Gr 7-8)

 11% Increase HS (Gr 11)

 4% Increase Elem (Gr 4)*

 1% Increase MS (Gr 8)

 10% Increase HS (Gr 11)

 12% Increase Elem (Gr 4)

 6% Increase MS (Gr 8)

 9% Increase HS (Gr 11)

Reading
Math

Writing
Science

Consistent Growth in Nebraska State Accountability Test Scores

5
National 

AP Scholars
in 2016

five

*The first year Elementary tested writing was 2012-13.

Connect With Us:  OmahaPublicSchools  @OmahaPubSchool  OmahaPubSchool

Omaha Public 

Schools is the most 

diverse school district 

in the state, serving 

students who speak 

120 Languages

In 2015-16 

OPS Students had 

the highest state 

test scores in 

district history.

Career Academy Programs focusing 

on Transportation, Distribution and 

Logistics; Urban Agriculture and Natural 

Sciences; Air and Space Technology; 

Communication; Construction; 

Business; Health; Finance; Intro to 

Teaching; and Precision Machining. 

OPS Career Center, which offers 

technical training in Automotive 

Technology, Commercial Design,  

Auto Body Repair, Health Occupations 

(CNA), Motor Sport Repair, 

Photography, Welding, Construction, 

EMT, Zoology, Culinary Skills,  

Electrical Systems Tech, UNMC  

Health High School Alliance, Digital 

Video Production 

Magnet Schools focusing on STEM 

subjects (Science, Technology, 

Engineering & Math); Visual/ Performing 

Arts; Information Technology; Global 

Studies; Communication Skills and 

Electronic Media; Law; Government 

and International Diplomacy; College 

Readiness; Dual Language Program; 

Global Studies; and University Partnership 

Learning Community Focus 

Programs at Wilson Focus School, Lewis 

& Clark Middle School, and Burke High 

School 

Unique program International 

Baccalaureate at Central High and 

Lewis and Clark Middle School

I 
am honored to continue 

on as a part of the OPS 

family for another year 

and would like to take this 

opportunity to thank the OPS 

community for your dedication, 

hard work and commitment 

to ensure the success of 

our students. I value every 

member of the OPS team and our successes during the 

2016-2017 school year would not have been possible 

without their hard work and dedication. I look forward 

to celebrating further successes this school year.

This year we continue to stay focused on our five-

year Strategic Plan and achieving the goals we set in 

2014. As a team, we have already made significant 

progress and will continue to do so in the future. 

Our goals are attainable because we have the talent, 

the drive and the resources to accomplish them.

As you are aware, this year brings with it the following 

changes: a new student assignment plan, renewed 

efforts to improve our families’ customer service 

experience through student transportation, a new 

standardized grading scale, the expansion of the 

district’s Virtual School to include ninth graders 

and the implementation of new middle school 

alternative programs. If you are unfamiliar with any 

of these initiatives, I encourage you to access the 

district’s website at district.ops.org to learn more 

about them. All are positive steps that will continue 

to help improve student achievement, develop 

greater two-way communication and help us use 

resources efficiently. We have much to be proud of.

We ask for your continued support as our Board of 

Education begins another superintendent search 

and works to consider a potential second bond 

referendum to put before the voters. Both will 

require a united effort on the part of the district, 

the school board and the Omaha community.

As I review all that we have accomplished and all that 

we endeavor to take on during the 2017-2018 school 

year, I’m grateful for our amazing OPS family. They 

make a difference in the lives of our students each 

day through infectious enthusiasm, caring attitudes 

and the ability to know what matters most in the lives 

of our students. Our dedicated staff are part of the 

foundation that keeps us grounded as a district and 

ready to listen and learn each and every day. Thank 

you for your support of the Omaha Public Schools.

My goal throughout this year will be to continue 

to move the district forward so that we do 

not lose a single beat of momentum until I 

can pass the baton on to my successor.

OPS continues to emerge as a leader in urban 

education across the nation. Let’s continue the 

great work that’s been happening in our classrooms 

and build another year of academic achievement 

improvements, successes and awards.

#OPSProud

Mark Evans 

Superintendent 

Omaha Public Schools

Report to 

the Community
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Omaha Public Schools
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Bring on tomorrow.

district.ops.org

Phase 2 Bond Issue

Every student.

Every day.

Prepared 
for success.

Connect With Us:

 OmahaPublicSchools 

 @OmahaPubSchool 

 OmahaPubSchool

Superintendent Mark A. Evans

Q & A 
About the Omaha Public Schools 

Phase 2 Bond Issue
Q & A 
About the Omaha Public Schools 

Phase 2 Bond Issue

OPS 
Points of Pride 

District Theme 
Poster

Bond 
Issue 
Q&A

Annual 
Report

Curriculum 
Brochure

Business Cards

MTSS-B  

We Believe...

•  W
e cannot “m

ake” students learn or 

behave.

But

•  We CAN create environments to 

increase the lik
elihood students learn 

and behave.

•  We CAN create environments that 

increase the lik
elihood of positiv

e 

behaviors occurrin
g.

•  These environments are guided 

by a set of standardized practices 

implemented with consistency and 

fidelity.

TIER 1:  Universa
l In

terve
ntions

Universal In
terventions for all students and all settin

gs. 

It is
 preventive and proactive.

TIER 2:  Targeted Group Interve
ntions

Targeted Group Interventions for At Risk Students. It 

consists of high efficiency, r
apid response interventions

TIER 3:   Intensive
 Individ

ual In
terve

ntions

Intense Interventions for In
dividual Students. It 

consists 

of in
tense, durable, assessment-b

ased interventions.

Tiered MTSS-B  

Support f
or S

tudent Success

MTSS-B Framework 

Components:

•  A problem solving fra
mework for 

behavior in
 each school.

•  A systematic standardized 

implementation of evidence-based 

practices at all schools. 

•  A fra
mework with standardized 

practices that has tie
rs of in

creasingly 

intensive environmental supports to 

increase the lik
elihood students are 

academically, 
emotionally, 

behaviorally 

and socially successful. 

Behavior D
ashboard

One way a school m
easures its

 progress 

in terms of im
plementation is by studying 

discipline data that is
 recorded on the 

Distric
t’s Behavior D

ashboard. School 

MTSS-B teams study behavioral data 

and make plans to intervene to im
prove 

student behavior proactively.

TIER 1:  

80-90% of th
e  

stu
dent body

TIER 2:  

5-10% of th
e 

stu
dent body

TIER 3: 

1-5% of th
e 

stu
dent body

With consistent im
plementation, 

MTSS-B

• Im
proves the school clim

ate

• Reduces aggressive behavior

•  Reduces major disciplinary  

infractions such as suspensions.

•  Im
proves concentration, pro-social behavior, a

nd 

emotional re
gulation

• Im
proves academic achievement

•  Enhances the perception of organizational health and 

safety

•  Reduces teacher re
ports of bullying behavior and peer  

rejection

Curriculum and  

Instruction Support 17829

Essential Features 

of MTSS-B at the 

School Level

•  Led by school teams, including the 

building administrator.

•  Universal Interventions (Tier 1) Behavior 

Expectations are prioritized and used 

school wide in all classrooms and school 

environments (cafeteria, gym, commons, 

hallways).

•  Data-based decision making for the 

Targeted Group Interventions (Tier 2) 

for 5%10% and Intensive Individual 

Interventions (Tier 3) 1%-5%.

•  Procedures, routines and behavior 

expectations are taught, practiced, and 

reviewed continually through the use of 

descriptive feedback. 

•  Access to on-going district support, 

including a supervisor and training support.

MTSS-B

Multi-Tiered  

Systems of Support  

for Behavior

Omaha Pu
blic Schools

 does 
not dis

criminate o
n the 

basis o
f race,

 color,
 nation

al 

origin, 
religion

, sex (i
ncludin

g preg
nancy)

, marital s
tatus, s

exual o
rientati

on, dis
ability, 

age, g
enetic 

inform
ation, g

ender 
identity

, gend
er exp

ression
, citize

nship s
tatus, v

et-

eran s
tatus, p

olitical 
affiliatio

n or ec
onomic statu

s in its
 progra

ms, activ
ities an

d em-

ployment an
d prov

ides eq
ual acc

ess to 
the Boy Scouts a

nd oth
er des

ignated
 youth 

groups
. The f

ollowing ind
ividual 

has be
en des

ignated
 to acc

ept alle
gations

 regard
ing 

non-di
scrimination

 policie
s:  Superint

enden
t of Schools

, 3215 Cuming Street, O
ma-

ha, NE  68131 (531-299-9822). The 
following pe

rsons 
have b

een de
signate

d to 

handle
 inquir

ies reg
arding 

the no
n-discr

imination
 policie

s:  Director
 for th

e Office 

of Equ
ity and

 Diversity
, 3215 Cuming St, Omaha, N

E  68131 (531-299-0307).

Tier 1 Effective 

Classroom 

Practices

1. Classroom Expectations

2.  Classroom Procedures and 

Routines

3.  Classroom Strategies to Encourage 

Expected Behavior

4.  Classroom Strategies to Discourage 

Inappropriate Behavior

5. Active Supervisio
n

6. Frequent Opportunities to Respond

7.  Activity 
Sequencing and Offering 

Choice

8. Monitoring Task Difficulty

Curriculum and  

Instruction Support 17829

Essential Features 

of MTSS-B at the 

School Level

•  Led by school teams, including the 

building administrator.

•  Universal Interventions (Tier 1) Behavior 

Expectations are prioritized and used 

school wide in all classrooms and school 

environments (cafeteria, gym, commons, 

hallways).

•  Data-based decision making for the 

Targeted Group Interventions (Tier 2) 

for 5%10% and Intensive Individual 

Interventions (Tier 3) 1%-5%.

•  Procedures, routines and behavior 

expectations are taught, practiced, and 

reviewed continually through the use of 

descriptive feedback. 

•  Access to on-going district support, 

including a supervisor and training support.

MTSS-B

Multi-Tiered  

Systems of Support  

for Behavior

Omaha Public Schools does not discriminate on the basis of race, color, national 

origin, religion, sex (including pregnancy), marital status, sexual orientation, disability, 

age, genetic information, gender identity, gender expression, citizenship status, vet-

eran status, political affiliation or economic status in its programs, activities and em-

ployment and provides equal access to the Boy Scouts and other designated youth 

groups. The following individual has been designated to accept allegations regarding 

non-discrimination policies:  Superintendent of Schools, 3215 Cuming Street, Oma-

ha, NE  68131 (531-299-9822). The following persons have been designated to 

handle inquiries regarding the non-discrimination policies:  Director for the Office 

of Equity and Diversity, 3215 Cuming St, Omaha, NE  68131 (531-299-0307).

Tier 1 Effective 

Classroom 

Practices

1. Classroom Expectations

2.  Classroom Procedures and 

Routines

3.  Classroom Strategies to Encourage 

Expected Behavior

4.  Classroom Strategies to Discourage 

Inappropriate Behavior

5. Active Supervision

6. Frequent Opportunities to Respond

7.  Activity Sequencing and Offering 

Choice

8. Monitoring Task Difficulty

district.ops.org

P  531-299-9474
F  531-299-2489
E  linda.hulsey@ops.org

Curriculum and  
Instruction Support

3215 Cuming Street

Omaha, NE 68131-2024

Linda Hulsey
Supervisor of Music Education K-12

OmahaPublicSchools

OmahaPubSchool 

OmahaPubSchool

Every student. Every day.

Prepared for success.

district.ops.org

district.ops.org

Monique Farmer, APR
Director, District Communications 

P 531-299-9819C 402-210-7308E  monique.farmer@ops.org
3215 Cuming Street  Omaha, NE 68131

http://www.opsbrand.org
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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 Spotlights

#OPSProud 
Principal Spotlight

#OPSProud Spotlight at OPS 
Board of Education Meeting

https://www.youtube.com/watch?v=5moSdCd39CY&t=49s
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#30 Ways to Say Yay! is a program that 
provides an outline for district leadership 
to recognize at least one staff member a 
week (per site) throughout 2018 but gives 
them enough control that the program 
can be tailored to the individual school 
building culture. Each staff member that is 
recognized gets either a gift card to a local 
business or an #OPSProud swag item. 
Staff can submit peer-nominations to 
their principal each week for a winner to be 
selected. All items included were donated 
through local business sponsorship. Brand 
ambassadors share the winners in their 
school newsletters, via e-mail with all 
building staff and on social media.

#30 Ways to Say Yay!
30 Ways to Say Yay!

Guidelines
• Announce program to teachers/employees.

 • Discuss program in staff meeting or at your discretion.

• Recognize one 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

• Each semester, we will ask for feedback from you and your 

brand ambassador regarding the program. 

• District Communications will work to replenish your swag items 

each January through donations and sponsorship dollars. 

Questions?
Contact: Kala Morrissey 

kala.morrissey@ops.org or (531) 299-9421

#OPSProud

30 Ways  to Say Yay!
Your Name:

Who would you like to nominate to be recognized?What is the person’s role/position title?
Why should this person receive recognition?

NOMINATION FORM

#OPSProud

Please email the completed nomination form to your principal/supervisor and brand ambassador. 

http://opsbrand.org/nomination-form/
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The District 
Communications 
Output Poster highlights 
the work done by the 
communications team 
during the 2016-17 
school year. Most of 
the outputs tie directly 
into branding goals and 
objectives. 

DC Output Poster

Awards won by D.C. 
in the past year:

District Communications 2016-17

PRSA NEBRASKA PAPER ANVIL AWARD:  Reaching Homeschool Families 
NSPRA GOLDEN ACHIEVEMENT AWARD:  Reaching Homeschool Families with OVS 
NSPRA GOLDEN ACHIEVEMENT AWARD:  Increasing Engagement on OPS Social Media 
NSPRA PUBLICATION AWARDS:  OPS Board Digest e-newsletter 
NSPRA PUBLICATION AWARDS:  Brand Launch/Brand Image Package  

Media tracking, reactive:
50+ queries a month. 

Number of news 
releases sent:

Videos created 
to tell our story:

Social media 
campaigns run:

Board digests:

Quarterly 
newsletters:

Social media 
posts:

Social media 
impressions:

Twitter 
followers:
(as of July 14, 2017)

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

Topping Out 
Ceremonies: 

Ribbon 
Cutting:

Results of #OPSProud 
week survey:

Positive story ideas 
from staff, shared 
with media:

Superintendent 
podcasts:

Press conferences 
organized:

Daily digests:

Traditional 
media reach:

Facebook
followers:
(as of July 14, 2017)

YouTube 
subscribers:

290
5

5

10

204

180 million
per month 

(on average)

8,768
336

131
118

12

24
4

2,500+ 150,000+ 
per month

6,717

25
Groundbreakings: 5 31

57% of respondents visited the portal or planned to visit it since the launch 
52% of respondents had used or planned to use branding materials in the near future 
89% of respondents said they are “proud to work in OPS” 
32% noticed an increase in positive stories since the launch of #OPSProud

Created July 24, 2017
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Following the brand launch, staff were asked 
to complete a survey of their feelings on the 
brand launch and sentiment in the district. 
Staff were very positive about the branding 
and liked that the district was taking steps to 
change the perception and negative media 
coverage. Staff even provided suggestions 
on additional activities to do for the next 
year’s #OPSProud Week.

Branding Survey 
Report

- 89% of staff proud to work in OPS
- 95% of staff just as proud or more 

proud to work in OPS since Brand 
Launch

- 12% of staff noticed an increase in 
positive perception among parents, 
students and community

Have you had an opportunity to use the OPS branding on materials? 

• Yes - 25% 

• No - 48% 

• I have not yet had the opportunity, but will use it in the future – 27% 

 
Have you changed your email signature to align with OPS branding? 

• Yes – 35% 

• No - 42% 

• No, but plan to in the near future - 23% 

Are you proud to work in Omaha Public Schools? 

• Yes - 89% 

• No - 11% 

Has the branding initative made you more proud to work in OPS? 

• More Proud – 18% 

• Less proud – 5% 

• Pride is unchanged 77% 

Have you notice an increase in positive perception among parents, students or 

community since the branding initiative began? 

• Yes – 12% 

• No – 48% 

• Uncertain – 40% 

Have you noticed an increase in positive stories about Omaha Public Schools since the 

branding initiative began? 

• Yes – 32% 

• No – 46% 

• n/a – 22% 

Additional Comments Summary: 

• Proud to work in OPS!  

• Upset/Disappointed with School Board and/ or Superintendent  

• Like the #OPSProud campaign and branding initiative and/or thought it was a step in the 

right direction 

• Suggestions for future #OPSProud activities 

• Concerns over timing of initiative/Don’t believe branding will fix OPS issues  

o (many expressed concern it was because of the failed superintendent search) 

• Staff feel lack of appreciation 

• Need more branding support at buildings 

 

 Branding Survey Feedback  
Executive Summary May 2017 

Respondents: 388  
• Elementary – 192 (49%) 
• Middle School – 70 (18%) 
• High School – 64 (16%) 
• Alternative Schools – 6 (2%) 
• Other Buildings (TAC, Service Center, etc…) 56 (14%) 

 

Respondent Roles: 
• Teacher - 220 (57%) • Paraprofessional - 33 (9%) 
• Office Personnel - 27 (7%) 
• Specialist - 39 (10%) • Building/TAC Administrator - 27 (7%) 

• Nutrition Services, Transportation, Maintenance, Custodian or Other - 33 (10%) 

 
How many #OPSProud Week Activities did respondents participate in? 

• 1 – 22% • 2 – 31% • 3 – 18% • 4 – 4% • 5 – 3% • None – 22%  

Have you visited the OPS Brand Portal? 
• Yes – 39% • No – 43% • No, but plan to in the near future - 18% 
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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 
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. 

Media Sentiment and 
Analysis After Launch

Analysis: OPS Officials Cited

2015-16 2016-17

Count of OPS Official cited/interviewed (Y/N) Count of TOPS Official Cited?

Y
27.3%

N
72.7%

Y
33.9%

N
66.1%

Traditional News Sentiment Report

82 Positive Mentions
197 Neutral Mentions
0 Negative Mentions

Jan. 31 – Feb. 14

Positive

Negative

Neutral

Post Launch Media 
Analysis

Post Launch 
Media 
Sentiment 
Reports

Analysis: Tone/Sentiment
2015-16

2016-17
Count of Sentiment

Count of Tone/SentimentNegative
17.6%

Neutral
54.3%

Positive
28.1%

Negative
10.7%

Neutral
67.4%

Positive
21.9%

Traditional News Sentiment Report

20 Positive Mentions

105 Neutral Mentions

1 Negative Mentions

April 27, 2017 – May 10, 2017

Positive

Negative

Neutral

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
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During the research phase, the district communications team reviewed climate surveys from several years 
prior. The climate survey is given annually to all OPS parents, students and staff. Participants are asked to 
answer each question on a 5-point Likert scale. This research and evaluation was conducted by the OPS 
research division. The findings gave the district communications team a solid understanding of the current 
sentiment staff had about OPS, the district leadership and the Board of Education. Scores in most categories 
decreased from 2014-15 to 2015-16. This showed a declining trust and pride in the school district for parents, 
students and staff.
After the launch of the brand scores are once again increasing. When asked how proud staff members 
are of the school, both staff and parents scores increased from 2015-16 to 2016-17 as well. The OPS 
communication team will continue to monitor yearly data to assess the effectiveness of the brand buy-in.

Climate Survey Data 
– Before and After 

Launch

Statement

Staff Student Parent Staff Student Parent Staff Student Parent
Number of Participants

3291 17928 869 2793 17281 4898 -498 -647 4029

School Climate
The atmosphere of this school is positive.

3.70 3.41 4.32 3.80 3.32 4.37 0.10 -0.09 0.04

Students are proud of the school. (Staff, Parent)Adults are proud of this school. (Student)
3.80 3.80 4.31 3.90 3.72 4.38 0.11 -0.08 0.07

Staff members are proud of this school.
3.83 4.31 3.94 4.36 0.11 0.05

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)

4.42 3.80 4.42 4.43 3.64 4.41 0.01 -0.16 -0.01

Students value the opinions of the adults at this school. (Staff, Parent)I value the opinions of the adults at this school. (Student)
3.64 3.67 4.23 3.68 3.65 4.24 0.04 -0.03 0.01

Staff and administration value the opinions of students at this school. (Staff, Parent)Adults at this school value my opinions. (Student)
4.10 3.42 4.22 4.11 3.40 4.21 0.01 -0.02 -0.01

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 3.45 2.97 4.01 0.06 0.04 0.10

Staff members exhibit a sense of trust and acceptance among themselves.
3.75 3.81 0.06

Parents and visitors are welcomed when they visit the school.
4.36 4.49 4.33 4.41 -0.02 -0.08

Staff members are well respected in the community.
4.32 4.27 -0.05

Staff at this school encourage parents and community members to express concerns or make 
suggestions.

4.28 4.25 -0.03

Staff and administration at this school are available to parents.
4.43 4.38 -0.05

I feel comfortable at this school.

3.66 3.66 0.00

School Safety
Students feel safe at this school. (Staff, Parent)I feel safe at school. (Student)

4.06 3.80 4.28 4.10 3.76 4.31 0.04 -0.04 0.03

Students are safe on the way to and from school. (Staff, Parent)I feel safe on the way to and from school. (Student)
3.85 3.96 4.14 3.89 3.91 4.20 0.04 -0.05 0.06

The school has practiced a plan to respond to tornado, fire, and other emergencies. 4.62 4.60 -0.02

Equity/Respect for Diversity
All students are treated with respect at this school regardless of race or gender. (Student)All students, regardless of ethnicity, are treated with respect at this school. (Staff, Parent) 4.34 3.68 4.35 4.34 3.61 4.31 0.00 -0.07 -0.04

All students, regardless of gender, are treated with respect at this school.
4.41 4.35 4.38 4.33 -0.03 -0.02

Respecting diversity is taught in my classroom. (Student) Respecting diversity is a regular part of day-to-day learning at this school. (Staff, Parent) 4.33 3.89 4.32 4.33 3.72 4.32 -0.01 -0.17 0.00

Omaha Public Schools
Climate SurveyOmaha Public Schools, All Grades

2016-17 Change (+/-) 15-16 to 16-17
2015-16

33

Pride is increasing 
among staff and parents!
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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.

Social Media 
Sentiment After 

Launch

Facebook Twitter
Number of
Followers 
January 2018

11,567
(Up 6,185 
followers)

8,409
(up 3,166 
followers) 

Number of
Followers 
August 2016

5,382 5,243


