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It was a portal back to 2004.
Dated, cluttered and clunky to update, 
the Omaha Public Schools (OPS) 
website did not meet stakeholder 
needs or represent the best of OPS.
District websites are an essential  
digital entrance for current and 
prospective staff and families. It’s  
often the first interaction families 
may have with us. Digital assets drive 
perception about our quality as an 
employer and educator. 
For a decade, stakeholders said 
the OPS website must be updated 
and easier to navigate. The district’s 
organizational chart drove website 
navigation with obscure names. The 
site lacked photos of students and 
staff. Pages were outdated. Content 
was challenging to find, sometimes 
taking six-plus clicks to reach.  

Staff complained it took too much 
work to update content, and District 
Communications (DC) was not part of 
the website management team.
Two previous communication audits 
recommended website overhauls 
and in January 2020, the new OPS 
Strategic Plan of Action officially called 
for a much-needed website upgrade. 
As the pandemic hit in March 2020, 
more people visited the site than ever. 
Although there were many priorities, 
it was clear the website must remain 
a high priority to better serve families 
and staff. OPS developed a strategic 
communication plan and process 
to tackle organizational change 
management and launch a new 
stakeholder-focused digital platform. 
Earning a seat at the website 
management table and leading 

organizational change, DC engaged 
our community and launched all 100+ 
school and district sites from Oct. 2021 
to Dec. 2022. The team used RPIE 
methods to ensure a research-based, 
goal and objective-oriented process to 
transition seamlessly. 
Pageviews on the new site are up 25% 
and average 4.6 million yearly. The 
new site includes the first-ever staff 
intranet. By March 2023, 84% of staff 
logged in and actively used it. Staff and 
families shared positive feedback. The 
previous site was not a primary source 
of information. By spring 2022, 63% of 
survey respondents saw the new site 
as a trusted, reliable source, second 
only to district emails. Ninety percent 
of family visitors rate the site is average 
or better quality. The new website even 
garnered positive news coverage.
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Research
Since 2014, Omaha Public Schools 
received feedback that its website 
needed an overhaul. Stakeholder 
concerns demanded a reimagined 
website design, fresh navigation 
and content approach. It would be 
essential to involve key leaders and 
stakeholders for buy-in.
Developing both the overhaul and 
launch, District Communications (DC) 
turned to primary and secondary 
research. Staff scoured nearly 
100 professional articles and case 
studies. Topics included website 
best practices, designing website 
navigation, accessibility, trends 
and using data to deliver what 
audiences want. The team researched 
migration processes, timelines 
and user engagement. In 2017, the 
district launched a brand refresh 
using extensive research, which was 
instrumental in this process. That 
foundation ensured the Omaha Public 
Schools digital presence represented 
their brand identity.

Website Analytics
Looking at current website trends 
and analytics was a critical step. DC 
examined the most frequently visited 
pages on school and district sites, top 
searches and what search terms drove 
visitors to the site from Google. 
That data informed the new site’s 
design and what content was no longer 
needed. DC identified thousands of 
pages with fewer than 20 visits a year 
to discard. A team member reviewed 
pages with 50-100 hits to determine 
if they should remain. Thoughtful, 
data-driven conversations helped site 
managers understand the need to trim.
Using research articles and  
analytics, the DC team put together  
the following lists:
•   Top features needed 

on the new website
•  Top 20 content items for families 
•  Top 20 content items for staff
These lists drove website design, 
navigation, features and content.

NSPRA Communication 
Audits (2013 and 2017)
Omaha Public Schools engaged 
NSPRA for audits in 2013 and 2017. 
In both, families, staff and community 
members shared their frustration with 
the current site. Participants called it 
“cluttered” with outdated information. 
It had minimal multi-lingual capabilities 
and limited accessibility for those using 
assistive technology. Stakeholders 
did not see the website as a source of 
news or information. 

2017 Omaha Public Schools 
Communications Audit 
Frustration with the current  
district website: 

“ Staff, parents and community 
members in the focus groups 
all consistently expressed 
frustration with the OPS district 
and school websites. With the 
exception of a few internal ‘super 
users,’ all audiences described 
the sites as difficult to navigate, 
inconsistent and containing  
out-of-date information.”

District website not viewed  
as a source for news  
and information:

“ No district publication or  
the website emerged as a 
primary source of information 
for either the internal or external 
focus groups.”

Need for increased  
multi-lingual outreach: 

“ A consistent theme among non-
English speaking families, as well 
as staff who work with diverse 
groups, was the need to increase 
the capacity for translation 
and interpretation services. 
Parents want to be involved and 
supportive in their children’s 
education, but often find their 
access to information is limited…”

Access to Technology
In 2018, most families in Omaha Public 
Schools reported having access to 
technology (2018 Technology Survey), 
but their primary device was mobile. 
The team had to think in a mobile- 
first mindset. 

Accessibility
Through research, the team identified 
accessibility as a key focus of the new 
website. Not only those using assistive 
technology but stakeholders who may 
speak a language other than English 
would benefit. Families in Omaha 
Public Schools speak more than 108 
languages and engaging all families is 
a priority. The website must follow all 
accessibility best practices and be auto-
translatable into multiple languages. 

Interviews
The team interviewed colleagues at 
five school districts and one university 
who recently revamped their websites. 
Colleagues shared insights on their 
process and content management 
structures for large organizations with 
many locations. 
 

Strategic Plan of Action
In January 2020, Omaha Public Schools 
finalized its Strategic Plan of Action. 
Students, families and staff shared input 
through surveys, emails, data walks and 
focus groups. One goal centered on 
upgrading district digital platforms, and 
ensuring accessible communication.  
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Planning
As a large, urban school district, Omaha 
Public Schools could not simultaneously 
transition the district and 100 school/
program sites. Visioning, goal setting, 
preparation and messaging needed to 
take place to accomplish such a large 
task. The team developed a strategic 
communications plan that included a 
phased rollout of school/program sites.
 
The phases were: 
1  District website
2  High school websites
3  Middle school websites
4   Elementary school websites  

(rolled out in five mini phases) 
DC planned strategies and tactics for 
each phase of the rollout, tailored to 
meet the needs of each group. With 
a phased approach, the team could 
gather feedback and apply lessons 
learned to future phases.  

Business Case
Early on, the team developed a 
business case to earn buy-in from key 
district leaders. Research revealed the 
district’s reputation for not involving 
stakeholders in all decision-making. 
DC understood success depended 
on broad participation. The business 
case shared the importance of a digital 
presence, best practices for K-12 
school websites and the evolution  
of website content priorities. 

Internal Shift of 
Management
Information Management Services 
(IMS) staff previously oversaw the 
website. District Communications 
proposed shifting the design, 
navigation, content, permissions and 
training to their department as part of 
the website redevelopment process. 
IMS would then manage the back-end 
setup and data integration of the site. 
The two departments agreed on how 
to move forward. This shift meant less 
day-to-day management for IMS. 

Goals
The plan’s goals were specific to 
the website project, aligned with the 
Strategic Plan of Action. 
1   Develop family-focused district and 

school websites that are a trusted, 
primary source for news 
and information.

2   Create an internal one-stop-shop 
information hub for employees to 
access the information they need for 
their daily work. 

3   Develop a website that extends a 
welcoming environment from our 
schools to our digital presence. 

4   Deliver an accessible website.

Objectives 
The goals would be met through the 
following measurable objectives: 
•  By May 2023, launch a district 

website and an individual site for  
each school/program (total 101). 

•  By Oct. 2022, 60% of Omaha Public 
Schools staff will demonstrate 
awareness and use of the district 
intranet, later named OneOPS,  
by logging in. 

•  By Oct. 2022, 60% of visitors 
(families and staff) who complete  
a survey will rate our district 
website as a trusted, reliable  
source of information. 

•  By Oct. 2022, Omaha Public 
Schools accessibility score will  
be above 80%. 

•  By Oct. 2022, 60% of Omaha Public 
Schools staff and families will share 
the new ops.org is average or  
better quality. 

•  By March 2022, 60% of Omaha 
Public Schools staff and families 
will rate that they can easily find  
what they are looking for on a  
feedback survey. 

•  By Oct. 2022, Omaha Public  
Schools website will increase 
website traffic by 15% from  
Oct. 2019 (before the pandemic). 

Audiences
Research-backed target audiences  
for plan strategies and tactics were: 
• Board of Education
•  District leadership, including school 

principals/program directors
• Current families
• Current staff
• Prospective families
• Prospective staff
• Community members

Key Messages
The communications team developed 
four key messages used throughout the 
implementation and launch. 

   The new ops.org delivers all the 
information you need in one place.

 •  The top information families look 
for can all be accessed from the 
website’s main page. 

 •  All other content can be  
found within two clicks. 

   We designed the new ops.org 
with you in mind.

 •  Information is organized based on 
how families may look for it, with 
the most relevant information in 
the students/families section.

 •  Staff has a dedicated section  
that creates a one-stop-shop  
for the necessary information. 
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   The new ops.org is your source 
for good news in our district.

 •  Positive stories from across our 
district are shared on the district 
website and all school websites. 

   Accessibility was at the 
forefront of the design and 
navigation process of the 
Omaha Public Schools website. 

 •  The website features translation 
to more than 60 languages, is 
mobile friendly and focuses on 
accessibility best practices.

Budget
Although the previous site was 
outdated and lacked thoughtful 
organization, it was inexpensive 
at less than $35,000 a year. 
Information Management Services 
staff supported the website as one 
of many job duties. The cost of their 
time, specific to more than one job 
duty, is challenging to capture. 
Going to another website platform 
would be a significant budget increase. 
Omaha Public Schools received a local 
philanthropic grant of $345,000 to 
cover migration and first-year costs. At 
adoption time, the district didn’t know 
total costs but understood that this 
shift would increase expenses. The 
team worked with the Budget Office 
to ensure needs would be covered if 
approved by the Board of Education.
In addition to the website planning, 
design and implementation, DC 
budgeted $8,000 for implementation 
and launch tactics. 

Implementation
Research demonstrated that it was 
essential to gather staff and family 
feedback and bring them along. 
Understanding why Omaha Public 
Schools needed a new website was 
important. Not all content made 
the move, and new content may be 
displayed or organized differently. 
While an adjustment, these changes 
would benefit families. 
Many people believe that a website 
launch is the primary event with a 
redevelopment campaign. However, 
before our launch, many steps won 
buy-in, built anticipation and ensured 
the website’s continued success. 

Request for Proposals
The district put out a request  
for proposals in May 2020 for  
website development.

Website Committee
In August 2020, a strategically formed 
committee of 20 reviewed proposals. 
Many would be part of ongoing project 
management. The committee included 
DC and Information Management 
Services, principals from each level 
and the Board of Education President. 
Members narrowed vendor proposals 
to two, who then demonstrated  
their products. 

Board Approval
On Oct. 5, 2020, DC and the district 
Chief of Staff presented to the 
Board of Education. The presentation 
included information from the research 
conducted, the project goals and a 
recommendation from the website 
committee on the next steps. The 
Board unanimously approved  
entering into a contract with the 
selected vendor. 

Design
DC worked with the vendor’s design 
consultants to outline a concept for the 
new website. With DC research and 
the design consultant’s expertise, work 
followed best practices and centered 
the needs of target audiences. Design 
refinement lasted four months, 
strategically gathering input from key 
district leaders and the committee. 
School sites mirrored the district site 
design with school-specific branding.

Working Across 
Departments
Simultaneous with the design work, DC 
met regularly with representatives from 
each district department. The team 
used its business case and research 
to teach best practices. Moving from 
a catch-all site to one that delivers 
precise, clear content was a significant 
adjustment. In collaboration with DC, 
leaders adapted to consider only the 
most appropriate content. 
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Home Page and  
District Navigation
DC worked to deliver content for users 
within two clicks. Top 20 lists created 
during the research phase benefitted 
this work. It guided the location of 
the content. The most important 
information is under the “Students 
and Families” heading. All content is 
organized with end-users in mind.

School Navigation 
Engagement
Earlier research and an analytics 
review helped the team develop school 
navigation. Before moving forward with 
each phase, the team met with school 
leaders to review draft structures and 
get their feedback. 
The new navigation created 
consistency across the district. In a 
high-mobility district, families would 
see similar headings as they moved 
from one building to another (due to a 
move or as they moved up in grade). 

Content Migration 
For each phase of the process, a team 
member mapped out the migration 
of old content to the new site based 
on the new navigation. The vendor 
then moved the content. DC partnered 
with the vendor to ensure content 
placement accuracy. Departments 
refined their content before launch, 
using training on best practices. 
Departments maintained content in two 
places, the existing and forthcoming 
sites, until launch day.

Training
After school leaders signed off 
on navigation for each phase, DC 
reviewed the transition process with 
each department and school’s web 
content managers. They talked about 
the next steps and reviewed best 
practices. Each group trained on 
the new platform. Due to health and 
safety guidelines and with respect for 
staff schedules, DC leveraged virtual 
training. The trainings were recorded 
to be shared with others in the future. 
Staff received a recorded training, 
training document and website  
style guide.   
Each group had three to four months 
from their training to their site launch to 
get websites ready. Since the vendor 
had already migrated content, school 
staff reviewed each page, ensured 
accuracy, added newly identified 
content and ensured site accessibility. 

Website Style Guide
The website style guide supported 
content managers through refinement 
and future development. It creates 
consistency with Omaha Public 
Schools digital platforms for staff 
and families. It ensures web content 
managers keep a mobile-first mentality, 
speak on brand, create skimmable, 
relevant content and keep accessibility 
at the forefront.

Office Hours for Web 
Content Managers 
Each week, DC held virtual office hours 
for website content managers. Any site 
manager could come to ask questions, 
review content and get one-on-one 
support. Site manager feedback on 
office hours was positive.

Reviewing Sites
Three weeks before each phase 
launch, a member of the DC team 
reviewed each department and school 
website. Staff looked for missing 
content, broken links and accessibility 
concerns. Notes and recommendations 
flowed back to site managers.

Pre-Launch  
Focus Groups
Bringing families and staff along in the 
process was crucial. Before the district 
site launch, Omaha Public Schools held 
student, staff and family focus groups. 
Facilitated by another department, key 
communicators got a sneak peek of 
the website, looked for pre-identified 
content and gave feedback. DC used 
the feedback to make final refinements 
before launch.

New Website Pre-Launch 
Focus Groups Feedback 
from Families, Students 
and Staff 

“  I like the cleaner 
design. I really like the 
new navigation. Found 
what I was looking for 
on every [item].”

“  Clean navigation to 
important information.  
The quick links at 
the bottom [of the 
homepage] are  
really helpful.”

“   Intuitive. Less clunky. 
Information where [I] 
expected [it].”
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Building Launch 
Excitement
Before launching the new district 
website, DC employed the RPIE model 
to build excitement among target 
audiences. The team sent pre-launch 
emails to staff and families, held pre-
launch demonstrations for key leaders 
and included information in district 
publications like Inside OPS (district-
wide newsletter). Social media featured 
updates, as did posters in each school, 
a FAQ video and digital and radio 
advertisements. The current district 
homepage featured a countdown to 
launch. DC and the Chief of Staff 
presented publicly to the Board 
of Education ahead of the launch. 

Intranet 
Naming Contest
To create buzz around the new 
intranet, DC sought suggestions 
for the intranet’s name. Staff 
submitted 377 recommendations. 
OneOPS was selected. As a large 
district, OneOPS speaks to the 
interconnected community. It aligns 
with DC’s comprehensive strategic 
communications plan.

Launch Day 
Gift Bags
To show appreciation for the website 
committee and site managers’ work, 
each received a gift bag on launch day. 

Website Phased 
Approach Launches 
With more than 100+ schools/programs, 
sites launched in phases. 
Omaha Public Schools new website 
debuted on Oct. 1, 2021. On launch day, 
District Communications worked closely 
with IMS and the vendor to ensure a 
successful backend systems and URLs 
transition. The team also created single-
sign-on permissions for web content 
managers and the intranet (OneOPS).    
District Communications followed 

similar tactics leading up to each 
phase launch. The approach allowed 
DC to train, collaborate, and support 
departments and schools effectively. 
High schools launched on Dec.17, 
2021. Middle schools launched on 
April 1, 2022. Feeling the COVID-19 
pandemic’s impact on staff morale, 
principals recommended elementary 
phases begin in the fall of 2022. Due 
to the volume of elementary schools 
(65), DC launched them in four phases 
(Sept., Oct., Nov. and Dec. 2022). 

Feedback Survey 
A feedback survey was available on 
the homepage for the first month 
of the new district website. Visitors 
provided immediate feedback: what 
they liked, what was challenging to 
find and other comments. A link to 
provide input remains on the bottom 
of the home page. 

Timeline
RFP Committee Review Aug. - Sept. 2020
Board of Education Presentation Oct. 5, 2020
Website Vendor Contract Approved Nov. 16, 2020
District Level Admin Training Jan. 5 - 7, 2021
Weekly Meetings with Vendor Jan. 2021 - current
Conversations with Dept. Heads and Content Managers  Feb. 2021
Training Department Staff Feb. 2021
Design Finalized Spring 2021
Website Engagement Sessions (Focus Groups) Aug. - Sept. 2021 
Website Launch Build-up Sept. 1 - 30, 2021
Presentation to Board of Education Sept. 20, 2021
High School Website Training Sept. 2021
District Website Launch Oct. 1, 2021
Intranet Naming Contest Oct. 1 - 31, 2021
Intranet Named OneOPS Nov. 25, 2021
Launch of High School Sites Dec. 17, 2021
Middle School Website Training Jan. 2022
Launch of Middle School Sites April 1, 2022
Elementary School Training April 2022
Elementary Websites Launch Sept. 2022
  Oct. 2022
  Nov. 2022 
  Dec. 2022
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By May 2023, launch a district website and an individual  
site for each school/program (total 101). 

  Results: All sites were launched by Dec. 1, 2022.  

By Oct. 2022, 60% of Omaha Public Schools staff will demonstrate 
awareness and use of the district intranet, later named OneOPS, by 
logging in. 

  Results: In the first 30 days after the website launch, nearly 50% 
of staff had logged into OneOPS. On a communication survey in 
March 2022, 69% of staff reported they had logged in. By March 1, 
2023, 84% of staff had logged in and are using OneOPS. 

By Oct. 2022, 60% of visitors (families and staff) who complete a survey  
will rate our district website as a trusted, reliable source of information. 

  Results: Sixty-three percent (63%) of Omaha Public Schools families 
and 62% of staff rated OPS.org announcements and district news as 
having some or extreme value on the communication survey 2022. 
The only item that was higher was district emails for both groups. 

By Oct. 2022, Omaha Public Schools accessibility score will be above 80%. 

  Results: The accessibility score of the Omaha Public Schools 
website in October 2022 was 82.5%. Content and design 
accessibility scores were 100%, while files have room for 
improvement. The team continues to focus on improving this 
number each month. By March of 2023, it was 83.3%.

By Oct. 2022, 60% of Omaha Public Schools staff and families will share 
the new ops.org is average or better quality. 

  Results: On a March 2022 communication survey, nearly 90% of 
parents and 84% of staff rated the site as average or better quality.

By March 2022, 60% of Omaha Public Schools staff and families will rate 
that they can easily find what they are looking for on a feedback survey. 

  Results: In a March 2022 communication survey, 64% of staff and 
76% of families could find what they were looking for on the website. 

By Oct. 2022, Omaha Public Schools website will increase website  
traffic by 15% from Oct. 2019 (before the pandemic). 

  Results: Pageviews for the 2021-22 school year jumped to 4.5 million, 
up 25% from the 2019-20 school year. In addition, visitors spent an 
average of 2:04 on the site, up an average of 34 seconds from the 
2019-20 school year.

 

Objectives & ResultsEvaluation
A quality website is an ongoing 
endeavor. Content must 
continuously be monitored and 
reviewed. Adding new content keeps 
a site fresh and drives regular visits. 
The website is a 24/7 window into  
an organization. 
Omaha Public Schools website 
redevelopment and launch 
profoundly impacted families, staff 
and the community. While some 
impacts are measurable, others are 
not. Using the RPIE model, DC used 
quantitative and qualitative data to 
evaluate the campaign against  
pre-identified goals and objectives. 
Although most shared positive 
feedback, the transition to a 
new website wasn’t smooth for 
everyone. Change is hard. Users 
get comfortable with how to find 
something. Even if it is challenging, 
changing the process can be 
difficult too. Some users shared  
this sentiment. 
Omaha Public Schools captured 
feedback from the community 
through the website feedback survey 
and a spring 2022 communication 
survey. The results and website 
analytics are outlined in correlation to 
the identified measurable objectives.

Intangible sentiment is important, but data supporting the communication 
plan is even more important. It brings value to the work and measures the 
success evaluated through the lens of identified objectives. 
The new website also generated a positive news story from the 
Omaha World-Herald. 
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NSPRA Communication 
Audits and  
SCoPE Surveys
Omaha Public Schools engaged 
NSPRA for communication audits in 
2013 and 2017. Auditors reviewed 
current communication efforts, 
completed 19 focus groups that 
represented a variety of internal and 
external audiences and held interviews 
with Omaha Public Schools leaders, 
including the superintendent, board 
leaders and union representatives. 
Website frustrations from families, staff 
and the community surfaced in both 
audits. Omaha Public Schools updated 
the look and feel of its previous 
site, but the overall structure was 
overwhelming. Auditors recommended 
that site management shift from 
Information Management Services 
(IMS) to District Communications (DC), 
a navigation overhaul, and regular 
content updates.
The findings were presented to 
the Omaha Public Schools Board 
of Education.
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Review of Articles, 
Case Studies, 
Award Winners and 
Professional Research 
The District Communications team 
scoured more than 100 articles 
focused on website best practices, 
how to engage families with a school 
website, how to deliver an accessible 
website and more. 
The team looked at articles under five 
years old and put the highest value 
on the newest articles. Technology 
changes quickly, and they wanted to 
ensure they made decisions based on 
current information. 
The team also reviewed NSPRA 
website award winners for the last 
three years to see their focus on 
content, tools and accessibility. 

Note: We are not linking to 
the articles for three reasons. 
1) Reprinting articles without 
permission could lead to 
copyright issues. 2) We also 
cannot control if the links stay 
active. 3) Companies routinely 
update articles, and the article 
may no longer reflect the 
information used by the team. 
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Strategic Plan of Action
In January 2020, Omaha Public 
Schools finalized a Strategic Plan of 
Action. During that process, more than 
680 hours of stakeholder input was 
collected through surveys, emails, data 
walks and focus groups of students, 
families and staff. This information 
helped to guide the work done on the 
new website. 
The Strategic Plan of Action primary 
focus was to outline the four priorities 
through 2025. They are Academics, 
Staff, Financial Accountability and  
Ethic of Care. 
Strategic Priority 4 directs an update 
for district digital platforms. Then, it 
guides staff to communicate with the 
community through authentic and 
accessible content. Early website work 
began before adopting the Strategic 
Plan of Action based on other data 
sources. Inclusion in the Strategic Plan 
signified to the community that the 
website update was a focus.    
In addition to priorities and goals, 
the Strategic Plan of Action outlined 
the district values: Equity, Results, 
Leadership, Accountability and Joy. 
Each should be present through 
Omaha Public Schools daily work. The 
values and corresponding norms were 
top of mind as District Communications 
made decisions regarding the website. 

11www.ops.orgOmaha Public Schools

https://www.ops.org/Page/812
https://www.ops.org/Page/812
https://www.ops.org/


Old Website Analytics
In a school year (Aug.-July), the 
district’s previous website averaged  
3.7 million page views. A visitor 
typically spent about 1:30 on the site 
and the bounce rate was about 30%.

2019-20 Analytics 

2018-19 Analytics 
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Old Website Design
Families, staff and the community 
called on Omaha Public Schools to 
update its digital presence. The past 
site was overloaded with information, 
and families couldn’t find what 
they needed. The previous website 
organized information based primarily 
on department structure, versus how a 
family may look for information. 
There were multiple navigation bars, 
repeating content in various locations. 
The home page is typically prime real 
estate for websites. Still, there needed 
to be more functionality, and it was a 
missed opportunity to connect with 
website visitors.   
Training on the platform was a 
complex, time-consuming endeavor. 
It was challenging to update content. 
Site managers were frustrated with the 
outdated system and failed to keep 
content current.

Home Page Website Jan. 2019

Front Page Website Aug. 2020
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Business Case
Once the District Communications 
team gathered enough research to 
prove the need for a new website, 
staff developed a business case. The 
business case earned buy-in from 
key district leaders. Content included 
the importance of a new website, 
best practices for K-12 websites, 
consistency across sites, shifting to 
a mobile-first mentality and needed 
changes for accessibility. 
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Phased Launch of 
District and School 
Websites
With more than 100 sites, the Omaha 
Public Schools team knew a phased 
approach was the best way to launch 
all sites effectively and give the needed 
support to each school. 
For each phase, District Communications 
followed a similar process. 
1   Outlined the navigation
2   Obtained principal sign-off  

on new navigation
3   Moved content
4   Met with web content managers  

for review and best practices
5   Trained web content managers
6   Supported web content managers in 

preparing sites
7   Created collateral to promote launch
8    Promoted through RPIE-based 

strategies and tactics (i.e. social media, 
district website, newsletters)

9  Launched sites

Timeline 

District Website Launch Oct. 1, 2021

High School  Dec. 17, 2021 
Websites Launch 

Middle School  April 1, 2022 
Websites Launch 

Elementary School  Sept. 2022 
Websites Launch Oct. 2022 
 Nov. 2022
 Dec. 2022

High School 
Launch Collateral

Elementary School Launch Collateral

Middle School Launch Collateral
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Staff and Family 
Engagement Sessions
Bringing individuals along in the 
process was essential for success. 
Although the website needed updates, 
change can still be challenging. The 
team wanted to ensure the community 
understood why the updates were 
important and felt they had a voice in 
the process. 
Approximately six weeks before 
launch, Omaha Public Schools 
held engagement sessions with 
students, staff and families. School 
and community leaders (PTA boards) 
received mailed invitations to join in  
the sessions. 
Another department hosted the 
sessions to ensure the validity of 
the process. Attendees saw a short 
presentation with background 
information and how the district 
reached this point. They were then 
given a scavenger hunt and had to 
find approximately 15 items on the new 
site. The 15 items were data-driven, 
based on top searches or pages visited 
by stakeholders. The attendees then 
answered questions on a survey, 
rating how easy it was to find each of 
the 15 items. They could also provide 
open-ended feedback. Sessions were 
available in English or Spanish. 
Roughly 90 individuals submitted 
feedback surveys. Overall, staff and 
families liked the new site. Staff shared 
that they needed help adjusting to 
a first-ever intranet. Signing-in was 
a new routine and required a new 
mindset. DC staff made a final update 
based on the feedback. Focus groups 
also served as research for the 
District Communications launch plan. 
Responses refined which strategies 
and tactics would be most useful to 
achieve adoption of the staff intranet.

  

Engagement Session 
Presentation 

Family Engagement Invite

16www.ops.orgOmaha Public Schools

https://drive.google.com/file/d/1ObgIbS25M1PhrV1-k8LtHH2yR7uw1eyC/view
https://drive.google.com/file/d/1j2LWnRbe3ESMk5-vkRM-eF4LOaMpvBVR/view
https://www.ops.org/


Intranet Naming 
Contest
Omaha Public Schools never used an 
intranet before 2021. Staff documents 
were in multiple places, including 
OneDrive, Sharepoint and posted 
on the public-facing website. One 
of the new website priorities was to 
differentiate content. It cleaned the  
site for families and ensured staff  
could get all the information they  
need in one place. 
The team held a naming contest to 
publicize the new intranet. Whoever 
submitted the winning name would 
receive Omaha Public Schools branded 
apparel. District Communications 
received 377 suggestions. 
DC shared the winning name, OneOPS, 
with staff in November 2021. The 
name reflects the unity as one district 
community and the fact that this is the 
online network for staff.

 

District Postings (Staff Newsletter) 
for Sept. 2021

Banner staff see when logging 
into Omaha Public Schools 

intranet, OneOPS
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Building Launch 
Excitement
The team wanted to build excitement 
around the launch of the new website. 
Launch collateral used a space launch 
theme to reflect the new site’s clean, 
crisp design and moved from  
night to daylight tones as launch  
day approached. 
Strategies included paid digital 
advertising, printed collateral, virtual 
and in-person meetings, staff/family 
thought-leader activation, video and 
social media. Echoing our district’s 
mission, vision and values, video 
collateral included student voices.
Collateral revealed only portions of the 
website (identified based on research) 
before the launch. Printed collateral 
targeted break rooms and time clocks 
to reach staff with limited technology 
proficiency across the large district. 
Though external media was not a 
strategy in the plan, the interest 
generated by district-owned channels 
earned a positive, accurate placement 
in Omaha’s largest newspaper, 
Omaha World-Herald. 

Banners Inside OPS article

Social media launch post

Staff launch emailFamily launch email
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OPS.org Design  
and Features
The new OPS.org features a clean, crisp 
look that follows brand standards and 
highlights photos and videos of students 
and staff. Both of which were not possible 
on the previous platform. Research and 
data drove the popular updates. 
Working with their vendor, District 
Communications ensured that all the items 
on their Top 20 list of features are available 
on the new site. Many are found on the 
home page of each site, including:

  Announcement section

  News section

  Calendar

  School and department sites  
are easily accessible

  Language translation

  Emergency alerts

  Social media integration 

As part of the visitor experience, the entire 
site is responsive and mobile-friendly; it 
exceeds accessibility requirements and 
features an easy-to-use site search. 
The system’s back-end allows for easy 
editing by users with permissions, the 
ability to set expiration dates on content 
and include shared content across sites. 
The site also has built-in SEO, reporting  
and analytics.
Most PDFs are now visible through 
document viewer content. This feature 
allows families to see the PDF content 
without downloading the information. It 
is especially beneficial for mobile users. 
An example is the Omaha Public Schools 
yearly calendar.
Shared content is a well-liked feature. 
Content is managed on one section of  
the website but then shared elsewhere.  
It looks native to each site, but there is  
no duplication of content or missing a  
page that needs to be updated. An  
example is the Academic Support 
and Tutoring page. 
Another feature that has been well-liked is 
the new staff directory. The staff directory 
on the district website includes all staff at 
each school. Departments and schools 
are encouraged to add staff professional 
photos to help families identify staff. 

Translations Schools

Calendar

Announcements

Social

News
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OneOPS Staff Intranet
The launch of OneOPS was a first for 
Omaha Public Schools. Information 
was previously found across multiple 
platforms, including Sharepoint, 
external websites, OneDrive, Google 
Docs and more. 
Staff log in to OneOPS using a single-
sign-on feature, which ensures staff 
members don’t have another username 
and password to remember. Once staff 
log in, important external sites (student 
database, payroll etc.) are at the top, 
followed by headlines (important 
announcements), staff spotlights and 
shortcut links. 
Content is organized by department. 
Each department has a landing page 
with overview information, quick  
links and a staff directory of 
department leaders.  
District Communications built 
awareness around OneOPS by placing 
important documents in the platform 
and linking directly to them. In addition, 
key staff members were trained and 
could help spread the word. Staff 
newsletters highlighted how to access 
OneOPS and its content.

OneOPS Main Page

OneOPS department landing page
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Spring Communications 
Survey
In spring 2022, District 
Communications asked staff and 
families to complete the first of what 
would become an annual survey. The 
survey asked about communication 
preferences, social media usage, and 
sentiment of the district’s various 
communication channels. At the time of 
the survey, the district and high school 
sites had launched. Middle school  
and elementary schools were still  
in progress. 
Results showed respondents are 
exponentially more likely to read a few 
sentences about a single topic than 
a full page of information on a single 
topic. This data is vital as it relates to 
digital presence. 
Both staff and families shared that their 
most reliable sources of information 
from the district were direct emails, 
followed closely by OPS.org news and 
announcements. Sixty-three percent 
(63%) of Omaha Public Schools 
families and 62% of staff rated  
OPS.org announcements and district 
news as having some or extreme value 
on the 2022 communications survey. 
Previously, the website was not seen 
as a source of information. After this 
comprehensive update, it is now the 
second most reliable source.
As of March 2022, nearly 87% of staff 
and 78% of families had visited the 
new website. While some were still 
learning where information was now, 
the majority said they found what they 
were looking for. Sixty-four percent 
(64%) of staff and 76% of families could 
find what they were looking for on  
the website. 
Both staff and families thought the 
quality of the site had improved. Nearly 
90% of families said it was average 
or better quality, while 84% of staff 
thought so.

Quotes Regarding New Website 
from Staff and Family Surveys: 
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New OPS.org 2021-22 
Analytics Report
District Communications reviewed 
analytics for Oct. 1, 2021 (launch date) 
through July 31, 2022. The new website 
had 4.5 million pageviews, 25% more 
than in 2019-20. 2020-21 data was 
not included due to the pandemic. 
Analytics from the 2022-23 school year 
are on pace to exceed those numbers. 
Visitors spent more time on the site  
per session after the launch. Visitor 
time on the website increased from 
1:30 to 2:04. 
The new site has more than 60 
automatic language translations 
available. Visitors have accessed every 
language translation. The top ten align 
closely with the top languages spoken 
in Omaha Public Schools. 
There was an almost even split in how 
visitors accessed the new website, 
mobile vs. desktop. As District 
Communications looks at data for the 
2022-23 school year, mobile is slipping 
ahead of desktop access.  

 Mobile vs Desktop 
2021-22

Pageviews 2021-22

Average Session Length 2021-22

Language Translation 
2021-22
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OneOPS Staff 
Intranet Analytics
When Omaha Public Schools launched 
its new website, it was the first intranet 
(OneOPS) for staff. Previously content 
was scattered across multiple locations 
(OneDrive, Sharepoint, external website 
and others). OneOPS brought content 
to one place. 
In the first 30 days after the website 
launch, nearly 50% of staff had logged 
into OneOPS. On a communication 
survey in March 2022, 69% of staff 
reported logging in. By March 1, 2023, 
84% of staff had logged in and  
used OneOPS. 
District Communications spent time 
including information on the value of 
OneOPS in staff newsletters. They 
hosted training for school leaders 
and provided documents to walk staff 
through logging in and what to find on 
OneOPS. They also worked with key 
departments to ensure documents 
were placed on OneOPS and linked 
to help drive traffic. 
During the 2021-22 school year, staff 
logged into OneOPS 516,678 times. 
Based on the 2021-22 figures, each 
staff member has logged in an average 
of 65 times, or more than once a week. 
Staff are on pace to beat that figure for 
the 2022-23 school year. The District 
Communications team sees this as a 
tremendous success.
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Accessibility Report
Early in the process, Omaha 
Public Schools focused heavily on 
accessibility with the new website. 
They wanted to exceed what was 
required and ensure that all visitors 
would have a quality experience. 
Midway through the transition, Omaha 
Public Schools received an Office of 
Civil Rights (OCR) complaint for the 
old website. District Communications 
worked with the OCR team to  
ensure the new site had no 
accessibility concerns. 
One of the website goals is to have 
an accessible website. The team was 
striving for an accessibility score of 
80% by Oct. 2022. The team met that 
goal and continues to push higher. 
In March 2023, the score was up 
to 83.3%. District Communications 
continues to work on flagged items  
and strives for 90%.
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