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Synopsis 

 

In Parkway Schools, our work is guided by our strategic plan - Project Parkway.  In 2016, we set out to design our plan for 

the next five years. It began with a community listening tour consisting of more than 100 focus groups. We talked to 

more than 1,100 parents, students, staff and community leaders. Here’s what we heard. 

 

When we asked people to describe a great school, we heard things like safe and welcoming, dedicated staff and caring 

adults. When we asked participants to describe Parkway, we heard similar things - ​welcoming schools, great teachers, a 

strong sense of community ​and​ caring adults. 

 

As we looked toward planning for our future, we also asked participants “what do students need?” We heard students 

need solid academic skills, but equally important they need ​social skills, acceptance of self, tolerance, inclusiveness, 

human interaction ​and ​character. 

 

As we listened, we noticed something important was missing from our mission and our strategic plan. Based on the 

listening tour analysis and subsequent community conversations, the school board approved the addition of an 

important word to our mission statement: ​caring. 

 

The improved mission of the Parkway School District is to “ensure all students are capable, curious, ​caring​ and confident 

learners who understand and respond to the challenges of an ever-changing world.” 

 

But what is a mission statement without a human connection and a commitment to the words? The opportunity 

presented itself to bring awareness to our improved mission and ensure our most valuable stakeholders, our employees, 

feel connected to this promise to our community, feel cared for themselves and are then empowered to set the tone as 

role models of caring in our schools.  

 

Our research for this plan started with the initial findings of the Listening Tour, which indicated strong support from 

stakeholders for caring students as a key indicator of our success. If caring is a message that resonates, and the district 

has added caring to its mission statement, how can we ensure we are demonstrating our commitment to this important 

goal? 

 

The end result was a communications plan to ensure Parkway Cares from the inside out. Strategies included: Informing 

employees of the new word (caring) to our mission statement; Ensuring employees embrace and share the new Parkway 

mission; and Ensuring employees are recognized as caring adults. 

 

From the fall of 2016 to the spring of 2017, Parkway Cares activities and tactics included an all-district event involving all 

3,000+ employees, a new employee recognition program, branding campaign, employee apparel store and a social 

media campaign. 

 

These activities, combined with ongoing evaluation of the program, connected employees to our mission, recognized 

employees as caring adults and Parkway Schools as an organization of caring. 
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Program Summary - Research 
 

Most research suggests that communications programs should be built from the inside out. If the most important 

ambassadors of our brand are not aware of or engaged in our mission, we will not be successful in communicating with 

external stakeholders. We wanted to know how employees currently feel about Parkway. Since we did not have the 

budget for formal research in addition to the informal focus groups, we studied data from the two most recent annual 

employee surveys from our participation in the national Top Workplaces program.  

 

We noticed in the accompanying white papers for these surveys, that research indicated employees want to feel part of 

something meaningful. Having employees that feel part of something meaningful is a key indicator of strong 

organizational health. Then, as we looked at the open-ended responses from our own employees, we noticed that what 

they said made them feel most meaningful were the kids. Over and over, employees responded that they feel 

meaningful when they get to make a difference in a child’s life and watch them learn and grow as learners and people. 

They felt meaningful when they were caring for kids. 

 

At the same time, we were preparing for an internal communications plan and noticed a trend in our social media 

content. There seemed to be a strong connection between the content of the posts and the reach and engagement 

results. Specifically, there was  a strong connection between content including an element of character education or a 

theme of caring and the results of each post. We performed a content analysis to see if there was, in fact, a quantifiable 

connection. This analysis demonstrated that social media content that included a key message of caring performed 

significantly higher than content coded with other key messages. 

 

Additional key findings from each research method included the following: 

Method: ​Focus groups​ -  1,100 parents, students, staff and community leaders 

● The Listening Tour provided informal, qualitative data to support the following: 

○ A top theme heard in the listening tour was students need character, character education, interpersonal 

skills, soft skills, acceptance of self and others,  collaboration/social skills and diversity/tolerance. 

○ Parents, students and staff indicated ​support for caring as a important district goal. 

 

Method: ​Online survey ​- 1,494 employees (56 percent) - Top Workplaces employee survey April 2016 

● When employees were asked to respond to the statement, “my job makes me feel like I am part of something 

meaningful” they positively responded at a rate eight percent higher than other similar organizations, but ​the 

response was down slightly (one percent) compared to the previous year. 

 

Method: ​Internet research​ - Workplace Dynamics White Paper 

● A report by Workplace Dynamics (now Energage), the company that leads the Top Workplaces program 

nationally, highlighted: one of the top lessons they have learned from over a decade of studying the Top 

Workplaces across the country is organizations and employees must “live with a purpose.”​  ​In the Top 

Workplaces, employees feel their work contributes to something meaningful.  

 

Method: ​Content analysis 

Sample: September 2015 to May 2016 - Parkway Schools Facebook and Twitter content 

● A content analysis of Parkway Schools Facebook and Twitter content for the 2015-16 school year indicated: 

○ Content was coded by key messages and sorted by highest reach/impressions for the year. ​Reach was 

high for content that included an element of caring​ (character education, service learning, friendship, 

kindness).  Among the top 30 posts of the year, the key message of caring was coded in over 50 percent 
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(16 of 30 posts). ​Three of the top five social media posts with the highest reach for the year included 

caring​ as a key message. Posts where caring was coded as a key message achieved a total reach of 2.7 

million. ​The top stories of the year (highest reach) were Facebook content. ​The top content yielded a 

reach of 2.5 million and an average reach of 89,180 per post. 

 

After analyzing our research, we determined in order to become recognized as caring organization, and operationalize 
our mission, we needed a communications program to achieve this goal. We outlined the following goal and objectives: 
 

 
GOAL:  To become recognized as a caring organization. 
Primary Audience: ​All employees 

 
Based on the research from the Top Workplaces survey, we had an opportunity to ensure employees felt their work was 
more meaningful and specifically, this meaning could be connected to caring for students. 
 
Outcome Objective 1:​  Parkway employees will report their job makes them “feel like they are part of something 
meaningful” at a rate of 10 percent above the benchmark in the Spring 2017 Top Workplaces survey. 
 
In order to measure if employees were in fact connected to our new mission and committed to living our mission to 
ensure students are caring learners, we needed a tool to measure our success. Therefore, we set out to design a new 
internal culture and climate survey. 
 
Outcome Objective 2:  ​At least 70 percent of Parkway employees will report that “we have a shared mission and vision 
where I work” and that “part of my job is to develop character in students” on a 2017 culture and climate survey. 
 
Based on our analysis of social media content, we had an opportunity to use social media, and specifically Facebook, to 
reach our audiences with an increased focus on content including caring as a key message. 
 
Output​ ​Objective 3:  ​Parkway Facebook content will include the key message #ParkwayCares once per week from 
August 2016 to May 2017. 
 
If successful, our social media content focused on caring would produce results equal to or (more often) higher than 
similar content from the previous year. 
 
Output Objective 4:​  #ParkwayCares Facebook content will perform at or above the level of the top Facebook content 
from the previous year:  Reach 3.2 million and 90,000 average reach per post from August 2016  to May 2017. 
 
In order to produce more content focused on caring as a key message, and to ensure employees are recognized for 
meaningful contributions to our mission, we realized an opportunity to create a “Parkway Cares” employee recognition 
program. The Parkway Cares recognition program would identify employees who exemplify caring and live the Parkway 
mission. Through this program, employees would be empowered to recognize each other in a timely, meaningful way. It 
could capture the often untold stories of employees who are role models for children and colleagues as caring adults. 
The stories of these caring adults in our schools could then be used to support #ParkwayCares communications.  
 
Output Objective 5:  ​More than 120 employees will be nominated involuntarily by colleagues for Parkway Cares 
recognition between November 2016 and May 2017. 
 
We outlined the following ​strategies ​to achieve these objectives: 

● Inform employees of addition of the word caring to our mission; 
● Ensure employees embrace and share the new Parkway mission; and 

● Ensure employees are recognized as caring adults by parents and community members. 
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Analysis, Planning, Communication and Implementation 

 

Included below are the key messages, tactics, audience(s), activities, person(s) responsible, timeline and 

budget/materials needed to accomplish each strategy. 

 

 

Key Messages: 

● Parkway Schools added “caring” to its mission and is committed to caring as an organizational goal. 
● Parkway employees care for students. #ParkwayCares 
● Parkway employees share our mission and vision and are role models of caring for students. 

 
 

Communications Planning August 2016 - May 2017 

Strategy Tactics Audience Activities Timetable Budget 

Inform 
employees of 
addition of 
the word 
caring to our 
mission. 

Develop Parkway 
Cares brand 

Employees ● Design Parkway Cares logo and 
brand complementary of 
Parkway Schools logo/brand; 
design animated version of 
logo (working with outsourced 
graphic designer) 

● Develop Parkway Cares brand 
standards 

Sept. 2016 $450 

Hold all-district 
employee event to 
promote 
improved 
mission, brand 

Employees ● Design invitations, email 
employees 

● Develop event program and 
script 

● Produce event videos 
● Design and distribute Parkway 

Cares T-shirts for event 
planning committee and event 
greeters 

Nov. 2016 $750 
Parkway 
Cares 
T-shirts 

Use internal 
district 
communications 
tools to share 
ongoing key 
messages 

District 
leadership, 
all 
employees 

● “eStreak” employee 
newsletter 

● Add Parkway Cares logo to the 
header of internal Gmail 
inboxes for increased visibility 

● “Leaders Memo” to district 
administrators  

● “PayDay Notes from 
Superintendent”  

● News story on “Inside 
Parkway” employee intranet  

● Share Parkway Cares logo with 
employees for email signature 

Sept.  - 
Nov. 2016 

$0 

Ensure 

employees 

embrace and 

share the 

new Parkway 

mission. 

Use promotional 
items/apparel to 
promote 
connection to 
brand 

Employees ● Develop line of apparel 
featuring Parkway Cares brand 

● Develop online apparel store 
● “eStreak” employee 

newsletters promoting apparel 
store 

Sept. 2016 $0 
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Encourage 
employees to 
recognize each 
other as caring 
role models 

Employees ● Design a Parkway Cares 
employee recognition program 

● Meet with Superintendent’s 
Advisory team to get approval 
of award program and buy-in 

● Promote opportunity to 
district leaders to recognize 
employees at meetings and 
with follow up emails. 

● Design a Parkway Cares lapel 
pin, letter and card to 
recognize winners 

● Write and communicate award 
program procedures and 
guidelines 

● Develop and communicate 
Google form for nominations 

Nov. 2016 $800 for 
500 
lapel 
pins and 
cards 

Evaluate if 
employees feel 
connected to the 
new mission. 

 ● Design an internal culture and 

climate survey for employees, 

including key indicators 

including “we have a shared 

mission and vision where I 

work” and “part of my job is to 

develop positive character in 

students.” 

Spring 
2017 

$0 

Ensure 

employees 

are 

recognized as 

caring adults 

Use digital and 
print 
communications 
to share stories of 
caring employees, 
with social media 
focus on Facebook 
content 

Employees, 
parents, 
community 

● Idea creation for back to 

school video using the key 

message of “caring.” 

● Produce back to school video  

● #ParkwayCares employee 

recognition content on 

Facebook for external publics - 

content re-purposed for 

Twitter. 

● Parkway Cares employee 

recognition content 

re-purposed in digital and print 

publications - “Parkway 

Today” community newsletter 

and “This is Parkway” annual 

report 

● Parkway Cares employee 

recognition in news media 

● Parkway Cares award winners 

shared internally via “eStreak” 

newsletters and “Inside 

Parkway” website 

Aug. 2016 
-May 2017 

$0 
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Evaluation 
 

 
 
Outcome Objective 1:​  Parkway employees will report their job makes them “feel like they are part of something 

meaningful” at a rate of 10 percent above the benchmark in the Spring 2017 Top Workplaces survey. 

● A staff survey, conducted by Workplace Dynamics in April 2017 (sample = 1,671) as part of the national Top 

Workplaces program, yielded the following results: 

○ Parkway employees reported that their ​“​job made them feel like they were part of something 

meaningful” at a rate of ​nine percent higher than the benchmark for similar primary and secondary 

schools. 

○ The overall percentage of employees who reported their job made them feel like they were part of 

something meaningful​ increased by two percent compared to the previous year (April 2016). 

○ The number of employees who reported they ​felt part of something meaningful was the highest 

percentage ever recorded ​in any Parkway Top Workplaces survey (completed annually 2014-2017). 

○ An analysis of the free-text comment question showed a high frequency of positive statements including 

the words “character, mission, and (adding) caring to mission.” 

○ “Parkway Cares” as a “mission, program, slogan, platform” was mentioned in the free-text comments 

and associated with a high frequency of positive statements. 
 

Outcome Objective 2:  ​At least 70 percent of Parkway employees will report that “we have a shared mission and vision 
where I work” and that “part of my job is to develop character in students” on a culture and climate survey in Spring, 
2017. 

● An internal staff culture and climate survey (sample=1,437) in Spring 2017 demonstrated: 

○ 74.9 percent of employees agree or strongly agree with the statement​ “we have a shared 

mission/vision where I work.” 

○ 86.9 percent of employees agree or strongly agree with the statement ​“part of my job is to develop 

positive character in students.” 

 

Output​ ​Objective 3:  ​Parkway Facebook content will include the key message #ParkwayCares once per week from 

August 2016 - May 2017. 

● From August 2016 - May 2017 #ParkwayCares Facebook content totaled 46 (average 1.3 posts per week). 

 

Output Objective 4:​  #ParkwayCares Facebook content will perform at or above the level of the top Facebook content 

from the previous year:  Reach 3.2 million and 90,000 average reach per post from August 2016 - May 2017. 

● #ParkwayCares social media content (Facebook) from August 2016-May 2017 achieved the following outcomes: 

○ #Parkway Cares 2016-17 Facebook content performance: 46 #ParkwayCares posts, ​reach over three 

times higher:​ 9.2 million on caring content compared to 2.7 million the previous year, ​average post 

reach over 10 times higher - ​190,093 compared to 16,721 previous year, ​average post engagement 

over 10 times higher - ​529,411 engagements, average post engagements 11,509 (1,071 previous year). 

○ The “Hope” video produced the following results within 30 days (August-Sept. 2016):  8,007,435 reach 

on Facebook (6.5 million higher reach than any previous content), 3,144,315 video views on Facebook 

(2.5 million more views than any previous video), Increase in Facebook page followers from 13,444 to 

16,369 (21 percent increase) 

○ The ‘Hope’ video received a prestigious 2017 Bronze Anvil Award of Commendation from the Public 

Relations Association of America (PRSA). 
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Output Objective 5: ​ More than 120 employees will be nominated involuntarily by colleagues for Parkway Cares 

recognition between November 2016 and May 2017. 

● The Parkway Cares employee recognition program launched mid-November 2016. By the end of the school year, 

more than 145 employees were nominated by their peers for a Parkway Cares award. 

 

Informal evaluations demonstrated: 

● Fifty-five employees purchased their own Parkway Cares apparel in the first online apparel store, accounting for 

35 percent of all Parkway apparel purchased. 

● Parkway Central High, North High, Northeast Middle, Central Middle and West Middle schools were inspired by 

the #ParkwayCares hashtag -  creating hashtags including #PNHCares, #ColtsCare, #McKCares, #CMSCares, 

#WestMiddleCares, #NEMCares. 

● Five schools immediately requested a school version of the Parkway Cares logo, (Parkway Southwest Middle 

Cares) leading to the development of consistent versions of the logo for each school and Parkway Cares brand 

standards. 

● Three departments requested versions of the Parkway Cares logo for internal and external communications and 

employee apparel - Transportation Cares, Technology Cares and Health Services Cares. In addition, multiple 

schools purchased apparel for employees, using school budgets. 

● West Middle School requested new signage for its front door entry buzzer with the Parkway Cares logo, saying 

“isn’t this the first thing we want people to know when they enter our buildings (that we care)?” 

● Traditional news media covered the new employee recognition program, including a story in ​West 

Newsmagazine. 

 

 

Next Steps and Improvements
 

Based on the evaluation of the Parkway Cares communications program, we plan to implement the following: 

● Continue focus on caring as a key message, with a goal of 20 percent of digital content connected to caring. 

● Continue Parkway Cares employee recognition program, with annual output goals for employee recognition; 

develop additional activities to ensure employees are recognized for when they are nominated. Consider 

involving students in how employees are recognized. 

● Continue opening an online employee apparel store twice a year, with previous best-sellers and new Parkway 

Cares merchandise. 

● Consider the opportunity to develop a Parkway Cares communications plan focusing on parents and students as 

the primary audience - how can we connect parents and students to mission? 

● Consider a Parkway Cares award for student recognition. 
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Supporting Materials

 

 

Social media posts - Videos: 

‘Hope’ video -- ​https://www.youtube.com/watch?v=dlcU5uHMdTM  

 

 

  

 

https://www.youtube.com/watch?v=dlcU5uHMdTM
https://www.facebook.com/parkwayschooldistrict/videos/vl.1830777267152446/10154800402723578/?type=1


 
 
 

 

#ParkwayCares social media posts: 

 

“What is Caring?” Video - 

https://www.facebook.com/parkwayschooldistrict/videos/vb.116830783577/10154800402723578/?typ

e=2&theater 

 

 
 

 
 
 
 
 
 
 
 
 
 

 

 
 

 
 

 

https://www.facebook.com/parkwayschooldistrict/videos/vb.116830783577/10154800402723578/?type=2&theater
https://www.facebook.com/parkwayschooldistrict/videos/vb.116830783577/10154800402723578/?type=2&theater


 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 

 
 

 



 
 
 

 

Video - ​https://www.facebook.com/parkwayschooldistrict/videos/10154938334153578/ 

 

 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
 

 

https://www.facebook.com/parkwayschooldistrict/videos/10154938334153578/


 
 
 

 

#ParkwayCares employee recognition social media posts​: 
 
 

 

 
 
 
 
 
 

 
 

 
 

 



 
 
 

 

Parkway Cares All-district employee event: 

 

Roll call video with theme music- 

https://drive.google.com/open?id=0BwheBhEe4f2rZ19kb1lmMUdTaWs 

How we got here video: ​https://drive.google.com/open?id=0BwheBhEe4f2rZVowY0dMaWlaNnc 

Animated logo video - ​https://drive.google.com/open?id=0BwheBhEe4f2rVVRaZTkwUUtxbjg 

Event script - 

https://docs.google.com/document/d/1FBBJ4D1R8IFWcxBDw_PfRwuFyp3Jp5sJUz4G51zVbIY/edit 

 

 
 
 
 

 

 
 

 
 

 

https://drive.google.com/open?id=0BwheBhEe4f2rZ19kb1lmMUdTaWs
https://drive.google.com/open?id=0BwheBhEe4f2rZVowY0dMaWlaNnc
https://drive.google.com/open?id=0BwheBhEe4f2rVVRaZTkwUUtxbjg
https://docs.google.com/document/d/1FBBJ4D1R8IFWcxBDw_PfRwuFyp3Jp5sJUz4G51zVbIY/edit


 
 
 

 

 

 
 

 
 

 



 
 
 

 

 

 
 

 
 

 



 
 
 

 

 
 
 
 
 

 

 

 

 
 

 
 

 



 
 
 

 

Employee Recognition Program:

 
 

 
 

 



 
 
 

 

 
 

 
 

 



 
 
 

 

 
 

 

 

 
 

 
 

 



 
 
 

 

Parkway Cares apparel: 

 

  
 
 

 
 

 
 

 



 
 
 

 

 
 
 
 
 

 

 

 
 
 

 
 

 
 

 



 
 
 

 

Parkway Cares Branding:

 

 
 

 
 

 



 
 
 

 

 

 
 

 
 

 



 
 
 

 

 
 

 
 

 
 

 



 
 
 

 

Parkway Today community newsletter  article - 60,000 households 
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