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Twitter impressions: o
April -July 2015: 27,200 + o
vs. April-July 2016: 97,900
Twitter followers: o
January 2016: 400 + o
vs. July 2016: 600

Attendance at "Our
Students, Our Future"
summit, June 2016

Copies distributed of
Spring 2016 SCHEV Update
publication




Consistency = Effectiveness

Branding: Logo,
colors, design
standards across
platforms.

Messaging: Clear,
effective, consistent
language that has
Impact on target
audiences.




Consistency = Effectiveness

Branding: e Online/website
e Publications
e Social media




Consistency = Effectiveness

Messaging:  Understand audiences
through interviews,

surveys, other research.
 What they care about.
e How to reach them.




Communications Feedback Loop

Research audience,
fineune message

Monitor feedback/ Select appropriate

results vehicles for messages




Different Audiences, Different Tactics

Parents & Students Policymakers Business/Econ. Dev.
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Different Audiences, Different Tactics

Parents & Students Policymakers

Paid: Facebook ads,
parenting magazines
Eamed: Articles, radio &
television news

Social: Facebook,
Snapchat, direct texts
(optin only)
Owned: Targeted
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Business/Econ. Dev.
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Different Audiences, Different Tactics

Parents & Students Policymakers Business/Econ. Dev.

Paid: Facebook ads, Paid: Newspaper ads,
parenting magazines public broadcast
Eamed: Articles, radio & sponsorships
television news Eamed: Op-eds,
Social: Facebook, newspaper arficies
Snapchat, direct texts Social: Twitier

(optin only) Owned: Website, white
Owned: Targeted papers, reports, blogs,




Different Audiences, Different Tactics

Parents & Students Policymakers Business/Econ. Dev.

Paid: Facebook ads, Paid: Newspaper ad, Paid: Ads in trade

parenting magazines public broadcast joumnals, convention

Eamed: Articles, radio & sponsorships sponsorships

television news Eamed: Op-eds, Eamed: Trade press,

Social: Facebook, newspaper arficies op-eds

Snapchat, direct texts Social: Twitter Social: Twitter

(optin only) Owned: Website, white Owned: Targeted

Owned: Targeted papers, reports, biogs, section on website,
newsletters white papers, reports,

newsletters




Strategy Outcomes

Communications by Category Planned

e Expand social-media tools,

* Paid: Planned . targeted by audience

 Earned: Articles and editorials in e Expand relationships with
Washington Post, Richmond Times- media: meetings,
Dispatch, Daily Press, Associated Press, partnerships
more _ ¢ Develop new outreach

o Social: Twitter, Facebook tools: newsletters,

e Owned: New website, handouts, press handouts, original content
releases

(videos, articles, reports)




Twitter impressions: o
April -July 2015: 27,200 + o
vs. April-July 2016: 97,900
Twitter followers: o
January 2016: 400 + o
vs. July 2016: 600

Attendance at "Our
Students, Our Future"
summit, June 2016

Copies distributed of
Spring 2016 SCHEV Update
publication
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