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August 27, 2015 

 

Libby Roof 

Executive Director, Communications 

Richland School District Two 

6831 Brookfield Road 

Columbia, SC 29206 

 

Dear Libby: 

 

      We are pleased to present the Communication Audit Report for Richland School District Two. Attached is 

a PDF of the report. We will also be sending 10 bound copies of the report to you. 

 

      The Richland Two administration and School Board are to be congratulated for undertaking this 

communication audit as part of the district’s commitment to continuous improvement and providing a quality 

education for the students in the community. The goal of the communication audit was to seek facts as well as 

perceptions, and from these to make recommendations that will help ensure improved public relations and 

enhanced, two-way communication between the district and all its stakeholder groups, internal and external. 
Improvement is impossible unless decision-makers have information on what works and what may need to be 

changed. 

 

      The observations and recommendations included in this Communication Audit Report should be carefully 

reviewed with the understanding that there is more here than can be reasonably undertaken immediately or all at 

once given current projects and district priorities. We have tried to provide Richland Two leaders with 

recommendations to be considered in the short term as well as for long-range planning, with the ultimate goal of 

developing a communication program that will be a model for similar school systems across the country. We will 

be happy to provide you with examples or additional information on recommended strategies on your request. 

 

      We encourage you to share this report with focus group participants in order to complete the 

communication loop, and to share the results with the community as well. Dr. Hamm and the members of the 

School Board are to be commended for their vision and commitment to continual improvement of the 

communication program. We believe Richland Two is well positioned to elevate your communication efforts to the 

next level and establish the district as a communication leader in South Carolina. 

 

Sincerely, 

 

 
 

Richard D. Bagin, APR 

Executive Director 
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Introduction 

Richland School District Two is the fifth largest school district in South Carolina and is prominently 

located in the state capitol of Columbia and nearby communities. With a growing enrollment of 27,000+ 

students, the school district is recognized for the academic performance of its students and the wide range 

of choices offered to families through magnet and choice initiatives. 

Richland Two proudly ranks first in the state and twelfth in the nation for its number of National Board 

Certified teachers. The district also places emphasis on providing state of the art facilities for all students 

and has enjoyed strong support from local government and citizens to make that happen. 

The Richland Two School Board and Superintendent Debbie Hamm, Ph.D., demonstrate their 

commitment to effective communication in the district and community by supporting a well-staffed 

Communications and Strategic Partnerships Department. The work already being done by this department 

shows the willingness of school district leadership to go beyond basic outreach activities to address 

communication challenges.  

The goal of this communication audit was two-fold: to seek data, opinion, and perceptions about the 

school district’s communication efforts; and to provide recommendations and strategies that will allow 

Richland Two to continue to build and enhance its overall communication program.  

The observations and recommendations included in this report should be reviewed carefully. Whether 

they pertain to the work of the Communications and Strategic Partnerships Department or any other 

department or individual school, they are intended to build effective communication in a school system 

that is committed to continuous improvement, maintaining quality and excellence, and serving the needs 

of all of its students and constituents to the best of its ability.  
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It is difficult to measure public relations overall but individual elements can be assessed. It can be 

determined whether specific program goals and objectives have been met. The real measure of success for 

any program, however – including a communication program – is to determine whether it is helping the 

organization work toward its stated mission. Accordingly, in developing the recommendations, the 

auditors reviewed the resource materials and input from the focus groups in light of the district’s priority 

areas and The Four Squares.  

Opinion research as a foundation 

A communication audit of Richland Two provides an important foundation for continuing to implement 

and expand a strategic communication plan for the school district. The audit provides information about 

attitudes, perceptions, and the effectiveness of current communication, engagement and 

marketing/branding efforts and offers recommendations to expand or enhance the overall communication 

program. The audit also provides a benchmark for continuing to measure progress in the future. The 

development of any effective communication strategy begins with opinion research. 

Scope and nature of the study 

This report presents findings and recommendations based on a review of communication materials and 

vehicles, and a series of focus groups and interview sessions representing a variety of Richland Two’s 

internal and external publics. Participants in the focus groups were invited by district officials to represent 

a broad range of opinions and ideas. The focus group sessions were approximately one hour in length and 

were held March 9 and 10, 2015, with the following groups: 

 Parents (three groups) 

 Business Leaders/Chamber of Commerce 

 Civic and Faith-based Community Leaders 

 Elected Officials 

 Retirees and Empty Nesters 

 Teachers (three groups – elementary, secondary and magnet) 

 School Office Administrative Assistants/Personnel 

 District Office Administrative Assistants 

 Support Staff (Maintenance/Transportation/Food Service/Aides) 

 Students (high school class presidents) 

 Principals (two groups – elementary and secondary) 
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 District Directors/Managers/Supervisors 

 Executive Staff 

 School Board  

Processes and procedures 

A communication audit conducted by the National School Public Relations Association (NSPRA) enables 

a school system to view its communication from an “outside” perspective. The consultants for this 

communication audit were Tim Carroll, APR, chief information officer for Allen (Texas) Independent 

School District and Stephanie Bateman, retired director of communications for Jefferson County Public 

Schools in Louisville, Ky. Their vitae are included in the Appendix of this report. 

The first step in the NSPRA communication audit involved the Communications and Strategic 

Partnerships Department submitting samples of current communication materials (i.e., newsletters, print 

publications, reports, program information, etc.) used with various audiences. The auditors also reviewed 

the district and school websites and social media platforms. In addition, supplemental surveys of 

principals, department administrators and communications office staff were conducted. 

These materials and websites were all examined for effectiveness of message delivery, readability, visual 

appeal and ease of use. In addition, the auditors reviewed additional information such as news clippings, 

demographic data, strategic plans, communication budget information, etc. 

The core of the communication audit is the onsite focus group component designed to listen to and gather 

perceptions from the district’s internal and external audiences. In our audit of Richland Two, the auditors 

met with 18 focus groups and conducted several interviews with district leaders, communication staff and 

others. Each focus group was guided through a similar set of discussion questions. Participants were 

assured that their comments would be anonymous and not be directly attributed to them. Their responses 

are reported in the Perceptions of the Focus Groups section of this report.  

This communication audit was designed to: 

 Assess the effectiveness of Richland Two’s current communication programming. 

 Elicit and evaluate key facts, opinions, concerns and perceptions of focus group participants 

representing various internal and external stakeholder groups important to the success of the district’s 

communication effort. 

 Suggest strategies and tactics for enhancing communication with key audiences and improve the 

management of public relations, communication, marketing and engagement activities for Richland 

Two. 
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Following the review of materials and focus group comments, the auditors prepared the recommendations 

presented in this report. The recommendations focus on strategies Richland Two can use to organize and 

prioritize key communication resources and activities to deliver key messages as effectively as possible 

and improve and enhance overall communication practices.  

Guiding definition 

Since 1935, NSPRA has worked with school systems, education organizations and agencies throughout 

North America to advance the cause of education through responsible public relations, communication 

and engagement practices. In doing so, NSPRA uses the following definition as a foundation for all 

educational public relations programs: 

 Educational public relations is a planned, systematic management function, designed to 

 help improve the programs and services of an educational organization. It relies on a 

 comprehensive, two-way communication process involving both internal and external 

 publics with the goal of stimulating better understanding of the role, objectives, 

 accomplishments and needs of the organization. 

Educational public relations programs assist in interpreting public attitudes, identify and 

 help shape policies and procedures in the public interest, and carry on involvement and 

 information activities which earn public understanding and support. 

Assumptions 

It is assumed that school systems undertake communication audits because they are committed to 

improving their public relations and communication programs. It is also assumed that they wish to view 

the school district and its work through the perceptions of others, and that they would not enter into an 

audit unless they were comfortable in doing so. 

However, some caution should be observed regarding the nature of such a review. Whenever opinions are 

solicited about an institution and its work, there is a tendency to dwell on perceived problem areas. This is 

natural and, indeed, is one of the objectives of an audit. Improvement is impossible unless there is 

information on what may need to be changed. It is important to note that perceptions are just that. 

Whether or not they are accurate, they reflect beliefs held by focus group participants and provide strong 

indicators of the communication gaps that may exist. Our recommendations are designed to address these 

gaps and assist Richland Two leaders in their efforts to communicate more consistently and effectively. 

Some of the comments noted in the focus group summaries may reflect concerns that will not be included 

in our recommendations, but they may be issues Richland Two leaders will want to address to help 

resolve employee or community concerns. This report is intended to build on the many positive activities 
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and accomplishments of Richland Two and the Communications and Strategic Partnerships Department 

and suggest options and considerations for refining and expanding the communication program. 

Recommendations 

In response to the key findings, this Communication Audit Report contains recommendations for 

improving communication and engagement with Richland Two’s internal and external stakeholders. The 

recommendations are based on proven strategies used in successful communication programs by similar 

school systems around North America. The final report was carefully reviewed by NSPRA Executive 

Director Richard D. Bagin, APR, and Associate Director Karen H. Kleinz, APR. 

Supportive quotes 

The auditors took notes in each focus group session. Participants were assured that their comments would 

be anonymous and would not be directly attributed to them. The focus group summaries are a synopsis of 

what was said in each group. Some comments are direct quotes from participants, while others are 

paraphrased for clarity. Any direct quotes will appear inside quotation marks, without personal 

attribution. 

Copies to participants 

Focus group participants were extremely interested in sharing their thoughts and ideas in the focus group 

sessions. They were also interested in finding out the results of the communication audit. Because of their 

high level of interest and involvement, along with the importance of closing the communication loop to 

build trust and credibility, we recommend that this report be shared with focus group participants as well 

as all stakeholder audiences. 
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Key Findings and Observations  

The auditors identified several common themes that emerged from the focus group discussions. In 

addition, the review of current materials and the assessment of what needs to be done to improve the 

communication effort led to the following key findings and observations: 

 The Communications and Strategic Partnerships Department is well respected by administrators and 

staff. Their comments indicated that Richland Two had faced a crisis in leadership in recent years and 

the current department, along with the superintendent, was given credit for rebuilding from that crisis. 

 Communications and Strategic Partnerships produces a number of quality communication and 

marketing publications and media projects such as the Back to School Handbook, Annual Report, and 

high school marketing brochures. They have also been proactive in establishing a strong social media 

program to ensure a multi-channel communication effort as stakeholders’ use and needs evolve. In 

addition, the district has a solid crisis communication plan in place, which is critical for any large 

school system. 

 Communications and Strategic Partnerships coordinates a lengthy list of projects, activities and crisis 

communications. Our observation is that the development of a comprehensive communication plan 

would bring a more strategic focus to the work being done and link it directly to the strategic plan 

Priority Areas. 

 “The Four Squares: Learning, Character, Community and Joy are at the heart of our school goals, 

objectives and strategies” – is a strong belief statement that should be emphasized in marketing and 

communication efforts.  

 The school district offers a variety of Magnet and advanced academic programs. This was a point of 

pride with many internal and external audiences. At the same time, there were numerous comments 

that the registration process is confusing, but families feel pressure to make the right decision since 

enrollment is limited. Because these are signature components of Richland Two’s program, more 

research and strategies are needed to address any real or perceived problems with the process. 

 The quality of school facilities across the district was often cited by focus groups as a positive asset 

for Richland Two. Focus group participants (both internal and external) felt that community support 

for new facilities and renovating existing facilities was another positive for Richland Two. 

 The 2014 School Board election highlighted questions regarding the equitable treatment of African-

American students in Richland Two schools as it relates to school discipline. While the public 

discussion has subsided, the concern is real with African-American leaders. From a communications 

standpoint, Communications and Strategic Partnerships needs to help district administration continue 

to develop an open and transparent dialogue with the concerned groups. 
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 Diversity was cited as a strength and a selling point of the district by numerous focus group 

participants, and should be celebrated in marketing materials and as a component of Richland Two’s 

“brand.”  

 Based on focus group comments and a review of the website, there is a need to improve the site 

design to make it more user-friendly and better support Richland Two’s marketing and branding.  

 Richland Two staff members praised Communications and Strategic Partnerships for its 

communication efforts related to crisis response, Magnet Programs, new employees and School 

Board information. At the same time, they expressed a need for a regular employee newsletter in 

order to be better informed about changes and additions to programs and procedures that impact 

parents and students districtwide.  

 A common theme that emerged from the focus groups is that communication and messaging in 

Richland Two needs to be more consistent, both internally and externally.  

 A majority of focus group participants expressed confidence in the district administration and School 

Board. Negative comments tended to relate to procedures or specific problems – not the philosophy 

or direction of the district. This makes addressing any communication challenges much easier. 
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Recommendations 

Richland Two is fortunate to have a top-flight team in the Communications and Strategic Partnerships 

Department. It should be noted that the auditors were impressed with the professionalism of the staff and 

the quality of services the department is providing to Richland Two. This was confirmed by positive 

comments from staff and patrons in the focus groups. Given the necessary resources, the team is well-

positioned to implement the recommendations in this report. Strategic, two-way communication leads to 

better understanding, stronger relationships with key audiences and increased community support. 

 

Recommendation – 1      

Implement a comprehensive communication plan to guide the program. 

While it is possible to manage a communications program without a formal plan, the most effective 

programs are supported by a written plan of action, in the same way that teachers use a classroom lesson 

plan. Without a written communication plan that is designed to reflect the mission and priority goals of 

the district, support strategic outcomes, and deliver key messages to stakeholders, it will be difficult to 

keep functions and activities on track. 

A common theme in many of the recommendations is that communication in Richland Two needs to be 

more consistent, both internally and externally. With several changes in the Communications and 

Strategic Partnership Department leadership in recent years, the strategic focus suffered, making it easier 

for staff to continue spending time on those tasks and projects that have always been done, even though 

the specific purpose may no longer be clear. 

The value of a communication plan 

Simply generating more information does not constitute an effective plan nor does it guarantee improved 

communications. A strategic approach will help keep the communication effort on track and maximize 

the value of Richland Two’s communication dollar. It should also focus on engaging people as well as 

informing them. The plan should include specific action steps, target audiences, key messages, timelines, 

responsible staff, desired outcomes and specific evaluation criteria for each initiative.  

Without a plan, it is difficult to create an open dialogue, deliver the messages that are important to 

stakeholders, and build support for programs and initiatives. The recommendations included in this 

Communication Audit Report offer some proven strategies that can be incorporated into a strategic 

communication plan. 
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A communication plan will help guide decisions about the website, social media, television station, key 

communicators and marketing, for example. It will also help the superintendent’s evaluation of the 

department if the program is aligned with district goals. 

A key component of the strategic communication plan – the research – has been completed in large part 

with this audit. Additional research should be ongoing, but this report can serve as a guide for the 

planning process. 

Action Step 

Develop the communication plan. 

A comprehensive communication plan should include the four-step public relations process of Research, 

Assessment and Planning, Communication, and Evaluation (RACE), and address the following questions 

for every initiative or program Richland Two undertakes: 

 Who needs to know? 

 What do they need to know? 

 Why do they need to know? 

 When do they need to know? 

 How are we going to tell them? 

 What do we want them to do with the information they receive (actionable behavior)? 

 How will we evaluate and measure the outcomes? 

A communication plan can then be developed that outlines action steps designed to meet the identified 

goals. First, align the communication plan with Richland Two’s strategic plan Priority Areas. Define the 

communication action steps and strategies that will be used to help implement each priority. All 

employees must assume some responsibility for the communication effort. Typically it is the function of 

the communication department to ensure that a communication component is embedded into all district 

goals, initiatives and programs so that employees understand their roles as key communicators. A 

comprehensive communication plan provides a clear guideline to ensure this critical component is not 

overlooked as plans are developed for each priority area. 

There are many models and templates for communications plans. NSPRA can provide sample plans upon 

request. Here are 10 steps that apply to developing most plans: 

 Set goals (based on Priority Areas). 

 Identify target audiences.  
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 Define objectives. 

 Define strategies. 

 Develop tactics. 

 Create activities. 

 Evaluate components. 

 Determine needed materials. 

 Develop a budget. 

 Set a timetable/task list. 

Action Step 

Incorporate current and ongoing communication activities, projects and programs into the plan. 

All ongoing communication efforts, such as the various regular publications, updates on Board actions, 

website management, ConnectEd messaging, video production, “rumor mill” and issues management, 

media relations, social media messaging, etc., should be incorporated into the comprehensive 

communication plan along with priority goals for the year. This will create a more accurate picture of how 

communication is integrated into district and school operations. It will also provide a realistic look at the 

scope of responsibilities and tasks related to the communications function.  

Communications and Strategic Partnerships has established a robust social media presence and is doing a 

good job “feeding” these networks to keep them current. This will help build social media as a key 

communication tool with Richland Two’s audiences as age demographics change and use increases. 

However, social media is not a stand-alone communication vehicle and must be considered for its 

strategic value as an additional component in the district’s communication “toolkit.” As such, it is 

important to include social media strategies in the comprehensive communication plan in order to 

evaluate their use and effectiveness in meeting communication goals. 

Action Step 

Tie the crisis communication plan to the comprehensive communication plan. 

The auditors’ review of the crisis communication plan found it to be appropriate for a school system the 

size of Richland Two. Focus group comments praised the support provided by Communications and 

Strategic Partnerships in crisis situations and with messaging. Although the crisis communication plan 

stands on its own for the most part, in order to ensure that it is reviewed and revised on a regular basis, 
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this process should be included in the comprehensive communication plan. This will serve as a reminder 

to update key crisis plan components, such as contact names and numbers, threat protocols and 

procedures, and new communication tools that should be integrated into the plan. It will also help ensure 

that as the district grows and facilities are added or renovated, the crisis plan will be updated accordingly 

to reflect these changes. 

 

Recommendation – 2 

Improve internal communication systems. 

As Richland Two continues to grow and change, the area of internal communications cannot be 

overlooked. Employees must feel they are an important part of the school system and understand the 

district’s mission and vision. A well-informed and supportive staff can positively influence the overall 

communication effort and morale of the school district.   

To communicate effectively and credibly in “one clear voice,” all employees must understand that good 

communication and public relations are not solely the responsibility of administrators and the 

Communications and Strategic Partnerships Department. Everyone in Richland Two is a communicator 

and must accept some of the responsibility for this role, from the School Board to support staff 

employees. They must understand the influence that they personally and collectively hold over public 

perception of, and satisfaction with Richland Two and the schools. 

It is important to note that a lack of communication from the district office to staff is almost always cited 

by employee focus groups in communication audits as a problem. While we found this to be true in 

Richland Two as well, the comments and perceptions about the district from staff focus group participants 

were positive overall and there was a great deal of confidence in the administrators currently leading the 

school district. That attitude and confidence is a big plus and make building a good internal 

communication system much easier. 

By recognizing the important role employees play in Richland Two communications and supporting them 

in this effort, the district can expand its communication outreach in the community. Some suggestions for 

improving internal communications include: 

 Communicate key messages internally first. It is important to note that internal buy-in of key 

messages is critical before they can successfully be delivered to the public. Make the 

timeliness of communication to staff a high priority. Communicate with staff before 

important messages are disseminated to external audiences and the news media. 



DRAFT – NSPRA Communication Audit 15 Richland School District Two 

 

 

 Use multiple vehicles to communicate. Communicate messages to staff via meetings, memos 

or official bulletins, email updates, video, voice/text notifications (for critical or time-

sensitive communications or incidents of concern involving students), etc. 

 Increase opportunities for face-to-face meetings that allow staff to ask questions and discuss 

the issue or initiative being addressed. The superintendent’s faculty advisory council is a 

good model to follow for other internal advisory groups. These could be led by the 

superintendent or executive staff in their respective areas. 

 Share key messages with advisory committees, employee groups and teacher/support staff 

association leaders. (See Recommendation 4.) 

 Evaluate how the staff intranet can be used more effectively as a communication tool. (See 

Recommendation 10.) 

Action Step 

Develop an e-news update for employees. 

Employees receive Richland Two email messages from Communications and Strategic Partnerships as 

well as some of the publications that are sent to parents and the community. A more focused internal 

communications effort would better meet staff information needs and provide clear dividends. We 

recommend you do not “over design” the internal newsletter. Instead, the goal should be to provide timely 

information in a brief (no more than 4 or 5 current news/event information items), bulleted, and single 

paragraph format. Drive employees through links to the website or staff intranet for more extensive or 

detailed information. Focus on substantive news and key messages about the district and topics that 

directly impact them as employees: progress reports on Priority Areas and other initiatives; benefits 

related-updates; district office staff and contact updates, etc. Some recognition items can be included but 

keep the main focus on important updates and news. 

Gather feedback through evaluation strategies such as readership surveys and web analytics. You can also 

use the existing advisory groups to gauge the e-update’s effectiveness. Letting questions, ideas, and 

concerns bubble-up from staff to be addressed in the e-news update can help create transparency and 

demonstrate a willingness to be responsive to school and staff communication needs.  
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Action Step 

Keep district and school office personnel in the communication loop. 

While they are not a prominent part of the organizational chart, district and school office personnel can 

influence the climate of a building almost as much as the school principal or department administrator. 

Because administrative assistants/secretaries interact with most employees on a campus and also 

communicate with district office departments, they are a trusted source of information about the school 

district. This can be the case whether or not those individuals are privy to any information at all. School 

office personnel frequently have long tenures on campuses and are usually strong supporters of the school 

and the school district. 

This was illustrated by the Richland Two secretaries and office managers who took part in the focus 

groups. They indicated that they answer questions daily about the schools that come from Realtors, job 

applicants, students, parents and staff members in their own buildings. Participants also shared that they 

are sometimes unaware of changes or actions communicated by the district office to the principals that are 

then shared with teaching faculty but not with them.  

Office personnel and administrative assistants in the focus groups felt that they are often not included in 

critical communications that directly impact their jobs and those of their supervisors. One example cited 

was the change to an electronic registration system in the district. The management style of each principal 

or department administrator also determines what information is shared with support staff. 

The following steps can be taken by principals and district office administrators to ensure that their key 

office personnel have the information they need to field calls, dispel rumors and do their jobs well: 

 Provide scripts and Q & A documents for frontline staff on key Richland Two initiatives or 

breaking news (i.e., school lock-downs, policy changes, etc.). 

 Review daily and weekly schedules so that office staff are aware of activities going on in their 

school or department, as well as major events across the district.  

 Review deadlines for reports and other information required by the district office or the State.  

 Review the major issues being discussed in Richland Two so that they feel comfortable 

answering basic questions from parents.  

 Ensure they have copies of any Richland Two publications (i.e., Board in Brief, agendas of 

School Board meetings, information brochures on programs, etc.) and other key materials so 

that they can answer questions and share information.  
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 Include them in planning meetings and discussions, when possible.  

Action Step 

Provide employees with opportunities to play an active role in decision-making. 

As Richland Two moves forward with its strategic plan priorities, we believe it will be important to build 

a sense of personal responsibility and ownership among all employee groups. For this to happen, 

Richland Two staff need be directly involved in innovation efforts beyond just being charged with the 

implementation of programs and initiatives. They need to play an active role in generating creative ideas 

for effective implementation and marketing as well as in creating tools and resources. In order to energize 

and empower staff, authentic engagement opportunities are needed. 

One example of an award-winning internal employee engagement plan that would be an excellent model 

for Richland Two to review is Minnetonka Public Schools’ “Minnetonka Innovates Campaign.” 

Information about the campaign can be accessed at https://www.nspra.org/files/Minnetonka%20PS%20-

%20Cultureof%20Innovation%20Gold%20Medallion%20Entry.pdf. 

Action Step 

Use orientation sessions to remind staff of their communication role. 

New staff orientation sessions should contain a component on communication. Orientation programs 

typically review required forms and cover employment-related topics such as insurance and benefits, and 

often overlook the need to provide an overview of the district’s history, culture and key initiatives. Staff 

members should learn the sources of information and be reminded that as employees of Richland Two, 

they have a responsibility to read key communications sent out by district departments as well as their 

school. They should also be given guidance on how to be responsive to parent and staff requests.  

 

The Executive Director of Communications, as well as the Strategic Partnerships director, should be 

involved at some level with the new employee orientation program. A presentation on topics such as 

community and district demographics, ambassadorship, customer service and basic communication skills 

could be useful if done effectively. 

 

Consider preparing a summary sheet of “communication responsibilities” to distribute to all employees. 

Some of the information in the Richland Two School News Coordinator Handbook could also be shared 

with all new employees. 

https://www.nspra.org/files/Minnetonka%20PS%20-%20Cultureof%20Innovation%20Gold%20Medallion%20Entry.pdf
https://www.nspra.org/files/Minnetonka%20PS%20-%20Cultureof%20Innovation%20Gold%20Medallion%20Entry.pdf
https://www.nspra.org/files/Minnetonka%20PS%20-%20Cultureof%20Innovation%20Gold%20Medallion%20Entry.pdf
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 Action Step 

Provide training and add a communication component to the evaluation process for principals 

and administrators. 

To improve communication consistency, we recommend that principals and administrators receive        

in-service training in effective communication as a component of their individual professional 

development plans. Training sessions on all areas of communication at the building-level, and common 

traits of effective communication for department administrators and supervisors, can help resolve 

inconsistencies, improve messaging and ensure that critical information cascades throughout the school 

system at all levels. 

We also encourage Richland Two to train principals in media relations so that they can serve as the 

spokespersons for their campuses on routine issues rather than depending solely on the Communications 

and Strategic Partnerships Department. The role of the Executive Director of Communications should be 

taking the point in crisis situations and high-level strategic district communications. Moving 

responsibility to the principals for routine media questions and positive news stories about their campuses 

can relieve some of the pressure on Communications and Strategic Partnerships, but only if those campus 

administrators have been trained in effective media relations techniques. 

Action Step 

Celebrate staff contributions and successes.  

While staff morale does not appear to be a major issue at this time for Richland Two, it would still benefit 

the district to seek out ways to recognize and reward staff for their work and loyalty. Acknowledging the 

role employees play in the success of students and in raising Richland Two’s profile as a leading school 

system is key to building and sustaining morale and fostering ownership. A combination of formal and 

informal acknowledgments and expressions of appreciation for staff efforts could be considered: 

 Highlight major milestones or accomplishments such as years of service or professional 

awards in the employee e-news update (see prior Action Step). 

 In addition to the annual Teacher of the Year awards, consider district-wide awards for 

employees who go above and beyond their normal job responsibilities. Employees who bring 

forward ideas that improve student performance or save the district money might also be 

recognized. Employees could nominate their peers and supervisors could also submit 

nominations. 
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 Richland Two’s R2TV could highlight how individual employees are helping prepare students 

for the future. Brief 2-3 minute features on success and recognition stories can also be posted 

to district and school websites and on social media platforms. 

 Provide commendations at School Board or staff meetings and send notes or make personal 

“thank you” calls. 

 

Recommendation – 3 

Build capacity in the Communications and Strategic Partnerships Department to focus on 

strategic communication needs. 

Based on our review and assessment, we believe the Communications and Strategic Partnerships 

Department is staffed adequately at this time. However, as communication needs evolve with the advent 

of advanced communication technology and social media, Communications and Strategic Partnerships is 

increasingly challenged in balancing critical strategic communication with the daily information tasks, 

media response, and small crises that can consume staff time in large systems like Richland Two.  

In order to keep pace, it is imperative that the department continue to adjust and transform itself as the 

district changes. Consideration must be given to how the department can build the capacity needed to 

focus on strategic communication and marketing that is aligned with the strategic plan Priority Areas and 

The Four Squares and is designed to meet the communication expectations of staff and constituents. 

Comments by administrative and support staff in the focus groups were complimentary of the services 

provided by Communications and Strategic Partnerships. They feel that the department is promoting a 

good image for the school district and effectively managing the media. Appreciation for the staff’s 

handling of emergency communications due to weather or other circumstances was mentioned several 

times. 

Both the district directors and secondary principals’ focus groups mentioned that the Communications 

and Strategic Partnerships staff – in particular the Executive Director – seem stretched given their work 

load. Several participants expressed concern that too much is expected of the department and that the 

Executive Director “is trying to do too much.” 

In order for the Executive Director to assume more of a management role (and less of a technical one), it 

will be necessary to look at all the projects managed by the department and determine whether current job 

descriptions accurately reflect assigned job responsibilities.  
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Action Step  

Turn a critical eye on communication tasks and ask the hard questions. 

We urge Communications and Strategic Partnerships to take a hard look at all functions and ask how 

current projects and tasks align with the districts goals and Priority Areas. Some questions to ask include: 

 What would happen if a specific program, task or service were eliminated?  

 How critical are the ramifications of the program, task or service to priority goals? If eliminated, how 

will they be impacted? 

 What Priority Area does the program, task or service fall under? 

 How will the eliminated program, task or service provide more staff time or resources for new 

strategic initiatives? 

The Communications and Strategic Partnerships staff should be the best judge of what should stay and 

what should go based on their assessment. Every great communication office always has too much to do, 

so eliminating a task or function should not be threatening. The cuts may even include a sacred cow or 

two that may be upsetting to those who feel some personal ownership. Now is the time to make room for 

new, critical, strategic measures that support Richland Two’s desire to be a leading school district both in 

South Carolina and in the nation. 

Action Step 

Evaluate and track time on task.  

 

The Executive Director of Communications and her team are involved in a variety of different projects 

related to the communication effort at both the district and school level. In order to ensure that staff time 

is focused on the highest priority communication goals, it may be helpful to record the actual time spent 

on each task. This would allow the Executive Director to evaluate efficiency and determine if there are 

tasks that take time away from communication priorities that could be shifted to other departments or that 

could be managed differently. 

Create a work flow plan to track each ongoing task or special project (i.e., publications, special events, 

crisis communications, media response, partnership development, website updates and social media posts, 

marketing efforts, etc.). This will allow for quickly assessing the status of the work load and a way to stay 

on top of deadlines and readjust priorities as necessary. Sharing this information with the executive staff 
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can also build awareness and understanding of the communication function and help set priorities for the 

year. 

Action Step 

Review and evaluate functions and job responsibilities for Communications and Strategic 

Partnerships positions. 

As Richland Two’s communication needs change and the roles of the department’s staff evolve, we 

recommend the Executive Director review functions and job responsibilities in light of this and following 

the development of a comprehensive communication plan.  

A thorough review may indicate a need to revise job descriptions and responsibilities or realign existing 

positions in order to focus on new priorities or develop new communication strategies. The current job 

descriptions for the positions under Communications and Strategic Partnerships are detailed but don’t 

accurately reflect the job responsibilities of some of the staff. While we understand that some tasks are 

unavoidable, we feel that functions and responsibilities should be evaluated based on their relevance to 

the department’s charges and the comprehensive communication plan (Recommendation 1). 

The role and functions of Community Relations and Strategic Partnerships should align with and support 

strategic plan Priority Areas. A thorough review from this perspective may result in a reordering of 

priorities and responsibilities for the department. The goal of this step should be increasing the efficiency 

and effectiveness of existing staff and resources. 

Consider looking at the division of work that currently exists, and then identify the unique strengths of the 

staff. Rather than dividing the work by topic (news, special projects, social media, marketing etc.), you 

might consider grouping school campuses and assigning staff members as specialists to serve a specific 

group of schools. The specialists would be responsible for assisting their assigned school principals with 

improving parent communication, campus publicity, marketing activities, and developing key 

communicator networks, for example. Crises and minor incidents on campuses that attract media attention 

should still be managed by the Executive Director of Communications.  

Action Step 

Evaluate outcomes as well as outputs.  

At the culmination of any major communication initiative, campaign or project, evaluate success in terms 

of outcomes, as well as outputs. For example, preparing support materials, media releases, etc., for the 
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Choice Fair is an “output.” An increase in the number of attendees and registrations is an “outcome.” 

Evaluation should also determine which communication vehicles and strategies worked well for each 

target audience and which can be improved in the future. This evaluation step is critical in demonstrating 

the impact strategic communication has on district goals. 

 

Recommendation – 4 

Expand and enhance the external communications effort. 

Communications and Strategic Partnerships produces a number of quality publications and media 

projects. The department’s work is reflected in the community support that Richland Two receives. We 

recommend that all of these external communications projects be included in and evaluated as part of the 

comprehensive communication plan (Recommendation 1). Consider the following action steps for 

expanding external communications: 

Action Step 

Maximize school newsletters and websites as key communication tools.  

School newsletters and websites should be viewed as an important component of the overall 

communication effort and be used to help deliver key messages and operational information about 

Richland Two to parents and community stakeholders. 

Including a short news section in school newsletters and on campus websites is an effective way of 

getting important information in front of parents. Richland Two has created website templates for the 

schools which provide a standard look and basic core information and links that make for easier use by 

families with students in several schools. In NSPRA’s work conducting communication audits in districts 

around the country, we have found that parents use their school websites more often than the district 

website. We encourage Richland Two to consider this by adding a “Richland Two News for Parents” 

section to the school websites.  

Use school newsletters strategically to reinforce key messages about The Four Squares and other 

initiatives rather than repeat information already available on the district and school websites. These 

should be framed in the context of how they impact each child’s education to catch parents’ attention.  

The “News for Parents” section could include topics such as:  

 Brief updates on progress toward Priority Areas;  



DRAFT – NSPRA Communication Audit 23 Richland School District Two 

 

 

 Additions and changes to the magnet/choice programs; 

 Facility updates; 

 Decisions particularly relevant to the school (i.e., schedule or boundary changes; renovations; 

new programs, etc.);  

 Reports on student achievement and safety concerns;  

 Reports on policy/curriculum decisions and Board action items;  

 Advocacy and legislative news; 

 Budget updates; and  

 Updates on other issues impacting the schools.  

Keep length and readability in mind and focus on only two or three timely district updates for each 

newsletter issue. 

Consider creating a web page on the district website specifically targeted to community stakeholders who 

do not have children in school. This page should include key messages and news of interest to taxpayers 

and homeowners, such as why Richland Two schools add value for property owners, facility updates, 

budget and tax rate information, volunteer opportunities, etc. Include a link to the page on the district 

homepage for easy access. 

Action Step 

Update and revitalize the Richland Two Key Communicator Program. 

A Key Communicator Network designed to expand and build relationships with influential members of 

the community and staff and can be a powerful communication tool. Although current technology has 

made it easy and convenient to communicate directly with large numbers of people in a timely fashion, it 

does not replace the value and effectiveness of face-to-face communication with a small group of 

influential community and staff opinion leaders.  

Richland Two currently manages a key communicator program with a list of approximately 400 

members. It is our understanding that the list is not current and the contact information is not up to date 

for many of the members. We recommend that Communications and Strategic Partnerships review the 

effectiveness of the current program and make changes as needed. This could include the following steps: 

 Hold an orientation meeting for key communicators at the start of the school year. During this 

meeting, the superintendent could discuss the vision for the district and the participants’ role 

as important conduits of information. Review with them the district’s goals and strategic plan 

as well as any pertinent studies and reports, and review district and school accomplishments. 
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Depending on the number of key communicators you are inviting, it may be more effective to 

break them into smaller groups that meet at different times. Another option is to hold 

invitational meetings throughout the year. Some districts have found monthly or quarterly 

meetings to be advantageous. 

 Develop a regular e-update specifically for the Key Communicator Network. Once opinion 

leaders agree to participate in this type of communication network, it is important to keep 

them updated with current information. A short e-update sent on a regular schedule (monthly 

or quarterly) can serve this purpose well. In addition to disseminating information, updates 

can alert the group to breaking news (i.e., crisis situations) and help dispel rumors and 

provide accurate information and key messages about critical initiatives. Key communicators 

should also receive any regular district publications.  

 Invite key communicators to a breakfast or luncheon at the end of the year to thank them for 

their support and involvement. This event should be hosted by the superintendent and 

attended by the School Board. Celebrate the year’s successes in Richland Two. 

 Conduct an annual evaluation of the program. It’s important to ascertain whether the Key 

Communicator Network is functioning effectively and meeting the district’s needs as well as 

those of the participants. 

  

Recommendation – 5 

Continue engagement activities and integration of open feedback loops. 

Richland Two leaders are committed to engaging the public in important decisions about the schools and 

fostering transparent communication. The superintendent, for example, hosts several advisory councils 

including faculty, parent, business and ministerial groups. These ensure stakeholders are involved in 

decision-making and Richland Two should be applauded for these efforts. 

In addition to the community engagement activities already in place, we encourage the School Board and 

administration to offer more opportunities for authentic engagement via open dialogue on issues and 

concerns. A strategy that has worked well in some school systems to broaden the engagement effort is to 

add a “listening” and dialogue session prior to the start of a Board work session or regular meeting several 

times a year. A town hall format could also accomplish the same goal. The purpose of this session is to 

allow Board members and the administration to have a conversation with interested members of the 

public on pending decisions or issues and concerns that may not be on the regular agenda. Unlike the 

public participation portion of the meeting where patrons address the Board, these sessions could be 

structured to allow Board members to ask questions and respond as appropriate. The Board would need to 
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check with legal counsel to make sure that open meeting law guidelines are followed, but this may be an 

option worth investigating.  

Provide a structure for these conversations by designating topics – for example, one session might focus 

on the budget, another on the impact of community growth on the schools, or on what a “future ready” 

education means for students, etc. Open-ended “venting” sessions are not particularly useful, and it also is 

important to honor the district’s chain-of-command for solving individual problems related to the schools 

or personnel. The key is to meet with parents and community members face to face and listen to concerns 

they may have about issues affecting Richland Two.  

It should be clearly stated that these dialogue events are just that – no decisions will be made based on 

conversations that take place. They should be positioned as opportunities for the Board and administration 

to gather opinion research and information.  

Action Step 

Increase leaders’ visibility and build relationships with parents and community groups.  

Building trust in Richland Two’s leadership should continue to be a priority, both internally and 

externally. By maintaining open communication about decision-making processes, the Board and 

administration can clearly demonstrate their commitment to a “transparent” style of leadership that allows 

stakeholders to monitor and participate in the educational process. This not only helps to foster trust and 

credibility in the school system, but also encourages all stakeholders to assume responsibility for the 

success of their schools. 

Face-to-face interactions are the most effective way to build strong relationships and should be a high 

priority strategy for district administrators and the Board. Clearly Dr. Hamm cannot be in all places at all 

times, so the strategic communication plan should tie her to the critical communication venues where she 

can have the most impact. The development of other key district leaders as “issue or initiative-specific” 

spokespeople should be advanced. Developing rapport with key audiences and creating a personal face 

for Richland Two and public education should be a key role of every administrator.  

Some additional strategies to consider include: 

 Increase the accessibility of Board members and administrators at meetings. Board members 

and administrators can create positive interactions with the public by being available in the 

lobby or meeting room prior to the start of a public meeting as well as afterwards. Having 

Board members available to welcome and interact with constituents and staff is a powerful 

public relations tool.  
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 District leaders should visit schools and attend parent group meetings as often as possible. 

While this is time-consuming, employees appreciate any efforts by district administrators and 

Board members to visit schools and spend time in classrooms and lunchrooms. When leaders 

are visible in the schools, it helps build staff morale and counteract the perception of the 

District Office as an isolated “ivory tower” that is disconnected to the schools. Administrator 

visits should not be strictly limited to business meetings or problem-solving. Efforts also 

should be made to visit food service, transportation and maintenance support staff. Board 

members should try to visit schools when their schedules allow. 

 Report on school visits in some fashion as a follow-up. For example, the superintendent, 

executive staff and Board members could provide brief reports on visits or attendance at 

special events as a regular part of the Board meeting agenda. Other avenues include adding 

brief notes in school and district publications or websites and sharing impressions at staff 

meetings. Not only do regular site visits raise the visibility of school leaders, it also gives 

them “bragging rights” about the school system, which builds pride and staff morale. 

 Encourage district leaders to become active in local civic and service organizations. 

Community and business leaders are regularly asked to become involved in education and the 

schools. It is equally important for administrators and Board members to play an active role 

in the community and demonstrate their commitment to those who support the schools on a 

regular basis. This also provides ongoing opportunities to share information about Richland 

Two with influential community leaders. Executive staff should be encouraged to get 

involved in various agency and foundation boards and commissions, either at the city level or 

with local businesses and corporations.  

 Increase collaborative efforts and Richland Two involvement in community projects and 

development initiatives. Another important consideration is to ensure that Richland Two is “at 

the table” when major community issues are being considered by key community leaders. 

 

Recommendation – 6 

Increase the focus on diversity and inclusive communications. 

Richland Two has the good fortune to be a school district that is growing. That steady growth is a 

reflection of the quality education it provides to a diverse population of students. However, when there is 

growth due to demographic or population shifts, school districts often experience growing pains as they 

transition from the familiar into something a new and different.  



DRAFT – NSPRA Communication Audit 27 Richland School District Two 

 

 

As Richland Two’s population grows and becomes more diverse, it will be important to increase the focus 

on inclusive communication. Diversity needs to be understood in the broadest sense, creating a 

welcoming environment for every child, family member and community member, regardless of cultural 

or linguistic background, family structure, religion, differing abilities, etc. Richland Two needs to think 

carefully about any individuals or groups who may not currently see themselves reflected in the life of the 

schools or district, or those who face barriers, be it physical, mental, emotional or linguistic.  

Since a school district’s parent and community support is based in great measure on its history, culture, 

and tradition, anxiety often arises when those traditions and culture appear to change or be threatened. 

Add to this the issues of race and poverty and the climate is ripe for false impressions about the school 

district. It is important for Richland Two, led by Communications and Strategic Partnerships, to be 

proactive in redirecting the dialogue back to student, school, and district success, reassuring the public 

that there is a continuation of, not a break from, the traditions and culture that established Richland Two 

as an outstanding school district. Suggestions for increasing the focus on diversity and inclusion include: 

 Ensure that every communication plan has a diversity/inclusion component. Set clear 

measurable objectives for increasing communication equity and measure success on 

achieving these objectives. 

 Continue to ensure that Richland Two materials and communication vehicles visually reflect diversity 

and inclusion. In addition to depicting children and adults of various ethnic and cultural backgrounds, 

this also means featuring those with differing abilities and family structures.  

 Assess whether registration and school processes are welcoming for all types of families. Do 

registration forms accommodate blended families? Do school communications go only to the parent 

with primary custody or are there flexible arrangements for separated/divorced parents who do not 

have primary custody? Are there provisions for students with specific religious requirements? Are 

translated forms or assistance available for those who don’t speak English? 

 Expand outreach programs to neighborhoods, churches and community organizations to distribute 

information and gain feedback about issues affecting families. Many ethnic and cultural groups are 

more open and responsive when approached in environments where they are most comfortable, such 

as church or home. Seek ways to reach out to families and build strong connections to the schools. 

Using community liaisons who work directly with families is one strategy for communicating face to 

face with parents that has been effective in other school systems. 

 Connect parents electronically with a multilingual outreach team. If bilingual staff members are 

geographically scattered, few in number or unavailable to assist non-English-speakers, a 

strategy being used by some school systems is to use Skype to quickly connect an interpreter 

or outreach specialist with newcomers in any school or office. Training school and central 

office secretaries on Skype makes every school a welcome center, and starts new families 

who don’t speak English off on the right foot by connecting them with a friendly staffer who 
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speaks their language. This strategy could be used any time an interpreter is needed, 

especially in an emergency situation. 

 Conduct research with the diverse groups in the community to better understand their communication 

needs, increase the extent to which they feel welcome and included, and remove barriers to their full 

participation. 

Action Step 

Develop simple, easy-to-understand publications/materials that specifically address FERPA. 

Parents and community advocates need to understand the benefits and limits the Family Education Rights 

and Privacy Act (FERPA) provides. A new section in the handbook or a stand-alone document would 

summarize the law and detail parents’ rights and options as it pertains to the types of information 

Richland Two can share with third parties, with or without prior written consent of the parent or guardian. 

Action Step 

Provide training and materials to support a districtwide cultural competency program.  

We all are products of our environment. Oftentimes we are unaware of biases or stereotypes that are 

unintentionally conveyed in everyday speech – speech that can make some students feel unwelcome in 

the classroom. By offering inservice to staff and providing them with a handbook or materials to build 

and enhance awareness and cultural competency, Richland Two can significantly improve relationships 

and better engage students, families and community stakeholders in its mission and vision.  

NSPRA’s Diversity Communication Toolkit, (available at www.nspra.org/store/diversity-

communications-toolkit as a free download to NSPRA members), could be a helpful resource in 

expanding communication to diverse audiences and building cultural competency among staff. The 

toolkit serves as a guide to help school districts do a better job of reaching out to diverse communities and 

offers examples and resources for building cultural competency. 

 

 

 

http://www.nspra.org/store/diversity-communications-toolkit
http://www.nspra.org/store/diversity-communications-toolkit
http://www.nspra.org/store/diversity-communications-toolkit
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Action Step 

Develop (in conjunction with the responsible district staff) a simple overview/grid of routine 
disciplinary offenses and corresponding punishments. 

One of the issues raised by the Black Parents Association is the use of discipline related to African-

American students. The existing parent handbook describes serious behavior infractions and disciplinary 

actions. However, it does not address the more common behavior issues faced daily in schools, leaving 

discipline decisions to the discretion of the local school administrator. While this is excellent protocol, 

there may be a need to consider some standardization of discipline so the consequences for similar/same 

offenses do not vary dramatically from school to school, creating an impression of unfairness.  

If deemed necessary and appropriate by the responsible district staff, Communications and Strategic 

Partnerships could create a guidebook or handout explaining the rules, protocols and disciplinary 

procedures in a simple format. This information should also be posted on websites and inserted into the 

existing parent handbook. 

 

Recommendation – 7 

Establish communication protocols and message consistency. 

Internal focus groups pointed to problems in communicating a consistent message to all employees. They 

also indicated that the same message is sometimes communicated by different departments and/or staff 

members with a lack of coordination. There does not appear to be a clear process for internal 

communications, so that instead of important information being distributed effectively to all staff, 

bottlenecks are created when administrators don’t know what to communicate and who is responsible for 

ensuring messages are delivered.  

We recommend establishing communication guidelines that: outline procedures for how and when 

important information should be shared; identify who is responsible for communicating with different 

employee groups; and provide tips and strategies for effective inter-department and department to school 

communication. Communication expectations should first be articulated in writing, then distributed and 

discussed at administrative and principal meetings so that there is no question about each team member’s 

communication role and responsibility.  

To be effective, communication expectations must be established and modeled by the superintendent and 

executive staff. In order for principals and department heads to serve successfully as the lead 

communicators for their schools and offices, Richland Two should:  
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 Define expectations for communication;  

 Clarify what it means for administrators; 

 Remind them regularly of their role and expectations; and 

 Evaluate their efforts and results. 

Action Step 

Add a “how this [issue/decision/information, etc.] will be communicated” section to agendas for 

executive staff, principals, and school improvement team and advisory council meetings as well 

as School Board meetings.  

This suggestion is simple, but can help to create a culture that encourages people to think about 

communication. Such a reminder on all agendas will stimulate discussions about decisions and issues, and 

will lead to better and more timely communication with key stakeholder groups. 

Action Step 

Improve message consistency and frame issues for clarity and transparency. 

A key trait of school systems with strong communication programs is a consistency of message that is 

evident throughout all levels of operation and across all internal and external stakeholder groups. 

Maintaining a high level of awareness and information-sharing becomes more challenging as a school 

division becomes more diverse, and issues become more complex, impacting programs and staff.  

Proactive communication can be fostered by implementing an issues-framing process that breaks down 

the communication elements to provide a clear framework for articulating and targeting key messages.  

This involves:  

 Identifying issues and challenges the district and schools are facing;  

 Determining what stakeholders need and want to know, as well as the best vehicles for delivering 

information;  

 Framing choices and options in language the public can understand; and  

 Engaging stakeholders in helping to realize positive outcomes.  
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Recommendation – 8 

Expand and revise communications and marketing for Magnet Programs. 

Magnet schools are more than an option in Richland Two. The programs are part of the identity of the 

school district and are a source of pride in the community. Focus group participants identified the Magnet 

Programs as one of the district’s top strengths and they were also stressed by both the School Board and 

superintendent. 

Because they are so prominent and affect so many students, the communication and marketing efforts 

surrounding them need to be effective. There are so many different programs offered to different levels of 

students, communication also needs to be thorough but easily understood by the parents and students 

being targeted. 

Among the questions asked of all focus groups during the communications audit was: 

 Are you familiar with Magnet Program options?  

 What information do you need in order to inform others about the programs (staff)? 

 What information do you need to make decisions regarding Magnet Programs (parents-

community)? 

Responses to the focus group questions are provided in the Appendix but a summary of those responses 

shows how people get information about Magnet Programs and what challenges, if any, they face in 

gathering more information. 

A majority of the staff members and parents interviewed knew about the Magnet Programs, although 

some indicated they weren’t as familiar with the newer programs. When asked how they get information, 

the district website and the annual Choice Fair were most frequently mentioned.  

The recommendation to expand and revise existing Magnet Program marketing takes into consideration 

that a great deal of work is already being done to “get the word out.” There is also a point where the 

parent/consumer must take some responsibility to get the information they need to make a good decision. 

Still, the need for better communication regarding Magnet Programs came up in several staff and parent 

focus groups, as well as with the School Board. Comments were made that the information was difficult 

to navigate, that the marketing of programs was inconsistent and that teachers could use more information 

about the programs across the district, not just in their own schools. 
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Action Step 

Expand the main Magnet Schools and Centers page on the district website and create a 

standardized web page template for each individual program. 

Richland Two’s Magnet Schools and Centers web page is the front door to all of the district’s Magnet 

programs and Communications and Strategic Partnerships staff should develop the page so that it is as 

engaging as it is factual. Use the entry page to explain the purpose of Magnet Programs and their benefits 

for students. Update the page as needed and highlight new programs that are developed. In the focus 

group of Magnet School teachers, there was discussion that newer Magnet programs have a hard time 

getting traction among parents. The page, while continuing to provide links to individual schools, should 

take advantage of the opportunity to educate parents about the advantages different types of Magnet 

Programs offer students.  

The district Magnet Schools and Centers page currently provides a list of programs at each level but the 

links take viewers to different campuses where the programs are housed. As a result, the information is 

inconsistent. For example, the three photos below are the entry pages for high school Magnet Programs at 

Ridge View High School, Spring Valley High School and the Palmetto Center for the Arts.  

The Spring Valley site provides a great deal of information but it is text-heavy and not appealing to a 

person “shopping” for programs. The Ridge View example needs more basic information and the PAC 

site probably does the best job of the three in providing information in a readable and friendly format.   

More to the point, the entry pages for the various Magnet Programs should have the same basic 

information. If maintaining the identity of the programs with the schools is important, then provide that 

information using the school colors and web page design if necessary. 

 

 



DRAFT – NSPRA Communication Audit 33 Richland School District Two 

 

 

Fort Bend (Texas) ISD is one example of how a large school district provides information for their 

academies (magnets) on the website (www.fortbendisd.com/Page/358.) Here is another example from 

Cleveland Charter High School’s Humanities Magnet (in the Los Angeles (Calif.) Unified School 

District), www.corebaby.org/. 

A third example from Jefferson County Public Schools in Louisville, Ky., posts its magnet schools and 

programs guidebook to the district website in addition to providing printed copies for parents. The 

booklets also include “Schools at a Glance” charts that highlight the similarities and differences between 

the schools’ programs (see www.jefferson.kyschools.us/Pubs/ChoicesElem.pdf and 

www.jefferson.kyschools.us/Pubs/ChoicesMSHS.pdf. 

Action Step 

Conduct Magnet Program marketing research. 

Richland Two already evaluates parent and student interest and participation in Magnet Programs. We 

recommend that research also be conducted that measures the effectiveness of Magnet Program marketing 

and communication with parents and students. Topics might include: 

 How do parents get information about Magnet Programs? 

 What information is important to them in making a decision about Magnet Programs? 

 How would you rate the communication leading up to registration? 

 Which of these communication vehicles did you use to research Richland Two’s Magnet 

Programs? Magnet Fair, presentations, email, Facebook, etc. 

 Is there anything that would make the registration process easier for parents and students? 

 Do you feel you had adequate information to make a decision about a specific Magnet Program? 

Action Step 

Develop guidelines for offering school tours.  
 

Research shows that people who have recently been inside a school building have a better impression of 

schools than those who have not. Richland Two should consider developing guidelines for offering school 

tours to community members, and particularly parents of preschoolers and new families enrolling children 

who may be potential Magnet Program students. A school tour and visit is a tremendous opportunity to 

connect with neighborhood residents and prospective families to promote the benefits of your schools. 

http://www.fortbendisd.com/Page/358
http://www.fortbendisd.com/Page/358
http://www.corebaby.org/
http://www.corebaby.org/
http://www.jefferson.kyschools.us/Pubs/ChoicesElem.pdf
http://www.jefferson.kyschools.us/Pubs/ChoicesMSHS.pdf
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School tours are an excellent way to showcase successful programs and demonstrate fiscal accountability 

to taxpayers. Along with developing guidelines, train student leaders along with key staff members to 

serve as tour guides. 

Action Step 

Create a comparison chart for Magnet Programs and Centers. 

As mentioned earlier, participants in several focus groups felt that the Magnet Program and process was 

difficult to understand. In addition to existing support materials, we recommend the district create a chart 

that compares programs and walks families through the registration process. Separate elementary, middle 

and high school charts might be even more effective and beneficial. The same information could be 

provided in print and on the website. 

Here are two examples of charts/guides to magnet programs from public school districts: 

Los Angeles (Calif.) Unified School District  

https://spreadsheets.google.com/pub?key=0Aplb9NMLu_RvdFJTUWw1YnVrc3ZfWTEzeF9XTDEwbXc&hl=en&output=html 

Dade County Schools (Miami, Fla.) 

http://ghbraddock.dadeschools.net/webteachers/Magnet2/images/strandsflyer.jpg 

 

Recommendation – 9 

Rebrand the image of Richland School District Two.  

As Communications and Strategic Partnerships creates a more formal comprehensive communication 

plan, consideration should be given to identifying what Richland Two’s image is in the community.     

When asked to describe the school district’s current image in the community, the responses for the most 

part were positive. They identified qualities such as diversity, a good reputation and a family atmosphere 

as common perceptions and selling points of the school district. These are all strengths that should be 

capitalized on from a marketing perspective. 

Top four community perceptions of Richland Two: 

 Diverse. 

 Good reputation. 

https://docs.google.com/spreadsheets/d/1ChROJ3GlSHQzwhSyJa0dxxAOLWR6k4pYsFZJFmHfZok/pub?hl=en&output=html
https://spreadsheets.google.com/pub?key=0Aplb9NMLu_RvdFJTUWw1YnVrc3ZfWTEzeF9XTDEwbXc&hl=en&output=html
http://ghbraddock.dadeschools.net/webteachers/Magnet2/images/strandsflyer.jpg
http://ghbraddock.dadeschools.net/webteachers/Magnet2/images/strandsflyer.jpg
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 A family atmosphere. 

 Innovative/technology. 

Top four selling points for Richland Two: 

 Technology. 

 Facilities. 

 Magnet Schools 

 Reputation. 

Richland Two’s image and reputation would benefit from a concerted branding and marketing campaign. 

The campaign should focus not only on promoting a positive image and attracting new families and staff, 

but also on retaining families already enrolled in the district. 

A branding effort can help mark the shift to the future and put a fresh face on Richland Two as it moves 

forward under Dr. Hamm’s leadership. More than a name, logo or tagline, strong brands are known for 

something unique – a promise of value that no other product or organization can claim in quite the same 

way with as much credibility. The goal of branding is to develop customer loyalty.  

The following suggestions can help develop branding and marketing efforts:  

 Consider creating a new district tagline. Richland Two has updated its logo in recent years but 

dropped the tag line “Inquire – Inspire – Ignite.” We recommend that a new positioning 

statement, or tagline, be created to be used in conjunction with the logo. A carefully 

developed positioning statement should clarify a single overarching message that represents 

Richland Two, both for the present and future. When we asked focus group participants to 

describe Richland Two in one or two words, a common theme was “choice.” People clearly 

identify the district as one that offers many choices and opportunities, so this would be a good 

place to start in developing a positioning statement. 

Some examples of positioning statements used by school systems include: Fort Wayne Community 

Schools – “Your Schools Your Choice,” Prince William County Public Schools – “Providing a 

World-Class Education,” and Carrollton-Farmers Branch ISD – “An Innovative Leader in Learning.” 

Whatever tagline Richland Two decides upon, it should be used in conjunction with the logo and in a 

consistent manner across the district. 

 Implement a style guide for all print materials and electronic platforms. It is helpful to implement 

standards for incorporating a district logo and positioning statement on all publications (from the 

district and schools) and web/social media platforms. This can help to ensure that nothing is produced 

without consistent branding messages and graphic elements in place. For example, all school 

newsletters should clearly brand the school and Magnet Programs as belonging to Richland Two. All 
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newsletter banners (whether print or electronic) should display the district logo and clearly indicate 

that the school or program is part of a bigger system. It is also important to extend this graphic brand 

image to the websites and social media. 

Action Step 

Create a marketing campaign focused on The Four Squares.  

The Four Squares of Learning, Character, Community and Joy would be an excellent starting point for an 

image campaign in Richland Two. Print, video and social media could all play on The Four Squares and 

highlight school and student successes at the same time. A campaign centered on The Four Squares could 

also be an effective platform for branding the district. 

Action Step 

Define and assess the customer service experience in Richland Two.  

Effective marketing is based on solid programs that meet customer expectations. What is the customer 

service experience for Richland Two parents, patrons and staff? The level of quality customer service in 

each school and department should be assessed. For example, do calls bounce from department to 

department or does every staff member “own” the caller’s question or problem, even if it doesn’t fall 

under his or her area of responsibility? Is voice mail used to shield staff from the public? Are all calls or 

emails answered within a reasonable time frame? How are queries tracked, and by whom?  

It can also be helpful to evaluate the first impressions that visitors get when calling or visiting a school. 

While employees are well intentioned, visitors or callers can easily develop a negative perception based 

on how a phone is answered or the tone used, or the “curb appeal” of the school building. Some school 

systems use a “mystery shopper” program to gather data on the responsiveness of schools and offices and 

then document the results to assist in improvement. “Mystery parents” call, email, or visit schools and ask 

questions about registration or programs and record responses and their impressions of the experience. 

It is important to note here that it is not enough to simply emphasize to staff the importance of good 

customer service. To institutionalize a culture of service excellence, Richland Two should also provide 

training that supports staff in this role. 
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Recommendation – 10 

Consider a redesign of the Richland Two website. 

A school district’s website has become one of its most important communication tools. The site is the first 

point of contact for many prospective students and families and serves as an information source for 

current school families and employees regarding activities, policies and important announcements. The 

website is also the most common information source for outside organizations such as the news media, 

education agencies, associations and business groups seeking facts about the district and school 

campuses. 

Most school websites were created in the 1990’s as a place to repost data and information that was also 

available in print. As the emphasis on print communications has waned, the expectations that school 

districts maintain more robust websites has increased. Print communications still play a necessary role as 

they support programs and help reach audiences that are not connected to or cannot get access to the 

Internet. 

An effective district website is even more important as the number of parents and students with mobile 

devices increases. Even families that do not have a home computer may use smart phones and tablets that 

are linked to the website. 

Among the questions asked of all focus groups during the communication audit was: 

 How often do you access the Richland Two website for information? 

 Is the content on the site helpful and informative? 

 Is it easy to find what you are looking for? 

 Is there additional information you would like to see there? 

 How often do you access the Richland Two Intranet pages for information? 

A thorough list of responses to the focus group questions is provided in the Appendix, but a summary of 

those responses shows that most participants felt the website, particularly the Intranet (for staff), was not 

as helpful as it could be. The reason most often given was the difficulty they had in navigating the site 

and finding specific information, citing an ineffective search function as one aspect. Content and design 

inconsistency issues were also noted. 

A redesign of the website is an excellent opportunity to rethink how it fits into the overall marketing and 

public relations efforts of Richland Two. The Communications and Strategic Partnerships team should 

provide the web designer with input regarding page layout, navigation, branding elements, etc., so the site 

compliments existing print and collateral material. 
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In addition to addressing navigation issues, some suggestions for improving the website include: 

 Improve Richland Two branding on school campus web pages (as is done on department 

webpages) by including the district logo in the banner as a link back to the main website 

home page. Currently school web pages include a small “District Office” link in the banners, 

but it is easily overlooked and should be featured more prominently. 

 Improve navigation between school webpages, such as adding a “Schools” menu to each 

campus page, so that visitors can move easily from one campus page to another without 

returning to the main district website. 

 Maximize the use of videos and photos on the landing pages under each tab. Consider adding 

more videos that explain what’s on the site or that provide background for key information, 

such as the video under the “About Richland Two” tab. Use revolving photo carousels that 

tell a story, elicit an emotion and highlight students and staff.  

 Place an RSS feed (Really Simple Syndication) on the dynamic areas of the website such as news, 

calendars, sports schedules, Board meeting information, etc., to allow parents, interested community 

members and news media to track new information and updates posted without going to the website 

each day.  

 Treat the Intranet home page the same as the district home page if you want employees to feel 

welcome. Design it with their needs in mind and use graphics to make it interesting and 

inviting. 

Action Step 

Use the website to deliver news and key messages.  

Information placed on the website should be considered in the context of how it delivers news and key 

messages. One suggestion is to create a prominent “This Week in Richland Two” or “Four Things to 

Know This Week” section on the home page for short informational items and key messages that change 

weekly and allow for a variety of timely topics to be addressed. Information placed on the website should 

be considered in the context of how it delivers key messages. Note that many of the NSPRA award 

winning sites have scrolling news channels or photos with “news captions” to keep them fresh. 

Richland Two’s home page uses a revolving carousel for current announcements, with additional news 

items located at the bottom of the website home page. These are presented in a small font that is easily 

overlooked. The location at the bottom of the page requires a site visitor to scroll down to find it, which 

also reduces the likelihood that it will be found unless one is actively searching for news. 
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The home page should include a column, similar to those under each tab, with prominent links to key 

information such as a “welcome” message, news, Frequently Asked Questions, tips for navigating the 

website, calendars, and information for new families. 

Featuring a video links section in a prominent place on the home page would be a good way to integrate 

the R2TV content. 

Action Step 

Research effective district and school campus websites. 

Review websites of neighboring school districts as well as prominent school districts statewide. Scan 

school websites in districts similar to Richland Two and also review recent winners in the National 

School Public Relations Association Publication and Electronic Media Awards for Internet/Intranet sites.  

Sampling of NSPRA School District Website Award Winners 

Cleveland Heights City School District, University Heights, Ohio 

 www.chuh.org 

 

Houston (Texas) ISD  

www.houstonisd.org/ 

 

Peel District School Board, Mississauga, Ont. 

www.peelschools.org/Pages/default.aspx 

 

Virginia Beach (Va.) City Public Schools 

www.vbschools.com 

 

Austin (Texas) ISD 

www.austinisd.org 

 

Gwinnett County Public Schools, Suwanee, Ga.  
http://publish.gwinnett.k12.ga.us/gcps/home/public 

 

Highland Park ISD, Dallas, TX 

www.hpisd.org 

 

http://www.nspra.org/awards/pubs_media#Internet_Intranet_Website
http://www.nspra.org/awards/pubs_media#Internet_Intranet_Website
http://www.chuh.org/
http://www.houstonisd.org/
http://www.peelschools.org/Pages/default.aspx
http://www.vbschools.com/
http://www.austinisd.org/
http://publish.gwinnett.k12.ga.us/gcps/home/public
http://www.hpisd.org/
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Action Step 

Conduct focus group research and user-testing to determine future enhancements to the 

websites. 

Design by committee is never an effective way to create a website, but gathering input from users is 

helpful before reworking an existing site, especially when user feedback indicates they have trouble 

navigating the site.  

Conduct several small focus groups that include representative users, i.e., employees, parents and 

community members with a specific interest, such as real estate agents. Ask questions about the 

information they access online, how frequently they access district and campus sites, how content might 

be better organized and what additional content they would like included.  

Use web analytics to track the number of visitors to each site, how long they spend on the site, which 

pages they visit most often, how they move through the site, and other useful information. Some districts 

have successfully gathered user feedback by hosting “hands on” sessions for site users to evaluate first-

hand how they navigate the website to find information. This is an excellent way to determine how to 

improve content and the user-friendliness of the site and what information to emphasize. 

It is also important to seek input from key staff members such as school and department office personnel 

who regularly use the site to access information, field questions from parents and the public, and often 

guide users through the site to find what they need. 

Action Step 

Include a “How to Use this Website” section on the home page.  

Many focus group participants said that they had to “dig” to find information on the website, which is 

time consuming and frustrating. To help address this problem, provide a link with tips and guidelines for 

navigating the site and finding specific content areas. In addition to being a helpful tool for site visitors, it 

will save time for office personnel who often have to assist users in navigating the site. 
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Action Step 

Move the “Frequently Asked Questions” section to the website home page.  

Currently the “Frequently Asked Questions” page is located under the “About Richland Two” tab. To 

improve the usefulness of this resource for public and staff, we recommend placing a prominent link on 

the home page of the website for easy access. Keep it current by asking district office and school 

secretaries and other staff to track the questions they are most often asked by callers. These can then be 

compiled and added as updates.  

FAQs can also be used for “myth busting” and countering the rumor mill. Whenever an important issue is 

up for discussion, or Richland Two leaders learn of misinformation that is being propagated in the 

community, accurate, factual information should be posted in the FAQ or another a prominent spot on the 

home page for easy access. School and district publications should promote the website as a source of 

information when people have questions. Include a link to the FAQ page on the school campus websites 

as well. 

Action Step 

Make the internal Intranet a more effective communications tool for connecting with staff.  

The auditors queried the employee focus groups about their use and opinions of the Richland Two 

Intranet although they were not able to access the site for an in-depth review. 

An effective Intranet should contain current news and updates specifically related to staff in addition to 

forms and documents. Content could include relevant HR and professional development information, 

personnel forms, meeting calendars and responsibility/action grids, advisory council and committee 

minutes, important announcements, talking points on current issues, updates on facilities planning, 

Common Core assessments, etc. Post time-specific “news to know” and reminders at least weekly, and as 

the site is developed over time, consider adding interactive components that will allow staff to submit 

ideas or comments, ask questions, and communicate with each other. 

Additional suggestions include: 

 Create an attractive entry page or dashboard designed to help employees find information quickly. 

 Separate the page into logical “zones” such as Important News and Updates, Forms and Documents, 

Employment/Insurance, Professional Development, Policies and Procedures, etc. 
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 Refine the search function so that it is less global. 

 Use informal or formal research to determine what needs to be placed on the Intranet and what 

information staff members need in the course of their work day. 

 

Recommendation – 11 

Integrate video into communication and marketing/branding efforts. 

The impact of video on a communications and marketing program cannot be underestimated. Students 

have traditionally been drawn to video and they are now being joined by a new generation of parents who 

widely view video content online as well. School districts that use quality video as part of their 

communications program reach a wider audience. Conversely, video-savvy parents are more critical of 

irrelevant or poor quality content.  

Richland Two has professional-level video production facilities and a staff of three to support the facility 

and communications projects. With that investment, the district has the capacity to develop high quality 

video programming. Video is a critical tool in telling Richland Two’s story by putting viewers in the 

middle of compelling stories about staff and students. We encourage the Communications and Strategic 

Partnerships Department to take the use of video to the next level by incorporating video messaging 

strategies into the comprehensive communication plan.  

Participants in several focus groups – parents, elected officials, retired and non-parent citizens – reported 

that R2TV is a valuable source of district information, but cited its lack of penetration throughout the 

community due to citizens choosing other options for television besides the local cable provider. With the 

advent of streaming video subscriptions and new mobile options for today’s viewers, traditional television 

use is changing and Richland Two will need to adapt its use of video accordingly.  

Use the expertise of video staff to develop short segments for a variety of platforms (i.e., websites, 

Facebook, Twitter, YouTube, apps, e-newsletters, etc.) targeted to parents and other stakeholder 

audiences in the community. Show teaching and learning in action and keep segments short – no longer 

than three minutes. Some set-based video can still be used for specific purposes such as regular messages 

from the superintendent and producing training and inservice videos, but live action video should 

comprise the majority of what is produced in order to capture viewers’ interest and attention. 

Produce videos for all Magnet Programs that schools can use during the application process. Several 

focus groups (parents and magnet teachers) cited a lack of consistency in information and marketing 

materials for choice programs. Development of a video marketing component would help to ensure that 
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each Magnet Program has a solid foundation upon which to build its individual marketing effort and 

address some inequities raised in the focus groups. 

In order to build viewership, we encourage Richland Two to find creative ways to use videos in addition 

to R2TV. Some ideas to consider include: 

 Feature videos on social media platforms. 

 Create recruitment videos to attract teachers, administrators and support staff;  

 Highlight special projects and achievements at Board meetings (i.e., classroom activities, an 

employee of the month in action on the job, etc.);  

 Loop current news and feature videos on monitors at the district office building or in school 

reception areas;  

 Illustrate The Four Squares with video of teaching and learning in action; 

 Create video updates on the status of strategic plan Priority Areas for presentations at 

business/civic groups;  

 Imbed video in school and district e-newsletters to add vibrancy to the printed word and 

promote understanding and pride. 

 Create information videos for non-English-speaking families;  

 Develop inservice training for staff and parenting skills sessions for families; and 

 Use video for interactive town hall meetings or forums. 

Action Step  

Conduct comprehensive surveys into viewer habits and preferences. 

Conduct comprehensive surveys into viewer habits and preferences and adjust video programming 

accordingly. Surveying all stakeholder groups is recommended. Evaluate Richland Two’s presence on 

local cable television. It is difficult to obtain good viewer numbers from cable network providers, but the 

district should attempt to gather whatever subscriber and viewer data it can. It may be time to consider a 

more effective use of the video budget by moving from a traditional program format to integrating video 

features across all communication platforms as recommended above.  
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Considerations for Implementing Recommendations  

We have covered a broad spectrum of communication and marketing needs with the recommendations in 

this Communication Audit Report. The recommendations offer some strategies and changes designed to 

address immediate communication needs in Richland Two as well as those that are ongoing or that we 

believe should receive future consideration as part of long-range planning.  

The recommendations in this report are presented with the intention of helping Richland Two to not only 

improve, expand and enhance current efforts, but to continue incorporating new components that allow it 

to take the communication program to a premier level that serves as a model for other school districts in 

South Carolina. This is long-term effort and the report is intended to serve as a “roadmap” for the future 

that the district can use as a resource to build and expand its communication program. As with any 

strategic plan, new communication components will need to be introduced when budget, resources and 

staff capacity allow. If there is a single overriding theme in this report’s recommendations, it would be the 

need for more strategic communication planning. Better planning will help address Richland Two’s 

biggest challenges – growth and a changing student population. 

As is the case in many growing school districts, the Communications and Strategic Partnerships staff is 

challenged to keep up with the evolving communication needs of a growing and changing community. 

Tools that worked in the past may not be as effective and new tools such as social media require more 

time and expertise. In addition, a growing school district means more campuses, more administrators and 

staff, and more opportunities for communication to break down. 

There are a number of recommendations that apply to all departments and schools that Richland Two can 

begin implementing right away. However, it would be unreasonable to expect the Communications and 

Strategic Partnerships to undertake more than two or three major communication recommendations in a 

year while maintaining existing programs. 

It is important to keep this in perspective so that the work outlined does not seem unmanageable or 

overwhelming. Richland Two has a solid and commendable communication program in place based in 

good public relations practice and is building the use of new communication technology. This report can 

serve as a planning guide for the next several years to help keep the work of the Communications and 

Strategic Partnerships Department on track. School systems that have used NSPRA Communication Audit 

Reports effectively do just that, and after five or more years have contracted for a follow-up audit to 

assess the progress that has been made. 

Richland Two is fortunate to have a talented and well-functioning staff for both its communications and 

strategic partnerships programs. The team has the confidence of the district leadership and their efforts 

were noted and appreciated by many of the focus group participants. 
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As we have noted throughout this report, the recommendations presented are not intended for the 

Communications and Strategic Partnerships Department alone. While they certainly have primary 

responsibility for critical communication tasks, all Richland Two department and school administrators 

must be accountable for improving communication and taking the lead in some of the areas addressed in 

the report. We encourage Richland Two leaders to review the recommendations in this light and with an 

eye to how specific communication responsibilities and tasks might be distributed among administrative 

teams. 

Strategic communication programs in any organization are most successful when treated as a 

management function that is planned, continually updated and revised, and evaluated. It is important that 

all employees recognize and understand their roles as communicators and ambassadors for the schools. 

Richland Two has a dedicated and experienced leadership team that is well-positioned to build on the 

foundation of the existing communication program to ensure it meets the needs of a growing, 21
st
 Century 

school district committed to preparing all students for success. 

We want to thank Dr. Hamm, Libby Roof and Martha Jones for their hospitality, their openness and 

professional approach to the communication audit process.  
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Perceptions of the Focus Groups 

The following is an overview of perceptions identified by the auditors in the focus group sessions held 

during the onsite visit on March 9 and 10, 2015. This section is not a verbatim report of responses to the 

auditors’ questions. Rather, it summarizes what the auditors felt were significant beliefs, concerns and 

suggestions of participants. It is important to note that thoughts and opinions shared by focus group 

participants were personal perceptions and are not necessarily accurate or factual. Input from the focus 

groups led to many of the recommendations in this Communication Audit Report. Other comments may 

be helpful to Richland Two leaders in addressing staff and community concerns in other areas. 

Group: Parents I 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two?(greatest strengths) 

 Quality programs at the secondary schools. 

 Magnet options. 

 Diverse and inclusive school district. 

 Community partners. 

 Test scores. 

 Excellent facilities. 

 

How would you describe the district’s current image in the community? 

 Image depends upon which Richland Two community you are in. 

 Compared to other districts, Richland Two has the most offerings. 

 Programs for special needs students are well known and respected. 

 Perception on military base is that Richland Two is a good option. 

 Race becomes an issue with some parents, who may choose to live in Lexington County. 

 A negative image may be perpetuated by Realtors or others outside the school district (not with 

people who have children here). 

 “Magnet schools can detract from our image too. The program takes students away from 

neighborhoods and publicity on magnets sometimes pits one program against another. It becomes 

more of a private school mentality, with parents wanting into the perceived ‘good’ choice 

programs.” 

 

Are you familiar with the Magnet Program options? What information do you need to help you make 

the best school choice?  

 Everyone was familiar with the programs. 

 Harder at first to establish relationships with parents and kids when students are spread around the 

school district in different programs. 
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 Overall, parents need more information in their hands. The Choice Fair and open houses are good 

but when decision time comes it is good to have more in front of you. 

 Some marketing efforts are better than others, with magnets leading to possible false impressions 

that one is better than another (e.g., billboards). 

 Responsibility still rests with parents – they need to ask questions and gather information. 

 

When it comes to communication, what does Richland Two do well? 

 Depends on the school; some are better than others, 

 ConnectEd text messages and phone calls are good. 

 District does a good job of communicating “the big stuff” like closings and Choice deadlines, etc. 

 Calls and information could be streamlined. There’s too much communication at times, but that is 

still better than not enough communication. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 School newsletter. 

 ConnectEd. 

 Details on magnet offerings and options are not always clear. 

 

What is the best way for the district to deliver important information to you? 

 ConnectEd. 

 Viking Update (e-Newsletter). 

 Paper newsletters still preferred but understand the cost problem. 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Most in the group said they infrequently access the website. 

 “Love the Google calendar. Like the option of seeing combined calendars.” 

 No significant interest was expressed by the group for a mobile app. 

 

What is the greatest communications challenge facing Richland Two? 

 Keeping parent involvement high. 

 Keeping communications equitable, i.e., billboards. 

Group: Parents II 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 High school partnerships with local businesses (internships, job shadowing). 

 Good student-teacher ratio. 
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 District report cards (tell a story of success). 

 Variety of choices; options for parents. 

 

How would you describe the district’s current image in the community? 

 Perception over the years has changed; new growth has also brought changes in diversity. Many see 

this as a plus but some do not. 

 District is known for its magnet programs. 

 Success of sports programs reflects positively on schools and school district. 

 Perceived as a good school district.  

 

Are you familiar with the Magnet Program options? What information do you need to help you make 

the best school choice?  

 Everyone was somewhat familiar with the Magnet Programs. 

 Choices for magnets can be overwhelming. 

 District does a good job communicating key dates, the Choice Fair. etc., but parents could use more 

information about choices available. 

 Responsibility to get information about magnets falls on parents. 

 Responsibility “should fall on parents” who want to move their children. 

 Communication is better this year than in past years. 

 District did a better job of getting basic information out to parents. 

 Choice Fair can be a challenge. A small group of parents can dominate a representative’s time 

while other parents stand in line and sometimes don’t get information at all. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd is greatly appreciated.  

 “ConnectEd phone calls and text messages get my attention.” 

 Like the e-Newsletter from the campus. 

 Two to You newsletter was mentioned as a good source of information. 

 The challenge of communicating with non-English-speaking parents was mentioned. Some 

campuses have gone back to printing newsletters in Spanish and English. 

 

What is the best way for the district to deliver important information to you? 

 Parent Portal is widely used. 

 “Email is preferred because I get it at work, on my phone, etc.” 

 E-Newsletters are helpful for keeping up with school news and events. 

 “ConnectED phone calls get my attention.” 
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How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Out of seven people, two (both were secondary parents) indicated that they regularly access the 

district website for information.  

Interest in a mobile app 

 Would be good for notifications. 

 Could be helpful for school closings. 

 “I would choose an app over Facebook.” 

 “Too many technology channels; I don’t need more” 

 

How often do you access your school website for information? Is the content on the site helpful and 

informative? 

 Most did not access the school website often. 

 Campus websites are not updated often enough. 

 The school newsletter will have new dates but the website does not reflect that. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Social media is a good way to reach kids, younger parents. 

 No big interest in these if information on the website is accurate. 

 “I don’t trust Facebook and don’t want my child’s picture on Facebook or Instagram.” (security 

concerns) 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Yes – door is open for communication. 

 Superintendent and her staff are willing to listen. 

 “They listen but that does not mean they act on my suggestions.” 

 “We are encouraged to speak up and share our opinions – that is appreciated.” 

 District is transparent in its communications about big issues such as redistricting and finances. 

 

What is the greatest communications challenge facing Richland Two? 

 Increasing minority population. 

 Adjusting to growth. 

 Increasing number of Hispanic families (language concerns). 

 Military family support (communicating with deployed family members). 

 District is becoming more transient (i.e., military, lower income families, homeless families). 

 The quality of communication from the campuses varies. The challenge will be bringing 

consistency to communications across district. 
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Additional Comments: 

 A majority-minority school district should not infer poor quality. This is a good school district. 

 Parents and the community just need to see the quality of programs and facilities. 

Group: Parents III 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Technology. 

 Diversity. 

 Choice. 

 Paperless. 

 Risk takers. 

 Welcoming. 

 Inviting, 

 Willing to understand special needs. 

 

How would you describe the district’s current image in the community? 

 Same adjectives were used as above. 

 Image is optimum. 

 

Are you familiar with the Magnet Program options? What information do you need to help you make 

the best school choice? 

 Magnet fair is a good source. 

 Magnet leads do most of the information dissemination. 

 Information is available if parents use it. 

 Have the information needed. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd messages. 

 Letters. 

 Teacher blogs. 

 Parent email newsletters. 

 Community newspapers. 

 R2TV. 

 Billboards. 

 Website. 

 School communications. 



DRAFT – NSPRA Communication Audit 52 Richland School District Two 

 

 

Parent Portal  

 Consensus was it is helpful. 

 Include the standardized test scores of students. 

 

How often do you access your school website for information? Is the content on the site helpful and 

informative? 

 School websites need to be updated and standardized so all parents get main types of information. 

 One participant indicated using the app. 

 One liked the special link for military families.  

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 No real consensus.  

 

Is the information you need accessible and communicated in a timely manner? 

 Yes, but wonder if a unified message is needed. 

 A military parent in the group commended the district for its interactions with and assistance to 

military families. 

 

What’s the greatest communications challenge facing Richland Two? 

 Providing universal, consistent messages districtwide. 

 Generate talking points for parents so they can be advocates. 

 Create videos about all the Magnet Programs. 

 Reinstate special needs meetings for parents. 

 Help schools improve their websites (standardize information about graduation requirements, rings, 

cap and gowns, etc.) 

Group: Business Leaders/Chamber of Commerce 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Strong school district. 

 Award-winning district. 

 Community engaged. 

 Magnet schools. 

 Strong support of businesses. 

 Good facilities. 

 Outstanding programs. 

 Extracurricular activities 
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How would you describe the district’s current image in the community? 

 Not as strong as Lexington. 

 District is engaged in community. 

 Reputation tainted by board election. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 Community newspapers. 

 R2TV. 

 Student workers. 

 Social media. 

 Teachers/staff. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often?  

 Could be more effective. 

 Maybe a blog with the Top 10 things going on in the schools/district.  

 

Is the information you need accessible and communicated in a timely manner? 

 Communications are too quiet; need more of a media presence, especially in the state paper. 

 

What is the greatest communications challenge facing Richland Two? 

 Developing a multi-platform communications program that includes: 

 Expanding online newsletters and blogs. 

 Making online messages mobile-friendly and eye-catching. 

 Streaming video of district/school events. 

 Revamping R2TV to be less cumbersome. 

 Touting the bright spots in the schools in a planned and systemic way. 

 Using social media to disseminate bad news ahead of media. 

 Deepening partnerships with businesses to prepare kids for work. 

 Hiring a marketing staff member. 

 Staying abreast of today’s newest communications tools. 

 Expanding communications program beyond the district. 

 Developing one singular message. 
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Group: Civic and Faith-based Community Leaders 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Emphasis on special programs. 

 Technology. 

 State and national recognition for photos. 

 Diversity among student body. 

 Cultural diversity. 

 Magnet Programs. 

 Families given opportunity to pursue learning styles.  

 State of the facilities are good (curb appeal of schools).  

 Competitive athletic facilities; Stem and Steam programs. 

 

How would you describe the district’s current image in the community? 

 “Inevitably we compare Richland Two to Richland One.” 

 High quality schools, willing to try new, innovative programs. High performing kids will be 

challenged.  

 Lots of opportunities for gifted students at all levels. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd. 

 Email. 

 Word of mouth. 

 Billboards. 

 Local media; TV news. 

 Print pieces. 

 

How often do you access the Richland Two website for information? Is the content on the site 

helpful and informative? 

 Very little use of social media outlets among the group.  

 It is helpful, students and younger parents have more need for it. 

 

How can we reach out and communicate with parents in poverty or those who face language or social 

barriers? 

 Face to face relationships are still best. 

 Maybe principals could walk neighborhoods or attend functions in the communities where families 

live. 
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 Suggested areas where they could interact outside of school include churches, parks and recreation 

facilities, and neighborhood associations. 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 “Yes – but that doesn’t mean they act on our suggestions.” 

 

What is the greatest communications challenge facing Richland Two? 

 Race relations. 

 Rezoning presented a big challenge. 

 Can get caught up in data; shouldn't overlook socioeconomic factors.  

 Board election was bad PR for the school district. Perception is that a larger minority population 

means a poorer district.  

 We should take pride and not hide diversity.  

 We are making advances, heading in the right direction. Issues about African American students are 

not completely resolved (reference to discipline referrals).  

 Actually a good thing that the district has a low tolerance for poor behavior, but it should be 

dispensed fairly.  

 Staff would benefit from cultural competency training. 

Group: Elected Officials 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Quality magnets; good staff.  

 Special education programs. 

 Academic reputation. 

 Technology. 

 

How would you describe the district’s current image in the community? 

 Affluent district. 

 “Tradition” of schools. 

 Schools are “community” schools (schools are highly involved in the community and the 

community is involved in the schools). 

 

When it comes to communication, what does Richland Two do well and what can be improved? 

 Elected officials like getting Board meeting minutes. 

 Magnets are marketed well to parents but not to non-parents.  

 Older citizens need more outreach. 
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Is there information you are not receiving that you would like? 

 More information from/about schools in their districts. 

 More information on the budget. 

 

What is the best way for the district and schools to deliver important information to you? 

 Community newspapers. 

 Televised Board meetings. 

 

Is the content on the district website helpful and informative? 

 Website is a problem, especially on mobile devices.      

 An app would be helpful (needs access to the portal). 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Yes. Invitations from the Superintendent are well received. 

 Superintendent is very responsive to community concerns. 

 

What is the greatest communications challenge facing Richland Two? 

 Bridging the digital divide. 

 Coordinating inclement weather scheduling with Richland One. 

Group: Retirees and Empty Nesters 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Technology. 

 Diversity. 

 Choice. 

 Quality. 

 Excellent education 

 

How would you describe the district’s current image in the community? 

 It’s not what it used to be; changing demographics. 

 Other districts see it as outstanding and applaud the district’s ability to manage change. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like?  

 Community newspapers. 

 R2TV. 
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What is the greatest communications challenge facing Richland Two? 

 Disseminating an effective message that: 

 Emphasizes the culture of Richland Two. 

 Communicates the mission, history and tradition of Richland Two. 

 Reminds the public that student expectations have not changed even if demographics have. 

 Emphasizes that Richland Two will do what’s right for children, not one school or another. 

 Dispels messages about gangs. 

 Educating Realtors about the district. 

 Developing events for more outreach to newcomers such as a Welcome Night where new parents 

interact with current parents. 

 Creating a comprehensive communication plan that includes all media and community 

ambassadors. 

 Creating an action team to work the strategic plan. 

 Closing the gaps in communication between the district office and schools. 

 Using students as communicators. 

 

Group: Elementary Teachers  

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Diverse population. 

 Good reputation – has grown more positive in recent years. 

 Academic rigor. 

 Highly qualified teachers. 

 Variety of programs – special education and gifted and talented (high academics). 

 Magnets and choice programs. 

 Technology. 

 ITS specialists/support. 

 Military programs (Fort Jackson). 

 

How would you describe the district’s current image in the community? 

 Certain schools have a better reputation than others (technology). 

 It’s a good district but location of the school makes a difference. 

 Good balance because parents can choose programs/schools. 

 The military changes the climate, but not in a bad way. 

 

Are you familiar with the Magnet Program options? Do you have the information you need to feel 

comfortable describing Richland Two’s magnet options to others?  

 The Choice Fair. 
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 Magnet Open Houses. 

 Different languages make it a challenge to communicate about programs to everyone. 

 Teachers could use a more information about what’s being offered. 

 Can’t tell people everything – there are good resources out there for those who want them. 

 

When it comes to communication, what does Richland Two do well? 

 Good communications program. 

 Feel they represent the school district well in the community. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 An internal newsletter would be nice. 

 Would like information on Board meetings, HR information, etc. 

 

What is the best way for the district to deliver important information to you? 

 Website. 

 Word of mouth. 

 ConnectEd for big items. 

 Faculty Advisory Councils. 

 Principals reporting at staff meetings. 

 YouTube. 

 Inside Two 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Use the Internet almost daily. 

 Intranet has some good information, but it’s hard to find things. 

 Search function is too “global.” 

 There is too much information in one place (discussed a dashboard). 

Interest in a mobile app 

 Would be useful. 

 Could streamline the information; just provide the short version. 

 It is another tool we could use. 

 

How often do you access your school website for information? Is the content on the site helpful and 

informative? 

 Access it every week – mostly for personnel. 

 Use it as a calendar to check on school activities. 

 It’s frustrating when they change the location of things on the website. 

 Website is not user-friendly for teachers; many use Google site instead. 
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Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Not much parent traffic on social media. 

 ESOL parents need print communications. 

 ConnectEd does not translate into many languages. 

 Need some better tools to communicate with these parents 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Best avenue is the Faculty Advisory Committee. 

 Communication has improved since Dr. Hamm became superintendent. 

 Teacher Forum (Teachers of the Year). 

 

What is the greatest communications challenge facing Richland Two? 

 Language barrier for some families and students. 

 Using technology wisely. 

 Things have gotten better under Dr. Hamm. 

Group: Magnet Teachers 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Magnet programs. 

 Technology. 

 Reputation 

 

How would describe the district’s current image in the community? 

 Varies with school. 

 Cutting edge. 

 Demographic shifts make some uncomfortable. 

 Decline of Decker Boulevard and Richland Mall have negative impact. 

 Diversity is an issue. 

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? What do you need to better promote your 

school/program? 

 Are prepared to discuss their specific program, but are prohibited from talking about other 

programs. 

 Need “elevator speech” about district programs. 

 More help/support from Communications and Strategic Partnerships in designing web pages. 
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 Re-evaluate the timing of disseminating information on the Choice Fair. 

 

What (or who) is your best source of news and information about the district and the schools? What 

information would you like to receive that you don’t get now? 

 Get information from each other or their principals. 

 “Tell us what we can do, not just what we can’t do.” 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website is hard to navigate. 

 Hard to find Magnet information. 

 Magnet information on the website is outdated and needs standardization. 

 Direct links to Magnet Programs from a “main” page. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Are aware of them. 

 

As an employee, is the information you need accessible and communicated to you in a timely manner 

so that you can be effective in your job and as an ambassador for the schools? 

 This group wanted to be kept up to date on issues that impact/matter to them. 

 Not keeping all of them in the loop makes them feel unsupported. 

 

What is the greatest communication challenge facing Richland Two in the future? 

 Keeping information updated. 

 Providing schools/magnets with communication tools. 

 Consistent signage for buildings. 

 Training for new Magnet leads, including a manual. 

Group: Secondary Teachers 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Progressive. 

 High expectations for students and staff. 

 Well-organized. 

 Innovative. 

 Thriving. 

 Energetic. 

 Growing 
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How would you describe the district’s current image in the community? 

 Family-like. 

 Nurturing. 

 Programs for all (choice). 

 Student-led learning culture 

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? What do you need to better promote your 

school/program? 

 General consensus was yes about their school, not the district. 

 

When it comes to communications, what does Richland Two do well? 

 Email. 

 R2TV. 

 Connect Ed messages got mixed reviews. 

 Some would like the district to have an app; others want the website optimized for mobile phones. 

 Better communication between Academies and regular programs is needed. 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website is pretty good. 

 Intranet is too hard to navigate; not user-friendly. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Group thought Twitter and Instagram were good tools.  

 

Is the information you need accessible and communicated in a timely manner? 

 Yes, but consistency of the message was a bigger concern. 

 

What is the greatest communications challenge facing Richland Two? 

 Providing universal, consistent messages. 

 Using a variety of communication vehicles (not just email) to ensure all parents receive 

information (Hispanic families cited). 

 Improving the website. 

 More regular outreach to families in poverty; not just at election time. 

 Upgrade/expand the TV presence on cable. 

 Create a radio station. 
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Group: School Office Administrative Assistants/Personnel 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Magnet Programs. 

 Focus on the arts. 

 Class size ratios. 

 Technology. 

 Parent-Community partnerships. 

 Test scores exceed expectations. 

 Local, state and national awards. 

 School Board. 

 Small classes at Magnet schools. 

 Parent involvement. 

 Resources for teachers and students. 

 Personal and professional growth opportunities. 

 

How would you describe the district’s current image in the community? 

 Progressive. 

 Upper echelon. 

 Positive students and faculty. 

 Good reputation in the community. 

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? What do you need to better promote your 

school/program? 

 Website is the best resource for getting Magnet information. 

 There is a wealth of information out there if people look for it. 

 The Choice Fair is very helpful. 

 Could use a comparison list of magnet programs and FAQs.  

 

When it comes to communication, what does Richland Two do well? 

 ConnectEd works well to reach a lot of people. 

 Email and paper works too. 

 Text messages 

 District office keeps us informed in emergencies. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd is best way to get info out from school. 

 NG Digest is good. 



DRAFT – NSPRA Communication Audit 63 Richland School District Two 

 

 

 R2TV is not as helpful; can’t access it at home. 

 District website is best for office personnel because they are at their computer 

 

What is the best way for the district to deliver important information to you? 

 Prefer email because at the computer most of the time. 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website is accessed all day. 

 Use website for school zone locator. 

 School zone locator needs a better name; maybe “Find a School.” 

 Transportation area could be better organized to help with routes. 

 Better communication about routes would reduce inquiries. 

 Don’t use the Intranet; it’s easier to call someone. 

 HR office personnel do use the Intranet. 

 A mobile app would be helpful and appreciated. 

 Feel that a Parent Portal on the mobile app would not be necessary. 

 

How often do you access your school website for information? Is the content on the site helpful and 

informative? 

 Use district website to get quick information and facts. 

 Intranet is not user-friendly, especially the search function. 

 Intranet is not easy to use. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Kids use the social media but the adults not as much. 

 “Don’t need another application to distract me.” 

 “I do read the blogs and scroll through them.” 

 

Is the information you need accessible and communicated in a timely manner? 

 Yes – the important information is communicated in a timely manner. 

 “Problems occur when decisions or communications about others affect my job but I am not 

informed.” (i.e., online registration switch and welcome wagon programs) 

 

What is the greatest communications challenge facing Richland Two? 

 Enrollment growth. 

 Tolerance and support for future bond proposals. 

 Leveling enrollment in the future will also be a problem. 



DRAFT – NSPRA Communication Audit 64 Richland School District Two 

 

 

Group: District Office Administrative Assistants 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Diversity. 

 Innovation and technology. 

 State of the art facilities. 

 “It’s a large district but it seems like family.” 

 Reputation. 

 

How would you describe the district’s current image in the community? 

 Known for special services programs. 

 Diversity. 

 Excellent services to Fort Jackson families. 

 Families are leaving Richland Two; not sure why. 

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? Where do you get information? 

 Website. 

 Word of mouth. 

 Media coverage. 

 

When it comes to communication, what does Richland Two do well? 

 Email system. 

 Emergency communications such as school closings 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Access website daily as part of job. 

 Familiar with their department sites. 

 Intranet needs more organization. 

 Have a hard time finding things on the Intranet. 

 Need more training to make the Intranet effective. 

 It needs a dashboard. 

Interest in a mobile app 

 It would be a useful tool.  

 Would use it to get quick addresses and contacts. 

 

Do you feel district leaders provide information to you in a timely manner? 

 Yes; the district keeps everyone in the loop. 



DRAFT – NSPRA Communication Audit 65 Richland School District Two 

 

 

 Mass emails are not very effective. 

 “I think the district listens but not everyone hears. It is a generational thing.” 

 There is no vehicle to register a personal complaint. 

 Could use a suggestion box. 

 

Other comments/suggestions: 

 Consider an awards program that celebrates employees who go above and beyond. 

 The Culture Awards do some of that but we need more communication about it. 

Group: Support Staff (Maintenance/Transportation/Food Service/Aides) 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Magnet Programs. 

 Class size ratios. 

 Adequately funded. 

 Safe schools. 

 Proactive instead of reactive, i.e., security cameras. 

 

How would you describe the district’s current image in the community? 

 Positive; good programs. 

 “We transport kids everywhere.” 

 Lots of choice for families. 

 Diverse population; multicultural. 

 

Are you familiar with the Magnet Program options? Where do you get information? 

 Get most information from emails. 

 Website has the information if you need to look for it. 

 

When it comes to communication, what does Richland Two do well? 

 Email. 

 Text messages during the day when in the field. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd works well to reach a lot of people. 

 Email and paper works too. 

 Text messages for me. 

 Problem with contract employees (food service) that are not on the same contact list. 
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How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website is accessed daily by those who need it for work. 

 Website accessed weekly or less by others. 

Interest in a mobile app 

 Mobile app idea was not received well by the group. 

 Phones provided by the school district aren’t smart phones, so wouldn’t help. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Social media rarely used by this group. 

 Children of several members use Twitter & Facebook so they see the value in it. 

 

Do you feel district leaders provide information to you in a timely manner? 

 Depends on the topic (i.e., salary). 

 Need to be heard about the condition of older buses 

 We lose work time getting parts and repairing old buses. 

 District needs to lobby state house for new buses. 

 We focus on new buildings and technology but still have old buses. 

 

What is the greatest communications challenge facing Richland Two?  

 Security will be a growing concern, as we get larger. 

 Food service employees are disconnected from everyone as contract employees. Don’t receive as 

much respect. 

 Don’t receive school closing/delay notification in a timely manner (no ConnectEd). 

 Maintenance area is more reactive than proactive; don’t deal with it until it’s broken. 

 Billboards are a waste of money for district. 

 Televisions are on in the hallways at high schools 24-7 using energy when no one is there. We 

could turn them off and save some money. 

 ConnectEd call list is not accurate. “I have four kids still on the call list who graduated. I have 

called but they are still on the list and I get calls.” 

Group: Students (High School Class Presidents) 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Technology. They get Chromebooks. 

 Magnet Programs. 

 Family oriented community/schools. 

 Safe campuses. 
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 Efficient; problems don’t linger. 

 Helpful teachers. 

When you have a family, would you send your children to this school if the opportunity arose? 

 All participants said yes, they would send their children to the same school. 

How do you get information about your school and activities? 

 Twitter. 

 Phone calls (ConnectEd). 

 Facebook to keep in touch with others and share information. 

How would you describe the district’s current image in the community? 

 Image depends upon which Richland Two community you are in. 

 Technology centered. 

 1TWO1 program. 

 Chromebooks.  

Are you familiar with the Magnet Program options? What information do you need to help you make 

the best school choice? 

 Magnet decision was based on sibling attending that campus. 

 Not sure where information came first. Parent influenced decision. 

Do you use the Richland Two website? 

 Yes – use it for calendars and athletic schedules. 

 Teachers post things they need to work with (Google websites). 

 

Would you have use for a district or campus mobile application? 

 It could be helpful. 

 Not sure if they would need it. 

What is the best thing about your school? 

 Student government. 

 College and Career Center. Personal attention is better than a brochure. 

 Paper newsletters are still preferred, but they understand the cost issue. 
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Group: Elementary Principals 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 History of high test scores. 

 National Board Certified staff. 

 Known for excellence. 

 District office is a strength. 

 Diverse population. 

 School choice. 

 Cohesive school district – attention paid to equity among campuses. 

 Innovation – technology. 

 

How would you describe the district’s current image in the community? 

 Growing. 

 “We put students first.” 

 “We build relationships with parents.” 

 State of the schools is good. 

 Stable school district. 

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? Where do you get information? 

 Choice is challenging for parents to understand. 

 We especially need to communicate with incoming kindergarten parents about choices they can 

make. 

 Magnet fairs help. 

 Could use a one-pager or comparison sheet to help explain it better. 

 

When it comes to communication, what does Richland Two do well? 

 Over communicating is much better than not communicating enough. 

 “I feel like I am saying the same thing to different people. We sometimes duplicate information 

that is needed” (i.e., teacher contract renewal).  

 Elementary schools could be promoted and marketed more; most of the attention is on the 

secondary schools. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 ConnectEd. 

 Text messages in an emergency. 

 Newsletter. 
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 District website. 

 Digital information. 

 Blog. 

 Digital marquee. 

 Video news pieces. 

 

What is the best way for the district to deliver important information to you? 

 Parents prefer the newsletter. 

 A paper newsletter and PDF link (needed in Spanish in some schools) is best. 

 Emergency communications; we rely on 800 radios. 

 One challenge of ConnectEd is not being able to immediately contact subsets of the total, such as 

when a class is on a field trip or only one class needs to be contacted (must be set up in advance). 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 More consistency is needed. 

 Community comments usually center on too many log-ins and different applications. 

 A mobile app would be helpful as long as it would be easy to update information. 

 Use district website to get quick information and facts. 

 Teachers use a variety of portals for their pages (EdModo, etc.) but it’s not a problem. 

 Intranet is not user-friendly, especially the search function. 

 Intranet is not easy to use. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Personally don’t use them much. 

 Twitter is helpful to get word out quickly. 

 Don’t have time to post on sites like Instagram, Facebook. 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 “Yes – in fact we are spoiled.” 

 They do feel supported by the district office. 

 

What is the greatest communications challenge facing Richland Two? 

 Information overload; too many communication channels. Where do I go? 

 Knowing what to communicate and what the district will communicate. 

 The volume of emails is staggering at times; even from district office. 

 Maybe some coordination to streamline communication out to principals 
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Group: Secondary Principals 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Technology. 

 Family-like. 

 High state test scores. 

 Choice/magnets. 

 District in transition. 

 Positive response to change. 

 Progressive 

 

How would you describe the district’s current image in the community? 

 Positive. 

 Deep-rooted culture. 

 Responsive to students’ needs. 

 Listens to the community. 

 

What (or who) is your best source of news and information about the school district? Is there 

information you are not receiving that you would like? 

 Depends on the topic. 

 Blogs. 

 Website and Intranet are useful. 

 Emails (lots of them!). 

 Reminders from Libby Roof. 

 

Do you have the information needed to be effective in your job? 

 Receive a lot of information. 

 Hard to know which messages are most critical to needs/objectives. 

 Principals have to guess. 

 Some confusion about who to contact.  

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Blogs are good. 

 It is overwhelming to try to keep up with all the social media.  

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Yes. They appreciate the opportunity to share with the superintendent.  
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 Administration is accessible and take time to listen. 

 

What’s the greatest communications challenge facing Richland Two? 

 Communications and Strategic Partnerships should Tweet and post for all schools. 

 One district person should have this responsibility for district. 

 PR help for principals (Principals want “to get their arms around PR”). 

 Communicating the good things in district schools. 

 Getting people in the door of schools. 

 Creating a strategy to face competition for first time. 

 Managing it all. 

Group: District Directors/Managers/Supervisors 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 School choice; enrollment opportunities. 

 Quality facilities. 

 Student-teacher ratios. 

 1Two1 grades for technology. 

 Depth of class offerings; curriculum. 

 Caliber of district compared to others. 

 #1 in state for National Board Certified Teachers. 

 State and national recognitions for district/campuses. 

 Partnerships department. 

 More athletic and extracurricular offerings. 

 Proximity to Fort Jackson. 

 SPED services. 

 Access to IB programs. 

 Diversity is a selling point. 

 Location on International Corridor 

 

How would you describe the district’s current image in the community? 

 Same descriptions as above.  

 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? Where do you get information?  

 Website is best place for Magnet information. 

 YouTube clips highlight Magnets. 
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When it comes to communication, what does Richland Two do well? 

 Good working relationship with the administrative team. 

 Collaboration between campuses and district office. 

 

What is the best way for the district to deliver important information to you? 

 Email is best way to communicate. 

 Sometimes receive too many emails; no coordination. 

 Facebook is a good way to keep up with recognitions and school events. 

 “Social media is helpful since I am not always on the campuses.” 

 Emergency communication system is good – gets the word out. 

 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website has a consistency issue. 

 Campuses and teachers do their own thing – it shows. 

 There is a lack of basic information on some sites but not all. 

 Intranet is easy to sign in and access for users. 

 However, the Intranet is difficult to navigate. 

Interest in a mobile app 

 Yes, we could use an effective mobile application. 

 App would be good if it had phone numbers and quick contacts. 

 Directions to schools on a mobile app would be good. 

 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Perception is that the school district is transparent. 

 Government is mistrusted (funding, education policies). 

 Perception is that we are doing well. 

 

What is the greatest communications challenge facing Richland Two? 

 Growth and a changing community. 

 As we grow, maintaining the culture of everyone knowing each other. 

 Relying too much on technology for communications. We still need face to face communication. 

 

Additional Comments: 

 All communications go through Libby Roof. It seems to be too much for one person to manage, 

though she does it well. 

 Can’t rely on our reputation; it could change. 

 Decisions are sometimes made without vetting the impact on other departments. 

 Lots of good information at staff meetings, but is that information being shared down to the staff? 
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 Technology challenge is some teachers using Google Chrome and not SharePoint; it is 

inconsistent. 

Group: Executive Staff/Assistant Superintendents/Senior Cabinet 

If you were a real estate agent selling homes, what would be your top selling points about Richland 

Two? (greatest strengths) 

 Excellent education. 

 School choice. 

 Fiscally responsible. 

 Equity – upgrades to older buildings. 

 Innovative; forward thinking. 

 Student-teacher ratios. 

 1Two1 technology. 

 Recruit the best and brightest. 

 Diverse learning. 

 Outstanding special education programs. 

 Project based learning. 

 36 Magnet options. 

 Grant-rich school district. 

 Tradition of excellence in athletics and fine arts. 

 Safe and secure learning environment. 

 High expectations for staff and students. 

 Support for teachers. 

 Good support staff, i.e., secretaries and aides. 

 Growing our own; continual quality improvement. 

 Superintendent is visible and accessible. 

How would you describe the school district’s current image in the community? 

 Parents are supportive of their child’s school. 

 A diverse school district. 

 It is a positive school district. Neighbors want to come to our district. 

Do you have the information you need to feel comfortable describing Richland Two’s magnet options 

to parents and others who ask you about them? Where do you get information?) 

 Information out there is good. 

 Superintendent sets communication goals. 

 Realtor seminar. 

 Website. 

 District inservice day. 
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 Advisory groups. 

 New to Two staff orientation. 

How do you get information? 

 From kitchen cabinet and key leader meetings 

 Advisory groups and news blasts. 

When it comes to communication, what does Richland Two do well? 

 ConnectEd is very effective. 

 Email. 

 Twitter. 

 Facebook. 

 R2TV. 

 Board meetings and media coverage of them. 

What is the best way for the district to deliver important information to you? 

 Libby Roof manages emergency communications and keeps us in the loop as needed. 

 Communications and Strategic Partnerships works closely with principals. 

How often do you access the Richland Two website for information? Is the content on the site helpful 

and informative? 

 Website is used regularly by most of the group as part of their work. 

 Intranet is not widely used. 

 Human Resources information is useful on Intranet. 

Interest in a mobile app 

 It depends on how developed it is. 

 Would prefer a website over mobile app. 

Do you feel district leaders provide opportunities and truly listen to input from the community and staff 

when appropriate and consider it before decisions are made? 

 Perception is that the school district is transparent. 

 Government is mistrusted (funding, education policies). 

 Perception is that we are doing well. 

What is the greatest communications challenge facing Richland Two? 

 Growth from small to large school district. 

 Constantly growing and expanding. 

 Property taxes. 

 “The perception is that we deliver a quality product but may be reaching tipping point with 

existing tax rate.” 
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Observations about Communications and Strategic Partnerships: 

 Resources are stretched too thin. too much expected of a few people; small staff relative to what is 

asked of them. 

 Have established a good working relationship with the media. 

 Office is proactive in working with media and community issues 

Group: School Board 

When it comes to communication with you, what does Richland Two do well? 

 For first time in years the Communications and Strategic Partnerships Department seems to be 

operating smoothly. 

 The superintendent and communications staff are working well together. 

 “As a Board member, I feel better informed about things we need to know about. 

 Appreciate the email contacts with Communications and Strategic Partnerships to stay up to date. 

 ConnectEd keeps us informed. 

 Appreciate broadcasting School Board meetings. Feel it has reduced “grandstanding.” 

 Broadcasting meetings has also helped the Board be more transparent to the community. 

 

How would you portray the media coverage that Richland Two receives? 

 In general the coverage has been good. 

 Feel good or positive stories usually don’t make it to the local news. 

 There is not much communication about Richland Two outside of what we produce. 

 Communication challenge is how do we reach beyond the borders to tell our story? 

 

What areas of communication do you feel could use improvement? 

 The Magnet and Choice Programs are confusing for some. We need to find more ways to help 

parents navigate the system, especially the registration process. 

 We need to work harder to get more positive media coverage. 

 We need to continue to work on having one spokesperson for most media inquiries/responses. 

 

What are the best ways to reach Board members and communicate? 

 Text, email or both are preferred for emergency communications to Board. 

 ConnectEd is good for general school district information. 

 Information from superintendent/key leaders is also helpful to know what’s going on. 

 

What do you feel the Board’s role is in communications? 

 To listen and be open. 

 To work hard to positively promote Richland Two to the public. 

 To ensure that impressions are consistent with the facts. 

 “As public figures, we need to listen to our community’s concerns.” 
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 Look for venues and opportunities to speak/meet with patrons. 

 Being available to our community; being visible at events. 

 “I feel that people are better informed now; it makes our job easier. 

 New To Two and You At Two were mentioned as positive outreach activities. 

 

Are the district’s social media accounts (Facebook, Twitter, Instagram, etc.) helpful sources of 

information for you? Which do you use most often? 

 Website is preferred. “They do a good job with it.” 

 Other social media outlets were not mentioned. 

 

What is the greatest communications challenge facing Richland Two? 

 Growth is still our biggest challenge, including all of the communication challenges that go with it. 

 As we have grown to 41 schools and centers, we need to know who our key stakeholders are. 

 We need to shape and control the message and use accurate information. 
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What Is NSPRA? 

 

ince 1935, the National School Public Relations Association (NSPRA) has been providing school 

communication training and services to school leaders throughout the United States, Canada, and 

the U.S. Department of Defense Schools worldwide. NSPRA’s mission is to advance education 

through responsible communication. We accomplish that mission by developing and providing a variety 

of diverse products, services and professional development activities to our members as well as to other 

education leaders interested in improving their communication efforts. 

With over 80 years of experience, NSPRA is known for providing proven, practical approaches to solving 

school district and education agency communication problems. We offer useful communication products 

and workshops as well as an annual national Seminar, maintain best practice resource files, and conduct 

communication accountability research. We also sponsor four national awards programs that recognize 

individuals, districts and education agencies for excellence in communication. 

NSPRA has 33 chapters across the United States that provide local professional development and 

networking opportunities for members. We maintain collaborative working relationships with other 

national education associations, along with a network of contacts and resources among corporate 

communication professionals and their companies. 

In keeping with our mission, NSPRA provides school public relations/communication counsel and 

assistance to school districts, state departments of education, regional service agencies, and state and 

national associations. For many of these organizations, we have completed comprehensive 

communication audits to analyze the effectiveness of their overall communication programs and 

recommend strategies for improving and enhancing their efforts. 

The NSPRA National Seminar, the most comprehensive school communication conference in North 

America, is held each July. This 4-day conference offers more than 70 topics and expert speakers on a 

wide array of school communication, public relations, marketing and engagement topics.  

NSPRA’s monthly membership newsletter, eNetwork, is a communication resource for all school leaders, 

not just our members. Each edition tackles a major communication issue and offers proven strategies 

educators can use to address it and other concerns. PRincipal Communicator is our monthly building-

level print newsletter for school principals that provides practical communication tips to help build 

relationships between the school, the home and the community. 

Our e-updates, NSPRA This Week, The NSPRA Counselor, and NSPRA Alert offer summaries of breaking 

national education news, in-depth studies of issues and trends, and updates on Seminars, products and 

services available to educators. Communication Matters for Leading Superintendents is an e-newsletter 

targeting issues and topics related to communication for school leaders. 

S 
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The NSPRA website at www.nspra.org offers a multitude of school communication resources on the 

public site and more comprehensive, in-depth information in our Members Only section, including 

resources and article archives. 

The Flag of Learning and Liberty is a national education symbol developed by NSPRA in its 50th 

Anniversary Year. On July 4, 1985, the Flag of Learning and Liberty flew over the state houses of all 50 

states to launch the rededication of America’s commitment to education and a democratic, free society. 

NSPRA is a member of the Learning First Alliance and the Universal Accreditation Board and works 

with all major national organizations to help improve educational opportunities for the nation’s young 

people.  

 

 

 

 

 

 

 

 

 

 

  

http://www.nspra.org/
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Auditors’ Vitae 

 Tim Carroll, APR 

Tim Carroll, APR, has over 34 years of experience working in the field of school public relations. Since 

1995 he has served as Chief Information Officer for the Allen (Texas) Independent School District, a 

suburban Dallas district serving approximately 21,000 students. He previously served for 14 years as 

director of community relations with the Penn-Harris-Madison Schools near South Bend, Indiana. 

Tim has taught public relations courses as an adjunct faculty member at Texas A&M University-

Commerce in the public relations department and previously at Indiana University-South Bend for 10 

years. As a public relations consultant he has assisted school districts and organizations in developing a 

positive image through improved communications.   

Tim has been an active member of the National School Public Relations Association since 1981 and has 

chaired or served on numerous committees including APR accreditation team. He has authored portions 

of two NSPRA books and written numerous journal and newsletter articles on PR topics. He received the 

association’s prestigious Barry Gaskins Mentor Award in 2011 for mentoring colleagues new to the 

profession. At the state level, Tim has served as president of the Texas School Public Relations 

Association (TSPRA) and presented over 50 workshop sessions on PR topics. He also held the position of 

executive director and president of the Indiana School Public Relations Association. 

He received his Accreditation in School Public Relations (APR) in 1985 and has worked with the national 

NSPRA Accreditation Committee for the past 9 years. Since 1985, he has also served on state and 

national PR committees and presented over 75 workshops and conference sessions. 
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Stephanie M. Bateman 

Stephanie Madison Bateman has more than 37 years of experience in journalism and public relations. She 

retired after 33 years of service as Director of Communications for Jefferson County Public Schools in 

Louisville, Kentucky, an urban-suburban school district with a student enrollment exceeding 103,000, 

with more than half being minority students.  

Her responsibilities included developing and implementing creative strategic plans to produce internal 

and external districtwide communications including annual reports, video projects, print advertising and 

local school marketing plans. She produced and hosted the school’s district’s monthly television show, 

Our Kids. She also taught public relations and English courses as an adjunct faculty member at the 

University of Louisville. 

Stephanie has been an active member of the National School Public Relations Association since 1995 and 

served as NSPRA Vice President for Diversity Engagement from 2008-11. Stephanie also received 

NSPRA’s Frontrunner Award in 2001. She has authored portions of two NSPRA books, written articles 

for the association’s newsletters, and been a frequent presenter at the NSPRA National Seminar and 

Kentucky School Public Relations Association (KYSPRA) conferences.  

She recently was selected for Leadership Louisville’s first Encore Louisville class and the organization 

has twice named her a Bingham Fellow focusing her leadership and creativity on the city’s image in 2001 

and on educational issues in 2004. She currently serves on as the Board of Directors of the Community 

Foundation of Louisville, Women 4 Women and Friends of the Waterfront. In addition, Stephanie is a 

member of the Junior League of Louisville.  

Her previous community volunteer activities include service as president of the Board of Directors of 

Family and Children First, a trustee of Spalding University, as a board member for Metro United Way, 

Kentucky Arts Council, the National Conference of Christians and Jews, and Bridgehaven. She also 

chaired the 1995 Governance Task Force that studied merger of the city and county governments.  

 

 

 


