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Worthington Schools Communications Plan 
LINKING VALUE WITH RESULTS 
 
Worthington City Schools are well positioned in the community. The district takes pride in its 
achievements both in the classroom and as a strong, vibrant community. Although there is a lot to 
celebrate, community and school leaders recognize that there are always challenges.  In order to 
stay connected to the community, transparent communications are vital to success. Proactively 
working with the community is key to moving forward and continuing on a path of success.  
 
Worthington City Schools have made a strong commitment to address this with an aggressive 
and comprehensive communications and outreach plan. 
 

Our goals include: 
• Connecting with the community and parents. 
• Consistent and comprehensive public outreach and engagement. 
• Integrate key themes and issues into public lexicon. 

 
This plan seeks to build on the district’s already strong support by enhancing existing vehicles of 
communication and exploring new ways to reach the public.  
 
The plan is divided into two parts: short-term and long-term communication strategies.  The short-
term recommendations (or immediate next steps) are strategies the district should consider as 
immediate next steps to enhance and add on to current communication vehicles and strategies. 
 
The long-term recommendations are much more comprehensive and are goals and strategies that the 
district should consider while utilizing current communication tools. Together, all the 
recommendations have been created to put the school district in the best possible position to link the 
great work happening in the school district to the value it brings to the community. 
 
All the recommendations are based on research and best practices. The information provided by both 
the communications audit and focus group session provided key insights both validating the work 
already being done and information regarding what else can be done to ensure the community is 
informed about the schools. We also used data from past community satisfaction surveys in 
developing our recommendations. Both the Audit and Focus Group analysis are attached to this plan. 
 
This document should be considered a work in progress. Some priorities and tactics may change 
based on conditions, on reception by stakeholders, and on new information or research that 
comes to light. However, all progress will be tracked and any tactics that are changed will be 
documented. In addition, we recommend that the communication plan be reviewed and updated 
on an annual basis. 
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IMMEDIATE NEXT STEPS: Enhancing Current Strategies   
Before addressing fundamental and ongoing strategic communications, the following list of 
next steps should be addressed by the school district immediately. These recommendations are 
meant to enhance current communications strategies and are built on both research (audit, 
focus group, past community satisfaction surveys) and best practices: 
 
1. Continue participation in community conversations. Worthington is a very tight-nit 

community. We know this from survey research and past experience. The district has had great 
success in meeting at coffees shops and in people’s homes to discuss both achievements and 
challenges. We recommend that the superintendent and key staff begin these meetings again 
and develop a calendar to ensure these occur on a regular basis. 

2. Promote the Newsletter – Next to face-to-face communications, direct mail is the best 
way to provide information to residents. Our research has validated this as well. 
Worthington does a great job in using direct mail to provide key information to the public 
on relevant issues. In order to ensure that residents are receiving this information, it should 
be marketed. We recommend the development of a marketing plan to let the community 
know that the newsletter exists. The newsletter should be promoted in e-mail messages to 
parents, through guest editorials in the newspaper, and social media. We want our residents 
to recognize that the newsletter is THE source of district level information.  

3. Repetition of key messages. What does having key messages or talking points mean? It 
means that all information spoken, published, blogged or tweeted should reflect back to these 
key messages. The points listed can be lifted out of this document and dropped into other 
documents. The power is in the repetition of message and consistency in what is said. The key 
messages also help ensure that no one speaks out of turn or in error as everything appearing on 
it will be scrubbed for accuracy by the district on a periodic basis. Key messages should be 
anchored around one communication tool (Blog) and crossed-marketed through other tools. 

4. Explore video capabilities. Similar to the webinars the district already utilizes, we recommend 
Worthington consider developing a catalog of videos on hot topics (some general to all 
residents and some specific to a targeted group), that will be placed on the district’s website for 
parents and community members to access. These videos should last no more than a couple of 
minutes and can serve as a “how to” or “introduction” to current Worthington issues. 

5. Engaging Principals and Buildings. Our principals are often seen as the most credible and 
recognizable representatives of our schools. Worthington takes pride in its identification to its 
neighborhoods and schools. Building a grassroots network of supporters around buildings, lead 
by our principals (our district key communicators) will be important to solidify support for our 
schools. We suggest principals share monthly with their peers, what they are doing to increase 
community engagement in their school buildings, so that others may duplicate these efforts. 
Communication and media training should also be considered. 

6. Focus on internal staff communications. 
Staff plays a key role in communications and need to stay informed. Providing a 
comprehensive structure on how staff receives information can help provide an additional 
avenue for key messages. We suggest developing tools and media guidelines to help them 
understand their role with district communications. We also suggest providing periodic talking 
points on key issues impacting the schools so they remain informed and recognize 
communications as part of their responsibilities. 
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LONG TERM RECOMMENDATIONS:  
 
UNDERSTANDING THE NEED FOR DISTRICT COMMUNICATIONS 
 
Without open communication, the district’s residents will not realize the district’s efforts 
toward and achievement with preparing students for the future.  In addition, residents will 
want to know that the district is working hard to maintain lean operations as the economy 
continues to recover.   
 
In an age when fewer than 30% of our homes have a child in public school, the need for 
strategic communication has never been more apparent.  More and more residents expect 
information about the state of the schools via the many outreach tools out there – from direct 
mail to the Internet to social media. The district also must deal with the challenge that with all 
the methods out there to communicate, key messages can often be ignored or missed.  

 
Communication is necessary to: 

• Educate the community about funding issues (both threats and positive news) 
• Maintain excitement for and engagement in the great working happening in our schools 
• Instill pride in the district’s accomplishments 
• Instill trust in the district’s decisions and actions 
• Anticipate and address negative news 

 
The district can benefit by: 

• Promoting success stories that will build community pride in and support for the schools; 
in turn, this enhances teacher/staff satisfaction. 

• Acknowledging both local and statewide challenges in simple and direct terms to build 
trust and to help the community understand the district’s position. 

 
SITUATION ANALYSIS: BUILDING ON A STRONG FOUNDATION 
 
The district is well positioned in terms of academics, fiscal management, and community 
support. There are several opportunities for building on the district’s solid efforts for 
communicating with the public. 

 
Strength 

• Academics— the district is recognized as a high quality school district 
• Fiscal management—the district is able to show taxpayers it is committed to 

maintaining lean and efficient operations. Good value for taxpayers for high quality 
schools. 

• Strong community support—passage of 2009, 2012 levies 
 
Weakness (Challenges) 

• Changing accountability for schools (new report card, teacher evaluations, etc.) 
• Unknown future of tangible personal property tax reimbursement payments 
• Reaching out to community members who don’t have students in district schools 
• Meeting residents where they get information 
• Lack of consistency in how information is presented to district/community staff 
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Opportunity 

• Create more opportunities to share district accomplishments with the community – 
especially parents 

• Increase communications about the district’s fiscal stability 
• Improve internal communications to keep staff informed and ensure they are speaking 

with one voice 
• Improve communications about all achievements at the district…not just the report card 

results 
• Create more connections between student achievement beyond school and its impact on 

the community 
 
COMMUNICATION PROCESS: KEY STAKEHOLDERS AND 
COMMUNICATION VEHICLES 

 
The district has several key stakeholders with which it needs to communicate. Every stakeholder 
has different needs in terms of type of information and how it is presented. Every stakeholder 
will benefit from multiple touch points. 

 
External Stakeholders 

• Students 
• Parents/guardians 
• School volunteers 
• Property owners/taxpayers who don’t have children enrolled in district schools 
• Local business owners 
• Local service organizations 
• City and township government 
• Media 

 
Challenges: Communicating with people outside the district “world”; Ensuring parents 
and students receive district wide information consistently. 

 
Internal Stakeholders 

• Teachers/support staff 
• Administration 

 
Challenges: Ensuring everyone has the same information to communicate in one voice; ensuring 
teachers/staff/administrators respond to outside requests for information; collecting information 
about success stories. 
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Key communicators 
The following individuals/groups comprise the district’s key communicators. This is a group of 
internal and external stakeholders that should be relied on to get the district’s key messages out.  

 
• Board of education members 
• District administration 
• Building principals 
• Teachers and support staff 
• Parent groups 

 
This is especially critical in a community like Worthington where many rely on one-on-one 
conversations to get information about the schools. 
 
Challenge: Parents (and sometimes residents) often rely on those closest to them geographically to 
get information about the schools. In other words, Worthington is a community that connects on a 
neighborhood level to its neighborhood schools. Tapping into these school leaders and staff to help 
deliver messages from the district will be key. 
 

Communication vehicles 
Multiple touch points will enhance communication with key stakeholders. Communication 
currently occurs at the following levels: 
 
One-way communication 
Information is pushed to stakeholders: 

• Newsletters (district, building, classroom, online and print) 
• One-call messages 
• District and building Web sites 
• Media (newspaper, television coverage) 
• Handouts sent home with students 
• PAFR 
• Board of Education meetings 

 
Two-way communication 
Information is exchanged between stakeholders: 

• Classroom interaction (teachers/students) 
• Parent/teacher/administration interaction (scheduled meetings, coffee with 

superintendent, email, etc.) 
• Faculty meetings 
• Board of Education meetings 
• PTA meetings 
• Committee meetings 
• Service club meetings 
• Social Media (Facebook, Twitter, blogs, webinars). 

 
Important and key messages need to be sent by multiple vehicles to enhance repetition and to 
reach each audience at the level with which they are comfortable and operate.  
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ONGOING EFFORTS: BUILDING SUPPORT FOR DISTRICT 
PRIORITIES 
 
The strategic communications goals will be accomplished by: 
 

• Linking the value of a Worthington education with preparation for the future by 
increasing stakeholders’ knowledge about student accomplishments. 
 

• Promoting the value of Worthington Schools as a community partner by 
improving access to and knowledge about district activities and accomplishments. 

 
• Strengthening trust in the district’s activities and decisions by educating the public about 

financial and legislative mandates and challenges. 
 

 
Goals and supporting strategies are outlined on the following pages. 
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Link the value of a Worthington education with preparation for the future by 
increasing stakeholders’ knowledge about student accomplishments. 

Tactic Approach 
Promote the district’s strong 
academic standing 

Vehicle: District newsletter; PAFR; district website; This 
Week News, webinars, blog 
 

Promote innovative 
programs, activities and 
accomplishments 

Vehicle: Social Media; monthly highlights; building and 
district newsletters; webinars, fact sheets, blog 
 

Profile Worthington alumni Vehicle: Social Media; explore creation of an alumni 
corner in district newsletter; video testimonials 
 

Promote the value of Worthington as a community partner by improving access to 
and knowledge about district activities and accomplishments. 
Tactic Approach 
Promote success stories with 
an emphasis on cultural and 
economic contributions as 
well as academic 
accomplishments 

Vehicle: Webinars, district newsletter and website, 
building newsletters and websites, This Week News, 
videos 
 

Improve visibility of 
classroom activities at each 
school 

Vehicle: District website, social media, building 
websites, videos 
 

Summarize district 
accomplishments in easy-to- 
access formats 

Vehicle: PAFR, available in print and online; fact sheet, 
community conversations 
 

Provide a usable, 
displayable resource for 
parents and nonparents that 
includes district contact 
numbers and schedules 

Vehicle: Print calendar  
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As mentioned in “next steps,” cross marketing and repetition of key messages will be integral to 
ensuring residents are receiving information about the schools. An “anchor” message and 
communication tool (as diagramed below with a blog) can link community members to other 
forms of communication and outreach. Monthly planning of messages should occur to ensure 
strategic communications plan is being implemented. 
 

 

Strengthen trust in the district’s activities and decisions by educating stakeholders 
about financial and legislative mandates. 

Tactic Approach 
Promote the district’s strong 
financial standing 

Vehicle: District website; This Week News; PAFR; fact 
sheet 
 

Improve the public’s 
understanding of levies and 
how tax dollars are spent 

Vehicle: Newsletter, district website, This Week News, 
webinars, PAFR 
 

Reinforce the value of the 
district compared to similar 
districts 

Vehicle: District website; PAFR; fact sheet 
 

Improve stakeholders’ 
understanding of how state 
and federal mandates affect 
the district and the 
community at large 

Vehicle: District newsletter; district website; building 
newsletters; This Week News, Community Conversations 
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TIMING: HOW OFTEN TO UTILIZE COMMUNICATION VEHICLES 
 
The following is a checklist of communications tools that need to be done on a regular basis to 
ensure effective outreach between the school district and community.  
 

Daily 
Social Media (Facebook, Twitter) 
 
Weekly 
Backpack Express (every two weeks) 
Updates from principals (must include district wide information) 
Blog 
 
Monthly 
Guest column in local paper 
Videos (hot topics, informational videos, financial updates) 
Key Communicators 
Community Conversations 
 
Quarterly 
Newsletter mailed to all residents 
Webinars 
Civic Events 
Financial Committee with Treasurer 
 
Bi-Annually 
Message Training with all staff 
 
Annually 
State of the Schools  
Financial Report (PAFR) mailed to all residents 
Annual Report 

 
 
 


