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We’d love to get to know you!
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What are our objectives for today?

Share Your Success

How to customize messages 
for audiences to continue 

momentum

Build Community Buy-in

How to understand your 
audiences + invite them in

Manage Continuous Change

How to build strategic 
leadership throughout the 

change process

Start with the WHY

How to build a team of 
storytellers

Plan + Align Foundations Design Reflect + Iterate

Yosr Simma Jason Jill



What does Education Elements do?



Plan & Align
Start with the WHY



Plan + Align What is the WHY?

The purpose, cause of belief, the reason we are motivated to 
do something, the reason why an organization exists, or we are 
compassionate for something. 

What is the reason why you do what you do?
 

What is the reason you wake up every morning and 
go to your office or your school?



Plan + Align Why start with the WHY?

ACT, THINK & COMMUNICATE FROM 
THE INSIDE OUT!

WHY Your PURPOSE 
HOW Your PROCESS

WHAT The RESULT



Plan + Align Sharing the WHY



What’s so great about stories?Plan + Align

“Every school has a story. And everyone who comes in contact with your school 
comes away with that story. So what story does your school tell? Is it the one you 
want told? “ - Dr. Joe Sanfelippo

“Everyone loves a great story!” <3



WHY

WHY

Plan + Align How can you tell a great story?



What you can do once you have a storyPlan + Align



.

Practice your WHY and create your story!Plan + Align

Additional Resources:

https://padlet.com/yosr/Why
https://www.edelements.com/blog/is-marketing-your-school-district-a-thing-part-2-storytelling
https://www.ted.com/talks/simon_sinek_how_great_leaders_inspire_action/transcript?language=en#t-484616
https://blog.hubspot.com/marketing/storytelling
https://www.edelements.com/blog/how-to-create-a-personalized-learning-vision


Foundations
Build Community Buy-in



Questions we hear from clientsFoundations

How can I make sure 
that we don’t alienate 
_______ in this process?

How should I get the 
word out about this new 
initiative to ________ ?

______ has been invited 
to all of the meetings but 
still won’t lead the 
change across her team!

Should we invite ______ 
to be involved in our 
steering committee?



What is a stakeholder?Foundations

STAKEHOLDER 

●

●

●
○

○
○



How do you categorize your stakeholders?Foundations

Reminder!

To help prioritize and determine the most appropriate 
approach for engaging with stakeholders, try using an 

Engagement Matrix



Foundations

(Level of engagement required)

Involve + Collaborate
“We will work to ensure that your concerns and 
aspirations are directly reflected in our work. We 
will look to you for advice and recommendations.”

Empower
“We will implement what you decide and support 
your actions.”

Inform
“We will keep you in the know.”

Consult
“We will listen and acknowledge your concerns and 
aspirations. We will provide feedback on how you 
influenced the outcome.”

How can you involve different stakeholders?



Foundations

(Level of engagement required)

Involve + Collaborate Empower

Inform Consult

Families

Principals

Teachers

Students

Biz 
Comm

Board of 
Ed Cabinet

City 
Council

Comm 
Partners 
+ Orgs

Supt.

Example for Strategic Planning

Union 
Reps



Foundations

(Level of engagement required)

Involve + Collaborate
● Workshops 
● Forums
● Program Dashboard, Meeting Minutes
● Board Meetings

Empower
● Joint planning
● Board Meetings
● Individual Meetings, Face-to-Face Meetings
● Executive Memos

Inform
● Newsletters, bulletins, circulars 
● Websites, Micro-sites
● Social Media

Consult
● Focus groups 
● Public meetings
● School communications

What communication tactics are aligned?



Try this with a new / existing initiative Foundations

Make a list of 
stakeholders

Plot the stakeholders on 
the matrix

Plan communication 
strategies

●

●

●

●



Design
Nurture Continuous Change



Design

Know what the 
wins look at 
each step, 
identify, 
celebrate, and 
socialize.

Focus on the people, not the project

● Visible Impact
● Credible Context
● Diversify Ownership
● Implications = momentum



Design

Communicating 
about progress 
is directly 
linked to long 
term success of 
change.

https://www.mckinsey.com/business-functions/organization/our-insights/how-to-beat-the-transformation-odds


Design

Prepare for 
innovation and 
adoption cycles 
Focus your 
communication 
on the road 
ahead and 
reinforce the 
“why”

Intentional Signals 

Enable the Next Segment

Cohesive Connections



Design

How do you plan 
for interaction with 
stakeholders?

Communication 
that supports 
teams through 
continuous change.



Design



OUTCOMES | Why are we doing this project? SCOPE | What will we achieve?  What will NOT 
be achieved?

SMART GOAL(S)… | What does “success” 
look like?

ACTIVITIES, MILESTONES, DELIVERABLES, COMMUNICATION| What are the high-level activities and milestones?  

Activities = grouping of similar tasks that need to be done in order to achieve a milestone
Milestone = a significant point in the project usually marked by the start or the end of an activity
Deliverable = the product/service/artifact that will be delivered upon completion of each phase or at the end of the project
Communication = story capture and storytelling.   What modes and mediums will be best for sharing?

CORE TEAM | Who is dedicated to this 
project?  Who is accountable?

STAKEHOLDERS | Who else needs to be 
involved in the work?  Who needs to be informed?

WINS TO CELEBRATE | What are the wins?   
What are the look fors that identify progress?   
How will we celebrate and share?

Design Try Building a Project Plan Canvas



Reflect + Iterate
Share Your Success



Reflect and Iterate Communicating Across Stakeholders  

●
●
●

●
●
●

●
●
● ●

●
●



Reflect and Iterate Getting the Message Out



Reflect and Iterate Lessons We’ve Learned

●

●

●

●



COMMUNICATION PLAN
AUDIENCE CHANGE MESSAGERATIONAL EMOTIONAL

Who needs to know? What do they need to 
know?

What would motivate 
them to change?

What is NEW for 
them?

What message(s) 
would influence them?

How should you 
communicate?

How often should you 
communicate?

CHANNEL FREQUENCY

Reflect and Iterate

32

Ways to Plan



Questions?

Add your question 
into the Q&A window


