
Who Speaks for 
Your Brand







What we’ve learned:
The role of superintendents and district 
administrators is changing

Brand, culture, and reputation 
are more important than ever



What is Brand?



Your district’s brand is the way 
people think and feel about your 

schools.



Agenda

Part I: SchoolCEO research  

Part II: How to expand your district brand



Part I

We asked 1,600 school 
employees about their 
school district brand.



Part I

What kind of school do you work for?

What position do you hold?
Who we talked to. 

83%

11%

4%



Part I

Who is most responsible for promoting and 
protecting your district brand?

13%



Part I It’s important for me to be familiar with my district’s                                                                
brand and messaging priorities.

75.2% Strongly/Somewhat Agree 74% Strongly/Somewhat Agree



Part I I feel it is my responsibility to improve the district's reputation when I 
speak with someone about the district.

72%

Teachers 



Part I My interactions with individual families impact their perceptions of my 
district as a whole.

87%
Teachers 



Teachers are already acting as 
brand ambassadors.

Part II



28.8%

6.1%

3.0%
3.0%

59.1%

21.4%

14.6%

18.5%

24.7%

20.9%

Part I On average, how often have you received training on your district’s 
brand and messaging priorities?

Superintendents Teachers

Once or twice a month Once or twice a semester Once or twice a school year NeverLess than once a yearKey



How to expand your 
district brand. 

Part II: 



Engaging Brand Ambassadors

1

2

3

Part II

Be clear about your brand, values, culture

Always be training

Thank and celebrate



1. Be clear about   
your brand

Part II



Steve Jobs here



“Marketing is about values. 

It's a complicated and noisy world, and we're 
not going to get a chance to get people to 
remember much about us. No company is. 

So we have to be really clear about what we 
want them to know about us.”

Part II



2. Always be 
training

Part II



Girl Scouts
Part II



Part II



Part II



Part II
Good morning, DSC Staff.

A few of you know we have been working to design and implement 
consistent branding across the district and buildings. The purpose 
of this process and the attached branding guide is to provide 
clarity regarding our visual identity and branding guidelines. This 
guide serves as an essential step forward in our efforts to assert 
and sustain a strong visual identity that will clearly communicate 
who we are as a district.

In order to successfully ensure consistency in this area, there are 
several brief tasks that need to be completed. To make the 
transition manageable, I plan to periodically send out small action 
items and request that you take the few minutes necessary to 
complete them. There is nothing you need to do right now.

If you are interested in learning more about the USD 231 brand, 
please review the attached document.

Thanks and have a great day.

Ben



Part II



Provide consistent training 

Make brand guidelines accessible 

Training :
Part II

Repeat! Repeat! Repeat!



How to engage brand ambassadors :

Be clear about your brand, values, culture

Always be training

Thank and celebrate

Repeat! Repeat! Repeat!



Thank you!


