
PUBLIC NOTICE 

 

The Board of Education, Northfield Township High School District #225 has scheduled 

a Special Board Meeting on Saturday, September 26, 2020 at 8:o0 a.m.  The 

agenda for the Special Board meeting is attached to this notice.  The meeting will be held 

in the Glenbrook District Office Public Meeting Room (100A), 3801 West Lake Avenue, 

Glenview, IL 60026* 

The meeting will be open to the public, with the exception of the closed sessions. 

  

  BRUCE DOUGHTY 

  BOARD PRESIDENT 

  

  ROSANNE WILLIAMSON 

              BOARD SECRETARY 

  

  

  

  

  

 

 

 

  

 

 

 

 

 

 

 



 

 

 

BOARD OF EDUCATION 

GLENBROOK HIGH SCHOOLS 

September 26, 2020 

SPECIAL BOARD MEETING – 8:00 a.m. 

Location: Glenbrook District Office Public Meeting Room 100A 

3801 W. Lake Avenue, Glenview, IL 60026* 

 

AGENDA  

 

1.  (8:00) Call to Order – Roll Call 

 

2. (8:01) Approval of the Agenda for this Meeting 

 

3. (8:02) Recognition of Community Visitors 

Anyone who would like to address the Board may do so by calling (847) 486-4728 and 

leaving up to a two-minute voicemail message.  For special meetings comments should 

be related to topics on the board agenda and will be limited to 30 minutes.  Messages 

must be left by 10:00 a.m. on the day before the meeting, Friday, September 25, 2020. 

Please leave your name and address on the message so that the administration may be 

able to follow up if necessary.  Messages will be subsequently reviewed to ensure they 

are appropriate for a public presentation (e.g., no profanity), and then played aloud 

during the public comment period on the agenda. 

 

4. (8:32) Discussion:  District Initiatives and Goals for the 2020-2021 School Year 

a. Attachment 1 

b. Attachment 2 

c. Attachment 3 

d. Attachment 4 

 

5. (11:20) Closed Session: To consider the appointment, employment, 

compensation, discipline, performance, or dismissal of specific employees of the 

public body or legal counsel for the public body, including hearing testimony on a 

complaint lodged against an employee of the public body or against legal counsel 

for the public body to determine its validity; collective negotiating matters 

between the public body and its employees or their representatives, or 

deliberations concerning salary schedules for one or more classes of employees; 

The selection of a person to fill a public office, as defined in this Act, including a 

vacancy in a public office, when the public body is given power to appoint under 

law or ordinance, or the discipline, performance or removal of the occupant of a 

public office, when the public body is given power to remove the occupant under 

law or ordinance; the purchase or lease of real property for the use of the public 

body, including meetings held for the purpose of discussing whether a particular 

parcel should be acquired; the setting of a price for sale or lease of property 

owned by the public body; Security procedures and the use of personnel and 

equipment to respond to an actual, a threatened, or a reasonably potential danger 

to the safety of employees,  students, staff, the public, or public property; student 



disciplinary cases; the placement of individual students in special education 

programs and other matters relating to individual students; and litigation, when 

an action against, affecting or on behalf of the particular public body has been 

filed and is pending before a court or administrative tribunal, or when the public 

body finds that an action is probable or imminent, in which case the basis for the 

finding shall be recorded and entered into the minutes of the closed meeting. 

(Section 2(c) (1), (2), (3), (5), (6), (8), (9), (10) and (11) of the Open Meetings 

Act). 

 

6. (11:55)  Possible Topics for Future Board Meetings 

 

Future Meeting Dates: 

 

Tuesday,  September 29, 2020 - 7:00 p.m.-Regular Board Meeting 

 Tuesday, October 13, 2020 - 7:00 p.m. - Regular Board Meeting 

Monday, October 26, 2020 - 7:00 p.m. - Regular Board Meeting 

 

7. (12:00) Adjournment 

  

Note:  The times noted before the agenda items are estimates. 

The electronic board packet and any public documents can be found at https://www.glenbrook225.org/Board-of-Education. 
 

 



 

MEMO 
 

To: Board of Education 

 

Cc: Charles Johns, Superintendent 

Executive Cabinet 

 

Fr: Karen Geddeis 

Director of PR and Communications 

 

Re: Communications Audit  

 

 

During the 2019-20 school year, the district conducted a formal communications audit, utilizing the expertise 

of an outside consultant. This audit included a vast research component, which utilized phone interviews with 

each Board member, a survey of parents, students and staff, numerous focus groups and small group 

discussions, and an external analysis of current methods, frequency and content of existing communications. 

 

At the upcoming retreat, we will share the findings, recommendations, priorities and timelines with the intent 

to confirm next steps. To prepare for this endeavor, we are including the Communications Audit Report and 

the List of Recommendations Overview prioritized by the leadership team. These action items drawn from the 

research findings will inform the communications activities of the district over the next 2-3 years. 

 

Following the presentation, we are seeking consensus of the prioritization of the recommendations and 

confirmation of alignment with the expectations of the Board. 

 

 



Communications Audit Presented by Jasculca Terman Strategic Communications

GLENBROOK HIGH SCHOOLS DISTRICT 225: 

Communications Audit 

Presented by Jasculca Terman Strategic Communications 
April 2020



 
 

EXECUTIVE SUMMARY OF KEY RECOMMENDATIONS 
  
In Fall 2019, the Township High School District 225 Director of Public Relations and 
Communications Karen Geddeis facilitated a meeting between Jasculca Terman Strategic 
Communications (JT) and Superintendent Dr. Johns to discuss conducting a communications 
audit with the goal of evaluating the effectiveness of the District’s current tools and tactics and 
identifying ways to rethink how the District communicates with stakeholders under his 
leadership. Together, Dr. Johns and Karen encouraged JT to take a deep dive into what is and 
is not working and provide data-informed recommendations to meet the current and evolving 
needs and expectations of key stakeholders, primarily parents and staff. 
  
The recommendations in this report are based on feedback and ideas received through all 
research components, as well as JT’s own expert analysis of materials and information provided 
by the District. During our interviews and focus groups, we “listen between the lines” to 
identify common themes that emerge more than once. We used these themes to inform our 
recommendations, which are offered for your consideration without expectation that the 
District will implement all of our suggestions. In fact, we recommend that the District use these 
recommendations to develop a multiyear communications plan, implementing selected 
recommendations over time.  
  
Key recommendations that we feel will be most beneficial for the District, include: 
  

1. Infrastructure: The District’s Communications Team can be the thread that connects all 
departments—if it has a complete understanding of what is being considered. We 
recommend prioritizing recommendations that embed communications into the fabric 
of the District, starting with inviting the director of public relations and communications 
to serve on the superintendent’s Cabinet, so that Karen and her team can be in a good 
position to provide strategic counsel.  
 

2. Strategy and Content: In an effort to move away from episodic and responsive to more 
strategic and integrated communications, we recommend creating three high-level, 
overarching District goals that articulate Dr. Johns’ leadership narrative and can drive 
decision-making, including communications. 
 

3. Superintendent Leadership Platform: We recommend that the District create 
opportunities to showcase Dr. Johns’ vision and leadership narrative by launching a 
monthly (only during the school year) superintendent’s blog that is both posted on the 
website and emailed directly to parents, staff and students. This blog can serve as an 
authentic channel of communication that will not be not viewed as “spin,” but rather a 
place for meaningful, substantive content from the voice staff and parents most want to 
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hear from. Blog content can range from thought-leadership articles on timely topics 
related to education, social-emotional learning, safety and security, etc., to interviews 
with school and community leaders.   
 

4. Internal Communications: This is one of the most significant areas of opportunity 
identified in our process. Focused efforts to enhance internal communications offer 
great potential to positively impact the District’s culture and will also help support 
parent/public communications, as staff members often serve as information conduits to 
these stakeholders.  We recommend that the District discuss and designate one 
administrator to oversee this critical function. We see this as more of a coordinating role 
that provides direction for which communications should be flagged for key managers 
and supervisors to share with their teams. This is particularly important as staff members 
indicate a strong preference for receiving District information directly from their 
supervisor.  
 
Specific tactics to enhance internal communications under this person’s leadership are 
included in our comprehensive report. The one we would prioritize is developing a 
formal email protocol to flag the type of content being sent and any deadlines for 
action in emails from the District to staff. This should include adding deadlines to 
respond to take action to the subject line of emails and sending calendar invites with 
the meeting information so that staff can easily accept or reject. Staff feel overwhelmed 
with email, and this will help better facilitate review/response.  
 

5. Communications Channels: The District 2:25 Update (Board update) and school-specific 
Connections newsletters reach the same audiences and sometimes feature duplicative 
content, which can confuse audiences who already feel that they are getting too much 
information and content that feels like “old” news by time it comes out. We 
recommend combining the two into one new weekly communication that provides a 
one-stop shop for information. We suggest renaming and relaunching the new email 
communication with a new visual identity and an aggressive push at the beginning of 
the 2020-2021 school year. During weeks in which there is a Board meeting, content 
should be more focused on District news and Board updates, with more of a focus on 
school news during the other weeks. Board updates should include additional context 
around the decision-making process and infographics to aid in understanding. 
 

6. Website: The “life” of a website is typically two-to-three years before it requires a 
complete redesign, which can be a timely, costly process. Based on the feedback we 
received from our research and our own expert analysis, we do not recommend a 
complete website redesign at this time, but rather some important enhancements to 
the navigation and functionality concerns raised in our parent and staff focus groups 
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and surveys. We provide several specific recommendations in our comprehensive 
report, but two we would prioritize include:   

 
● Expanding on the District’s current feedback process by conducting some 

structured user testing with the District’s key audiences, including parents, 
teachers, staff and students  to identify and ultimately correct specific pain 
points related to navigation  

● Identifying building liaisons who can help maintain the website with routine 
content updates, such as calendar items.  

  
It's important to recognize that soon after JT finished the research phase for this project and 
began developing our recommendations, the COVID-19 pandemic shut down schools 
throughout Illinois and moved the teaching and learning process online. We recognize that 
Glenbrook is working to navigate what this means going forward as it relates to e-learning, 
District finances and so much more—and this makes effective communications more important 
than ever. While many of the recommendations outlined in our comprehensive report could, 
and probably should, be rolled out with the beginning of the 2020-2021 school year, we do 
strongly recommend that the first four recommendations outlined above be put into place as 
soon as practical to help with effective, timely communications related to the District’s 
COVID-19 response.  
  

~ ~ ~ 
  

Thank you for the opportunity to once again partner with District 225. Our research confirms 
the District has a strong communications foundation in place and the recommendations we 
provided are designed to enhance what already exists.  
 
If you have questions, please feel free to contact JT Executive Vice President Holly Bartecki at 
(312) 671-0101 or Senior Vice President Jessica Smith at (708) 218-2759.  
  

# # # 
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1. INTRODUCTION 

Thank you for the opportunity to once again work with Glenbrook High Schools District 225 
during this very important time of transition as Dr. Johns begins his tenure as superintendent.  

In Fall 2019, the District’s Director of Public Relations and Communications Karen Geddeis 
facilitated a meeting between Jasculca Terman Strategic Communications (JT) and Dr. Johns to 
discuss conducting a communications audit with the goal of evaluating the effectiveness of the 
District’s current tools and tactics and identifying ways to rethink how the District 
communicates with stakeholders under his leadership. Together, Dr. Johns and Karen 
encouraged JT to take a deep dive into what is and is not working and provide 
recommendations that are data-informed and will meet the current and evolving needs and 
expectations of stakeholders, primarily parents and staff. 
 
The recommendations in this report are based on feedback and ideas received through all 
research components, as well as our own expert analysis of materials and information provided 
by the District. During our interviews and focus groups, we “listen between the lines” to 
identify common themes that emerge more than once.  
 
We use these themes to inform our recommendations, which are offered for your consideration 
without expectation that the District will implement all of our suggestions. As noted in the 
Executive Summary of this report, we have identified the following six key areas of opportunity 
that we feel will be most beneficial for the District.  
 

1. Infrastructure  
2. Strategy and Content 
3. Superintendent Leadership Platform 
4. Internal Communications 
5. Communications Channels 
6. Website  
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2. PROCESS AND KEY FINDINGS 
 
JT's work on this project was completed between December 2019 and March 2020.  
  

2.1 EXPERT REVIEW AND ANALYSIS OF DISTRICT COMMUNICATION 
CHANNELS   
  
At the start, to inform JT’s work on this project, we conducted an extensive review and analysis 
of a wide range of background materials and information supplied by Glenbrook District 225, 
including: 
 

● The Glenbrooks – a community publication  
● District 2:25 Update – a post-Board meeting publication  
● Connections – a parent publication  
● The District website (www.glenbrook225.org) 
● Glenbrook North and Glenbrook South social media channels 

▪ Facebook 
▪ Instagram 
▪ Twitter 

 
Following are JT’s key findings from our expert review and analysis of the District 
communication channels as listed above. Please note that all of our research was conducted 
prior to the COVID-19 stay-at-home order. We would anticipate that, this unprecedented 
public health crisis, which has forced many of our parents, staff and students to work remotely, 
may also impact these stakeholders’ preferences regarding, familiarity and comfort level with 
online communications, including email, text messaging, social media, video 
conferencing/webinars and other digital tools. 
 
The Glenbrooks 
 
This community newsletter is mailed twice a year to 40,000 households within the District. 
Separate Glenbrook North and Glenbrook South newsletters are developed with consistent 
District content and individual school news and mailed to residents based on District 
boundaries. The cost to produce and email these publications comprises almost one-half the 
District’s annual PR budget. 
 
The District edition of The Glenbrooks features consistent content sections in each edition, 
which is good. These include a letter from the superintendent; school data points; 
student/staff/alumni profiles; and budget updates.  
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However, from a design perspective, the current branding is not consistent with design 
elements used in other District communications, including the website and email blasts. 
Typography and imagery used in The Glenbrooks reflects a somewhat dated and less 
sophisticated visual identity. 
 
District 2:25 Update  
 
This communication serves as the primary method to update the approximately 14,800 
subscribers, mostly parents, of Board news. It is emailed two days after every Board meeting 
and is designed to be read within “two minutes and 25 seconds.” Parents and staff are 
auto-subscribed to receive this publication (with an option to unsubscribe); community 
residents who do not have children enrolled in District 225 schools can register to receive this 
communication through a “Subscribe to Newsletter” link at the bottom of the website 
homepage.  
 
Concise content is important for these types of communications, because readers are often 
viewing them on their phones or skimming on their computers. Text-heavy content will often 
be deleted unread. The District’s current open rate for this communication has consistently 
averaged just under 50 percent, which is substantially higher than the education industry 
average of 23.4 percent (according to 2020 Global Email Benchmarks data). This means 
subscribers are interested in your content. 
 
Connections  
 
This is a very simple, straightforward school-specific communication that provides parents with 
important calendar items and showcases student and/or teacher success stories and 
accomplishments. These types of communications are important vehicles to proactively share 
information about what’s happening around the schools.  
 
The District’s approximately 17,604 parents, students and staff are auto-subscribed to receive 
this newsletter, which is also sent monthly via email to community members who subscribe on 
either school’s website at the “Welcome Parents!” portal page. This newsletter also has had a 
consistent average open rate of 50 percent. Here, too, this open rate is substantially higher 
than the education industry average of 23.4 percent (according to 2020 Global Email 
Benchmarks data), indicating that recipients are interested in the content the District provides 
through this newsletter. 
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Website  
 
The District’s current website, www.glenbrook225.org, is the result of a redesign process 
completed in June 2017. During this process, the District hired a third-party consultant to 
analyze past website data and consider recommendations from a previous redesign process to 
implement improvements that better meet the needs of its stakeholders. In addition to the 
consultant and the District Communications team, staff members from each school were 
involved in the process, with an aim to provide focused and streamlined feedback. In addition, 
the District convened a small group of frequent website content/users to review and "approve" 
the intended website philosophy and guiding principles.  
 
As stated by members of the District Communications team, the website is always evolving. For 
example, after receiving feedback from users last year, the District added a top navigation 
menu to complement the hamburger-style menu to support a better user experience. 
Currently, the District solicits feedback from both staff and parents via an online portal. A 
majority of this feedback consists of questions about where to find specific information on the 
website, suggesting that users are still having navigation trouble.  
 
All content updates are handled in-house by the District’s communications team. Structural 
updates, such as changes to navigation or page architecture, are outsourced to a web 
developer—a process that is working well. But, keeping up with the large volume of content 
edits has been challenging for the District Communications team, which absorbed all content 
management responsibilities in 2018 when the communications team consolidated from three 
positions to two, given that this team also manages an outside vendor when functionality or 
structural issues arise. 
 
Social Media  
 
Currently, other than it’s YouTube channel, which has six subscribers, the District does not 
operate its own social media platforms. Instead, the District communications team maintains 
each school’s social channels, where they share school news and highlight student successes. 
This strategy has worked well thus far as it satisfies parents and other audiences who are only 
interested in following content from their own school.  
 
Broadly, the District’s social media strategy focuses its use of Facebook to target parents, 
Instagram for students and Twitter for educators (both within and outside the District).  
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2.2 DISTRICT LEADERSHIP AND BOARD INTERVIEWS 
  
To further JT’s understanding of the District’s communications goals and current processes, on 
Monday, December 9, 2019, the JT team conducted a discovery session with Superintendent 
Johns, Director of Public Relations and Communications Karen Geddeis and Communications 
Specialist Tarah O’Connell. The session focused on identifying goals for communications with 
parents and staff, as well as communications opportunities and challenges facing the District 
with a focus on these target audiences.  
 
Between December 11, 2019 and January 16, 2020, JT also conducted one-on-one phone 
interviews with Board members, including:  
 

● Bruce Doughty, Board president 
● Peter Glowacki, Board vice president 
● Karen Hanley 
● Sonia Kim 
● Skip Shein 
● Marcelo Sztainberg 
● Joel Taub 

 
A copy of the discussion guide used to facilitate these calls is attached as APPENDIX 4.1.  
 
Following are JT’s key findings from the District Leadership and Board interviews:  
 

● Communications Goals: There is a lot to be proud of in District 225. Board members 
share a goal of showcasing the high-quality education provided and the achievements 
of students, teachers and alumni. Interestingly, as indicated below, interest in this 
content ranks somewhat lower among District parents and staff.  
 
Board members are proud of and recognize the importance of amplifying and 
preserving the reputation the Glenbrooks have earned. It was also mentioned that the 
District and Board must be aware of and responsive to changing circumstances and 
exploring new opportunities because that’s how the District will maintain its excellence.  
 

● Roles and Responsibilities: Board members generally see their role relative to 
communications as limited to ensuring that the District is sharing relevant information 
and answering community questions about Board actions, both through official 
communications and public forums, as well as through their own personal interactions. 
However, there is a sense that Board members currently spend too much time 
reviewing/editing District communications and would prefer a streamlined review 

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       10 



 
 

process. 
 

● Issues and Crises: Board members are committed to being timely, proactive and 
transparent in the District’s communications around issues and crises. They also strive to 
be accurate and responsible by not disclosing or sharing confidential information. They 
acknowledge that this can be a delicate and strategic balance.  It was mentioned that, 
to be able to provide the context the Board is seeking, the District’s Communications 
team must have a seat at the table and not be an afterthought once decisions are 
made. It was also noted that decision-making regarding issues and crises may also, on 
occasion, benefit from discourse, deliberation and input from the District’s legal counsel 
and/or external communications consultant(s).  
 

● Strategy: There is a sense that the District could do a better job of strategizing and 
anticipating community concerns to “lay the groundwork” for communications around 
major issues. A recent example given was the change to the school calendar. The Board 
would have liked to see more coordinated communications between the buildings with 
more context around why the decision was made, not just implementation details.The 
Board seeks strategic guidance and discussion about communications strategy—for 
example, when it makes sense to share more around initiatives that are starting to be 
discussed versus waiting until an idea is fully developed and being presented to the 
Board — recognizing that this depends, at least in part, on the extent to which the 
Board is seeking community feedback on specific initiatives to inform their 
decision-making. This is another example of why it is critical for the District’s 
Communications team to be involved in such discussions early on.  
 
When it is more appropriate to launch communications at a point where an initiative is 
either final or close-to-final, there is a collective sense that District communications 
could include more to emphasize the discussion and thoughtful decision-making that 
occurs at the Administration- and Board-level. 
 
Board members referenced recent policy changes that were not communicated well 
and resulted in negative public backlash, misinformation in the media and lots of buzz 
on social media. There was a sense that more strategic messaging and positioning of 
the Board’s decisions could have prevented a lot of the negative reactions.  

 
There were some concerns that the District doesn’t have its pulse on the community or 
issues that are brewing, and it was suggested the District could be better at monitoring 
social media chatter. It is important to note, however, that privacy limitations do not 
allow the District or third-party monitoring services to  access closed Facebook groups. 
These closed Facebook groups are likely the source of chatter Board members are 
interested in. 
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● Content and Frequency: Board members agree that communications should remain 

brief and concise, or readers will lose attention. All Board members agreed that the 
distribution frequency is good.  
 
Overall, Board members feel that the District has an efficient system in place for parent 
communications around urgent issues, (e.g., whooping cough, safety measures, etc.) 
and that the principals do a good job providing updates on major events/initiatives ( 
e.g., Homecoming). It was mentioned that the schools can and should play an 
important role in amplifying and reinforcing District communications around crises and 
issues.  

 
While the majority of the District 225 community is highly educated, English is a second 
language for a substantial number of families in the District. Therefore, the District 2:25 
Update must be and is written to be accessible to all parents.There is a sense, however, 
that while the 2:25 communication is focused on sharing factual information about 
Board decisions, it has begun to feel templated versus strategic, with content 
“cut-and-pasted” from administrative memoranda vs. customized to meet the needs of 
the audience and its interests. It is our understanding that previous District leadership 
had directed the Communications Team to align District 2:25 Update content with 
language in the Board agenda, limiting the ability to provide additional context or 
“color” to content.  
 

● Website: There is a sense that the “new” website is not where it needs to be. Board 
members have heard complaints about the search functionality and concerns that SEO 
is not fully maximized, and they themselves have experienced frustration in accessing 
basic information that parents want and need.  
 
There is also a sense that individual departments and teachers are creating their own 
Google sites or other tools, resulting in a complex and competing information 
architecture that parents and students must navigate.  
 
There is a strong desire to have the “right,” not necessarily the MOST content, more 
user-friendly navigation, more multimedia and to ensure that information is kept up to 
date. Of course, it can be very challenging to satisfy the sometimes competing interests 
of the District’s multiple stakeholders. 
 

● District vs. School Communications: Board members have a sense that parents and 
students rely most on communications from their school principals, but that those 
communications are not consistent across the buildings in tone or content. For 
example, both the District and Glenbrook South seem to feature more student and 
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teacher celebrations, which is nice and appreciated.  It was suggested that some of this 
content might also be shared with the larger community and the media—in particular, it 
was mentioned that it would be great to see more coverage of cocurricular activities in 
local media, in addition to athletics.  
 
Here, too, it was suggested that the District might work to incorporate more video into 
its communications to add more vibrancy and impact. 
 
It was also noted that the schools might benefit from more direction and/or 
coordination of communications when it comes to District initiatives. For example, when 
the calendar change occurred, Glenbrook South created a guidebook/calendar, which 
was a helpful tool for parents and staff. 

 
There may also be opportunities for the schools to do a better job of amplifying and 
reinforcing District communications around key issues and initiatives. 

 

2.3 PARENT FOCUS GROUPS 
 
The District’s Director of Public Relations and Communication Karen Geddeis and 
Communications Specialist Tarah O’Connell conducted focus groups with parents at both 
Glenbrook North and Glenbrook South on Wednesday, January 22, 2020. The decision to have 
the District’s communications team facilitate the parent focus groups was based on available 
budget. JT provided strategic counsel on the development of the discussion guides used for 
the parent focus groups.  
 
A copy of the discussion guide used to facilitate these focus groups is attached as APPENDIX 
4.2. 
 
Following are the District 225 Communications team’s insights from the parent focus groups as 
shared with JT during a debrief call on February 3. 
 

● Communication Channels: Most parents were aware of 2:25 and Connections; however, 
they had a hard time distinguishing between the two. The parents that read 2:25 
frequently suggested they would like “less sugar-coating” and felt that they would like 
to know about board discussion topics further in advance, rather than hearing about 
final decisions. The parents that read Connections frequently suggested that it was too 
much information to take in at once and they would prefer weekly at-a-glance emails. 
Parents at both schools suggested combining the 2:25 and Connections  into one 
newsletter to limit the amount of emails they receive. All agreed that social media 
should be supplemental – never the primary source of important information. 
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● Frequency and Format: Both parents cited that “less is more” when it comes to 
content. They appreciate timely communication – nothing too far in advance – and 
suggested that a table of contents would help them pick and choose what they would 
like to read. Parents are looking for clear subject lines, headers and bullet points. They 
also stressed the need for clear checklists for events such as registration or graduation. 
Parents would prefer to see feature stories and student successes on social media, 
rather than being included in an email or newsletter.  

 
● Delivery of Timely/Urgent Content: Parents at both schools agreed that urgent crisis 

communication is critical, as they will hear the news from their students right away. 
Parents at Glenbrook North mentioned that they value the weekly emails they receive 
from the principal for the sake of consistency and transparency. It helps them “know 
what they need to know” for the week. Speaking on behalf of their students, parents 
stated that there seems to be inconsistency in the way teachers assign classwork. For 
example, some teachers post in Google Classroom and some teachers send emails or 
hand out assignment worksheets. There seems to be a large level of stress that comes 
with not knowing where to look for assignments at any given time. 

 
● Website: Parents use the website, mostly searching the Parent/Student portals and the 

calendar. Some parents mentioned that the Daily Announcement section helps them 
know what is happening in the schools on a daily basis. Parents of freshmen said it is 
difficult for them to know what to look for on the website or what to do to onboard their 
new students (incoming freshmen). Common suggestions among parents were to 
enhance the calendar so that it could be better filtered when they subscribe on a 
mobile device, as well as reviewing the curriculum guides to make sure course 
descriptions and prerequisites are clearly stated. Most parents feel the website’s search 
feature is hard to navigate. Some mentioned they would like an FAQ section or “live 
chat” feature for commonly asked questions.  
 

● Trusted Sources: Teachers and school principals are top trusted sources for District 225 
parents. They have a hard time distinguishing what content is coming from their school 
vs. the district. A large majority of parents stressed the need for more parent-teacher 
conferences and face-to-face communication. Parents want to feel that they can easily 
approach teachers or administrators about grade concerns, mental health, stress and 
safety. They are craving connection and enjoy that Dr. Johns is active on Twitter. 

 

2.4 STAFF FOCUS GROUPS 
 
The JT team conducted focus groups with certified teachers and non-certified support staff at 
both Glenbrook North and Glenbrook South on Monday, January 27, 2020.  
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A copy of the discussion guide used to facilitate these focus groups is attached as APPENDIX 
4.3 and results of the focus group are attached as APPENDIX 4.4. 
 
Following are JT’s key findings from the staff focus groups. 
 

● Communication Channels: Teachers feel overwhelmed with email, primarily from 
parents and students, not the District. Yet, the majority acknowledge email is the best 
tool to push information. That said, there is confusion among staff as to who sends 
which communications. Staff at both schools see the 2:25 Update primarily as a PR 
piece. Glenbrook South staff indicated that they often review the minutes from Board 
meetings if they want to understand what happened at a meeting, whereas staff at 
Glenbrook North seem to only skim 2:25 and do not dig deeper.  
 
Some staff mentioned also receiving department/school/District update emails from 
their instructional supervisors (IS) that contain a wide range of information. This seems 
to be a valued and very appreciated communication; however, it is not a consistent 
practice from department-to- department, but rather an “above- and- beyond” task 
that some IS develop and distribute on an ad-hoc basis.  
 

● Frequency and Format: Staff feel that the information included in 2:25 and Connections 
is often “old news” by time it is distributed, either because they have already heard it 
via word-of-mouth or read about it in the Lantern (this is particularly true among staff 
who are also parents and/or live in the District). Additionally, although Connections is 
mostly a collection of good news stories that staff enjoy, it is long and too much to read 
in one sitting when staff are already overwhelmed with emails. Staff members may not 
be aware that this publication was designed as a parent-focused communication and 
that it is routinely shared with them more as an “FYI,” so they are aware of the 
information being shared with that audience.  

 
Staff expressed interest in receiving more frequent updates in shorter 
formats—particularly about staff and student achievements. They acknowledge that 
since the Glenbrooks are a high-achieving District, there must be a threshold for what 
level of accomplishment would merit District-wide communication.  
 
Staff also reported a trend to discontinue District and/or staff meetings, which often 
provided an opportunity to share and discuss District news. They are not looking to 
attend more meetings, but welcome District updates at existing meetings.  
 

● Delivery of Timely/Urgent Content: Staff feel that the District does a good job of 
sharing updates on urgent issues, even when there is not much available information at 
the time. They appreciate text notifications on timely or urgent matters.  
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Staff noted that some District administrators send very lengthy emails that require 
extended time and focused attention to review. In these situations, staff would 
appreciate if calls to action and deadlines could be flagged in the subject line and body 
of the email.  
 
Overwhelmingly, staff would prefer that urgent news and/or major announcements that 
impact the entire District come directly from the Superintendent rather than the 
principal, Communications team or other administrators.  
 

● Superintendent Communications: Overwhelmingly, staff would like to hear more 
frequently from the Superintendent. They recognize that Dr. Johns is new, and they are 
eagerly waiting for him to articulate his vision and goals for the District after having 
spent time getting to know the schools.  
 
Staff also want to know Dr. Johns on a personal level—even simple things like what he’s 
reading or watching on Netflix, suggesting that this would help make him more 
relatable.  
 
They would also welcome having Dr. Johns in the buildings, visiting classes more often.  
 

● Website: Most staff use the website to find information to answer parent questions or 
look up calendar items. Staff use the Intranet more frequently than the public-facing 
website.  
 
Staff at both schools agree that the “new” District website is better than the last, has a 
lot of content and is visually appealing, but stress that the navigation and search 
functions do not work well. The biggest frustration seems to be with an inconsistency in 
the language used to describe things, which results in searches not producing correct 
results (e.g., searching “curriculum guide” vs. “course guide” produce two different 
search results, even though they are the same thing.) It was acknowledged that, in some 
cases, there is, indeed, inconsistency between schools in the naming conventions for 
the same tools. 
 

● Information-Sharing and Regular Updates: Staff see building leadership as the liaison to 
the District and primary spokesperson responsible for delivering District messages.  

 
They are seeking more frequent and substantive content directly from the District 
(specifically, the Superintendent) that will help them do their job better and/or enhance 
the culture within the schools.  
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Staff also expressed that major initiatives are often announced at the beginning of the 
school year, but then updates on progress are not provided. They also indicated that 
when staff are asked for their feedback (our focus group being an example), they often 
do not hear back about how/if their suggestions were considered/implemented.  
 
Similarly, they reported that cross-functional teams created to conceptualize new 
initiatives or policies do not function consistently when it comes to communications. 
Staff suggested that it would be beneficial to formalize a process to share progress 
updates in order to mitigate negative staff feedback to new initiatives or policies.  
 

● Two Schools, One District: The staff experience at each school appears to be very 
different. Staff feel like there is no alignment between the two schools. For example, 
staff at Glenbrook South often feel that Glenbrook North will pilot a new program or 
initiative that, if successful, will then become a “District” initiative, whereas it doesn’t 
seem to work that way in reverse. There is a desire for more District-led initiatives that 
are developed with representatives from both schools and with updates throughout the 
planning process.   

 

2.5 PARENT SURVEY 
 
The District conducted a parent survey that was distributed via email on Tuesday, February 11, 
2020. The District drafted the survey with input from JT on content; in some cases, we 
replicated questions asked in a survey used during a prior communications audit conducted by 
JT in 2014.   
 
The survey was available for completion through Monday, March 2, 2020. School principals 
sent reminder emails on February 17-18 and a mention of the survey was included in the 
District’s Connections publication on February 27.   
 
In sum, 391 parents—193 from Glenbrook North and 198 from Glenbrook South—completed 
the survey. The District had targeted a 20% response rate of 1,049 parents. It is possible that 
the below target response rate is due to survey fatigue in the District. Additionally, of those 
who did respond, the majority expressed overall satisfaction with the District’s communications. 
We believe that it is fair to assume those who did not complete the survey would have shared 
similar opinions of overall satisfaction; otherwise, they would have been more likely to 
complete the survey. In our experience, those who are dissatisfied are more likely to respond 
to opportunities to voice negative opinions.  
 
A copy of the parent survey and results is attached as APPENDIX 4.5.   
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Following are our key findings from parent surveys:  
 

● Quality and Frequency:  Parents express high levels of satisfaction with the District’s 
communications with 84% rating them “good” (49%) or “excellent” (35%). They express 
similar levels of satisfaction with the frequency of communications with 79% indicating 
the amount of information received is “about right” and 18% indicating it is “too little.”   

 
● E-Newsletters: Parents are regular readers of the District 2:25 Update with 92% 

indicating that they “read every word” (25%) or at least “skim it” (67%). More than 50% 
of parents ranked this publication as “excellent” or “above average” on a range of 
attributes, including timeliness (62%); writing style (61%); overall quality (59%); overall 
design, content/topics, publication length and frequency (each 57%); and usefulness 
(53%). This publication is the District’s most-read by parents.   

 
Interestingly, significantly fewer parents (74%) report reading their school’s Connections 
newsletter with a full 15% indicating they have “never heard of it.” However, these 
parents were more satisfied with this publication with more than 60% of parents ranking 
these publications as “excellent” or “above average” on a range of attributes, including 
overall design (65%); content/topics, writing style and overall quality (each 64%); 
usefulness (63%); publication length and timeliness (each 62%); and frequency (60%).   

 
A significant majority of parents (74%) support the idea of combining the District 2:25 
Update and their school’s Connections newsletter with 61% of those parents indicating 
that they prefer to receive a combined publication weekly.   
 

● Newsletters: Seventy-seven percent of parents are regular readers of The Glenbrooks, a 
magazine-style newsletter that is mailed to every household in the District twice a year 
with 17% indicating that they “read every word” and 55% indicating that they at least 
“skim it.” This is significantly lower than parent readership of the District 2:25 Update, 
but on par with parent readership of their school’s Connections newsletter.  
 

● More than 50% of parents ranked this publication as “excellent” or “above average” on 
a range of attributes, including overall design (64%); content/topics  (60%); overall 
quality (59%); writing style (58%); publication length (56%); frequency (54%); and 
usefulness and timeliness (each 50%). These ratings are comparable with those for 
Connections school newsletters and higher than those for the District 2:25 Update, 
suggesting that parents prefer a more visual format.   

 
● Sources And Preferences: Parents indicated that their school principal (44%) and 

superintendent (31%) are their most trusted sources of information about the District, 
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followed by teachers (17%), Board members (4%) and support staff (4%).  
 
Parents were asked to rate a small selection of media outlets on a scale of one to five, 
with one meaning they receive little or no information about the schools/district from 
that source and five meaning they receive very much information about the 
schools/District from that media source. The Glenview Lantern and Northbrook Tower 
are clearly parents’ preferred media source for District and school information with a 
ranking of 3.54, followed by the Chicago Tribune and Pioneer Press (2.19) and the 
Glenview Journal & Topics (2.07).  

 
Similarly, parents were asked to rate 14 official District or school sources of information 
on a scale of one to five, with one meaning they receive little or no information about 
the schools/district from that District source and five meaning they receive very much 
information about the schools/District from that source. Using the same scale, parents 
were asked to evaluate where they prefer to receive information; this list included four 
additional District/school sources.  
 
As illustrated by the chart below, parents’ top three current District/school sources are 
the District 2:25 Update, the schools’ Connections e-newsletters and the District 
website. However, parents’ top three preferred sources are the schools’ Connections 
e-newsletters, their students and the District website. We look for gaps between where 
parents are currently getting information and which District/school sources they prefer 
are areas for additional attention/enhancement.   

 
Official District/School Sources of Information  Receive 

Info 
Prefer 
Info 

Opportunity 
Gap 

School Connections E-Newsletter  3.45  4.12  -0.67 
My Student  3.38  4.07   -0.69 
District/School Website  3.43  3.99  -0.56 
District 2:25 Update  3.48  3.82  -0.34 
Text Message    3.64   
Face-to-Face Communications  2.62  3.44  -0.82 
Attendance at Meetings/Events  2.80  3.24  -0.44 
The Glenbrooks  2.93  3.06  -0.13 
Student Newspapers  2.86  3.14  -0.28 
Parent Groups  2.63  3.00  -0.37 
U.S. Postal Mail    2.81   
Automated Phone Calls    2.78   
Video/Virtual Meetings    2.65   
School Facebook  2.09  2.42  -0.33 
School Instagram  1.89  1.85  +0.04 
School Twitter  1.47  1.72  -0.25 
Student Radio Station  1.37  1.68  -0.37 

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       19 



 
 

Student Broadcasts  1.37  1.69  -0.32 

 
● Topics And Content: Parents were asked to indicate up to three topics they are most 

interested in hearing about from the District. They expressed the greatest interest in 
information related to academic programs, schoolwide activities and events, teaching 
and learning initiatives, and safety and security.  They were much less interested in 
information about student, staff and alumni achievements, arts events and in-depth 
feature stories.  

 
When asked about the three most common types of information they are seeking when 
visiting the District website, parents overwhelmingly cited calendars, followed by 
academic resources and the staff directory. They are least interested in the website as a 
source of information about Board of Education information, District overview, and 
transportation or food services.  

 
When asked about their preferred channel for a District-level social media presence, 
50% of selected Facebook. It is notable, however, that a full 29% indicated that they are 
not interested in a District-level social media presence.   
 
When asked about what sort of content they would prefer to see on a District social 
media channel, parents strongly expressed an interest in “breaking news” (60% top 
choice) and “events/calendar information” (24% top choice).   
 

● Feedback: More than 60% of parents agree the District is good at providing 
opportunities for (64%) and listening to (65%) feedback, with slightly fewer (57%) 
agreeing that the District is good at acting on feedback.  

 
2.6 STAFF SURVEY 
 
The District conducted a staff survey that was distributed via email on Tuesday, February 11, 
2020. The survey was available for completion through Monday, March 2, 2020. The survey was 
available for completion through Monday, March 2, 2020. School principals sent reminder 
emails on February 17-18 and a mention of the survey was included in the District’s 
Connections newsletter on February 27.  In addition, the superintendent sent a follow-up email 
encouraging staff members to complete the survey.  
 
In sum, 201 staff members—76 from Glenbrook North, 110 from Glenbrook South, 3 from 
Glenbrook Off-Campus and 12 from District Office—completed the survey. This exceeds the 
District’s targeted 20% response rate of 165 staff members. 
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Seventy-three percent of respondents indicated that they were teachers, 19.5% support staff 
and 7% administrators/supervisors. Fifty-four percent of staff members responding reported 
that they have been employed with the District more than 11 years, 29% four-to-ten years and 
17% less than three years.  
 
The District drafted the survey with input from JT on content; in some cases, the same or 
similar questions were asked in the parent and staff surveys.   
 
A copy of the staff survey and results is attached as APPENDIX 4.6.  
 
Following are JT’s key findings from parent surveys:  
 

● Quality and Frequency:  Staff members are somewhat less satisfied than parents with 
the District’s communications with 68% rating them “good” (51%) or “excellent” (17%). 
They express similar levels of satisfaction with the frequency of communications with 
63% indicating the amount of information received is “about right” and 33% indicating 
it is “too little.”   
 
Staff members were also asked to assess the effectiveness of the District’s 
communications and show markedly lower levels of satisfaction. As indicated in the 
chart below, while more staff members rank the District as “above average” or 
“excellent” on most of these attributes, there are significant numbers ranking the 
District as “average.” In particular, there are significant numbers of staff (30%) ranking 
the District “below average” or “poor” when it comes to “offering a multitude of ways 
to provide the District with feedback.” 

 
  Excellent/ 

Above 
Average 

Average  Below 
Average/ 

Poor 

No 
Opinion 

Providing proactive communications to 
staff on major initiatives 

39%  35%  25%  1% 

Sharing timely and relevant updates about 
breaking news or crises 

48%  33%  17.5%  1.5% 

Offering a multitude of ways to receive 
information about the District 

49%  37%  11%  3% 

Offering a multitude of ways to provide the 
District with feedback 

32%  32%  30%  5% 

 
● E-Newsletters: Like parents, staff members are also regular readers of the District 2:25 

Update with more than 87.5% indicating that they “read every word” (26%) or at least 
“skim it” (61.5%). Staff members are somewhat less positive than parents about this 
communication, with more than 50% ranking it “excellent” or “above average” on just 
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four of eight attributes tested—writing style and timeliness (56% each), overall quality 
(55%) and overall design (51%), and 47% rating it “excellent” or “above average” for 
publication length and frequency. More staff members rated this publication as 
“average” in terms of “content/topics” (46% vs. 45% “excellent” or “above average”) 
and usefulness (46% vs. 37% “excellent” or “above average” and 15% “below average” 
or “poor”). 
 
Similar to parents, significantly fewer staff members (74%) report reading or at least 
skimming their school’s Connections newsletter. Like parents, staff members were also 
more satisfied with this publication that with the District 2:25 Update (but generally less 
so than parents), rating it “excellent” or “above average” on six of eight 
attributes—overall design (60%); overall quality and writing style (56% each); publication 
length and timeliness (53% each); and content/topics (51%). Staff members were less 
satisfied with the frequency (45% “excellent” or “above average” vs. 57% “average”) 
and usefulness (46% “excellent” or “above average” vs. 41% “average” and 11% 
“below average” or “poor”).   

 
Similar to parents, a significant majority of staff members (75%) support the idea of 
combining the District 2:25 Update and their school’s Connections newsletter with 67% 
of those staff members indicating that they prefer to receive a combined publication 
weekly.   

 
● Sources and Preferences: Staff members were asked to identify their top three most 

trusted sources of information about the District at this time. The power of the 
grapevine is strong as 27.2% of staff members indicated their peers as a top trusted 
source, followed by their direct supervisor (25.3%) and the union (20.4%). The 
superintendent and District Communications were among the lowest rated sources 
(6.2% and 6.0%, respectively).  
 
Staff members were asked to rate 11 official sources of information on a scale of one to 
five, with one meaning they receive little or no information about the District from that 
source and five meaning they receive very much information about the District from that 
source. Using the same scale, staff members were asked to evaluate where they prefer 
to receive information; this list included four additional sources.  
 
As illustrated by the chart below, staff members’ top three current District/school 
sources are their supervisors, direct emails and face-to-face communications. This aligns 
precisely with their communications preferences as well. We look for gaps between  
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where staff members are currently getting information and which District/school sources 
they prefer are areas for additional attention/enhancement.   

 
Official District/School Sources of Information  Receive 

Info 
Prefer 
Info 

Opportunity 
Gap 

My Supervisor  3.85  4.45  -0.60 
Direct Emails  3.61  4.33   -0.72 
Face-to-Face Communications  3.53  3.95  -0.42 
Attendance at Meetings/Events  3.34  3.68  -0.34 
Staff Intranet  2.95  3.20  -0.25 
Text Message     3.04    
District/School Website  2.67  3.02  -0.35 
District 2:25 Update  2.97  2.94  +0.03 
Automated Phone Calls     2.62    
Connections E-Newsletter  2.61  2.42  +0.19 
Video/Virtual Meetings    2.28   
U.S. Postal Mail    1.82   
School Instagram  1.53  1.56  -0.03 
School Facebook  1.49  1.52  -0.03 
School Twitter  1.48  1.46  +0.02 

 
When asked about their preferred channel for a District-level social media presence, 
46% of staff members indicated that they are not interested in a District-level social 
media presence. Of those who did express interest, there was about equal interest in 
Instagram (20%) and Facebook (19%). By far, the content staff members most prefer to 
receive via social media is breaking news. 
 

● Topics and Content: Staff members were asked to indicate up to three topics they are 
most interested in hearing about from the District. They expressed the greatest interest 
in information related to operational changes (15.2%), recent or pending Board of 
Education actions (14.5% and 12.7%, respectively), safety and security (13.9%), and 
teaching and learning initiatives (13.4%)—the latter two topics were shared interests 
with parents. They were much less interested in information about student, staff and 
alumni achievements (4.5%), hiring announcements and community partnerships (4.2% 
each), and in-depth feature stories (4.0%)—parents indicated similar sentiments about 
the first and last topics.  

 
When asked about the three most common types of information they are seeking when 
visiting the District website, like parents, staff members overwhelmingly cited calendars 
(78.3%).  
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● Feedback: While more than half of staff members agree the District is good at providing 
opportunities for (63%), significantly fewer (and less so than parents) feel that the 
District is listening to (51%) and acting on feedback (40%).  

 
2.7 STUDENT FOCUS GROUPS AND SURVEY 
 
The District’s Director of Public Relations and Communication Karen Geddeis and 
Communications Specialist Tarah O’Connell conducted focus groups for students at both 
Glenbrook North and Glenbrook South on Wednesday, January 29, 2020. The decision to have 
the District’s Communications Team facilitate student focus groups was based on available 
budget. JT provided strategic counsel on the development of the discussion guides used for 
the student focus groups.  
 
The District conducted a student survey that was distributed via email on Tuesday, February 
11, 2020. The survey was available for completion through Monday, March 2, 2020. In sum, 
156 students— 64 from Glenbrook North and 90 from Glenbrook South—completed the 
survey. This aligns with the District’s target of a 20% response rate (156 surveys).   
 
The survey was drafted by the District’s Communications Team with input from JT on content; 
in some cases, the same or similar questions were asked in the parent and staff surveys.   
 
The District’s Director of Public Relations and Communications will prepare a separate 
summary and analysis of the student focus group and survey responses.  
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3. RECOMMENDATIONS 
 
JT offers the following recommendations based on careful consideration of the insights and 
feedback gained through each component of our research process. Please note that, due to 
the low parent survey response rate, none of the recommendations in this report were based 
solely on those survey findings. 
 

3.1 INFRASTRUCTURE  
 
Communications can be the thread that connects all departments, if it has a complete 
understanding of what is being considered. Below we provide recommendations on ways to 
better embed communications into the fabric of the District so that Karen can be in a good 
position to provide strategic counsel.  
 

● Recommendation: To effectively communicate a decision, one must understand why 
that decision was made. Without this, an individual’s ability to be thoughtful and 
strategic is limited.  
 
To be a strategic thought partner and help determine the best way to message, 
package and rollout important District initiatives, policies, curriculum changes, etc., we 
recommend that the District’s director of public relations and communication be invited 
to join the superintendent’s cabinet.  
 
It is critical that the District’s communications leader is at the table from the beginning 
in order to share perspective on how issues are likely to be received by parents, 
students, community members and staff and to offer recommendations on how best to 
share news. 

 
● Recommendation: We suggest establishing school liaisons who are responsible for 

identifying potential feature stories from each school to be used on social media and 
also assisting with website content posting. This could be an administrative assistant 
with the pulse of what’s happening in the buildings, a staff member who oversees the 
school newspaper, or someone with an interest in reporting and the technical 
proficiency and willingness to be trained in the Kentico content management system. 
This could be structured as a stipend opportunity in addition to current job 
responsibilities.  
 
The District’s director of public relations and communication could conduct a training at 
the beginning of the year to provide guidance on the types of stories they’re seeking, 
provide training on the District’s content management system for website updates and 
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social media management tools , insights into initiatives, pilots being discussed, etc. 
and then meet with these liaisons monthly to review opportunities.  

 
● Recommendation: It is a key fact of communications that stakeholders may need to 

receive the same message multiple times before it is understood. We also recognize 
that some parents and staff may be more focused on information about their specific 
school and more attuned to content coming from their building principal. Therefore, we 
suggest that critical District content be specifically and overtly flagged for these 
important and trusted sources to reinforce by sharing it in their own building-level 
communications.   
 

3.2 STRATEGY AND CONTENT  
 
In an effort to move away from episodic and responsive to more strategic and holistic 
communications, we identified a need for more structure in the District’s communications 
targeting parents and staff.  
 
The below recommendations are also designed to ensure that the District’s Communications 
team is well-positioned to be a thought-partner to the Cabinet as it considers new initiatives, 
policies and programs.  
 

● Recommendation: Currently, the District’s goals are tactical. We recommend 
establishing three high-level, overarching goals that drive District decision-making, 
including communications. Once established, the District Communications team should 
develop a monthly editorial calendar of proactive messages that aligns and focuses 
content accordingly.  

 
For example, if one District goal were to “provide a high-quality education that uses 
innovative teaching and learning tools,” every District communication could feature a 
classroom innovation or similar content aligning with this goal.  

 
● Recommendation: We propose that the District create opportunities to showcase Dr. 

Johns’ vision by developing a leadership narrative rooted in the high-level, overarching 
goals referenced above. It should be broad enough that it can be used for multiple 

years, reflect his character and leadership style and articulate how he plans to guide the 

District in meeting its goals.  

 
Once developed, this narrative could be introduced with a District-wide (parents, 
students and staff) email with a video message from Dr. Johns. In this communication, 
we suggest also launching a monthly (only during the school year) blog by Dr. Johns 
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that is both posted on the website and emailed directly to the above audiences. (We 

suggest developing a superintendent@glenbrook225.org email that allows bounceback 

messages from Dr. John’s e-blasts and is monitored by the District’s Communications 

Team.)  

 

The idea is to establish an authentic channel of communication that is not viewed as 

“spin,” but rather a place for meaningful, substantive content from the voice staff and 

parents most want to hear from. Blog content can range from thought-leadership 

articles on timely topics related to education, social-emotional learning, safety and 

security, etc. to interviews he conducts with school and community leaders. Dr. Johns 

can even invite guest bloggers from time-to-time. We also recommend that the blog 

include some fun sidebar content to humanize Dr. Johns (e.g., book recommendations, 

favorite Netflix series to watch, interesting hobbies, family photo, etc.).  

 

In particular, we believe that this more visible, vocal presence by Dr. Johns will be 

greatly appreciated by the District’s staff, who currently rank the superintendent lowest 

among their sources of District information.   

 

● Recommendation: Leverage the upcoming Glenbrook North leadership change by 
hosting a District series of back-to-school conversations with the two school principals 
and Dr. Johns. This is an opportunity to reset and establish a collaborative model 

between the two schools, positioning the three leaders as a team.  

 

For example, first, the three leaders could participate in a District-wide conversation on 

an evening during the first week of school, inviting parents and staff to hear more about 

what to expect during the 2020-2021 school year. This conversation could be recorded 

live and shared on the District’s website and schools’ social media channels for parents 

and staff who could not attend in-person. Audience members could access the 

recorded video post-event on these channels, as well.  

 

This initial conversation could be followed-up with an update video one month after the 

start of the semester and another at the end of the school year that is sent via Dr. 

John’s blog and shows the three together again, reflecting on what went well and areas 

they will continue to improve.  

 

To further demonstrate collaboration and encourage best-practice sharing, we 
recommend that, at each District in-service, each principal from each school and 
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members of their teams could be asked to present on an initiative or program their 
school is piloting.  
 

● Recommendation: While outside the lens of communications, we heard from parents 

that they would like an opportunity to meet their children’s teachers early in the school 

year. While somewhat outside the lens of communications, an open house model, 

during which parents walked through an abbreviated version of their student’s 

schedule, can provide a significant communication opportunity. The District can 

leverage such an event to express their goals and vision for the school year, while Board 

members can greet parents both formally during the program, as well as informally 

before and after.  

 

If not contractually or otherwise precluded, we recommend that the District consider 
reinstating open house events at least once annually, even if only for freshmen parents. 
This recommendation is supported by the indication of a gap between parents’ current 

vs. preferred use of face-to-face communications and attendance at meetings/events as 

sources of District information.  

 

● Recommendation: Parents of freshman students are hungry for information about what 

to expect during high school. We recommend creating a “Communications 101” 
information sheet for freshmen parents that outlines the District’s various 
communication channels. This information sheet could explain how to sign-up to 
receive these communications, share how parents will hear from the District should a 
crisis occur, and direct them on where to find their children’s school (and the District, if 
applicable) on social media.  
 
This information should be included in the parent handbook, sent to incoming parents 

via email in August, and distributed at open house events hosted by feeder school 

districts 

 

3.3 INTERNAL COMMUNICATIONS  
 
This is one of the most significant areas of opportunity identified in our process.  
Focused efforts to enhance internal communications offer great potential to positively impact 
the District’s culture. These efforts will also help support parent/public communications, as staff 
members often serve as information conduits to these stakeholders.  
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As indicated in the finding above, staff members show markedly lower levels of satisfaction 
with both the effectiveness and the amount of communication they receive from the District. In 
particular, staff members indicate a desire for additional ways to provide the District with 
feedback and for communications detailing that the District has considered and/or acted on 
this input.   
 

● Recommendation: Schools feel siloed and often work—and communicate with staff 
members on critical issues—independent of the District. It appears that internal 
communications may fall into a kind of “no man’s land” with no one District leader or 
department assigned responsibility for coordinating this important function.  
 
We suggest that the District discuss and designate one administrator to oversee this 
critical function. Options that we might consider include the District’s director of public 
relations and communications, its assistant superintendent of human resources or its 
assistant superintendent for educational services.  
 
We see this as more of a coordinating role that provides direction for which 
communications should be flagged for key managers and supervisors to share with their 
teams. This is particularly important as staff members indicate a strong preference for 
receiving District information directly from their supervisor.   

 
● Recommendation: While a deep-dive consideration of the various feedback channels 

the District offers to its faculty and staff was not within the scope of this engagement, 
we strongly recommend that this effort be undertaken by the District’s Communications 
and/or Human Resources leaders. It may be the case that these channels do, in fact, 
exist and that staff members are just not aware of or utilizing them.  
 

● Recommendation: It appears that the District’s cross-functional teams work well in 
achieving policy or curriculum goals, but sharing progress updates outside 
cross-functional teams does not often happen.  Within every cross-functional team for 
major school/district initiatives, one person should function as a communications liaison, 
who is responsible for drafting periodic updates during the planning process.  

 
These updates can be shared with the District Communications Team for distribution in 
the most appropriate way, such as an email to all staff, a reference in Dr. Johns’ blog 
and/or an announcement at an all-staff meeting.  

 
● Recommendation: Staff feel overwhelmed with email, yet recognize it’s the best way to 

push information. Therefore, it is important to help guide the reader to and through 
these communications.  
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We suggest that the District develop a formal email protocol to flag the type of content 
being sent and any deadlines for action in emails from the District to staff. This should 
include adding deadlines to respond to take action to the subject line of emails and 
sending calendar invites with the meeting information so that staff can easily accept or 
reject.  

 

3.4 DISTRICT VISUAL IDENTITY 
 
District 225 is a leader in education and its visual identity should reflect that. We understand 
the District underwent a rebranding process in 2015 as a result of recommendations made in a 
previous communications audit conducted by JT. The brand’s foundational elements (i.e., logo, 
colors and typography) remain strong, although the application of the brand on the District’s 
website and in its communications collateral would benefit from greater consistency. 
 

● Recommendation: We recommend that the District establish stricter guidelines for the 
application and implementation of core brand elements, including its logo, colors, 
typography and other design elements to reflect a more modern, sophisticated and 
cohesive look and feel across all communications.  
 

● Recommendation: We understand the District has a brand style guide. We recommend 
updating this document to include specific examples for application of the brand on 
web pages, email communications and print collateral. Example layouts should feature 
applications of imagery, color and typography in headlines and body copy, as well as 
ample white space separating paragraphs of text, graphics and other portions of the 
layout. 
 
We suggest distributing this updated style guide amongst District administrators in 
order to increase awareness of and encourage adherence to these brand standards. 
 

3.5 COMMUNICATION CHANNELS  
  
Overall, there seems to be confusion about the purpose and source of each of the three main 
communication materials the District produces. While it may not be critically important that 
parents and staff know who is producing what, it is important that each communication piece 
include information that audiences find valuable.  
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Below we outline a few recommendations on how to reimagine the content and focus of these 
materials. 
 
The Glenbrooks  
 
This semiannual publication is an effective feel-good touchpoint with the District’s non-parent 
taxpayers.   
 

● Recommendation: We recommend continuing to target this publication to the 
nonparent taxpayer audience, since most of the information included will have already 
reached parents and staff through other channels in a timelier manner. Content should 
continue to focus on the District’s excellent teaching and learning initiatives, while 
incorporating both student, educator and alumni testimonials and profiles.   

 
2:25  (Board Update) and Connections 
 
These two communications reach the same audiences and sometimes feature duplicative 
content, which can confuse audiences who already feel that they are getting too much 
information and content that feels like “old” news by time it comes out.  
 

● Recommendation: We recommend combining the two into one new weekly 
communication that provides a one-stop shop for information. We suggest renaming 
and relaunching the new communication channel with an aggressive push at the 
beginning of the 2020-2021 school year.  
 
This recommendation is a best-of-both-worlds approach that is supported by insights 
from the parent and staff surveys and focus groups, which suggest topics related to 
teaching and learning initiatives and safety and security as of the greatest interest to 
parents and staff, with staff also expressing interest in information related to operational 
changes, recent or pending Board of Education actions.  
 

● Recommendation: We recognize that parents do not want to necessarily get 
information about what is happening at the other school. We recommend developing a 
new, modern template with common components for District content and 
school-specific sections that can be customized.  
 
Research shows that 40 percent of people respond better to information presented in 
visual form. We recommend using images and visuals as much as possible to 
supplement text content.  
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Finally, in the interest of ensuring a timely but thorough review, we recommend that the 
District work to streamline its review process by identifying a very small core team that 
must review and approve content in this publication based on subject-matter expertise. 
For example, we would suggest identifying one Board member to review content 
related to actions taken or discussed at meetings.  
 

● Recommendation: We want to make this new communication as easy to read and 
navigate as possible. We recommend creating a “top headlines” sidebar that allows 
readers to click right to items of interest.  
 
To highlight important content and calls to action, we suggest using standard icons and 
color. For example, create a “Learn More” instead of a hyperlink so readers can easily 
identify what you want them to do when they receive this email. Alternate calls to action 
could include “Mark Your Calendar,” “Share Feedback,” etc. 

 
● Recommendation: We understand that the District currently uses MarketVolt for email 

marketing. After our analysis of the District’s email communications, specifically layout 
and styling, we suggest exploring more modern templates within the MarketVolt 
system—specifically, layouts emphasizing visuals and responsive design.  
 

● Recommendation: During weeks in which there is a Board meeting, content should be 
more focused on District news and Board updates, with more of a focus on school news 
during the other weeks. Board updates should include additional context around the 
decision-making process and infographics to aid in understanding.  
 

● Recommendation: It is important for the District to share news first vs. letting it break 
through inaccurate word-of-mouth or in the media should reporters attend and cover 
Board meetings. This communication should go out on the same day and at the same 
time every week—ideally, no later than end-of-day on Tuesdays since Board meetings 
occur on the second and fourth Monday nights. This may require a more streamlined 
review and approval process.  

 
Social Media 
 
We hesitate to make strong recommendations regarding the use of social media at the 
District-level due to the low parent survey response rate. We suggest that this is a topic for 
further research, discussion and consideration.   
 

● Recommendation: If the District does decide to move forward with establishing a social 
media presence, we recommend prioritizing Facebook. A Facebook page that would 
exist separate and apart from the schools’ pages would allow the District to control 
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information shared about Board meetings and other District happenings. It could also 
be used to amplify school-specific posts published on their social channels—perhaps 
adding a District-level perspective, as well as provide another forum to engage with 
parents and alumni directly. 

 
o Recommendation: In order to build and grow a following, we recommend 

utilizing both organic and paid digital marketing tactics. Paid social media tactics 
allow you to target and reach larger online audiences outside a page’s organic 
followers, optimizing for specific objectives such as website traffic, post 
engagements, video views, leads, etc. A modest budget can go a long way with 
a specific objective and targeted audience.  
 
For example, we might suggest implementing a paid campaign that targets 
followers of the high schools’ Facebook pages and encourages them  to follow 
the new District Facebook page. To supplement this paid strategy, the District 
could create a contest to encourage users to like and follow the new District 
Facebook page. This could be structured as a competition to see which school 
used a specific hashtag and tagged the District in the most posts during a 
two-week period. The school with the most new followers to the District 
Facebook page could win bragging rights and a fun trophy.  
 

o Recommendation: We suggest adjusting the school-level Facebook pages’ 
“Terms of Use” for use on the District’s Facebook channel. These Terms of Use 
detail expectations for how users should interact with the page and will provide 
some cover when “hot” issues solicit negative comments. Individuals would be 
advised that those who do not meet these expectations may have their 
posts/comments removed and/or be blocked from the channel. The Terms of 
Use should be prominently featured and shared publicly at the time the page 
launches.  

 
● Recommendation: Planning content one-to-two weeks in advance will free-up time and 

allow the District to focus on engaging with your audience in real-time. We recommend 
establishing a content calendar with specific categories or groups (i.e., school news; 
Board news; major events like homecoming, graduation and finals; student spotlights; 
videos, etc.) in order to strategically schedule different types of posts. A content 
calendar will also help you source content and identify which types of content are 
missing. There are plenty of content calendar templates available online, which can be 
used as a starting point. 

 
● Recommendation: Automation is key to achieve a smooth and efficient social media 

workflow. Once the District has a content calendar in place, we recommend investing in 
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a social media management and scheduling tool. There are many tools on the market 
(e.g., Hootsuite, TweetDeck, Sprout Social, Social Report) that allow you to schedule 
posts in advance, automate responses, interact with followers, create custom 
dashboards and reports with key analytics, and much more. The content groups 
mentioned above could become the basis for evergreen content scheduled with this 
tool. We recommend exploring trials of a few solutions to see which interface and 
functionality you prefer before investing in one. 

 
o Recommendation: The District should continue to identify key success metrics, 

analyze progress on an ongoing basis and adjust strategy as needed in order to 
meet its goals. The District has identified engagement as the main key 
performance indicator (KPI) for school-level social media channels and we 
recommend mirroring this strategy if you decide to adopt District-level channels.  
 

● Recommendation: While the District should prioritize Facebook first, should the District 
wish to further expand its social media presence, we recommend Twitter. However, 
rather than creating a competing District-level presence on Twitter, since educators are 
the main audience on this channel, we recommend consolidating the school-specific 
channels into one District-level channel. While a District Communications team member 
would serve as page administrator, educators (teachers, aides and department chairs) 
from both schools and District administrators could use the District Twitter to explore 
and share trends in education and engage with their peers. 
 

● Recommendation: If the District decides to hold off on implementing a District-level 
social media channel, we recommend leveraging the existing school-level channels to 
share even more District information, prioritizing Facebook to reach parents. We note 
that, in their survey responses, parents expressed a strong interest in “breaking news” 
(60% top choice) and “events/calendar information” (24% top choice) as the type of 
content they would prefer to see on District-level channels.  

 
● Recommendation: It is certainly acceptable for a representative of the District’s 

Communication team to request to join one or more of the closed Facebook groups 
where District news and information are frequently discussed—provided you do so in a 
transparent manner. This could be done for monitoring purposes to inform the need for 
additional communication or clarification, which should be done through the District’s 
own communication channels and perhaps through a comment directing users to that 
resource.  
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Website 
 
The “life” of a website is typically two-to-three years before it requires a complete redesign. 
Yet, this can be a timely, costly process. Based on the feedback we received from our research 
and our expert analysis, we do not recommend a complete website redesign at this point, but 
rather some changes to enhance the navigation and functionality concerns raised in our parent 
and staff focus groups and surveys. This is consistent with the “ongoing work in progress” 
approach that has been widely accepted by District administration. 
 

● Recommendation: Feedback from Board member interviews and the parent survey 
describe the District’s website navigation as less than intuitive. Both groups expressed 
frustration in accessing basic information that parents need. Often, users will give up on 
using a website if they can’t find their way around it. Web navigation tells us what’s on a 
website, how to use the website and gives us confidence in the organization it 
represents.  
 
We agree that adding the primary navigation at the top was the right move. To adhere 
to web navigation conventions, we recommend adding secondary navigation — so that 
when a user hovers over a section in the primary navigation, a dropdown menu of 
secondary pages is revealed. We also recommend adding a navigation menu in the 
footer with a more complete site map so that users can easily see the structure of the 
website and hierarchy of pages. This will help ground the user, indicating what page 
they are on and where that page exists within the larger site architecture. 

 
● Recommendation: User testing allows you to analyze and measure the user experience 

and can ultimately improve satisfaction of people coming to your website. It will also 
mitigate the risk for future user errors and misuse.  

 
We recommend expanding on your current feedback process by conducting some 
structured user testing with the District’s key audiences, including parents, teachers, 
staff and students. In particular, we suggest testing how users navigate the website, 
both on desktop and mobile. Do they go to the search function first? Or to the 
navigation? We recommend gauging how the primary navigation section names 
resonate with them. Is there a page or section missing from the primary navigation?  

 
● Recommendation: Making simple tweaks, such as increasing the white space around 

text blocks on a page and decreasing the scale of typography, will make the website 
look more sophisticated. With the help of your web developer, we recommend 
revisiting your site styles including padding, margin and type size on all pages.  
 
We suggest paying particular attention to the site styles applied to each screen size to 
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ensure responsive and consistent design when the website is viewed on a desktop, 
laptop, tablet or mobile device. 

 
● Recommendation: Board members have heard concerns that search engine 

optimization (SEO) is not fully maximized. We understand the District currently applies 
keywords to website posts manually, which takes up a lot of time in the content 
management process. We recommend exploring potential tools to automate this 
process, such as a Kentico plug-in for SEO or keyword tagging, as well as researching 
what words are used by the District’s audiences when they visit your site and then using 
applying these keywords on the relevant pages.  
 
This process could be part of the user testing referenced above. In particular, it is 
important to use these keywords in the first few words of your page title because that is 
the most important bit of the page from a search engine’s perspective. We also 
recommend building a sitemap page, so search engines discover every page in your 
website. 

 
● Recommendation: In addition to the search improvements referenced above, we 

strongly recommend that the District consider ways to improve the usability and 
functionality of its online calendars. Both parents and staff indicated that this is a 
primary reason they visit the website.  
 
Features we suggest include options that would allow users to filter and/or receive 
alerts on specific types of events and also to export calendar items to their personal 
online calendars. We understand that the District has been working to implement this 
functionality, which can be somewhat challenging and complicated. 
 

● Recommendation: The District Communications team has a good handle on what 
content updates are coming and who is responsible for making them. To increase 
efficiency in the content gathering process, we recommend giving more responsibility 
to department heads to help source stories and content updates.  
 
Since they are already responsible for telling the District Communications Team when 
their pages need updates, they could also be tasked with providing one student story 
per month to include in the news section of the website. 
 

● Recommendation: We heard from Board members and other stakeholders that there is 
an opportunity for more interactive multimedia content, including video, on the website 
and in digital communications. We understand the capacity to create large-scale video 
productions is limited, but recommend that short, low-production videos become a 
more consistent part of District communications.  
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For example, students could start a “Day in the Life at D225” series that is shared on 
social and on the website. To incentivize participation, students who participate could 
win a free lunch or District apparel. 

 
Text Messaging 
 
The District currently utilizes (with positive response) text alerts primarily for urgent/emergency 
alerts. Insights from the surveys conducted as part of this engagement indicate definite parent 
and staff interest in receiving District information through text messaging, with parents ranking 
it in their top five preferred sources.  
 

● Recommendation: Due to the low parent survey response rate, we hesitate to make a 
strong recommendation regarding the expanded use of this technology, instead 
suggesting that this is a topic for further research and consideration.   

 

3.6 MEDIA RELATIONS  
 
As indicated above, parents expressed a strong preference for local vs. regional/metro 
Chicago media outlets as a source of information about the District, specifically The Glenview 
Lantern and Northbrook Tower. This could be because these are the media outlets that most 
frequently cover District news presently.  Below we provide some recommendations to further 
strengthen relationships with and generate positive coverage of the District in these media 
outlets.  
 
It’s important to note that, at the beginning of April 2020, The Glenview Lantern and 
Northbrook Tower temporarily suspended operations due to the COVID-19 pandemic and 
decreased advertising sales. According to their statement, they anticipate being able to 
resume operations once the pandemic is over, and therefore, we provide the following 
recommendations.  
 

● Recommendation: Particularly among the Board, there is a desire to showcase the full 
picture of all that is available within the District. We recognize that space and reporter 
capacity is limited, and that District sports coverage typically receives a significant 
amount of coverage. However, we recommend doubling-down on submitted feature 
stories about academic programs and extracurricular highlights.  
 

● Recommendation: As the District works to build a thought leadership profile for Dr. 
Johns, we recommend exploring opportunities for him to submit content for publication 
on current topics of interest.  
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This could include op-eds, letters-to-the-editor or regularly scheduled column (perhaps 
adapted from the blog recommended above).  
 

● Recommendation: When such opportunities arise, we suggest inviting key reporters to 
visit campus to serve as the master of ceremonies at a public event and/or to facilitate a 
public forum on a key topic of interest.  
 
Another idea would be to ask a reporter to serve as the moderator of the 
above-referenced back-to-school conversations between the superintendent and the 
school principals.  
 

● Recommendation: It would be beneficial to create opportunities for the editors and key 
reporters at local media outlets to have a positive relationship with the superintendent, 
Board president and/or other District/school leaders. We propose that the District 
explore the opportunity to schedule an annual editorial board meeting with the 
Glenview Lantern and Northbrook Tower.  
 
Rather than generating immediate coverage, this session would be designed to 
cultivate a  deeper understanding of the District’s high-level, overarching goals, as well 
as key upcoming initiatives.  
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4. APPENDICES 
 
4.1 BOARD INTERVIEWS DISCUSSION GUIDE  
 

1. Before we get started tell me a little about yourself. Why did you want to join the 
Board? Do you currently have children in the District?  
 

2. When it comes to communications, how would you define a Board member’s role?  
a. What do you need to fulfill that role effectively?  
b. Are you getting that now?   

 
3. What is your top priority as a Board member? 

 
4. How do you learn about what is happening within the District, e.g. everything from 

events, to buzz in the community, to crisis/issues that emerge, etc.? Does this work for 
you or would you prefer to get information another way?  
 

5. What do you think the District does really well when it comes to communications?  
 

6. What do you think are some of the District’s communications challenges?  
 

7. What are three things people don’t know about the Glenbrooks that they should?  
 

8. Would you be interested in serving as an ambassador for the Board and the District at 
school/community events? For example, making a brief statement of welcome at a 
school concert or performance, being publicly introduced, teaching a class to talk about 
your professional journey; etc.  
 

9. Anything additional you want to share?  
 
   

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       39 



 
 

4.2 PARENT FOCUS GROUP DISCUSSION GUIDE  
 
Introduction/Expectations 
 
Doodle Sheet 
 
Discussion 
 

1. By show of hands, how many of you read 2.25? How informative do you find it? (On a 
scale from 1 to 10 – hold up the relevant number of fingers)  

a. For those who don’t read it, why not? 
   

2. By show of hands, how many of you read Connections? How informative do you find it? 
(On a scale from 1 to 10 – hold up the relevant number of fingers)  

a. For those who don’t read it, why not?   
b.  

3. When you go to the District website, what type of information are you looking for?  
a. How easy is it to find the information you are looking for? (On a scale from 1 to 

10 – hold up the relevant number of fingers) 
 

4. What do you think the District does really well when it comes to parent 
communications?  
 

5. What do you think are some of the District’s communications challenges when it comes 
to communicating with parents?  
 

6. What do you think is the single most serious issue facing the Glenbrooks? How about 
when it comes to communications?  
 

7. What do you need to know to be a “good” parent? 
 

8. Is there a way that you would prefer to be informed that isn’t currently offered or is 
underutilized? 

 
Doodle Sheet - revisited 
 
Outros, Thank you! 
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Parent Communications Worksheet 
 
Before we start our discussion today, please take two minutes to complete the worksheet. We 
understand that most of the communications you currently receive comes from your school. 
Our goal today is to better understand the extent to which this is effective and/or that you want 
additional information from the District.  
 
How do you learn about what is happening within the District? (Circle all that apply and mark 
an * for your preferred channel for each.)  
 

● Events 
o 2.25 Update 
o District website 
o School website 
o Online calendar  
o Social media 
o Parent meetings 
o Word-of-mouth 
o Connections Newsletter 
o Email message 
o Voice message 
o Local media  
o Other (please specify) 

 
● Student successes 

o 2.25 Update 
o District website 
o School website 
o Social media 
o Parent meetings 
o Word-of-mouth 
o Connections Newsletter 
o Email message 
o Local media  
o Other (please specify) 

 
● Major District projects or initiatives  

o 2.25 Update 
o District website 
o School website 
o Social media 
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o Parent meetings 
o Word-of-mouth 
o Connections Newsletter 
o Email message 
o Local media  
o Other (please specify) 

 
● Crisis/issues that emerge 

o District website 
o School website 
o Social media 
o Word-of-mouth 
o Email message 
o Text message 
o Voice message 
o Local media  
o Other (please specify) 

 
● Board actions/policies 

o 2.25 Update 
o District website 
o School website 
o Parent meetings 
o Word-of-mouth 
o Email message 
o Voice message 
o Local media  
o Other (please specify) 

 
Who is your most trusted source of District information? (please circle one) 

● District official sources (Superintendent, Principal, Board) 
● Teachers and staff 
● Other parents 
● Student(s) 
● Local Media 
● Other (please specify) 

 
 
 
 

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       42 



 
 

How would you rate the job District 225 is doing communicating with its parents?  
(please circle one) 

● Excellent 
● Good 
● Fair 
● Poor 

 
Do you feel that as a parent you are provided (please circle one): 

● Too much information from District official sources 
● The correct amount of information from District official sources 
● Too little information from District official sources  

 
What kind of information are you most interested in receiving from the District? (Please circle 
all that apply) 

● Upcoming events  
● Student success stories 
● Alumni updates 
● District financial information 
● Information about major District projects or initiatives  
● Board goals/actions/policies 
● Leadership vision 
● Other (please specify) 

 
Do you follow your school’s social media channels? (Please circle your response) 

● Twitter (yes/no) 
● Facebook (yes/no) 
● Instagram (yes/no) 

 
What do you like or dislike about the content on your school’s social media channels?  
 
Do you follow social media channels for Glenbrook North? (yes/no)  
 
Are their non-official District/school social media channels you follow to get news about the 
schools? If yes, which ones?  
 
Do you subscribe to the student newspaper?  

● Yes 
● No 

 
 
 

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       43 



 
 

Do you subscribe or utilize the school online calendar? 
● Subscribe 
● View it online only 
● I didn’t know we had a calendar 
● I know we have a calendar, but I don’t use it 

 
Please fill out the “report card” by grading the following using, A, B, C, D or F  
 
● Providing proactive communications to parents on major initiatives______ 
● Sharing timely and relevant updates about breaking news or crises______ 
● Offering a multitude of ways to receive information about the District_____ 
● Offering a multitude of ways to provide the District with feedback_______ 
 
If you have an idea, suggestion or concern about the District who do you take it to?  
 
I am a parent of a__________(circle all that apply): 

● Freshman 
● Sophomore 
● Junior 
● Senior 
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4.3 STAFF FOCUS GROUP DISCUSSION GUIDE  
 

1. By show of hands, how many of you read 2.25? How informative do you find it? (On a 
scale from 1 to 10 – hold up the relevant number of fingers)  

a. For those who don’t read it, why not?   
 

2. When you go to the District website, what type of information are you looking for?  
a. How easy is it to find the information you are looking for? (On a scale from 1 to 

10 – hold up the relevant number of fingers)  
 

3. What do you think the District does really well when it comes to staff communications?  
 

4. What do you think are some of the District’s communications challenges when it comes 
to staff?  
 

5. If you have a student success story or personal or colleague accomplishment that you 
want to showcase in District communications, how do you currently share that story? Is 
this an effective process? If not, how could it work better? 
 

6. We know that often times cross functional teams are created to discuss and 
conceptualize new District initiatives – this might be curriculum- or technology-related, 
for example. Have any of you served on one of those teams? 
If yes:  

a. How is information about what’s happening on those teams shared across the 
schools? 

b. Should there be a “communications” representative on those teams – someone 
responsible for serving as a liaison to the District’s communications team and 
providing updates at appropriate times during the planning? If yes, what might 
that look like? How could it work? If no, why not and how should that 
information get communicated?  

c. If no: To what extent would you want to be part of these groups?  
 

7. When these groups are formed, do you feel like you have a good understanding of 
what they’re working on?  
 

8. How could these groups keep staff better updated on discussions? 
 

9. What do you think is the single most serious issue facing the Glenbrooks when it comes 
to communications?  
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10. Are there any other thoughts or suggestions you’d like to make regarding the District’s 
communications with staff?  
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4.4 STAFF FOCUS GROUP WORKSHEET RESULTS 
 

Twenty-six Glenbrook South and North staff members were asked to complete a 

worksheet at the beginning of each focus group. Results follow.  

 

How do you learn about what is happening within the District? Circle all 

that apply and place an asterisk next to preferred channels.  

Events  
Communication Styles # of people Preferred channel of communication over others 

225 8 11 people prefer email over. 
 
1 person prefers the school website. 
 
1 person prefers union channels. 

District Website 10 
Email Message 25 

Local Media 4 
School Website 10 

Social Media 9 
Staff Meetings 16 
Text Message  0 
Union Communication 6 
Connections Newsletter 8 

Voice Message 0 
Word-of -Mouth 21 

Student Successes  
Communication Styles # of people Preferred channel of communication over others 

225 7 1 person prefers the district site. 
 
3  people prefer email. 
 
3 people prefer the school website. 
 
2 people prefer staff meetings. 
 
1 person prefers word of mouth. 
 
1 person prefers newsletters.  

District Website 9 
Email Message 12 

Local Media 9 
School Website 15 

Social Media 15 
Staff Meetings 12 
Union Communication 0 
Text Message  0 
Connections Newsletter 11 

Voice Message 0 

Word-of -Mouth 11 
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Major District Projects  
Communication Styles # of people Preferred channel of communication over others 

225 8 3 people prefer district sites. 
 
4 people prefer email. 
 
3 people prefer the school website. 
  
5 people prefer staff meetings. 
 
1 person prefers newsletters.  
 

District Website 10 
Email Message 20 

Local Media 3 
School Website 10 

Social Media 4 
Staff Meetings 19 
Text Message  0 
Union Communication 0 
Connections Newsletter 10 

Voice Message 1 
Word-of -Mouth 12 

Colleague Accomplishments  
Communication Styles # of people Preferred channel of communication over others 

225 4 1 person prefers the district site. 
 
6 people prefer email. 
 
2 people prefer the school website.   
 
1 person prefers social media. 
 
4 people prefer staff meetings. 
 
2 people prefer newsletters. 

District Website 8 
Email Message 10 

Local Media 7 
School Website 10 

Social Media 10 
Staff Meetings 13 
Text Message  0 
Union Communication 0 
Connections Newsletter 6 

Voice Message 0 
Word-of -Mouth 15 
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Emerging Issues/Crisis  
Communication Styles # of people Preferred channel of communication over others 

225 2 5 people prefer email. 
 
2 people prefer the school website. 
   
5 people prefer staff meetings.  
 
1 person prefers newsletters.  

 

District Website 3 
Email Message 15 

Local Media 4 
School Website 6 

Social Media 5 
Staff Meetings 17 
Text Message  3 
Union Communication 1 
Connections Newsletter 2 

Voice Message 0 
Word-of -Mouth 14 

Board Actions Policies  
Communication Styles # of people Preferred channel of communication over others 

225 7 5 people prefer email. 
 
1 person prefers the school website. 
  
3 people prefer staff meetings. 
 
1 person prefers newsletters.  
 

District Website 12 
Email Message 11 

Local Media 3 
School Website 5 

Social Media 0 
Staff Meetings 10 
Text Message  0 
Union Communication 0 
Connections Newsletter 4 

Voice Message 0 
Word-of -Mouth 4 
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Do you ever visit the Staff intranet?  
 

 
  
If yes, what type of information are you seeking?  
 

• Skyward (6)  
• Forms (6)  
• Insurance information (4) 
• Pay stub (3)  
• Calendar (3)  
• Human Resources (2)  
• Time off information (1)  
• Department information (1) 
• Program information (1) 
• Curriculum guide (1) 
• Finding sponsors (1) 
• Paperwork (1) 
• Board information (1) 
• Technology information (1) 

 

 

Yes
96%

No
4%
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Who is your most trusted sources of District information? Please circle one. 
 

 
 
 
 
 
 
 
 

Superintendent 
3%

District Official 
Sources

3%

Principal 
28%

Supervisor 
28%

Colleagues
14%

Union 
16%

Board 
8%

MOST TRUSTED SOURCE OF DISTRICT INFORMATION
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How would you rate the job District 225 is doing communicating with its 
staff? Please check one.  
 

 
 
 
  

Excellent 
9%

Good
48%

Fair
43%

Poor
0%

DISTRICT COMMUNICATION RATING 
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Do you feel that as a staff member you are provided (please check one):  
 

 
 
  

Too Much 
Information

0%

The Correct 
Amount 

50%

Too Little 
Information

50%
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What kind of information are you most interested in receiving from the 
District?  
 
The following topics were mostly in the top three.  
 

• Leadership vision 
• Information about major District projects or initiatives  
• Board goals/actions/policies  

 
 
On a scale from 1 to 10, with 10 being the highest, how interested are you 
in receiving information about what is happening at the other Glenbrook 
high school?  
 

 
 
 

Vote 1
12% Vote 2

4%

Vote 3
4%

Vote 4
12%

Vote 5
20%Vote 6

4%

Vote 7
8%

Vote 8
12%

Vote 9
8%

Vote 10
16%
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Do you see yourself as an ambassador for the District with the 
responsibility to share District news when appropriate or asked by parents 
and community members?  
 

 
 
 
 
 
 
 
 
 
 

Yes
86%

No
14%
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Why did you respond the way you did?  
 
For those who said yes: 
 

• I live in the community (2)  
• When I am informed I feel as though I can be a communications resources. (2)  
• Share good news, so that our community knows we have a great District. (2)  
• We all work together. Being part of a club or shopping in the community makes 

us a go to/face for the District. (1)  
• Adults at my school are responsible to advocate within the community. (1)  
• I am a District office employee who communicates with all staff daily. (1)  
• The good of one is the good of the whole. (1)  
• It’s important to build relationships. (1)  

 
For those who said no: 
 

• I don’t typically have the official information, feel knowledgeable or have the 
information before the community does. (4) 

• Not enough time.  
 

Do you follow your school’s social media channels?  
 

What do you like or dislike about the content on your school’s social 
media channels? 
 

§ Athletics receive a lot of attention (2) 
§ Social media can be hard to find or follow and a lot is missed (2)  
§ Likes the integration of tweets on the school’s website. (2)  
§ Keeps them on informed on what is happening (2)  
§ Very detailed and informative.  
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Do you follow social media channels for the other Glenbrook high school?  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

0

2

4

6

8

10

12

14

16

18

Twitter "Yes" Twitter "No" Facebook "Yes" Facebook "No" Instagram "Yes" Instagram "No"

Twitter "Yes" Twitter "No" Facebook "Yes" Facebook "No" Instagram "Yes" Instagram "No"
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Are there non-official District/school social media channels you follow to 
get news about the schools? If yes, which ones?  
 

 
 

• Glenview Lantern (6)  
• Parent Pages (4)  
• Patch (2) 
• Northbrook Tower (1) 
• Student organization pages, e.g. poms, woodworking (1)  
• SYL (wellness) (1)  

 
If you have an ideas, suggestion or concern about the District who do you 
take it to?  
 

• Supervisors (13)  
• Principal (4) 
• Union Rep (2) 

Yes 5
21%

No 19
79%

Yes 5 No 19
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• Superintendent (1)  
• Vice Principal (1)  
• Public Relations Department (1) 
• Board (1) 
• TAF (1)  

 

Please fill out the “report card” by grading the following using, A, B, C, D 
or F 
 
District Report Card A B C D F 
Providing proactive communications to staff on 
major initiatives. 

3 9 5 6 0 

Sharing timely and relevant updates about breaking 
news or crises. 

10 8 5 0 0 

Offering a multitude of ways to receive information 
about the district. 

6 9 5 2 0 

Offering a multitude of ways to provide the district 
with feedback. 

1 4 11 2 4 

 
 

DEMOGRAPHIC INFORMATION 
How long have you worked in the district? 

Less than three years.  3 
4 to 10 years.  6 
More than 11 years.  15 

What best describes your role? 

Certified Staff/Teacher  18 
Non-certified support staff 6 

 
 
 



 
 

4.5 PARENT SURVEY 
 
Glenbrook South and North parents were asked to complete a survey and the District received 
391 responses. Results follow. 
 
QUALITY AND FREQUENCY 
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E-NEWSLETTERS 
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NEWSLETTERS 

 

 
GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       63 



 
 

 

 
SOURCES AND PREFERENCES 
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GLENBROOK HIGH SCHOOLS DISTRICT 225 | COMMUNICATIONS AUDIT                                       67 
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TOPICS AND CONTENT 
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FEEDBACK 

 
DEMOGRAPHICS 
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4.6 STAFF SURVEY 
 
Glenbrook South, North, off-campus and District staff members were asked to complete a 
survey and the District received 201 responses. Results follow. 
 
QUALITY AND FREQUENCY 
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E-NEWSLETTERS 
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SOURCES AND PREFERENCES 
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TOPICS AND CONTENT 
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FEEDBACK 
 

DEMOGRAPHICS 
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Communications Audit: Findings, Recommendations, and Impact/Implications 
The audit is an opportunity to reinvent, explore and enhance our district communications in terms of the needs of parents, students and staff. 

 
IMMEDIATE - SUMMER/FALL 2020 

Findings  Recommendations  Impact/Implications 

Parents desire a weekly, one-stop-shop for 
everything coming 
 
Staff cite “too many” emails, but yet email is 
the best way to communicate 
 
Both say news feels “stale” by the time they 
get it 

1. Combine Connections and District 
Update into one e-newsletter and publish 
weekly 

● Calendars will need to remain 
updated 

● Develop new process for sourcing 
and publishing 

● Schools and District must work 
together to accomplish 

● Staff time 

Parents and staff cite navigation issues; can’t 
find what they need or it doesn’t exist 

2. Website enhancements 
1. Hosting  
2. Navigation 
3. Content 
4. Calendars 
5. Building Liaisons 

● Consider stipend communications 
coordinator in each building 

● Ensure internal hosting is reliable 
● Reorganization of content requires 

deep review and new structures 
● Openness to change in practice 

Staff want to hear from the Superintendent 
directly about what’s going on in the district. 

3. Increase visibility of Superintendent 
(internal) 

1. Monthly staff email 
2. Visits to buildings/events 
3. Personal relationships 

● There may be more questions, 
comments and interactions from staff 
on district topics 

● Source content from the BOE email 
updates (already produced by Supt.) 
and cabinet meetings. 

In order to meet the expectations of the BOE 
and assist in improving internal 
communications, a deeper understanding of 
the content for decisions is imperative. 

4. Communications Director sits on cabinet  ● Another perspective at the table 
● Rationale: BOE, Internal sharing 

Staff show low levels of satisfaction in 
effectiveness and frequency of 
communication from district. 
 
They desire more opportunities for feedback. 

5.Internal communications improvements 
1. Flag items for building com 
2. Report out from district to schools 
3. Collaborate with one liaison per 

major initiative 

● More communication out means 
more communication in, to close the 
loop 

● How feedback will or will not be 
utilized must be defined and shared 



Communications Audit: Findings, Recommendations, and Impact/Implications 
The audit is an opportunity to reinvent, explore and enhance our district communications in terms of the needs of parents, students and staff. 

 
PRIORITY CONSIDERATIONS 2020-21 

Findings  Recommendations  Impact/Implications 

Staff feel disconnected from the district., for 
different reasons (GBN/GBS) 
 
Staff want to know what is going on and rely 
on their principal for information 

6.Members of cabinet attend staff 
meetings and provide brief overview of 
recent news 
 
They also find additional opportunities to 
be present at major staff events 

● There may be more questions, 
comments and interactions from staff 
on district topics 

Need to move away from episodic and 
responsive messaging to strategic and 
visionary communications 

7.Develop three high-level district goals; 
shapes all communication strategies 

● Leaderships must commit to these 
goals, holistically and in decisions 

● Goals must be real, authentic 

Two of the three key leaders are new; 
establish the team 

8.Conduct “Live” conversations between 
the Superintendent and Principals 

● Potential for comparison between the 
schools 

Sharing initiative work outside of the team 
doesn’t often occur. 

9.Appoint a communications liaison on 
every major initiative or event 

● Additional staff engagement 

Need for additional information and content, 
school-specific 

10.Appoint a school liaison to work directly 
with the PR department on feature stories, 
calendar, and website content. 

● Cost of potential stipend or additional 
workload 

BOE is unaware of many of the 
communication strategies in place 
 
BOE wants to help shape said strategies 

11.Re-establish BOE sub committee or 
communications advisory committee 

● More insights and feedback into 
communications 

● Public access to strategies 

Parents want to hear directly from the 
Superintendent 
 
Access to meaningful discussions 

12.Increase visibility of Superintendent 
(external) 

1. Vlog/Blogs 
2. Submit columns to media 
3. Response in publications 

● Utilize a narrative developed based 
on the goals designed from above 
recommendation; all must align 
 

 
 



Communications Audit: Findings, Recommendations, and Impact/Implications 
The audit is an opportunity to reinvent, explore and enhance our district communications in terms of the needs of parents, students and staff. 

 
 

ADDITIONAL CONSIDERATIONS 

Findings  Recommendations  Impact/Implications 

Parents feel disconnected from teachers, 
especially GBN 

13.Consider Parent/Teacher conferences 
or an alternative means for connection 

● Reinventing or inventing a new 
experience 

Parents and student desire a consistency in 
communication from teachers 

14.Set standards such as where homework 
will be posted by and how long it is 
appropriate for an email response 

● Creating expectations and guidelines 
● Accountability  

Freshman parents are unfamiliar with 
terminology, where to go for help 

15.Create special Freshmen Parent 
Communications introduction 

● Development of an onboarding plan 
● Overlap between district and schools 

Staff are unaware of opportunities to provide 
feedback and deeply desire it 

16.Establish or reinvent staff feedback 
opportunities 

● Establishing parameters for how and 
when feedback will be obtained and 
utilized 

● Politics 

Potential to inform communication strategies 
by knowing confusion/rumors  

17.Request access to known social media 
groups (parents, community) 

● Monitoring time 
● GBN/GBS not equally represented 
● Exclusive to members 

Staff are overwhelmed by email and not sure 
when “action” is needed versus informational 

18.Develop formal staff email templates 
and standards of communications 

● Leadership must adhere to a 
standard for all email communication 

Desire among audiences for more visual 
content 

19.Utilize more video and multimedia  ● Staff time 
● Utilization of student broadcasts  

Area of intrigue but not significant enough to 
warrant a strong recommendation 

20.Conduct additional research on the use 
of text messaging 

● To be determined 

 
 

 
 

 



Communications Audit: Findings, Recommendations, and Impact/Implications 
The audit is an opportunity to reinvent, explore and enhance our district communications in terms of the needs of parents, students and staff. 

LOW/NO-PRIORITY CONSIDERATIONS 

Findings  Recommendations  Impact/Implications 

Greater consistency needed in logos, styles, 
format, and colors. 

21.Develop stricter brand guidelines and 
accountability  

● Adherence and policing 
● Styles are personal 

Greater consistency needed in logos, styles, 
format, and colors. 

22.Update brand guidelines to include 
templates, samples, images 

● Adherence and policing 
● Styles are personal 

Area of intrigue but not significant enough to 
warrant a strong recommendation 

23.Establish a district media presence, 
focusing on Facebook; if this is not desired, 
post more about district news on the 
GBS/GBN feeds 

● Posting more district news on school 
feeds may comprise some audience 
engagement (i.e. students) while 
building others (i.e. parents) 

Opportunity to add/enhance an outlet for 
district level communication  

24.Consider utilizing organic and paid 
digital marketing on social media outlets 

● Cost 

No evidence of such terms, however, the 
district has them in its social media terms 

25.Post “Terms of Use” on social media 
channels 

● None 

Publication is effective.  26.Continue publishing the Glenbrooks; 
consider a redesign to align to brand 
standards 

● Alignment of all other changes to this 
publication: branding and content 

● Cost is significant, by comparison 

Potential need to schedule content for 
consistent engagement 

27.Continue utilizing editorial calendar for 
social media and news 

1. Consider a scheduling tool 
2. Consider what measurables are 

important to us and obtain analytics 

● Different concepts of what successful 
social media means 

● Analytics 

Expand relationships with local media  28.Host an annual editorial meeting with 
BOE and Superintendent; more 
involvement from media in schools (Emcee, 
MofC) 

● Allowing them in gives them 
additional access 

● Media has control 

Continuing submission of features to media 
outlets, increase as much as possible 

29.BOE desires a fuller picture of offerings 
represented in local media (?) 

● Define accurate representation of the 
Glenbrooks 

● Staff engagement 



Draft - District Goals and Initiatives 2019-2020 

Goal Area Desired Outcomes 

4 A’s:  Academics, 

Athletics, Arts, 

and Activities 

Develop means to improve student performance in academics, activities, athletics and 

the arts, including alignment of resources and opportunities.  

Continue to study the benefits of physical changes to the buildings to improve learning 

and expand opportunities to participate in co-curricular opportunities. 

Responsibly implement an analytical tool to ensure that our broad array of services 

match the needs of our students. Evaluate data patterns to identify areas to celebrate as 

well as to focus.  

Review the impact of transitions on learning and develop means to make the transitions 

a positive experience for students, parents, and educators.  Consolidate transition 

processes to help ensure they are fair, transparent, and smooth.  

● Work with our area K-8 districts to capture opportunities to improve the

transition process and reinforce learning continuity.

● Examine opportunities to improve the transition to post-secondary experiences.

In particular, study the expansion of dual-credit opportunities for students.

Conclude the homework study and provide a report and recommendations on improved 

homework principles and practices. 

Implement the use of digital tools to find efficiencies in the course registration process. 

Communication Broaden the existing communication plan to more frequently and proactively broadcast 

accurate positive messages about the district and quickly respond to negative and 

inaccurate information. 

Evaluate and strengthen the internal communications for all board-level initiatives and 

issues brought to the board.  Prepare the board for critical issues in the district. 

Improve the viability of the district website as a key source of content for the district. 

Improve the user experience by addressing operational and content challenges.  Address 

the needs for programs to have current, accurate and sufficient information to meet the 

needs of students, parents, and the community. 

Provide communications training to the board and examine means to address 

inaccurate or misleading public comments.  

Proactively communicate about major issues in the community that merit dialogue. 

Coordinate with local partners, as much as possible, to expand the communications 

reach of the district. 
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Wellness Develop a proactively, comprehensive approach to addressing student and staff 

wellness.  

Provide assistance to students to address stress and anxiety as well as effective executive 

functioning.  

Continually assess the district for opportunities to improve the safety  and address 

threats such as bullying, trauma and controlled substances. 

Consider ways that data can be used to make meaningful steps to address student 

wellness. 

Security Establish a long-term vision for safety and security in an effective learning environment. 

Develop, implement and continually re-evaluate a comprehensive safety and security 

plan for the district.  Specifically, focus, and report on: 

❏ Anonymous reporting system

❏ Reinforce Culture of reporting “See something/Say something”

❏ Cybersecurity

❏ Bullying

Governance and 

Policy 

Development 

Review and revise policies and practices to bring them up to date with statute and 

school needs.  Employ methods of communication to ensure effective and smooth 

implementation.  Specific policies include: 

● Student-Athlete Concussions

● Safety and Security

● Final Evaluations

● Graduation Requirements

● Homework

● Student Smoking and Tobacco

● Illegal Substances and Paraphernalia

● Harassment - Students

● Dual-credit opportunities
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