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RELATIONSHIPS 

Foster relationships that encourage students’ academic success. 

RAISING AWARENESS 

Promote early awareness of college preparation, selection, admissions, 

financial aid and other critical steps for college entry.  
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Sources & More Information 

Crafting a Communications Plan Presentation, 

NCCEP/GEAR UP Capacity-Building Workshop 

2016 

The Education Resources Institute: College 

Knowledge: Addressing Information Barriers to 

College 

The Annenberg Institute: Developing College 

Readiness Within and Across School Districts  

· Communicating with Media     · Communicating with Elected Officials 

· Setting Up a Facebook Page or Group   · Power Point Template  

 

http://www.edpartnerships.org/materials
http://www.usc.edu/dept/chepa/HRYANG/publications/128.pdf
http://www.usc.edu/dept/chepa/HRYANG/publications/128.pdf
http://www.usc.edu/dept/chepa/HRYANG/publications/128.pdf
http://vue.annenberginstitute.org/issues/36/developing-college
http://vue.annenberginstitute.org/issues/36/developing-college
http://bit.ly/1r0CjJ8


WHAT THE RESEARCH SAYS 

In order to create a college-going culture in your school and community, it is critical to have 

regular communication with students, parents, staff and the community about the 

importance of college and career readiness and the necessary skills and steps to get there.  

Students who will be the first in their families to attend college often do not have familiarity 

with the college preparation and application process. Providing information and guidance 

about college to underrepresented students and families, both 

early and often, can supply them with the “college knowledge” 

they need. 

Similarly, educators and the community need to understand the 

importance of higher education and their role in helping students 

aspire to and succeed in college by having a shared vision and goal. 

1. AUDIENCES 

2. MESSAGES 

3. METHODS 

4. FREQUENCY 

5. OWNER 

WHY COMMUNICATE? 

 Share information: Provide critical “college 

knowledge” early and often for parents and 

students who may not have familiarity with the 

college prep and application process. 

 Advertise: One marketing theory says that 

customers need to see an ad at least three 

times before they will buy a product—in this 

case, your “product” is postsecondary 

education. 

 Shared vision: Create a college-going culture and 

build partnerships in schools and communities 

by getting everyone on the same page with a 

shared goal.  

 Build trust: Communication is on-going and a 

two-way street. Build relationships with each 

audience and encourage them to ask questions, 

seek clarification, and provide feedback. 

BUILD A COMMUNICATIONS PLAN 

Take time as a team to build a communications plan 

in order to be more efficient in your work.  

Use this toolkit to assess current communications 

efforts and then create a simple yet strategic work 

plan for each audience.  



REFLECT & ASSESS 

Who is currently in charge of communications? 

 

It’s important to have a sense of where you’re at before you decide where you’re going. 

Therefore, before you create  a communications plan, it’s imperative to think about what your 

school or program is currently doing to communicate with different audiences and how well 

it’s working (or not). Each school or program will be at a different place with unique needs. 

Work as a team to answer the following questions. You may want to consider formally or 

informally surveying audiences to find out how well current methods are working. 

What audiences are we currently 

communicating with? 

How are we communicating  

with each audience? 

How well are these working?  

Rank on a scale of 1-10. 



1. UNDERSTAND AUDIENCES 

1. BUILD YOUR PLAN: AUDIENCES 

Determine the most important audiences you 

want to communicate with and add them to the 

first column of the Communications Plan. 

COMMUNICATIONS PLAN 

 PARENT ENGAGEMENT TOOLKIT  

Get more information and resources on 
connecting and communicating with parents. 

oregongearup.org/resources/parent-engagement-toolkit 

Think broadly who your potential audiences could 

be that care about students being college-ready: 

students, educators, parents, and community 

members. Are there others? 

Next, think more specifically about different 

segments of each of the broad categories that may 

have different needs or interests. Consider what is 

unique about each of these audiences as you will 

tailor your messages and methods for each one. 

For example: 

 Students ¨ by grade level (9, 10, 11, 12, etc.)  

 Parents ¨ by first language (Spanish, etc.) 

 Educators ¨ by role (counselors, teachers, etc.) 

 Community ¨ by interest (school board, local 

businesses, elected officials, etc.) 

 Communicating with Elected Officials  

 Communicating with Media  

Good communication is frequent, to the point and meets audiences where they’re at. Take 

time as a team to strategically build a communications plan by reviewing each of the five 

steps and completing the plan on page 8. 

2. DEFINE MESSAGES 

2. BUILD YOUR PLAN: MESSAGES 

Write up to three key messages for each 

audience in the second column of the 

Communications Plan. 

Individuals and groups respond to messages 

differently, so a one-size-fits-all approach is likely to 

fall short.  Now that you’ve identified your key 

audiences, consider what is the essential 

information that each audience needs to know. 

Ask yourself: 

 What do they need to know? 

 Why should they care? 

 What action do you want them to take? 

Keep the basic message simple, brief and 

inspiring—avoid jargon and acronyms. 

Example messages: 

 Education after high school is important. 

 College is possible and affordable. 

 College preparation starts now. 

Test your messages with the audiences you are 

trying to reach. Do they understand it? Do they feel 

compelled to act? 

http://oregongearup.org/resources/parent-engagement-toolkit


3. CHOOSE METHODS 

3. BUILD YOUR PLAN: METHODS 

Identify at least two methods of communication 

for each audience and add them to the third 

column of the Communications Plan. 

COMMUNICATIONS PLAN 

The methods of communication are how your school or program communicates its messages (#2) to its 

various audiences (#1). There are four main “buckets”: electronic, print, phone and in person. Examples in 

each bucket are provided below with links to resources that might be helpful. Take time to brainstorm as a 

team other possible options for each bucket. 

Answering some key questions will be able to help 

you decide what the best ways to communicate to 

each audience are. 

 Who do they listen to? 

 Where do they spend their time? 

 How can you get their attention? 

ELECTRONIC PRINT PHONE IN PERSON 

Website 
Wix.com 
Weebly.com 

Social Media 
Set Up a Facebook Page 

or Group  
Twitter  
Instagram 

E-newsletter 
Mail Chimp 

E-mail 

Reader boards 

Press releases 
Templates available in 

Communicating with 
Media  

Posters 
It’s A Plan 
ABC’s of College 
Oregon Colleges Map 

Newsletters 
Parent Newsletters 

Handouts 
Oregon Careers 
EdPubs.gov 
FSAPubs.gov 

Bulletin boards 
Bulletin Board Ideas  

Locker and door signs 
Teacher  Poster 

Newspaper 

Text messages 
Remind.com 

Automated phone calls 

Personal phone calls 
Scripting a Phone Call 

Classes 
College and Career 

Readiness Classes 

Workshops 
Parent Workshops 
Power Point Template 
 

Conferences 

Announcements 
12th Grade: It’s A Plan 

Assemblies 

Tabling at school or 
community events 

Home visits 
Parent-Teacher Home 

Visit Project 

Business visits 

Legislator visits 

Communicating with 
Elected Officials  

http://www.wix.com/
http://www.weebly.com/
https://help.twitter.com/en/create-twitter-account
https://business.instagram.com/getting-started
http://mailchimp.com/
http://oregongoestocollege.org/sites/default/files/itsaplan/poster.pdf
http://oregongearup.org/resource/posters-abcs-college
http://oregongearup.org/resources/poster-oregon-colleges-map
http://oregongearup.org/resource/parent-newsletters
https://www.qualityinfo.org/pubs
https://edpubs.gov/
https://fsapubs.gov/
https://www.pinterest.com/oregongearup/bulletin-boards/
http://oregongearup.org/sites/oregongearup.org/files/toolkits/collegegoingcultureresources.zip
https://www.remind.com/
http://theeducatorsroom.com/2013/01/scripting-a-parent-phone-call-a-skill-all-teachers-need/
http://oregongearup.org/feature-story/promising-practice-college-and-career-readiness-classes
http://oregongearup.org/feature-story/promising-practice-college-and-career-readiness-classes
http://oregongearup.org/resource/parent-workshops
http://oregongoestocollege.org/itsaplan/educators/downloads
http://www.pthvp.org/
http://www.pthvp.org/


4. CONSIDER FREQUENCY 

COMMUNICATIONS PLAN 

Thus far, your team has considered who the 

audiences are as well as what and how you want to 

communicate. Next, you should determine when 

and how often you want to communicate. 

The methods you’ve selected may dictate how 

often you use them. For example, social media such 

as Facebook or Twitter lend themselves to posting 

daily or at the very least, weekly. A printed 

newsletter, on the other hand, may work best 

monthly or even quarterly. 

Be careful not to overwhelm a particular audience 

by bombarding them with messages. Similarly, be 

cautious not to wait too long between 

communication. Use multiple methods with 

different frequency to maintain an active, open line 

of communication while being realistic about the 

time and budget constraints of your school or 

program. 

Also consider if there are key times that you would 

want to communicate with an audience. For 

example, you may want to make sure you are 

connecting with local businesses before you plan to 

host a career fair. 

5. WHO’S DOING IT? 

5. BUILD YOUR PLAN: OWNER 

Assign an owner who will be responsible for each 

method in the fifth and final column of the 

Communications Plan. 

The final step in building your communications plan 

is to assign an “owner” who will be responsible for 

each method that you will be using. Delegate the 

responsibility across team members and volunteers 

including students and parents. 

You may also want to have one person who will be 

responsible for holding others accountable and 

coordinating efforts across methods. This also helps 

your team not “reinvent the wheel” for each form 

of communication—content can be reconfigured 

and reused for different methods and different 

audiences.  

IMPLEMENT & EVALUATE 

Once you’ve built your communications plan as a 

team, go make it happen! It may be helpful to have 

regular check ins with all those who are responsible 

for communication efforts. 

Regularly evaluate your communication efforts to 

find out what’s working well and what can be 

dropped or changed. Use focus groups or surveys of 

different audiences as well as data like website 

visits or social media likes. Use the questions on 

page 4 to  guide your discussion. 
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COLLEGE. It’s not a dream, it’s a plan. 


