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Introduction and session origin
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2 years of data, but what does it mean?

❝ How many mentions is a lot? 

❝ Should we be worried about our 

website view numbers?

❝ Are any social media metrics 

actually meaningful?

❝ How is my shop doing compared to 
my peer districts?

Agenda:

● Origins of this session
● Frameworks for thinking about new 

ways to use your data
● Lessons from Tulsa
● New district benchmarks from our 

survey



The role of data
Why and how to think of data in district comms
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Engagement Architecture ⬩ noun

The ParsonsTKO philosophy and 
methodology that addresses your 
outreach platform as a holistic 
ecosystem—an interconnected set of 
people and systems that work 
together to advance your mission.

The way we see possibilities
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Data strategy across your architecture
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Strategy

Process

People

Platforms

Strategic opportunities
Who is in a position to 
change course based on 
data insights?

Analysts
Where does data 
access combine with 
experience and skill 
to extract insights?

Data dictionaries
How do you know what is 
available and of sufficient 
quality to use org-wide?

Business process
How do you work with 
your peers to use 
data effectively 
throughout all of your 
work?

Conflict v. consensus
Where do strategies 
intersect, and how can 
data offer a shared view 
of outcomes and team 
responsibilities?

Data integration
How can data be made 
available where and 
when it is most useful 
with a level of effort that 
can scale with needs?

Documentation
How is data and insight 
kept as organizational 
knowledge for the future?

Mission, goal, and strategies
How do goals translate into 
measurable outcomes and KPIs that 
reflect real-world impact?
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Four key roles for analytics
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Storyteller

How do we demonstrate 
our impact and guide the 
narrative that drives us?

Coffee table

What brings us together 
to collaborate and spark 
ideas with shared vision?

Myth buster

What misunderstandings 
or divisions keep us from 
moving forward?

Air traffic control

How can our tools help us 
focus our effort on the 
highest value work?
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The anatomy of data strategy work
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Strategy definition

How does your mission 
translate into tactics, and 
traceable steps, and 
measurable outcomes?

Tracking & technology

What does it take to 
collect and manage all 
the data you need to 
meet your strategic needs 
?

Reporting & analysis

How do we turn the 
wealth of data into 
useable, curated outputs 
that meet the needs of 
stakeholders?

Adoption & optimization

How does all of your work in 
data lead to changes, better 
decisions and outcomes in 
the organization?



Tulsa’s story
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Where we started:

● Critical feedback from our Board of Education 
● Community concerns about transparency 
● Multi-year budget cuts resulting in team staffing changes

What we did:

● Identified key metrics
● Created a template
● Started filling it in

Why we did it: implementing routine reports
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Seriously. It’s not as hard as 
you think.



 |   

How we did it: foundational practices

10Yes - I have a template! 

Existing media 
tracking sheet

Facebook insights

Google analytics

Engagement 
tracking sheet

Narrative input 
from every team 
member

Manual counts 
(graphics)
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https://docs.google.com/spreadsheets/d/1ooms-92zf44L__W6qT6g_nspaB7dElxY/edit#gid=1183291782
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What does it look like?

Messaging & social media Media relations, website, & 
digital media

Services to district & school 
teams, internal / external 

communications
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Case study: Latinx community 
engagement
Data-informed tactics

Increased use of robo-calls and text messages with vanity URLs

Increased use of in-person engagement opps

Increased engagement with Spanish-language media

Promising results

220% increase in views of Spanish-language enrollment resources page

62% increase in views of Spanish-language enrollment events page

50% increase in applications from Latinx families

7 ppt increase in Latinx family participation in the enrollment process
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● With emails, more is less… engagement

● Vanity URLS are great tools to assess your tactics

● Text messages in lieu of email

○ 200% increase in views of tulsaschools.org/update

○ 120% increase in views of tulsaschools.org/updateESP

● Data bolsters a case for support: website investments, staffing 

● My favorite: data corrects misinformation

What else have we learned?
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All those NEGATIVE 
stories about the 
district - it’s all I see! 
Can’t you get some 
positive stories 
placed? Have you tried 
press releases?

Interesting that you say 
that because the data 
doesn’t bear it out. Only 
about 3% of last month’s 
stories were negative - 
and 64% were positive!



Survey findings
Perspectives on comms performance & impact 
from dozens of districts
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● Some of you don’t have access to data about comms performance. Find your gate 
keeper, and show them how many of your peers do have this access. 

● There’s no “one way” to track. Some seem to use formal tools, like Cision, some are 
DIY’ing media tracking.

● The happiest districts are tying action to their metrics. Think about what you’ll do with 
the data you track.

● A small number of districts now forgo wire services, relying on individual outreach, or 
inbound requests. (Overall though, direct pitches and use of releases are equivalent.)

● Some comms teams have a limited purview of website activity. The website can 
become a hub of engagement for families, as other channels direct attention there for 
“the full story”

What we observed
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How to adjust your baseline, benchmark
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● Look for organizations that can help 
you expand on the scale of your 
mandate

● These organizations can tell you more 
and also become a part of the service 
you provide to your families

Building context externally
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Metrics make a difference 

when they move people 

to take action.

Metrics that matter
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“debunking misperceptions about the 
number of negative stories about us”

“...demonstrating the need for a 
mobile-first approach to the page layout. 
After showing that, they were happy to work 
with us on an alternate approach.”

“data helps to allocate resources and 
expand funding when the data can be tied 
to results i.e. increased attendance, 
enrollment, bus ridership, food service, 
participation in events etc. ”
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To tell a story of your impact, 

you need to wrap your data 

in a compelling narrative.

Making metrics matter
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“we are letting go of things that do not 
move the needle anymore.”

“It helps the team with staying grounded in 
how important their work is - when the 
rhetoric around education is so negative, 
they have something that demonstrates 
their positive impact.”

“We had one of our students ""take-over"" 
our Instagram for a day and we saw a huge 
increase in followers (that were our 
students).”
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● Comms metric benchmarks

● Advice on advanced analysis

● Peer “data success” stories

Use your phone’s QR code reader:

Download the report
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Thanks to:

● Emma Garrett Nelson
● The 26 survey participants
● Those who shared example reports
● Tonya Harris & the CGCS team

A BIG thank you!
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● Comms metric benchmarks

● Advice on advanced analysis

● Peer “data success” stories

Use your phone’s QR code reader:

Download the report
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