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1. INTRODUCTION

The Magnet Department marketing effort is two-fold: [USP IIl.1.1]

1. To provide Magnet Department organized and executed events and materials which benefit the
recruitment of an integrated student population for all TUSD magnet programs.

2. To provide marketing, recruitment and theme related materials that benefit the recruitment of
an integrated student population for each magnet school individually and as a pipeline.

2. EXECUTIVE SUMMARY

CURRENT POSITION

This is the second year that marketing and recruitment assistance is being provided to all of the magnet
programs. For the three MSAP Grant schools (Ochoa, Robison, and Safford) this assistance started with
the 2010-2011 school year.

KEY ISSUES

The key issues facing our magnet programs which contribute to the need for a comprehensive
marketing plan are:

e The existence of a court mandated Unitary Status Plan that requires marketing of magnet
programs

o The lack of ethnic diversity in a majority of our magnet schools

e The presence of below district average test scores in many of our magnet schools

e The intense competition being presented by charter schools, private schools, and other adjacent
school districts

o The declining school age population within the District boundaries

e In many instances we are marketing programs that are not fully implemented

GENERAL SWOT ANALYSIS
Strengths

- Strong magnet branding

- Comprehensive Magnet Plan

- Comprehensive standards

- District Support has increased

- New compensation plan for out of hours events
- Dedicated Project Specialist
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Weaknesses

- Weak website presence

- Lack of electronic expertise at many schools

- New training schedule limits department contact with coordinators and principals

- Turn around time on purchase orders has limited our ability to book participation in some
events

Opportunities

- Toincrease the number of magnet students in our magnet programs
- Toincrease the integration of our magnet programs

- Upgrade digital footprint of department and schools

- Provide more professional development to help teachers

Threats

- Declining District student population
- Court ordered integration requirements

3. ORGANIZATION VISION, MISSION, & VALUES

MISSION

To provide leadership for high quality innovative instructional programs that promote academic
excellence in an integrated school environment.

VISION

To provide the leadership and direction to assist the TUSD magnet programs in meeting or exceeding
the magnet schools of America National Standards.

VALUES

Magnet Department  schools
Positive Attitudes Integrated Student Body

Professional Demeanor Quality Programs

Quality Products Progressive Methodology

Active Support Dedicated Teaching Staff
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4. MARKETING VISION & MISSION

MISSION

Together with the District Communications Department to provide quality marketing and recruitment
opportunities and products that will promote the recruitment of an integrated student body at TUSD's
magnet programs.

VISION

To support the recruitment efforts of each TUSD magnet school by supplying the marketing materials,
web development support, and well organized events that will lead to their success.

ASSUMPTIONS
Processes and systems will remain in place for the remainder of the fiscal year.
The number of magnet programs will not change for the remainder of this fiscal year.

Staffing will, at a minimum, be maintained at the level indicated within this document.

5. SITUATION ANALYSIS

LESSONS FROM LAST YEAR

The attached chart shows the events provided by the District and the Magnet Department for the 2013-
2014 school year. The events covered a wide range and were spread out over the majority of the school
year. The most notable conclusion from last year is that we did not have a good methodology in place
to determine the actual impact of a given event on the district’s or individual school’s recruitment
success. It can also be seen that participation of the various schools was inconsistent. Much of this
inconsistency was due to the inconsistency or lack of compensation for out of contract work by the
coordinators.

Feed back received from the Site Level Magnet Coordinators indicated they did not believe that
information events held at the Mall or the Schools with each school manning a table were particularly

successful. However, we have no real measurements to support or contradict this opinion.

EVENTS Schools Participating | location [ Results

4th Ave. Street Magnet Department 4™ Avenue Lots of alumni contact,
Fair some families
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Sci-Tech Festival

Multicultural Magnet Department Rincon High School Good community
Symposium interaction, one family
became very involved
afterwards
e e et iormantns
(o] [ T | Yl (o] )3 All Magnet Schools and Tucson Mall & Park Very low turnout
Magnet Department Place Mall except for parents of

performing students

Celtic Festival

Middle/High Magnet Department, 3 events, Mansfeld, Low turnout but those
o oMM 148 Middle, K-8 and High Palo Verde, Pueblo who came registered

Schools
Tucson Parade of
i N > s
Beyond 2014 Magnet Department, Tucson Children’s Great Turnout, high
Cragin, Holladay Museum interest

Magnet Kinder
Info Event

EXTERNAL ENVIROMENTAL ANALYSIS

Factor What’s Happening Options Moving
Forward

- ---

Increased # of More funding is
students receiving free available for before/after
or reduced lunch school programs

however, the shift in
demographic may
discourage applications.
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JK:Iealale][eTe][ez-IM Parents are more and
more electronically
connected

Money spent on
traditional methods may
be ineffective

Economic
Environment

Shifting demographics

Political

Ethical
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MARKET OVERVIEW

We are in a very competitive market of publically and privately funded schools. We have a declining
school age population and we are under court order to integrate our magnet programs or face court
intervention.

CURRENT TARGET AUDIENCE

Upwardly mobile non-Latino White families are needed to provide the correct ethnic distribution in the
majority of TUSD’s magnet programs. African American and Latino students need to be targeted for
predominately White schools. [USP I11.E.3]

CURRENT MARKETS

e University of Arizona faculty and staff
e Families with students currently enrolled in charter schools
e Optics, Defense, and other Technology Industry families residing or relocating to Tucson

CUSTOMER TOUCH POINTS

Touch Point Department Current Status

Magnet Website District Communications - Need to add downloadable
Department brochures

- Easy to find information

- Good call to action

Magnet School Websites

District Facebook District Communications - Need to be more proactive
Department in letting the media and
public know what our schools
are doing well.

Press Releases

Advertising Media Magnet & Communications -Radio will be pursued
Departments -Public Service
Announcements & Shows
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Event Participation

School Community Services School Community Services -Be sure that SCS has all the
information need about

magnet programs available at

all times
School Site Office
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COMPETITION

Who are they? Potential competitive advantage on us

Catalina Foothills
School District

Tanque Verde 2300 N. Tanque Verde This is an A rated District by the state and a 10
Unified School Loop Tucson, AZ 85749 out of 10 by the leading independent rating

District system.
Academy del Sol 4525 E. Broadway Blvd School locations take advantage of new housing

Tucson, AZ 85719 areas which are distant from current magnet

schools

Desert Chrlstlan 7525 E. Speedway, Faith-based school attracts our target families
School Tucson, AZ 85710

Salpointe Catholic
HS

“ 3727 N 1st Ave Excellent pre-school attracts parents who then

Tucson, AZ 85719 leave their children at the school

Academy

St. Gregory’s 3231 N. Craycroft Road More accelerated College Prep programin a
Tucson, AZ 85712 more tightly controlled public school

environment

St. Michaels & All
Angels

LTS Wl [N {da"AD YA 9239 E. Wrightstown Excellent pre-school attracts parents who then
Road, Tucson AZ 85715 leave their children at the school
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INTERNAL RELATIONSHIPS

Department Marketing Emphasis | Relationship/Link

B --

School Student Assignment They support magnet events by sending people to

Community assist with enrollment on location. They are also
Services responsible for the student lottery which is used to
fill the magnet programs.

Technical
Services

NRte WA It 8 Student Outreach and We provide them with brochures to assist students
Student Services RIEIaY]qllely in choosing a school or program. They provide us
space at their events to recruit students for magnet
programs.

Mexican
American
Student Services

Asian Pacific Student Qutreach and We provide them with brochures to assist students
Student Services RIEIaVllely in choosing a school or program

Iervnton "™ oo st o
Student Services

A.L.E. Student Services The IB magnet programs are part of the District’s
A.L.E resources

ZIStcentury -_

Ttile | Family Outreach These grants are used by many of our magnet
schools to fund family engagement and
intervention activities.

Language
Acquisition

Science Resource Ry They provide special training and resources for our
STEM schools including coordinating the SCI Tech
Festival held at the Children’s Museum.
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6. ORGANIZATION & MARKETING OBJECTIVES

SMART GOALS

- lea __ [straegyy |

Department Goals

Traffic to the Magnet Improvements are scheduled for the

Department web page will District site and the Magnet pages on
increase by 10% over the the District site. The traffic data
previous year. reported by the district’s analytics will

be used in this measurement.

Site Goals Provide a full branding Develop an aggressive schedule of
package to every school that  photography and design that will move
is evaluated as Falls Far items out to the schools as quickly as
Below. possible.

Two mailer campaigns will be TBD
undertaken which will be

structured to measure the

success of the mailing directly

7. STRATEGY

This year our primary strategy will be to provide a mix of opportunities that are well dispersed across

the city and track the results of each opportunity through use of coding, directed phone numbers,
separate web landing pages, etc.
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8. ACTIVITY PLAN

PRINT

This chart details the advertising and branding printed materials that will be supplied by the Magnet
Department this year. The programs are shown in a ranked order. It should be noted that although the
budget is in place to pay for the printing of all of these items, there are not enough staff hours available
to create all of them

School Pull Up | Full Post Horiz. Magnets | Note Mission | Card Theme
Banner | Color Card Banner Cards Posters | Broch. Posters
Broch.

_-___--__

$350  $2000 $2400 $100 $300 $100 $500

_-___-___
-+t ! ;[ [ [ ]
_-___-___

have $150 have have have $35 S50 $300

_-___-___

have $150 have $100 have $35 S75 have

Hours

[ ] _-___-___
$350 5150 $100 have $35 $75

_---_----
$350  $150 $100 have $50  $300
_-___-___
$350  $150 have $35

_-___-___

have $150 have $35 have

Davis _--__----

Roskruge have $150 have S50 $300

Tucson
Hl oh

$1750  $1500 S0 $600 S0 $315 $225 $500 $1200

Hours _-___----
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Booth
Fickett

Borton $150

_-___-___

s150

_-___-___
B suos0 750 $225 $175 $0 $250

_-___-___
-+ 4t 1 ]
s e e e

0 $150

_-___-___
]

$3150 | $5000 $1600 $1000 $675 $730 $525 $1500 $1800

TRADITIONAL MEDIA

Hours

There will be some experimental print advertising undertaken in publications that are visible to the
target audience.

Radio will continue to be used, particularly NPR which has shown positive results in previous years.

The majority of the emphasis this year will be on events and placing the magnet programs, students,
parents and supporters in publicly viewed events to increase brand recognition.

EVENTS

This chart details the events that the Magnet Department is planning to organize and/or collaborate
with the District organizers on this year. Many of these are tentative as the dates and accessibility are
not yet known. Other events may be added as they become available.

EVENTS | Dates | schools Participating

Magnets at Maynard’ October 27 All Magnet Downtown Tucson

October 25 Magnet Department Pima Community
College
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celtiCFair ---

International October 26 All Schools Holy Resurrection
Celebration Orthodox Church
Magnet Fair November 14 Magnet Department, Children’s Museum

All Magnet Schools

4th Ave. Street Fair December 12, 13, 14 Magnet Department 4™ Avenue
March 20, 21, 22

Zoo Lights ‘December6  Magnet Department  ReidParkZoo

Luminaria Nights December 13" Magnet Department Botanical Gardens

Tucson Parade of Lights

Beyond 2015 January 10 Magnet Department, Tucson Children’s

Cragin, Holladay Museum
S
Sci-Tech Festival February 15 Tully, Drachman, Booth Tucson Children’s
Fickett, Mansfeld, Museum
PaloVerde, Pueblo,
Tucson High
___
MS Walkathon March 7 All Schools
———
Susan G Komen Walk March 22 All Schools

Multlcultural
N
Magnet [ Magnet Student | April 17 Magnet Department
All Magnet Schools
May

World Refugee June All Schools
Celebration

WEB MARKETING

The use of Banner advertising will be explored as a new marketing medium.
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Social Media will be explored as a means of disseminating information along with the District’s new Parent Link
System.

EMAIL MARKETING

Emails  lTming _______ [Frequency

Magnet Application Invitation October thru March on the Monthly
last Monday of each month

9. RESOURCES

Department Responsibilities
Magnet Director Magnet Planning, Direction
Communications Director Communications Planning, Direction
Magnet Marketing Specialist Communications Planning, Coordination, Execution
TUSD Print Shop Communications Execution
District Web Developers Communications Support
Magnet Senior Coordinators Magnet Support, Execution
Site Magnet Coordinators Schools Support, Execution
Translations Language Acquisition Support
Photography and Videography = Communications Support

PRINT BUDGET

Item Budget

Pull Up Banner $4000
Full Color Brochure $5000
Post Cards $2400
Horizontal Banner $1000
Theme Posters $1800
Magnets $675
Note Cards $1500
Mission Posters $525
Card Brochures $1500
Grand Total $18,400.00
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Print 15%
Radio 30%
Events 50%
Miscellaneous 5%
Grand Total $70,000
OVERHEAD BUDGET

Equipment 2050
Software 450
Supplies 500
Training 2000
Grand Total $5,000.00
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A: Project Plan

B: Magnet Fair Proposal

C: Magnet Alumni Gala Proposal

D: Magnet Student Awards Proposal
E: Event Planning Sheets
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