Quarterly Update Report         

BCCS – Strategic Plan 2017—2020

Month:  APRIL     Year:  2018

	Goal #5:  Develop the branding and marketing for BCCS to raise awareness and generate support for our mission.

	Chair: Nicole Zerillo

Committee: Marie Mamone Pinckney, Mary Gilleran, Diane Condy, Mary McNamara, Michelle Bermani, Christine Schulte, Zonya Mitchell

	Tasks
	Responsible
	Start
	Resources Required
	Outcomes/Measures
	Comments/Improvements

	Discovery

5.1  To position BCCS for continued success and greater growth, the committee will develop a report by September 2017 sharing data needed to make an assessment of BCCS’ brand

	Nicole Zerillo;

Full Committee
	4/17


	Time of the Committee
	· Share report of findings with Strategic Planning leadership. Completed in October. 
	

	Development of

Brand Strategy

5.2  Through April 2018, submit a report  of recommendations for the sustainable development of brand communications
Development of

Brand Strategy

5.2  Through April 2018, submit a report  of recommendations for the sustainable development of brand communications
	Nicole Zerillo;

Full Committee
	12/17
	Time of the Committee
	· Evaluate data from Discovery Phase (5.1) on schools and programs. See previously submitted report.
· Present report of proposed strategy, tactical roll-out plan and budget to Strategic Planning leadership
	· On track, for end of April, to share strategy on:

· Inconsistent brand positioning:

· Language, e.g. Brookville Center vs. BCCS, sites, vs. schools, etc.

· Strengthen brand story

· Inconsistent and out-of-date materials (e.g., email signatures, newsletters, dated images)
· Inconsistent contact and content collection:

· Limited content pipeline
· Lacking point of contact for each site’s informational updates and follow up
· No consistent email collection for relational database to maintain contacts, history of engagement, satisfaction surveys, and participation — necessary for fundraising, advocacy, ongoing events promotion, and onboarding/retention of students/families who will need a lifetime of supports  
· Need direction from administrative leaders on pressing advocacy issues for families with special needs children
· Lack of online resources/packaged information on pressing issues and process to receive services  

· Need ongoing parent training and workshops to build awareness in the community
· Open pre-school spots as well as home and community-based program need marketing materials


	Implementation

5.3  By the end of August 2018, create and roll out updated brand utilizing storytelling components to connect with stakeholders, including staff, families, partners and media
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Implementation

5.3  By the end of August 2018, create and roll out updated brand utilizing storytelling components to connect with stakeholders, including staff, families, partners and media


	Nicole Zerillo;

Full Committee
	4/18
	Time of the Committee; Budget
	· Update submitted branding with Strategic Planning leadership recommendations 

· Continue to update and refine content guidelines for staff, parents and alumni to share their contributions to the organization’s mission through newsletters, editorial schedule for blog and advocacy opportunities.

· Create brand identity guidelines to ensure consistency across brand vehicles and collateral (e.g., website, physical signage, business papers, online directories, advertising)

· Develop internal communication plan and access to collateral

· Mobilize brand ambassador program to respond to timely topics

· Roll out updated brand assets, alongside integrated content marketing plan to build awareness of specific schools/ programs among key audiences

· Begin aggressive digital outreach ensuring that BCCS is at the top of search results

· Begin implementation of monitoring and measurement
	· Proposal sent requesting communications liaisons be identified for each school/site to share ongoing updates of programs, events, student/family success stories, partners, etc.
· Once finalized, will share communications distribution schedule

and content guidelines for re-launched BCCS Newsletter, blog,  featured posts on social media and media pitches
· Identify brand ambassadors among families, partners, teachers, etc.

· Evaluate contact collection process and updates 

· US News and World Report featured Zonya Mitchell of Advantage Care Health Centers in an article on children with ASD who wander, as a result AHRC Nassau media efforts

· Personal stories of children, families, friends and partners can be powerful; will seek to use viral Facebook post of Ali Carbone, the proud sister of brothers and BCCS students, Michael, Anthony and Luke, which was picked up by MSN.com, Health.com as well as SFGate.com, to demonstrate relevance and value with communications liaisons and media outreach
· Exploring special needs blogger campaign to demonstrate expertise of network and passion of community; identified potential blog partner, specialneedsmom.com, for placements to build greater awareness with media and families seeking resources


· Developing plan to approach potential re-opening of BCCS TV studio for promotional videos and interviews 

· Website and collateral updates:
· Overview brochure of schools and programs to be completed by Q4

· Updated materials to promote pre-school spots as well as  home and community-based program to be developed
· New images across website. Created shot list and will have updated photos incorporated by end of Q3/ beginning of Q4.
· Incorporation of new accreditation and partnerships, including Hofstra, SUNY Upstate Medical Center and St. Joseph’s. Requested full information; in process.
· Also, in process of finalizing copy positioning Marcus Ave. relationship with Northwell residents

· Style guide to create consistency on writing, editing and proofing conventions across sites

· Templated collateral updates:
· Stationary. Completed.

· Email signature template. Progress made on email template for all staff in family of organizations; third draft in process.
· Also in process is email footer for business confidentiality/disclosu-res
· User-friendly portal and instructions to be developed


· Media placements and materials:

· News 12 – Long Island  covered Reach for the Stars evening 

· Pitches underway for DSPs of the Year in CRP 

· Placement on Radio MD blog secured; topic being finalized
· Video montage completed for Reach for the Stars evening


· Advertising:

· Facebook and Instagram ad campaign ran for direct support professionals and teacher aides
· Advertorial on BCCS success story, Michelle Gonzalez, who became a special ed teacher through the tuition reimbursement program

· New York Metro Parents’ landing page features Brookville Center to generate awareness about daycare and early childhood services

· Industry news, advocacy Issues promoted, including:
· #bfair2directcare emailed and featured on social media channels

· NY State legislators’ addition of $14.7 million to the education budget for the recruitment and retention of teachers in 4410 and 853 schools featured on social media

· For end of Q3, preparing to have the program, Luminate, ready to send advocacy emails


· Promotion of community partner initiatives:

· Barbara C. Wilson School and Island Harvest donation featured on social media channels; Island Harvest shared story on Facebook and liked post on Instagram
· Nassau County Bar Association Special Needs workshop, co-sponsored by BCCS and AHRC Nassau, featured on social media channels and developed ad; Bar Association retweeted 
· Soccer Shots featured on Facebook and Reach for the Stars Journal
· Nassau County Museum of Art Special Needs Classes featured on social media; Museum shared thanks in a comment on Facebook

· Volunteer portal operational with more streamlined trainings; ads updated to reflect volunteer needs

	5.3.1  On an ongoing basis, present report of recommendations to Strategic Planning Leadership
	Nicole Zerillo
	4/17
	Time of the Committee
	· Finalize recommendations into tactical plan

· Compile measurement report to inform, refine or expand existing recommendations

· Confirm budget
	


	Measurement

5.4  On a quarterly basis, compile measurement report sharing data on progress of newly developed brand assets
	Nicole Zerillo;

Full Committee
	4/18
	Time of the Committee
	· Compile measurement report

· Use measurement report to inform, refine or expand existing recommendations
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