
BEST PRACTICES 
FOR THE NEW YEAR

S C HO O L FIN AN C E 
C O MMUN IC ATIO N S







NSPRA’s Rubrics of Practice and 
Suggested Measures

• Aw a rd -w in n in g , a c c re d ite d  c o m m u n ic a to rs  
re fle c te d  o n  n a tio n a l b e s t p ra c tic e s

• Fo c u s e d  o n  a w a rd -w in n in g , s u c c e s s fu l 
s c h o o l c o m m u n ic a tio n  c a m p a ig n s , 
p ro g ra m s  a n d  p ra c tic e s

Be st  Pr a ct ice s  in  
Sch o o l Co m m u n ica t io n s



ChatGPT 4.0's interpretation 
of “Freaky Friday”



Re se a r ch  a n d  Un d e r s ta n d  S ta k e h o ld e r s’ Ne e d s ,  
Ex p e cta t io n s ,  O p in io n s ,  At t itu d e s ,  Kn o w le d g e  Le v e ls

Quantitative Data Qualitative Feedback

• Surveys (online, paper, 
telephone), including any past 
exit surveys

• Focus groups

• Informal conversations with existing task 
forces/committees/groups

• Social media/traditional media 
monitoring









What research 
informs your 
district’s finance 
communications?

Consider also:
• How, and how often, 

do you assess local 
stakeholders’: 
⚬ Com m unica t ion  

p re fe re nce s?
⚬ Op in ions  on  t he  

d is t ric t ’s  financ ia l 
op e ra t ions  and  
p lans?



De v e lo p  a n d  Co m m u n ica te  Ke y  Me ssa g e s  
Acr o ss  Mu lt ip le  Co m m u n ica t io n  Pla t fo r m s

Use consistently, repeatedly, across digital and print platforms

Enhance with accompanying infographics, charts, photos, 
videos, FAQ, talking points, etc.

• Describe need/opportunity
• Target specific internal and external stakeholders
• Reflect research/input from stakeholders and administrators’ priorities
• Make message clear, easy to understand and repeat

Crafting an effective key message:













Liste n in g  to  Pu b lic Se n t im e n t ,  a n d  Ad a p t in g  Me ssa g e s  
a n d  S t r a te g ie s  Ba se d  o n  S ta k e h o ld e r  In p u t

Monitor public sentiment on school finances and proposals:

Respond to and address questions/concerns via school 
communication channels

Adapt key messages to reflect input and district goals

• Social media
• News reports, letters to the editor/editorials
• Public meetings











Cr e a te  (In fo r m a l) Em p lo y e e  Am b a ssa d o r s

Regularly keep employees informed of key finances issues :
• Maintain a dedicated digital spot (e.g., staff intranet, staff e -newsletter) with timely 

information on current issues, including rumor busters and FAQ related to school 
finance topics, and summaries of school board actions

• Communicate internally before externally , particularly when sharing bad news or 
news that directly impacts employees’ jobs

Include district finance basics in new employee orientation
• Share how district provides info to help them serve as ambassadors







What are 
your district’s   
key messages on 
school finances?

Consider also:
• How are you framing 

difficult finance topics 
(e.g., program 
eliminations, staff 
reductions)?

• Do you have the same 
key message for 
everyone or different 
key messages for 
different audiences?



Co m m u n ica te  Ye a r - r o u n d  Ab o u t  Sch o o l a n d  Dis t r ict  
Go a ls ,  P la n s ,  Pr o g r a m s a n d  Fin a n ce s

Business official + public information specialist:

• Collaborate on annual timeline for finance communications

• Connect regularly on finance topics that impact staff, 
students and/or the community to proactively identify 
communication opportunities/needs

• Target messages based on stakeholders’ interests and 
preferred communication channels









De v e lo p  a n d  Fo llo w  a  Co m m u n ica t io n  Pla n  fo r  
Ach ie v in g  Sch o o l Fin a n ce  Go a ls

Can be annual, multi - year or campaign - specific

• Goals – Longer term, broad, future statements of being

• Objectives – Shorter term, measurable; statement of what needs to be changed 
(awareness, opinions, behavior), by whom, by how much and by when

• Strategies and tactics to accomplish objectives, and key messages to use with target 
audiences – based on research!

Strategic communication plan details formal:







Ev a lu a t in g  Co m m u n ica t io n  Effe ct iv e n e ss  
to  In fo r m  Fu tu r e  S t r a te g y

Evaluation methods:

Tie evaluation metrics to measurable objectives

• Outcome of vote, turnout at events
• Engagement with key messages on social media, analytics for 

relevant webpages, supportive media coverage
• Reflections of those involved in finance communications 

(business, coms staff) 
• Focus groups/surveys with voters, particularly if referendum 

fails, and survey questions re: impact of finance 
communication tactics and messages







How do you 
tell school 
finance stories 
year -round?

Consider also:
• When does your 

district talk about 
school finances?

• How does your district 
talk about school 
finances?

• Whom does your 
district talk to about 
school finances?



Slid e s  & 
Re so u r ce s

mbraham@nspra.org

w w w .n s p ra .o rg

Mellissa Braham, APR

h ttp s ://b it . ly/4 h 5 tn fa  
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