Quarterly Update Report         

BCCS – Strategic Plan 2017—2020

Month:  JANUARY     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 submitted report.
· Present report of proposed strategy, tactical roll-out plan and budget to Strategic Planning leadership
	· Committee agreed on items to be assessed during strategy phase:

· Inconsistent brand positioning:

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

· Stronger brand story

· Inconsistent and out-of-date materials (e.g., email signatures, newsletters, dated images)

· Website discrepancies and collateral updates

· Inconsistent contact and content collection:

· Limited content pipeline

· No centralized point of contact and site-specific contacts for informational updates 
· Email collection and consistent lists

· Lack of relational database to maintain contacts, history of engagement, satisfaction surveys, and participation — necessary for fundraising, ongoing events promotion, and onboarding of students/families who will need a lifetime of supports  
· Ongoing parent training and workshops to build awareness in the community

· Marketing and communications for preschool spots


· Consult with administrative leaders on advocacy initiatives unique to children with special needs 

	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
Implementation
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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
	· Content calendar for 2018 finalized


· Website and collateral updates underway:
· Streamlined copy

· Program and service updates

· New images across website

· Incorporation of new accreditation and partnerships, including Hofstra, SUNY Stonybrook and St. Joseph’s


· Templated collateral in development:
· Email signature template in process of being finalized

· Stationary 

· Media placements:

·  “Holiday Survival Tips for Parents of Special Needs Children,” developed with Michelle Bermani on Radio MD blog
· On SiriusXM Channel 110, “Pediatrics: On Call for Kids,” Christine Schulte discussed how parents of children with I/DD can prepare for the transition from adolescent into adult


· Advertising:

· Facebook and Instagram ad campaign ran for direct support professionals and teacher aides
· New York Metro Parents’ landing page features Brookville Center to generate awareness about daycare and early childhood services


· Promotion of community partner initiatives:

· Captured images/content for drum, doll and book donation by TERI Inc. and Sesame Street; provided to both organizations for shared promotion
· Featured on social media channels’ Chick-fil-A Commack’s donation of meals to Cissy Birnbaum Building as part of their giving-back initiative; Chick-fil-A also shared the story and engaged with our posts

· Marcus Ave. and Purolator International “adopt a family” program was featured on social media channels; Purolator also shared the story and engaged with our posts

· Volunteer portal operational with more streamlined trainings

	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
	


1

