Assignment Sheet         

BCCS – Strategic Plan Goal #5

	Tasks
	Committee Members
	Notes

	Discovery: 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.
	Michelle Bermani;
Diane Condy;
Mary Gilleran
	

	By Aug. 1, identify all locations, services and programs.
	Michelle Bermani;
Diane Condy;
Mary Gilleran
	

	By Aug. 1, identify enrollment/ retention metrics for each school and program, including inquiries/ requested campus visits, referrals, applications, transition among schools, and parent/student satisfaction.
	Michelle Bermani;
Diane Condy;
Mary Gilleran
	

	By Aug. 1, capture insight for Children’s Education Center at Brookville.
	Michelle Bermani
	

	By Aug. 1, capture insight for Marcus Avenue site.
	Michelle Bermani
	

	By Aug. 1, capture insight for Post Avenue site at Westbury.
	Michelle Bermani
	

	By Aug. 1, capture insight for SUNY Old Westbury at Westbury.
	Diane Condy
	

	By Aug. 1, capture insight for Barbara C. Wilson Preschool at Woodbury.
	Diane Condy
	

	By Aug. 1, capture insight for Children’s Residential Program
	Mary Gilleran
	

	By Aug. 1, capture insight for Home and Community Based Program
	Mary Gilleran
	

	By Aug. 3, share information and data on changing demographics of student and program participants (e.g., diagnoses, behaviors, aspirations, transition programming goals).
	Christine Schulte; Zonya Mitchell
	

	By Aug. 3, share information and data on changing support needs of employees (e.g., de-escalation techniques).
	Christine Schulte; Zonya Mitchell
	

	By Aug. 18, identify competitors and benchmark their services and brand communications vehicles (e.g., website, email, social media) beside BCCS’ assets.
	Full Committee
	

	By Aug. 18, identify how OCFS regulations impact marketing.
	Mary McNamara;
Michelle Bermani
	

	By Aug. 18, gather all internal and external communications, distributions, policies and materials, including event fliers, brochures, business cards, newsletters, PA communications and content shared across social media.
	Diane Condy;
Mary Gilleran
	

	By Aug. 29, conduct audit of how each school/ program currently communicates in concert and as part of the larger BCCS brand.
	Mary McNamara;
Marie Mamone Pickney
	

	By Aug. 29, provide data on existing brand perception and satisfaction assessments, e.g., surveys, focus groups, etc.
	Mary McNamara;
Michelle Bermani;
Mary Gilleran
	

	By Sept. 7, create vendors, sponsors and donors list from the past three years.
	Mary McNamara;
Christine Schulte;
Diane Condy
	

	By Sept. 7, develop a list of people and organizations that have volunteered over the past three years, as well as their areas of interest.
	Nicole Zerillo
	

	By TBD, identify legislative agenda, along with governmental and policy issues impacting the organization. 
	Mary McNamara; Zonya Mitchell; 
Marie Mamone Pickney
	

	Strategy Development (Draft; Finalized According to Data Found in Discovery Phase):
Through April 18, submit a report of recommendations for sustainable development of brand communications
	Nicole Zerillo;
Full Committee
	

	Evaluate reported data from Discovery Phase, with particular attention paid to brand perception and satisfaction assessments, e.g., surveys, focus groups, etc.
	Nicole Zerillo;
Full Committee
	

	Brainstorm ways to improve communications mechanisms and close the gap on connecting with key audiences (e.g., content areas of interest to survey community)
	Nicole Zerillo;
Full Committee
	

	Propose agenda, in response to governmental and policy issues impacting organizational stakeholders.
	Mary McNamara; Christine Schulte
	

	Identify cause and organizational ambassadors.
	Mary McNamara;
Christine Schulte;
Diane Condy; Zonya Mitchell
	

	Evaluate external and internal brand perception value drivers and satisfaction assessments (e.g., surveys, focus groups, etc.).
	Mary McNamara;
Michelle Bermani;

Diane Condy
	

	Survey community.
	Mary McNamara;
Michelle Bermani;

Diane Condy
	

	Clarify brand promise, attributes, key messages and drivers for each school and program.
	Mary McNamara;
Michelle Bermani;

Diane Condy
	

	Refine brand within existent architecture of programs and the strategy of how to communicate as a bigger BCCS brand and AHRC brand to key audiences.
	Mary McNamara;
Marie Mamone Pickney;
Mary Gilleran

	

	Adjust visual assets to match direction of brand.
	Mary McNamara;
Marie Mamone Pickney; Mary Gilleran
	

	Test proposed brand assets with key audiences.

	Mary McNamara;
Zonya Mitchell;
Christine Schulte
	

	Incorporate insight from testing into brand assets.
	Mary McNamara;
Zonya Mitchell;
Christine Schulte
	

	Plan activation of advocacy group.
	Mary McNamara, liaising with AHRC Goal #1 Committee; Christine Schulte
	

	Present report of proposed tactical roll-out plan and budget to the Board and senior leadership for approval.
	Nicole Zerillo;

Full Committee
	

	Implementation (Draft; Finalized According to Strategy Phase):
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
	

	Update submitted branding with Board and senior leadership recommendations.
	Nicole Zerillo
	

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

	Continue to update and refine guidelines for staff, parents and alumni to share their contributions to the organization’s mission through newsletters, editorial schedule for blog and advocacy opportunities.
	Nicole Zerillo;
Mary Gilleran;
Diane Condy:
Michelle Bermani
	

	Develop internal communication plan and access to collateral.
	Mary McNamara;
Mary Gillleran;
Diane Condy;
Michelle Bermani
	

	Develop parent/staff brand ambassador program to respond to timely topics.
	Mary McNamara;
Marie Mamone Pickney
	

	Begin roll out of brand, in addition to integrated content marketing plan for building brand awareness of specific programs among key audiences.
	Mary McNamara
	

	Begin aggressive digital outreach ensuring that BCCS is at the top of Search results.
	Mary McNamara
	

	Begin implementation of monitoring and measurement of marketing communications initiatives.
	Mary McNamara
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