Why Technology Centers Pass Evaluations
Taken directly off evaluation reports over the years. 
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Commendations or Strengths  (Many of these are combined.)

Evidence of administrative value for Communications and Marketing:
· The communications/marketing officer has been moved within the past three years to the district’s administrative office and has become a more active member of the management team. This allows him/her to be more effective in his job of directing both internal and external communications. 
· Serves on the administrative team and acts as communication advisor for senior staff.
· The communications and marketing director, relatively new in her position, is a vital part of the management team..

Improvements made over the years: 
· Many of the suggestions noted in the previous Accreditation Report are being implemented effectively. 
· Responsible for initiating many successful community outreach and one-to-one public relations efforts.
· A brief “report to taxpayers” via a two-sided annual report summarizes the ROI at a glance while a newly renovated website and accompanying documents, advertising, “hands-on learning” documents and materials provide a strong and recognizable visual brand.

Making a Difference in the Communities Served
· Many of these strategies have spawned important partnerships with district businesses and have had a positive impact upon future enrollment long-term classes. 
· The tech center is viewed as a well-respected leader within all the communities it serves.

Evidence for rationale on marketing strategies:
· The marketing professional has made the decision not to advertise on TV or radio because of the lack of return on investment considering the tech center’s location in the state. 

CMO involvement in system marketing and professional development:
· The CMO has been active in the Marketing and Communications Council, which benefits the district through shared ideas and resources.    
· Works to continually improve professional skills and to build scope of responsibilities.

Evidence of research and evaluation-based marketing efforts:
· The RACE formula-driven marketing plan is a living document, updated at least annually. Created with a marketing team and two-way communication it overlays the center’s strategic plan and is the basis for time based marketing and communications planning,
· Evaluation measurement tools and decisions and changes made with results.
· Research-based decisions have saved time, energy, resources



Why Technology Centers Fail Evaluations
Normally, it takes a combination of low scores in several of the following area such as:

Suggestions for Improvement from the previous accreditation review were ignored.

· Five years ago reviewers suggested the development of cohesive messages, publications and the use of graphics and images that would brand the tech center and align with the CareerTech system. 
· To avoid strategies that are vague and difficult to measure, the review team suggested that specific timelines and measurements be identified to reach goals. To date, these recommendations have yet to be implemented. 
· It was noted the individual placed in the marketing role at that time was stretched very thin and unable to provide necessary focus on effective strategies. The situation has not changed and has perhaps worsened as more responsibilities have been placed on the person charged with marketing duties. The result is a lack of oversight and inconsistency in message delivery, which can adversely impact the school’s image and bottom line.

The lack of administrator value being placed on the Communications and Marketing role. 
· The marketing director must be included in key district initiatives and discussions to have a finger on the pulse of the tech center. One example is in the development of the district strategic planning process, which has many marketing and communications implications.
· As a one-person department, this professional is tied to technician-level responsibilities and subsequently has to react to fires rather than issues that are strategic in nature.

The lack of documentation:
· Little documentation was provided to show that these programs and other programs serving special populations receive adequate marketing attention.
· To help ensure that all students feel welcome at the tech center, marketing materials need to increase the representation of nontraditional and minority students in non-stereotypical roles.

The lack of avenues for two-way communications to gain feedback which impacts decisions.
Some of these would include:
· Surveys, focus groups, interviews, suggestion box, special task force, advisory teams, student ambassadors, some forms of social media.

The lack of advisory committees.
· Consisting of members from the targeted audiences, including internal audiences, formed to provide a means of working together while gaining greater understanding of, "buy-in" and ownership in tech center goals and objectives. 
 
The lack of involvement in professional organizations and professional development opportunities: 
· The communications designee/ director does not participate in professional development activities (summer conference or council attendance.)

Gold Star School Applicants 

The state CM office must have a marketing plan for the previous school year, approved by local school board and using the RACE formula on file in our office. (electronic or paper) 

Reminder: When your tech center is evaluated, we would like copy your communications and marketing plans to file in our office, also, to use as examples to others – like this – whether or not applying for Gold Star. 




