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This bihliog:aphy contains annotations of 11.

docnlents and journal articles covering various aspects of school
public relations, including how to start a PR program, how to improve
. information dissemination and inforfation gathering, the PR aspects
of schocl violence, the role of thie school business manager in PR,
school . publications, the PR aspects of school budget elections, and -
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hov to handle the PE problems presentad by a teachers? strike. !hcse
materials are all listed in the BRIC indcxcs. :
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".1. Bagin, Don. How to Start and Improve a P. R. Pro-
gram. Evanston, lllinois National School Boards Associa-
tion 1975 54 pages ED 111030

Bagin's guide reflects the trend away from efphasis on  *

traditional public relations to emphasis on communications
As he points dut, the image of “public relations’” has suffered
- considerably in recent years, “communications and community-
relations are purer-sounding and usually gain more public accep-
tance '’ Although many experts in this field make the same sud
stitution, 1t 8 Tather refreshing to run across an author willing
to make exphicit the reason for #his transition
The change, however, is more than 3 mere semantic altera
ton As Bagin makes-clear, communications is a tworway pro-
dess, and the riew concept of public relations means 1mproving
communication both within and outside the school. The inter-
- nal audience {teachers, support staff) is as important as the ex-
ternal audience {the*public)
To achieve this goal of effective and total commumcation. a
—  gchool district must take very serfously its public relations
efforts Bagin lists common mustakes mage by districts trying
to iInitiate a PR-program, including naming a teacher to be PR
director on a part-timg basis, ''regarding the newly appointed’
communications specialist as littie more than a writer of news
releases,” and startifg a PR program without carefully defined
objectives All thede mistakes betoken a lack of fLommitment
on Behalf of district leaders, a lack that has caused some dis
tricts’ attempts to backfire “'so explosively that all possibiity
of doing the job right was negated for years " '

“To ensure that administrative personne! are sufficnontly
committed to lmDrOVmg communications with internal and ex-
ternal audiences, Bagin recommends making communications
skills a prereguisite for hiring new ad’mnmstrator,s, he i
sample guestions covering different communications areas to
be asked of job interviewees He also'suggests that,‘commun:-
catons successes and failuress’ be made part of annual adminis-,
trator ewaluation . .0

’ .To ensure that district employees gain “'specific skills and
confidencde in the area of schoat public relations.” he recom-
~\mends that practical materials and knowledgeabte consultants
be utilized in inservice sessions for allschool personnel (includ-
ing secretaries, custodians, and cafeteria workers) Bagin has
appended a-."'Yellow Pages’” of resources useful for inservice
rograms in school public relations T -
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The Best of ERIC presents annotations of ERIC liter-
ature on important topigs in educational management

The selections are intgfded to give the practicing edu-
cator easy access to the most significant and useful infor-
miuon avanlaéle from ERIC’ Because of space Ilmlta?ons
the itemalisted should be viewed as representative, rather
than exhaustive, of literature meeting those criteria.

Materials were selected for inclusion from the ERIC’
catalogs Resources in Education (RIE) and Current Index

¥ to Jouma/s in Education (CIJE).

. | Z
This bibliography was prepared by the ERIC Clearmghouse on Educational Management for distribution by the American Association of/School
Administrators, the Aasocnatnon of-California School Administrators, and the Wisconsin Secondary School Ad

istrators Assomatson
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2. Bagin, Don, Grazian, Frank, and Harrison, Charles.
PR for School Bourd Members. A Guide for Members of
Boards of Education and School Administrators to Im-
prove and . Strengthen School Information Programs.
Volume 8, AASA Executive Handbook Series Washing-
ton, D C, and Eugene, Oregdn American Association of
School Administrators, and ERIC Clearinghouse on Edu-
cational Management, 1976 74 pages ED 12356 [

— .
Although this handbook coyers the expected and necessary

PR program components {such as distriat publications and the
handling of communications in crisig gituations), perhaps its
most interesting chapters deal with information gathering The
authors examine, in a fair amount of detaif, how the district
can obtain feedback from the community and how the schoo!
board can obtain infofmation necessdry for.dedision-making
from the administration and other sources

Among the sources of community input discussed by Bagin,
Grazian, and Harrison are citizens advisory committees ('‘one
of the most important feedback mechanisas in sc‘hool coms
munications’’) and “"ké&y communicators ' Key commuynicators
are people in the community “'who talk to every sedment ¢f
the public " These leaders (official and unofficial) car\'‘often
provide an instant barometer of ggmmunity feeling and oRinion
white formal polis and surveys are beingdeveloped " The board
and administration can tap the key communicators’ response
to program ahd policy changes before making findl decisions

The authors bolster their presentation with pertinent obser-
vations from other writers and with descrip®iens of PR policies
atd PR director job descriptions from various school districts
across the country ' 5

[
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3 Banach, Witltam J , and Barkelew, Ann H. The Banach-
Barkelew Brainstorming Book. Utica, Michigan Synergy
Group 1976 44 pages ED 141 896

Banach and Barkelew point-out that even MOuéh the pubhic
possesses @ rather large quantity of information abaut the

, schools {such as the price offschool lunches, bus schedutes, and ™

vacation dates), t‘hg guality of suth information leaves a lot to
be desired Parents and other commumty members sumply do
not understand what is being taught to children and why/

To imprdbe information quality, schools nead to devise’a

public relatfons program that incorporates four components
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\ analyzmg, plannjng, commumcatmg,,and e ah{atmg Banach
hat

. -
'cess apRegrs trite, 1t works “ And to get this procaes started,
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d Barkelew, both PR cBnultants, believe that""disregard for
imple process is the main reason many efucational com-
m{uméatnon programs fail  As they state, "'AltRough the pro-

they advise educators 1o try their brainstorming strategy
Th:s strategy 15 Intended to enlourage dfstrect persopnel

- (and parents and students) te pool*ideas n prder to come up.

with the best list of public relavpns iInnevations possible for
their partucular district A step-by#step description of the brain-
storming process—useful with groups as small as five or as large
as several hundred—emphasizes the initial genération of a large
guantity of ideas, then the selectioh and refinement of the stt
ideas Appropriate forms and checklists are included for partici-

pants’ use ' *
4. Gallagher, Donald R. “'In Youyr Public Relations Is
-1t Telt All or Top Secret?”’ School Business Affairs,
41 2 {February 1975), pp 32-34 EJ 110965 . '

" The school business office often does many routing things
that hurf-the school image internally and externally,” accord-
ing to Gallagher Even though school business managers are
not accustomed to thinking of themselves as public relatigns
representatives, they should be apprised of the impact their
actions have on pubhc perceptions gf the schools and on em-
ployees’ percepnbn ohthe sghool admmxstratton ‘

Gallagher lists gestions intended to encourage business

"managers to “"take te initiative and develop a program of com-

municating wit t}s public and the employees Business maﬂ i
agers should a &ﬁ’usmg educational and fiscal jargon when
describing busipess procedures to the public, they shouid be
able to interpfet,the school budget In terms that thé public
can understand inservice trairung fGr business staff members
can heip them to better fill their public relations roles .

To maintagin smooth reIation's with local merchants and sup-
pliers, the business manager should make sure that they are 1n-
formed whén and how the school will pay 118 bills Gallagher
recommends formation of an advisory council “‘of local cit-
zens, busimess éxperts, and merchants’ to provide the school
with feedpack and to encoudage committee members to 'r
late the school usiness $tory to other membnrs of the com-
munity

5. Hilidrup, Robert P ""The PR Aspeots of School Vlio-
lefte * Journal of Educational Communigation, 152
(September-October 1975}, pp 8-11 EJ 137 969

Hilldrup’s article deals.with a phenomenon that atl school
administrators fid unpleasant and that many find’ themselves
ynable to cope with—vfolence 1n theschools Hilldrup, public

< information director for the Richmand, Virginia, public schools,
-urges school adrhinistrators to remove their heads front the sgrd

and to 2’look at the PR immphications of schoo! violence, to ad-
mit that it can happen.in your schoobsystedn and to start thmk
ing negatively in order to do something pos‘ive about 1t’

To start with, PR djrectors shbuld check with other school
districts to see what ptans they have deviséd*or handling the
public relationd aspects of school violence Once district per-
sonnel (especially school principals) are convinced of the im-
portance of planning for unpleasant contingencies, the PR
director should encourage closer relations betwaen school per- -
sonnel and the police Hilldrup advises making contact with a
high rahking p‘pltce officer "'so that you can gecide who will
make what statement to whom after an incident happens "=

Hilldrup’s list of steps to be taken by the PR director once
n incident of 'violence has occurred is commendably specific

= .

. ’ - 4
. Y . -
For example, he suggests that )?é contacts in the time of
¢risks should be made “;above the ¥epo vel’—with the City
-editoror nevv‘as editor, "'an advance urfderstar@mg at the manage-
ment level” can facmtate the accurate disseminatior of infor-
tmation Radio should be the first priority, synge it reaches many
peoplerquickly Trust and candor should characterize the PR
director’s inferaction with radm statione, as well as with other
news medua Reporters should not be a!lowed 1o Intervi

pupilson school property, however, no attempt should be made

- townterfere with media mgarvtewmg when puplts are off the

school grounds '

The m@st essential thing is 16 make sure that the public in-
formation director is |mmed|ately informed as soon as an Incl-
dent occur? as he st'ates ““there 15 no way you can serve’ the

schools or the media if you are the last 10 know
L J A

6. Joges, J Willlam. Budget/Finance Campaigns: You
Can't Afford to "Lose. Arlington, Virginia National
School Public Pfetatlons Associatidn, 1977 97‘ pages ED
140 428

\

+ A school budget campaign calls for all the public relations
and communication expertise that the district can muster
Jones’ book Makes 1t quite clear that the election wtll be lost
unless the school district makes campaigriing a well-planned,

vear-round activity As he states, ~* ‘Love-Me-Suddenly’ camy”

paigns simply don’t work "

Jones hsts certain ‘‘givens’ necessary for school budget pas-
sage First, “the issue to be voted on must be reasonable, as
g®nomical as humanty possible, and perhaps most |mportant

w Of all, salable " He em@hasizes that the budget should- beﬁtated

in terms corhprehensible to the average voter, not In "fiscal
Jjargon that onty an accountant can understang, ", »
Ciuzen i‘nvolveme‘nt and, credibiiity are absolutely essential
Voters must believe what the school district tells them about
schqol financial needs, and. the best way to foster belief «s by
involving citizeng 1n both the budget formulating process and

in the cam{)atgn

T
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1. Nati‘nal School Boards Assbeiation, 1055 Thomas Jeffer-
-son St , N W., Washington, D.C. 20007. $5 00
American Association of Schoo| Administrators, 1801 N.
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$2 50 Orders under $15 include payment plus $1 00 hand-
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7 Jones points.aut that each campalgn must be tallored to the
‘ specific characteristics apd needs of the individual community,
.. ~there is no one forlula for elestion success He places special
importance on the dis®ict's first announcement of theti?z

]

i

.- paign, which sets the tone for all campaign actiities tha
How. And he stresses that the digtrict must honestly believe
that it can win its budget election or it'shouldn’t "‘get on the
ballot in the first place.” ' >
"Jofes’ book will be of special interest 1o administrators jn
districts where budgets have been defeated n the pas®, since he’

mafizes the experiences of districts ‘that have waged successtul
finanke.campaigns. :

g 7

. 7. Nationa! School Public Relations Association., Releas-

‘ing Test Scores: Educational Assessment Programs, How
to Tell the Public. Arlington, Virgimia National School
Png)jc Relations Association, 1976 67 pages ED 119
32 . .

This NSPRA guide advises scheol leaders on how to handle
a potentially unsettling event—the announcement of student
achievement scores and educational assessment results Accord-
Ing to the authbrs, At the local school district level, the quahity -
, o} assessment communication to parents, staff members, com-
7 munity leaders and other important publics has been éenerally
Sub-par, even nonexistent ”' And yet, educational assessment
programs and test scores are inextricably mixed with the whole
issue of educational accountability ’

Given the importance of assessment results, dissemination
efforts must be carefully planned and executed at theindividual
school level, at the schoo! district level, and at the state level

. The authors advise local school systems to release-their test
‘ scorag as soon as they receive them, instead qf waiting for the

"'Advance release gives local school districts the advantage of
initiative It also 'reduces the likelihood of pblic panic when
the state report comes out*” .

. Preparation for release of assessment results should begin
before the tests are even administered School administrators
should realize that results will mean different things to 8iffer-
ent segments of the public and should tailor their presentation
accordingly Dis ination “'should be persuasive in nature,”
meaning that 1t s?g:nd be aimed at encouraging various publics

¢ to support the overall goal of educational improvement
These suggestions, backed up by samjple feedback surveys
< and other materials taken from Michigan’'s and Maryland’s
dissemination efforts, should aid administrators 1n mimimizing
difficulties that can arise when test results come out ) .

.
[

+B. New York State School Boards Association Com-
4 munications Public Relations. A Handbook on School-

Community Relations. Reused: Albany, New York
. 1973 82 pages ED 127 707 .-
' " “There 15 no need to ask if yﬁur board has a'publuc relations

program It does, whether you know 1t or not,”’ according to
Vi the authors of this PR hardbook ka-the é‘bsence of &toherent
policy, the school board performs this key function inagd-
vertently and, usually, badly’ The gitent of this handbook 15 to
assist school boards to substifute a well-planned and effectively
executed PR prbgram for one marked by inadvertence and

haprnstance . ) o
Written for use by sthool board members, the handbook
emphasizes the pivotal role the board plays in interpreting the
@ >mmunity to the’schools and, cenversely, interpreting the

* - N .
S

not ondy includes suggestions from PR experts, but also sum-

state deparient of education to do so As they point out,

W
L

J

1

4 " S
schools to the community Board members have great impact
on public perceptions of, the schools, accord;ng to the authqrs,
because board members are $chool t@xpayers like other citizens
and are unpaid for. their schBol service What boarlj-members
say "1s heard differently and i1s apt to be credited more fully **
V' Even though the board, as “top management,” should take
the initiative in poycy formation, Pﬂgb]ectwés can be metonly
with the_coope:ﬁn of “the entire school community * The
authors favor the team approdch over formation of a separate
PR department, except in very large school districts. Teachers,
and to ashightly lesser degree, other staff members (bus drivets,
aides, secretaries) play an espectally important role in the suc-
cess or failure of any PR effort ‘
Once the school PR team 1s committed to improying school-
community-relations, the board can begin to d@¥lop “"the most
effective means of cOmmunication with the maximum number
of people in the-Histrict ” To achieve this goal, theboard needs
10 be thoroughly acquaintéed waitrthe concerns and information
needs of the community (to besscertained through an opinion
survey), with the variety of media potentially available for«dis-
seminating information, and'with the processes of producing,
writing, and placing news so that the district ma“alns good
relations with the press . - .

. %- Ondrasik, Barbara P. “Get Good Vibes from a Versa-
nle House Organ/ Journal of Educational Communiga- |
tion, 2, 2 (Winter 1977}, pp 12-21 EJ 160 469

.. - Good school public reiations begin at home with a staff

* newsletter that answers the need of schodl ernployees to know
what's ggng on, according to Ondrasik, editor of an award#
winning school district newsletter |If erfployees are "“to feel )
part of the team.,” they must be well informed And if the
school statf newsletter does a good job of informingyemployges *

will more likely function as the district’s “most valuable PR -

asset ”'
Ondrasik’s article 1s filled with concrete suggestions on how

- 4 (and how not) to write and publish a mewsletter She empha-

sizes- thatsome form of effective staff newsletter can be assem-
bled on even-a very small budget But she points out that “if
your school system has ‘no money* for a regular staff publica:
Hion of some kind,then it reall\{ needs to rethink its \pnonu'es_'.'
A staff qewsletter’s credibility 1s contingent on preséntation
. .of the truth, even about contraversial fatters. A ngWsIetter ’
should not function as a-management mouthpiece As Ondra-
stk cautions,."'Avoid, at alt cdsts, hqving your newsletter soung”
Iék) a pontifical edick issued from the 1solated, insulated “vary
wer S .

' .
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interpretive research studies on topics in jts educquonal nfea

Cucatlén. .

Reeearch reports are announced in Resources in Education (HIE) available m many fibraries and by subscription far $42.70 a year from the .
United States Government Printing Office, Washington, D C. 20402. Journal articles are announced in Current index to Journals In Education.
CIJE is also available jn many librdries and can be ordered for $62 a year from Macmilian Ipformation, 100 D Brown Street, Riverside, New

. Besides processing documentt and journal articles, the Cleérmghouse prepares blbllographies Ilterature reviews, monographs, and other

This publication was prepared pursuant to a contract with the Natignal Institute of Education, U. S. Departmient of Health, Education, and

. Welifare, Contractors undertaking such~°pro;ects under government sponsorship are encouraged to express freely their judgment improfessional’
. and-technical maaters. Pribr to publlcation, the manuscript was submitted to the Amgrican Association of School Administrators for critical
, review and determination of professlonal cgmpetence. Thius publication has met such standards. Points of view ar opiaions, however, 9o not
necessarily represent the official view or opinions of either the American Association of School Administrators or the National Institute of

h ¢
d The Educational Resources informstion Cer)_er (ERIC) is a nahonal Information system operated by the National Institute of EducatD .
ERIC serves educators by dlsseminating research results and other resource information that can be used in davelobing more effective educa—
tional programs. The ERIC Clearinghouse on Educational Management, one of several such units in the system, was established at the Umversltv
of Oregon In 1966. The Cleaﬂnghouse and its companion units process research reports and journal articlés for announeernent in ERIC’s Indexr
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Noting that even some of the bestschool district newsletters
tend to_ be “weak,and wordy.” Ondrasik counsels using plain
Enghish instead of educatignese, keeping sentences and para-
graphs short, condensing copy where possible, and carefully
editing every&nng (even the superintendent’s annual message
to the troops) *

Her article includes samples of newsletter front pages from
school districts around the country .

10. Powell, ‘James “Work Stoppages and Public Rela-
tions Winning the War" of (ords ** New Jersey ScHool
Leader 3, 4 Wanuary-February 1975}, pp 19-20 EJ,
118415 |

-

“Why do strikers generally capfure public sentiment anc{
support even though ar objective Ipok at the facts would lead
observers to other conclusions?’’ Pbwell’s answer to this ques-
tion Is that management’ teams 30/ a poor job of co mun|cat
Ing their positions to therr comm()nmes-‘wn other w rds they
fart at practicing elementa% pullic relations throughout the
cotléctive bargaining process, « ! *

, Powell gdvises the managemem side to carry out an ongoing
communications pregram in order to ensure’that “"dependable
|nf0rmat|on about school prog"ams and policies’” reaches the
communlty The program shguld build a-climmate of public
trust m the boatd of educatios and the district administration

The district léadership needs to select an effective communi-
cator to represent managene t's 5|de-a public relatuons repre-
sentative who Gan act as ““the board's field marshal * Powell
suggests that this communicator try to work with the employee

. bargarnung téam’s PR representatuve\ to develop joint news re-

.

E

feases But management-generated press releases should ‘care-
futhy spelt out the costs of the demands rejected by the board *

+If the management. teamn believes that. the press is inade-

quately coVerlng the board’s position, 1t should purchase adver-
' tising space 1o convey 1ts mesgage |f unfawful behavior on be- '
half of strikers oceurs, “pubjc relations teghnigues,” such as*
7] %4

quickly informing the ne media of any union abuses and
hiring a photographer to pr ide evidemce’ of disruption, can

‘ be effecuvely employed, accprding to Powell

RIC ~ .- 7
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- 15 time consuming, that the payoff 1s §ard to measure, and that

v
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11 Schaub, Alfred R “The Power of Poor Commkjnnca-
tions ' Journal of Educatfonal Communtcation, 1, 2
(September-October, 1975), pp-4-5 EJ 137 967

'A cqmmon assumption In the literature on organizational
communication and public relations 1s that poor communica-
tons result from a lack of tré;nqng——that if organizatron mem-
bers only knowhow-to communicate effectively, they would | -
automatically dd so Schaub, however, takes a d«{ferent posi-
tion He beligves that “'faulty communications are often con-
sciously or unconsciously engineered to assist indwviduals in
their quest for power * He maint#ins that management person-
nel especially are quite skilled in commudhication techniques
Their fdjure to constructrvely utilize these skills arises from
specific "power-related” problems that characterize organizg
tional life in many institutions, incfuding the schools

According to Schaub. the miast common cause of poor com-
munications 15 “‘giving time and\erfiergy to Wore visible, self-
serving activities”” rather than to kmproving communications
Even though administrators frequently pay Hp service to such
improvement, the fact remaans that\the improvement process

are “"of more benefit

improved commuritcations frequentt
and reward 10 others than ourselves */
Qoor communications also result frolp a wish to avoid con-
frontation with others, especially when gpe communrcat‘nn
would involve a discussion of (and-disagr p?entover) contrly-
vers{al Jssues or.personal vaLues A related problem is the tenéV
ency of managers to react negatuvely to emphpyees who artucu
late problems As Schaub states, ‘‘Bearers pf\bad news often
lose their heads ™ '
Schaub does believe that good communication\a
organt.zat:onal relation§ are possible Byt he coun managers
not to_be naive In theirr quest for impreved com#unication .
Schaubls observations offer a valuable (thgugh not necessarily
pleasant) counterpoint to the facile optimism eviriced by many
communications and PR writers ’ Y
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