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Problem/Opportunity Statement 

 

 Low attendance rates have been reported at Van Duyn Elementary School, especially 

for children in the younger grade levels. Van Duyn currently faces a 93% average attendance 

rate. However, this drops to the low eighties when looking at students who come late or leave 

early. According to Force44 Communications, who spoke to SCSD’s data coach, Karin Kirnie, 

“30.34 percent of the student body are chronic absentees, and 65.93 percent of those students 

are in pre-kindergarten to second grade.” This is a problem that not only affects students right 

now, but sets them up to enter a cycle of missing school at older ages as well. In turn, this leads 

to students failing to perform academically, students scoring poorly on exams, and the 

elementary school being reviewed negatively. The reasons that these students are not attending 

school vary, with some including parents’ work commitments, parents not seeing attendance as 

essential, and bus transportation not being available. 

 Once this attendance issue is addressed, Van Duyn will see other advances such as 

higher test scores, more participation at school, higher literacy rates, and improved school 

evaluations. It is the goal to increase attendance to an impressive 95%. With thorough research 

and planning, this can, and will, be accomplished. Research includes insight into the motivating 

factors behind parents bringing their children to school, the school’s official attendance policy, 

and the numerous benefits of children attending school on a regular basis. In order to improve 

said attendance issue, it is essential that Van Duyn makes the parents of students aware of how 

important attendance truly is and encourages all parents to act upon this. Van Duyn must also 

promote this idea to students to get them excited about attending school each day. 
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SWOT Analysis 
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Analysis of Publics 

 

Public Demographics Psychographics Influencers Media Habits 

All parents with 
students in K-2nd 
grade at Van Duyn 
Elementary School 

Ages 28-38 
 
Male and Female 
 
~260 total sets of 
parents/ guardians 
 
87% of 
school-wide 
families are 
economically 
disadvantaged 
(VAN DUYN 
ELEMENTARY 
SCHOOL - 
Enrollment Data). 
 

Children are a 
priority 
 
Affected by life’s 
stresses and time 
management  

Kids/Family 
 
Peers/ Other 
parents 
  
School board/ 
PFO 
 
School staff/ 
Teachers  
  
Other community 
members 

Social media - Twitter, 
Facebook 
 
Traditional media - 
newspapers 
 
Preferred method of 
communication: 

● Email 
● Call  
● Social media 
● Text  
● Face to face 
● Mail 

Public Demographics Psychographics Influencers Media Habits 

PFO parents of Van 
Duyn Elementary 
School 

Ages 28-38 
 
Male and Female 

Involved in the 
community and the 
school district 
 
Bring their children 
to school on time 
and know the 
importance of it 
 
Want to help the 
attendance issue 
for the good of the 
community and 
their own kids 

Kids/Family 
 
Peers/ Other 
parents 
  
School board 
 
School staff/ 
Teachers  
  
Other community 
members 
 
Patterns of 
dialogue: 
thoughtful, 
emotional 
 

Preferred method of 
communication: 

● Email 
● Call  
● Social media 
● Text  
● Face to face 
● Mail 
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Public Demographics Psychographics Influencers Media Habits 

Parents of K-2nd 
graders who 
chronically drop 
their kids off late 
and/or are not 
getting their kids to 
school 

Ages 28-38 
 
Male and Female 

Work obligations 
sometimes 
interfere with 
getting children to 
school 
 
Work long hours 
and may be paid 
hourly 
 
Know school is 
important but need 
an extra push to 
break their habits 
 
Fall back into 
previous tardiness 
habits 
 
 

Kids/ Family 
 
School staff/ 
Teachers 
 
Other parents 
 
Patterns of 
dialogue: 
information-rich, 
emotional 
 

Preferred method of 
communication:  

● Face to face 
● Email 
● Call 

Public Demographics Psychographics Influencers Media Habits 

All students in 
K-2nd grade at Van 
Duyn Elementary 
School 

Ages 5-7 
  
Male and Female 

Generally want to 
come to school 
 
Rely on parents or 
the bus system to 
get them to and 
from school 
 
Respond well to 
incentives and 
instant gratification 
 
 
 
 

Parents/ 
Guardians 
 
School staff/ 
Teachers 
 
Community 
members 
 
Student peers 
 

Method of 
communication:  

● Face to face 
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GOAL: Increase the overall attendance rate of students in K-2nd grade at Van Duyn 

Elementary School. 

 

OBJECTIVE 1: 

100% of all parents will be aware of the tardiness and absence issues within the first 21 days of 
the campaign. 

 
STRATEGY:  

As it takes 21 days to break a habit, the PFO will engage with other parents through a 21 day 
campaign to combat tardiness and absences. The late parents will become aware and 
supportive of the idea through audience engagement. 
 
PRETEST:  
The PFO will organize a parent meeting and a brainstorm session to survey what parents need 
to help them combat tardiness and absences. 

 
TACTICS:  

● Van Duyn will promote this awareness campaign through phone calls home and emails 
sent to all parents. It will also blast out information to parents via social media posts and 
retweet/repost relevant content. 

● PFO parents will support the campaign and promote it to other parents through word of 
mouth communication. 

● Flyers will be hung in the main lobby of the school where parents mostly come and also 
sent home with students.  

● Helpful fact sheets, a morning checklist, and a 21 day calendar will be distributed to 
parents as well. 

● Van Duyn will hang a banner that reads “School. All day, every day.” at the school’s 
entrance to continuously remind parents of the campaign. 
 

MESSAGES:  
● Every minute counts in learning. 
● When students miss the beginning or end of a school day, it’s like listening to a sentence 

with half of the words missing. 
● Seeing your kids thrive in school will make you happy! 
● Improving attendance is not only beneficial to your own child, but the whole class. A 

classroom is collaborative and runs most efficiently when the same children are 
consistently there together learning from and with one another. 
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EVALUATION:  
Measure awareness of direct reach to parents through social media, phone calls, and email via 
Google Analytics/CRM program. 

● Social Media: Conversation Rate (the number of replies/comments on posts) 
 Amplification Rate (the number of shares/reposts per post) 
 Applause Rate (the number of likes/favorites per post) 
● Email: Include campaign-specific call-to-action landing page with unique URL and use 

Google Analytics to track traffic 
● Phone calls: Track how long parents stay on the phone with school officials to learn 

about this campaign 
● Ask a series of questions at the end of conversations with the parents to assess impact 
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GOAL: Increase the overall attendance rate of students in K-2nd grade at Van Duyn 

Elementary School. 

 

OBJECTIVE 2:  

75% of parents who chronically drop their kids off late to school and/or don’t bring them will 
break this habit within the first 21 day cycle of the campaign. 
 
STRATEGY:  

Create programs that encourage these parents to bring their kids to school on time. Use these 
programs as a corrective action strategy. 

 
PRETEST:  
Van Duyn will survey the chronically late parents in an effort to understand why they are 
dropping their children off late and if they believe “Power Hour” at the beginning of the day will 
increase their likelihood of bringing their child to school on time. 

 
TACTICS:  

● Van Duyn administration will explain the 21 day campaign to these parents through 
face-to-face contact at the school when parents drop kids off late. 

● Van Duyn will implement “Power Hour” at the beginning of each school day. This hour 
will include important school lessons, but will be executed through fun activities and 
games: morning review of key language arts and math skills, designed to be fun 
activities that students would not want to miss. 

● Flyers will be sent to all students’ homes describing “Power Hour.” They will also be 
given to every parent who signs in their child late. 

● Van Duyn will require a faculty member to be present when a student is being signed in 
late in order to encourage these conversations. 

● Along with the flyers, emails will be sent to parents regarding “Power Hour.” 
● *If need be, a set number of tardinesses can be changed into absences. 

 
MESSAGES:  

● The need for students to arrive on time every day emphasizes habits they will need later 
in life. Set them up for success now. 

● With “Power Hour” at the beginning of the day, it is important that your children come on 
time or they will miss crucial learning opportunities that could cause them to fall behind. 

● It only takes 21 days to break a habit. Try to break the one of bringing your kids late to 
school. We’ll just take it 21 days at a time! 

 
EVALUATION:  
Track the tardiness rate among students from the start of the campaign until the 21st day. 

● Before-after evaluation to see the improvement within these 21 days 
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GOAL: Increase the overall attendance rate of students in K-2nd grade at Van Duyn 

Elementary School. 

 

OBJECTIVE 3:  

Students in K-2nd grade will increase their attendance rate by 2% in the following 3 cycles of 
the repeated 21 day campaign (next 63 days). 
 
STRATEGY:  

Create incentives for students to want to come to school for the entirety of the day, and promote  
these within the classroom. Use audience engagement to gain their support and participation. 
 

PRETEST:  
Van Duyn administration will ask teachers what incentives have worked or not worked with their 
students in the past, and then utilize these in the program. Van Duyn will also directly ask a 
small group of students per grade what classroom games they enjoy playing and incorporate 
some of those into the classroom and “Power Hour.” 

 
TACTICS:  

● The school will implement weekly contests among the K-2nd grade classrooms. Each 
class will keep daily attendance tallies and the classes to get closest to the attendance 
goals will win extra recess time at the end of the week. 

● At the end of 21 days, the class with the best attendance score overall will get an extra 
field trip (i.e bowling). 

● It will also implement more long term competitions such as end-of-year personal 
attendance awards. Students with outstanding attendance will receive a certificate at the 
end of the school year. These awards will also be given to students who have the most 
improved attendance. 
 

MESSAGES:  

● School should be fun! “Power Hour” is a fun, educational time with different games and 
lessons that you will love to participate in. Plus, we are going to use your favorite games, 
so what can be better? 

● Each of your classes will keep daily attendance tallies and if your attendance goals are 
met, your class will win extra recess time! It’s important for your class to work together! 

● At the end of the year, personal attendance awards will also be given out to students 
who stand out. Keep coming to school every day and participating in order to win one! 

 
EVALUATION:  
Track the tardiness rate among students per quarter. 

● Before-after-after evaluation to see improvement along benchmark points and then up 
until the halfway mark in the school year 

● Count the number of attendance certificates given out to each class 
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Timeline 
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Budget 

 

1. First Objective: Have the PFO create awareness of the tardiness and absence issues 
among 100% of all parents within the first months. ​Cost: $240 

a. The parent meeting won’t need to be funded because it will take place in a Van 
Duyn classroom by PFO volunteers. 

b. Initial emails and social media will not need extra funding as there are faculty 
members and PFO members already assigned to these tasks.  

c. Hanging flyers will raise awareness among parents and students and will cost 
$11 for 100 colored prints at Staples. 

d. Distributing flyers, fact sheets, calendars and checklists will raise awareness 
among parents and will cost $132 for 1,200 colored prints (300 copies of each 
artifact). If these are not created, the process of disseminating information will 
slow down exponentially. 

e. Hanging a banner at the school’s entrance will remind parents of the campaign 
every morning when they drop their kids off at school and will set the tone of the 
campaign. One 36in x 72in vinyl banner would cost $97. 
 

2. Second Objective: Reach the parents who chronically drop their kids off late to school 
and/or don’t bring them and have 75% of these parents break their habit within the first 
cycle of the 21 day campaign. ​Cost: $120 

a. Surveys to parents of chronically late students will help Van Duyn understand 
what is causing the problem of tardiness. Standard Survey Monkey costs $37 per 
month. If this survey is not funded, the motives of the parents will not be 
understood as well, in turn, making it more difficult to assess and decide what will 
resonate best with them. 

b. Flyers regarding “Power Hour” will cost $33 for 300 colored copies. If these fact 
sheets are not made, parents will not know about the implementation of the new 
program. 

c. Meetings with faculty to explain “Power Hour” to other faculty are important as 
they are a direct link to the students. This will not require funding as they can 
explain the campaign to faculty in standard staff meetings. 

d. The games are an integral aspect of Power Hour and will cost $50. 
 

3. Third Objective: Increase the attendance rate of students in K-2nd grade by 2% in the 
following 3 cycles of the repeated 21 day campaign (next 63 days). ​Cost: $1,281 

a. For the class that wins the field trip after 21 days, a field trip will be provided. As 
an example, bringing students to AMF Strike ‘N Spare Lanes would cost $14.99 
per student including pizza, drinks and shoe rental. This multiplied by an 
approximate 20 students costs $299.80. A bus to and from the lanes would cost 
approximately $125. Thus, $425.80 for each field trip times 3 field trips will total 
$1,274.40. 
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b. Certificates will act as instant gratification for the children who have outstanding 
or improved attendance. If there are 12 classes among K-2nd grade and roughly 
5 kids in each class will receive a certificate, the cost of the certificates will be 
$6.60.  
 

Total Cost: $1,641 
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About the Team 

 

 

Sydney is a senior pursuing a B.S. in Public Relations at the S.I. 
Newhouse School of Public Communications at Syracuse 
University. She also has a minor in Marketing. Previously, Sydney 
worked at Viacom as a Nickelodeon Franchise Marketing intern. 
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Olivia is a senior pursuing a B.S. in Public Relations at the S.I. 
Newhouse School of Public Communications at Syracuse 
University. She also has minors in Marketing and Information 
Management & Technology. Olivia previously worked at Krupp 
Kommunications as a communications intern. 
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Newhouse School of Public Communications at Syracuse 
University. She also has a minor in Political Science. Previously, 
Genna worked for Weber Shandwick as a healthcare 
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Appendix 

 
Below is the flyer to be hung in school and sent home to parents (objective 1): 
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Below is the banner to be hung at the school’s entrance (objective 1): 
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Below are sample tweets to be used as an introduction to the campaign (objective 1): 
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Below is a simplified fact sheet to be distributed to parents (objective 1): 
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Below is a 21 day calendar to be distributed to parents (objective 1):  
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Below is a morning checklist to be distributed to parents offering suggestions on combating 
tardiness (objective 1): 
  

 



 
 

21 

Below is a sample survey to get basic demographic info and opinions on “Power Hour” from 
parents (objective 2): 
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Below is the flyer to be distributed to parents regarding “Power Hour” (objective 2):  
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Below is an email draft to blast to all parents explaining “Power Hour” (objective 2): 
 
 

 

 


