STRONGER
OoTs

From a new website
to a new voice




is a network of parents and parent associations who want
to be partners with schools. They seek ways to cooperate,
to encourage parents and schools to communicate with
each other, and to try to involve more parents in what is
happening in schools. The association provides information,
examples of good practice and practical tools.

At the beginning of the Parents‘ Union [Unie rodiéu] project, there was

a technical assignment: to improve the website. With the support of a men-
tor from the Stronger Roots program, however, the organization conducted
a thorough analysis of why and to whom it was speaking and made the most
of the strategic opportunity to redefine its own identity, mission, and relati-
onships with its target groups. Thanks to this, the organization has
developed from being a local initiative into a respected player in the area

of cooperation between parents and schools.


https://www.unierodicu.cz/

Why it couldn‘t be done ,just like that*

The Parents’ Union wanted to create a new
website. The old one was messy, ambigu-
ous and confusing to visitors.

Sometimes it spoke to parents, sometimes
to schools, sometimes it took over other
people’s content, sometimes it provided
information about the organisation‘s own
actions. Similarly, the Union failed to reach
out, attract and retain supporters. The or-
ganisation wanted to expand across the
Czech Republic and to create a network
outside of the Kutna Hora region, connec-
ting schools with parents and at the same
time educating them, collecting ideas and
topics and transferring them to the vocati-
onal education sector.

Originally, it seemed that a new design,
with a better structure and technical mo-
dification to the website would be suffi-
cient. However, in the first few weeks, it
had already become clear that a technical

solution would not be enough. First, it was
necessary to start with basic questions
like who are we, to whom are we trying

to speak, what do we actually want to say
and why. With the support of mentor Da-
niela Velova, the Parents’ Union therefore
underwent a thorough reflection of its
identity and target groups.

The organisation’s representatives tested
the newly created narratives over a period
of time and gradually fine-tuned the langu-
age and tone. They were not afraid to put
themselves out there in the public sphere,
to speak at conferences, to reach out to
partners and to ask openly for feedback.

The result has been a new website that
clearly presents the goals of the orga-
nization, its activities, services and a list
of ways for parents and schools to get
more involved.



“We were surprised by how demanding the process

of publishing a story could be, including coming to

an agreement on the photos and the texts. We have to be very
considerate not to publish something that could be hurtful

to parents or schools. The debates and discussions about what
to publish are very long ones. In the beginning, it is necessary
to establish good relationships through repeated face-to-face

meetings.”

Parents will find specific materials that can
help them in setting up cooperation with
schools and a blog that shows them inspi-
rational stories of good practice.

The site also has a map of records from
places that describe examples of interes-
ting cooperation from the point of view

of parents and/or schools. This collection
of inspirational material proved to be sig-
nificantly more challenging than the team
had originally expected. Although they had
an online questionnaire and disseminated

- Jana Neumajerova

it through its website, leaflets and Face-
book, people hardly responded to it as
topics focused on relationships are di-
fficult to describe digitally. That is why
the organisation’s team proceeded to
collect stories through face-to-face mee-
tings, which is a much more challenging
but trustworthy method. Meaningful sto-
ries arose through conversations, repea-
ted meetings and sensitive listening.



When the organisation speaks differently

Today, the Parents’ Union communicates
clearly, in a friendly way and with an
emphasis on what is going well. Commu-
nication is focused on being concrete and
supportive, helping schools and parents
to overcome distrust and fears. The in-
formation is primarily focused on what is
going well and not the other way around.
Such atone is particularly important for
schools that are well aware of the con-
cerns and risks of inviting parents to
cooperate with them.

When the organisation talks about “setting
up communication® between schools

and parents, it also provides practical tools
such as a communication tree, checklists,
steps of engagement, or templates of pa-
rent manuals.

“When there is specific guidance on the
website, everything is much easier for pa-
rents to grasp,” says Angelika Gergelova.

The Parents’ Union has also invested a few
hundred crowns in promotion and paid
advertising, thanks to which it has man-
aged to increase its reach. The volunteer
system proved to no longer be sufficient
and professionalisation brought with it the
necessary capacity for further develop-
ment. As a result, the Parents’ Union hired
four new colleagues to deal with commu-
nication, PR, education, and thanks to this
the processes and responsibilities within
the organisation are now clearly divided.



If you are planning to make a change in
your communication strategy, start with
your vision and identity. A new website

or anew newsletter are not just “outputs”.
They are a mirror of how an organization
views itself and how it wants to interact
with the world. What do you want to say,

to whom and with what intention? If this
understanding changes, your response
and the effect of your communication cha-
nnels will also change. The whole process
can almost have a paralyzing effect at the
beginning due to its complexity. It is there-
fore important to break it down into a num-
ber of steps that you will follow. Don't be

A technical assignment may hide
a deeper set of needs - wanting

a ,new website“ often means that
an organization needs to revise
what it is, what it says and

to whom it is speaking.

Reflection on the organisati-
on’s identity and target audien-
ce(s) is required even before the
actual creation of content

or design.

afraid to invite an outside expert, because
an external and above all an expert view
can open up new horizons and perspecti-
ves. Try things out. Test the language and
formats that suit you. And don‘t be afraid
of feedback.

Collecting stories about relation-
ships requires personal contact

- forms and questionnaires are
not enough, especially when it
comes to sensitive or emotionally
charged topics (such as educa-
tion, parenting).

Investing in a professional team
and targeted communication
pays off — even with a limited
budget, you can work effectively
if the strategy is well thought out.

Testing and repetitive usage of
language increases both

the credibility and clarity of the
communication.






