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Initial Survey Research

Our June 2008 survey of 92101 parents and future parents shows:
A There will be an influx of elementary school children in the near future

A These parents are expecting/hoping for a nearby school
A Recent growth in the downtown area has been substantial
We calculate that:

A A yearly average of 57 to 72 kindergarteners with parents who definitely
want their child going to a brand new elementary school in the
downtown area which has “the latest security and safety features.”

In addition to being safe, the new school should:

A Have high parental and community involvement

A Demonstrate high academic performance

A Offer pre-school

A Emphasize some combo of science, technology, math and engineering
A Possibly emphasize learning a foreign language
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Demographics
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A Hispanic population is not inordinately

large but 26% are of mixed race and
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white

Large population of renters (56%)

35% are one-parent households

Incomes are on the high side

o T I

VHY® | yR A& 82dMNJ FIYAteQa SGKyAO KSNAGEIS YIAyte o & o

3/24/2009

COMPETITIVE EDGE 4

Research & Communication



Coming Child Population Explosion

Two-thirds of the children are under the age of ten.. ..
Half are under the age of six. ..
One-third are under the age of four!

Though a small increase is now occurring, Kindergartens should be
bulging about three years from now

The survey suggests a three-fold plus increase in new parents
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Ages of Children in 92101

Percentage of Children by 1-Year
Categories
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92101 Zip Code Schools vs. Schools in the Surrounding Area
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92101 Schools vs. Schools in the
Surrounding Area
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H Much better

14 Somewhat better

1 Not enough experience

i Somewhat worse

H Much worse

A Residents report a strong
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A Schools currently in the
92101 zip code are generally
thought to be:

worse than those in the
surrounding
neighborhoods (39%) or
not thought of at all

In other words, 92101
schools have image and
awareness problems.

Q7. Thinking generally about schools in the 92101 zip code, would you say they are better or worse than the schools in communities which surround the 92101 zip code?
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New Parents want Their Kids in Downtown Schools
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Only about 15% of the school-age kids are attending 92101 schools

However, up to 80% of those with children under 5 anticipate sending
their child to a public school inside the 92101

It is hard to believe this comes from parents believing that real options
are coming on-line in downtown

So, is this optimism or
Desire?
In any event, expectations are running high for a new nearby school

Academic standards and proximity are the two most common reasons
given by parents for sending their children to the school they attend or
will attend.

COMPETITIVE EDGE

Research & Communication



Send Your Child to a New Downtown School? The Initial Test

A Our results for the new elementary school are very encouraging
A A robust 82% would actively consider it

A Further, 35% say they would definitelysend their child to that elementary
school

I most commonly because the school would be closer to them.

Likelihood of Sending Your Child to the New School in the Downtown Area Initial Test

M Definitely not L1 Probably not L1 Unsure/Depends L1 Probably M Definitely

Elementary (n=113) 12%  10%

0% 20% 40% 50% 80% 100%

Middle/High School (n=29)

Q13. Public school officials are considering building a brand new [elementary/middle/high] school in the downtown area. The school would be built with all the latest security and safety features. If
such a school was built next year, how likely would you be to send your child to that school? Would you . . .
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Send Your Child to the New Downtown School? The Final Test

A After respondents evaluated the features we asked them to visualize the
new school as having all the best elements and none of the worst

A In this best case scenario,

I only 4% of parents of elementary school students would definitely not
send their child to that school

I 45% would definitely do so

A The survey even finds interest rises among parents of middle and high
school children, although, again the sample is very small.
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Qualitative Research

A A qualitative effort (focus groups) explored and elaborated on the survey
findings

A The 90-minute discussions elicited ideas and perspectives from parents
and future parents

A Two focus groups were conducted on Monday, December 8th 2008 and
two more were conducted on Monday, December 22" 2008.

I Downtown Group included parents of kids younger than 11 or
prospective parents who live in the 92101 zip code

I Perimeter Group included parents living outside the 92101 (but who
do not work in the 92101); this group in particular would help us with
the development of the questionnaire for the 3rd phase

I Workforce Group included parents who work downtown but who do
not send their kids to downtown schools

I Non-Washington Group included parents who live in the Washington
School attendance area but whose children attend schools other than
Washington.
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Downtown and Perimeter Groups
Mirroring the survey data, these individuals are enthused about the idea
of a new school downtown that fulfills their vision of a very good school

Both groups tend to dislike their current options; public schools elicit a
significant amount of distaste

Parents in group 2 hunger for a good option which may or may not be
located downtown

t I NI A OA Lilngfoéndentss | lygiitRudazmé 2y G KS LI

and students which reflects real classroom learning and trumps test scores
as evidence of academic achievement

Can an emphasis on high quality, committed engagement generate more
buy-in than test scores?

Parents would pay to have a great school ¢ one that had the good things
but not the bad things

The bidding started at $2,500 and went up to $4,000 per annum; more
evidence that the desire for a high quality school is not lip-service.
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The Selectively Permeable Membrane

Students Membrane (School security features)
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School Community

Discussion of the strengths and weaknesses of a downtown school led to
the idea of a selectively permeable membraarmund the school

The membrane keeps children safely inside and the bad element --

coredators€ ¢ out
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features ¢ proximity to business, culture, arts, urban environment ¢ by

helping children explore their surroundings and by inviting community
entrepreneurs, professionals, artists, etc., into the school
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Downtown and Perimeter Groups (Contd)

A What great schools need is not physical; they require universal intangibles:
I Real learning and real accountability
I good teachers
i y20 a0SIFOKAY3 G2 GKS 0Sadté
I high expectations
I building tradition and sense of community
I staying power
I champion for the school
A Physical aspects of great schools are secondary
I on-going leveraging of technology
I computers and labs
I A playground is nice but they prefer a park

A Details of a multiple story school would have to be worked out as tenants
would have to be compatible with an elementary school setting.
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Workforce Group

A Familiarity with downtown schools was mixed

A General impression that San Diego city schools, public schools in general
and downtown schools are not that good

A Three parents who were not professional-types had given consideration to
having their child attend a downtown school, mostly because it would be
convenient from a work standpoint

A Particular challenges include the homeless (drunks and drugs); lack of
parking; ingress and egress; school bullying and safety

A Some concern over the amount of parental involvement expected, as in
GazyYS 2F dza INB aAy3atS Y2UKSNB A
A Highlight achievements of current and former students; establish a
G LINE (02 O2 f andfor good testssores will prave academic
excellence
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Deal Clinchers and Deal Breakers

A Deal clinchers:
I high GPA requirement/rigorous admission requirement ala High Tech High
i smaller classrooms/lower student-to-teacher ratios
I student discipline
I well-roundedness
i after-school programs/a 6-to-6 program
I abusservice
A Deal breakers were few, but they came through loud and clear:
I poor safety and security
I uninspired faculty
I poor location
it NByldla R2Yy Q0 obhyli I6RSANE OKAT R {2
A Al would pay $1500 to $5000 for the great downtown school
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Non-Washington Group

We expected this to be a difficult group . . .

A
A
A
A
A
A
A
A

Parents were generally more serious and more plugged-in to educational
options than those in the other groups

Some had researched the downtown school situation before moving to the
area and found rotten test scores

Others had had kids at Washington in 2007-2008 and decided against returning
their kids to the school, opting for Charter schools instead

The two parents with children whp had attended Washington strongly felt

school officialshad beenc Of ZIZ2S KN Sg ARSI ac

Adf | O] 2 T orithe part of San DiegolUsdified School District was cited
One parent verbalized the frustration: ¢ ¢ K & OF y Qi GKSé& 0/
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However, many mgintair)gd thgt Washington has,potential, but ’ghgy were
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Non-Washington Group (Contd.)

A None would recommend neighborhood schools: ¢ / KS O] 2 dzi /| K
A Sentiment that Washington was not focused on Downtown
A Someofferedthata 0 S| OKSNE R2y QiU ol yvi 02 0
AhGKSNE 0SfASYUS UKS S5AAGNAROGQA aOK
good quality students out of downtown to other schools
A To attract parents and students, it was suggested that Washington:
I Improve test scores
I tighten down who attends the school
I strong, passionate principal and committed teachers
I establish an enrichment program that would trump poorer test scores
I bridge the language barrier by getting a bilingual teacher
I secure higher levels of parental involvement
I provide data on number of kids who go on to good high schools
A see aproven track record of success
A less transition, more permanence
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Non-Washington Group (Contd.)
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and more around attitude and management

Parents in the know saw the former principal as disengaged
They want a principal who is:

I Visible at the school and in the classroom

I Accountable

I Accessible to the parents and to the teachers
.S I LI NI 27T washowamEpsarentpatit LJ2 2 a i of S
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aspects of the school

The idea of taking parents on field tripsto 1 K S OKz22f (2 &k
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Most agreed they would send their kids to Washington if these

Improvements were made.
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Final Recommendations

A We recommend against another study of downtown parents
I We already forecast a demand
I We already know what sells

A However, Phase Ill should be implemented as a study of parents and
future parents who reside outside of the 92101 zip code

A These are the folks who may base their decision on whether or not to
move to downtown on whether a satisfactory school exists in downtown

A Key questions:

U What does it take to ensure that parents who might want to move

downtown will perceive the school situation as attractive rather than a
barrier?

U How many parents (and prospective parents) would be expected to
move downtown if a new school were built?
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