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DEMOGRAPHICS
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Demographics

Gender

m Male
m Female
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Demographics

Ethnicity

Asian
m Black or African America
\ m Hispanic or Latinc
194 W Native American
2% m Two or More Races

1% m White/Caucasian

3% m Other
1%

2%
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Demographics

Age

m 18 and under
m19to 25
W26 to 35
36 to 45
m 46 to 55
m 56 to 64
65 and older

1%
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Demographics

Education Level of Parents and Teache

Less Than High Scho
Graduate
m High School Graduat

m Some College

m Bachelors Degree

m Masters or Doctorate
Degree
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Demographics

Annual Household Income

Under $20,000
m $20,001 to $40,00C
m $40,001 to $60,00C
m $60,001 to $80,00C
m $80,001 or more
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Demographics

| have _ people in my immediate household that are
currently in a K12 school.

mO0
ml
m2
m3
4 or more
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Demographics

| am a

W Student
m Parent
m Faculty/Staff Member
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Students

Grade Levels

m Grades K5
m Grades
m Grades 912
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Students

2009/2010 Grade

m Freshman
m Sophomore
® Junior

Senior
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Students

Response Rate per Distric

Adrian 85%
Brewster/ Round Lake » 1%
Canby 27%

Comfrey 0%
Edgerton e 19%
Hendricks | 0%
HillsBeaver Creek | 0%
lvanhoe 1 1%
JCC | 0%
Lakeview
Luverne
Lynd
Marshall
Milroy

29%

0 20 40 60 80 100
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Students

Response Rate pég A & (0 NJ&A O

Minneota 18%
Mountain Lake 28%
Redwood Area B 404

RTR 31%

Sleepy Eye | N/A
Springfield N 42
Tracy Area | N/A
WestbrookWalnut Grove | N/A

Windom 3%
Worthington Ll?%

0 20 40 60 80 100
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Teachers

| work with students at the

leve
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m PreSchool/Early
Childhood

m Elementary

m Middle School/Junior Higt

m High School




Teachers

School Role (Showing Wresponse ratand higher)
Art

B Language Arts

m Mathematics

m Paraprofessionals/Teacher
Aide

W Social Studies

H Sciences

*There were 239 total responses in areas m Other
with less than 10% response rate
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Teachers

Response Rate per Distric

Adrian
Brewster
Canby
Comfrey
Edgerton
Hendricks
HillsBeaver Creek
Ilvanhoe
JCC
Lakeview
Luverne
Lynd
Marshall
Milroy

60 80 100
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Teachers

Response Rate pé&r A & (0 N&A O

Minneota
Mountain Lake
Redwood Area

Round Lake

Sleepy Eye
Springfield
Tracy Area
WestbrookWalnut Grove
Windom
Worthington

0 20 40 60 80 100
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Adrian
Brewster
Canby
Comfrey
Edgerton
Hendricks
HillsBeaver Creek
lvanhoe
JCC B 2%
Lakeview

2%

8%

7%

Parents

Response Rate per Distric

9%
10%
12%

13%
11%

10%

Luverne 12%
Lynd 3%
Marshall 5%
Milroy | 0%
0 20 40 60
SOUTHWEST
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Parents

Response Rate pé&r A & (0 NJ&A O

Minneota 13%
Mountain Lake 1 1%
Redwood Area 6%

Round Lake 8%

RTR 12%
Sleepy Eye
Springfield 14%

Tracy Area

WestbrookWalnut Grove
Windom
Worthington

0 20 40 60 80 100
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StudentsTeacherdParents

| am invloved or associated with the following
extracurricular activities:

Theatre
FFA
Softball
Track
Volleyball
Baseball
Football
Choir
Band
Basketball
Other

0 20 40 60 80 100
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METHODOLOGY
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Methodology

A Focus Groups
| Studentsc Worthington, MN
| Teacherg Redwood, MN
I Parentsg Springfield, MN
A Survey Development
A Administration of Survey
A Analysis

A Report Results
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Survey Development

A Perceived benefits of the new student initiative
A Aspects affected by the flexible learning year

A Extracurricular activities
I Activities positively or negatively impacted
| State Fair
A Perceptions of breaks and vacations
A Comfort level with the new start/stop dates

A Feelings and perceptions regarding the
consortium
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Flexible Learning Year

PERCEPTIONS

TTTTTTTTTTTTTTTTTTTTTTT
MARKETING ADVISORY CENTER




Perceived Benefits

100
90
80
70 64%
60 -
50 -
40 -
30 -
20 -
10 -

59%

Improved Test Increased Ending First  Increased Amount Shared
Scores Preparation for Semester Before of Class Time before€ollaboration and
Testing Christmas Break Testing Staff Training
between the 25
Included School
Districts
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Perceived Benefits

100
90
80 72%
70 - 0 6 64% 5394
50 -
40 -
30
20 -
10 -
0 T T T T
Improved Test Increased Ending First  Increased Amount Shared
Scores Preparation for  Semester Before of Class Time befor€ollaboration and
Testing Christmas Break Testing Staff Training
between the 25
B Students © Teachers m Parents Included School
Districts

g@UTHWEST

MINNESOTA STATE UNIVERSITY

MARKETING ADVISORY CENTER



L FSStf G(4KS Cf SEAO

Improve education quality

. SYSTAG t{9h &addzRSyida XoSOl dza$s
Create a less stressful Christmas Break

Decrease classroom focus

Improve test scores

LYONBFAS a0GdzRSydiaQ O2YF2NI 6AGK

Create a brighter future for students

o To To Do Io Io Do I

Positively impact summer jobs
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Summary of Means

3.5
3.4
3.3

3.38
3.26 3

3.2
3.1 3.07

3
2.9
2.8
2.7
2.6 .

PSEO Chrlstmaslmprove Test Improve Brlghter Increased Positively Decreased
Scheduling Break Scores  Education  Future Comfort Impact Jobs Focus
Quality with Testing
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Summary of Means

100
95
90
85
80
75 2%

70%

70 67% 67%

PSEO Christmas Improve Improve  Brighter Increased Positively Decreased
Scheduling Break Test Scores Education  Future Comfort Impact Jobs Focus
Quality with Testing

W Students = Teachers m Parents
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Extracurricular Activities

PERCEPTIONS
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Impact on Extracurricular Activities

| feel the new flexible learning year will impact student
extracurricular activities.

mYes
m No
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Positivelmpact on Extracurricular
Activities

100
90
80
70
60
50
40
30 -
20 -
10 -

0 -

30%

20% 20% 20%

Football Band Choir Volleyball None
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100
90
80
70
60
50
40
30
20
10

Negativelmpact on Extracurricular

Activities

/.

44% —43%

39% 39%

oSNNS

S0 28%  27% 40,

I I |

I I I |

Baseball Football
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Track Softball

Golf

4-H VoIIeybaII Cross Band
Country




State Fair Participation

| participate in or attend the State Fair annually

mYes
[ I\[e
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State Fair Participation

My involvement with the State Fair is

100
90
80
70

60 519%

Family Tradition Qualified for State Other Running a Booth
Competitions
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Breaks and Vacations

PERCEPTIONS
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Summary of Meang Breaks and Vacations
Perceptions

N
ol
L.
N
N

4 39/ 393 4.9 346

Restand Focus before Homework Family Focus after Dismiss after Ready before
Rejuvenation Breaks  and Projects Vacations Breaks State Tests Labor Day
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Summary of Means

100

90 G 87% 86%
84% 8394 83A)

81%
77%

80 - o AT T ool 3%

70

60 o 59%
50 6
40

30

20

10

0 - . . . .

Restand Focus before Homework Family Focus after Dismiss after Ready before
Rejuvenation Breaks and Projects Vacations Breaks State Tests Labor Day

B Students © Teachers m Parents
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Comfort level regarding start/stop
dates for the next year

100
90

80 73% 700

61%

School Starting School Ending School EndingSchool Ending irSchool Starting School Starting
after Labor Day May 18th  after Memorial Late May/Early Late August on August 22nd,
2010/2011 Day June 2009/2010 2010/2011 2011/2012
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100
90
80
70
60
50
40
30
20
10

Comfort level regarding start/stop
dates for the next year

81%

73% . 74%
0

] 71% 8% i

64% ) o 64% 65% 64%

62% o, 62% 5006 60%
0,

H E | I ISO% E

_ T

School Starting School Ending School EndingSchool Endlng irschool Startlng School Starting
after Labor Day May 18th  after Memorial Late May/Early Late August on August 22nd,
2010/2011 Day June 2009/2010 2010/2011 2011/2012

B Students = Teachers m Parents
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Consortium

PERCEPTIONS
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Summary of Means Consortium
Perceptions

4 3.81

Legislature Individual Equality with PDD Improve Improve PDD Improve

Attention Calendar Urban Districts Quality of Education and Overall Test
Teaching  Overall Test Scores
Scores
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Summary of Means

100
90 83%
80
70 - 659557 63%g0,,63% 639%664% 62 62%
62% 61% °60%5996 0
60 -
50 -
40 -
30 -
20 -
10 -
O 1 T T T T
Legislature Individual Equality with  PDD Improve Improve PDDImprove
Attention Calendar  Urban Districts  Quality of Education and Overall Test
Teaching Overall Test Scores
B Students = Teachers m Parents Scores
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ADDITIONAL COMMENTS
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Additional Comments

A 1 believe this is a great idea, though many people complain about the short summer this yea
| believe overall it will make our school more united, and a better district. | think kids will be

happy to actually be out of school for the entire summer!

A Under the old calendar, the last three days of school at Redwood Valley (June 1,2,& 3) are a
complete waste of time. The students AND the teachers have already mentally checked out.
No actual teaching is being done. It is a tragic waste. Finishing up school by having the stat
tests be the last things of the year would help address that. Contact days ought to be
MEANINGFUL teaching days, not just "putting in our time" days. It makes me sick and angn

that those last three days currently are a waste.
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Additional Comments

A School starting in midugust and getting out in milay does not fit in with the farming
schedule. It makes it very difficult to get a vacation in. Nobody wants to go to school in
summer even for two weeks. | absolutely hate the new start/stop dates. | will be very

surprised if this has any effect on test scores.

A I'm looking forward to the new school calendar. | LOVE the idea of ending the semester
before Christmas break and ending school before memorial weekend. Makes so much more
sense instead of coming back to school for a couple days or a week to finish off the semeste
| think it may negatively impact fall sports since they won't have their preseason practices,
and anyone involved in the state fair, but....next year we'll find out. :) Overall I'm happy with

the change.
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Additional Comments

A Collaboration is good. Changing the calendar, however, is not going to be the major
contributor to improving test scores. The only way student learning can improve is if districts
support meaningful professional development, communities support education (and don't
denigrate teachers), and families accept their roles in making education a priority.

A 1 do not feel the change in schedule will have a significant effect on test scores.

A | feel strongly that the earlier school year start will have little effect on the standardized
testing. | understand that there will be two additional weeks of school to educate the
students prior to the tests, for some students this may help but for the most part students
that do well will continue to do well on the tests and students that don't do well will continue

to struggle.
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Additional Comments

A The early school start is one of the biggest travesties ever perpetuated on the
citizens of SW Minnesota. It's a complete joke to think that 10 school days
more prior to testing is going to make a significant difference in test scores.
This is the wrong plan forged for the wrong reasons at the wrong time. It's
nothing more than a hypothesis with zero proven data to back it up. Our
students are being used as lab rats to test a theory, which to me is borderline
abuse. You want to improve student test scores... start by holding students
accountable, get rid of ineffective teachers, put some resources back into our
schools, and eliminate all the "fluff" programs we offer. Get baakalin,

writin' and arithmetic.
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CONCLUSIONS
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Conclusions

A The majority of respondents had no opinion
regarding the Consortium.

I Parents and teachers has a significantly higher
opinion that the Consortium will provide more
leverage with state legislature.

I Given the responses, students do not understand
the role of state legislature in education.
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Conclusions

A Students had significantly stronger feelings
that the flexible learning year would:

I Create a less stressful Christmas break
I Provide a brighter future

I Increase comfort with testing

I Positively impact summer jobs

| Decrease focus in the classroom

A Many respondents had no opinion on the
flexible learning year.
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Conclusions

A It is statistically significant to note that
students felt strongly that ending the first
semester before Christmas break will be a
benefit of the flexible learning year.

A Students had a higher comfort level with
school ending on May ¥8of this coming
school yeatr.
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Conclusions

A Students had a lesser comfort level with:

I School ending late May/early June of this school
year

I School starting late August of the upcoming
school year

I School starting late August of the 2011/2012
school year
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Conclusions

A 2/3 of respondents feel that the flexible
learning year will impact extracurricular
activities.

I Most felt the impact will be negative

A Only 29% of respondents participate in the
State Fair on an annual basis

I 51% of those go based on family tradition
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Conclusions

A Students had significantly stronger views that
the flexible learning year would be
advantageous for:

I Not having homework and projects over breaks
I School being out of session after State Tests

A Students felt significantly less positive about:
I Being more focused after breaks
I Being ready to go back to school before Labor Da
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