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Overall Communications Strategy
• Mix of Proactive and Responsive Style Communications

• Multiple Mediums Maximize Message
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Print/Direct Marketing 
• The Buzz Newsletter
• Quality Profile
• Building Profiles
• Kindergarten Registration Flyers 
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Editorial/Indirect Marketing
• Monthly article in Brecksville Journal 

and Broadview Magazine
• Proactively push stories to Gazette
• Advertisement for Town Planner, 

Kiwanis and other similar publications
• Kindergarten Registration Flyers 

Special Initiative Communications
• Love4BBH Rally- Broadcast News coverage
• Stop The Bleed Buckets- pitch stories and 

pictures which result in coverage
• Special guest speaker such as LIKE, Angst, etc. 

Web Releases/Social Media Postings 
• Source is Superintendent, administration, 

building principals, classroom teachers. 
• 107 web releases/social media postings 

at minimum from this source last year
• Approx. 3 new stories/week…12/month
• Currently 74 new stories this school year

Superintendent Email Correspondence
• Has become one of the most prized and 

effective forms of communications
• Track each and every email sent



Communications Update

Superintendent’s Email Correspondence 
 This particular method of direct communications is highly effective due to the high level of 

frequency and unprecedented reach, or saturation.

 During the 2018-2019 School Year, approximately 33 emails were sent to 3,900+/- recipients, nearly 
one email per week during the school year.

• The average open rate was: 58%!
• Constant Contact, in its own stated documentation, cites that 21% Open Rate is a “average 

open rate” for public education campaigns. 

 Thus far during the 2019-2020 School Year, approximately 22 emails have been sent to nearly 
3,900 recipients.

 The average open rate this school year has been: 57%! 
**This is off-the-charts compared to other Districts:
• District #1- 34% open rate
• District #2- 35% open rate District #3- no emails being sent at all 
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Cost Effective Communications Option
Yearly subscription to Constant Contact= $500

Most Recent Campaign: Distributed Friday, January 31st

Open Rate = 55%
Survey Participation:

• Bell Schedule- 398 Responses 
• Branding- 301 Responses
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Email Metrics, last 12 months 
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Email Metrics, ‘19-’20

BBHCSD District Emails Exceed 
Industry Average by nearly 3x the 
average open rates for public schools
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Social Media Metrics

Content
 Generate stories to promote news of student/staff successes, events, activities with 

content and pictures
 107 stories/pics for ’18-’19 school year, nearly 70 new content stories thus far this year, 

for nearly 3/week throughout the school year.  

Facebook 
 2,245 Page Likes (10 % 

increase -224 new page 
likes) since FEB 2019

 102 posts in past year

Twitter
 1,566 followers
 102 tweets in past year
 Retweet additional content from 

Twitter accounts within District

Facebook Followers 
in the last year. 
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Thank You! 

Questions? 


