
South Coast ESD Strategic Communications Plan 2019 – 2020 

South Coast ESD Strategic Communications Plan 2019 – 

1 | P a g e  
Rev. Mar 2020 

 

 

 

 

 

 

 

 

 

Strategic Plan & Guidance 
2019 - 2022 

 

 

 

 

 

 

 

 

 

 



South Coast ESD Strategic Communications Plan 2019 – 2020 

2 | P a g e  
Rev. Mar 2020 
 

 

                    South Coast ESD Strategic Communications Plan 2019 – 2022 

 

Our Mission 
In Collaboration with all of our partners we will ensure students 

maximize their potential through: 

Our Guiding Principles 
✦ Quality Service ✦ Professionalism ✦ Growth ✦ Sustainability ✦ 
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Developing A Communication Framework 
South Coast ESD’s Leadership Team and Board of Directors worked collaboratively to 
improve the systems and processes of accountability to ensure the overall success of 
moving the organization forward in reaching its goals. As a result, a committee was 
established to focus on communication practices at SCESD to align with the governing 
design model of the organization and with the intent to address the Long Range Plan 
and organizational metrics. SCESD’s Continuous Improvement Plan (CIP) will then 
guide the activities of the Communications Committee year – to – year to develop 
implementation plans across the scope of organizational communication efforts.  

Evaluation Through Collaboration  
The Communications Committee meets quarterly as an organized body of membership 
with identified representatives in the following capacity: 

• Chair – Communications Director and/or Superintendent 
• Support role – Executive Assistant 
• Board member – Rotational year – to - year 
• Administration – At least one Program Administrator outside the scope of the 

Communications Department 
• Licensed member – Variable and rotational year – to year 
• FT classified member – Variable and rotational year – to – year  
• PT classified member – Variable and rotational year – to – year  

It is with these participants that South Coast ESD’s communication practices can be 
routinely evaluated and adjustments made in support of successfully reaching 
organizational goals.  

This committee focuses on all levels of communication (internal, external district and 
stakeholder), communication programs (website, bulletin/newsletter, etc.) and any 
other pertinent communication methods that are organized and intended to reach 
target audiences. The committee is also responsible for the community outreach 
program, customer assistance and the development/monitoring of this strategic 
communication plan on an annual basis. 
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Our Communication Purpose 
Strategic communication is a key function for successful outcomes in any organization 
and provides a framework for collaboration to build relationships with stakeholders 
through honesty, transparency and trust. 

The purpose of South Coast Education Service District’s strategic communication plan 
is to support communication goals and expectations for both internal and external 
audiences that impact SCESD stakeholders through guidance. SCESD’s Leadership 
Team and Board of Directors have set forth recommendations to establish, evaluate 
and improve the methods of communication throughout the organization through 
various activities. However, to establish a direction that will guide us in 
communication practices, we first needed to know what we are currently doing, how 
effective the process is and what we can do to improve communication in various 
formats.   

Auditing our Practices 
Over the summer of 2019 South Coast ESD Communication Committee representatives 
and the Office of the Superintendent set forth to determine what current 
communication practices took place within the organization and identified gaps for 
areas of improvement. Using a tool designed by the National School Public Relations 
Association (NSPRA), we evaluated our practices through a set of established 
parameters to offer guidance in all aspects of strategic communication planning.  

The data from this audit suggests areas of improvement that the Communications 
Committee will evaluate through this strategic plan and various activities to meet 
intended goals, and will be re – evaluated each year to address the needs of the 
organization and the success of its Long Range Plan. Areas of growth will include 
focusing on improving methods of electronic/digital communications, SCESD branding 
and stakeholder engagement.    
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Communication Audit Summary 
The Communication audit as set forth through the parameters established by the 
National School Public Relations Association (NSPRA) evaluated current SCESD 
practices in the following “Functional Areas:”1 

• Comprehensive Professional Communication Program 
• Internal Communications 
• Parent/Family Communications 
• Marketing/Branding Your Schools 
• Crisis Communication 

Each of these Functional Areas were then evaluated using the following rubric model 
to determine the scope of SCESD communication practices and areas of need.  

 

 

 

It is important to note that this audit benchmarking project by NSPRA is specific for 
the school district environment and not necessarily intended for Education Service 
District models. However, we found it to be applicable in core areas of standardized 
communication practices within the education industry.   

 

 

 

 

 

 

 

1. Rubrics of Practice and Suggested Measures. School Communication Benchmarking Project. National School Public Relations 
Association. 2018. www.nspra.org. 

Emerging Established Exemplary 
Communications program is in 
the early stages of development, 
largely responsive to immediate 
needs or problems with minimal 
proactive planning. 
Communications goals, if 
articulated, are loosely defined 
with minimal alignment with 
district goals and objectives. 

Communications program includes 
series of defined approaches based 
on some research. Strategies, 
tactics and goals are defined. 
Communications align with district 
goals and objectives. Some 
evaluation may occur 

Communications are conducted according to 
an articulated plan following the RACE 
(Research-Analyze-Communicate-Evaluate) 
model and are aligned and integrated into 
district strategic plans. Communications are 
supported through policy, training and 
resources. Ongoing evaluation to improve 
progress is embedded into operations. 
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Communication Audit Summary:  

Existing & Areas of Development 
The information within this Plan does not represent the entire scope of the audit as 
conducted previously, and flexibility to make adjustments to the audit document may 
exist as new information about SCESD communication practices are discovered. 
Further details should be sought from within the audit document itself.  

The following are key areas that currently exist within the communication 
practices at SCESD: 

• Establishment of a Communications Committee to oversee communication 
practices  

• Communications Director position that sits on organizational teams (i.e. 
Leadership, Overhead, Communications Committee co-chair, Equity 
Committee) 

• Research through survey questionnaires conducted to identify and clarify 
stakeholder needs 

• Media relations supported through policy and media is monitored regularly and 
relationships established with local outlets 

• Digital communications to include email announcements, website 
communication language options, static Facebook for social media presence 

• Formal structure for public input at board meetings 
• Consortium committee meetings and statewide involvement 
• Branding is consistent throughout facilities and materials 

The following are key areas that are in current need with within the 
communication practices at SCESD: 

• Expanding communication tools such as email newsletter, social media 
channels and communication apps.  

• Training and development in media relations and communication practices for 
SCESD leadership 

• Expand media presence and the SCESD brand 
• Establish focus groups community stakeholders 
• Expand language options  
• Develop branding/style guides for consistent practices 
• Expand surveys and tools for metrics 
• Revise marketing materials  
• Expand crisis communication  
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Why We Value Communication 
As a core function of our communication practices it is imperative for South Coast 
Education Service District employees and representatives to approach communication 
methods through a lens of equity.  

How We Do It 
We must evaluate our communication practices and methods to include our Equity 
Plan Priorities as an organizational function. Asking ourselves the plan’s priorities is a 
tool for guidance each time we communicate information. For example: 

• When communicating important information about South Coast ESD to the 
community only through social media, does everyone have access to this 
particular social media platform or do barriers exist? Should other methods of 
communication be distributed with the same message, such as posting it on the 
SCESD website or mailing a printed letter, and in multiple languages? 

Using the below Plan Priorities will help us to become more equitable in our 
communication and allow for us to apply these principles each time we communicate 
information and the methods in which we do it.  

  

Purpose  

• Does the opportunity allow for similar outcomes for all groups? 
• Does the action have the supports needed to be successful in all environments?  

People  

• Have you included people from all walks of life?  
• How do you address the barriers that each might face?  

Process  

• Are there any access barriers? 
• Have you created a way to determine if all systematic barriers were identified, 

addressed or removed? 

 
 

 

To access South Coast ESD’s Equity Plan, please click here or visit www.scesd.k12.or.us/superintendent 

http://www.scesd.k12.or.us/wp-content/uploads/2019/08/Equity-Plan.pdf
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Our Communication Audience 
South Coast ESD communicates to both internal and external audiences in a variety of 
capacities that have a direct impact on the success of the organization. Because 
SCESD is a public entity that strives to support the community within components of 
Oregon’s education landscape, the breadth of our audiences and its impact on 
stakeholders reaches great lengths and is an important focus for robust and consistent 
communication practices. Each targeted audience segment holds a specific role with 
SCESD, and therefore requires strategic planning in communication efforts. 

It is important to understand that specific information that is directed towards one 
audience may not be the same information that is directed towards another, 
therefore thinking about the broader impact of our messages can help as a guide to 
communicating effectively. Updates will be reflected in this document as audiences 
change or new ones are identified.  

Key SCESD Internal Audiences:  

• Classified FT Staff 
• Classified PT Staff 
• Certified Staff 
• Administration 
• Board of Directors 
• Contracted Personnel (non – permanent employees) 

Key SCESD External Audiences: 

• Consortium School Districts 
• Southwestern Oregon Community College 
• Students and Families 
• Oregon Department of Education (ODE) 
• Local Businesses and Non-Profit agencies 
• Oregon Association of Education Service Districts (OAESD) 
• Oregon School Boards Association (OSBA) 
• Local state agencies – i.e. DHS, Work Source, etc.  
• Local government – i.e. Mayor’s Office, Chamber of Commerce, County 

Commissioners, Fire Dept., Police Dept. etc.  
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Identifying Stakeholders & Tools For Use 
When communicating broadly with an audience that represents SCESD as a whole it is 
important in strategic communication practices to understand more specifically how 
the audience is impacted by organizational decisions. Identifying key stakeholders 
with South Coast ESD is important for us to understand how to best communicate the 
interests of the organization with various publics. By doing so it can help guide 
communication strategies to ensure we are delivering the most accurate message 
every time. Our goal is to always be accurate and honest in our communication to 
provide everyone the information they need! 

When identifying stakeholders and their relationship to SCESD, the following questions 
may be asked (this is not a complete list, rather guidance to consider and is quoted 
from Cornelissen, 2017, p.972): 

• “What are their stakes?”2 
• “What opportunities and challenges are presented to the organization in 

relation to these stakeholders?”2 
• “What responsibilities (economic, legal, ethical and philanthropic) does the 

organization have to all its stakeholders?2 

On the following page is a tool to help identify stakeholders through a Power – 
Interest matrix model. Stakeholders can be categorized into quadrants based upon 
their level of influence and interests to an organization which in turn can help guide 
communication priorities and strategies. Communication teams must be aware 
however, that stakeholders can fluctuate within this model and move from one 
quadrant to another depending on the influence and interests they have in certain 
situations.2 The following examples can help illustrate this concept: 

• Consortium superintendents may be considered “Key Players”2 to the 
organization when discussing Local Service Plan updates or changes, therefore 
the level of interest and influence they have places them within quadrant D 
because it is important they are highly involved and need to be engaged with 
constant communication about the decisions being made. 
  

• An agency that provides community – based services to youth may fall within 
quadrant B in some circumstances because of its low influence to SCESD, but a 
high interest to what services SCESD provides. This agency may contribute to 
the strong reputation that SCESD has within the community, but the agency 
doesn’t have influence in organizational decisions, so it is important to “Keep 
Informed.”2  

 

2. Cornelissen, J. (2017). Corporate Communication. A Guide to Theory and Practice. London: SAGE 
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Stakeholders can move from one quadrant to another depending on what information 
is being communicated. It is important to note that this model is provided only as a 
general guide for prioritizing the heightened level of communication to different 
stakeholder groups, and not to adversely label groups. Communications teams may 
already know the level of communication that is needed for particular stakeholders 
and therefore can use these models to help structure appropriate communication to 
them.2    

When communicating to stakeholders broadly, SCESD should ask itself: 

• Do we only need to keep certain groups informed on decisions being made or 
specific issues at SCESD? Or,  

• Do we need to actively engage certain groups and keep our communication 
continuous on the decisions being made or specific issues at SCESD? 

All communication from SCESD strives to be transparent with the highest level of 
ethics in mind. This is a mechanism for guidance, however other tools may be 

used in the course of identifying stakeholders such as the salience model.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Information from this model is adopted from: Cornelissen, J. (2017). Corporate Communication. A Guide to Theory and 
Practice. London: SAGE. However, other similar models exists that practitioners may utilize for stakeholder analysis.  

 

2. Cornelissen, J. (2017). Corporate Communication. A Guide to Theory and Practice. London: SAGE 
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How We Communicate 
Whether it is through face – to – face interaction, print materials or digital platforms, 
we communicate our purpose across multiple avenues with the intent to be as prompt 
and accurate as possible to our target audiences. We value the time others take to 
engage with us and look to improve our communication practices based upon the 
feedback we receive from our stakeholders. Our goal is to build and sustain 
relationships! As a result, we strive for a two – way symmetrical model of 
communication when at all possible to engage thoughtfully and productively to be 
mutually beneficial for every person and entity involved.  

 

✦Two – Way Symmetrical Communication✦ 

“…the goal is to exchange views and to reach mutual understanding 
between the parties. Both parties recognize the ‘other’ in the 
communication process and try to provide each other with equal 
opportunities for expression and for a free exchange of information.” 
(Quoted from: Cornelissen, 20172, p.105)  

 

 
 

Communication we send to our stakeholders must allow for the ability to flow back 
and forth so that we are engaged in a dialogue when requested to by an audience. For 
example: 

• A consortium school district expresses concerns over a service that is being 
offered by SCESD. We will listen, engage and work to change practices to meet 
the needs of our districts. If our communication isn’t symmetrical, then it is 
possible we would just simply listen to concerns and not work to find a 
reasonable solution to offer better services.    

 

 

 

2. Cornelissen, J. (2017). Corporate Communication. A Guide to Theory and Practice. London: SAGE 
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Our Communication Goals 
Communication goals for South Coast ESD are set forth in support of SCESD’s Long 
Range Plan (LRP) that are driven by our guiding principles. The focus of this Strategic 
Communications Plan will address these key areas for continuous improvement of 
SCESD priorities and the long – term success in achieving broader organizational goals 
to meet the needs of stakeholders. These goals provide us the direction we use to 
establish clear objectives for actionable outcomes.   

 

✦ Communication that supports timely, relevant information 

 

✦ Communication that supports engaging stakeholders with                   
organizational information and activities 

 

✦ Communication that supports multiple methods of 
communication that is responsive to stakeholder needs 

 

✦ Communication that supports the continuous improvement 
of processes to increase access and opportunities to all 
stakeholders 

Goals, Activities & Measures of Success 
Communication goals are infused with actionable objectives that are achieved 
through measurable activities. The following pages of this plan focus on activities to 
support our goals over the course of three years. Activities may encompass an 
individual campaign plan in support of objectives. South Coast ESD will gauge the 
success of these activities and make necessary adjustments to meet intended goals 
with equitable outcomes.     
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Communication that supports timely, relevant information 

Goals 

South Coast ESD’s website will expand its content to reflect the entire scope of the organization’s services to support timely, 
relevant information.  

South Coast ESD will establish an organized method to disseminate organization – wide email communication to support timely, 
relevant information.  

South Coast ESD will solicit feedback from stakeholders on the timeliness and relevance of information being received.  

Activities 19/20 20/21 21/22 Responsibility 

The Communications Department will expand the website to include newly 
designed web pages and/or linked information for each core area of the 
organization to be monitored by the Communications Director and 
Communications Committee at scheduled committee meetings each 
academic school year.   

   
Communications 
Department, 
Communications Committee  

The Office of the Superintendent will designate the Communications 
Director to review and craft email communication on a daily/weekly basis 
that is relevant to the organization and is received by both in – house staff 
members each academic school year.   

   
Communications 
Department, Office of the 
Superintendent   

The Communications Sub-committee will develop a communications 
customer service survey to acquire data into the effectiveness of South 
Coast ESD’s ability to be timely and relevant in communicating information 
to stakeholders. The survey will be evaluated annually with adjustments in 
information sought as needed to fit the scope of organizational needs.  

   Communications Committee  
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Measurements of Success  19/20 20/21 21/22 Notes 

South Coast ESD’s website has been updated to reflect the core areas of the 
organization by June 30th of each academic school year.       

A Communications Director has been identified by the Office of the 
Superintendent and key messages are disseminated that is relevant to the 
organization by June 30th of each academic school year.  

    

A communications customer survey has been developed and disseminated to 
internal and external stakeholders with data received by June 30th of each 
academic school year.  
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Communication that supports engaging stakeholders with organizational information and 

activities 

Goals 
South Coast ESD will design employment marketing advertisements for consistency and themed branding content to engage 
stakeholders with organizational information.  
South Coast ESD programs will expand and engage its communication with the community about organizational information through 
SCESD sponsored activities with stakeholders.  
Activities 19/20 20/21 21/22 Responsibility 
The Communications Department will re design job description 
advertisements to match consistent branding in each licensed and 
classified position to be evaluated and updated each year as position 
details change and presented for feedback to the Communications 
Committee.    

   
Communications Department, 
Communications Committee  

The Communications Department will re design full department 
brochures for the Adaptive Life Skills program, Regional programs, 
Special Education Related Services, Special Education Support 
Services, Audiology, K12 Speech and EI/ECSE. Each brochure will be 
evaluated, and updates made as needed each year.  

   
Communications Department, 
Special Education Support Services, 
Regional Programs 

South Coast ESD will participate and advertise with the community 
the “Year End Picnic” model while adding one partner agency each 
year to grow participation and scope of community awareness.  

   
Communications Department, 
Adaptive Life Skills 

South Coast ESD will host three Parent Café and/or focus groups to 
solicit feedback that supports engaging stakeholders with 
organizational information to be determined year – to - year.  

   
Communications Department, Office 
of the Superintendent, Involved 
Departments by content area 

South Coast ESD will re – brand its two main office locations to be 
consistent with current branding and themes and will be evaluated 
and updated each academic school year as needed.  

   
Communications Department, 
Central Office Committee, 
Communications Committee  
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Measurements of Success  19/20 20/21 21/22 Notes 
Job description advertisements have been created and are consistent 
with SCESD branding and updated for serviceable use by June 30th of 
each academic school year.  

    

Department brochures have been created that are consistent with 
SCESD branding and updated for serviceable use starting in the 20/21 
school year and updates be completed by June 30th of each academic 
school year.  

    

The “Year End Picnic” event took place in June of each academic 
school year with adding one partner agency.  

    

Parent Café and/or focus groups were held during the 20/21 school 
year at SCESD to gather important feedback into the services and 
perception of SCESD services by June 30th 2021.  
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Communication that supports multiple methods of communication that is responsive to 

stakeholder needs 

Goals 
South Coast ESD will deploy a new electronic communications solution in device app form to support communication responsiveness 
to internal and external stakeholders.   
South Coast ESD will deploy a new electronic communications solution in email form to support communication responsiveness to 
internal and external stakeholders.  
South Coast ESD will deploy a new electronic communications solution in social media to support communication responsiveness to 
internal and external stakeholders. 
South Coast ESD will solicit media relations that supports multiple methods of communication that is responsive to stakeholder 
needs.  
Activities  19/20 20/21 21/22 Responsibility 
The Remind App will be implemented throughout the organization and 
function as part of an electronic communication feature for staff, with 
monitoring the use of the app and adding employees once they “opt – in” 
each year. 

   
Communications Department, 
Communications 
Committee/Sub Committee  

The Communications Department will research, plan, and devise three (3) 
organizational newsletters during Fall, Winter and Spring to be disseminated 
through marketing email via Mailchimp platform with content evaluated by 
the Communications Department and Committee prior to release each year. 
*See appendix C for further information about Mailchimp’s use and 
practices.  

   
Communications Department, 
Communications Committee, 
Office of the Superintendent 

The Communications Department will establish media contacts with media 
outlets and distribute three unique news/press releases about South Coast 
ESD. *See Appendix B for further guidance on news/press releases  

   Communications Department,  

The Communications Department will expand social media offerings to 
include functional use of existing Facebook account while adding one 
additional social media platform for organizational use. *See Appendix A for 
an example of social media metric auditing chart tools and Facebook 
Insights.   

   
Communications Department, 
Communications Committee  
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Measurements of Success 19/20 20/21 21/22 Notes 

The Remind app has been implemented and activated for use as an 
organizational function with employees added to respective departments as 
they “opt – in” throughout the school year.  

    

Mailchimp has been implemented and starting with the 20/21 academic 
school year three newsletters have been released to SCESD stakeholders by 
June 30 of each year thereafter.  

    

Three press releases have been distributed to media contacts that 
emphasize important activities and functions of the organization by the end 
of the 20/21 school year and every year thereafter.  

    

Social media platforms have been integrated into functional use and 
expanded to one additional platform beyond Facebook for the 21/22 
academic school year with monitored use each year by June 30.  
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Communication that supports the continuous improvement of processes to increase access and 

opportunities to all stakeholders 

Goals 
South Coast ESD will develop a Communications Department framework as guidance into communication that supports the 
continuous improvement of processes to increase access and opportunities to all stakeholders.  
South Coast ESD will provide staff members with guided materials and training for communication that supports the continuous 
improvement of processes to increase access and opportunities to all stakeholders.  
Activities  19/20 20/21 21/22 Responsibility 
The Communications Department will develop a departmental guide 
(“Brain”) as a foundation into the structured format of Marketing and 
Communications at South Coast ESD and be updated each year to reflect 
department and organizational changes.   

   
Communications Department, 
Office of the Superintendent, 
Selected departments 

The Communications Department will develop a branding and style guide 
for South Coast ESD with guided materials to provide leadership training in 
South Coast ESD’s brand identity and communication expectations.   

   Communications Department, 
Communications Committee  

The Communications Department will develop a Strategic Communications 
Plan to outline the practices and concepts of communication within SCESD 
and includes three years of activities that is evaluated and updated each 
year as needed.    

   
Communications Department, 
Communications Committee 
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Measurements of Success  19/20 20/21 21/22 Notes 

A Communications departmental guide has been created to illustrate the 
structured format of Marketing and Communication roles and practices at 
South Coast ESD by June 30, 2020 and has been evaluated and updated each 
year by June 30th.  

    

A branding and style guide has been created and the leadership team has 
been trained on the use of ESD’s branding by June 30, 2021.      

A strategic communications plan will be drafted and evaluated by October 
30th, 2019, and updated each year by June 30th.      
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Appendix A 
 

The following is an example of a social media metrics audit chart to help track specific platform interactions and key 
metrics. This chart is not absolute, however practitioners can adapt its elements to fit specific social media metric 
needs. The example provided shows key metrics for Facebook. South Coast ESD’s Facebook page can be accessed at 
https://www.facebook.com/SouthCoastESD 

 

 Social Media Metrics Audit Chart 

Platform Followers Activity Reviews/ 
Recommendations Likes Rating Content Type (percentage) 

Text Photos Videos 

Example: 
Facebook 50 

12 (insert 
activity posts 

and time 
details) 

1 142     

 
   

 
    

 
 
 

   
 

    

 

 

 

 

 

 

https://www.facebook.com/SouthCoastESD
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Appendix A (Cont.) 

 

 

 

 

 

 

 

 

 

 

 
3. Retrieved from https://www.facebook.com/SouthCoastESD/insights/?referrer=page_insights_tab_button 

Facebook Insights is a 
tool used within the 
Facebook application to 
track key metrics with 
audiences. A summary of 
data includes3: 

• Actions 
• Views 
• Previews 
• Likes 
• Reach 
• Recommendations 
• Engagement 
• Followers 
• Videos 

Additional data to 
evaluate is the 
engagement through post 
clicks and with the 
number of likes, 
comments and shares by 
individual posts. This can 
be useful when 
evaluating current 
activity and strategic 
planning.  

 

https://www.facebook.com/SouthCoastESD/insights/?referrer=page_insights_tab_button
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Appendix B 
A news/press release is an important part of informing the media about the most current information or news from an 
organization. A specialized format and specific content should be a part of the consideration when drafting news 
releases for editors. A published resource for information about marketing and public relations practices is referenced 
in this plan and the examples that follow are credited to Blakeman (2015, p.149-1534) as guidance when drafting news 
releases, however practitioners may adapt other experiences and training when preparing this material: 

• Using facts, with clear and concise writing4 
• The writing should focus on being informative, not entertainment4 
• A news release goal should be to get noticed4 
• Make sure the news release appears in the proper format4  

Formatting 
Standard document/report format is generally acceptable for a news release on 8 ½ x 11 sized paper, doubled – 
spaced, with one – inch margins. Key identifying information may be placed on the upper left – hand section of the 
page or the ending, which includes: name of contact preparing the release, the organization, physical address, phone 
contact, and email/fax.4 A logo can also be placed on the top of the release. Below this information, underlined and in 
all caps to start the release, place FOR IMMEDIATE RELEASE, or FOR RELEASE ON [insert specific date] (also called 
embargo). This will help provide the media outlet guidance on the timeframe of the news release. Additionally, the 
opening line of the first paragraph should include the location of the news. After the information is presented in the 
release, add the symbols “###” or “End” at the bottom of the page in centered format to indicate there isn’t any more 
pages of information. 

The following page will help further illustrate a news/press release format.  

 

 

 

4. Blakeman, Robyn. (2015). Integrated Marketing Communication: Creative Strategy From Idea to Implementation. (p.149-153). Lanham, Maryland: Rowman & Littlefield. 
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4. Blakeman, Robyn. (2015). Integrated Marketing Communication: Creative Strategy From Idea to Implementation. (p.149-153). Lanham, Maryland: Rowman & Littlefield. 

                                            

Contact Name                                                                                                                                                                                              
Organization                                                                                                                                                                                           
Address                                                                                                                                                                                                         
Phone #                                                                                                                                                                                                    
Email/Fax 

FOR IMMEDIATE RELEASE 

[Headline] Add A Creative Headline Here In Bold And Caps 

[Sub – headline optional] 

Coos Bay, OR. [Month/Day/Year] – Lead in to the key concept of the news or event 
taking place with a strong statement to capture the audience. Blakeman (2015)4 

suggests the “opening paragraph should list the most important facts.” The “who, 
what, when, where, why, and how” (p.152). The opening paragraph should be 
relatively short, within three to five line lengths.  

The second paragraph should include more details about the news or event. Blakeman 
(2015)4 suggests this section should “back up any important facts, perhaps with a 
quotation…” (p.153). 

In the final paragraph, Blakeman (2015)4 states that it “should close with what the 
target should do or know about: any locations, informational websites, dates, or 
times” (p.153).  

It is also an option to insert a boilerplate statement at the very end of the press 
release. This is general information about the organization that is very standard, such 
as what services are provided, how large, website, etc. It can be often seen as the 
“about us” portion of the document.4 

 

### 

 

 

• This template is provided only as 
guidance into drafting a news/press 
release. Practitioners may have 
specialized training or experience that 
would provide additional suggestions 
and approaches.  

• Make sure to:  
o Spellcheck 
o Double check the information for 

the accuracy of facts before 
going public 

• Blakeman (2015)4 provides other tips for 
consideration as quoted: 

o “Get to the point. Don’t waste 
words…”4 

o “Avoid hype… Leave the 
superlatives to the advertising 
creative team.”4 

o “Avoid Jargon. If the release is 
for the general public, use 
language it can understand.”4 
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Appendix C 
Mailchimp is a digital marketing platform that allows for an organization to build its audience and channels through 
email, social media, landing pages, and much more. SCESD is currently using Mailchimp to create and disseminate 
newsletters to internal audiences of the organization. However, the platform will allow for substantial growth to target 
audiences to help meet intended marketing and communications goals.   

 

Mailchimp allows you to create a variety of digital marketing strategies to include email, ads, landing pages, and much 
more. The following graphic helps further illustrate this.5  

 

 

 

 

 

 

 

 

 

 

 

 

5. Screenshots retrieved from SCESD’s Mailchimp admin dashboard, and credited to MailChimp (2020), https://mailchimp.com/ 
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Appendix C (Cont.) 
When choosing an email format for a newsletter, simply select “Email” from the list of options that are shared in the 
“Create” menu dropdown as illustrated above. Then, enter the title for the email as shown in the picture below.5  

 

 

 

You will be presented with several different options for the email, such as adding recipients, who the message is from, 
the subject, and designing the content of the email.  

 

 

 

5. Screenshots retrieved from SCESD’s Mailchimp admin dashboard, and credited to MailChimp (2020), https://mailchimp.com/ 



South Coast ESD Strategic Communications Plan 2019 – 2020 

28 | P a g e  
Rev. Mar 2020 
 

 

                    South Coast ESD Strategic Communications Plan 2019 – 2022 

 

Appendix C (Cont.) 
 

 

 

When designing email content, many choices exist as part of the basic plan, with additional templates as premium 
content.5  

 

 

 

5. Screenshots retrieved from SCESD’s Mailchimp admin dashboard, and credited to MailChimp (2020), https://mailchimp.com/ 
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Choose the desired format of the email as part of the design.5  

 

 

5. Screenshots retrieved from SCESD’s Mailchimp admin dashboard, and credited to MailChimp (2020), https://mailchimp.com/ 


