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The Media Landscape Has Changed

● Fewer people are watching local television or listening to radio news
● Readership of the Farmingdale Observer, Massapequa Post and other local 

papers has declined
● News outlets are dedicating fewer resources for good news from local schools

The Digital Age is upon us….



Consider this...

● World’s largest taxi company owns no taxis (Uber)

● World’s largest accommodation provider owns no real estate (Airbnb)

● Largest phone companies own no telecom infrastructure (Skype, WeChat)

● Most popular media owner creates no content (Facebook)

● Fastest growing banks have no actual money (Society One)



Engaging the Farmingdale Community on Its Terms 

Today’s communication needs require the district’s communication strategy to be 
more actively engaging. 

● Digital -- social media, website engagement, email
● Traditional -- printed newsletters, local and regional news coverage
● In-person -- meeting with PTAs and other local groups to raise awareness of 

district initiatives

                                                          



Our Focus

● Increase engagement with the community focused on promoting the excellent 
educational experience that the Farmingdale School District offers

● Create a consistent narrative about the district’s achievement and emphasize  
student talents

● Develop new ways to communicate and build a more direct, engaging 
relationship with the Farmingdale community

● Better understand the community’s perspective and the ways the school 
district is viewed (e.g. what people value, what storylines are important, etc)



Where do we get our news today?





Social Media Success 

Video posts have seen 
high engagement, and 
have allowed viewers to 
click through, which also 
creates a high retention 
rate.

Creating a variation of 
content will allow more 
interaction with viewers.



The January 14 post 
regarding our Best of L.I. 
distinction is one of our most 
popular posts, with a reach 
of 3,324.

Certain content—such as 
those that celebrate 
milestones or those with 
high-resolution photos—  
resonate more with users 
than others. Creating posts 
that reflect this should be a 
priority. 

Social Media Success 



A Million 
Farmingdale 
Dreams
4,300 Views



Monthly broadcast will 
recap current highlights 
and upcoming events. 

Audience:

● 9,000 +  Email Subscribers
● District Audience
● Community Audience
● Other Audiences and 

Influencers 

March 2019
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Cynthia Younker
District Public Relations

● Local press releases 

● Feature stories on the district website

● Newsletter Content

● Cultivate key relationships in the district and with local media outlets

● Cover key events on the district calendar, continuously source stories, and follow up on 

submissions from a variety of departments 

● Synthesize storytelling elements into multimedia presentations to build brand awareness  (i.e. A 

Million Farmingdale Dreams)

The Team | Content Development



Zimmerman & Edelson Team
 PR Firm/Nassau BOCES

● Regional press 

● Crisis Management 

● Our Schools Newsletters

● Budget newsletters and six-day budget postcard

● E-newsletter - Daler Digest

● Management of social media  

The Team | Content Management and Distribution



Is what we are doing working? 



How do we bring people together in a way that 
can build trust, make better decisions and 

humanize the communication experience?



What does being a Daler mean to you?







Our Focus

● Increase engagement with the community focused on promoting the excellent 
educational experience that the Farmingdale School District offers

● Create a consistent narrative about the district’s achievement and emphasize  
student talents

● Develop new ways to communicate and build a more direct, engaging 
relationship with the Farmingdale community

● Better understand the community’s perspective and the ways the school 
district is viewed (e.g. what people value, what storylines are important, etc)



THANK YOU !

Questions?


