
MARKETING
CAMPAIGN

Judy Boring, Director II Communications
Stanislaus County Office of Education
209-238-1709 ~ jboring@stancoe.org

GOLD MEDALLION
NSPRA Awards 2025 3 Communications Staff ~ 1,196 Employees

County Office of Education 
107,024 Students



The campaign’s overarching goal was to
increase student attendance in schools
throughout Stanislaus County by educating
students, parents, staff, and the community
about attendance issues. 

The awareness campaign outreach was
accomplished through a multimedia
campaign that included: website, streaming
and set TV commercials, geo-fencing,
broadcast radio messages, print media,
magazine articles, parent letters, posters,
postcards, and vinyl banners hung at schools.
Additionally, a comprehensive social media
communication plan with monthly themes
was implemented. 

01 SYNOPSIS

In an effort to support the 25
school districts in Stanislaus
County improve overall
attendance at the beginning
of the 2023-24 school year, 

the Stanislaus County Office of Education
embarked on a campaign called “Every Day
Counts, Attendance Matters.” 

School district liaisons were instrumental in
assisting with distributing and sharing the
“Every Day Counts, Attendance Matters”
message with their parents and students. 

At the end of the 2023-24 school year the
campaign results were extremely positive.
The campaign's outreach to students,
parents, and the community helped increase
countywide attendance by 1.55% and
decrease chronic absenteeism by 5%! This
translated to an additional $16,976,257 in
revenue for the school districts.  This
translated to a 5,659% return on investment.

Key to the campaign's success was the
extensive outreach strategy, which
generated more than 30 million impressions
from September 2023 - June 2024.

The involvement of all 25 school districts
played a definitive role as we shared a
consistent message about the importance of
regular school attendance, reinforcing the
value of education.
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RESEARCH SHOWS

Staff Outreach

In June 2023, SCOE’s Superintendent and
Director of Communications met with 25
school district superintendents and
attendance personnel to present a
proposed marketing plan and budget. They
discussed a draft plan for launching the
campaign, which was set to begin in two
months, and reviewed the overall marketing
strategy. The meeting also included a SWOT
analysis exercise, where participants
provided feedback to identify the Strengths,
Weaknesses, Opportunities, and Threats
related to the Attendance Campaign.

Ceres Unified
Chatom Union
Denair Unified
Empire Union Elementary
Gratton Elementary*
Hart-Ransom Union Elementary
Hickman Community Charter
Hughson Unified
Keyes Union
Knights Ferry Elementary
Modesto City Elementary
Modesto City High
Newman-Crows Landing Unified
Oakdale Joint Unified
Paradise Elementary
Patterson Joint Unified
Riverbank Unified
Roberts Ferry Union Elementary*
Salida Union Elementary
Shiloh Elementary
Stanislaus Union Elementary
Sylvan Union Elementary
Turlock Unified
Valley Home Joint Elementary
Waterford Unified

92%
93%
93%
89%
100%
96%
97%
93%
95%
92%
93%
90%
90%
92%
93%
92%
91%
96%
93%
94%
93%
93%
92%
95%
94%

District Name ADA 2022-23

*Exception is districts with less than 250 students

However, in 2022-23 parents were in the habit
of keeping students at home. Attendance
across the school districts in Stanislaus
County remained lower than the pre-
pandemic school years by 2% to 8%.* 

In May 2023, the 25 district superintendents
requested support from the Stanislaus
County Office of Education (SCOE) to run an
attendance initiative to help increase
awareness of the issue. 

Research is clear – students who attend
school regularly do better academically and
are more likely to establish work habits that
help them succeed in life and a career.
During the COVID19 pandemic parents were
told to keep their student home if they had
any signs of sickness. During the 2021-22
school year those requirements were lifted. 

1 missed day of school puts them 2 days
behind their classmates.

Missing 2 days a month – excused or
unexcused = considered chronically
absent.

15 days of absences per year = 1 year’s
worth of school before their senior year

Students attending school have
resources and support programs,
including breakfast and lunch.

A child learns more about responsibility
each day they attend school

Schools lose revenue when students don’t
attend school. 

Education pays off in terms of a
meaningful future and success in the
workforce. 
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Strengths + Opportunities +

Complete list of SWOT Analysis

The planning meeting with the districts allowed for the presentation of the proposed paid media
marketing promotion and associated costs. The Communications Director explained the rationale,
methodologies to be used, and how each would roll out over the school year. Advertising would be
in both English and Spanish. Total cost to bring an engaging all-out marketing awareness
campaign for the county was projected to cost $301,067.

SWOT Analysis Highlights

STRENGTHS/OPPORTUNITIES
County leadership
Social media presence
Leverage resources, budget, and energy
Communication and shared messaging
Increased home visits
Promote all the resources that schools offer 

WEAKNESSESS/THREATS
Timing for fall 2023 rollout (Can we make it?)
Data on reasons for chronic absences
Spanish/other languages materials, how to track
data, the success of initiatives.
Parents/families no longer understand/see the
importance of in-person learning.
Student and parent mental health needs
The culture around attendance post covid, false
ideas about independent study, covid illness
mindset, anxiety about coming to school.

Threats -Weaknesses -

To fund the proposed budget, she offered four funding options. These options ranged from $2.00
per student to $2.50 per student with $2.50 covering the robust awareness marketing campaign.

With a resounding response all 25 superintendents committed to the awareness campaign at $2.50
per student.

SCOE’s campaign marketing messaging utilized the most pressing threats identified from the
SWOT Analysis feedback of the school districts and from the Attendance Works research. 



04 PLANNING

The following communication vehicles were
identified:

Community Outreach: Utilize opportunities
to present or speak about the importance
of student learning, social and emotional
resources. 

Special Events: Attend and provide
information at club meetings, community
events, chamber events, student events,
and the county fair.

Traditional Media: Send media alerts to
local newspapers serving the community.
The Modesto Bee is the regional
newspaper with other newspapers serving
Ceres, Denair, Newman Oakdale,
Patterson, Riverbank, Turlock, and
Waterford communities.

TV/Radio: Media buys for ad space on TV,
streaming, radio broadcast and streaming
commercials.

Magazines: Submit success stories to
Stanislaus Magazine and the Chamber’s
Progress Magazine.

Social Media: Create a focused plan to
populate social media venues from August
– June. SCOE utilizes Facebook, Instagram,
X, LinkedIn, and YouTube. 

With less than 2 months before the 2023-24
school year would begin, planning began in
earnest. Superintendents and representatives
from each district participated in planning
meetings and were instrumental in the
campaign. Another commitment asked of the
districts was for them to provide a district
contact who would serve as a liaison with
SCOE’s Director of Communications and be
responsible for sharing information to school
staff, students, and parents in their districts. 

Creating a successful plan entailed setting
goals and identifying target audiences to
measure if the plan was working and if it was
successful.

Target audiences included students, parents,
community, school staff, board members, and
businesses.

A set timeline for ongoing communications
and updates to the school district liaisons
was incorporated within the plan. Email
messages at the beginning of the month
shared what was currently happening and
what was in the works or what to expect next.

Measurable Goals
All school districts in Stanislaus County
will participate in the campaign
Participating schools will increase
attendance during the ’23-24 school
year by .50% to 1%

Individual districts will set their own
goals within the range

Chronic absenteeism will decrease
Revenue to schools will increase
Community awareness of the campaign
will be measured by: 

Number of impressions 
Business support of the campaign

TV commercials (set-box and streaming)
Radio commercials and geo fencing 
Social Media (posts, stories, and reels)
Billboards, vinyl banners, posters,
magazine articles, monthly parent letters,
mailers, and post cards
Everybody Counts video series and
podcast
Community events
Website resources
Included tag lines into the marketing plan

Comunication Channels Include: 
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c. Strategy: Create 15 and 30 sec radio spots targeting key
audiences
Action: Write scripts (use information from TV commercial) and
tape radio spots 
Action: Media buy in local radio market
Action: Air commercials in August through May
Action: See Marketing Budget plan for monthly timeline

d. Strategy: Distribution of materials
Action: Meet with district contacts to distribute and share
materials
Action: Blanket business and community with information
 
4. Create Website Pages
Strategy: Utilizing new logo and messages add resources and
commercials to dedicated webpage 
Action: Add content that is relevant to improving student
attendance 
Action: Provide resources for parents
Action: Update content regularly including adding photos and
videos to website
Action: Utilize information about prizes (Example win a free car
for high school students)
Action: Create online evaluation and feedback tools to ensure
continuous improvement
 
5. Utilize Social Media
Strategy: Develop a positive and proactive Social Media
message and timeline
Action: Identify a theme for each month and create infographic
and captions geared tot he monthly theme
Action: Post infographics and photos, reels, videos, stories on
Facebook, Instagram, Twitter, LinkedIn, and YouTube weekly
Action: Share information with district liaisons
Action: Utilize ads on social media sites, i.e., boost posts and
Google ads to reach a broader audience
Action: Pay to post on radio program’s social media accounts
 
6. Create Every Day Counts PowerPoint slide presentation
Strategy: Meet with District Superintendents to review SWOT
Utilize information to develop key messages and PowerPoint
content
Action: Create a PowerPoint template with pertinent
information 
Action: Share with school district staff for their use
Action: Utilize PowerPoint during outreach presentations

7. Community Event Participation
Strategy: Look for opportunities to participate in community
events using funds to pay for booth space when necessary
Action: Participate in community outreach and events including
the Stanislaus County Fair, Hispanic Marketplace, Modesto’s
Dia de Los Muertos, Inspire Youth Fair 
Action: Get on calendar with Modesto Rotary, Leadership
Modesto, Board of Supervisors, and other community groups
Action: Add information to present at SCOE’s monthly new
employee orientation and employee newsletter

1. Build and maintain a plan to encourage daily school
attendance
a. Strategy: Create a monthly focus to solidify messages to
parents and students that are geared to why attendance
matters
Action: Utilize themes currently in place and reframe messages
to tie in with attendance
Action: Create tag line for each school group, elementary,
middle, and high school
Action: Identify best way to reach each group

b. Strategy: Coordinate communication with school districts to
support year-long information sharing
Action: Create a Google file with clearly defined folders for the
different categories. Example: Billboard, social media,
commercials, messages, print material, Car Giveaway-
Attendance Drive
Action: Email updates and monthly resources to the district
contacts to share with parents, staff and their community
 
2. Every Day Counts LOGO 
Strategy: Create a new Every Day Counts logo to identify
campaign brand
Action: Work closely with graphic designer to create a clean
easily identifiable logo 
Action: Create Style Sheet on use of Logo
Action: Brand all marketing materials with the new logo 
Action: Share logo with school districts
 
3. Create collateral promotional materials
a. Strategy: Create marketing materials July – September 2023
Action: Work closely with  graphic designer and ensure timely
design, smooth production, and distribution of materials
(posters/flyer/infographics/school banners
Action: Ensure districts can add their logo to the branded flyers
and infographics easily without changing the design brand
and message 
Action: Design unique infographics to share on social media
from August to July approximately 4 times per month
Action: Design posters specifically for elementary, middle
school, and high school using the tagline for those grade levels
Action: Design large vinyl banners specific for elementary,
middle school, and high school and display on fences at each
school in the county
 
b. Strategy: Create 15 and 30 second TV commercials targeting
key audiences
Action: Select Advertising agency to assist with year-long
creative commercial concepts
Action: Write scripts and record commercials based on
overcoming the top obstacles for not attending school daily
Action: Air first commercials in September on streaming video,
OTT (Amazon ads) and social media channels
Action: Set budget for yearlong promotion
Action: Obtain media buy and select stations that will have the
highest reach for targeted audiences
 

Marketing/Promotion/Communication Strategy
The marketing plan, along with the following strategies and action items within the plan, will guide
the work of Every Day Counts Attendance Matters Initiative for SCOE’s Communications
Department staff and school district liaisons.



Target Audiences
Students, Parents, Community, School Staff, Board Members, Targeted groups, and key methods of
communicating to them:

Elementary school students “Be in School – 
        it’s where your friends are!”
Focus on:

Students need to take school attendance
seriously
School attendance and success in life and work
are linked

Principal/Teacher Communication who make
this a daily priority
Posters
School kickoff activities
Radio English/Spanish
Streaming TV
Monthly Incentives (school district
attendance recognition)
Year-end prizes awarded in May 

A timeline was established, and the
campaign began in July 2023 by creating the
logo and commercial creatives, utilizing
multi-media, including TV and radio spots in
English and Spanish. In addition, SCOE’s
Communications Department reached out to
target audiences through press releases and
articles in SCOE’s Annual Report, Stanislaus
Magazine and social media. Schools hung
posters in their offices and hallways,
distributed buttons for school staff to wear,
and placed decals on windows and vehicles. 

06 IMPLEMENTATION
Principals included articles in their newsletters
to parents about the importance of school
attendance and focused on incentive
programs at their school sites. We shared all
resources with district contacts utilizing a
Google file and folders. This included all
commercials to post on the district website. 
In addition, SCOE reached out to the business
community who supported the campaign by
posting EVERY DAY COUNTS decals in their
windows and provided incentives to award
students at the end of the school year. The big
prize was a new 2024 Toyota Corolla awarded
to one high school student with great
attendance.

Target Audience Key Message Communication Vehicle 

“Miss School – Miss Out”
 Focus on:

When students miss school, they miss access to
resources and support services
If students aren’t in school, they miss out on
learning
They miss out on socio-emotional support
If they don’t learn they won’t graduate
If they don’t graduate their chances for success
are limited

Middle school students Principal/Teacher Communication -
making this a daily priority
Posters
School kickoff activities
Radio English/Spanish
Streaming TV
Social Media
Monthly Incentives
Prize’s awarded in May

High school students “Every Day Counts to Win a New Car” 
Attendance Drive – Car giveaway
Focus on:

When students miss school, they miss access to
resources and support services
If students aren’t in school, they miss out on
learning
If they don’t learn they won’t graduate
If they don’t graduate their chances for success
are limited

Principal/Teacher Communication -
making this a daily priority
Posters
School kickoff activities focus on car
giveaway
Modesto Toyota car at high school
campuses, football games, etc. from
August-April
Radio English/Spanish
Streaming TV
Social Media
Monthly Incentives
New car giveaway in May



IMPLEMENTATION 

Attendance in Stanislaus County improved overall by 1.55% 
The 1.55% increase in ADA brought in $16,976,257 or rounded at $17 million in additional revenue
to school districts!
Outreach efforts resulted in over 33,851,877 impressions.
Chronic absenteeism decreased by 5% overall in the county.
All 25 school districts in Stanislaus County supported the campaign – which was the power
behind the campaign as ALL SCHOOL DISTRICTS PARTICIPATING sent a clear message that
student attendance is important. 
Twelve business supported the campaign with prizes or money for prizes.
Prizes were distributed to schools that achieved .50-1% increased attendance rates compared
to 2022-23 district data.
SCOE and Modesto Toyota gave a new 2024 Toyota Corolla away to a high school student with
good attendance and TSM Insurance provided one year of car insurance.
Return on investment (ROI) for the school districts equaled 5,659%!

At the May monthly superintendent’s meeting, SCOE’s Superintendent of Schools asked: “How can
the county office support your district during the 2024-25 school year?” The overwhelming
response from superintendents was that SCOE continue the “EVERY DAY COUNTS” attendance
campaign for another year. 

Target Audience Key Message Communication Vehicle 

107,024

Parents & Community “Every Day Counts”
Focus on:

If students aren’t in school, they miss out on
learning from teacher
If they don’t learn they won’t graduate
If they don’t graduate their chances for success
are limited
When students miss school, they miss access to
resources and support services
Every day missed puts a child 2 days behind in
school
School attendance and success in life and work
are linked

Letter from Superintendents
Social Media
Streaming TV commercials English/Spanish
Radio ads in English/Spanish
Geo-fencing
HWY 99 Billboard
Magazine Articles
Parent Newsletters
Website resources

EVALUATION 
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TOTAL
STUDENT

ENROLLMENT

1.55%

COUNTYWIDE
ATTENDANCE

IMPROVEMENT

 ADDITIONAL
REVENUE TO

SCHOOL DISTRICTS

DECREASE
CHRONIC

ABSENTEEISM

5%
$16,976,257



YEAR-OVER-YEAR ATTENDANCE  2022-23 TO 2023-24 
District Name

SUPPLEMENTAL MATERIALS

Enrollment 2022-23
ADA

Ceres Unified

Chatom Union

Denair Unified

Empire Union Elementary

Gratton Elementary*

Hart-Ransom Union Elementary

Hickman Community Charter

Hughson Unified

Keyes Union

Knights Ferry Elementary*

Modesto City Elementary

Modesto City High

Newman-Crows Landing Unified

Oakdale Joint Unified

Paradise Elementary*

Patterson Joint Unified

Riverbank Unified

Roberts Ferry Union Elementary*

Salida Union Elementary

Shiloh Elementary*

Stanislaus Union Elementary

Sylvan Union Elementary

Turlock Unified

Valley Home Joint Elementary*

Waterford Unified

14,263

565

1,300

2,875

142

1,176

985

2,157

1,020

118

15,092

16,175

3,189

5,227

193

6,177

2,972

198

2,994

170

3,392

7,972

13,664

169

2,572

92.2%

93.2%

93.3%

88.7%

99.5%

95.7%

97%

92.5%

95.2%

92.1%

92.5%

89.5%

90.2%

92.4%

93.9%

91.7%

91.4%

95.5%

92.7%

93.9%

93.4%

93.3%

91.8%

95.1%

94.2%

2023-24
ADA

93.8%

93.9%

95.2%

91.4%

98.6%

96.5%

97.4%

94.4%

96.1%

91.3%

94.4%

90.1%

93.1%

93.5%

92.8%

92.3%

93%

98.2%

94%

94.3%

95.1%

94.9%

93.5%

96.6%

95.2%

Total

1.61%

.72%

1.9%

2.7%

-.9%

.6%

.45%

1.83%

.8%

-.8%

2%

1.3%

2.9%

1.1%

-.1%

.6%

1.6%

2.7%

1.3%

.4%

1.7%

1.6%

1.7%

1.5%

1%
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*Higher challenge to move the needle for districts with less than 250 students,
but not unatainable.



09 SUPPLEMENTAL MATERIALS

13,218

529

1,214

2,596

141

1,800

1,133

955

2,007

 974

109

27,407

2,945

4,888

181

5,690

2,756

190

2,810

156 

3,219

7,491

12,623

163

1,658

Ceres

Chatom 

Denair 

Empire 

Gratton 

Great Valley Academy

Hart-Ransom 

Hickman 

Hughson 

Keyes 

Knights Ferry 

Modesto City Schools

Newman-Crows 

Oakdale 

Paradise 

Patterson 

Riverbank 

Roberts Ferry 

Salida Union 

Shiloh 

Stanislaus Union 

Sylvan 

Turlock 

Valley Home 

Waterford 

District Name 2022-23 
Average Daily Attendance 

Cost to district 
per student 

$35,658

$1,413

$3,250

$7,188

$355

$4,500

$2,940

$2,463

$5,393

$2,550

$295

$73,780

$7,973

$13,068

$483

$15,443

$7,430

$495

$7,485

$425

$8,480

$19,930

$34,160

$423

$4,146

CAMPAIGN COST BY DISTRICT

Total Investment = $300,000
Net Profit = $16,976,257  
300,000/16,976,257​×100 = 56.59x100
ROI=5659%
Campaign Return on Investment is 5,659%

In addition to the district’s financial contribution, SCOE committed $20,000 and the
Communications Department staff time to the campaign in support of the districts. 



MARKETING BUDGET 2023-24

Local Marketing

Social Media Advertising

Outdoor Advertising

Graphic Design

CAMPAIGN TYPE

Comcast - Effect TV  
iheart Radio broadcast
iHeart streaming
iHeart (OTT) Amazon Streaming 
iHeart podcast advertising 
iHeart GEO Advertising
Cumulus - KWNN (98.3)
iHeart- Spanish Radio streaming ads

 $49,000
 $21,000
 $14,000
 $40,000
 $5,000
 $28,000
 $15,995
 $12,000

$50,000
$21,000
$15,000
$36,000
$5,000
$16,000
$16,000
$12,000

$900
$900
$3,000
$900

$800
$900
-
$100

Instagram
Facebook 
Google+ 
Linkedin

$10,000
$7,000
$2,250
$17,500

$10,000
$7,000
$2,250
$17,500

Advertisement mailer
Billboard - HWY 99 - Turlock
Billboard Yosemite Ave Modesto
Billboard - HWY 99 

$1,650
$216
$352
$864
$580
$30,000
$700
$300
$800
$810

$350
$432 
$352
$864
$680
$30,000
$600
-
-
$810

Infographics - designs (3 targeted)
Poster-High School (72) (72 x 2)
Poster-Jr. High School (44 x4) (176x2)
Poster-Elementary School (108 x 4) (432x2)
Window clings
Vinyl Banner 3 x 6
Pop-up Banner
Downtown light pole banner design only
Produce light pole banners - Modesto
Post cards - elementary (108 x 50)

ACTUAL COSTSPROJECTED

Campaign Creative content & Logo

Campaign Creative concept for video
       and four 30 sec videos w 15 sec

Logo creation
$30,000
$5,000

$25,000
$4,900

Videos & reels, Social Media

SCOE video creation
SCOE social reels
Infographics - designs (3 targeted)

$14,000
$9,000
$1,800

$14,000
$9,000
$1,800

$300,000

TOTAL
PROJECTED

$276,178

TOTAL ACTUAL
COSTS

10



FLYERS
Flyers were created in English and Spanish. In some cases they were provided to districts as
templates so they could add their own logos.

11

https://drive.google.com/drive/u/0/folders/1TT2cIWGq6QtFVfTRGNdSL5kz3Q7D_LxE


POSTERS AND BANNERS
We created three unique poster designs to target elementary, middle, and high school age
groups. Additionally, we had a separate flyer advertising the Attendance Drive car giveaway.
Posters were printed and distributed to the school districts, who then distributed them to every
school campus. Additional posters were available to order online through Shoob Photography. 

Each age group also had a unique 3x6 ft banner that hung in a prominent location at every school
campus in the county. This ensured the campaign was visible to parents as they dropped off and
picked up children from school each day. All PDFs can be found in the Google folder (here).

Total Impressions = 7,897,200

12

https://drive.google.com/drive/u/0/folders/1QReEOZexg0Unty5IDEURnofm53PaxD1l


POSTCARDS AND CERTIFICATES
Attendance Certificates were branded for Every Day Counts and offered as templates to school
districts. Postcards for teachers to send to parents about attendance were also printed and sent
to the districts. Additional postcards were available to order online from SCOE Graphics or Shoob.

SCOE ANNUAL REPORT ARTICLES

2022-23 Annual Report

2024-25 Annual Report

13

https://drive.google.com/drive/u/0/folders/1QReEOZexg0Unty5IDEURnofm53PaxD1l
https://drive.google.com/drive/u/0/folders/1B4if6DFTDkBz6BOsLj41NYrCati-9j4E


ATTENDANCE DRIVE  
Thanks to a generous donation from Modesto Toyota, all public high school students had an
opportunity to win a new 2024 Toyota Corolla for attending school daily through the Every Day
Counts Attendance Matters campaign. A local insurance company provided one year of car
insurance too.

To be entered into the contest, a student must have had at least one month of perfect
attendance during the school year. Each month of perfect attendance earned an additional
opportunity for entry into the contest. (Perfect attendance means that the student has attended
all class periods of all school days within the calendar month of August 2023 through mid-April
2024.) School districts diligently entered student names and held drawings at their schools in April,
submitting the allotted number of qualified students as finalists to SCOE on April 19.

SCOE announced the names of 50 high school student finalists eligible to win the Corolla on May 8,
2024. The student finalists were recognized for their school attendance during a recognition event
held at Modesto Toyota on May 14, 2024. During the event, students each submitted their names
for the final drawing to win the car donated by Modesto Toyota. SCOE and Modesto Toyota drew
the winning name and surprised a student at their high school with the car on Friday, May 17, 2024.  

14



ATTENDANCE AWARDS15
Twelve businesses supported the campaign by providing funding for student incentive
prizes and awards. Prizes were distributed to schools that achieved a 0.5% to 1% increase
in attendance rates compared to the 2022-23 district data.



SOCIAL MEDIA
Stanislaus County school districts had access to a social media toolkit for the campaign, including
dates for release, captions, thumbnails, and a Canva template link so that districts could add their
own logos to the posts.

Instructions: Please note the scheduled dates below and post on or after the date listed. The first social media caption
and document are listed in reverse chronological order. Click the link for instructions on how to add your school’s logo to
the graphic. *Spanish versions are available on Canva docs as well. 

How to add your logo to a Canva graphic:
https://docs.google.com/document/d/1LQOo0WXDJF_nlPuPSh1FF0bk9Nvl6DjVGbtbRHME1fQ/edit 

Canva Link: https://www.canva.com/design/DAFyMSHrq88/RW8ipogXxqsr63lYYUwuGA/view?
utm_content=DAFyMSHrq88&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=previ
ew *All posts for the month can be found at this link

Date Canva Pages Caption Example
Not only does school teach
students important subjects like
math and reading, but it builds
valuable soft skills as well.
#EveryDayCounts
#AttendanceMatters

Thumbnail English Thumbnail Spanish

11/22/23

11/15/23

11/8/23

11/2/23

7-8

5-6

Attending school every day is
key to graduating and starting a
career on the right foot.
#EveryDayCounts
#AttendanceMatters

Showing up to school is the first
step to a successful career.
#EveryDayCounts
#AttendanceMatters

Did you know that people with a
high school diploma make an
average of 22% more than those
who do not finish high school?
Showing up to school can put
students on track to pursue
higher education and lead to
greater financial success.
#EveryDayCounts
#AttendanceMatters

3-4

1-2
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https://www.canva.com/design/DAFyMSHrq88/RW8ipogXxqsr63lYYUwuGA/view?%20utm_content=DAFyMSHrq88&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview
https://www.canva.com/design/DAFyMSHrq88/RW8ipogXxqsr63lYYUwuGA/view?%20utm_content=DAFyMSHrq88&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview
https://www.canva.com/design/DAFyMSHrq88/RW8ipogXxqsr63lYYUwuGA/view?%20utm_content=DAFyMSHrq88&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview
https://www.canva.com/design/DAFyMSHrq88/RW8ipogXxqsr63lYYUwuGA/view?%20utm_content=DAFyMSHrq88&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview


SOCIAL MEDIA CONTINUED

 

March: National Nutrition Month 

February: College Awareness Month 

May: National Mental Health Month 

April: Week of the Young Child 

January: National Mentoring Month & Transportation Focus 

December: Education is a gift! 

November: National Career Development Month 

September: Attendance Awareness Month

October: Student Support Services

August: National Back to School Month 

Monthly Themes

Each month of the school year had a different social media theme, emphasizing the benefits of
attending school daily while also addressing some of the barriers to regular attendance. These
topics were also the focus of each monthly parent letter shared with districts to give to parents.
There were 4-5 posts per month, with both English and Spanish graphics.
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During the year, we
assessed the performance
of our social media by 

tracking impressions and
engagement. Our videos and
photos featuring our districts’
students tended to perform best. By
the end of the school year, our
Every Day Counts posts had
garnered a total of 113,950
impressions on Facebook and 57,445
impressions on Instagram.

113,950
# Total Impressions  



IMPRESSIONS/PAID ADVERTISING18
During the year, we assessed the performance of our social media by tracking impressions and
engagement. Our videos and photos featuring the school districts’ students tended to perform
best. By the end of the school year, our Every Day Counts posts had nearly 200,000 organic
impressions.
FACEBOOK = 118,950 impressions 
INSTAGRAM = 57,445 impressions  

From December - May “Dreams Come True When Kids Attend School” ad were on billboards
located on Highway 99 in both Modesto and Turlock. An additional billboard was placed when 
Modesto - Downtown = 2,687,136 impressions 
Modesto - highway 99 = 13,733,256 impressions 
Turlock - highway 99 = 5,640,168 impressions  

Another marketing tool utilized for the attendance awareness was GEO fencing. Ads would pop-
up when the targeted audience was shopping in specifice areas - Target, Walmart, and fast food
locations. The following ads automatically popped up on cell phones.



VIDEOS
The “Everybody Counts” social media video series, and regular reels and stories had higher
engagement than the weekly posts. 

As the year went on, we incorporated more video content because it
consistently outperformed still images in impressions and interactions.
We also launched a series called “Everybody Counts,” showcasing how
various school staff roles contribute to student success. Lower staff
attendance was a threat identified by the school districts. The five
videos from this series released in the spring of 2024 garnered a total of
23,028 impressions and shared a positive message.  
View the “Everybody Counts” series on Facebook.com/stanislauscoe or click
here.
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# Total Impressions   

23,028

https://www.facebook.com/watch/100064478540998/2088136611657635


DISTRICT COMMUNICATION  

Every Day Counts District Email Update:

Subject: Every Day Counts Update December
 

Good afternoon,

For those who were able to attend today’s Superintendents’ Meeting you received the latest Every

Day Counts (Making an Impression) update with current radio, print and billboards information. The

TV and radio commercial are available from the Google file link below. The following information was

shared with district contacts this week.

 
We continue to update the Every Day Counts Google folders with resources. Below are the December

updates.

 
December parent letter in English and Spanish (look under the Messages folder)

1.
December Social Media posts –The gift of education

2.
December TV and streaming commercials – Dream of Careers (English and Spanish)

3.
Audio of iHeart and Cumulus radio messages on air now – Gift of Education

4.
Billboard ads are up at the Hwy 99 at Linwood in Turlock and at 8th and G Street in Modesto –

“Dreams Come True When Kids Attend School”

5.

Request for sponsorship letters sent to businesses.

6.
Main Google folder URL Body

7.
 
Outreach:

SCOE hosted an Every Day Counts booth at the Inspire Youth, Inspire Dreams Career Expo event (for

8th graders) on November 30 at the MJC Ag pavilion. Nearly 4,000 students attended and received

Every Day Counts pencils, pens, and notepads, plus handouts listing local careers with salaries.

Article in the November/December Stanislaus Magazine - Body The add is on page 5 and article on

page 34. Education Day with Leadership Modesto on November 3.

 
Next steps

Social media focus in January is: Transportation to school and benefits of mentoring

Write a draft parent letter for January

Billboard ad goes up on Hwy 99 at Briggsmore January 2, 2024.

Story board videos to feature students and teachers for social and website sharing

Interactive augmented reality with Modesto Toyota geared to high school students. Working on

the example to share with District Contacts. 😊

 
Reminder – if you haven’t already, please add high school logos to the folder.

T-shirts Please complete the online order form so we know what size to send you. Click here to order

your t-shirt.

 
Thank you and happy holidays,

 
Judy Boring, Director II, Communications

Stanislaus County Office of Education

We kept the school district liaisons informed of what was happening each month with the
campaign. By providing information and resources, the liaisons were able to share it with students,
parents, and their staff. SCOE communications staff sent emails regularly and included a link to
the shared Google folder with social media posts, videos, flyers, radio and TV commercials. In
addition to sharing information, the emails were a valuable tool to receive information from the
districts.  

We wrote monthly radio commercial scripts that the radio station produced. Below are sample
scripts. 

September commercial:
Every Day Counts, and school attendance matters! The Stanislaus County Office Education and all 25
school districts encourage students to attend school every day. If you miss school, you miss out on
strategic learning techniques that help you be successful at school. You also miss out on seeing
friends at lunch and during recess. So come to school every day. Your future success depends on it,
and we look forward to seeing you! Visit FOR MORE INFO AND VISIT S-T-A-N-C-O-E DOT ORG!

November commercial:
Children dream of careers such as musician, fireman, doctor, police officer, or scientist. Going to
school every day is the way to help make those dreams come true. Teachers and counselors are
there to guide students. So, strive to get your child to school every day – their future success
depends on it! Visit S-T-A-N-C-O-E DOT ORG for more info!
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One of the ongoing resources shared was a monthly letter to parents about the campaign, written in
both English and Spanish. The theme aligned with the monthly 'Every Day Counts' focus area. These
letters served as templates for school districts to communicate regularly with families about
attendance and the on-campus resources available to support students' academic, mental, and
emotional well-being. 

PAID MARKETING 

https://drive.google.com/drive/folders/12HS68JrkbTnuTgiULsZHvR1Uwr7bL9uU
http://onlinedigitaleditions.com/stanislaus/html5/index.html?&locale=ENG
https://docs.google.com/forms/d/e/1FAIpQLScvBaRm8IePkflEgL5ghtHlS9PIkKjz53s7KQsdG_5Oh7lu_g/viewform?usp=sharing
https://docs.google.com/forms/d/e/1FAIpQLScvBaRm8IePkflEgL5ghtHlS9PIkKjz53s7KQsdG_5Oh7lu_g/viewform?usp=sharing


PAID MARKETING 
COMMERCIALS, OTT, STREAMNG, BROADCAST
Radio commercials aired in both English and Spanish stations from September - May. We also
created four 30-sec commercials with messaging based on barriers of attending school or why
students should attend school daily. streaming services. The fifth commercial highlighted the
success of the program and thanked parents for getting their children to school. The commercials
can be found on our Every Day Counts web page.  www.stancoe.org/attendance-matters
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We continued to stay in front
of our audience in specific
areas through strategic paid
advertising.We placed ads in
a popular advertising
publication that is delivered
to homes. For example, we
secured the cover page in the
January edition (see sample
below) and 1/2 page ad in
January, February, and
March.

# Total Impressions
 2,525,489

# Total Impressions  

 58,578

Importance of Reading



LOCAL MEDIA COVERAGE
Local Media outlets including the Modesto Bee, Ceres Courier, and Turlock Journal reported on
the Every Day Counts Campaign and the Attendance Drive Car Giveaway. The campaign was also
highlighted in five issues of the Stanislaus Magazine.
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COMMUNITY OUTREACH

HOLIDAY CARD

SCOE’s Communications Department staff hosted booths at four community events during the
2023-24 school year to promote the attendance campaign. The first two were held during October
2023, as part of Hispanic Heritage Month at the Modesto Mercado and a Dia de los Muertos event.
In January and November 2024, we hosted a booth at the Modesto Chamber’s Inspire Youth,
Inspire Dreams Expo, which attracted over 8,000 8th-grade students. Finally, during the summers
of 2023 and 2024, we hosted a booth at the Stanislaus County Fair, where we highlighted SCOE
programs and the attendance campaign. The Fair drew over 100,000 visitors during its 10-day run.
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In December 2023, the
County Board and
Superintendent sent a
holiday card to over 200
community members, 57
COEs, and 25 school
districts. The card
incorporated the
December theme-
Dreams come true when
kids attend school.



SWAG

Year End Prizes

We gave away promotional items at community events as a way of bolstering the campaign.  Items
included pencils, pens, card holders, Croc charms, sticky notes, cell phone holders, window clings, and
wall clips. We also gave away prizes to schools who increased daily attendance by 1%.

BUSINESS PARTNERS 
Local business supported the campaign with prizes, money for prizes, in-kind support with design
work, printing of posters, flyers, and postcards. 
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 ADDITIONAL REVENUE TO
SCHOOL DISTRICTS

COUNTYWIDE ATTENDANCE
IMPROVEMENT

DECREASE CHRONIC
ABSENTEEISM

 NUMBER OF
IMPRESSIONS  

RETURN ON
INVESTMENT

$16,976,257 1.55% 5% 5,659%33,851,877


