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In 2019-2020, the Marketing & Media Plan sought to:

1. Shift in focus to Imperative from Campaign
Enrollment and Education – Changing the Landscape (vs. Awareness)

2. Strategic Shift in Messaging

Quick Review

Families, Communities, 
Educators 

Audience

Benefits & News

Messages

Enrollment & CTL
Grants, Prof. Learning & 

Family Engagement 

Focus

Parents Enrollment & Awareness Features



Quick Review Continued 

• Innovation/Partnerships
Launch and support partnerships to extend and demonstrate capacity 
building (EISD/Gardendale now and for generations to come).

• Earned Media
Deepened media relationships and strategically dispersed meaningful 
content to increase positive coverage at local, regional and national 
levels.

• Website
Navigating user through mass information with an easier user/consumer 
experience; enhance copy to align with messages and focus for 
enrollment and CTL (consumer-centric).
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Enrollment 2020



Enrollment 2020 – Consumer Centric

C-Store Signage

:60 Broadcast (Spanish) –
Telemundo & Univision original music

:30 RADIO
(SPANISH)

INSTAGRAM

TWITTER

LINKEDIN

Data: July 2019– March 16, 2020

Culturally Relevant Experience

• Enrollment (Centers) Support 

• Strategic Storytelling (in-language & culture)

• Multiple Content Outputs, each serving a 
purpose



Enrollment 2020 – Digital 

Display Ads Facebook Ads & Boosts

INSTAGRAM TWITTERLINKEDIN

Data: July 2019– March 16, 2020

Customized Reach and 
Commitment for Audiences

• Audience Segmentation (demo, interests)

• Enrollment with CTL messages baked in

• Drive traffic across other platforms; 
extend user-experience and conversions



3,167

CLICKS

Apply Buttons & Links
Calls from Ads
Application Clicks
Call to Click
Email Clicks
Website Clicks to Call

Wordstream: *Avg Search Network CTR for Education Industry = 3.78%  | **Avg Display Network CTR for Education Industry = 0.2%     

236

CONVERSIONS

Enrollment 2020 – Results

56,496

IMPRESSIONS

7.45%

CTR*

Google Ads (PPC)

236

CONVERSINS

Display Ads

Avg CTR for Education Industry

3.78%

4,437

CLICKS

2.9MIL

IMPRESSIONS

0.15%

CTR**



Enrollment 2020

Reaching 2,000
Benchmark: February 1

The number of declines is less 

than compared to 2019-2020

Declines Total

2019 – 2020 223

2020 – 2021 113

Difference -49%
DAYS
88
2014

DAYS
53
2015

DAYS
56
2016

DAYS
49
2017

DAYS
17
2018

DAYS
10
2019 DAYS

38
2020

Decline Comparison

March 9, 2020
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Changing The Landscape
2020



CTL: Digital & Facebook

• Connect beyond 
classrooms 
students/families, staff 
and community (Family 
Engagement, Professional 
Learning, Grants)

• Collaborate
strategic programs and 
partnerships 

• Impact
facilitate change & provide 
solutions challenges (local and 
national)



Social Media 2020: Facebook 
Top Paid

Top paid posts on Facebook by 
Number of Engagements (from 
July 2019 – June 2020):

1. Professional Learning: 
Inspired 20,000 Educators

2. Grants: All Children Deserve 
the Best Education

3. Family Engagement: Parent’s 
are Their Children’s Best 
Teachers
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Earned Channels 2020



Historical Review: Earned Media 
(July 2019 – June 2020)

14
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Historical Review: Earned Media Messaging

Audience:

Parents, Community, Educators

Focus:

Enrollment, CTL, Grants 

and Professional Learning

Messaging:

Benefits

Pre-K 
4 SA

Community 
Outreach

Professional 
Learning

Family 
Engagement

Remote 
Learning

July 2019 – February 2020 March – June 2020



Earned Media Highlights

6+ 
Front Page
stories & 
photos 
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Pandemic Pivot



New Challenges
Work/Teach from home, Economic, 

Technology

Revaluate & Adapt
Powerful and Reassuring

Relevant Platforms (Digital 
Expansion) 

New Expectations
Safety for All 

Quality in the Center & at Home

SAME Mission 
Change in One Generation 

Response to COVID-19
Assess & Recalibrate | Respond & Deploy | Serve, Expand and Thrive … In One Week  

People
Students & Families, Staff, 

Partners, Community 

Tools
Organic, Paid & Earned Media

Service |  Approach
Informative & Useful 

Mission



Adapt Strategies

Email Announcements
Curriculum, Updates/News, 
Food Distribution & Resource Support 

18,119

FANS

232,564
-40.5%*

ENGAGEMENTS

2,481
FOLLOWERS

3,543
+185%

ENGAGEMENTS

2,703
FOLLOWERS

2,516
+109%

ENGAGEMENTS

162
FOLLOWERS

638
+274%

ENGAGEMENTS

Social Media 
*Paid which helps boost engagement was paused until May



Website

Major Updates and Opportunity:

1. YouTube Channel Overhaul 
Channels for Microlearning (Parents, Remote Classroom, 
Cooking/Nutrition, Storytime, Music & Art)

2. Resource Center – English and Spanish

3. Changing the Landscape Integration
Home Page, Educators, Grants, & Community

4. Addition of Vooks

5. Site Accessibility
Search Feature 
and Latest News  



March 17, 2020 – June 2020 vs Dec 2, 2020 – March 16, 2020

3,295
+230%

VIEWS

52.9
+239%

WATCH TIME (HR)

90
+1,025%

SUBSCRIBERS

51.6%
-2.3%

AVG % VIEWED

22,691
+179%

IMPRESSIONS

Social Media 2020:
YouTube Performance
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YOY Comparison



Website: Mobile vs Desktop
During COVID-19

July 2019 – June 2020

Mobile: 65.5%

Desktop: 31.2%

Tablet: 3.3%

April 2020 – June 2020

Mobile: 59.5%

Desktop: 38.6%

Tablet: 1.8%

VS.



Social Media 2020:
Facebook Video Performance

VS.

2018–20192019–2020



Social Media: In Total 2020

11MIL
IMPRESSIONS

746,846
ENGAGEMENTS

132,009
POST CLICKS



Website: Top 10 Sources

1. Organic: 30,222

2. Direct Traffic: 22,644

3. Facebook Ads: 13,043

4. Google My Business: 12,072

5. Display Ads: 6,123

6. Facebook Organic: 5,448

7. Google Ads: 3,241

8. sanantonio.gov: 1,223

9. KSAT: 323

10.Twitter: 189



Continued Support for our Community 

Pre-K 4 SA Read-Along Challenge
Convocation 

Literacy Development
SA Library Foundation 
Bibliotech

Raised $6,289 – all time high! 

Weekly Food Distributions serving
current, alumni and incoming Fall families

Eighth partnership with Area ISD’s 

Build Architecture/Collateral 
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Now Underway



Industry Leading Education

Now Underway–Continue to Serve

Together = Pre-K 4 SA provides a positive impact on children,
community and city. 

Foster Empowerment Meet & Exceed Expectations
“The Most Important Year”

Students and families

Educator PL Opportunities

Two Track Options 
(remote learning and on-campus)

Families (New, Current and 
Alumni) 

Teachers/Staff 

Partners 

Grants 

Gracias

On-Campus – safety and 
sanitization focus

Remote Learning – best-in-class 
quality at home 

Additional Resources & Support 
for families: Food Distribution, 
Support, Technology, other 
needs. 
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Messaging

A Monumental Year 
for Learning

Safety & Sanitation New School Year
Track Options



Website – School Year News Source 

Back to School 20-21 Landing Page 

• ‘Day in The Life of’ Experience
for families – prospective and current 
families (corresponds with CEO video 
on homepage)

• Remote Learning Approach & Details 

• In-Person Learning Approach & Details



Serving & Informing San Antonio

Media Tours 

• KSAT
• Time Warner/Spectrum News
• WOAI
• KABB
• Telemundo
• Univision
• San Antonio Report 
• SA Express News

https://www.ksat.com/news/local/2020/08/14/pre-k-4-sa-prepares-for-virtual-in-person-classes-as-start-of-the-school-year-nears/
https://www.ksat.com/news/local/2020/08/14/pre-k-4-sa-prepares-for-virtual-in-person-classes-as-start-of-the-school-year-nears/


Comprehensive Program Overview

Program Overview Landing Page 
2012-2020

• Program Promises 

• Impact and Results in First 8 Years
(Students, Families, Partners and 
Community)

• Looking Forward to a Bright Future



Thank You. 


