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The Central Islip Union Free School District uses social media to tell the story of the wonderful and enriching moments that happen at all eight buildings. The purpose of our activity on Instagram, Facebook and X is to give our community an inside look to how our students, educators and leaders represent Central Islip in all they do.
For each notable event across all buildings, followers can view an array of 10 photos with an option to view the entire gallery on Google Photos with direct links listed on Facebook and X and a Sprout Social link in bio-option for Instagram. Building location, consistent captions and use of emojis are among many details that stay consistent through postings.
The district’s branding guide is evident in all graphic design across all platforms. Color codes, fonts and use of logos help highlight each department and school in a professional manner.
Due to the consistent presence of vibrant photography and uniform graphic design branding, engagement on Instagram and Facebook have skyrocketed since the conclusion of the 2023-24 school year.
On June 3, the Instagram account had just under 2,000 followers, and now, the number is hovering around 3,400. Engagement surged on Instagram as well, with 13 posts receiving over 10,000 impressions in that time frame. 
Facebook metrics have also seen drastic improvements. Since June 3, reach has increased by 79%, 3-second views by 458%, 1-minute views by 214%, content interactions by 217% and a grand total of 669,500 views. 
Lastly, X, formerly known as Twitter, was particularly dormant before June 2024. Since that time, published posts, impressions and engagements have grown exponentially to keep all social media users informed on news in the district.
A campaign that generated notable results was a video series leading up to homecoming in the fall of 2024. Four teachers, who are Central Islip alumni, were interviewed on camera and discussed what they loved about the schools they attended, how they have seen the district grow and what lessons they have taught their students. Each video was split into short and long form formats. YouTube housed each long form video while social platforms debuted the short form with captions and B-roll inserted. The four videos on Instagram drew between 7,500 and 12,000 views each. Links to an example of the content can be found here.
 More campaign examples are Musketeer Mondays, a day to recognize a staff member or students for notable accomplishments, Tech Tip Tuesdays, an infographic carousel that provides applicable tips to streamline processes and Welcome Wednesdays, a customized graphic to introduce new staff specific to each school. 
The Central Islip School District’s dynamic approach to social media shows the power behind branding and storytelling. As the district continues to evolve with social trends and campaigns, social media will continue to be the way to celebrate achievements, foster connections and showcase pride. 
