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Housekeeping
Welcome to the webinar “Measuring Outcomes: Communications 
That Drive Real Impact”, we wil l  begin at 2:00 ET.

Tweet Us

Follow @granicus

use #granicus19 

to share insights.

Questions

Take advantage 

by sending a note 

through chat.

Follow-up

Expect recap 

materials sent in a 

follow-up email. 

For anything else, please email us: info@granicus.com

Instagram

Take a second 

and follow us –

@granicusUS
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James Abys-Smith

Customer Success 

Consultant
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Leon County 

Goal: Keep the community 

informed and safe as a hurricane 

barreled toward the county.

new subscriptions as 
a result of outreach7,300

engagement rate55%

The [daily Hurricane Irma 

email] became the battle 

rhythm for disaster 

communications. It set the 

tone each day, and it was 
the script for workers on our 

emergency hotline and 

elected officials.

- Mat hieu Cavell, Assistant to t he Count y 
Administrator for Community Relat ions and 

Resilience

govDelivery

increase in county 
app downloads7X
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Leon County
Preparing residents for looming threat

Before the Storm

Leon County begins 
communicating with residents to 
prepare for a crisis.
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Leon County
Preparing residents for looming threat

The Hurricane  

Irma Daily Brief 
provided 15,000 
stakeholders 

(residents,
emergency staff, 

and more) with 
important 

updates.

During the Storm
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Leon County
Preparing residents for looming threat

After the Storm

Leon County’s Disaster Survival 
Guide (2019 version 

pictured) promotes cleanup after 

the storm.
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ASK YOURSELF

What are some events that could 
happen, for which having a plan, 
templates, or both could make your 
communications easier to develop and 
distribute?
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3 Lessons for Emergency Communications

From Leon County, Florida

Listen to citizens. Understand information gaps to 
communicate better.

Be prepared. Have a comms kit with evergreen 
templates to address needs. 

Reach & expand. Use email & social media to reach & 
expand impact. 
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Virginia Medicaid

Goal: The Virgin ia Department of 
Medical Assistance Serv ices 

(DMAS) needs to enroll Virgin ians in

expanded health coverage before 
the deadline passes.

Residents Enrolled 
(and counting)320K

More people reached50K

There’s a lot of demand and 

need out there for this 

coverage. 

- Jennifer Lee, DMAS Direct or [Washington 
Post int erview]

govDelivery

In budget savings355M
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Virginia Medicaid
Improve health coverage for residents

A homepage overlay on the 
program’s dedicated 

website CoverVirginia.com starts the 
journey from web visit to 
enrollment.
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Virginia Medicaid
Improve health coverage for residents

and 

routes residents to 
important next 
steps.

The 

overlay captures
relevant details

for a more 

impactful digital 
experience,
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Virginia Medicaid
Improve health coverage for residents

An encouraging automated
welcome email, part of an 

automated drip series,
keeps Virginians engaged

and informed.
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ASK YOURSELF

What are the different types of 
people you communicate with, and in 
what ways could your shape 
your messaging to their reality to make a 
bigger, better impact?
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3 Lessons for Deadline Driven Campaigns

From Virginia DMAS

Target personas. Segment a mass audience into 
meaningful personas.

Design journeys. Build value into every citizen touchpoint, 
online to offline.

Set agile goals. Attach goals to milestones to make sure 
you’re on track. If not, adjust.
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Michigan Comes 
Together for Kids

Goal: When summer break creates a 
gap in meals for many children, 

the Michigan Department of 

Education fil ls it with a summer food 
program.

meals fuel a better 
summer for kids3.4M

message open rate30%

[We] hope they know how 
important they are to us 

because we want to ensure 
they are well-fed while we are 

out of school. We hope they 

have a chance to socialize 
with their friends in a safe, fun 

space and meet new kids 
through the program.

- Julie Humphrey, Food Service Direct or

govDelivery

email messages sent 
since 20152.8M
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Michigan Comes Together for Kids
Keep 500,000 children from going hungry

After being greeted on the 
website with an 

overlay, subscribers to 
“Meet Up and Eat 
Up” were given the next 

step in their journey: Find a 
meal site.
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Michigan Comes Together for Kids
Keep 500,000 children from going hungry

An online map makes it 
easy for residents to 

find a local food 
donation location.
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ASK YOURSELF

What inter-agency or 

inter-governmental partnerships could 
you foster and develop to help get the 
word out to more citizens?
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3 Lessons for Social Impact Campaigns

From Michigan

Don’t go it alone. Partner with relevant gov agencies to 
increase impact.

Capitalize on interest. Use subscriber overlays on key 
webpages.

Remember human impact. Email subject lines with “Feed 
a Child” performed better than “Find a Donation Site.”



Questions?
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Upcoming Webinars
Save these Dates

Nov 13th | 2:00 ET

A Proactive 
Approach to Public 
Meetings (Spoiler: 

Your Phone Will Stop 
Ringing)

Nov 20th | 2:00 ET

11 Simple Tweaks for 
Stellar Government 

Emails

Oct 30th | 2:00 ET

CIO/CTO Virtual 
Summit -

Roadmap for Digital
Transformation

Learn more, v isit granicus.com/events/

https://granicus.com/events/

