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OVERALL STRATEGY 
This document provides an overall plan, direction and timetable for the 
marketing and advertising activities for CMSD during the 2023 - 2024 
school year. 

In 2017, CMSD began a new marketing initiative based around the 
theme of “Get More With CMSD.” That campaign was designed to 
showcase all the feartures and support services that students and 
families receive when they enroll at at CMSD school. That campaign 
continues today and the “Get More” logo is promient on many 
enrollment-based marketing materials and distrcit advertisements. 

Recent focus group and community research shows that while the 
“Get More” campaign is now well connected to CMSD, families and 
the community are looking for more specific information within the 
marketing and communications that originate from CMSD.
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TRIAD RESEARCH GROUP
In June, 2022, The Triad Research Group conducted a series of focus 
groups within the Clevleand community. The purpose of the focus 
groups was to learn more about participants’ opinions and attitudes 
about CMSD, as well as effective ways to communicate with them. 
Information was also collected on what they thought of our image and 
the marketing materials CMSD produces.  

Below is are some of the top-level findings (that relate to marketing and 
communciations)

•	 The most important issues facing the schools today include 
Bullying/ violence/ lack of security.

•	 Students aren’t well prepared for the life transition that occurs after 
high school.

•	 The quality of teachers/education “seems like it’s slipping.”
•	 Participants said they’re getting most of their information “word of 

mouth.” 
•	 Some said email was a good way to communicate with them, 

although many admitted they “don’t always read all my email.” 
•	 Several parents said individual conversations with teachers by phone 

[as compared to pre-recorded phone messages] would be a good 
communications strategy.

•	 Most CMSD parents said they’d like to have more information 
about the Cleveland Schools, but they “want facts, not vague 
statements.”

•	 Those who wanted more information said they’d like:
		  - Facts and statistics about the district.
		  - The percentage graduating and going to college or trade school.
		  - Facts about the teaching staff.
		  - Information about Say Yes to Education and the PACE 

program. 
		  - Vocational opportunities for students post-graduation.
•	 A few CMSD parents said they thought the mailing contained 

“valuable information,” however, did not think the information was 
valuable to them because it was “too vague.” -- “It doesn’t give you 
any facts.”
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ALMA GROUP RESEARCH
The Alma Group is an outside consulting firm that was hired by the 
CMSD Board of Education to assist with the selection of the district’s 
new CEO. As part of their contract, they conducted a series of focus 
groups in the early spring of 2023 to gather stakeholder and community 
input about important issues the next CEO must face. 

Below is are some of the top-level findings (that relate to marketing and 
communciations)

Top Five Concerns
•	 Safety and Security 
•	 Retention – few incentives for teachers and staff to maintain 

demanding positions. 
•	 Access to CTE Pathways – students need more experiences to 

prepare for careers.  
•	 Distribution of Resources – not all schools have access to the same 

allocations. 
•	 Attendance –  significant issues with attendance and truancy across 

grade levels.

Additional Concerns
•	 Championing school choice for families and students. 
•	 Supporting the “Say Yes” program for students to begin thinking 

early in their academic experiences about life after high school. 
•	 Emphasizing Social-Emotional Learning (SEL) for students to help 

them reintegrate into their school communities following the 
pandemic and to provide holistic support for them as they navigate 
the complexities of their world. 

•	 Collaborating with community partners to create summer learning 
opportunities and wrap-around supports for families to keep 
students engaged year-round and to amplify their connection to the 
community.

•	 Enrolling our youngest students in Pre-K programs is a step in the 
right direction to ensure that our students are poised for academic 
success from the start.

The underlying strategy for 2023-2024 was built around the Triad and 
Alma Group findings and input from various departments, school 
princnipals, parents and  other key stakeholders.
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OUR GOALS FOR 2023-2023
Our goals for the upcoming academic year represent a mix of goals 
based on different areas and departments within CMSD.

•	 Complete custom brochure or rack card for all schools.
•	 Complete or update website and social media page for at least 50% 

of all schools.
•	 See an increase in overall recruitment of new student by 5%.
•	 Provide a training/professional development seminar for all school 

principals.
•	 Collect data on attendees at all district-level events and follow-up 

with custom marketing materials for at least 40% of all attendees.
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OVERALL STRATEGY FOR 2023-2024
The underlying foundation for the advertising and marketing direction 
for the next academic year will be built on the foundation developed 
by the “Get More” campaign. However, we must start enhancing it by 
incorporating the feedback obtained from Triad and the Alma Group 
research. 

•	 District Level - We will continue with general awareness advertising 
for the District, inc;uding the “Get More” support services, however 
we begin to emphise district-wide data such as:

	 - CTE and PACE
	 - Say Yes scholarships and support services
	 - School choice built around neighborhoods
	 - Crednetials and professional development for faculty and staff
	 - Infrastructure improvement including safety enhancements

•	 School Level - More emphasis will be placed on localized marketing 
and advertising of specific schools with key messages that are 
unique to the community around the school. Messages will also 
focus unique selling points (USPs) for that school, such as programs, 
activities, faculty credentials, notable alumni, etc.

•	 Data Points - Incorporating “Facts and figures” was idnetified 
as a priority for some of our marketing and advertising by the 
community. Marketing message for enrollment, recruitment and 
community will contain statistics that demonstrate success and 
achivement within each school and the district overall.
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OVERALL THEME
We will continue to build on the Get More theme started in _____. 
The Get More logo will continued be displayed, when appropriate, on 
external marketing materials and advertisements. Gradually, we will 
begin to incoprporate the theme was developed for the 2023-2024 
Academic Calendar of “A Growing Momentum.”

This theme provide a positive and forward looking vision that builds on 
the success, pride and growth of our students, families, faculty and staff 
to providing the best educational experience possible for all!

Key Messages
The goal with our key messages is to showcase points of pride in each of 
our local schools within the framework of CMSD’s numerous support 
services. The exact wording for our key messages is still in development, 
but will be based on the following concepts:

•	 District Data & Points of Pride 
Use data to reinforce “how we are doing” in several key academic 
areas including closing the gap, teacher credentials, support services, 
infastructure investments, and reducing the technology divide.

•	 Unique Selling Points of Each School 
We will identify and then promote the unique selling points of each 
school. This may be CTE offerings, atheltics, arts, etc. Each school has 
a unique story and rich history; we need to tell it!

•	 Growing & Positive Data Points for Each School 
As part of the marketing for each school we will use data points to 
reinforcde the success and forward momentum of the school. We 
want families to see “facts” about what the school is accomplishing.

•	 Strong Ties To Surrounding Communities 
The marketing messages for each school must relate strong to the 
community in which it resides. While families have many school 
choices within CMSD, they often look at the school(s) close to where 
the live. Our messages must be strong and compete against private 
or other schools in their neighborhood. 
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LOCALIZED MARKETING & ADVERTISING FOR SCHOOLS
One major component of our strategy for 2023 - 2024 is to increase 
the makreting and advertising of our individual schools. This strategy 
identifies specific marketing tactics for each school based around their local 
community/neighborhood while still have support from the District for 
overall CMSD branding. 

Each school must focus on marketing to external audiences and marketing 
to internal audiences.

External Marketing Tactics
The CMSD marketing team will assist each school in marketing to external 
audiences. The purpose of this marketing is to help recruit new students. The 
local marketing tactics includes key messages and data points that relate to 
the specific school. 

•	 A custom designed brochure or rack card for school, containing photos, 
“data points/points of pride”, unique selling points (USPs), and messages 
unique to local community.

•	 A “Site Sign” in front of the school with enrollment messages (or banner 
for outside of the building). These are 4’x8’ signs on poles).

•	 Small ads in the local community paper(s).
•	 Creating a website and social media presence. Then using the online tools 

to establish regular and ongoing engagement with the students, families 
and community.

Internal Marketing Tactics
Each school will focus on their internal marketing efforts. he purpose of this 
marketing is to help recruit new students. Example of this inlcude:

•	 Fliers and banners for school events (using templates).
•	 Establishing a welcome and inviting presence around the building and 

inside.
•	 Use online tools to establish regular and ongoing engagement with the 

students, families and community.
•	 Developing relationships with the community through events and door-

to-door canvasing when required.

Where possible, each item produced will have a method to track its use such  
as an unique QR code or URL or other method.
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SAMPLE  
MARKETING 
GRAPHICS
The following pages provide some samples of designs for various marketing 
items inlcuding district-wide ads and localized ads for each school
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School Site Sign 
Example of school “site-sign” to be used for enrollment. These signs are 
more visible than yard signs. Each sign will be custom-designed for the 
school but also contain basic CMSD branding. Typically, these signs are 
placed on the school grounds in a visible location, but can also be displayed 
at other locations.
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School Brochure 
Example of school brochure for recruitment. Each brochure will be designed 
for the school with photographs, data-points, and other unique selling 
points about the school. The brochure will also contain CMSD branding and 
info about district-wide support services.
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Display Advertisement for Local Publication 
Example of an 1/3 page ad that can appear in a local/community publication 
promoting enrollment for the school. Each ad will be designed for the school 
with photographs, data-points, and other unique selling points about the 
school. 

The ad will also contain CMSD branding and info about district-wide support 
services.
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Sample Advertisement For District Branding 
Below and on the following pages, are samples of “district-level” marketing 
materials designed to promote the overall CMSD branding.  Based on 
feedback from focus groups as will contain “data points” (when appropriate) 
to help demonstrate the progress and achievements being made in various 
areas.  
 
Ads will also include custom photography of CMSD students and schools 
that show joyous learning and achivements and a strong “call to action” to 
enroll (when appropriate).
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Sample Advertisement For District Branding (continued) 
Not all district-wide ads will contain data-points. Below is an example 
of a two-page spread that focused on provide details about our school. 
Howevcer, we can subtly add data points to the copy to reinforce specific 
details. 
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Ads that are promoting district-wide events will be more targeted toward 
the intended audience and may have a few data point but some ads will not, 
depending on the event and its purpose.
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Sample Marketing Book For District Branding (continued) 
Below is an example of how we can market district-wide programs such 
as the High School Choice Fairs, but still have data points for both district 
support programs (e.g. Say Yes) and for individuals schools. 
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Recovery is the stage where we attempt to re-enroll students who left the 
school or the CMSD system. This stage is built on trying to understand why 
the student left and then identifying ways to repair that relationship.

         DATA ANALYSIS

Develop a process for contacting students who leave and 
gain information on why they left.

District

Work with Enrollment to identify possible trends or pat-
terns in why students left.

School

Prioritizing students who can return and those who can’t 
(moving out of the state, for example).

District  
& School

Research to see if there another school within CMSD that 
might better meet the student’s needs?

District  
& School

1

         REESTABLISH COMMUNICATIONS

Once we have identified a student who has left and determined that it is a valid 
reason to implement a recovery technique, we can use a variety communication 
methods to re-connect with the student and their family/caregiver. 

Personal communications or outreach by past teacher or 
principal

School

Outreach by parent ambassador or other influential person 
in the student’s life and academic career

School

Use various digital communications such as a personal 
email or re-sending of a school email newsletter.

School or  
District

Personal or printed invite to come back to various school 
events as an attempt to recover & re-engage

School

2
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       FORMULATE THE ASK

Develop a process, messages and training for asking the 
former student to re-enroll

District

3

The key to effective 
student recovery is 
to implement solid 
processes to identify 
why a student left 
and then re-establish 
communications and 
activities to re-enroll.
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Overall Assumptions
The suggestions and tactics outlined in the Phase II strategy assume 
that the following items will be implemented and completed.

•	 The list of schools participating in Phase II will be reduced (from 
Phase I) and categorized according to need.

•	 The funds for producing and implementing the tactics will come 
from each school.

•	 Each school will complete the “Required Baseline Elements” listed 
in the document.

•	 Enrollment data for each of the schools selected to participate will 
be provide by the School Choice and Enrollment department.

•	 An additional designer will be brought on board the Marketing 
team to focus primarily on the needs of the schools.

•	 An additional webmaster will be brought on board the District to 
focus primarily on the needs of the schools.

•	 Each school will assemble a small (3-5 persons) team to help 
review and implement the tactics. 
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