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ABOUT ILLUMINATE

We are Illuminate: a full-service strategic communications
agency made up of eight forward-thinking, creative minds from

the University of Wisconsin-Madison.

Grounded in meticulous research and strategy, we find the
most innovative solutions for our clients' toughest challenges.
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STRATEGIC
FOUNDATION
THE  RESEARCH  AND  STRATEG IC

PR INC IPLES  BEH IND  OUR  PROPOSAL
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KEY FINDINGS
  

In the past few years, the Monticello School District has been benefitting from the State of

Wisconsin’s open enrollment policy, meaning that more students living in the district are

attending Monticello than are going to schools in other districts. This is important to

maintaining the school’s resource base. One goal of the messages produced for this campaign

is to make sure that Monticello remains net positive by communicating the key advantages of

Monticello schools. 

            

Central to Monticello’s success is the emphasis on community, which is evident in scholarship

funding provided by community members, the students’ commitment to community service

and the strong relationships we observed between students and among faculty members.

Highlighting this collaboration among Monticello community members will be a central part of

our campaign messaging. 

 

In addition to Monticello’s sense of community, the school also leverages telepresence

technology to provide students with opportunities to take AP courses, C.A.P.P and P.I.E

courses for college credit, as well as additional subjects. This is a significant benefit for

Monticello, as these courses are only able to be taught in cooperation with the neighboring

districts of Juda, Albany, Brodhead and Blackhawk. For Monticello’s college-bound students,

telepresence is an investment in their futures, as many students are able to graduate with

credits to apply to their future degree.

 

We spoke with UW-Madison Education Professor Julie Mead, an expert in Educational

Leadership and Policy Analysis, to gain a better understanding of school choice and the role

that school resources play in school retention. She touched on a concept called The Death

Spiral, a situation in which a school district with limited course options motivates parents to

look to other school enrollment options. Professor Mead explained the consequence of this:

“people start leaving the school district; that reduces the amount of money coming into the

school district, which makes it more difficult for the school district to offer options. More

people start to look, so there’s the spiral.” We believe that leveraging Monticello’s unique use

of telepresence in marketing will help to combat the Death Spiral that many rural Wisconsin

schools face.  

 

While Monticello is a very close-knit community, our research also indicates that it lacks

diversity, as the majority of students and staff at the schools are white (94.4 percent) and

from similar backgrounds. Like many other rural schools in Wisconsin, Monticello is also

struggling to attract and retain teachers, as the number of applicants for a given position has

decreased dramatically in the past years. Contributing to this is the lack of housing available

in Monticello and the lower salaries available for teachers in Monticello compared to other

more metropolitan school districts. 
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When considering the key factors in school choice, a study conducted by the Friedman

Foundation for Educational Choice identified that student-teacher ratios, smaller class sizes

and improved student safety are among the top factors parents consider when choosing

schools for their kids. Only 10 percent of study participants identified higher standardized test

scores as a top factor. These insights are consistent with Monticello’s best attributes: smaller,

more focused learning environments and a safe, supportive community. 

SWOT ANALYSIS
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KEY STRATEGIC
PRINCIPLES
  

Target Audience

The target audience of our campaign will focus on parents and teachers in and around the

Monticello School District. Parents and families in the Monticello district and other districts are

faced with the decision of open enrollment. By targeting this audience, the campaign will

both maintain its current student population and attract more parents to the district.

Additionally, we will target teachers who are just beginning their careers and teachers who

are looking to move across schools. Ideally, our campaign will show teachers the benefits of

working in Monticello and encourage them to work there. Parents want to send their children

to schools with excellent teaching standards, and teachers want to work at schools with a

substantial student population. Because these two target audiences are reliant on each other

for continued success, they act as integral parts of our campaign. 

 

Positioning Strategy

Because Monticello has a naturally close-knit community, we will position the school district

as a community that is strongly invested in the success of all its students. Specifically, we plan

to highlight Monticello’s strong, symbiotic relationship that exists with the community. When

the community rallies around the school, the students feel supported and motivated, and in

turn, give back to the community through service projects. To strengthen this position, we

will use Monticello’s small-town feel to its advantage. Despite its size, Monticello successfully

prepares its students for higher education through advanced coursework all while providing

each student with tailored, individual attention impossible to offer at larger schools. As a

whole, our target audience will come to see Monticello as a district that stands out for its

small town, supportive atmosphere and strong focus on the success of its students.

 

Rationale for Various Campaign Media

The school requested website critique, tri-fold brochures, flyers and video materials. The tri-

fold brochures and flyers will serve as informational pieces for prospective families. In

addition to the print media requested by the client, we will pitch social media materials along

with a content calendar because Monticello does not have a strong presence on social

channels. Digital communications are an essential part of this campaign because, given

Monticello’s emphasis on sophisticated technology like telepresence, it is important to also

depict that focus in the school district’s online presence. Shorter, interview-based videos will

be created specifically for social media because social media provides more opportunities for

higher reach and engagement with the campaign’s target audience, as opposed to placing a

long-form video on the school’s website. Finally, in an attempt to simplify the client’s website,

we will reconstruct the tabs of information in a more concise manner while also proposing

better ways of displaying photographs and hyperlinks.

 

 



8

  

Creative Directives

Our main goal for the campaign’s creative elements is to promote Monticello as an attractive,

viable alternative to other schools in the area for both families and prospective faculty

members. We will do this by modernizing Monticello’s brand and emphasizing the core values

of community and student care. This approach will appeal to both families and teachers for a

variety of reasons—students can thrive in this environment and teachers have an opportunity

to make a positive impact on their students. This messaging will be showcased in both print

and digital media, through teacher quotes, student testimonials and compelling images that

highlight Monticello’s sense of community.
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CREATIVE PLAN
THE  CREAT IVE  PLATFORM  AND  MESSAGES

FOR  OUR  PROPOSAL
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CREATIVE BRIEF
  

Campaign Overview

Our campaign for Monticello Public Schools will center around the idea of community and the

symbiotic relationship that exists between the school district and the larger community of

Monticello. We want prospective parents to view Monticello as a district in a supportive,

close-knit town that still offers a competitive, challenging curriculum for its students.

Similarly, we want prospective teachers to view Monticello as an innovative and intimate

school district at which to begin or continue their career. To achieve these objectives, we will

rely on messaging that strikes a balance between being simultaneously informative and

welcoming. We will emphasize the advanced coursework, cutting-edge technology and

palpable sense of community that exists within the Monticello school district.

 

Creative Objectives

Our creative objects are focused on attracting and communicating with the key people within

the Monticello school district. We want to persuade the parents of prospective students to

consider Monticello as the best place possible for their kids to receive an education. We also

want to persuade prospective teachers to consider Monticello as the best place to build their

career as educators. We believe that we will be communicating with these members of our

target audience when they research Monticello online, when they tour houses or apartments

in the area or even when they visit public spaces in Green County. Additionally, we want to

emphasize the close-knit, community aspect of Monticello through all of our messaging. If the

campaign is successful, we would like all audience members to take away that Monticello is a

unique school district with an unparalleled sense of community and focus on its students.
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CAMPAIGN MESSAGE
STRATEGY
  

Message Strategies

Overall, our messages are a largely equal combination of hard and soft sells. Because our

primary goal is to help Monticello communicate its main advantages and benefits to

prospective families and teachers, it is not possible to focus solely on either rational or

emotional appeals. The nature of Monticello’s main issues (being in a rural location, struggling

to retain and attract teachers and striving to win the open enrollment battle), requires

messaging that both emphasizes its academic and technological attributes and its close-knit,

supportive community. That is, it is impossible to communicate the true essence of Monticello

without combining hard and soft sells in our messages. Therefore, the primary reason why we

chose to make the requested video focused on community is so that it acts as the vital

emotional complement to the informational brochure and flyers.

 

Selling Premise

Our selling premise can be stated in the following two ways to apply to both prospective

students and teachers:

 

 

 

 

 

The Big Idea

The Monticello School District provides students with the support and community

environment they need to thrive from the first time they walk through the school’s doors to

the day they walk at graduation.

 

For students, this means learning in an environment where they feel supported by both

teachers and fellow students, while also receiving an education that consistently challenges

and prepares them for the future. This can be seen in the images of Monticello students used

throughout the brochure, flyers and social media content. Students of all ages are pictured

playing, laughing, doing homework and learning. Within the video we created, students are

seen excitedly discussing their favorite classes, sports and teachers.

 

For teachers, this means teaching in a district where they receive more than an ordinary

curriculum outline. Teachers will have the opportunity to forge genuine relationships with

their students thanks to the low student-teacher ratio, while also getting to push the

boundaries of the traditional classroom through innovative technology such as telepresence.

This can be seen most prominently in the promotional video, as current Monticello teachers

commented on the rarity of Monticello that offers both competitive academic opportunities

and a highly intimate setting where students receive all the attention they need.

 

 

 

 

 

 

If you enroll your child/children in Monticello Public Schools, you will get all the

opportunities of a large school with the close-knit, community feel.

If you work at Monticello, you will change learning as a whole and see your work transform

students’ lives.
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Message Tone and Appeal

Our campaign will rely on both emotional and rational appeals, emphasizing the strong

community ties within Monticello, while still providing our audience with valuable information

about the school’s unique advantages. This balance of emotional and rational appeals is

dependent on the medium. While the brochure and flyer will include more information and rely

more heavily on rational appeals, our social media and video content will share more personal

anecdotes from those who are a part of the Monticello community through emotional appeals.

No matter the medium or appeal, the campaign’s messages will maintain a consistent friendly,

warm, inviting and upbeat tone. 

 

Target Audience

Our creative is intended to get prospective parents and teachers excited about Monticello. As a

whole, we want our creative messages to make prospective parents and teachers feel that

Monticello is the best school for their children to attend or the best place to start/continue their

career. Specifically, when reading the brochure, we want these members of our target audience

to feel like Monticello is a school district that values the success and well-being of its students

and teachers above all else. They should feel that Monticello has a strong sense of identity and

that it can provide an advanced, competitive curriculum. When viewing the videos we created,

we want our target audience to feel a desire to be a part of the strong and close-knit Monticello

community. Prospective parents should want their children to grow up in the supportive

Monticello school district, while teachers should want to further their careers at a school that

highly values what they do.

 

The creative messages should make prospective parents decide to enroll their children in the

Monticello public school district. Ideally, Monticello’s advanced teaching technology, low

student-teacher ratios and undeniably strong sense of community communicated through the

brochure, flyer and video will persuade parents that Monticello is the best school for their

child/children to attend. For prospective teachers, viewing the creative messages should make

them apply for a job at Monticello due to the competitive curriculum they could help teach and

the strong relationships they will get to form with students and faculty. Coupled with the

improved social media presence, reorganized website and cohesive brand identity, our target

audience should decide to join the Monticello community with confidence, knowing that it will

provide them with the quality education or career development they seek.

 

Brand Vision (Unifying Elements)

 

Theme

The overarching theme for the campaign is “Rooted in community. Grown in the classroom.” As

two separate but complementary pieces, we believe this phrase perfectly captures the essence

of Monticello. The first half reinforces the incredibly close-knit, supportive community that exists

both within the Monticello School District and between the district and the surrounding

community. This symbiotic relationship allows Monticello to thrive while also creating a

welcoming space for students and community members to interact and grow. The second

portion of the phrase references the strong academic curriculum, competitive course offering

and teaching technology at Monticello, which are all important for both prospective parents and

teachers. Taken as a whole, this theme helps achieve our objectives by highlighting the two

most powerful attributes Monticello has to offer: community and education.
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Mascot

Monticello’s existing mascot is the Ponies and is named after John Ponyicsanyi, a former

basketball coach and high school teacher at Monticello. Monticello takes great pride in its

mascot and the history behind it, which is why we decided to provide them with many

variations of the pony logo to be used in all marketing materials.

 

Other Continuity Devices

We created a brand kit for Monticello in order to solidify their brand identity in all marketing

materials. By selecting fonts, logo variations and color schemes, every piece of content

Monticello shares is guaranteed to reinforce the identity of the district and create a feeling of

cohesion for audience members.



14

  



15

CAMPAIGN MESSAGES
  

Brand Personality

Overall, the creative messages turn Monticello’s palpable sense of community and support

into tangible materials that can be shared with prospective parents and teachers. Monticello

has always been the welcoming and supportive school district that it is today, but the

messages we created help amplify and strengthen these characteristics in a concrete manner.

By sharing first-hand accounts from students and teachers of what makes Monticello special,

our video in particular builds on Monticello’s inherently intimate and close-knit personality

and turns it into one that is also undoubtedly confident, competitive and proud. Additionally,

all our creative messages are seamlessly branded to create a coherent brand identity that

visibly solidifies Monticello’s sense of pride and united community. The reorganized website

and enhanced social media presence.

 

Print

Our print messages aim to communicate the main selling points of the Monticello School

District in a rational manner. Through the tri-fold brochure, we will focus on communicating

the most important aspects of Monticello, including student-teacher ratio, telepresence

technology and community-student relationships. Aside from informing prospective parents,

the brochure fits into the larger campaign context because each factual element included

connects to our broader focus on community and student growth. We included a PowerPoint

template of the brochure that is completely editable and customizable so that the

photographs and text can be changed over time. The flyer we created emphasizes the same

content as the brochure but is intended to be more brief. Additionally, we developed a few

staple stationary templates in both Microsoft word and PowerPoint for everyday use within

the school, including a letter and return address labels.

 

Film

The video series we created will use a more emotional appeal in relation to the larger

campaign context. By drawing on interview content with Monticello students and teachers,

we hope to build upon the factual information provided in the brochure and flyer. Hearing

what the students and staff at Monticello have to say about the community will certainly

strengthen our campaign’s effectiveness.

 

Internet

The main effort we made for Monticello’s online presence is improving the organization of its

website. Although not a single, concrete message, the more coherent layout we created

sends a strong message to prospective parents and teachers that Monticello cares about its

online presence and accessibility. In connection to the larger campaign context, this improved

structure emphasizes our focus on community by putting the informational needs of students,

parents and teachers first. Ideally, the perception when our audience views the website will be

that Monticello recognizes the importance of a user-friendly online experience for its valued

students and faculty. A customizable email signature is also included so that all staff can have

an on-brand signature online if they choose to use it.
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Print and Template Elements

Brochure Side 1
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Brochure Side 2

Brochure Images



Flyer
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Sample Letter
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Sample Press Release
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Return Address Label

Email Signature
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Digital Video Element

*See page 15 for description. The full video is available on the flash drive.
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SOCIAL MEDIA PLAN
  

Content Examples
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Management Plan

To manage Monticello’s Facebook account, we created a content calendar for the 2019-2020

school year (August-May). Because the primary audiences of Monticello's Facebook account are

parents and students who are dependent upon the account for information, maintaining a

consistent presence and clear tone are of the utmost importance. Therefore, the content

calendar is based around Monticello’s academic calendar and includes sample copy for holidays,

sporting events, parent/teacher conferences and more. While we expect events to be added

and changed in the future, we hope this calendar will serve as an organizational framework for

Monticello that will streamline their social media planning going forward. Because the client

shared with us that only one staff member is currently handling their social media presence, we

plan to propose the idea of student involvement in their social media management. Perhaps

students interested in advertising, marketing or related fields could be recruited to help create

content and plan posts. Additionally, we created a Canva account and step-by-step Canva user

guide for Monticello so that they can quickly and easily design content for their Facebook page.



25

FINAL NOTES
  

Monticello is a unique school district; its combination of advanced coursework and incredibly

close-knit community make it appealing to both prospective students and teachers. Through

our careful message construction that strikes a balance between hard and soft sells, we have

emphasized both facets of the Monticello school district through a variety of messages. Taken

together, the video, brochure and flyer effectively communicate Monticello's core academic

and community strengths. Coupled with the brand kit, wireframe of the website and social

media content calendar, we believe Monticello will strengthen its brand presence and appeal

to more prospective students and parents in the future.

Thank you!
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What makes Monticello, 
Monticello?

K E Y R E S E A R C H I N S I G H T S :

Monticello School District is a unique prospect
for students and future teachers to learn, grown
and engage with important academic and
extracurricular materials. However,  that may not
be as apparent for Wisconsin families and
teachers residing outside of the community. 

When determining a starting point for this
creative campaign, our team of researchers asked
several grounding questions,  including, “Why isn’t
Monticello School District attracting as many
students and teachers as desired” and, “What
makes Monticello Monticello?” After some time
ruminating, we found a wealth of revealing
information that we deem important for the
school district to use in the future.
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F i r s t l y ,  i t  goes  w i thou t  say ing  tha t  the
loca t i on  o f  e l ementa r y  and  seconda ry

educa t i on  i s  impor tan t  f o r  f ami l i e s ,
s tuden t s ,  and  t eache r s .  Whe the r  these

p rospec t s  a re  i n  need  o f  r e s idency  fo r  a
be t te r  commute  to  the i r  j obs ,  o r  t hey  a re

ju s t  conce rned  abou t  the  su r round ing
ne ighbo rhoods ,  t he  l oca t i on  o f  the  s choo l

i s  one  o f  the  mos t  domina t ing  f a c to r s  i n
the  W i scons in  s choo l - se lec t i ng  p roces s .

Loca ted  i n  sou th - cen t r a l  W i s cons in ,
Mont i ce l l o  Schoo l  D i s t r i c t  i s  nes t l ed  i n

G reen  Coun ty  i n  the  v i l l age  o f  Mont i ce l l o .
Known  fo r  i t s  p rowess  i n  manu fac tu r ing

and  ag r i cu l tu re ,  Mont i ce l l o  i s  home  to
app rox imate l y  1 , 200  ha rd -work ing  peop le ,

97% o f  them iden t i f y ing  a s  wh i te .  The
v i l l age  i s  p rox ima l  t o  seve ra l  me t ropo l i t an

a reas ,  i n c lud ing  Mad i son  ( app rox imate l y  45
minu tes  away ) ,  M i lwaukee  ( 1  hou r ,  45

minu tes ) ,  Ch i cago  (2  hou r s ,  30  m inu tes ) ,
M inneapo l i s  ( 4  hou r s ,  45  m inu tes )  and

Ind ianapo l i s  ( 5  hou r s ) .

0 6

THE VILLAGE OF MONTICELLO
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The State of Wisconsin’s School Choice policy
allows families to pursue alternative education
options if they do not wish to enroll students at
their assigned public options. This policy plays
an important role in the enrollment process at
Monticello School District — enrolling several
new students in a year is just as exciting as
losing students to a rival school district is
unnerving. The number of students that a single
school enrolls directly correlates to the number
of staff members a school can have, so the
enrollment of Green County students is a high
priority for maintaining a higher number of
teachers and staff members at Monticello School
District.
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Ranked #5 of 2019 Best School
Districts in Green County, WI.

MONTICELLO SCHOOL DISTRICT:

According to Niche,  a popular ranking and review site for
American education,  Monticello School District is l isted as the
#5 school district in “2019 Best School Districts in Green
County,  WI, ” behind New Glarus,  Monroe,  Juda and Brodhead
[2].  This lower than expected ranking can be attributed to
several factors,  especially statewide testing. According to the
Wisconsin Department of Public Instruction’s “District and
School Performance Reports” and WiseDASH Public Portal ,
Monticello’s average composite score on the 2016-17 ACT
examination was lower than the average composite scores of
the four Green County competitors,  including posting an
average composite score that was 3.3 points lower than New
Glarus students and 2 points lower than Monroe students.

In addition,  statistics regarding 2017-2018 Forward and DLM
Exams given to students in grades 3-8 show Monticello
students being 10.2% less proficient on the mathematics
portions when compared to the state average. The same
Forward and DLM Exam statistics showed Monticello students
posting scores that were 10.2% better on the English
Language Arts portion compared to the statewide average.

0 8
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I M P O R T A N T S T A T I S T I C S :

6 . 6 : 1

S T U D E N T - T O - S T A F F

R A T I O

0 %

T R U A N C Y  R A T E

1 0 0 %

G R A D U A T I O N  R A T E

O V E R  T H E  L A S T  F O U R  Y E A R S

Certainly,  these statistics may be a bit
disconcerting. However,  further research offers
several silver linings. After collecting statistics
pertaining to test scores,  our research focused
more on students and their relationship to the
school district. According to statistics from 2015-
16, Monticello School District boasts a 6.6:1
Student-to-Staff ratio,  which is lower than the
ratios in the same year at New Glarus,  Juda, and
Monroe. In 2017-18, Monticello had an incident
and discipline rate of 0.9% and a 0% truancy rate
across the entire district.

In regards to graduating upperclassmen,
Monticello is one of the only Wisconsin schools
that can claim a 100% graduation rate over the
last four years. Of last year’s graduates,  52% of
them enrolled in postsecondary education. While
it is important to recognize that postsecondary
education may not be in every student’s plans,
this statistic is slightly concerning since this
mark is a 29% decrease from the previous four
years [3,  4].

0 9
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S T R E N G T H S
Monticello is a school district that has a massive potential to propel students towards

their academic peaks. This can be attributed to several factors, including the low
student-to-staff ratio and the district’s investment in technology. Often, small school

districts are stuck with prejudices and assumptions that there may be a lack of
resources available to students and staff. However, in the case of Monticello, the small

ratio is a strength. Paired with telepresence and distance learning technology, the
small student-to-staff ratio helps teachers better target students’ needs and increase

learning efficiency. In addition, the low ratio gives opportunities for students to build
strong relationships with their instructors, ultimately, giving them a more personalized

education. The 6.6:1 ratio in the district is smaller than local and statewide averages.

W E A K N E S S E S
According to statewide testing results, Monticello School District generally scores
below average compared to students at local competitors. ACT, Forward and DLM
exams are good indicators for prospective families to determine where they want to
enroll their children, so below average scores on those tests could discourage said
prospects from enrolling in Monticello. In addition, our research indicates that
postsecondary enrollment for Monticello graduates has declined in the past few
years. This lower number could possibly deter prospective families from enrolling
students at Monticello.

1 0

Our next step in the development of this campaign was to analyze
the research information. By developing a SWOT Analysis (Strengths,
Weaknesses, Strengths, and Opportunities), we were able to create
come insight to further solidify our plan. According to research, here
are some areas that could be of extreme value to our campaign:

SWOT ANALYSIS
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O P P O R T U N I T I E S
After conducting our research, we found several opportunities for Monticello School
District to build a strong reputation as one of south-central Wisconsin’s best public
school districts. Despite determining that Monticello has seen a decline in
postsecondary enrollment, we believe that there is both structure and leadership in
place to reverse this trend. By providing a wealth of scholarship opportunities to
graduating seniors, Monticello can create financial relief for students looking to
pursue some form of postsecondary education, making those dreams all the more
possible. In addition, expanding college prep for students can provide valuable
information for graduates and post-secondary education prospects, possibly easing
stresses and encouraging students to pursue collegiate and university educations.

On top of this, we believe that Monticello’s location could be beneficial for student
learning. By being proximal to several metropolitan areas, an array of school field
trips, pending school budgets, could expose Monticello students to life outside of
Monticello, south-central Wisconsin, and possibly the state. These field trips would
increase cultural awareness and possibly spark academic and future interests.

T H R E A T S
Monticello, although a potential-filled school district, does have several obstacles in front

of them. Local competitors provide interesting learning environments for southern
Wisconsin students, families and prospective teachers. Coupled with strong reputations,

these competitors are neck-and-neck with Monticello in the race to enroll more students.
Demographic research of Monticello reveals several other threats to the school district.

According to Census data, Monticello is over 97% white. This racial monolithism and lack
of diversity might mistakenly frame Monticello as an intimidating and/or hostile

environment for students, families, and teachers of color. While this is out of the village
and district’s control, it is certainly a potential threat that could alienate several

demographic sectors from enrolling in the Monticello school district.
Lastly, we determined that the small district size may provide some insecurities for

potential teachers. With the strong possibility that students may leave Monticello School
District or that the district may not enroll enough students per year, staff turnover is a

fear that may create some apprehension for educators looking for full-time employment.

1 1
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KEY STRATEGIC PRINCIPLES:

1 2

POSITIONING STRATEGY

TARGET AUDIENCE

Parents with young children
Teachers,  ages 25-40
Graduate students seeking immediate 
employment

IMPORTANT ATTRIBUTES

Low student to teacher ratio
Technologically innovative
Wealth of student activities

Monticello School District has a number of
attributes that help it to distinctly position
itself and distinguish itself from nearby school
districts. Primarily, emphasizing Monticello’s
small student-to-teacher ratio, as well as the
extremely unique technological innovations in
its classrooms, sets them apart from other
school districts in the region.
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1 3

Saying that a strong digital presence is
“important” is a vast understatement. In today’s
day and age, it is essential for public outlets
such as businesses, hospitals and school
districts, to maintain a digitally efficient
profile. Naturally, many people will seek out
social media and other parts of the web for
information, aside from how trivial or urgent
the information might be. In regards to
Wisconsin’s “School Choice” policies, parents
seeking the best options for their children’s
education or teachers pursuing employment
rely on valuable, accurate and digestible
information to make their best-informed choice.

MEDIA RATIONALE

CUSTOMER BENEFITS

Monticello School District provides a more
personalized form of education, as opposed to
that which one might receive from a larger
school district. This allows for teachers to
better identify areas where students struggle
while building strong and personal student-
teacher relationships.
Monticello School District is a safe and secure
school,  allowing parents,  students and teachers
alike to focus on education.
A plethora of student activities create
opportunities for students to explore academic,
athletic,  and other extracurricular interests.
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C R E A T I V E D I R E C T I V E S :

Our campaign focuses  on br inging
students  and faculty  to  the Mont icel lo
School  Distr ic t .  We wi l l  h ighl ight  the
technology used in  the school ,  which
contr ibutes  to  the growth of  both
Mont icel lo  s tudents  and faculty .  We
wil l  a lso  highl ight  the extracurr icular
events  that  the school  provides  as  wel l
as  the compet i t ive  compensat ion
Mont icel lo  of fers  their  facul ty .
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C R E A T I V E  P L A N :
CAMPAIGN OVERVIEW

C R E A T I V E B R I E F
Our game-changing campaign for Monticello
School District can be broken down into
several areas. Our campaign stretches across
several mediums, including print and online
platforms. As part of this campaign, we’ve
created a brochure in which Monticello School
District officials can distribute them at local
events. In addition, we’ve mocked up an entire
website overhaul,  in which our team of digital
experts created an engaging and interactive
website for visitors to browse and learn more
about Monticello. The website’s main features
include a user guide in which students,
parents and teachers have the ability to access
important information about the school,  and a
weekly and monthly content calendar that
visitors can use to get more involved in
Monticello activities and events. Finally,  the
last aspect of our campaign involves a social
media audit,  in which our team of social media
experts drafted up mock messages across
several services,  including Facebook,
Snapchat,  Instagram and Twitter.
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C R E A T I V E O B J E C T I V E S :

With our digitally-focused campaign, we
want Monticello School District’s digital
presence to appear clean, professional and
digestible. By doing this, Monticello will
project an image of academic excellence
and future success for parents, students
and teachers alike.
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SELLING PREMISE
Monticello School District isn’t just any other
school district. Compared to local competitors
in south central Wisconsin,  Monticello gives a
one-of-a-kind education. Coupled with a
technologically innovative environment,  a
low student to staff ratio makes learning
more accessible,  easier and more fun.

THE BIG IDEA
Monticello School District may be smaller in
comparison to its competitors,  but that doesn’t
mean students and prospective teachers will
fall behind. The school district has much to
offer,  despite its relatively small size,  and that
is exactly what we would like to highlight. The
main slogan of this campaign will be “Small
District,  Big Opportunities” to highlight that
Monticello School District is the right fit for
local Wisconsinites to learn, teach and grow.

1 7

C A M P A I G N M E S S A G E

S T R A T E G Y

Enrolling in a school or deciding where to
work is a big life decision. This campaign
will focus on highlighting the benefits of
choosing Monticello over other,  local
school districts and how that will shape the
education of students and experiences for
teachers. By creating a product-focused
campaign with soft sell tactics,  we want to
reassure prospective students and teachers
that they are making the best-suited
choices to set up their future successes.

MESSAGE TONE AND APPEAL
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UNIFYING ELEMENTS

SLOGAN
In order to establish continuity in the campaign
message, the slogan “Small District,  Big
Opportunities” will be used. The origin of this
slogan has a direct connection to the district,  as
a Monticello student first suggested it during
our visit. By using this slogan, it conveys a
sense of authenticity and the students’ beliefs
in its message. This slogan contrasts two
unique attributes about the Monticello School
District. First,  it highlights one of the district’s
main selling points: the comparatively small
size of the school district offers a more
personal experience for students and a smaller
student-to-teacher ratio. Secondly,  it
foreshadows discussion of the unique
opportunities offered in the district,  such as a
relatively high number of AP courses and
technological innovations that improve
learning. Lastly,  through the use of parallel
structure and playing on common phrasing, the
slogan is effective,  catchy, and memorable.
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Small District. 
Big Opportunities.



SPRING 2019CREATIVE CAMPAIGN //

CAMPAIGN MESSAGES:

1 9

Our Monticello pamphlet highlights everything
important about this campaign in an easy-to-
read medium. Accessible, aesthetically
interesting and easily distributable, these
pamphlets are essential to Monticello School
District disseminating quick information to
students, parents and prospective teachers about
what it’s like to be a Pony.

PRINT

INTERNET

WEBSITE

SOCIAL MEDIA

PAMPHLET

Our website overhaul is necessary for several
reasons. Firstly, our website overhaul focuses
on ease-of-access to the most important of
information. Secondly, by updating the look of
Monticello School District’s website with a
professional, modern theme and succinct copy,
visitors will be left with strong impressions of
the schools and their people.

The implementation of a comprehensive social
media plan will further make it easier for
students, parents and teachers to reach out
and learn more about what’s happening in the
Monticello School District. With outreach to
Twitter, Facebook, Snapchat and Instagram,
Monticello will be able to reach more people
in shorter amount of times. A mix in media will
also keep followers and subscribers interested
and attentive.
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M A R K E T I N G M A T E R I A L :
PAMPHLET

PAGE 1

2 0
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W E B S I T E O V E R H A U L :

NEW LOOK

OLD LOOK
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W E B S I T E O V E R H A U L :
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W E B S I T E O V E R H A U L :
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S O C I A L M E D I A

P L A N :

S O C I A L  M E D I A A U D I T

Monticello School District is present on the three
most important platforms, Instagram, Facebook
and Twitter. Currently,  all three are being used to
communicate with Monticello’s primary social
media audience, students and parents. The
content is mostly comprised of school
announcements,  events and promotions. 

These themes are necessary for any school
district’s social media accounts; however,
Monticello has the opportunity to post more
frequently,  tailor content to each individual
platform and create content unique to
Monticello. These changes to Monticello’s social
media could help to encourage new students and
parents to come to school in Monticello.

INTERNAL AUDIT
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The audience on Monticello’s Instagram is mostly
made up of female high school students. Other
audiences include, male high school students,
female parents, and other organizations or groups
with Instagram accounts. Since Monticello’s
audience on Instagram is mostly made up of
current students, the content created for this
platform should be tailored specifically to them.
 
Instagram is the platform to showcase great
pictures, that depict what everyday life is like as a
student at Monticello. In the example content
calendar enclosed in this packet, we suggested to
highlight clubs, sports and concerts where visuals
can be used to showcase the event.
 
If the content is tailored to students, then they
should also be able to help create it. One way to
do so is to have a small group of students take
over the Instagram story for a special event. In our
example, we suggested that the students at the
FFA soil judging competition take over while they
are competing. Moving forward, the content on
Monticello’s Instagram should be created with the
students in mind.
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On Facebook, most of the followers on
Monticello Public Schools’ page are female
parents. This group of followers aligns with
Facebook’s demographic.
 
Facebook should be used to communicate with
parents. Example content could include school
announcements, highlighting events and parent
based organizations. To further improve
Monticello’s presence on Facebook, content
can also be created with the purpose of sharing
the school’s events and accomplishments with
the community.
 
Although, not all community members have
students currently enrolled in the school, they
might still be interested in showing their
support. By involving the community on
Facebook, Monticello could become the hub
that brings all of Monticello together. 
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Monticello’s audience on Twitter has more of an
even split between male and female parents. This
makes Twitter a great platform to give quick
updates about the school, such as daily
announcements, school events, and cancelations.
 
Twitter should be used to provide information in
real time with very few words. By consistently
creating short updates, Monticello’s twitter will
become the place where parents get important
information from the school.
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C O M P E T I T I V E A U D I T :
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JUDA

ALBANY

PLATFORM FOLLOWERS ENGAGEMENT THEMES

Facebook 1,184 Average of 19
likes per post

Classes and projects
Alumni
Announcements

Juda’s Facebook page does have more followers than Monticello’s, however, the themes
are similar for both schools. Monticello can set itself apart from Juda by highlighting
and including Monticello’s community on Facebook. It is apparent that Monticello
cares about their community and now it can transcend to their social media.

Albany gets a higher average number of likes than Monticello, but they are posting more
frequently. If Monticello can consistently post while also creating content for the different
types of audiences, then they can compete with Albany’s presence on social media.

THEMESPLATFORM

Facebook

FOLLOWERS ENGAGEMENT

1238 Average of 50
likes per post

Announcements
Students in action
Events

Instagram

Twitter

259

42

20 - 50 likes

Average of 1
favorites per
tweet

Announcements
Students in action
Events

Teachers / staff
All grade levels
Events
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C O M P E T I T I V E A U D I T :

3 0

NEW GLARUS

PLATFORM

New Glarus has a large following on all three platforms compared to Monticello and the
other competition. This can be due to the sheer number of students and parents involved
in the school. Monticello can boost their social media presence by highlighting the unique
aspects of Monticello through the tailored content on each platform.

THEMESPLATFORM

Facebook

FOLLOWERS ENGAGEMENT

1378 Average of 80
likes per post

Average of 80
likes per post

Events
Promotions
Students

Instagram

Twitter

346

400 Average of 2
favorites per
tweet

Sports updates

Sports updates
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RED

YELLOW

GREEN

CONTINUE

START

STOP

Monticello should continue to use social media
to communicate with students and parents as
these are their primary audience. This is done
through content about announcements, events
and promotions.

Monticello should no longer post photos that
are not high resolution. The look of any social
media account influences the users perception
of that person or organization. In order to
compete with nearby schools, Monticello
should put thought into every aspect of a post.

There are tons of opportunities for growth with
Monticello’s social media. Content should be
created with the specific audiences of each
platform in mind. This ensures that the content
is engaging for each audience. Monticello
should also remember to highlight their
strengths on their social media. These could
include showcasing community involvement
and the technology of each classroom.
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U S E R G U I D E :
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CONTENT CALENDAR:

SOCIAL MEDIA MANAGEMENT

WEEKLY

One of the great things about social media is
the ability to quickly disseminate messaging to
an array of people in virtually no time. Part of
the comprehensive social media plan includes a
post calendar,  in which social media managers
for Monticello School District will be able to
plan posts ahead of time and consistently
update their social media pages with just the
click of a button. Not only will this help garner
attention, but it’ll save time for social media
managers to prepare creative messaging.
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CONTENT CALENDAR:
MONTHLY

One way to ensure that Monticello is posting
frequently is to plan out content each month.
Above is an example content calendar we
created based off of some of Monticello's
events. To create this calendar,  first determine
which events to cover on social media. Then the
next step is to decide which platform to post
the content. Later in the audit,  we give more of
an explanation for how to choose each platform,
but the above content calendar may be used as
a template for future social media content.
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INSTAGRAM

TWITTER

FACEBOOK

STANDARD
INSTAGRAM
POST

STANDARD
TWEET

STANDARD
FACEBOOK
POST

INSTAGRAM
STORY

RD
AM

INST
STO
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About 
UniverCity Year

UniverCity Year is a three-phase partnership between UW-Madison and one 

community in Wisconsin. The concept is simple. The community partner identifies 

projects that would benefit from UW-Madison expertise. Faculty from across the 

university incorporate these projects into their courses, and UniverCity Year staff 

provide administrative support to ensure the collaboration’s success. The results 

are powerful. Partners receive big ideas and feasible recommendations that spark 

momentum towards a more sustainable, livable, and resilient future. Join us as we 

create better places together.

univercityalliance@wisc.edu 
608-890-0330 
univercity.wisc.edu
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