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Introductions
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5 Campuses in Miami 1,400 PK-11 Students
3,000 on the Wait List



The Origins of Our Insights



COVID’s Impact On Kindergarten Enrollment



COVID’s Impact On Kindergarten Enrollment

2017 2018 2019 2020 2021

20% Drop 
Since 2019

Communities around 
the country have seen 
public student 
enrollment declines of 
around 4%, but the 
challenge in even 
bigger in kindergarten.

Springfield-Area Kindergarten Enrollment Trends



Getting To Know You
Getting to Know You

School Leaders

Admin

Teachers

Board Members

Parents



Developing 
Your Message



Consumer research should drive your enrollment 
strategy, focusing on how families hear about a new 
school and what is most important to them.



Target Audience

Who are they? Where are they? What do they want?



Primary Challenge What are you trying to accomplish?

Communications Objective What do we want people to do?

Target Audience Who are we speaking to?

Key Insight What’s most important to our audience?

Net Impression What do we want people to think?

Lead Point of Difference What sets us apart?

Reasons to Believe What facts back up our claims?

Brand Character or Voice What is our look and feel?



Core
Message

Message 1 Message 2 Message 3

What is true for 
all audiences?

What is most important to your 

What is most 
important to a 

specific audience?



INTEREST INQUIRY APPLICATION ENROLLMENT

We Want 
You Here!Philosophy

& Curriculum
Reasons to 

BelieveKey Insights

ACCEPTANCE

The Decision-Making Journey



Strategy



Your 
Families

Your 
Community

Your 
Target Market





FRIENDS & FAMILY 
OUTREACH

DIGITAL 
ADS

DIRECT 
OUTREACH

COMMUNITY 
OUTREACH

PHONE CALLS

The
Event



Analysis & 
Planning

Materials 
& Early 

Outreach

Open 
Enrollment

Reassess

The BIG 
Push

Recruitment Cycle





Strategy



Your Families



Friends & 
Family

Community 
Outreach

Digital 
Marketing

Mailings

Other







Month Details Week 1 Week 2 Week 3 Week 4

JUN

Message End of the School Year 
Newsletter Summer Activities List Summer Reading Lists Social Distance 

Ice Cream Social

Method Email &
Text Message Link

Email &
Text Message Link

Email &
Text Message Link

Mailing &
Text Message

Person Principal or School Ops School Leader or 
Family Coordinator Teachers Parent Advisory Group

JUL
Message Have a Safe & Happy 4th! School Meet-Up at a 

Community Festival

Staff Pre-Service Kick-Off 
“Getting Ready for the 

New Year!”
Back to School Invitation

Method Email &
Text Message Link

Mailing, Email &
Text Message Link Social Media Mailing, Email, Phone Calls

Person Principal or School Ops Parent Advisory Group School Leader Network Staff

AUG
Message Back to School Event 

(Live or Virtual) New School Year Info Home Visits Welcome Back to School

Method Event Mailing & Email with Links Email & Phone Calls Email, Text, & Flyer

Person All Staff Principal or School Ops Teachers Principal & Teachers



Activating Families
Connect via social media to increase 
reach and reduce costs of digital ads

Share upcoming recruitment events 
via text, email, and phone calls

Help you make connect with target 
community organizations & events

Volunteer at recruitment and 
community events

Paid staff for canvassing, phone calls, 
and out recruitment activities



Your Families



Direct Outreach





Targeting the same families via social media, 
mailings, phone calls, canvassing, and 
community events gets the best results.



FRIENDS & FAMILY 
OUTREACH

DIGITAL 
ADS

DIRECT 
OUTREACH

COMMUNITY 
OUTREACH

PHONE CALLS

The
Event

Focusing your marketing on an event rather 
than “enroll now” is a leading practice.



Target Zip Codes
Moms
Ages 18-39
With Children Ages 3-5
Income Under $50,000

Records: 8,100
Phone Numbers: 3,500
Emails: 2,000







Finally, going door-to-door with the same 
target list, being sure to track your results.



Platform White Black Latino 18-24 25-29 30-49 <$30,000 $30,000-
$74,999

71% 77 78 90 93 87 68 75

70% 70 69 76 84 79 69 72

33% 40 51 75 57 47 35 39

22% 28 29 73 47 25 27 26

21% 24 25 44 31 26 20 20

Facebook and Instagram and still the most popular platforms across demographics.



TikTok is the fastest-growing platform, 
but it might not be the best place for 
your school to advertise.



TIER 1

AWARENESS & TRAFFIC

• Within a few miles of 
your school

• Women
• Parents
• Targeted age

Start building 
awareness by running 
videos and boosted 
posts to a broad 
audience.



TIER 2

TRAFFIC, LEADS & 
CONVERSIONS

Target List:
• Name
• Zip Code
• Gender
• Age
• Phone Numbers
• Email

Use your targeted marketing 
list to create a custom 
audience to reinforce your 
direct outreach tactics, 
focusing on driving traffic to 
your website (make sure it 
has a tracker pixel).



TIER 3

EVENTS & 
CONVERSIONS

Enrollment Page Visitors 

Target anyone who visits 
your page (thanks 
tracker pixel!) with ads 
for enrollment events or 
to start their application.



Spanish Language 
Audience Spanish Language Ads Spanish Language 

Landing Page
Spanish Language 

Lead Generation Form

Native language ads are very effective for reaching under-served 
families. Be sure to create an entire funnel (targeting, ads, 
landing pages, and lead forms) in that language. 



Social Media Advertising Leading Practices

1. Set up pixels and conversion events on your website before you start

2. Run ads for at least 2 weeks, 4 weeks is better

3. Use lifetime budgets to optimize your spend across the campaign

4. Always run at least 2 versions to test images and messages

Expense Benchmarks
Click Through Rate Cost Per Click Landing Page View Lead Form Enrolled Student

.73% $1.00 $2.00 $18-25 $100-250



The Event



FRIENDS & FAMILY 
OUTREACH

DIGITAL 
ADS

DIRECT 
OUTREACH

COMMUNITY 
OUTREACH

PHONE CALLS

The
Event

Focusing your marketing on an event rather 
than “enroll now” is a leading practice.



In-Person Preferred, 
Outside if Possible

Short & Sweet (~40 Min.)

Registration (for follow-up)

Food, Events & 
Activities

Parent Reps

Follow-Up Calls for 
No-Shows



Questions?



Questions & Resources:

lyman@bloomwellgroup.com

(216) 346-3917

https://www.bloomwellgroup.com/
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