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What Your Competition 
Is Doing To Recruit Your 
Students

And What You Should Be Doing 
About It

Brian J. Stephens
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First charter and 
voucher laws passed

1990’s

4,000+ charters 
operating nationally

2000’s

First ESA, charter 
expansion in 42 states

2010’s

State/Federally funded 
voucher and choice 
programs increase

2020’s
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SECTION 02

Why run
a campaign.
The competitive landscape every district now faces — and what families are telling 
us.
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School choice demands
we compete.

−5%
PROJECTED CHANGE

U.S. public school enrollment, Fall 2021 to Fall 2031

Most U.S. states are projected to lose K–12 students. The 
competition for the families who remain will define which 
districts grow — and which decline.

Source: U.S. Department of Education, NCES. Common Core of Data, State Nonfiscal Survey 2021–22; Enrollment Projection Model through 2031.
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Competition
is growing.

4.2M

NOT ATTENDING

Grade school children
not enrolled anywhere

3.7M

CHARTER

7,996 schools 
nationwide

4.7M

PRIVATE

Tuition-based; many 
faith-based

2M

HOME

Co-ops, tutorials, 
family-led

2.3M

MAGNET

4,340 schools, free to 
attend

1.3M

ONLINE

Virtual academies, 
digital delivery

Every channel above is a recruiter for students who could otherwise be enrolled in your district.
Source: U.S. Department of Education, NCES; Private School Universe Survey; NHERI; NCES Common Core of Data.
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Our district faces
high choice expansion.

Under high-choice scenarios, U.S. public school enrollment is projected to fall 
another 4–5 million students by 2030.

Districts in states with universal vouchers and ESAs — Texas, Florida, Iowa, Arizona, and a 
growing list of others — face the steepest projected declines and the strongest competition for 
every student.

Aggressive re-enrollment meaningfully offsets these losses — that is the market Caissa K12 serves.



Parents Are Shopping
10

70% OF FAMILIES ARE SATISFIED 
BUT OPEN TO CHANGE

Q: If you learn about another school option for your 
child, how likely would you be to explore it?

40% OF FAMILIES ARE LIKELY 
TO SWITCH SCHOOLS

Q: How likely are you to consider switching your 
child’s school in the next year?
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28
100+
30K+

$420M+
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STATES

DISTRICTS

STUDENTS 
RECRUITED

BUDGET 
IMPACT 

29
100+
50K+

$500M+
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What Your 
Competition Is Doing

 



Marketing Will Not 
Recruit Students. 
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Estimated Annual Competitor Expenditures*

Organization Relevant line item(s) Amount Total expenses % total

Pathways in Education, AZ Advertising, Business Promotion $70,000 $3,052,213 2.29%

Amani Public Charter School, NY Marketing, Recruitment $85,788 $7,651,205 1.12%

Agora Cyber Charter School, PA Advertising $1,852,734 $109,359,946 1.69%

IDEA Public Schools, TX Advertising $9,546,292 $1,141,428,353 0.84%

*Based on publicly available records for each organization. 
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What Your District 
Should Be Doing!

 



Start with good data…

Based on our 8th Annual 
National Parent Poll, these 
are the top three concerns 
parents had when choosing 
a new school. School safety 
continues to be the main 
concern of parents since 
2019.

30

School Safety – How the school 
ensures a secure and safe 
environment

72%

Student Success – The school’s ability 
to prepare students for future 
academic and career opportunities

63%

Curriculum and Academic Programs –  
The variety and quality of academic 
programs, including gifted and special 
education services

54%
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Many vehicles.
One goal: trust.
A recruitment campaign reaches families through layered, direct contact. These are the vehicles we deploy:

Targeted Ads CRM Tracking Events Canvassing

Direct Mail Training Targeting Grassroots Team

Collateral Emails Calls Social Media

Earned Media Registration Proprietary Scripts AI

Phone calls answered after hours. Home visits. Real conversations. The volume and depth of contact no internal team can 
replicate alone.
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Tracked by name.
Verified by district.
Every family is tracked by name. Every micro-commitment is documented. Every enrollment is verified by the district before we 
invoice. No guessing. No credit for students who would have enrolled anyway. No inflated reporting.

1
IDENTIFY

Target families

2
CONTACT

Multi-channel outreach

3
COMMIT

Family signals intent

4
ENROLL

District registration

5
VERIFY

District confirms 
attendance

Measurable. Attributable. Accountable to the dollar.
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Message Consistency
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01

02

03

04
Brevity

3-21 messaging requires you 
to develop no more than 3 

initial message points, each of 
which have no more than 21 

words each.

Analogies

Don’t use numbers, use 
analogies to paint a picture 

for the listener.

Sizzle

Make sure you are selling the 
“sizzle”, not the “steak”. 

K.I.S.S. Principle

Don’t dumb your information 
down, but make sure 
everyone can understand it.
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Company Name 38

Blueprint for Success

1. Commit To A New Reality 

2. Advocacy

3. Data & Testing

4. Resource Allocation 

5. Support Positive Mental Health

6. Focus On Culture

7. Local Autonomy

8. Leadership
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Stay Connected!

901-522-1030
info@caissaps.com
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FEATURED IN

SAMPLE OF OUR DISTRICT PARTNERS


