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Rochester Opens Four New Middle Schools

Branding the Four New Middle Schools

The Rochester City School District (RCSD) Communications Department developed a comprehensive
branding initiative to establish distinct, engaging identities for four new middle schools: Thurgood
Marshall, Loretta Johnson, Dr. Freddie Thomas, and Andrew Langston Middle Schools. This initiative
included the development of new logos, color schemes, social media pages, websites, gear, and imaging,
all designed in-house in close collaboration with school leadership. The project was strategically
designed to foster community pride, enhance student and family engagement, and seamlessly integrate
the new schools into the district’s identity.

Research
To inform the branding process, research was conducted to ensure alignment with community values
and educational priorities.
e Stakeholder Engagement: Hosted meetings to identify key themes and aspirations for each
school’s identity. This input shaped decisions on school colors, mascots, and visual themes.
e Comparative Analysis: Reviewed successful school branding efforts in similar districts to adopt
the best visual identity and messaging practices to refine RCSD’s approach.
e Community and Cultural Considerations: Ensured that each school’s brand reflected the legacy
and contributions of its namesake while resonating with current students and families.

Planning
The Communications Department developed a structured approach to branding the four schools,
ensuring consistency and community buy-in.

e Goal Setting: Defined objectives to create distinct and inspiring school identities, foster
community engagement, and implement cohesive branding across platforms. The branding
aimed to establish strong visual identities that reflected the District’s commitment to academic
excellence and student empowerment.

e Design & Development Timeline: Established a phased approach for branding rollout, ensuring a
smooth transition. Developed a step-by-step schedule that included design, stakeholder review,
approvals, production, and launch phases.

e Community Involvement: Worked closely with stakeholders to finalize branding elements,
including mascot selection, school colors, and logo design. Conducted multiple rounds of
feedback and revisions to ensure stakeholder satisfaction.

e Communication Strategy: Developed a launch plan utilizing digital media, press releases, social
media campaigns, and community events to introduce the new brands. Ensured the rollout was
engaging, visually compelling, and aligned with District-wide messaging.

e Production Logistics: Coordinated with vendors for printed materials, school signage, and
branded gear to ensure timely delivery ahead of school openings.

Implementation
The branding rollout was executed through a multi-platform approach to maximize visibility and
engagement.

e Visual Identity Creation: Designed and finalized logos, color palettes, mascots, and branded
materials for each school. Developed brand guidelines to ensure consistency across all platforms
and communications.

e Social Media and Website Launch: Created dedicated social media pages and school websites to



reflect the new branding.

e School Gear and Imaging: Produced branded apparel, banners, and promotional materials to
reinforce school pride and ensured each school’s identity was visible through hallway graphics,
athletic wear, and staff apparel. Each school had a unique approach to bringing its brand to life.

e Public Engagement Campaign: Launched teaser videos and social media promotions, unveiled
events to introduce the new school identities, and hosted school-based launch events where
students and families could receive branded gear and celebrate their new school identities.

e Community Partnerships: Engaged local businesses and organizations in supporting the branding
rollout through sponsorships, donations, and promotional support.

Evaluation
Key performance indicators were tracked to assess the effectiveness of the branding initiative.

e Stakeholder Feedback: Feedback highlighted increased school pride and stronger student and
staff connections to their schools.

e Social Media Engagement: The branding announcement video generated over 7,273 views across
district platforms, significantly increasing visibility and community interaction.

e School Spirit and Community Impact: Increased student and staff participation in school pride
events and activities, including spirit weeks and community outreach initiatives. Usage of new
logo for school events and swag.

e Media and Public Relations: The opening of the new schools was featured in local news outlets,
and social media platforms were launched for all.
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