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This financial publication was  
developed by the ESD 113 
Communications Team on behalf of  
McCleary School District.

Our team partners with ESD 113 programs, school 
districts, and regional and state education agencies 
to develop research-based, audience-driven school 
communications content. McCleary serves 332 
students in grades PK–8 in McCleary, Washington. 

O V E R V I E WO V E R V I E W

As a small, rural district, budget for an informational 
bond and educational programs and operations 
(EP&O) levy campaign was limited: this winter, the 
district replaced its winter community newsletter 
with the mailer (this entry), accompanied by an 
informational campaign–branded social media 
campaign, poster, flyer, and webpage. Voters approved 
the two-year replacement EP&O levy on February 10. 

A U D I E N C EA U D I E N C E

McCleary’s core audiences include students, staff, 
families, and communities. This document is mailed to 
about 1,800 households in the McCleary community, 
spread across rural Grays Harbor and Mason counties 
in Western Washington. More than 75% of mailer 
recipients do not have a student currently enrolled in 
McCleary School District, which means familiarity with 
the district varies widely from recipient to recipient. 
The mailer directly names voters as its key audience 
in the “Your Voice, Your Vote,” “Frequently Asked 
Questions,” and “What Else Should I Know?” sections. 

K E Y  M E S S A G E SK E Y  M E S S A G E S

Providing clear, accurate financial information and 
impacts ahead of the special election remained the 
primary focus of this document. This mailer split 
space between levy and bond funding information and 



impacts. In addition to featuring the district’s mission 
— “Lifelong learners leading productive, healthy, and 
responsible lives” — on the cover, the mailer includes 
McCleary’s “Together We Thrive” tagline and an “Our 
District” section featuring the mission and district data.  
Furthermore, the mailer repeats key funding messages 
shared throughout the last year in newsletters, social 
media, and the website, including: 

•	 “We reinvest our savings where they matter  
most: back into the services and supports that  
help our students thrive”

•	 “Local dollars stay local”

P U R P O S EP U R P O S E

This publication is intended to serve as an 
informational guide for voters in the February 10, 2026 
special election. By simplifying opaque resolution 
text and complex financial information in an easy-to-
navigate format, voters can easily find the information 
they need to understand the proposed rate, priorities, 
and potential impacts. 

Washington districts may not distribute “Vote Yes” 
materials; instead, district materials may only 
equip voters with the information that they need 
to understand financial measures and their impact. 
Specifically, the mailer is designed to reach voters 
who have little or no connection to the district and 
who may not have reliable access to McCleary’s other 
financial communications (e.g., informational session, 
district newsletter, website). 

C L A R I T Y  &  P O S I T I V E  R E S P O N S EC L A R I T Y  &  P O S I T I V E  R E S P O N S E

 Where possible, this publication follows the federal 
plain language guidelines (2011) and aims to limit 
educational and financial jargon related to school 
funding. We use topic and question headings to help 
readers connect common questions with relevant 
answers. Visuals help voters link text with concepts 
and reinforce messaging for funding sources, levy 
priorities, projected costs, and district profile. 
Pictures from the 2025–26 school year celebrate 
student engagement in levy-funded classes, athletics, 

activities, and enrichment  opportunities and feature 
bond-funded spaces. The mailer clearly generated a 
positive response among voters in regards to the levy, 
which passed; although the bond failed, bond passage 
— especially on the first attempt — is rare statewide and 
even rarer in the rural counties McCleary School District 
serves. District staff and partners provided positive 
feedback on the layout and content of the mailer. 

B R A N D  I D E N T I T YB R A N D  I D E N T I T Y

This publication reinforces district brand identity by 
using:

•	 The district logo, which appears in two different 
treatments on the photo strips (center spread)  
and mailing information (back page)

•	 The district’s four branded colors: emerald,  
navy, lime, and lemon

•	 Tone and voice that match other district 
publications

•	 Photos reflecting the educational and extracurricular 
opportunities available to McCleary students, as well 
as the age, gender, and racial diversity of the student 
population

•	 Cover and back page layouts similar in design to 
the district newsletter

L A N G U A G E  &  S T Y L E L A N G U A G E  &  S T Y L E 

The mailer was checked using our quality assurance 
processes, including checks for spelling, grammar, 
punctuation, and usage against standard American 
English conventions and district-specific style. 
Capitalization of question and topic headings, as  
well as the capitalization of specific levy measures, 
follows district preferences. 

The mailer maintains a conversational tone by using 
first-person (“we”) pronouns for the district and direct, 
second-person appeals to the reader (e.g., “thank 
you for learning all that you can”). The mailer uses 
simple syntax and prioritizes clarity in word choice and 
organization in formatting and style.



O R G A N I Z AT I O NO R G A N I Z AT I O N

We organize information into clear sections using 
headings, colored backgrounds, bulleted lists, and 
graphic elements. We vary font size and style to help 
readers easily identify key information.

T Y P E  &  D E S I G NT Y P E  &  D E S I G N

We use Cubano, Bebas Neue, and Source Sans 3, all 
sans serif fonts, for all headings and body text in this 
document. Most body text is set at 10 pt to ensure 
readability, and we ensure text has sufficient contrast 
against the background by using a variety of text colors 
(e.g., green, white, black). We keep font spacing and 
sizing consistent throughout the document to help 
maintain aesthetic appeal.

G R A P H I C  E L E M E N T SG R A P H I C  E L E M E N T S

We use graphic elements throughout to enhance 
layout on both sides of the mailer, such as:

•	 Charts that visualize levy funding sources to 
help voters understand the role of local funding 
and provide a comparison between current and 
replacement rates

•	 Photo strips that showcase students and staff 
participation in levy-funding academics and activities

•	 Colorful boxes and lines to help pull readers’ 
attention to key content and headings

P U B L I C AT I O N  L E N G T HP U B L I C AT I O N  L E N G T H

By selecting a four-page length that matches the 
newsletter it replaces, McCleary communicated to its 
voters that it is a good steward of voter-approved funds. 
Despite covering two measures, this length was a good 
solution for district needs, given that there were: 

•	 Regular financial communications to the 
community over the past two years, including 
newsletter articles last spring and this fall, as  
well as a mailer during the 2023–24 school year  
on the previous replacement EP&O levy measure

•	 Various other resources with information about 
the proposed replacement levy, including a social 
media campaign, poster, flyer, and webpage, as 
well as voter information available through the 
county auditor’s office

This format communicates to district voters that their 
funds aren’t directed to design and printing costs for 
another funding ask — instead, the district uses levy 
funds to directly impact student programming.

M AT E R I A LSM AT E R I A LS

•	 Levy mailer

ABOUT THE ESD 113 COMMUNICATIONS TEAM

The ESD 113 Communications Team partners with internal 
departments and local, regional, and state education  
agencies to connect communities with content. 

We work closely with programs to champion their mission, 
engage audiences, build trust, and innovate together. 
Collectively, our team offers more than 50 years of

experience across education, communications, and  
public engagement.

We provide graphic design, marketing, photography,  
social media management, Spanish translation,  
strategic planning, videography, website, and writing 
services as part of our school communications services.  
Let us help you tell your story. 

https://drive.google.com/file/d/1bOCksEoq7L6Q0yqBWgKOl1rpnIXuyLua/view?usp=sharing

