




At Communities In Schools, we see potential in every student— and we’re committed to helping them see 
it too. It’s not always easy. Millions of kids across the country face overwhelming roadblocks to their 
academic and personal success. Learning disabilities. Homelessness. Bullying. The emotional effects of  
trauma. Untreated medical or dental conditions. A lack of school supplies and clothes. We’re in schools 
to spot and overcome the roadblocks in our students’ way. 

Our Our commitment to students brings communities together for them. We start by collaborating with 
school districts and schools to understand each student’s needs, and deliver resources tailored  to them. 
But we don’t stop there. We go beyond the classroom to work with local businesses, social service 
agencies, healthcare providers and volunteers, to give every student the confidence to overcome life’s 
future roadblocks and own their success. 

Communities In Schools (CIS) is a national organization that  ensures all students have what 
they need to stay in school and on  a path to a brighter future. Working directly inside more 
than  2,500 school and community sites across the country, we connect  kids to caring adults 
and community resources designed to help  them succeed in school and life. With a proven 
mix of evidence-based practice and human capital, we do whatever it takes to empower kids 
to realize their full potential.

To surround students with a community of support, 
empowering them to stay in school and achieve in life. 

A mood board is a collage consisting of images, text, and concepts. This can be used for 
inspiration before creating a piece of content for the brand. It’s purpose is to convery a 
particular look or feel for a brand. Explain why you’re choosing certain colors and images in 
your mood board, and how they align with the brand’s mission and strategy. 
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A brand will usually have a primary logo used on most materials, and alternative logos used 
on specific mediums or for specific purposes. This allows for greater variety in the visual 
representation of the brand. You never want to go smaller than the minimum dimensions of 
the logo so it’s always readable in it’s setting.



The color usage for a brand revolves around the primary and secondary colors. The colors 
help a brand stand out and are often used to evoke emotion. The primary colors should be 
considered first in the design process and should be incorporated into almost every design, 
whether as the background color or design element. 

RGB is for screens, including website, social media, and other online applications. 
CMYK is for print, including posters, brochures, business cards, and more.
HEX # is another way to express RGB. 

A mood board is a collage consisting of images, text, and concepts. This can be used for 
inspiration before creating a piece of content for the brand. It’s purpose is to convery a 
particular look or feel for a brand. Explain why you’re choosing certain colors and images in 
your mood board, and how they align with the brand’s mission and strategy. 



Typography is an important part of any brand, and must be used consistently to achieve brand 
recognition and awareness. The main Communities In School typeface is Helvetica Neue  and 
should be used in all website, social media, and print applications. Other typefaces should not 
be used in any circumstances unless Helvetica Neue is not available.  For headlines, Helvetiva 
Neue Medium should be used. For body copy, Georgia Regular should be used. 

Tone of voice is how the character of your organization comes through in the words you use 
in all brand materials. Your tone will shape how your audience sees you and will make an 
everlasting impression. Think of Nike and how they communicate with their audience. The 
meaning behind the phrase “Just Do It” has become the center of everything they do and 
helps them communicate effectively with their audience.



TWITTERINSTAGRAMFACEBOOK

HASHTAGS

Each social media channel has a different purpose. Some content might be more 
appropriate for certain channels depending on the goal of the post and the audience you 
want to target. A social post should always have a call to action, telling your audience what 
you want them to do next. 

Be relevant. Stuffing hashtags is considered spammy
Be specific. Target niche audiences with tags they’ll recognize
Be careful. Make sure the hashtag means what you think it means 
Be concise. Short hashtags are easy to remember
General hashtags for every post: #CISofMI #CISMich

Facebook is used to inform 
and connect with target 
audiences. Facebook can be 
used for both professional 
and casual posting. 

Distribute information that is 
lengthy and in-depth

TTopics of content are 
sharable and discussible

Instagram is used to 
creatively share information 
and photos/videos.

Use “Story”,“IGTV” and 
“Highlight” for the 
behind-the-scenes content

BeBest platform to share the 
spontaneous on-location 
photos/footage

Twitter is used to engage and 
create conversations and 
spread up-to-date 
information quickly. 



When crafting messaging for any platform, including social media, brochures, and website 
content, it is important to keep your target audience in mind. This allows your content to better 
connect with your target audiences and result in effective communication. Communities In 
Schools’ three main audience personas are parents, donors , and schools. Before creating content, 
always think about which of the three main audience personas you’re trying to talk to, and tailor 
messaging accordingly.

Gender & Age: Children 
ages 4-19

Location: Anywhere in the 
state of Michigan with CIS 
in their school 

Characteristics: Has a 
family, busy person, etc.

CCommunication: Prefers 
instagram or twitter 
correspondence

Gender & Age: Working 
or retired adults ages 
50-65

Location: Anywhere in the 
state of Michigan

ChaCharacteristics: Was 
affected by CIS of 
Michigan in some way

Communication: Prefers 
email or Facebook 
correspondence

Gender & Age: Working or 
retired adults 40-65

Location: Anywhere in the 
state of Michigan with CIS 
in their school district

ChaCharacteristics: Has 
grown children, used to 
work in the social services 
industry 

Communication: Prefers 
email or Facebook 
correspondence 
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