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This Space for Sale?:  Advertising In Schools Committee Report 
 

Introduction 

 

Like many school districts across the country, Unit 5 is facing uncharted waters with budget 

deficits during a fiscal crunch at both the state and federal level. While it is important not to let 

this lead parents, teachers and administrators into a state of panic, it is also naïve to assume that 

this will not lead to a number of significant impacts. One specific item slated for cuts is funding 

the district website, via E-Rate, for the 2015-2016 school year.  The website alone amounts to 

$20k per year. While cutting the website might seem severe, in times of economic crisis, school 

districts everywhere are having to work hard to maintain a healthy budget, and programs and 

services will be need to be evaluated to determine which cuts will do the least amount of damage 

to students and families. However, simply cutting might not be enough. It only makes sense that 

school districts, including Unit 5, view balancing the budget process as one that includes seeking 

out revenue sources.  

 

One avenue for seeking out revenue sources includes the potential of allowing companies to 

advertise on school grounds and property or even on outlets like the website.  Given the 

aforementioned budget issues, proposals for placing ads on school and district websites, 

electronic newsletters, gymnasium walls, and school marquees are more tempting than ever, even 

for administrators who typically are reluctant to allow businesses on school grounds, physically 

or virtually.  “According to a 2001 study, the presence of advertising and commerce in schools 

has skyrocketed by 473 percent since 1990” (Carr).  Given the current economic climate and this 

growing trend of advertising within schools, this study group has been charged with exploring 

the possibility of advertising in Unit 5. 

 

Overview 

 

When considering advertising as a potential revenue source, it is important that the district 

ensures there is a clear strategy to allowing advertising in school zones, and there also must be 

safeguards so that any advertising present it is done in a way that is unobtrusive, productive, and 

sustainable. Some of the items up for debate when considering advertising as a source of revenue 

for Unit 5 include the idea of where to allow advertising (e.g. school buses, athletic uniforms, 

and the Unit 5 website) along with what types of advertising to allow such as food/drink vendors 

(e.g. Coke/Pepsi, McDonald’s, Frito Lay, etc.) and various products (e.g. clothing, toys, media, 

etc,) or services (e.g. health care, daycare, banking, etc.). In deciding these issues, the district 

must also decide whether it is better to pursue major, national corporations or smaller, local 

companies.  An ongoing challenge in the arena of advertising is the concern around the sponsors' 

alignment with the goals, principles, ethics, morals, etc, of the Unit 5 District Philosophy, which 

states:  

 

We are committed to……. 

 the education of all children in the District who can benefit from public school education. 



 the belief that education is the process whereby society utilizes its knowledge of learning 

to develop each individual to the highest degree possible as a member of a democratic 

society. 

 the task of providing as solid a foundation of both academic or vocational knowledge and 

skills as each individual child’s ability will permit. 

 the belief that individual differences exist in the school population and that differentiation 

of instruction is imperative if individual needs are to be met adequately; further, that 

atypical pupils should be discovered, encouraged and challenged. 

 the belief that every child should be encouraged and stimulated to be perceptive, to 

exercise critical thinking and to make logical decisions based on facts. 

 the task of developing in every child an understanding and appreciation of the forces and 

ideals which have made America great, and a sense of personal responsibility as future 

citizens of the community, of Illinois, of the United States, and of the world. 

 the provision of guidance that will foster the best possible vocation choices 

commensurate with the child’s ability. 

 freedom from any sexual, cultural, ethnic or religious bias. 

 the development of an awareness of and appreciation for diversity 

 

The above District Philosophy leaves many businesses within the realm of possibility for 

advertising; there are, however, types of companies that don’t directly contradict this philosophy, 

but which also can be ruled out simply based on societal norms as not being appropriate for 

advertising in schools (e.g. liquor or tobacco companies, casinos, and other items that qualify for 

the “sin tax”).  These types of products/services would, most likely, turn off parents and 

community members and are barely worth mentioning except to point out that any policy 

regarding advertising should probably address allowing/not allowing advertising that the district 

deem inappropriate.  

 

While the previously mentioned companies may seem obvious to some as ones to exclude as 

potential advertisers, there are other areas that are more “grey” in nature (e.g. fast food and soda 

companies, tv channels or programming, or video games). This committee is not advocating that 

the district definitely and immediately should turn away these types of opportunities, but rather 

that a careful discussion needs to occur before deciding which companies will be the ones that 

Unit 5 might pursue, or which specific products from a company would more closely align with 

the sentiments and beliefs of the district and the community.  The question of which companies 

may be allowed to advertise if Unit 5 goes down this path needs to be deeply considered, and it is 

wise to include representatives from teachers, parents and administrators in the discussion so that 

no group feels left out. 

 

In order to determine if it would be effective as well as profitable to allow specific forms of 

advertising in Unit 5 schools, the committee has used three guiding questions: 

 What are the current guidelines in place for Unit 5 and what are the current practices? 

 What are other districts currently doing and have they been successful? 

 What are the recommendations from the CAC moving forward? 

 

Looking Within: Current Guidelines and Practices in Unit 5 

 



There is, indeed, a current policy in place which discusses “Advertising and Distributing 

Materials in Schools provided by Non-School Related Entities.”  Interesting to note are that this 

policy is a generalized version, first adopted 15 years ago, and that identical policies are used for 

both District 87 in Bloomington and District 150 in Peoria.   The full documents are included at 

the end of this report. 

 

 
 

The case can easily be made that, moving forward, and Unit 5 could benefit from a policy 

written to more accurately reflect both the pressures Unit 5 is currently facing and also the forms 

of advertising and media which are available and appealing to potential advertisers.  The 

guidelines, as written, are too vague and outdated to truly enable Unit 5 as a whole (or specific 

entities within Unit 5) to effectively pursue significant partnerships with potential revenue 

sources. Also, while it is clearly worth having expectations laid out to fit a number of contexts 

and possibilities, having unclear guidelines can prevent individuals from reading them carefully, 

and this can lead to either ignoring the rules or misinterpretation of the rules.  Neither outcome is 

desirable, and the clear possibility of failure highlights the need for discussions that strike a 

balance between being comprehensive and being focused.  

 

An example of this sort of decision making process comes from looking at Channel One News.  

In 1990, a debate took place when Channel One News, an in-school TV program, looked 

to get into 8,000 schools for a new program that included advertisements in Monticello, 

Minnesota.  School board members considered installing ads but decided to wait until it 

had a policy in place that would provide guidance, Superintendent Jim Johnson said. 

“You want to be careful of what type of advertising,” Johnson said. “Once you open your 

building up, if you don’t have any policy in place, where do you stop? The concern is that 

the ads might make their way into classrooms,” Johnson said (Tapia).                

Whether the ads are likely to make it into the classroom or not, another concern is public 

perception. It is important to not only have specific guidelines in place (see example below), but 
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also to communicate them to significant constituencies of Unit 5 so that the strategy behind each 

decision can be both clear and, perhaps, even more importantly, consistent. 

 

 

Looking Elsewhere: What are other districts doing? 

 

Reports indicate that even among the largest 25 school districts in the country, many 

officials are either unaware of the extent of commercialism within their own districts or 

unwilling to provide accurate information to the public about existing commercial 

advertising in schools. Without a good sense of the ubiquity of commercialism on their 

own campuses, district officials may be unable to make informed decisions about policies 

and practices that deeply affect students’ educational experiences. Moreover, it is crucial 

that school districts that do permit commercial advertising on school property collect 

accurate data about such programs – whether they are administered at the district level or 

at the individual school level – and make this data available for evaluation by the public 

and media.                  Public Citizen 

 

It’s important to recognize that small forms of advertising already occur in Unit 5.  These range 

from posting flyers at the entryways of schools in order to promote “Dine Out” nights that raise 

money for the school to 5K races that have sponsors donate money, goods, and services in 

exchange for having their name on event t-shirts, to a multitude of fundraising events with local 

businesses displaying logos.  Other districts have had success in a variety of advertising venues. 

This has ranged from advertising on web pages to sponsoring school festivals to putting banners 

on student lockers.  

 

According the Public Citizen report, “The Commercialism in Education Research Unit (CERU) 

at the National Education Policy Center offers one useful way of categorizing school house 

commercialism, delineating seven categories.
7
 The categories are:   

• Sponsorship of school programs  

• Exclusive agreements  

• Sponsorship of incentive programs  

• Appropriation of space on school property  

• Sponsorship of Supplementary Educational Materials  

• Fundraising  

• Digital Marketing  (See samples below)                                                                                  

 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
       Desert Mountain High School Volleyball Program–Scottsdale, AZ 
 

Fossil Ridge High School Newsletter – Fort Ridge, Colorado 

Some of the most frequently mentioned forms of advertising include: 

 

In-school advertising: Advertisers now pitch their products in spaces throughout the physical 

learning environment, including on lockers, cafeteria lunch trays, cafeteria menus, banners and 

wall spaces throughout school buildings, on white/blackboards, and on televisions screens placed 

in common areas.
8
 Athletic facilities are prime spaces for advertising, with ads found on 

gymnasium floors, fields, backboards, scoreboards, etc.
9
 Advertisements can also be found on 

documents and advisories sent home to parents from schools, including on report cards.
10 

 

 
Poster in Hallway - Manor Elementary School in the Pennsbury School District, Pennsylvania 

 

School bus advertising: The Colorado Springs School District was the first to launch external 

school bus advertising, beginning in 1993. Since then, Texas, Arizona, Tennessee, Massachusetts, 

New Jersey, and Utah have joined Colorado in passing laws that allow for external ads. 

Currently, nine more states are considering legislation to allow external bus advertising.
11

 Some 

advertisers also direct their ads to students more overtly: their logos and slogans can be found 

affixed to the interior of the buses. Several states that do not have laws on the books allowing for 

external ads allow districts to advertise inside the vehicles. For example, districts in Florida, 

California, and Michigan have engaged in such internal bus advertising.
12 

 



 
Exterior Bus Advertisement - Jordan School District – West Jordan, Utah 

 

 

Naming rights: Schools are increasingly selling naming rights to corporate donors. Advertisers 

can purchase rights to affix their names to stadiums and other sporting venues, school buildings, 

rooms, and equipment.
13 

One of the issues facing Unit 5 would be, of course, prioritizing which 

school or level would get the first opportunity to approach potential donors. This might be the 

sort of decision that gets sorted out by a relatively small body by applying clearly articulated and 

consistent rules and weights. 

 

• Corporate sponsorship: In exchange for the opportunity to advertise, corporations are 

sponsoring school sports teams, plays, musical performances, and other school activities. 

Advertisers may display signage or logos, give out free samples, make announcements over PA 

systems, or buy space in programs for events.
14 

 

 
Athletic Track - Ocean Towship Schools, New Jersey 

 

 

Digital Advertising: Many school districts allow advertising on their websites as well as on the 

websites of individual schools.
15 

 



 
Online Banner Advertisement – Waterford school District – Waterford, Michigan 

 

Case Study #1: Peoria School District 150 - Peoria, IL  

 

As noted earlier, both District 150 in Peoria, Illinois and District 87 in Bloomington, Illinois 

currently have guidelines identical to those of Unit 5 when it comes to advertising policy.  It is 

unclear if these guidelines are enforced and if so, to what extent.   

 

Peoria School District 150 currently allows advertisements on their district website.   

 

 
 

District 150 is also allowing advertising in their district newsletter starting in spring 2015.   



 

 
In addition, District 150 has a relatively new program in place which offers a “sponsor” of a 

program to be utilized as a part of the school curriculum.  “EverFi - Financial Literacy” is a new 

media learning platform that uses the latest technology - video animations, 3-D gaming, avatars, 

and social networking - to bring complex financial concepts to life for today's digital generation. 

 

Heartland Bank & Trust sponsors the EverFi program for all District 150 high schools, which 

covers topics such as credit score, insurance, credit cards, taxes, investing, savings, 401Ks and 

mortgages.  At the conclusion of the program, a graduation is held with mention of Heartland 

Bank’s participation in EverFi in the graduation program as well as a speech made by the 

Executive Vice President of Heartland Bank at the graduation ceremony. 

 

 
 



 
 

 

 

 

 

 

Case Study #2: Jordan School District – Salt Lake City, Utah  

 

In Salt Lake City, Utah, the Jordan School district runs advertisements on several of their buses 

including ads for sports medicine clinics and ads for a power company.   

"The nice thing about the advertising is it's a revenue source for school districts that doesn't tap 

into taxpayers having to pay additional taxes," said Herb Jensen, Jordan Director of 

Transportation. (Salt Lake Tribune). 

 

After about six months of running the ads, Jordan had already earned $35,000, of which $22,000 

may be spent in-house with the rest going to the district's advertising company. Jordan became 

the first district in the state to start putting ads on buses, following the passage of a 2011 law that 



allows the practice.  As of 2011, the U.S. states that allow school bus advertising are: Texas, 

Arizona, Colorado, Tennessee, New Mexico, New Jersey and Utah. A few other states allow 

interior advertisements on school buses. 

Case Study #3: Plano Independent School District – Dallas, Texas 

Like Jordan School District, Plano I.S.D. pursued bus advertising and was one of the first 

schools to use that method of advertising.  However, it discontinued the program because it did 

not generate enough revenue and the district felt that managing the program, including approving 

the content of the ads and their upkeep, was too difficult (Smith).  

During the 2006-07 school year at Plano Independent School District, there was one major goal: 

ending the school district's pay-to-play fee. Varsity high school athletes were paying $100 a 

piece, and many felt strongly that no one should have to pay to participate in high school sports. 

In turn, Plano Independent School District had a new target on their 2008-2009 district initiatives 

which involved the Athletic Department initiating additional avenues for increased production of 

revenue through district athletic events, marketing and advertising and use of athletic facilities.  

Through a combination of strategies, the school district increased its fundraising by $300,000 per 

year and ended the fee (Smith).   

In Texas, where huge attendance is virtually guaranteed at football games, one of the most 

successful fundraisers has been the "Game Day Sponsor" program. For each Friday night home 

game, they solicit a local business to be the official sponsor. Sponsorship benefits include PA 

announcements, game promotion opportunities (drawings, coupons, and giveaways), hospitality 

room access, and tickets.  They charge anywhere from $500 to $1,500 for each game's 

sponsorship, and the program generates roughly $15,000 per year (Feris). 

 



 

Other successful fundraising efforts have come from advertisements placed around their 

stadiums. Scoreboards, walls, entrances, and parking lot light poles are just a few of the areas 

that have been utilized with great success. The backs of game tickets have also turned out to be 

an excellent space for advertising. 

When setting a price for advertising, they work with the sponsors to gauge what they are able to 

pay. Involving sponsors in the process has helped them to cultivate a relationship that they 

believe will encourage their continued participation and ensure success in future projects. 

 

Case Study #4: Minnesota Public Schools – Minneapolis, MN 

According to an article by Dave Aeikins from the St. Cloud Times, “Becker Public Schools in 

Becker, Minnesota, have “a contract with School Media of Coon Rapids for advertising on 

lockers, benches, floors, walls and open spaces.  The district expected to receive $140,000 under 

the contract. “Given the financial crisis facing Minnesota public schools, it is important to seek 

creative solutions to maintain programs,” Becker Superintendent, Steve Malone said. The ads in 



all four Becker schools are limited to health and wellness topics” According to Malone, 

committee of parents, teachers and administrators must approve every ad. 

“During the last school year, St. Francis School District lockers were decorated with ads touting 

everything from school supplies to health reminders, like eating colorful fruits and vegetables. 

 
Locker and floor ads were installed throughout St. Francis High School, the middle school and three 
elementary schools in 2011. 

 
“In addition to adding color to the schools, the locker ads installed by the Coon Rapids-based 

School Media also brought in money.  From the eight locker ads, which focused on nutrition, 

education and health matters, posted in the school during the last school year, St. Francis Middle 

School received $10,330” (Sakry).  The five ads posted in St. Francis Elementary School (SFE) 

brought in $5,860 for the 2011-2012 school year.  The sixteen locker floor and wall ads scattered 

around St. Francis High School during the last school year generated $13,498 for the school. 

“As the schools were preparing for the 2011-2012 school year, anticipation was high for the 

second year with School Media.  In August, the school board was told by representatives from 

School Media that the company planned on installing more ads in the schools, but when the ads 

were installed, there were less of them.  The high school ads dropped from sixteen to four and 

the middle school only received five ads instead of the eight the previous year.  While SFE 

remained the same with five ads, CCCS and EBCS both dropped from six ads to five ads” 

(Sakry). 



“In the first year, School Media was working with one school district with five buildings, said 

Janet Miller, School Media chief operating officer” (Sakry).  By 2011, the company had 

commitments from 120 advertisers for the next school year according to Miller.   

“When selling its program, School Media said the district had a potential to earn $200,000 but 

when the numbers were totaled, it was closer to $55,000.  District 15 signed a two-year contract 

with School Media, which was set to expire on Oct. 21, 2013, although it appears that School 

Media folded in June 2013” (Sakry). 

Another Minnesota school district, St. Cloud Area School District 742 has a policy for accepting 

advertising that was approved in 2005 and updated in 2008.  It allows advertising in schools to 

pay for educational programs and activities.  It must be nonintrusive, limited and meet 

community standards.  Long-term contracts must be approved by the school board (Aekins). 

 

Lockers in the Hallway of St. Cloud Area School District – St. Cloud, Minnesota 

 

Possible Outcomes: Weighing the Benefits 

 

Keeping these possible outcomes in mind, when determining the scope of advertising to 

encourage and allow, the district needs to help schools consider how much to charge potential 

businesses and organizations looking to advertise, the potential for long-term support from the 

sponsors/companies and how to coordinate solicitations and acceptances of advertising among 

the many schools within the district.  

 

One of the biggest questions that looms is whether the amount of money made through 

advertising is sufficient to warrant the labor and resources required to sustain the advertising.  

The district must have a clear and effective process for answering questions such as:  What 

amount of revenue would it take to consider allowing advertising a “success?” 

 



Highlights from some of the 25 largest school districts (All data below comes from the Public 

Citizen Report): 
 

Orange County Public Schools:  

Number of Students (in 2011): approximately 179,000 students  

Operating Budget (in 2011): $1.5 billion 

Advertising Program (in 2011): includes online advertising, athletic sponsors and stadium 

advertising, stadium naming rights, media licensing, apparel licensing, and the sale of ads in 

parent’s guides. The district states on its website that companies may places ads on school menus 

(online and in print), sponsor school plays, advertise in parking garages, post signage at sporting 

events, put decals on the floor of gymnasiums, and can give away promotional items at sporting 

events. A district representative says that the school system avoids “trapped environment” 

advertising, such as ads in classrooms or school buses. Corporate partners include: Pizza Hut, the 

U.S. Army, PowerAde, Buffalo Wild Wings, AT&T, Panera, and others.  

% of Revenue Earned vs. Operating Budget (in 2011): 0.02% ($500,000 over two years) 

 

Houston Independent School District:  

Number of Students (in 2011): 203,000 students 

Operating Budget (in 2011): $1.58 billion 

Advertising Program (in 2011): A combination of signage, scoreboards, and school bus 

advertising 

% of Revenue Earned vs. Operating Budget: The 2010-2011 advertising revenues amount to less 

than 0.01 percent of the district’s 2011-2012 budget. The district also reports that even with its 

deep cuts, it will likely face a $40 million funding short fall for the following year. If advertising 

revenues continue at the same rate for the current year, they will amount to approximately 0.2 

percent of this shortfall. (In 2010-2011 the district’s advertising programs brought in $62,250.) 

 

Dallas Independent School District:  

Number of Students (in 2011): 157,000 students 

Operating Budget (in 2011): $1.174 billion 

Advertising Program (in 2011):  

% of Revenue Earned vs. Operating Budget (in 2011): 0.002% (DISD’s advertising program 

generated $12,059.44 between August 2010 and February 2011.) 

 

 

 

 

Jefferson County Public Schools:  
Number of Students (in 2011): 86,000 students 

Operating Budget (in 2011): $932,285,100 

Advertising Program (in 2011): The district has an agreement with First Bank, allowing the bank 

to advertise on buses and in stadiums.  They are also selling ads on students’ report cards. 

% of Revenue Earned vs. Operating Budget (in 2011): Jeffco’s advertising deal with First Bank 

generates funds equal to 0.01 percent the total budget. 

 



 
Jefferson County Public School District – Denver, Colorado 

 

Cypress-Fairbanks Independent School District 
Number of Students (in 2011): 110,000 

Operating Budget (in 2011): $673,690,208 

Advertising Program (in 2011): The district has commercial advertising agreements that include 

advertising on electronic scoreboards in stadiums, school publications, and on the exterior of 

school buses. 

% of Revenue Earned vs. Operating Budget (in 2011): .03% (the programs raise $181,770.50 but 

the advertising program revenues have been on a downward trend after 2011). 

 

When looking at the 25 largest school districts in the nation, the average amount of revenue 

brought in is roughly .02%.  The annual operating budget for Unit 5 for 2014-2015 is 

approximately $147 million.  If we were to base our expectations off of these results, we should 

look to earn a minimum of around $29,400.00 to make pursuing advertising a significant portion 

of the Unit 5 budget and worth investing time and resources in.   

 

 

 

Community Response 

 

While some districts have made significant amounts of money from a mixture of grants and 

advertising, others have experienced negative reactions from the community or issues with 

arguments about freedom of speech. The first form of difficulty faced can come not just from the 

community, but from the state or local government.  Although the First Amendment restricts 

what government can do about advertising, a well-crafted law banning the advertisement of 

certain types of products on the sides of school buses would likely survive a First Amendment 



challenge.
10

 The First Amendment to the U.S. Constitution prohibits the government from 

making laws that abridge the freedom of speech, which includes advertising. Generally, the 

government may not favor certain types of messages over others. However, if speech occurs in a 

“nonpublic forum,” the government has more leeway to distinguish between messages.
11

 A 

“nonpublic forum” is a place—like a post office, military base, or school—that is not typically 

open to expressive activity.
12

 So, a law permitting advertising on school buses but prohibiting ads 

for junk food, alcohol, and/or tobacco must be supported by a legitimate reason.
14

 A state could 

justify such a policy based on its desire to raise revenue without undermining the educational 

mission of the schools and its efforts to promote good health habits among students. The law 

must also set forth precise guidelines for what will and will not be permitted in order to prevent 

arbitrary or capricious discrimination against particular speak speakers and to ensure that the law 

is implemented fairly.
15 

What is particularly difficult is the boundaries of “nonpublic forum”. 

When a school begins to allow advertising, the First Amendment begins to chip away at the 

limits mentioned above, because only allowing some companies to advertise would show a 

favoritism that is not supported by law (Restricting Unhealthy Food..). 

 

Some communities have complained that children are particularly vulnerable to advertising, 

making it problematic to allow advertising in schools. This can be taken care of by thinking 

about whether schools use advertisers appealing to parents or to children.  Many advertisers view 

children as a uniquely profitable three-in-one market: as buyers themselves, as influencers of 

their parents' purchases, and as future adult consumers. Each year, elementary school children 

have an estimated $15 billion of their own money, of which they spend an estimated $11 billion 

on such products as toys, clothes, candy, and snacks. Children influence at least $160 billion in 

parental purchases (McNeal as cited in Aidman, 1995). As future adults, children are potential 

consumers for all goods and services.  There have also been suggestions to use advertising in 

schools as an opportunity to promote media literacy. The issue is finding a form of advertising 

which is beneficial to both the advertisers and the cause of media literacy. Often, the two are at 

odds. 

 

Perhaps even more controversial than advertising in schools is the curriculum developed by or in 

conjunction with outside entities. While schools in Unit 5 have benefitted from curriculum 

developed in conjunction with State Farm, the importance of maintaining autonomy over 

curriculum is very important, particularly at a time when there are already outside influences like 

the recent adoption of Common Core. And yet, the public is often unable or unwilling to 

sufficiently support public schools. In fact, the discussion of whether or not to allow advertising 

in schools can help to highlight the need for financial support of schools, perhaps bringing in 

more active and substantial public support of schools. 

 

In response to these concerns, school districts and advocates of school commercialism often 

suggest that, given its potential to generate a lucrative alternative revenue stream, school 

advertising is worth the drawbacks it may create.  Opposing parties call these claims into 

question, noting that most school advertising schemes bring in minimal revenues – especially 

when compared to the size of districts’ total operating budgets. Few districts manage to raise 

more than a fraction of one percent of their total operating budgets from advertising schemes. 

Indeed, it is a question of value. While there are clear concerns about allowing advertising into 

schools, at a time when there is so much scrutiny and pressure laid upon school budgets, even 



relatively small streams of revenue can have a major impact on programs, particularly those that 

might be deemed “non-essential”. Keeping a program might be a justification for allowing 

advertising, but a discussion about this value must occur on the front end of the decision so that 

the district is not stuck defending a decision that cannot be undone. 

 

Procedure: Utilizing Middleman Companies vs. Handling from Within the District 

 

Would this require the addition of a position(s)?   

Would we need to use outside sources to make this possible (advertising agencies that would 

require a cut of the revenue)? 

   

Reports show that businesses have been set up to profit off of the commercialization of schools 

across the country. Including here-today gone-tomorrow start-ups with little experience in the 

education system, as well as more ambitious companies interested in pursuing national-brand 

level advertising across multiple districts, these “middlemen” take anywhere from a 20 to 50 

percent cut of the already trivial revenues generated by advertising. Furthermore, these 

companies sometimes lock school districts into multi-year contracts that offer the districts few 

benefits, yet keep advertising in place and prevent them from making alternate arrangements 

(Public Citizen Report). 
 

 

As the above chart illustrates, Unit 5 would want to very carefully consider the cost involved in 

either hiring a middleman company to assist in the school advertising adventure or the cost of 

devoting a district or school employee to pursue advertising as it would be a shame to wind up 

losing money in such an endeavor. 
 
To recap, in viewing other school districts, a few points stand to consider as schools make the 

decision to reach out include: 

 

 What is an appropriate match for the school? 

 Is the idea sustainable? 

 Does this deal compete with other schools or other advertisers? 

 What is the likely community reaction? 

 Where in the school (buses, website, sports facilities, etc.) is the advertisement best 

displayed? 

 Does this compromise the quality of education in any way? 

 



The bottom line that a financial crisis is upon us and sponsorship is a potential way to fill the 

inevitable void of less and less district funding. Businesses are always looking to keep their 

marketing in front of the community and Unit 5 needs to put into place a policy that gives clear 

boundaries and protocols as to how this much be introduced, implemented, monitored, evaluated, 

and profitable while maintaining a win-win mentality for the sponsors and district. 

Recommendations/Next Steps 

 

Continue developing the “Best Practices” for the district.  To help individual schools make the 

decision of whether or not to take on advertisements, the district might distribute or discuss the 

following guidelines, resources and suggestions: 

 Succinct, focused guidelines and how to go about submitting a request for advertising or 

to solicit potential advertisers/sponsors 

 Clear discussions of legal issues possibly at play 

 Form letters for contacting outside bodies 

 Communications to help schools discuss the issue of advertising with parents 

 

Additional recommendations would potentially include: 

 Generating a list of most probable issues with potential sources of advertisement 

revenues 

 Initiating conversations with the community to keep them involved and aware of the 

changes to the current system 

 Scan the district for possible surfaces for advertisements 

 Consider establishing a single and standard soft drink contract for all schools 

 Illustrate differences between individual sponsorship and corporate advertisement 

 Clarify guidelines for co-development of curriculum 

 Identify the point person/position for advertising in specific schools within the district 

and make sure that it is well-known and that they are easily accessible 
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