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Mission-Driven Marketing 
 

A.  Preparing to Market your School 
 

Essential Elements of a Christian School 

 
 Truth 

 

 

 

 Intellectual Development 

 

 

 

 Christian Educators 

 

 

 

 Potential in Christ 

 

 

 

 Operational Integrity 
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B.  Introduction to Christian School Marketing 
 

Mission-driven student recruitment and retention will strengthen your school in every way, 

enabling it to increasingly achieve its God-given mission. 

 

1. Marketing in the 21st Century 

Marketing involves designing your school’s offerings to meet the target market’s needs and 

desires and using effective pricing, communication and distribution to inform, motivate, and 

service these markets. 

 

2. Essential Principles of Marketing Your School: An Overview 

a. Principle of exchange 

1) What is exchanged? 

2) Is the exchange equitable and satisfactory between partners? 

3) Who manages the systems of exchange? 

 

b. Principle of market differentiation (end of “shotgun approach”) 

1) What one or two markets do you serve? 

2) What valuable services and products do you offer them? 

 

c. Principle of segmentation 

1) What audiences within your market should you target? 

2) What unique message do they need to hear from you? 

3) What do you need to do to satisfy their needs? 

 

d. Principle of targeting 

What are your strategies for reaching your target audiences? 
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Marketing is the analysis, planning, implementation, and control of carefully formulated 

programs designed to bring about voluntary exchanges of values with target markets to achieve 

institutional objectives. —Philip Kotler 

 

 

C. The Power of Your Mission 

Your vision is your target, your mission the path. 

1. What is your compelling mission, and why is it important? 

a. Defines 

b. Refines 

c. Supports 

d. Grounds 

e. Binds 

2. Developing a mission statement that motivates and moves 

a. It is concise 

b. It describes and differentiates 

c. It is compelling 

d. It is memorable 

 

3. Creating and sustaining a vital mission statement 

a. Explore, envision, pray 

b. Post, publish, give preeminence 

c. Evaluate and validate 

4. Implementing your mission 

a. Educate 

b. Empower 

c. Elevate 

d. Evaluate 

 

5. Your Mission-Marketing Connection 

a. Your mission defines your market niche  

1) Curriculum offered 

2) Size and scope of academic levels and program 

3) Family types 
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4) Facilities and resources needed 

5) Enrollment criteria 

b. Evaluate your school  

1) Know your school families and the “markets” they represent 

2) Evaluate families for “mission appropriateness”: Are they aligned with your 

mission? 

3) Find out what draws and keeps families in your school 

• Ask at the interview 

• Ask at reenrollment, parent-teacher conferences, etc. 

• Ask informally throughout the year 

• Use extensive surveys and focus groups  
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D. Drawing Mission Appropriate Families to your School 

 

1. What Are Parents Seeking? 

a. Academically effective program 

 

b. Spiritually vibrant community 

 

c. Safe and nurturing environment 

 

d. Answers to their unique needs and challenges 

 

2. How Do Parents “Buy” a School? 

a. Perceive a need 

 

b. Investigate the options 

c. Comparison shop 

d. Take action 

e. Measure satisfaction 

 

3. What Are Students Looking For? (5th Grade and Up) 

a. Self-esteem 

b. Peer acceptance 

c. Skill development (test adult-like roles) 

 

4. Benefits vs. Features | Catching the Hearts of Your Families 

a. Features:  the programs your schools offers families 

b. Benefits:  what your school actually does for students and families 
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5.   Your School Exists to Serve Your Clients or Customers—Your Students and Their Families 

a. Modeling Christ to those you serve and seek to serve 

b. Striving to accomplish your mission with integrity 

c. Defining who you are and whom you can best serve, and then serving them 

 

B.   21st Century Marketing 

1. The American Education Landscape* 

a. Rapidly aging nation 

b. Fewer middle-income households (more wealthy and poor households) 

c. Over 220 nations represented in the U.S. population 

d. U.S. immigration that has shifted from being 85 percent European to 85 percent Latin 

American and Asian 

e. Muslim population that is growing more rapidly than any other religious group 

f. Migration to suburbs around 200 largest U.S. cities 

g. Before the year 2020, half of America’s youth to be non-white 

h. By 2010, more Hispanics than African Americans 

i. In the next 25 years, African American populations to grow slowly, while Asian and 

Hispanic populations to increase rapidly 

j. In 2003, 1,096,000 students homeschooled (29 percent increase since 1999) 

 

2. Impact of Computer Technology 

a. Increased distance learning, high school diploma-granting institutions  

b. Increased concurrent college enrollment 

b. Resources for homeschooled students 

 

3. Not Just Public or Private 

a. Charter schools  

b. Home schools 

c. Virtual schools/Adaptive learning  

 

4. New Marketing Approaches  
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a. One-to-one marketing: shift from product to customer 

In one-to-one marketing you are trying to get customer share, not market share. You are 

trying to get a customer to be loyal to your brand. This is facilitated by email, technology, 

personalization, etc.  This marks the “end of advertising.” 

 

b. Integrated marketing: moving from silos to integrated functions 

1) Dismantle departmental silos. 

2) Share information across all departments: school offices, development office, alumni 

office, admissions office, etc. 

3) Every aspect of the schools speaks with on message and one voice.  Your mission 

connects everyone.  

c. Lifelong relationships 

1) All relationships within the school are connected. (Students become alumni, alumni 

become parents, parents become donors, etc.) 

2) Schools must discover ways to keep relationships connected. 

3) Once your school discovers who its customers are and what they need from you, you 

are ready to build lifelong relationships. 

d. Permission-based marketing 

1) This is personalized, one-to-one marketing. 

2) This requires the permission of the individual to learn more about your school. 

e. The Push—Pull of Marketing 

1) Push strategy is about devising ways to place your school before prospective families. 

2) Pull makes it easy for prospective families to find you in the places they frequent. The 

focus is on creating awareness and increasing brand visibility, particularly on the web 

 

 

No longer is effectiveness in the marketplace evaluated by how widely you cast your net, but by 

how well you develop relationships with your most appropriate customers. —Crystal Newman 

 

A brand is a relationship between you and the customer ... What’s important is not what you 

send out to them ... but what they reflect back to you and how you respond to them. —Jeff Bezos, 

Founder and CEO, Amazon.com 
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C.   Marketing to Contemporary Parents 
 

1. Characteristics 

 

• Great anxiety over entrance to preschool—already contemplating entrance to college of choice 

• Do not usually attend mom’s gatherings 

• Not available to volunteer 

• Highly involved in student homework and concerned about academic performance 

• Personal priority not to attend evening meetings; always weighing the value of such activities 

• Isolated from other school families 

• Other caretakers often take children to school 

• Little direct contact with teachers 

• Confrontational: prefer to “go to the top” rather than communicate through the channels 

• Very much interested in test scores 

• Small problems are neglected and tackled later as part of “big” problem 

• Learn most about school through their children 

• View faculty critically 

• Rather talk to teacher, administrator; absorb “word of mouth” rather than read publications 

• Willing to pay, but not to give 

• Cannot be counted on to read school notes or newsletters sent home 

• Will threaten to withdraw children from school if unhappy 

• Want the school to parent from 7 A.M. to 7 P.M. 

• Expect their children to excel 

• Typically, are not loyal 

• Gifts of time, money, and resources directly related to benefits received 

• Prefer to communicate through texting 

 

2. Expectations 

 

• Childcare services—to accommodate dual-career families, single-parent families 

• Give their children “the best,” to be a part of “the club” 

• Better education than what can be received at the public school; includes spiritual dimension 

 

3. Wants 

• Quality education 

• Small class size 

• Involvement and control 

• Their children’s talents developed and their weaknesses strengthened 

• School services to help with their time crunch 

• Convenience 

• Outstanding teachers and coaches 
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D. Preparing Leaders for Contemporary Culture 
 

Mosaics: The Generation That Fills Your School 

• They are the largest generation since the baby boomers: 76 million today; estimated to 

outstrip the boomers. 

• They will likely be the longest living, the best educated, the wealthiest, and the most wired 

and wireless generation. 

• Today’s research shows that they will be the least-churched generation of the past century. 

• They are called “mosaics” because ... 

◦ Their lifestyles are an eclectic combination of traditional and alternative activities. 

◦ They are the first generation that will primarily exhibit a nonlinear style of thinking. 

◦ Their relationships are the most racially integrated and fluid in U.S. history. 

◦ Their core values are the result of a cut-and-paste mosaic of feelings, facts, principles, 

experiences, and lessons. 

◦ Their primary information and connection—the Internet—is the most bizarre, inclusive, 

and ever-changing pastiche of information ever relied on by humankind. 

◦ The central spiritual tenets that provide substance to their faith are a customized blend 

of multiple faith views and religious practices. 

• They have a deeper sense of innate self-worth, largely because of the generational 

perspective that life will be very good for them and that society does care about who they 

are. 

• Routine is seen as the enemy. Mosaics love the hectic, unpredictable, ever-changing fast 

pace of their existence. To most young people, a life that lacks surprises and discontinuity 

seems to be no life at all. 

• Mosaics are deeply connected to relationships and mass media. 

• Research shows a substantial movement in the next decade away from the physical church 

to the digital faith arena. Sixty-six percent state that they have a close personal relationship 

with God; forty-three percent are interested in attending church. 

• There is an increasing tendency for mosaics to belong to “tribes.” This generation has at 

least twenty different subcultures. Clothing styles are not about fashion, but community. 
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• Young people today think differently—they are abundantly comfortable with contradictions 

and with the intellectual and emotional tensions that surround them—partly a reflection of 

their nonlinearity and their comfort with diversity and inclusivity. 

• Most teens are highly interested in spirituality, but comparatively few are engaged in the 

pursuit of spiritual depth. 

• They are renowned for their relational emphasis, yet their pool of closest friends changes 

regularly. 

• Millions of teenagers have been deeply wounded by their family, yet most of them have a 

deep commitment to achieving family health in the future. 

• Six out of ten teenagers believe that the Bible is accurate—at the same time that even larger 

numbers of them reject many of its core teachings (fueled by their uncertainty about the 

nature of truth). 

• The current teenage population is operating with different fundamental assumptions about 

life than previous generations.  

 The average eight to ten year old spends eight hours a day in front of the screen (TV, 

computer, internet, phones, video games etc).  The average teen spends eleven hours a 

day. (2014). 

 In 2012 American teens spent $209 billion and they earned approximately $91 billion 

(spent their parent’s money). 

 

Six Themes that capture the disconnection between the Mosaic generation and 

the church. (You Lost Me, David Kinnaman, Barna 2014) 

 

The church is viewed as  . . . 

 

1. Over-protective  

Mosaics want to reimagine, re-create, rethink, and they want to be entrepreneurs, 

innovators, starters.  They think creative expression is of inestimable value.  The Church 

is seen as a creativity killer, where risk taking and being involved in culture are 

anathema. 

 

2. Shallow 
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Mosaics view church as boring easy platitudes, proof texting, and formulaic slogans have 

anesthetized many young adults, leaving them with no idea of the gravity and power of 

following Christ.  They cannot connect the Christianity they have received with a sense 

of calling. 

 

3. Anti-science 

Many young Christians have come to the conclusion that faith and science are 

incompatible.  Yet they see the mostly helpful role science plays in the world they 

inhabit—medicine, personal technology, travel, care of the natural world etc.  Science 

appears to welcome questions and skepticism, while matters of faith seem impenetrable. 

 

4. Repressive 

Religious rules—particularly sexual mores—feel stifling to the individualist mindset of 

young adults.  Consequently, they perceive the Church as repressive.  Sexuality creates 

deep challenges for the faith development of young people. 

 

5. Exclusive 

Although there are limits to what this generation will accept and whom they will 

embrace, they have been shaped by a culture that esteems open mindedness, tolerance, 

and acceptance.  Thus, Christianity’s claims to exclusivity are a hard sell. They want to 

find areas of common ground. 

 

6. Doubtless 

Young Christians say the Church is not a place that allows them to express doubts.  They 

do not feel safe admitting that faith doesn’t always make sense. 

 

“Are there ways in which the struggles of the next generation ought to shift our thinking and 

practice? If we ignore or discount the spiritual journeys of the young, could we be at risk of 

missing a fresh move of God in our time” 
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E.   Branding Your School 
 

1. Your Brand is your Promise  

a. Your brand is the set of beliefs or attitudes that a person or market segment holds about your 

school. 

b. Your brand triggers perceptions and expectations. When experience is consistent with 

expectations, trust is created. 

d. Your brand can strengthen your image; it can attract families, donors, volunteers, etc. 

e. Your positive brand image will continue only if your school is credible in all the areas 

valued by those you serve. 

f. It is the sum total of experiences with your school. 

 

2. How Is Your Brand Image Conveyed? 

a. Test scores, academic recognition 

 

b. Student behavior and appearance 

 

c. Faculty and staff—quality and stability 

 

d. Parents and board members—quality, stability, place in community 

 

e. Media—positive or negative coverage 

 

f. Tuition level: either too high or too low 

 

g. Alumni track record  

 

h. Facilities 

 

i. Publications 

 

j. All-school communications 
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k. Sports teams 

 

l. School events 

 

m. Every customer touch point: phone calls, visits, emails, athletic events, fund-raising 

events, etc. 

 

3. What Is Your Number-One Marketing Tool? Word of Mouth 

(in perceived order of most reliable to least reliable) 

a. Current parents 

 

b. Immediate past parents 

 

c. Recent alumni 

 

d. Older past parents 

 

e. Teenage students 

 

f. Young students 

 

g. Staff 

 

h. Teachers 

 

i. Trustees 

 

j. Administration 

 

k. Recruiters 

Ideas and products and messages and behaviors spread just like viruses. —Malcolm Gladwell, 

The Tipping Point
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F.   Perception and Brand Image 
 

In the absence of truth, perception is the only truth some people have. 

 

1. Understanding the Power of Perception 

a. View perception as truth 

 

b. Realize that perception is a partial perspective 

 

c. Understand that perceptions are difficult to change 

 

d. Address perceptions proactively 

 

2. Changing or Polishing Your Brand Image 

a. Discover and assess prevailing perceptions 

 

b. Prioritize perceptions 

 

c. Conduct SWOT analysis with several target groups 

 

d. Conduct strategic surveys 

1) Feeder schools 

2) Represented churches 

3) Alumni 

4) College admissions personnel 

 

e. Develop action plans to address weaknesses 

 

f. Develop action plans to promote strengths 

 

g. Develop proactive strategies: image and messages 

1) Begin with internal audience 
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2) Gather success stories: teachers, students, parents, alumni, college admissions 

personnel 

 

3. Who Is on Your Marketing Team? 

a. School faculty, staff, and administration  

1) Classroom teaching 

2) Coaching 

3) Parent communications and contacts 

4) Student contacts 

5) Community/church contacts 

 

b. School families (satisfied families: best marketers) 

1) Classroom activities 

2) School and parent events 

3) Volunteerism in classroom and community 

4) Community and church involvement 

5) Workplace 

 

c. Students 

1) Classroom performance 

2) Co-curricular performances: sports, arts, etc. 

3) Volunteerism in classroom and community 

 

d. Board of trustees, key volunteers, vendors 

1) Workplace 

2) Community and church involvement 

 

e. Alumni and alumni parents 

1) Performance—school, work 

2) Community and church involvement 

 

f. Vendors 
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g. Development and admissions staff 

1) Publications 

2) Videos 

3) Websites 

4) Student visits 

5) School and community events 

6) Open houses 

7) Networking through marketing allies 

 

h. Feeder schools and churches 

1) Publications: newsletters, website, bulletins, etc. 

2) Events and marketing connections 

3) Public announcements: meetings, open houses, parenting classes 

4) Joint activities 
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Controllable Image Factors 

 Appearance of school facilities and grounds 

 School atmosphere and culture 

 Quality of relationships 

 School-home communications 

 Community and constituency communications 

 Recruitment tools 

 Website and social media 

 All printed materials 

 Advertisements 

 Validating information 

 Quality of program 

 Quality of faculty 

 Quality of students 

 

 Appearance of school facilities and grounds 

 School atmosphere and culture 

 Quality of relationships 

 School-home communications 

 Community and constituency communications 
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School Image: Word Checklist 

Check every word that you believe describes your school. If you hesitate about checking a 
word, do not check it. Work as rapidly as you can. 

Circle the number of each word that you did not check but wish you could have checked about 
your school. Do not check and circle the same word. Do not be concerned about being 
inconsistent. Your first impressions will generally be the most reliable ones.  

 
1. academic 
 

2. accepting 
 

3. adaptable 
 

4. adventurous 
 

5. aggressive 
 

6. ambitious 
 

7. alert 

 

8. amusing 

 

9. anticipatory 

 

10. apathetic 

 

11. argumentative 

 

12. artistic 

 

13. assertive 

 

14. authoritarian 

 

15. autonomous 

 

16. businesslike 

 

17. awkward 

 

18. boring 

 

19. calm 

 

20. decisive 

21. can say no 

 

22. capable 

 

23. caring 

 

24. cautious 

 

25. changeable 

 

26. cheerful 

 

27. clear thinking 

 

28. cold  

 

29. commonsense 

 

30. competitive 

 

31. completes plans 

 

32. conforming 

 

33. conscientious 

 

34. conservative 

 

35. considerate 

 

36. consistent 

 

37. contented 

 

38. conventional 

 

39. cooperative 

 

40. courageous 

41. creative 

 

42. critical 

 

43. curious 

 

44. dedicated 

 

45. ethical  

 

46. interesting 

 

47. defensive 

 

48. demanding 

 

49. democratic 

 

50. dependent 

 

51. dictatorial 

 

52. determined 

 

53. difficult 

 

54. disorderly 

 

55. dissatisfied 

 

56. distractible 

 

57. careless 

 

58. dull 

 

59. easy-going 

 

60. effective  
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61. efficient 

 

62. energetic 

 

63. enthusiastic 

 

64. evasive 

 

65. excellent 

 

66. expressive 

 

67. fair 

 

68. empathetic 

 

69. feminine 

 

70. flexible 

 

71. friendly 

 

72. fulfilling 

 

73. fun 

 

74. generous 

 

75. gentle 

 

76. genuine 

 

77. giving 

 

78. good-natured 

 

79. gracious 

 

80. hard-working 

 

81. helpful 

 

82. honest 

 

83. humorless 

 

84. humorous 

 

85. idealistic 

 

86. illogical 

87. imaginative 

 

88. impatient 

 

89. impersonal 

 

90. impractical 

 

91. impulsive 

 

92. inconsiderate 

 

93. inconsistent 

 

94. independent 

 

95. individualistic 

 

96. inflexible 

 

97. inhibited 

 

98. has initiative 

 

99. insightful 

 

100. has integrity 

 

101. intellectual 

 

102. intellectually exciting 

 

103. intellectually rigorous 

 

104. integrated 

 

105. intense 

 

106. irresponsible 

 

107. joyful 

 

108. lethargic 

 

109. lacks self- 

confidence 

 

110. leisurely 

 

111. liberal 

112. practical 

 

113. precise 

 

114. proud 

 

115. purposeless 

 

116. condescending 

 

117. realistic 

 

118. reasonable 

 

119. rebellious 

 

120. reflective 

 

121. relaxed 

 

122. religious 

 

123. responsible 

 

124. restless 

 

125. resourceful 

 

126. rigid 

 

127. sarcastic 

 

128. scheduled 

 

129. self-centered 

 

130. self-confident 

 

131. self-conscious 

 

132. unfair 

 

133. self-controlled 

 

134. self-educating 

 

135. self-motivating 

 

136. self-reliant  

 

137. sensitive 
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138. ostentatious 

 

139. sincere 

 

140. sociable 

 

141. sophisticated 

 

142. spontaneous 

 

143. stable 

 

144. strict 

 

145. strong convictions 

 

146. stubborn 

 

147. suspicious 

 

148. sympathetic 

 

149. talkative 

 

150. thoughtful 

 

151. thorough 

 

152. traditional 

 

153. trusting 

 

154. uncritical of others 

 

155. understanding 

 

156. unemotional 

 

157. well-informed 

 

158. unhappy 

 

159. uptight 

 

160. cutting-edge 

 

161. professional 

 

162 . redemptive 
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Identify Your Competitive Edge 
 
Mission Statement: 

 

 

 

Academic 
Class size: student/teacher ratio   Faculty characteristics 

Methodology/Pedagogy    Support services 

Breadth of course offerings    Christian philosophy and practice 

Fine arts      Electives 

Technology      Athletics 

 

Spiritual/Character 

Opportunities for the following: 

 Leadership 

 Outreach 

 Mentoring, discipleship 

 Community service 

 

Co-curricular 

 Breadth of offering of clubs, sports, performing groups 

 Distinguished staffing and professionals 

 Distinctive approach to academics through a particular discipline 
 

 

Other 

 Facilities 

 Location 

 Professional training 

 Academic Niche 

 

1. Why do students choose your school over others? 

2. What other schools might they choose, if they didn’t choose yours? 

3. Why would they choose your school over others if they could only choose one? 

4. How is your school “remarkable?”  What makes it stand out from your competition? 
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G. Marketing Effectiveness 
 

Marketing effectiveness: Satisfying the wants and needs of a school’s markets within the 

constraints of its mission and resources. 

 
Effective marketing is not a full school; rather, it is a school filled with mission-appropriate 

students. 

 

1. Cultivating Market Connections:  

a. Identify—connect and build relationships with key individuals in prioritized markets 

 

b. Develop points of connection 

 

c. Ask questions and listen well 

 

d. Provide information when the time is right 

 

e. Visit and invite individual to tour school or attend an event 

 

f. Follow up personally 

 

g. Ask for feedback 

 

h. Listen well 

 

i. Develop joint or reciprocal programs, if appropriate 

 

j. Match your program to their expressed need 

 

2. Generating Inquiries: Potential Sources 

a. Marketing allies 

 

b. Church and community outreach 
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c. Feeder schools 

 

d. Affiliated organizations 

 

e. Open houses 

 

f. School family networking 

 

g. Effective advertising 

 

h. Direct mail 

 

i. School publications/website 

 

j. Summer programs, sports camps, etc. 

 

3. Generate Inquiries Within Mission Constraints 

a. Prioritize targeted markets 

 

b. Choose key individuals: marketing allies, school families, pastors, etc. 

 

c. Choose strategic tools: coffees, mailers, advertising, open houses, etc. 

 

 

 

 

Marketing plan: The specific plan to generate inquiries from mission-appropriate targets in 

order to cultivate them through the admissions process to first enroll and then remain in your 

school. 
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H.   Marketing Allies 
 

1.  Admissions directors (in feeder schools, public schools, other private schools, early 

education programs) 

 

2.  Bankers 

 

3.  Children’s clubs, choirs, and other organizations  

 

4.  Chamber of commerce, Rotary, etc. 

 

5.  Church ministers—particularly youth ministers 

 

6.  Coaches (neighborhood sports teams) 

 

7.  Community professionals: accountants, architects, attorneys, etc. 

 

8.  Corporate relocation officers 

 

9.  Counselors 

 

10.  Community councils 

 

11.  Donors 

 

12.  Feeder school administration 

 

13.  Librarians 

 

14.  Newcomer clubs 

 

15.  Orthodontists/dentists 

 

16.  Pediatricians, physicians, psychologists 

 

17.  Private music and art teachers 

 

18.  Realtors 

 

19.  Suppliers 

 

20.  Tutors 

 

21.  Vendors 
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D. Tailor Your Marketing Approach 

 

Key Questions: 

What types of students do we best serve? 

What are our enrollment priorities for this year? 

 

1. Identify your target market: What type of students are you seeking? 

a. Student type 

1) Intellectually gifted 

2) Special talents 

3) Special interests 

4) Average students 

5) Special needs 

6) Specific grade level: elementary, middle  

7) Racially diverse 

 

b. Family type/location 

1) Christian 

2)  Academic levels/special needs 

3) Diverse: ethnicity, socioeconomic status, religious affiliation, etc. 

4) Requiring financial assistance 

5) Specific church(es) 

6) International student 

 

2. Set Specific Enrollment Goals: One-, Three-, and Five-Year Goals 

 

3. Develop a Plan to Identify and Target Prioritized Markets 

a. Key relationships to build 

b. Marketing tools needed 

      c.  Timeline and Events 
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c. Marketing allies 

 

d. Action plan 

 

4. Prepare school culture 

a. Programs 

b. Resources 

c. Staff and students 

d. Parent community 

e. Facilities  
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Exhibit A 
 

Mission Statement Self-Assessment 
 

 Yes No  

Has your mission statement been reviewed by your board and staff within the past 

two years? 
2 –2 

Ask five staff members at random what the mission statement is. Do all five get 

reasonably close? 
4 –1 

Ask four board members what the mission statement is. Do all four get reasonably 

close? 
4 –1 

Do staff members use the mission statement as an aid to decision making and 

management? Are copies on the table at every meeting? 
3 –1 

Is there a vision statement associated with your mission statement? 2  0 

Is the mission statement short—less than 50 words? 4 –1 

Does the board refer to the mission statement when considering adding or dropping 

services? Are copies on the table at every board meeting? 
3 –1 

Do you celebrate the success of your mission at every staff meeting? 3 –1 

Do staff and board consider, and verbalize, that expenditures are really investments in 

mission? 
2 –1 

Is your mission statement posted in the organization? included in marketing 

materials? stated in personnel policies? 
2 –1 

Is the current mission statement on file with the IRS? 3 –3 

Is the mission statement used as criteria in some manner in your personnel 

evaluations? 
3   0 

Total of column score 
Add each column up and put the answer here. 

  

TOTAL SCORE—MISSION STATEMENT 
Add total scores from Yes and No columns and put the answers here. 

  

 

 

Scoring Analysis 

34–27: Excellent 

26–20: Very Good 

19–10: Adequate 

Less than 10: Meet with staff and board to create a mission statement that everyone 

embraces. 
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Exhibit B 
 

Mission Statement Checklist 
 

Here are some things you can do to improve your mission statement: 

Review your mission statement at the management level, asking these questions: 

• Does the mission statement use correct, current language? 

• Does the mission statement describe adequately whom we serve? (demographics) 

• Does the mission statement describe adequately where we work? (geographics) 

• Does the mission statement show our focus? 

• Does the mission statement excite us? 

• Can we get our mission statement down to fewer than 50 words? 

• Do we need a vision statement associated with our mission statement? 

• Do we need a written statement of values along with our mission statement? 

Ask the staff to discuss not just the mission statement’s wording, but its meaning for them. 

Meet with the board and staff, discuss your findings, and talk about necessary changes. 

Any adopted changes should be sent to the IRS, along with details of the board meeting and a list 

of the board members who voted for and against the changes. 

The mission statement should be evident everywhere: on the wall, on marketing materials, on the 

back of staff business cards, on screen savers, on the annual report, on the table at board and staff 

meetings. 
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Exhibit C 

Parent Profile 
Year ________ 

 A 

Total 

Families 

B 

Dual 

Working 

Parents 

C 

Single 

Working 

Parent 

 

D 

Percent 

Working 

A

CB 
 

E 

Disrupted families 

(separation, divorce, 

remarriage, death—any 

change from nuclear 

family) 

F 

Percent 

Disrupted 

A

E
 

PK       

K       

1       

2       

3       

4       

5       

6       

7       

8       

9       

10       

11       

12       

Totals       
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Exhibit D 

Families' Occupation Profile 

 
Occupation % of Men % of Women Total 

    

Attorneys    

    

Business owners    

    

Clergy    

    

Civil service (government, police, fire)    

    

College professors    

    

Corporate executives    

    

Corporate managers    

    

Doctors, dentists    

    

Financial: CPAs, bankers    

    

Homemakers    

    

Health care professionals    

    

Retail    

    

Skilled labor    

    

Teachers    

    

Other    
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Session II 

Cultivating Families through the Admissions Process 

For Christian schools, few functions are more important than the recruitment of new students. 

Simply put, they are the people who will help shape the student body, influence school culture, 

and, as alumni, help secure the institution’s future. 

 

A. Commitment to Relationship 
1. Current trends 

a. Lack of time 

b. Option and information overload 

c. Images are king 

d. Decline of trust 

 

2. What “customers” love 

a. Humility. 

b. Unselfishness 

c. Transparency and honest 

d. Integrity  

 

 

B. The Admissions Funnel 
 

Goal: Establish an admissions process that fills your school with mission-appropriate              

students—students who thrive and stay from year to year. 

1. Understanding the Admissions Funnel 

a. Inquiry—first contact 

 

b. Visit 

 

c. Application 

 

d. Screening 

 

e. Acceptance 

 



Marketing Your School to Advance Your Mission  

 

Session II: Cultivating Families through the Admissions Process 3 

 

f. Matriculation 

 

g. Assimilation 

 

2. Office Preparation 

a. Appropriate staffing 

 

b. Educating your team 

 

c. Communicating well 

1) Telephone 

2) Voice mail 

3) Email 

4) Website 

5) Social Media 

6) Protocol 

 

d. Database protocol 

1) Transfer contact information into database 

2) Code every prospect for segmented follow-up 

3) Establish tracking and tickler system for ongoing communication and invitation  
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Prospective Student Creed 

 

 
Prospective students are the most 

important people in our business. 

 

 

 

Prospective students are not dependent on us. 

We are dependent on them. 

 

 

 

Prospective students are not interruptions 

to our work. They are the reason for our work. 

 

 

 

Prospective students are our business. 

They are not outsiders. 

 

 

 

Prospective students are people with needs and wants. 

Our job is to identify them and meet them. 

 

 

 

Prospective students are the lifeblood of our work. 

Without them, we close our doors. 
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C.   The Admission Process, Part One: Inquiry to Application 
 

1. First Contact | website or in person 

a. Glean family and referral information 

 

b. Convert to personal call or visit 

 

c. Establish common ground 

 

d. Listen for their “perceived needs,” interests, and concerns 

 

e. Clearly communicate your distinctive mission, stressing benefits received  

 

g. Educate regarding Christian schooling to set expectations and evoke a desire for its   benefits 

 

h. Share tuition information after communicating “benefit” information 

 

i. Agree on next step: visit, send information—including specialized program information to 

match their needs and interests 

 

2. Inquiry Response Email or Letter  

Date Respond within 24 hours.  

 

Salutation Personalize to communicate value and interest. 

 

Concise text Focus on communicating the “next step” in the admissions 

process—limit to one page. 

Personalized response Acknowledge prior conversations, referring to interests or 

concerns expressed. Be sure to include any requested 

program information, such as sports, drama, or music.  

Call to action Encourage visit, tour—face-to-face contact. 

 

Closing Don’t push, but offer services and further information. 

 

Signature Personal signature is essential. An additional personal note 

is a good practice. 

Quality Professional, personal, correct, and compelling 
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3. Admissions Packet  

Goal: Inform and build on initial conversation.  

a. Personal note or email referencing initial conversation or communication 

 

b. Viewbook, brochure, trifold—main admissions piece 

 

c. Program and grade-specific information 

 

d. Current school newsletter 

 

e. Time-sensitive information: tuition schedule, calendar, special invitations to school 

events 

 

f. Course catalogs or grade division prospectus 

 

g. Invitation to take the next step—a tour of the school 

 

h. Copies of recent media coverage highlighting student accomplishments and program 

benefits 

 

4. Track Relationships 

a. Enter all mission-appropriate inquiries into database: parent and student information 

 

b. Code according to division/grade levels 

 

c. List date entered and any pertinent information 

 

d. Set up “tickler” system for timely follow-up and cultivation 

 

e. Keep weekly statistics and assign for strategic follow-up  

 

f. Establish next steps 

 

5. Campus Visit 

a. Prepare visit with parental expectations in mind 

1) Mission in action 

2) Safe and orderly campus 
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3) Quality of teachers and instruction 

4) Class size and student involvement 

5) Quality of textbooks and materials 

6) Availability of technology 

7) Vibrancy of relationships and school culture 

8) Condition of facilities 

 

b. The “personal” visit  

1) Tailor the visit to the family information gathered at inquiry 

2) Visit before tour begins and structure tour around information garnered 

3) Train and use tour guides: 

• admissions personnel 

• faculty and staff 

• enthusiastic parents 

• student ambassadors 

4) Arrange for extended classroom visits for students and parents 

5) Educate and inform faculty 

6) Educate students about the enrollment process and the presence of visitors 

7) Wrap-up meeting 

• Encourage feedback after tour or visit 

• Listen carefully for observations and concerns 

• Clearly establish next steps 

6. Follow-up 

a. Call or email a week after visit per agreed upon “next step” 

b. If applicable, have student ambassador write an email/note if appropriate 

 

C.  Making the Most of Campus Visits 

1. Prepare and maintain facilities for a great first impression. 

a. Train custodians about their role on the marketing team and provide an 

admissions calendar to track upcoming events that involve their assistance 

b. Prioritize projects—putting safety and high visibility projects first 
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2. Insure that what you “market” in your brochures and on your website is actually what 

visitors will see in action. Do not market by myth. 

3. Debrief all student and parent visits before parents and/or students leave the building.  

Everyone has an off day and a “debrief” provides opportunity to discuss observations and 

perceptions. 

4. Identify parent perceptions about your school and plan student tours or visits to 

proactively counteract negative perceptions 

5. Be open.  If your school is not the “right fit” for a student, take an active part in 

suggesting appropriate options. Be generous and helpful.   

6. Educate your faculty yearly on the admissions process.  Ask their feedback regularly, 

incorporating their ideas to strengthen it. 

7. Train your faculty and students on the essential “school visit”—how to prepare for it and 

how to provide a welcoming experience. 

8. Provide adequate and well-positioned signage to guide visitors to important locations 

(offices, restrooms, parking, etc.).   

9. Train office staff to be particularly attentive to prospective families.  Do not allow 

visitors to be lost in the whirlwind of school activity. 

10. Provide prospective families with “time-release” information about your school. Be sure 

and match the “release” to coincide with their piquing interest.  Do not inundate them 

with information. 

11. Take time to build relationships with inquiring families.  Act like it is the most important 

activity on your schedule.  It is. 

12. Make sure the first impression is a good one.  Hallways and classrooms should be 

inviting, interesting, and clean! 

13. Students should be purposefully engaged at all times. Aimlessness is not a selling point. 

14. A routine “tour” should find classroom after classroom filled with fully engaged teachers 

and students. 

15. Exude professionalism and excellence in everything from faculty communications to 

faculty dress. Be mindful of how loudly the non-verbal communicates! 
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D. Save that Inquiry! | Essential Information to Gather and Use 

1. Parent contact information 

a. Name 

b. Address 

c. Email 

d. Phone numbers 

2. Student information (allow for multiple children) 

a. Name 

b. Age 

c. Current grade level 

d. Prospective grade level 

e. Current school 

f. Notes on school status or parental concerns 

g. Special needs 

3. Reason for possible change 

4. How they learned about school 

a. Website 

b. Facebook 

c. Advertising 

d. Yellow pages 

e. Referral (please name) 

f. Church 

g. (list any specific ways school is marketed) 

5. Next step 

a. Add to database 

b. Follow-up letter or email 

c. Admissions Packet sent 

d. Visit _____________ Appointment_______ 

e. Open House 

6. Comments 

7. Staff member 
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G. Open House 
 
Word of mouth alone does not “sell” a school. Families need to validate for themselves what 

they have heard. 

1. Types of Open House 

Goal: Allow parents to see school in action—its benefits and features, its atmosphere and 

relationships; less threatening than a one-on-one visit. 

a. Drop-in 

 

b. Targeted: directed toward a specific audience 

1) Kindergarten 

2) Elementary 

3) Secondary 

4) Grandparent 

 

2. Basic Elements of Your Open House 

a. Greeter at the door 

 

b. Sign in and track the marketing tool triggered their visit 

 

c. Program 

1) Visionary leader (101-level facts about school)—five minutes 

2) Staff representative (division head, faculty, counselor, athletic director)—five minutes 

3) Student presentation, one-on-one time with students 

4) Compelling testimonial: real stories/testimonials featuring mission focus 

5) Brief Q&A time 

 

d. Tour 

1) Parent or student guides 

2) Whole school and division, as necessary 

3) Observation of classes in action 
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e. Displays of textbooks and student work 

 

f. Refreshments served by current school families 

 

3. Timing and Format 

a. Spaced strategically throughout the year 

 

b. Planned for general audience or targeted audience, with a specific goal 

 

c. Planned in response to strategic information for specific enrollment goals 

 

4.   Promoting your Open House 

a. Internal 

1. Website 

2. School Calendar 

3. Newsletter, 

4. Tuition invoices 

5. Alumni magazines 

6. Teacher communications 

7. Reader boards 

8. Facebook and texting 

9. Direct mail to parent list  

     b. External 

Advertising—TV, radio (PSA), and pring 

 Invitations 

 Direct mail—purchased lists 

 

5.   Follow-up 

a. Analyze guest lists, update database, and plan next steps 

 

b. Track how visitors heard about open house 
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c. Occasionally survey participants 

 

d. Keep a history/analysis of event: samples of ads, programs, invitations, etc. 

 

e. Create “Open House” in a Box 
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Open House Planning Sheet 
 

Date _____________ Time ________  Target ____________________________ 

 

Task 3–4 Months 

Prior 

2 Months 

Prior 

One Month 

Prior 

One Week 

Prior 
Promotion     

Radio/TV     

Print     

Market allies     

PSAs     

Newsletters     

Mail/Digital     

Invitations     

Postcards     

Emails     

Web pages/sign-in     

Integrated schedule     

Facility     

Meeting space/kitchen     

Bulletin boards     

Sound and IT systems     

Parking     

Personnel     

Program participants     

Faculty and staff     

Students     

Parent volunteers     

Caterer     

Supplies and Support     

Food and beverages     

Decorations/flowers     

Name tags     

Programs     

Display materials (e.g., course 

catalog, yearbooks, newsletters) 

    

Follow-up 
    

Data input/tracking     

Acknowledgements     

Assessment     

Archive maintenance     
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H. The Admissions Process, Part Two: Application to Matriculation 

 
Goal: All aspects of process should reflect your mission. 
 

1. Application  

a. Request only useful information 

 

b. Reflect mission distinctives 

 

c. Cleary articulate expectations—both ways 

 

d. Balanced: not too simple, but not too overbearing 

 

2. Screening Process: Evaluate 

a. Application  

 

b. Evaluation of grades and test scores 

 

c. Entrance and grade-level testing: mandatory or not? 

 

d. Family and student interviews 

 

e. References (pastor, principal, guidance counselor) 

 

3. Acceptance Process:  

a. Decision Protocol: who should be involved and what are the steps? 

 

b. Immediate notification by phone 

 

c. Acceptance letter or packet within 48 hours 

 

d. Acceptance packet: 
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1) Enrollment contract 

2) Time-sensitive material 

3) Notification of coming events and services 

4) Validation of program: personal note, newsletter 

5) Personalized information 

6) Actions required before start of school: clearly outlined steps 

 

5. Matriculation 

a. Enrollment contract and registration fee received by school 

 

b. Seamless interdepartmental coordination 

 

c. Ongoing mission-oriented communication 

 

d. Orientation events to begin the bonding process 

 

6. Barriers to Enrollment  

a. People 

 

b. Program 

 

c. Finances 

 

d. Facilities 
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Recruit Email/Letter Example 

 

 

 

 

 

 

 

 

August 1, 2014 

 

Mr. and Mrs. Joe Prospect 

123 Inquiry Lane 

Your Town, NE 12345 

 

Dear Joe and Mary, 

 

Thank you for your interest in ABC Christian School and for your desire to explore the 

possibility of a Christ-centered education for [name of student]. Not only do our students 

benefit from our rigorous academic program, they also thrive in a spiritually nurturing 

environment. 

 

I have enclosed the information that you requested about our high school program—including 

our recent alumni magazine featuring an article about our transformational approach to student 

athletics. I invite you to visit ABC and see our mission in action and personally observe what 

makes our program distinctive and effective. This is the best way for you to find answers to your 

questions, tour our facility, and see if ABC is the right fit for your family.  

 

Since [name of student] is interested in [playing basketball, we’ll make sure he has an 

opportunity to visit with Coach Smith and see our new Memorial Gym]. In fact, I have 

enclosed an athletic schedule and a pass for you to attend a game at your convenience. 

 

I will follow up with you in a week or so to answer any questions that you may have and, if you 

desire, schedule a personal tour. Thank you for your interest, and I hope to meet you and [name 

of student] soon. 

 

Sincerely, 

 

 

 

Sally Recruiter 

Admissions Director 
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[Note: This is a sample guide for an oral interview with a prospective family. Interviewers take 

turns asking questions, while one person records responses. Recommendations are made 

immediately after the interview.] 

Family Interview 
 

Parent name _____________________________________ Date __________________ 

 

Student name ____________________________________ Grade_________________ 

 

1. How did you become familiar with ABC Christian School? 

 

 

2. Why are you considering ABC Christian School at this time? 

 

 

3. What are your hopes and dreams for your child’s education? (academic, spiritual, social, 

physical) 

 

 

4. As you know, our mission is “to work together with your home and church to provide a 

Christ-centered spiritual, academic, and physical foundation—in a nurturing environment—

to produce citizens who will be a transforming influence in their world.” Can you share with 

us some ways in which your home life and church life support our mission? 

 

 

5. What is your understanding of salvation in Christ, and what does it mean to you? 

 

 

6. (If parents are divorced.) Describe the relationship of the noncustodial parent, and stepparent 

if applicable, to the child or children. 

 

 

 

Secondary Students: 

 

1. Why do you want to attend ABC Christian School? (If they don’t want to attend: Why not?) 

 

 

2. What are your concerns/fears about attending ABC Christian School? 

 

 

3. What extracurricular activities are you involved in? Hobbies? 

 

 

4. How would describe your relationship with Jesus Christ? 
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Special Concerns: 

 

[The following questions are intended to help the staff assess whether the school can meet the 

needs of the student.] 

 

To the parent: 

1. Does your child have special physical or cognitive needs? Any allergies? Any medical 

conditions? Does your child take any medication regularly? 

 

 

2. Has your child ever had an Individualized Education Program (IEP) from a school district or 

been diagnosed with a learning disorder? Has he or she ever needed tutoring or special help 

in any area? 

 

 

To the student: 

1. Have you ever been suspended from school or in trouble with the police or juvenile 

authorities? 

 

 

2. Have you ever experimented with drugs, alcohol, or tobacco? If so, when? 

 

 

[This section adds an objective component to the interview. It can be helpful in distinguishing the 

top students within a large pool of applicants.] 

 

Enrollment Profile 
 

Christian family 
6  3  0 

Understanding of and commitment to 

Christian philosophy of education 

6  3  0 

Church attendance 6  3  0 

Ability to meet academic requirements 6  3  0 

Good standing at current school 6  3  0 

Parental support of mission 6  3  0 

      

Accepted: Yes No    

Interviewed by: 

Comments: 
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I.   Assimilation: Smoothing the Transition 
 

1. Educate parents and students about the adjustment period 

 

2. Ease the adjustment for new families 

a. Educate faculty and staff 

 

b. Communicate often and well with new families 

 

c. Host events to ease the way 

1) New family orientation 

2) New student orientation 

3) Special back-to-school events 

4) Student and parent “buddy systems” 

 

d. Follow-up 

1) Administrative attentiveness and availability 

2) Faculty attentiveness and communication 

 

1. Dictionary idea:  

Provide a dictionary to clue newcomers in to terms and traditions within your school. Every 

school has its own special language—words, phrases, and acronyms that have become a part 

of the common lexicon over the years. It is part of what makes your school’s culture unique. 

 

For newcomers it’s a “foreign language” they must negotiate along with a world of 

unfamiliar people, places, and policies. Make them feel like insiders right away by creating 

your own “terms and traditions” dictionary—a document that can be distributed to them at 

your new family orientation. Include the following information: 

 

 Celebrations 

 Activities 

 Trips 

 Traditions 

 Events 

 Slang 

 Awards 

 Groups 

 Grade-level divisions 

 Names of buildings 
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Exhibit E 

Source of Inquiries 

  Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug TOTAL 

Parent               

Alumnus               

Friend               

Church               

Other school               

  Private               

  Public               

Sign               

Reader board               

Students               

  Athletic teams               

  Drama               

  Music               

Professional               

  Physician, dentist               

  Psychologist, consultant               

News               

Advertising               

  Yellow pages               

  Paper               

  Free               

  Local daily               

TV               

Radio               

TOTAL INQUIRIES               
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Exhibit F 

 
Admissions Statistics 

 

All grades     for academic year     

 

 
  

Au

g 

 

Se

p 

 

Oc

t 

 

No

v 

 

De

c 

 

Ja

n 

 

Fe

b 

 

Ma

r 

 

Ap

r 

 

Ma

y  

 

Ju

n 

 

Ju

l 

 

Tota

l 

 Conversio

n 

Rate 
 

Inquiries              
  

______% 
 

Visits              
  

______% 
 

Applications              
  

______% 
 

Screenings              
  

______% 
 

Acceptances              
  

______% 
 

Enrollments              
  

______% 
 

Matriculation

s 

             
  

 

*Out-of-town applicant 
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Session III 

Build Strong Schools through Successful Re-recruitment 

 

Make sure you school is chosen, not abandoned. 

 

A. The Need for Re-recruitment 
 

The term re-recruitment reflects the concept that you are always in the process of recruiting 

your existing families. 

 

Facts: 

• New families are usually exuberant and enthusiastic. 

• Returning “veterans” can become increasingly negative; thus, they need to become a focus 

of your internal admissions marketing plan. 

 

1. Why Families Leave 

a. Parents’ view: 

1) Lose perspective of what is “out there” 

2) Expectation exceeds reality 

3) Parents’ needs are not met 

4) Benefits are not worth the cost 

5) Financial reasons 

6) Program is academically inferior 

 

b. Students’ view: (grades five and above) 

1) Self-esteem needs are not met 

2) Other options look better 

3) Needs for belonging are not met 

 

(See exhibit G located at the end of this session.) 
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2. Build Satisfaction with Parents 

a. Understand the wants and needs of today’s parents 

1) Analyze your expectations. Is your school run with “traditional parent behavior” in 

mind? 

2) Analyze your services. Do you provide services required by contemporary parents? 

3) Analyze your programs. Parents do get involved, but prefer to commit only short 

periods of time. 

 

b. Educate parents 

1) Christian philosophy of education 

2) Your mission (and how it is being accomplished) 

3) “Whole school” information across the grade levels 

4) Financial information: budgets, projections, salary and tuition comparisons 

5) Strategic plan and institutional vision 

6) Opportunities for involvement 

 

c. Communicate strategically and well 

1) Parent/teacher conferences 

2) Report card 

3) Communication tools: newsletters, fact sheets, bulletin boards 

4) Parent/teacher meeting 

5) Email and websites 

 

d. Reinforce their decision to enroll 

1) Frequent, spontaneous student progress reports 

2) Frequent and strategic communication of mission accomplishment 

3) Frequent communication of school-wide successes (including alumni, parent, 

constituency) 

4) Personalized service 

 

3. Balancing Satisfaction with Students 
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a. Identify and support at-risk students 

 

b. Provide a sense of community. Teachers should promote fun in the classroom (releases 

stress).  

c. Provide socialization and a sense of belonging. Kids need time to be kids. 

 

d. Strategically schedule events to build momentum throughout the year 

 

e. Provide activity options, including those that foster leadership skills 

 

f. Provide positive role models—pied pipers who truly relate to young adults. 

 

4. Staying in Touch with Reality—Surveys: How Are We Doing? 

Target Group Target Area 
Strategic Information 

New families Enrollment process What worked? What didn’t work? 

 

Accepted but not enrolled Program enrollment 

process 

Why are they not enrolling? 

Non-returning exit 

interview 

Program Why didn’t they enroll? 

Current school families All facets of school Are we fulfilling our mission? How is our 

service? 

 

Alumni Preparation 

 

Were they prepared for college/university, 

or life? Did we accomplish our mission? 

 

 

(See exhibit H located at the end of this session.) 

 

5. Make Strategic Use of Information  

a. Keep consistent records 

1) Inquiries 

2) Acceptances 

3) Enrollment and retention 

4) Non-returning students 
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5) Alumni: college placement, scholarship 

 

b. Study data for trends, and make summary observations 

 

c. Prioritize weaknesses to address and strengths to market 

 

d. Take action steps to address weaknesses and promote strengths 

 

The retention process begins as soon as a family enrolls. 
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B.   Re-recruitment Strategies 
 

1. Understand the Dynamics of the School Year 

 

2. Plan Reenrollment Strategically 

 

3. Minimize Program “Break Points” 

a. What are break points? 

 

b. Break-point strategies 

1) Don’t increase tuition at break points 

2) Encourage relationships beyond break points—don’t keep strict boundaries  

3) Celebrate “moving-up,” not graduation 

4) Educate parents regarding what to expect as students mature 

5) Educate teachers so they can provide a knowledgeable transition 

6) Plan activities to build anticipation for next grade 

7) Host orientation and information nights well before reenrollment time 

8) Plan exciting activities in grades after break points 

9) Involve faculty in strategies to minimize loss at break points 

 

4. Bonding with School Families 

a. Build quality relationships with new families 

b. Educate school families regarding your school’s culture 

1) What it means to be a parent in your school 

2) How the school functions 

3) The roles of the board, administrator, teacher, and parent; and how they interrelate 

4) How the board functions 

5) What tuition covers, and what it doesn’t  

6) The role of fund-raising (see exhibit I) 

7) The role of charitable giving 

8) The role of volunteerism 
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5. Educate Your Teachers—Your Most Effective Re-recruitment Resource 

a. The powerful role they play 

b. The recruitment and admissions process and the critical decision points along the way 

c. Prospective family classroom visits and open houses 

d. Admissions statistics 

1) Stages of the admissions funnel—strategies to cultivate families 

2) Number of inquiries necessary for one admission 

3) Number of applications reviewed annually 

e. Benefits of retention 

1) Much less expensive to keep a student then to recruit a  new student 

2) Retained students strengthen the school.  They understand the culture.  They are more   

likely to be impacted long term. 

3) Satisfied students and parents create positive Word of Mouth 

f. Importance of their input and feedback on the admissions process and outcomes 

g. Clear expectations that are set 

1) Must be responsive—communicate quickly and well 

2) Must be proactive—identify potential problems 

3) Must accentuate the positive to parents and students (not just the negative) 

h. Faculty can make the difference 

1) Devote their energies to working with students 

2) Create an exciting program 

3) Encourage and expect excellence from every students at all times 

4) Give students opportunities to sharpen or develop new talents 

5) Set individually appropriate expectations for each student. 

6) Maintain a climate where students feel welcomed, challenged, fairly treated and 

supported 

 

Faculty must understand that while product marketers are market-driven and mission sensitive, 

schools are mission-driven and market sensitive.  Strong effective marketing plans promote the 

school’s mission. 
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C.   Shape Your School Culture 
 

Marketing is about the attitudes of the people who work in a school: not only their attitudes 

toward students and colleagues, but also their attitudes toward the school’s mission and 

programs. Internal marketing is about developing empathy and commitment and about believing 

in the mission of the school. 

 

1. Steps to Positive School Culture:  “A strong faculty structure is necessary for a strong parent                                                    

culture.” 

a. Hire and keep good staff 

1) Care for them 

2) Have expectations of quality, service, and dedication to the school’s mission 

b. Leadership sets the tone 

1) Be visible and available 

2) Encourage public dialogue 

 

2. Primary Elements of a Healthy School Culture 

a. Predictability:  

1) Clear communication of expectations 

• During the admissions process 

• In the parent contract 

• During the reenrollment process 

• In all publications and handbooks 

2) Consistent application of expectations 

• The entire community supports expectations 

• Strong correlation between what is said and what is done 

3) Internal validation 

• Reinforcement of positive mission implementation—creates an optimistic mindset 

• Negative reinforcement of behavior that is not mission-appropriate 

b. Support 

1) Pro-constituent bias: wishing each other conspicuous success 

• Teachers truly want student success 

• Requires adequate training and resources for teachers 
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2) Compassionate delivery 

• Discipline and instruction should be both accurate and compassionately delivered 

• Create freedom to learn from mistakes 

3) Capacity building 

• Parents: volunteer opportunities, parent/teacher breakfasts, parenting seminars 

• Faculty: team building, communication seminars, continuing education, counseling 

help, etc. 
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D.   School (e)Newsletter: Your Communication Superhero 
 

“Your most controllable means of mission-communication.” 

 

1. Re-recruitment Role 

a. Reinforce parents’ decision to enroll 

 

b. Demonstrate that “we are doing what we said” 

 

c. Pinpoint the ways the schools fulfills its mission 

 

d. Keep them informed about future grade levels 

 

e. Focus the benefits your school provides 

 

f. Build pride and feeling of membership in the school family 

 

2. Objectives 

a. Reinforce your mission through stories and statistics 

 

b. Keep constituency informed of all-school news 

 

c. Provide positive ammunition for word-of-mouth information 

 

d. Validate programs and services 

1) Provide balanced coverage of the total program 

2) Demonstrate student progress and the program’s success 

 

3. Strategies 

a. Provide benefit-oriented articles: not just what you do, but why you do it 
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b. Focus on reader interest; explain what they don’t understand (i.e. how the school hires 

teachers, what the board does, why you have an annual fund) 

 

c. Use lively writing 

1) Use conversational style 

2) Emphasize people rather than events 

3) Have good leads 

4) Write attention-grabbing headlines 

5) Use quotable quotes 

6) Use humor 

7) Create an attractive design 

 

4. Who Should Get Your Newsletter? 

Current parents 

Past parents 

Recent alumni 

Grandparents 

Teachers 

All staff 

Trustees 

Volunteers 

Donors 

Retired faculty and staff 

Realtors 

Doctors 

Hospitals 

Librarians 

Chamber of commerce 

News media 

Education consultants 

Corporate relocation executives 

Counselors at feeder schools 
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E.   Director of Parent Relations 
 

Role: To develop, implement, and coordinate a plan for parent bonding that encompasses all the 

school’s efforts 

 

• Get to know each parent 

• Take over where the admissions office left off 

• Serve as liaison and advisor to the parents organization 

• Initiate, support, and join in parent events 

• Influence publications to address parent concerns and needs 

• Defuse problems early (deal with rumors when they occur) 

• Build an alumni-like support body 

• Serve as advocate for parents (analogous to an alumni director) 

• Partner with educational administration 

• Lead in training parents about the role of the board, administrator, and teacher within the 

Christian school 
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The A to Zs of Mission-Driven Service 
 

 

a.  Encourage faculty to return parent phone calls within 24 hours. 

b.  Encourage faculty to call parents when students “behave.” 

c.  Conduct parent/teacher conferences at least twice a year. 

d.  Follow up in the fall on concerns identified in the enrollment process. 

e.  Encourage and equip faculty to frequently connect with families. 

f.  Administrators must prioritize parent-initiated calls. 

g.  Follow through on all commitments. 

h.  Keep confidences. 

i.  Realize that parent perceptions are “reality” to them. 

j. Attempt to remove the fear of retribution. 

k.  Invite parents into your home (in small groups). 

l.  Annually try to meet with all parents in small-group settings. 

m.  Tap any skill; ask parents to share their expertise. 

n.  Ask parents about student’s attitude, effort, and performance at home. 

o.  Encourage email communication (train on email dos and don’ts). 

p.  Make every effort to meet with parents when they can—be available. 

q.  Develop a family handbook. 

r. Publish calendars, and changes to those calendars, well in advance. 

s.  Roam the halls at the beginning and ending of the school day to meet and 

greet families. 

t.  Welcome honest feedback. 

u.  Welcome and train volunteers. Provide them with resources for their work. 

v.  Continually track and thank volunteers. 

w.  Host new-family orientation. 

x.  Develop a library of parenting resources. 

y.  Provide homework assignments and grade status online. 

z.  Communicate placement and performance of graduates. 
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Exhibit G 
 
 

Retention 

Year ________ 

Grade Capacity Counseled 

out 

Moved Did not 

return 

Total % Attrition  

 

PK 

 

      

 

K 

      

 

1 
      

 

2 
      

 

3 
      

 

4 
      

 

5 
      

 

6 
      

 

7 
      

 

8 
      

 

9 
      

 

10 
      

 

11 
      

 

12 
      

 

TOTAL 
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Exhibit H 

 

Exit Interview 

Sample 

 

[Note: This is a phone interview. It is advisable to send a postcard prior to calling, requesting 

the person’s time and candor to help your school better accomplish its mission.] 

 

Parent name __________________________________________ Phone __________________ 

Student name/grade ____________________________________________________________ 

Length of attendance ______________________ Last day of attendance __________________ 

Reason for leaving 

1. Moved out of area _____________________________ 

2. Enrolled in another school ________________________ 

3. Dissatisfied with school _______________________ 

4. Needs of child not met __________________________ 

5. Financial _____________________________________ 

6. Other ________________________________________ 

 

Please note your level of satisfaction in the following areas (1 is low, 5 is high). Feel free to add 

comments. 

1. Were you satisfied with the school’s environment? 

  1  2  3  4  5 

Comments: ____________________________________________________________________ 

 

 

2. Were you satisfied with the school’s academic program (specifically in relation to your child’s 

experience and specific needs)? 

  1  2  3  4  5 

Comments: ____________________________________________________________________ 
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3. Were you satisfied with your child’s opportunities for spiritual growth? 

  1  2  3  4  5  

Comments: ____________________________________________________________________ 

 

 

4. Were you satisfied with your interactions with faculty and administration? 

1  2  3  4  5  

Comments: ____________________________________________________________________ 

 

 

5. Were you satisfied with your child’s overall experience at ABC Christian School? 

1  2  3  4  5  

Comments: ____________________________________________________________________ 

 

 

Additional comments 

 

6. What was the most positive aspect of your experience at ABC Christian School? 

 

______________________________________________________________________________ 

 

7. What was the most challenging aspect? 

 

______________________________________________________________________________ 

 

8. Is there anything else you would like for me to know? (concerns, ideas for improvement, 

unresolved issues) 

 

______________________________________________________________________________ 
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Exhibit I 

(for use in enrollment packet—explaining how the school is funded) 

Growing and Giving ... at [School Name] 

ABC Christian School is a dynamic place to be. Nearly 700 students fill its halls and classrooms 

each day as they learn to love God and to see His hand in all the disciplines they are studying. 

We take our mission seriously—to build Christian leaders who will transform their generation 

through redemptive lives of service. Because this is our goal, our faculty and staff partner with 

parents in every facet of the school’s varied program. 

 

As a private school (a non-profit 501(c)3 organization), ABC Christian School does not receive 

any federal or state funds for its operation. Rather, it funds its program through student tuition, 

select fund-raising events, and charitable contributions from those who believe in its vital 

mission. Everyone who is a part of the ABC family shares the cost involved in providing 

excellent, Christ-centered education. Parents pay an average of $6,000 per year in tuition for 

each child. Teachers receive approximately 90 percent of the wages of their public school 

counterparts. Hundreds of parent volunteers organize and staff fund-raising events. Businesses 

and individuals throughout the community contribute to these events. Donations—large and 

small—are contributed for facility and program enhancements.  

 

Sharing the cost is sharing the blessing at ABC Christian School. All members of the school 

family are encouraged to give as they are able, commensurate with their ability. Some will give 

leadership gifts, in order to set the pace for others. Some will share their talents, knowing that 

God will orchestrate their contributions into a beautiful masterpiece. Others give of their time to 

serve and pray. Each gift is an important part of God’s provision. Each contribution builds a 

stronger school. 
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Session IV 

Strategic Marketing Tools 

 

Studies have shown that you have about 30 seconds to grab a reader’s attention before he or she 

moves on to something else. This is true for all print media, and it is especially true for websites 

and blogs. In this fast-pace world we live in, it is crucial that you snag your visitor’s attention 

fast. People are busy these days and have very little patience when it comes to viewing printed 

material. 

 

A.   Marketing Tools Overview 

1. Developing Intentional Marketing Tools 

a. Connect emotionally 

 

b. Validate through stories and testimonials 

 

c. Educate 

 

d. Remind 

 

2. Marketing Tools Mix 

a. Search piece 

 

b. Marketing/admissions piece 

 

c. Enrollment packet 

 

d. Course catalog 

 

e. Advertisement 

 

f. Website 

 

g.. Social media, blogs 
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h. Acceptance packet 

 

i. Mission-focused communications 

 

j. Alumni/donor magazine 

 

k. Annual report 

 

3. Marketing Tools Strategies 

a. Setting goals 

1) Audiences: Who are your primary and secondary audiences? 

2) Desired outcome: What do you want to cause them to do? 

3) Key message: What is the most important message to convey? 

4) Strategy: How will you use content, design, color, and medium to best convey your 

message to achieve your desired outcome? 

5) Attention: how can I best attract their attention? 

 

b. Setting parameters to fit your budget 

1) Scope of design: design, color, stock, printing method 

2) Budget 

3) Timeline 

 

c. Getting it done! 

1) Copy and photos 

2) Design 

3) Print coordination 

4) Responsibility 

5) Timeline 

 

4. Catching Your Market’s Attention 

a. Effective design is a rational skill. 
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1) Is not a form of self-expression or a function of personal preference 

2) Is intended to blend meaning with visual technique to impact the reader 

3) Involves creativity but demands clarity 

 

b. Effective design has key attributes. 

1) Empathy: think like your reader 

2) Relevance: make the presentation fit the document’s purpose 

3) Courage: catch attention in unexpected ways 

4) Humor: humanize your subject 

5) Imagination: combine elements in inventive ways 

6) Teamwork: pool the talents and knowledge of others 

7) Discipline: include precision and consistency to create excellence 

 

c. Effective design turns lookers into readers. 

1) Scannable: lead readers through the article to the most important information 

2) Convincing: persuade readers that the document is worth reading 

3) First-glance appeal: answer the question “What’s in it for me?” 
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B.   Branding Your School through Print Image 

 

1. Create a Print Image that Works for You! 

a. Communicate mission 

 

b. Communicate school’s image and quality 

 

c. Communicate distinctives and competitive edge 

 

d. Communicate an accurate impression of the school 

 

e. Communicate the school’s presence and place in the community 

 

2. Print Image and Brand Reinforcement 

a. Establish identity  

 

b. Provide name recognition 

 

c. Communicate quality 

d. Elements of your Print Image 

1) Logo 

 

2) Color 

 

3) Typography 

 

4) Clarity and consistency: usage guide 

 

b. House of brand or branded house? 
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C.   Typography 
 

1. Definitions 

 

Typefaces: categories of type, usually described as type families. They are usually text or 

text/display families. 

 

Typography is the art of designing a communication by using the printed word. 

 

Font: a complete character set of a particular type design or typeface. 

 

Serif font: A large category of typefaces with one common denominator—serifs. Serifs can 

be described as extensions or finishing strokes extending from the ends of a character. They 

enhance readability by guiding the eye from one character to the next. 

 

Sans serif fonts: Sans is the French word for “without,” and thus sans serif typefaces are 

without serifs. These were the first styles to be cut in stone and are popular because of their 

simplicity. 

 

Text type: There are two main categories of type—text and display. Text type is designed to 

be legible at small sizes. 

 

Display type (i.e., script, calligraphic, and handwriting fonts): Display type is intended to 

convey a stronger personality, uses elaborate and more expressive shapes, and presents a 

more stylish look. It is not intended for legibility. 

 

2. Basic Techniques for Emphasis 

 

Italics are the most common form of typographic emphasis. They are most effectively used 

for soft emphasis of words or phrases within a headline or text. Italics are also used instead of 

quotations for book and magazine titles. 

 

Boldface versions of a lighter weight font are a good way to achieve emphasis by way of 

weight contrast. Bolding is best used for subheads, captions, and stand-alone words and 

phrases. It should be used sparingly within text—only in particular instances where a strong 

emphasis is desired. 

 

Underscores are a poor typographic method to achieve emphasis and should be used seldom. 

They are a holdover from typewriter days when they provided the only way to highlight text. 

 

Point size: Varying the point size of your type for emphasis is a technique that should be 

used sparingly, particularly within text. It is best reserved for subheads and other stand-alone 

phrases and should not be used within text unless an extreme emphasis is desired—it disturbs 

the color, texture, and flow of the text. 
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Caps vs. lowercase: Setting a word or phrase in all caps for soft emphasis is a poor choice. It 

interrupts the rhythm and flow of the text. It should be used only for important words or 

phrases that are discussed or referred to at length in the text. Use with discretion. 

 

Changing typestyle to emphasize words in a text block should be avoided unless a very 

strong emphasis is desired, since it is much too harsh of a change. It can be very effective in 

subheads, callout quotes, and the like.  

 

3. Type Size 

 

The average text setting is between 9 point and 12 point, and sometimes up to 14 point. 

Anything smaller becomes hard to read in lengthy copy. If much larger, it puts a strain on the 

eyes for copy of any length. 

 

Display, or headline, type is meant primarily to catch the eye and draw the reader into the 

text. For this reason there are few constraints on size. 

 

4. Line Length 

 

Line length and point size are interrelated, since line length should be somewhat determined 

by the point size for maximum readability: the larger the point size, the longer the line length. 

We read and identify words by the shapes of the letters together, not letter by letter, and we 

also read by groups of words. 

 

If the line length is too short, there will be too many hyphenated words. These interfere with 

readability and force the reader to jump to new lines so often that reading comprehension is 

affected. 

 

On the other hand, line lengths that are too long can create confusion by making it more 

difficult for the eye to find the beginning of the next line in large blocks of text. 
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D.   Research Findings 
 

The true economics of printing must be measured by how much is read and understood, and not 

by how much is produced. —Herbert Spencer 

 

Reading gravity: The eye is trained from babyhood to enter a page at the upper-left corner. Grab 

the reader’s attention by placing compelling copy or design in the upper-left corner. The reader 

follows a left to right pattern—zigzag fashion down the page (thus, called reading gravity). 

Thirty-eight percent of readers showed poor comprehension when reading layouts that force the 

eye to fight against reading gravity. 

 

Serif Font: Print text should be set in serif type for optimal comprehension Sixty-five percent of 

readers showed poor comprehension of text set in sans serif body type. 

 

San Serif Fonts: Electronic text (website, emails) should be set in a san serif type for optimal 

comprehension. Many sans fonts have been developed specifically for electronic media. The 

most readable sans-serif fonts are broad, providing ample space between letters, which facilitates 

recognition. In the opinion of most designers, Verdana is the most effective font for body text. 

 

Bolding may be fine for a few words or lines, but in some respects it resembles the application 

of color. Long text in bold is poorly comprehended. 

Alignment: Flush left or “ragged right," is the most readable alignment. It provides uniform or 

normal letter and word spacing, minimizes awkward hyphenation of words and provides the eye 

with a common starting point for each line. Any significant amount of text set centered or ragged 

left is very difficult to read because the eye must search for the start of each new line.Justified 

alignment—flush left and right—compresses or expands letter and word spacing to fit a given 

line and can produce awkward hyphenation of words. The disadvantages of justified text can be 

reduced by increasing the line length or by decreasing the point size of the type, but that also 

may reduce readability.  On the Web, flush left is the universal standard. 

 

Lowercase headlines are the most legible. There is little or no extra impact if headlines are set in 

all caps. Distorting or merging letters in headlines reduces comprehension significantly. 

 

Spot color—a second color, additional to the standard black, introduced into a page—can do 

wonders for the advertising revenue of publications. 

 

The darker the headline color, the greater the comprehension. Sixty-five percent showed poor 

comprehension of articles with brightly colored headings. 

 

Black type on a lightly tinted background is an attractive marketing option. Colored type on the 

same tints should be avoided. Eighty-one percent showed poor comprehension of text printed in 

bright colors. 

 

Reversed text (white on a dark background) does not communicate well. Eighty-eight percent 

showed poor comprehension of article printed in reverse 
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F.   Writing and Content 

 

1. Clearly Identify Your Audience 

a. What are their current challenges or opportunities (fears, hopes, dreams)? 

 

b. What do they need to hear from you? 

 

c. What needs to be explained and reinforced? 

 

d. What do you want to cause them to do? 

 

2. Write Directly to That Audience 

a. Put yourself in the reader’s place 

 

b. Use a conversational style 

 

c. Use tone and style to convey your content in a desired manner 

 

d. Make it lively and concise 

 

e. Write attention-grabbing headlines 

 

3. Communicate Your Mission 

a. Benefits to your audience 

 

b. Vision for the future 

 

c. Stories of your mission in action 
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d. Validations of your mission 

1) Impact of lives changed 

2) Photos (photo/quotation releases) 

3) Quotes 

4) Student work 

 

4. Develop a Theme or Campaign to Strategically Inform 

a. Highlight a facet of your mission 

 

b. Focus on a facet of your program 

 

c. Over time, rotate focus to cover the entire program 

 

5. Six Principles of Sticky Stories:  SUCCESS (Made to Stick, Chip and Dan Heath) 

 Simple: find the core of any idea. You need to prioritize your ideas. Providing ten 

arguments to a public is doomed to fail since people will not be able to remember them 

all. Be a master of exclusion and stick to the core. 

 Unexpected: grab people’s attention by surprising them. You need to violate people’s 

expectations with counterintuitive surprise. Generate interest and curiosity to endure your 

idea. 

 Concrete: make sure an idea can be grasped and remembered later. Explain in terms of 

human actions and use sensory information. Use concrete images and proverbs. 

 Credible: give idea believability. Look for ways to help people test your ideas for 

themselves. 

 Emotional: help people see the importance of an idea. Let people feel something. 

Research shows that people are more likely to make a charitable gift to a single needy 

individual than to an entire impoverished region. 

 Stories: empower people to use an idea through narrative. Tell stories. Hearing stories 

acts as a kind of mental flight simulator preparing us to respond more quickly and 

effectively. 
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G.   Admission Brochure (Viewbook) 
 

1. Content Focus 

a. Theme: focusing on one compelling aspect of your mission 

 

b. Mission-in-action 

 

b. Market specific—parents, students, division 

 

c. Program validations from students, parents, faculty, and alumni  

 

d. Programs that fulfill mission—competitive advantages 

 

e. Vision for the future 

 

2. Design Focus 

a. Size, shape, layout grid 

 

b. Graphic elements—contextualized within “print image” 

 

c. Photo spreads: when, where, why, how they occur 

 

d. Photos: size, number, color 

 

e. Headlines, scannables 

 

f. Stock, color, run size 

 

(See exhibits J and K located at the end of this session.) 

 

3. Page Focus 
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a. Cover page: 30-3-30 principle 

 

b. Sell page 

 

c. Back cover 

 

4. Time Focus (Time-Sensitive Material) 

a. Tuition and fees 

 

b. Faculty and staff list 

 

c. Course requirements and content 

 

d. School calendar 

 

e. Graduation requirements  

 

5. Maximize your Efforts:  Use “theme” multiple ways 

a. Website 

b. Marketing materials: post cards, thank you notes etc. 

c. Emails 

d. Annual report 

e. Open Houses 
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Viewbook Planning Chart 

Activity  Start Complete Duration Person(s) 

Responsible 

Preproduction      

Brainstorming of theme/copy      

Selection of photographer      

Shooting of photos      

  Professional      

  Yearbook staff      

  Candids      

Storyline development      

Selection of designer      

      

Production      

Writing of copy      

Gathering of quotations and approval 

forms 
     

Selection of photos to support copy      

Layout—1st draft      

1st proof      

Edited copy and photos      

Revisions in design      

2nd proof      

Additional proof(s), if needed      

Final proof      

Blueline      

Designing of envelope      

      

Printing      

Brochure to printer      

Delivery from printer      

Envelope to printer      

Delivery from printer      

      

Postproduction      

Mailing date      

Review of effectiveness      

Refinement of copy      
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I.   Media Advertising 
 

1. Reasons for Advertising 

a. Involves more of the senses than print—evokes emotion 

 

b. Boosts enrollment and name recognition, and proactively addresses perceptions 

 

c. Conveys information 

 

d. Promotes program or special event 

 

e. Announces the accomplishment of goals 

 

2. Gather Information 

a. Cost vs. production and frequency 

 

b. Demographics of listening audience vs. your mission-appropriate goals 

 

c. Special rates or programs 

 

d. How ads are produced 

 

e. References or satisfied users  

 

3. Set Goals and Budget 

a. Partner with a professional 

 

b. Remember that you are the paying client 

 

c. Build relationships with professionals, and network 

 

d. Establish a tracking mechanism 

 

4. Inform School Staff of Ad Campaign
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J.   Scope of Print Image 
 

 View book or brochure 

 Admissions packet materials 

 Forms—applications, references 

 Curriculum guides 

 Grade-level communications 

 Website 

 Social Media: postings, tweets 

 Blogs 

 Emails—all faculty and staff 

 Direct-mail piece/search piece 

 Newsletter—internal, external 

 Magazines—constituency, alumni 

 Directories 

 Athletic uniforms 

 Cheerleading uniforms 

 Letter jackets 

 Vehicle signage 

 Advertising 

 Stationery and envelopes 

 Report cards 

 Mailing envelopes 

 Annual reports 

 Fund-raising materials 

 Calendars—monthly, annual 

 Summer program materials

 

 Christmas, birthday, congratulation 

cards 

 Grade-level brochures 

 Publication about teachers 

 Grade-level communications 

 Course catalogs 

 Postcards—direct mail 

 Shirts, sweats, other “logo” clothes 

 School signage 

 Lectern signs 

 Covers CDs 

 Student newspapers 

 Literary magazines 

 Yearbooks 

 Student/parent handbooks 

 Posters 

 Billboards 

 Pens and pencils 

 Lapel pins 

 Bumper stickers and decals 

 Car window shades 

 School flag 

 Tote bags, umbrellas 

 Refrigerator magnets 
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Exhibit I 

 
The Best of “Legal/Legislative Update” (c) 2005 

 

Permission to Use Student Photographs 
Prepared by attorney John L. Cooley, WootenHart PLC, Roanoke, VA 

 

Q. Our school is considering for advertising purposes using photographs we have taken of 

students and staff. We want to post some of these on the school’s website. The school would 

also like to use photographs in brochures or other print advertising. What legal issues 

should we be aware of in doing this?  

 

A. The major issue the school must consider when using photos of students involves the privacy 

concerns of both parents and students. Not only can photos be unflattering, but a parent, for 

whatever reason, may not want his or her child’s name or picture posted on a website. Schools 

need to be aware of a parent’s privacy concern in our environment today, where anyone can 

obtain access to websites. 

 

The school can address this privacy issue in one of two ways. The first option, while not 

preferred, would have the school place in the admission materials (for example, application or 

reenrollment forms) a statement that the school may use a student’s photograph in advertising 

materials such as brochures, websites, and so forth. The parent then signs the form as part of the 

enrollment or reenrollment process, granting permission to the school to use any photographs 

taken in the normal course of the school year. While this option is easier, it does not afford the 

type of protection that a school ultimately may need.  

 

The second and far more preferable option involves advising parents in advance that the school 

will be taking pictures of students to use in advertising. The school should specify the type or 

venue of advertising. The school would provide a form for the parent to sign, giving the school 

the right and permission to use any photographs of his or her child. This gives specific advance 

notice, with the parent consenting to the photos and the venue in which the photos would appear.  

 

A variation of this preferred process can occur when the school already has photographs of the 

students. The school would contact the parent to advise that the school wants to use the 

photographs in advertising. With the same type of form, the school would ask permission of the 

parent and obtain consent to use the specific photographs in a specific venue. If the parent does 

not consent, the school then would not use the photographs.  

 

The school should also be very careful when providing any identifying information. Unless the 

parent consents to the use of full names, the school should not identify the student. In addition, 

the school should not provide an address or other identifying information from which the 

student’s location could be ascertained without the parent’s specific consent. 
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The form utilized by the school does not need to be extensive. It simply needs to advise the 

parent of the school’s intention to use photographs and the venue in which they will be used. The 

form should request the parent to give permission to use the photograph(s). Upon receipt of the 

signed form, the school can proceed with utilizing the student’s photograph(s).  

 

Finally, the school should be careful not to exceed the permission given. If the permission or 

consent is for one venue only, then to use the photograph in another venue without additional 

consent could exceed the permission. For example, a school could have permission to use a 

photograph in a brochure. Then some time later the school might want to use the photograph on a 

web page. The audience for one is much more limited as opposed to the general audience of 

anyone who has access to the Web. This switching of venues could result in liability for the 

school.
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Exhibit K 

 
The Best of “Legal/Legislative Update” (c) 2005 

 

Permission to Photograph or Videotape Students 
Prepared by attorney John L. Cooley, WootenHart PLC, Roanoke, VA 

 

Q. During the school year our school takes pictures or videos of student activities and events. 

Occasionally, we would like to use the pictures or videos in advertising brochures or other 

promotional materials. How should the school handle the use of these pictures or videos? 
 

A. Students attending a Christian school have a common law expectation of privacy. This right 

of privacy extends to a student’s likeness, whether in a photograph or a video. To use the 

student’s likeness, the school should obtain consent from parents. While a school could place a 

parental consent statement in the student handbook, it may not be sufficient. Accordingly, I 

recommend that a school obtain specific consent for the use of a student’s likeness in school 

publications and promotional materials. This can be done in two ways. 

 

First, a general waiver can be added to your school’s annual enrollment agreement. A parent’s 

signature on the agreement would thus give permission for the child to be photographed or 

videotaped. The following wording can be used: 
 

I/we understand that my/our child’s likeness may be photographed or videotaped by the 

school in the course of school activities. I/we hereby give consent for the school to use 

my/our child’s likeness in promotional and/or advertising materials. 
 

The above wording should protect a school adequately for the general use of a child’s likeness in 

an individual or group picture in the school’s newsletter or for similar publication. 

 

The second way to protect the school involves the use of a specific release. For example, if the 

school is planning on using a child’s likeness in advertising or promotional matters, the school can 

obtain an additional, more specific release. This additional consent form should list at the top the 

student’s name and date the pictures or video was taken. The form should give consent as follows: 
 

I/we _______________________, parent(s) of _________________________ (student’s 

name), understand that my/our child’s likeness was photographed or videotaped by the 

school during the course of activities engaged in by my child at school on ____________ 

(date). I/we have had an opportunity to view and examine the photographs and/or 

videotape to be used. I/we hereby consent for the school to use my/our child’s likeness in 

promotional and/or advertising materials. 

 

Signature(s): __________________________________ 

Date:   __________________________________ 
 

The use of such a consent form, especially if the school is using the child’s likeness in 

advertising, would provide the best legal protection for the school. 
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Session V 

Producing Your Marketing Plan 
A mission-driven marketing-for-recruitment plan will strengthen your school in every way, 

enabling it to better achieve its God-given mission. 

 

A.   Evaluate Your Current Recruitment and Re-recruitment Programs 
1. Essential elements for successful marketing for recruitment 

 
Essential Elements  Is 

Needed 

Needs 

Improvement 

Vibrant and compelling mission statement 

 
  

Knowledge of who and where mission-appropriate markets 

are 
  

A staff person or volunteer dedicated to answer and follow-

up with every student inquiry 
  

Training for all administration and office personnel 

regarding the admissions process 

  

Admissions process utilizes a complete “funnel” to fully 

cultivate, educate, and screen families and students 

  

Tracking of annual statistics: retention, family data, sources 

of inquiries, admissions funnel, etc. 

  

Targeted surveys to gather pertinent data to strengthen  

recruitment and re-recruitment process 

  

Mastery of “controllable image factors”   

Annual retention rates of 93% and above   

Website provides compelling introduction to program with  

ready access to pertinent admissions information (no fees) 

  

Evaluation of your current “brand” and strategies to address 

weakness and promote strengths 

  

Development of  appropriate marketing tools that conveys 

mission effectively in words and pictures 

  

A positive mission-driven school culture centered around 

the students and not the institution 

  

Excellence built into the program—particularly in the areas 

most important to parents and students 

  

Commitment and plan to train faculty on their important 

role in student retention 

  

Evaluation of current “brand” and strategies to address 

weakness and promote strengths 

  

A portfolio of strategic marketing tools that effectively 

convey the school’s mission in words and pictures 

  

A welcoming school culture centered around the students 

and not the institution 
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2. Are you client-driven? 

a. Know who your clients are and where they are 

 

b. Know what your clients expect of you and what they need from you 

 

c. Know how to best serve your clients 

 

d. Know how they feel about you—your strengths and weaknesses 

 

e. Know who they aren’t and why they don’t choose you 

 

f. Know your graduates 

 

3. What is your competitive edge? 

a. Be clear and confident about your mission 

 

b. Maintain the highest academic standards possible 

 

c. Maintain the highest spiritual standards possible 

 

d. Maintain the highest student program standards possible 

 

e. Graduate quality alumni 

 

4. Does your school have a marketing focus? 

School leadership is committed to 

a. Articulate what it means to be client-oriented 

 

b. Train staff and faculty to be responsive to needs 

 

c. Evaluate staff for compliance with mission-driven marketing mind-set and goals 
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d. Clearly state expectations in faculty handbook and personnel manual 

 

e. Describe school culture in viewbook and student/parent handbook 

 

f. Compliment and reward faculty and staff for responsiveness and effectiveness 

 

g. Use target surveys to monitor effectiveness 
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B.   Your Marketing Plan 
 

Your plan should contain one to three-year goals—with well-defined objectives—to build and 

maintain optimum mission-appropriate enrollment. It should include both recruitment and re-

recruitment strategies.  

 

1. Marketing Theory: The Backbone of Your Plan 

a. Service orientation: evaluate and plan for exemplary service 

 

b. Set goals for internal and external marketing 

 

c. Address internal marketing issues first 

 

2. Gather the Facts 

a. Assess your program in light of parent and student need 

 

b. Conduct surveys to pinpoint your program’s strengths and weaknesses 

 

c. Analyze your statistics to identify weak areas 

 

d. Identify your competitive edge (within your community) 

 

3. Establish Goals and Objectives 

a. What do the facts tell you? 

1) Observations 

2) Conclusions 

 

b. Develop strategies to promote strengths and address weaknesses 

1) Validate strengths 

2) Address weaknesses 
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c. Establish goals 

Definition: Goals are general statements of the way in which you will achieve a 

successful mission-driven recruitment and re-recruitment program. 

Example: Our goal is to achieve and maintain a 95–97 percent annual retention rate. 

 

d. Establish objectives (addressing the “problem”) for each goal 

Definition: Objectives are specific steps toward reaching goals. 

Example: Assess and address the weaknesses in our fifth grade classes 

 

e. Analyze and dissect each objective with this eight step process 

1. Clarify  and validate the problem addressed by the objective 

2. Break the problem down/Identify performance gap(s 

3. Set improvement target(s) 

4. Determine root causes for the problem 

5. Develop tasks to achieve objective (using above information) 

6. Implement action steps/tasks 

i. Set timeline and budget 

ii. List resources needed and auxiliary factors to be considered 

iii. Assign action step to individual(s) 

7. Confirm results 

8. Maintain improvements 
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Glossary 
 
 

Mission: A statement of organizational purpose. What an organization offers its 

target audience in order to fulfill its vision. 

 

 

Vision: A description of what an organization will look like if it succeeds in 

implementing its strategies and achieves its full potential. What its target 

audience will be like if they are effectively served. 

 

 

Goal: A long-term organizational target or direction of development. It states 

what the organization wants to accomplish or become over the next 

several years. Goals provide the basis for decisions about the nature, 

scope, and relative priorities of all projects and activities. Everything the 

organization does should help it move toward attainment of one or more 

goals. 

 

 

Objective: A measurable target that must be met on the way to attaining a goal. 

 

 

Strategy: The means by which an organization intends to accomplish a goal or an 

objective. 

 

 

Action Plan: A plan for the day-to-day operation of the admissions process over the 

next twelve months. Development of an action plan requires no more than 

two months. It should be reviewed and updated weekly. 
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C.   Formatting an Institutional Marketing Plan 
 

 

Your final marketing plan should contain the following elements: 

 

1.  An Executive Summary 

 

This section includes the key findings and strategic recommendations advanced by your 

marketing team and presents an overview of the marketplace and the effect your 

marketing plan might have on it. It identifies resource requirements and key marketers, 

and establishes how the plan will be measured. 

 

2.  A Situational Analysis 

 

This section summarizes the findings from targeted surveys, focus groups, and 

admissions and enrollment statistics and presents an analysis of the health of the school 

and the most important marketing challenges and opportunities it faces. 

 

3.  A Goals Statement 

 

It is most practical to limit your institutional marketing plan to four to six high-priority, 

overarching goals that are in harmony with the vision and mission of the school. 

Overarching goals provide strategic direction to the marketing efforts. 

 

4.  A Statement of Barriers to Implementation 

 

It is useful to list anticipated problems that may inhibit plan progress. 

 

5.  Marketing Action Plan 

 

As they are developed, these plans for each goal should be incorporated into the 

document. 

 

6.  An Evaluation Framework 

 

This is a schedule for regular project progress reports to be made to the head of school 

and the marketing committee. 

 

 

 

Adapted from Christina Drouin’s “Steps to a Marketing System” in Marketing Independent 

Schools in the 21st Century, edited by Catherine O’Neill Grace (Washington, DC: National 

Association of Independent Schools, 2001). 
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Marketing Plan 
 

Goal: Establish a mission-driven admissions focus      Date: 7/1/14 to 6/30/15 
 

Objective 

 

Action Step When Who Cost 

 

1. Craft a comprehensive vision 

and mission statement. 

 

 

• Establish a board-approved committee 

made up of faculty, parent, and board 

representatives. 

 

• Research school history, philosophy, and 

policy documents. 

 

• Establish draft statements to be reviewed 

by board and administration. Adopt final 

draft. 

 

• Test draft statement with prioritized 

representative constituencies. Take back to 

committee for review. 

 

• Present final draft for board approval. 

 

• Adopt in policy manual. 

 

 

7/1/14 

 

 

 

 

 

 

 

 

 

 

10/1/14 

 

 

 

11/1/14 

 

Board and administration 

 

 

2. Develop a marketing plan for 

mission introduction. 

 

• Identify all school marketing tools and 

establish a roll-out plan for placing mission 

statement in all publications. Establish 

budget and timeline. 

 

• Create a special board/admin mailing, 

announcing new mission statement to 

entire constituency— including a short 

narrative with rationale. 

 

9/1/14 

 

 

 

 

11/1/14 

 

 

 

 

Administrative and office 

staff 

 

 

 

Head of school and 

development staff 

 

 

 

TBD 

 

 

 

 

$600 

 

 

 



Marketing Your School to Advance Your Mission  

 

Session V: Producing Your Marketing Plan 9 

 

 

• Launch revised mission at fall annual fund 

banquet. Feature a gala introduction of 

mission statement. Hand out refrigerator 

magnets and annual fund materials with 

new statement. 

 

• Head of school writes a series of articles 

about the vision/mission in parent 

newsletter. 

 

• Reenrollment night—feature the board chair 

celebrating the mission through a “state of 

the school” address. 

 

• Place framed vision/mission statement in 

every classroom. 

 

 

10/1/14 

 

 

 

 

 

11/1/14 to 

1/15 

 

 

2/15 

 

 

 

11/1/14 

 

Administrative team 

 

 

 

 

 

Head of school 

 

 

 

Board chair and head of 

school 

 

 

Development and custodial 

staff 

 

$2,000 

(shared 

expense) 

 

 

 

 

 

 

 

 

 

 

 

$500 

 

 

3. Incorporate mission/vision in 

policies and procedures. 

 

• Board evaluates school policies in light of 

mission and vision. 

 

• Administration reviews enrollment and 

reenrollment process (and all brochures, 

applications, and documents) to screen for 

mission appropriateness. 

 

• Make recommendations for enrollment 

process to reflect mission: recruitment, 

cultivation, screening, acceptance, and 

assimilation. 

 

• Redo student application and reenrollment 

forms to reflect mission priorities. 

 

• Communicate process and findings to 

 

11/12/014 

 

 

11/12/14 

 

 

 

 

12/14 

 

 

 

 

1/15 

 

 

1/15 

 

Board and administration 

 

 

Administrative team 

 

 

 

 

Administrative team 

 

 

 

 

Administrative team 

 

 

Head of school and 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

$750 
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faculty and staff. Print new application.  admissions director 

 

 

 

4. Educate faculty regarding 

mission and vision. 

 

• Conduct faculty meetings to educate, 

inspire, and equip. 

 

• Feature a dynamic motivation speaker. 

Brainstorm application in small groups. 

 

• Train staff for mission communication. 

 

3/4/015 

 

 

4/15 

 

 

6/15 

 

 

 

Administrative team 

 

 

TBD 

 

 

Administrative team and 

communications director 

 

 

$500 

 

 

$300 

 

5. Identify/train staff member to 

become admissions director. 

 

• Set criteria for position. 

 

• Identify and purchase database for 

admissions tracking. 

 

• Identify, select, and train current personnel 

(already committed to school’s mission). 

 

• Funnel all admissions-related calls and 

visits to new office. 

 

• Attend seminar/class on recruitment and 

admissions process. 

 

 

12/14 

 

12/14 

 

 

1/15 

 

 

1/15 

 

 

3/15 

 

 

 

Head of school 

 

Head of school 

 

 

 

 

 

Office staff 

 

 

 

 

 

 

 

 

$8,000 

 

 

 

 

 

 

 

 

$1,500 

 

6. Set new objectives for mission-

driven marketing 

 

 

FY Year 2007–2008 

 

 

5/6/015 

 

Administrative team 
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Is Your Mission Showing? 
Attracting Students—Quality and Quantity 

 

 

Jan Stump, M.A. CFRE 

 

Setting down the telephone receiver, I glanced at the clock and was surprised at the lateness of 

the hour. I was engrossed in my lengthy but rewarding conversation, so I hadn’t noticed that the 

activity in the halls was waning. The prospective school family—anticipating a job transfer to 

our city—plied me with questions, first about our school and then about our community. Their 

children were thriving in a Christian school, and the parents were calling each private school in 

town. Eager to find a compatible experience for their young children, they asked informed 

questions, and as we discussed their hopes and dreams for their children, the conversation 

warmed and flowed. “Perhaps,” I reflected, “this is the beginning of a lasting relationship.”  

 

It had been a busy day, and between routine administrative work and several unscheduled 

visitors, I had fielded numerous inquiry calls. My thoughts turned to my conversation with a dad 

about his eleventh-grade son. Clearly frustrated, this gentleman wanted just the facts: cost, 

availability, hours, graduation requirements, and enrollment standards. When asked if he was 

familiar with our school and its mission, he hesitated, saying that his son’s counselor 

recommended us. Soon he revealed his motive for calling. Expelled from the public school with 

one quarter remaining, his son was in danger of losing his credits if he did not enroll in another 

program. I gathered that he would tolerate our “religion” requirements if his son could somehow 

salvage his high school career.  

 

Two calls and two completely different conversations! My thoughts, however, drifted to a 

third—very delightful—inquiry. The ten minutes were filled with the hopeful questions of a 

parent eagerly wanting to provide for and protect his young child. As I jotted down the pertinent 

family information on the contact sheet, I asked for the child’s name. There was a pause. 

Sheepishly, this eager parent admitted that his wife was presently in labor and that the child was 

due to be born that day. His forethought both amused and heartened me. What a great 

opportunity I had to educate him, as well as kindle a desire for Christian schooling!  

 

The Potential of the Admissions Process 
 

Whether realizing it or not, most Christian school leaders face incredible opportunities daily to 

strengthen our schools and the families within our communities. Too often, we do not give time 

and priority to phone calls and visits, instead leaving them to be addressed on the run by 

overworked or unprepared staff. For schools with admissions staff, budgetary necessity, not 

mission focus, often drives the process. We pressure staff to enroll students in order to strengthen 

the operating budget, rather than to enroll those who will most likely thrive in our schools. It 

takes time to nurture relationships, to listen to hearts, and to educate families about the school’s 

mission.  

 

It may seem contradictory, but a full school is not the primary objective of the admissions 

process. Instead, we want to draw and keep families who understand and support our God-given 



Marketing Your School to Advance Your Mission  

 

Session V: Producing Your Marketing Plan 12 

 

mission to their children. Therefore, schools must clearly understand their educational and 

spiritual goals and accomplish them—increasingly over time—in the lives of their students. A 

unique and well-articulated mission guides the admissions process and gives the staff a game 

plan for cultivating relationships with mission-appropriate markets such as churches and feeder 

schools through daily calls and visits. My three phone conversations with prospective parents not 

only illustrate the variety of circumstances in which families inquire; they also highlight the 

importance of a prepared and defined philosophy that can guide such discussions.  

 

Those who respond to each inquiry have the potential over time to shape the school and move it 

closer to its stated purpose. A thoughtful and caring staff member can cultivate a desire for the 

compelling fruit of a Christ-centered education while gently redirecting those who inquire for 

various misguided reasons. An insightful, proactive board and administration will allocate 

resources, however modest at first, to begin a thoughtful mission-directed approach to the 

cultivation and eventual enrollment of students. When we elevate the admissions process, from 

the time of the first inquiry through assimilation into the school’s culture, we elevate the Christ-

centered mission as well. 

 

Defining Mission-Driven Admissions 
 

At this point, some might ask, “What do you mean by ‘mission-driven’? Isn’t the mission of the 

Christian school obvious?” Yes, many of us would agree that our overriding mission brings the 

person of Christ and His Word to every facet of the learning process. However, few schools see 

the direct relationship between specific standards and practice, and the ability to achieve mission 

objectives.  

 

Although a full philosophical discussion remains beyond the scope of this chapter, I want to 

stress the importance for every Christian school of having a thoughtful, diligently researched, 

and carefully formulated biblical philosophy for what it hopes to accomplish in the lives of its 

students. This philosophy should spring from an awe-filled and ever increasing awareness that in 

Christ “are hidden all the treasures of wisdom and knowledge” (Colossians 2:3, NIV) and that 

only by having the mind of Christ can we become truly wise (1 Corinthians 2:16). Although our 

schools should be protected places, they do not exist primarily to protect. Many of our schools 

outperform their public school counterparts, yet superior academic preparation alone does not 

secure our uniqueness.  

 

Finding a Specific Niche  
 

Each school, however, has a distinctive niche within its community, and its specific mission 

derives from a careful analysis of that niche in light of its history and educational philosophy. 

Some schools focus strongly on college preparation, an essential emphasis for many 

contemporary families; some offer special resources for students with learning challenges; some 

serve families primarily of a specific congregation or denomination; and some target the 

unsaved, while others seek to partner only with Christian families. 

 

Even in this short list, we can see that some of these mission focuses appear at odds with each 

other. In fact, families choose schools for contradictory reasons. If we take a shotgun approach to 
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admissions, enrolling students with divergent needs and expectations, we make little progress 

toward achieving excellence or accomplishing stated objectives. Year after year, schools suffer 

poor morale when teachers struggle to meet a spectrum of needs, when parents grow disgruntled 

and withdraw, when fiscal health deteriorates, and when student behavior clones the prevailing 

cultural norms. A watching community observes this instability and forms opinions about the 

efficacy of Christian school education.  

 

Before we implement a mission-driven admissions approach, we should engage in careful 

institutional soul-searching, answering the following questions: Why were we founded? Why do 

we now exist? Whom do we serve? What, specifically, do we hope to accomplish in the lives of 

our students? Are we accomplishing our goals? To answer these and other questions, we must 

engage in institutional archaeology, as we attempt to dig up the founding vision of our school. 

Although the school may have intentionally changed course over the years, understanding the 

past provides insight for the present. If the school has drifted from its original mission, this 

exercise can serve as a caution and prescription for future decisions. Consultant Jean Crawford 

summarizes our challenge: 

 

Identifying who we are, what we do, and what outcomes we expect to achieve is one of the 

most challenging roles an organization has to accomplish. If [it] was accomplished some 

time ago, it may be appropriate to review the vision and mission statements to ensure they 

accurately reflect the current organization.... The culture of the organization reflects how we 

carry out our work. The vision and mission tell us what we aspire to be. Not-for-profits 

should receive input from stakeholders and the community. What values guide us? Are we 

customer focused? Are we a learning organization that adapts to change and makes 

improvements? (2001) 

 

Stating the Mission 
 

If we intend to reach unchurched youth in our community, then outreach should be a part of the 

mission statement. If we desire to provide a nurturing environment and/or rigorous college 

preparatory academics, then these specifics should appear as well. We should clearly articulate 

spiritual distinctives. What specific attitudes and actions do we desire to nurture? Do we expect 

our students to transform their culture, live lives of service, transition into a traditional 

classroom, or excel in the university or workplace? If so, we must include these objectives in our 

mission. Thus, our mission becomes the tool by which we evaluate our progress toward our 

goals. 

 

Given the spiritual importance of the task, we as Christian school leaders and educators should 

focus on building effective and spiritually productive schools to the glory of God. Dependence 

on the Holy Spirit can make us willing to enlarge our vision, focus our mission, and take the 

courageous steps necessary to bring them to fruition.  

 

Refocusing Resources 
 

A prayerfully focused mission allows us to channel our resources toward achieving targeted 

outcomes. Rather than providing a broad but mediocre program, we concentrate on 
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accomplishing limited and prioritized goals. If, for example, the school wants to partner with 

Christian families in the education of their children, the recruitment budget should target the 

Christian market and not the entire community. Similarly, the admissions staff should invest 

their efforts nurturing relationships with mission-appropriate families rather than with those 

whose children are less likely to thrive or even be admitted to the school. 

 

Envisioning the Mission-in-Action 
 

When my children were very young, I hoped to nurture sons who would have open and sweet 

countenances. In times of discipline, training, and celebration, I monitored their heart attitudes 

through their expressions. What do we look for in the lives of our students? Faculty and staff 

must discuss what students and alumni “would look like” if the school’s mission were being 

accomplished. Of course, this description should include actions, attitudes, passions, and 

priorities. As we spend time envisioning our mission-in-action, excitement and unity of purpose 

will grow. As the faculty adopts a unified philosophy and direction for their instruction, the 

mission will move increasingly toward accomplishment.  

 

The admissions process does not exist in a vacuum. It links fundamentally to the philosophical 

framework of the school. Enrolled students and their families will eventually shape the school. 

The more purposefully we articulate our mission, attract families that understand and support it, 

and gently distance those that don’t, the more surely we can achieve our God-given mission. 

When we administrators guide this process proactively and diligently, our schools move 

incrementally toward their objectives.  

 

Mission-Driven Admissions Starts Internally 
 

Recruiting new students begins by satisfying and retaining the mission-appropriate students we 

already have. Amid the pressures of operating a viable program (often on a shoestring budget), 

we can easily lose sight of the fact that as a school we render a service for fees paid. Our schools 

belong to the service industry, and we must provide worthy service. The more effectively we 

accomplish our mission, the more effectively we will retain our students. It does little good to 

enroll scores of new students if just as many withdraw.  

 

High student turnover has a deleterious effect on the entire program because disgruntled families 

leaving the school generate negative publicity in the community. Often, departing families justify 

their decision to withdraw by criticizing the school, and their injurious comments are given 

credence because the critics have experienced the program firsthand. Hostile evaluation moves 

faster than positive evaluation and has greater impact. We must take student attrition very 

seriously. 

 

According to Independent School Management’s (ISM) newsletter To The Point, “Any time a 

student or family initiates the move to a competing school, [we] should consider that [our] school 

has failed in its promise” (1996). Although financial struggle is often stated as the reason for 

student withdrawal, ISM suggests that parents really mean that the education is no longer worth 

the cost. Thus, student retention should be a priority for the enrollment strategy. We must 

consistently demonstrate competent and Christlike service.  
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A mission-driven admissions program carries a dual focus—internally striving to satisfy and 

keep mission-appropriate school families, and externally attempting to draw new families who 

understand and support that mission. Many schools cannot consistently enroll the quality of 

students they desire because they have relaxed their admissions standards. Therefore, they 

struggle with discipline problems, with families at odds with the school’s mission, or with 

students whose academic needs they cannot meet.  

 

Internal Mission Focus 
 

Before a proactive admissions program can be successful, the board and administrators must 

evaluate current programs and establish or reaffirm mission-driven standards and policies. The 

annual reenrollment process can keep the parents aware of the school’s mission. Providing an 

annual means for parents and students to reaffirm their commitment to the school’s core values 

gives the school opportunity to monitor changes. Then it can deal expeditiously but carefully 

with enrolled families who are no longer mission-appropriate.  

 

Some Christian schools struggle with a “reform school” image, and sadly many have earned it. 

They have lost sight of the profundity of their task, and they often react out of desperation rather 

than vision. It takes courage and faith to enforce policies and standards at the risk of losing 

families, and thus much needed revenue. The author of Hebrews writes, “No discipline seems 

pleasant at the time, but painful. Later on, however, it produces a harvest of righteousness and 

peace for those who have been trained by it” (Hebrews 12:11, NIV). It takes discipline to make 

wise decisions consistently. We must esteem the mission enough to uphold standards that will 

strengthen the school. 

 

Once we establish the school’s specific mission and put supporting policies in place, all 

publications and procedures should be evaluated accordingly. If, for example, the mission is to 

partner with Christian families, then all written and spoken communication should clearly 

convey this message, thus drawing mission-appropriate families early in the enrollment process. 

An effective admissions brochure presents the school’s mission clearly and compellingly in 

words and pictures, and does so in a way that attracts like-minded families while deterring those 

with other priorities. 

 

Role of the Faculty  
 

Faculty must be consistently encouraged and trained to see their essential role in the admissions 

process. Not only do they affect student retention; they play a crucial role in welcoming and 

educating new families. Veteran faculty and staff can adopt a bunker mentality, assuming the 

beleaguered position of the overworked, underpaid, and underappreciated. Throwing open their 

classroom doors to welcome parent volunteers and prospective parents can prove difficult for 

many.  

 

I remember my first attempt at shifting the focus of our school culture from inward to outward. 

The initial resistance I encountered eventually crumbled because of persistent education and 

encouragement, as well as the wonderful reward of the unleashed support and resources of 
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incredible school families. Our school parents need to spend time in the classrooms to witness 

the Spirit of God at work through dedicated teachers. They will leave encouraged in their 

commitment to Christian education. Some weak teachers or demanding parents challenge the 

wisdom of this open-door policy, but problems are less likely to be swept under the carpet and 

ignored when such a policy is in place. Problems rarely resolve themselves; they only grow. 

Together, faculty and parents can create a compelling atmosphere in which the school’s mission 

can flourish. 

 

The Foundation 
 

Where do we start? Creating a strategic plan is an important process and tool to identify and 

affirm our mission and core values, to identify strengths and weaknesses, and to recognize 

opportunities and threats. Fisher Howe asserts that the strategic planning process “calls on an 

organization to think through and articulate its mission—the purposes, programs, and priorities; 

and the values—not what it does but how it does it; and its vision—what kind of an organization 

it wants to be in the coming years” (2001). One- to five-year goals derive from this plan, and 

include action steps delineated and prioritized. Such a process brings ordered perspective to what 

can be an overwhelming task of sorting needs and tackling issues. It takes godly wisdom and 

vision to begin operating from a mission-driven perspective while addressing weaknesses and 

minimizing threats. Strategic planning guides an institution to increasing levels of maturity and 

effectiveness. 

 

Attracting Mission-Appropriate Students 
 

Let’s consider a practical example. It takes time to plan and implement change effectively, and 

our school needs thirty more students now to balance the budget. In the meantime, how and 

where do we find the students we need? In his book Mission Based Marketing, Peter 

Brinckerhoff explains, “Market segmenting is the technique of looking at your larger markets in 

more finite parts, and then deciding which of those parts your organization can, should, and 

wants to serve. It is a technique that will really focus you on what you do best” (1997). Thus, 

market segmentation enables us to prioritize our markets on the basis of our mission and core 

values. Where are we most likely to find mission-appropriate students?  

 

Mission-Appropriate Markets—A Place to Start 
 

Once we identify key markets, we should prioritize those that are most closely connected with 

us, and we should strengthen the bond by consistently demonstrating our mission-in-action. For 

example, if our school serves families attending fifty churches, it makes sense to cultivate 

relationships with the families who attend the ten churches most represented by our student 

population. We can enlist satisfied families as ambassadors in their churches to build bridges 

between the school and potential school families. Similarly, we should prioritize outreach to 

preschools and other feeder schools on the basis of their relationship to our program.  

 

While we continually expand our network to more distant markets, we will reap greater results 

from those already impacted by our mission. Satisfied school families generate positive word-of-

mouth advertising, which is the most effective tool in attracting other mission-appropriate 



Marketing Your School to Advance Your Mission  

 

Session V: Producing Your Marketing Plan 17 

 

families. Schools with full enrollment and waiting pools know the power of satisfied parents. If 

we take the time to build nurturing relationships with parents and accomplish our mission in the 

lives of their children, we will produce effective ambassadors. Christlike service is always the 

first step in becoming mission driven.  

 

Our outreach can now expand to fringe markets. We should ask the following questions: Who 

and where are the mission-appropriate markets that already know of our existence but have no 

connection with us? Who and where are the mission-appropriate markets that don’t know we 

exist? Now we must catch the attention of those who would share our mission and thrive in our 

program—if they knew we existed. This extended marketing outreach is selective and controlled 

so that we use resources strategically and frugally. 

 

Effective Use of Marketing Tools  
 

Marketing tools, such as view books; tri-fold brochures; postcards; newsletters; videos; and print, 

radio, or TV advertising should clearly communicate the school’s mission in words and pictures. 

Often our school’s marketing tools focus on the institution and its history and achievements, not 

on how we accomplish our mission vibrantly in our relationships and faith/learning interactions. 

Whatever the budget, we can tell our story compellingly through lively prose that conveys both 

the life of our school and its engagement in Christ-centered learning. Statistics and charts have 

their place, but documented quotations, first-person stories, and close-up photographs draw in 

more readers.  

 

Each admissions tool should have a stated goal before production begins. We must consider the 

audience and what they value. All communication should target a mission-specific audience by 

appealing only to families that would fit within the context of our mission. It should also have a 

tone that reflects the school’s style and culture. It is also notable that if no one reads our 

brochure, it doesn’t matter how brilliant its content is, so let’s keep it concise and readable, with 

lots of white space surrounding the narrative. 

 

Every communication with the school family, constituency, and surrounding community should 

communicate the mission in one or more of the following areas: academics, spiritual 

development, service and outreach, athletics, fine arts, extracurricular activities, and fund-

raising. Every external and internal communication becomes a marketing tool, therefore painting 

a verbal picture of the mission-in-action in each newsletter, report card, memo, and press release. 

Over time, the consistency and volume of this targeted information will educate and strengthen 

our constituency and thus our mission.  

 

Prioritizing Admissions 
 

Attracting and keeping quality mission-appropriate students will not work with a hit-or-miss 

process; it must be a prayerfully and strategically orchestrated process—no matter the size of the 

school or the budget. Not an isolated program, the admissions process draws its vitality and 

message from a healthy and visionary school; in turn, it perpetuates that health as we enroll 

quality students and nurture relationships. This cycle cannot take place unless the board and 
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administration embrace this mission-driven approach, educate faculty and staff, allocate 

resources, and prioritize goals.  

 

Our schools can begin by equipping an outgoing, relational staff member to answer every new 

student inquiry. This person takes time to listen to each family’s heart, to involve them when 

appropriate in the mission of the school, to guide them through the process, and to strengthen 

their bond with the school until their children are fully assimilated. Admissions personnel require 

the full support of the faculty and administration so that prospective families feel warmly 

received during classroom visits and open houses. A spacious office, stunning brochures, and a 

professional video can help the recruiting process; however, a staff person who loves people and 

believes in the school is a priceless resource. Even small schools can have a successful recruiting 

process through careful use of well-trained part-time or volunteer help.  

 

The Mission-Driven Admissions Process 
 

The phone rings. You promptly answer it, finding a rather tentative caller on the line. Not sure 

where to start, the young dad asks the standard question: “How much is tuition?” Although you 

answer it, you also draw him into a conversation. His bright son, growing bored with school, has 

begun to get into mischief. As you listen and respond with questions, you hear his fears and 

hopes for his child. He asks about academics and discipline, and you answer each question 

within the context of your school’s mission.  

 

Although uninformed about Christian schooling, he listens and learns because of the newly 

perceived need in his child’s education. By the end of the conversation, he begins to sense what 

he is missing. Later that day, you add a personal note to the information packet you send him, 

addressing his concerns and inviting him for a personal visit. You nurture this budding 

relationship through a mission-guided process that leads to the enrollment of his son and 

eventually to the bonding of his family to the school community. Two years later when his 

preschooler prepares for kindergarten, there is no question where she will attend. 

 

Relationships Rule 
 

Vibrant relationships form the foundation of a fruitful admissions program as well as a profitable 

development program. As we draw families to the school through Christlike relationships and 

they experience the mission firsthand, they will eventually give time, energy, and finances, thus 

producing a strong support base for the school. It takes time to build relationships with 

prospective parents, but the investment will reap bountiful rewards. We need to listen for 

families who are not mission-appropriate or whose academic needs cannot be met in our school. 

Once we establish rapport, we can redirect families who are not appropriate candidates for 

admission to other schools more suited to their priorities or needs.  

 

Families appreciate a straightforward approach. If desired programs are not available for their 

child, we must be honest with them. If we wish to enroll families active in their churches, we 

need to communicate that clearly in the first conversation. It will not only save time and perhaps 

embarrassment; it will also keep expectations in line with reality, preventing damaging 

repercussions. Families inquire because of perceived need, not always because they understand 
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the Christian philosophy of education. Through relationship, a family’s needs and desires may 

come to match the school’s mission and program.  

 

Establishing an Admissions Process  
 

The student application should clearly state the school’s educational philosophy, its distinctives, 

and its enrollment procedures. It should define the mission and provide enough information for 

families to make an informed decision. Applications can require any or all of the following 

elements: pastor’s reference, administrator’s reference, personal reference, answers to a student 

questionnaire, grades and transcripts, personal essay, personal testimony, and signed parent-

student cooperative agreement. Each aspect of the application needs to provide the information 

necessary to make a mission-directed decision.  

 

Family interviews should be a part of every school’s admissions process. Although they require 

considerable time and effort of several staff members, they provide an essential step in the 

screening and bonding process. In many schools, grade-level administrators conduct interviews. 

While this method works, it is wise to involve two or three additional staff members. We need 

continuity between interview teams, but having several interviewers provides a balance of 

personalities and perspectives. Bridging the possible information gap between faculty and 

administrators, teachers become invested in the process as they connect with new families and 

communicate with their colleagues.  

 

We should plan interview questions derived from our specific mission, and we should plan the 

objectives and tone of the interviews as well. If we grill potential applicants in order to “skim the 

cream” off the waiting list, the interviews will not be effective as a relational tool. However, if 

admissions personnel have completed a thorough screening through mission-directed brochures, 

phone conversations, and site visits, most of those interviewed will enroll. Valid objectives for 

the interview can include the following: observing family dynamics, assessing student attitudes 

and actions, educating families, conveying information, answering questions, and assessing 

ability to meet academic needs. These objectives inform the tone and content of the interview.  

 

We need to choose interview questions prayerfully. Five or six well-designed questions can elicit 

a discussion that can last up to an hour. The questions should be tested to determine whether they 

are easy to understand and likely to evoke the desired information. We must carefully scrutinize 

the mission statement, breaking it down into elements that form the core of the interview 

questions. Each interview should be consistent and well documented, with some objective 

component to rate the mission-appropriateness of applicants. We can evaluate the interview 

process annually, garnering input from all those involved.  

 

Let us consider a school that undertakes a thorough self-study and recognizes that its college 

preparatory program is good but far from excellent. While the majority of its parents desire a 

college-preparatory emphasis, some require a resource program for students with special needs. 

The school has neither the space nor the budget to meet the needs of students with moderate to 

severe learning challenges. It is better to do a few things with excellence rather than to do many 

things with mediocrity.  
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Considering demand in light of resources, we as school leaders narrow our focus and build 

excellence into our core academic program in order to meet the needs of the majority of school 

families more effectively. This decision informs our admissions process; now we can test all 

applicants to see if our school can meet each student’s learning needs. In the future, our strategic 

plan may guide us in another direction, but for now we can concentrate our resources in one 

direction.  

 

Evaluating and Protecting the Process 
 

The enrollment process should be uniquely tailored to each school. It should strengthen 

effectiveness, not become a bureaucratic nightmare. We must evaluate the process annually by 

obtaining input from those who interview as well as from the general faculty. What trends have 

they observed? Are new students more or less prepared? Are there fewer or more behavior 

problems? Are families cooperative and supportive?  

 

We have to guard the admissions process from two enemies: pragmatism and legalism. 

Pragmatism can threaten the process during times of high and low student interest. When we 

need students, we may be tempted to fill openings just to meet financial obligations, regardless 

of the fit. During times of high demand, we can also stray from mission-driven criteria and enroll 

those with the best test scores or the ability to pay, rather than families who align with our 

educational objectives. Over time, these daily decisions profoundly impact the spiritual vibrancy 

of the school.  

 

The second enemy is a legalistic mind-set that can result from a well-honed process. Too often 

we quantify students by their responses and select them by points earned. While objective 

measures help balance subjectivism, we must humbly seek God’s wisdom throughout the entire 

process. Sometimes when every answer is correct and every requirement fulfilled, we sense a red 

flag signaling that a family may not fit. Other times, a family may stumble through the questions, 

yet we reach consensus that they need to be brought into the life of the school. God’s grace must 

continually control the admissions process.  

 

Bonding Families to the School 
 

The admissions process does not end when students enroll; it continues until students and their 

families bond firmly to the school. Most children have anxiety about starting a new school, 

particularly secondary students. It is just as stressful for parents since they want their child to 

adjust to the school they have carefully selected. We do well to invest considerable planning into 

assimilating new students into the school family. We can host a new-family orientation, which 

can prepare parents for coming adjustments and assure them of the school’s concern and 

partnership. Pertinent information reduces anxiety and increases a sense of partnership. We 

reassure new students when we give them opportunity to preview their classrooms, find their 

lockers, and orient themselves to their schedules. Pairing students by grade also relieves their 

anxiety since they don’t have to face lunchtime alone or stand out in isolation.  

 

Truth in advertising applies to the marketing process of admissions. By promising too much, we 

set up new families for disillusionment or failure. It disarms disgruntled school parents to hear 
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staff acknowledge areas of weakness and share strategies for change. Most parents don’t expect 

perfection; it encourages them to see problems identified and addressed.  
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Resources 

Association of Fundraising Professionals; 703-684-0410, http://www.afpnet.org. 

 

Council for Advancement and Support of Education: 202-328-2273, http://www.case.org. 

 

Independent School Management: 302-656-4944, http://www.isminc.com 

 

Jossey-Bass Publishing: http://www.josseybass.com/WileyCDA. 

 

Public Relations Society of America: http://www.prsa.org. 
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