
 
Presented by: 

 

Rick Newberry and Terry Kok 

www.EnrollmentCatalyst.com 

© 2011 Enrollment Catalyst 



 During this webinar we will take an inside 
look at the marketing and enrollment effort 
at Calvin Christian School in Escondido, CA. 

 In 2010-11, under the leadership of Terry 
Kok, the school invested in research, 
developed a strategic enrollment and 
marketing plan, launched a new website, 
and hired a full-time director of enrollment 
and marketing.  
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Terry Kok, Superintendent, Calvin 
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Rick Newberry, President, 
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Terry is the Superintendent of Calvin Christian 
Schools in Escondido, CA 
 
• B.A. from Seattle Pacific University in History 
• M.A. from Central Washington University in 

Educational Administration 
 

• www.CalvinChristianEscondido.org 
 



The mission of Calvin Christian School, in cooperation with 
the home and church, is to teach the whole child from a 

Biblical worldview, founded in the Reformation, providing 
children from Christian families with an excellent education 

for a life of Christ-centered service. 



Rick is the President of Enrollment Catalyst 
 
• B.A. from Cornerstone University 
• M.T.S. from Grand Rapids Theological 

Seminary 
• Ph.D. from Michigan State University 

 
• www.EnrollmentCatalyst.com 
 

 

 

 



  

Enrollment Catalyst partners with school leaders 
to provide coaching in their enrollment 

management and marketing systems, strategies, 
and solutions needed to reach their goals. 
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The school’s leadership had 
just completed a strategic 
plan and needed to address its 
enrollment decline. 
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 The Strategic Planning Process at Calvin 
Christian identified the need to address the 
decline in enrollment and to develop a 
marketing and enrollment plan. 
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 Turnaround the declining enrollment. 

 Lack of marketing expertise on staff. 

 Need to conduct research to understand the 
brand and the perceptions of parents, faculty 
and staff. 

 Need to develop a marketing and enrollment 
plan for the school. 

 Recommendation of CSI. 



The leadership of Calvin 
Christian considered several 
options for selecting a 
marketing partner. 
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 Why was it important and necessary for the 
leadership of Calvin Christian School to hire a 
marketing company? 



 What was the process in hiring a marketing 
company for Calvin Christian Schools? 
◦ Considered a variety of companies 

◦ Need to hire a company with expertise in: 

 Marketing  

 Enrollment 

 Christian schools 



The development of a strategic 
enrollment and marketing plan for 
Calvin Christian included research, 
assessment and planning. 



 Phase 1  
◦ Review of existing enrollment data, reports and 

marketing materials 

 Phase 2  
◦ Conduct interviews with leadership and admissions 

◦ Conduct focus groups with parents, alumni, 
students, faculty/staff, and community members 

◦ Conduct an online parent survey 

 Phase 3  
◦ Present findings and recommendations in a 

strategic marketing and enrollment plan 
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 Understand the Calvin Christian brand: 
◦ Words and phrases that describe CCS 

◦ Strengths of CCS 

◦ Weaknesses of CCS 

◦ Key messages to communicate CCS to prospective 
families 

◦ Changes to make CCS a better school 

 Understand how to best market Calvin 
Christian: 
◦ Enrollment issues 

◦ Marketing to the community 



 Measure parent satisfaction through 
quantitative and qualitative questions. 

 56% of the CCS parents completed the survey. 



As a result of the process, the 
research findings, implications and 
the marketing and enrollment plan 
were presented to the leadership. 
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 The Board, Superintendent and administrative 
team are passionate and experienced leaders 
committed to moving the school forward. 
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 Overall, the parents are very satisfied with the 
educational experiences and opportunities at 
Calvin Christian School. 
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 With 50 years of history within the 
community, Calvin Christian has an 
established track record of providing an 
education integrated with faith for students 
and families. This strength of the school will 
need to propel the school forward to the next 
decade and beyond. 
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 During the past decade, Calvin Christian 
School has declined in enrollment from a high 
of 619 students enrolled in 2002-03 to a low 
of 436 student in 2010-11. 
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 The high school enrollment has declined and 
is not at a critical mass that it needs to 
operate efficiently. Students chose not to stay 
at Calvin Christian for high school because of 
the size, cost, the attraction of public schools 
and charter schools. The retention rate from 
8th to 9th needs to continue to improve as well 
as the recruitment of new students to the 
high school.  
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 One of the main concerns expressed by 
parents is that rising cost of the tuition at 
Calvin Christian. This is partially the result of 
the economic challenges facing the 
community. 
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 The Escondido area is a very competitive 
school market. With there is some 
competition from area Christian schools, the 
main competition is with the public schools, 
especially the Charter school. Parents need to 
be sold on the value of sending their child to 
a Christian school above that of a “free and 
good” Charter school that is “quasi” Christian.  
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 Because of its lack of marketing, Calvin 
Christian School is not well-known in the 
community. Therefore, there is limited 
awareness of this school even though it has 
been in the community for 50 years. 
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 The enrollment director, while passionate 
about selling the school, only functions in 
this capacity in a part-time job along with his 
athletic director duties. 
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 The staff has not reached out to area 
Churches and pastors in a strategic way to 
expand the reach and marketing of the 
school. 
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 Exclusive versus inclusive community 
◦ Welcomes families with closed arms 

◦ “If you ain’t Dutch, you ain’t much” 

◦ Society and voting structure 

 Perception that this is school primarily for 
Dutch families even though 2/3 of the 
families are not Reformed 
◦ Community leaders focus group – when asked what 

% of families are Reformed, their answers were 80%, 
50-60%, 90% of the people I know, and 60%. 
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 The Escondido community is comprised of a 
Hispanic majority. Little effort has been made 
to reach out to this group to diversify the 
school. 
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 Community Service 
◦ While students are involved in service opportunities, 

the overall community service program is not 
distinctive at the school. Many private schools have 
made this area an integral part of their program. As 
students, faculty and staff become more involved in 
community service, they will be seen in the 
community. This service will have a direct impact on 
the development of each student while providing 
promotional opportunities for how students are 
making a difference in the community. 
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 Dutch Community / Reformed Structure 
◦ Consideration will need to be made concerning the 

board structure, voting privileges, and faculty/staff 
church commitments at the school as it realizes its 
reach to the non-Reformed community.  
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 Hispanic Faculty and Staff 
◦ As the leadership considers it desire to reach the 

Hispanic community, it will be important to hire 
faculty and staff from this ethnic background. This 
will take a institution wide commitment to focus on 
diversity in order to reach this market. 
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 Continual Quality Improvement 
◦ The leadership will need to continue to improve the 

quality of the school by addressing some of the 
issues raised in this report. This, in turn, will help 
improve the overall retention rate at the school. 
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 Enhance the Calvin Christian brand and 
develop a new website and marketing 
materials 

 Commit to a full-time position in enrollment 
and marketing 

 Develop annual enrollment goals for all areas 
of the admissions and retention process 

 Increase inquiries and applications 

 Implement an aggressive and systematic 
follow-up process 
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 Fuel word-of-mouth both internally and 
externally through current parents 

 Reach the Church community to find like-
minded, Christian families seeking a Christian 
education for their family 

 Implement an internal marketing campaign 
first before focusing on external marketing 

 Implement web-based marketing strategies 
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© 2010 Cherry+Company 
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 Enhance the visual brand 
◦ Logo 

◦ Typography 

◦ Color palette 

 Develop a new tagline 

 Develop a graphic standards’ manual 

 Develop a new website 

 Be consistent in the branding effort 
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Brand enhancement designed  
by Cherry+Company 



Website Designed by Cherry+Company 
Implemented by Faith Websites 



Developed by Cherry+Company 
as part of the brand process 



During 2010-11, Calvin 
Christian School implemented 
several strategic initiatives 
outlined in the plan. 



 Refined the admissions process and 
reporting. 

 Committed to the complete overhaul of the 
school’s website. 

 Hired a full-time director of enrollment and 
marketing. 

 Focused on internal and external marketing. 
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 Current Parents 

 Parent Ambassadors 

 Faculty and Staff 

 Realtors 

 Feeder Churches 

 Feeder Schools 

 Every day is an open house 

 Eliminate tuition incentive for referrals 



 Implement a 30-day communication 
sequence for inquiries with a goal to move a 
prospective family to apply to the school.  

 Monthly follow-up after 30-day 
communication sequence. 

 Grading system—Establish an inquiry 
qualification (grading) system.  

 Track inquiries in Blackbaud.  
 



 Send a personal acceptance letter to the 
parent and student 

 Monthly applicant contacts 

 Parent ambassadors mentor new families 

 Grade applicants 



 Admission Funnel Report 

 Weekly Enrollment Report 
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Website Designed by Cherry+Company 
Implemented by Faith Websites 



 Designed by Cherry+Company 

 Implemented by Faith Websites on their CMS 

 Training on the CMS 

 Build-out of the website pages 
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 Hire a full-time, dedicated Director of 
Enrollment and Marketing to focus on the 
following: 
◦ Admissions 

◦ Retention 

◦ External marketing  

◦ Community and public relations 

◦ Internal marketing 

◦ Web-based marketing 
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 Advertising the position 

 Interviewing potential candidates 

 Hiring the right candidate 
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 Church Marketing 

 Web-based Marketing 

 External Marketing 

 Internal Marketing 



 Target list of Churches and Pastors 

 Monthly communications 

 September contacts 

 Pastor’s recommendations 

 Chapel speakers 

 Pastor’s appreciation event 

 Church contacts 

 Visibility in churches 
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 Website 
◦ Search Engine Optimization 

 Facebook  

 Blog 

 Online Reviews 
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 Media survey 

 Community and event sponsorships 

 Direct mail 

 Public relations at key meetings and events 

 Comprehensive brand image advertising 
when funding is available 
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 Involve faculty and staff in marketing and 
enrollment 

 Communicate the plan to parents, faculty and 
staff 

 Identify key topics and messages and 
communicate these to faculty, staff and parents 

 Focus on communicating human interest stories 
that emulate the CCS brand 

 Get the talker’s talking 

 Display banners to communicate the visual brand 
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 Email newsletters 

 Communicate value of upper school to lower 
school parents and students 

 Blog 

 “WOW” experience 

 Parent education series 
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There are several factors that 
contributed to the enrollment 
growth this year at Calvin 
Christian Schools. 



 The combination of cost-based tuition and 
assistance 

 Better retention 

 School improvements 
◦ Elementary Spanish added to the curriculum 

◦ Changed to Singapore Math 

 New website 

 New director of enrollment and marketing 

 Enrollment and marketing plan 

 



The leadership will continue to 
move forward to implement the 
school’s marketing plan. 



 Year-long focus and aggressive effort of the 
Director of Enrollment and Marketing 

 Implementation of Web-based marketing 
strategies 

 Fuel word-of-mouth marketing 



Questions and Answers 



 If you are interested in discussing your 
current challenges or marketing needs, 
please contact Rick Newberry to set up a time 
for an initial consultation: 
◦ Rick.Newberry@EnrollmentCatalyst.com 

◦ 727.647.0378 

◦ www.EnrollmentCatalyst.com 



  

For More Information: 

 
Enrollment Catalyst 

Rick Newberry, Ph.D. 

9770 Indian Key Trail 

Seminole, FL 33776 

 

727.647.0378 

Rick.Newberry@enrollmentcatalyst.com 

Blog: www.EnrollmentCatalyst.com/blog 
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