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 During this session we will discuss how 
you can tell the story of your school’s 
brand in an online world. 
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My life story in about two 
minutes or so… 
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Born in Clarksville, TN, in 1966 

Parents met and married in Cleveland, TN, in 1963 













  

Enrollment Catalyst partners with schools to 
provide coaching for school leaders in their 

school’s enrollment management and 
marketing systems, strategies, and solutions 

needed to reach their goals. 
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Some school observations 
from travels and consulting 
across the country 
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 Economic uncertainty  

 Enrollment instability 

 Parent entitlement, consumerism and disloyalty 

 Increased competition 

 Increased dependence on financial aid 

 Increased focus on branding and marketing 
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 We lack marketing knowledge, training and 
expertise. 

 We lack resources and staffing (and the 
commitment to make this a budget priority). 

 We gripe about not getting our school published 
in the local newspaper when we can publish 
anything we want for anyone to read about our 
school on the web. 

 We place priority on marketing externally to our 
community and often neglect our most important  
market—our parents! 

  © 2012 Enrollment Catalyst 



 We often take a shotgun approach to 
marketing. 

 We have a plan for improving our school but 
don’t have a marketing and enrollment plan 
for growth. 

 We are intrigued by social media and web-
based strategies but don’t know how to use 
them effectively. 

 We don’t tell our story very well. 
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What is Branding? 
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“From a business point of view, branding in the 
marketplace is very similar to branding on the 

ranch. A branding program should be designed 
to differentiate your product [school] from all 
the other cattle [schools] on the range. Even if 

all the other cattle on the range look pretty 
much alike.” 

 

 Al and Laura Reis, The 22 Immutable Laws of Branding 
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“Something remarkable is worth talking 
about. Worth noticing. Exceptional. New. 
Interesting. It’s a Purple Cow. Boring stuff  

is invisible. It’s a brown cow.” 

 

 Seth Godin, Purple Cow 
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“Brand is the promise, the big idea, the 
expectations that reside in each customer’s 
mind about a product, service or company.  

Branding is about making an            
emotional connection.”   

 
 Alina Wheeler, Designing Brand Identity 
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 Perception is your constituents’ reality. 

 How people commonly perceive you is who 
they believe you “are.” 

 These perceptions are formed by your 
marketing efforts. 

 These perceptions may not align with your 
true identity and values. 

 Image is everything! 



© 2011 Cherry+Company 

 Brand marketing is an intentional and proactive  
effort to communicate the message of your 
school—to tell your story in a compelling way. 

 The quality of your brand should match the 
quality of your school and should be a true 
reflection of your school’s mission and values. 

 Your brand story has a direct affect on how 
people relate to your school and as a result, 
impacts enrollment, revenue, funding and your 
bottom line. 

 

 
 

 

 



 Create a memorable impression 

 Differentiate your school from your 
competition 

 Maximize your marketing dollars 

 Reflect and touch everything you say and do 

 Permeate your entire school culture 

 Tell your school’s story 
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Assess your Brand 
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 Conduct market research to better 
understand your current brand message: 
◦ Parents 

◦ Students 

◦ Staff & Faculty 

◦ Alumni 

◦ Community 
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 Parent Satisfaction Survey 

 Employee Satisfaction Survey 

 Student Satisfaction Survey 

 Alumni Survey 

 Focus Groups with key constituents 

 Community Based Awareness Survey 

 Non-Returning Parent Survey / Exit 
Interview 



 Market research should include a 
combination of quantitative and qualitative 
questions. 
◦ Quantitative – gives insight on issues by providing a 

range of answers to measure specific responses. 

 Surveys (paper, online, telephone, etc.) 

◦ Qualitative – provides an open-ended opportunity 
to respond to key questions; able to identify 
themes/patterns. 

 Surveys, focus groups and interviews 

◦ Combined Methodology – best approach 
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 The marketing research will show patterns 
and themes that provide the direction and 
foundation for your brand message. 
◦ It will be the launching point for establishing or 

enhancing your brand message, visual brand, and 
marketing strategy. 
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“The brand on the outside is only  

as strong as the brand on the inside.” 
– Karl Speak, President, Beyond Marketing Thought 
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Defining your Brand Message 



 Define your brand USP’s—Unique Selling 
Propositions 

◦ These are your key differentiators (approximately 4-6) 

◦ They should be easy to understand and communicate 

◦ They will drive your brand messaging 

◦ They should support your tagline 

◦ They will provide the basis for your elevator speech 

◦ It’s about communicating how remarkable you are 

 

© 2011 Cherry+Company 



“Remarkable Marketing is the art of 
building things worth noticing right into 
your product or service. Not slapping on 
marketing as a last-minute add-on, but 
understanding that if your offering itself 

isn’t remarkable, it’s invisible.” 

Seth Godin, The Purple Cow 



Miami Country Day School 

Miami, FL 
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 An independent college preparatory school (JK-12) founded 
in 1938, Miami Country Day is dedicated to the development 
of the whole child through a uniquely diverse and enriching 
educational experience designed to prepare each student for 
success in college and to make a difference in life. In a 
rigorous pursuit of excellence, MCDS provides a caring 
learning community focused on unleashing the potential of 
every student, every day. 
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 Educating the Whole Child 

 A Global Perspective 

 Unique Enrichment Programs 

 Outstanding College Preparation and R.O.I. 

 A Passionate and Committed Faculty  

 Community Service and Leadership Development 
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Branding is the intentional 
opportunity to tell the story of 
your school in an emotionally 
compelling and authentic way. 
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 Most administrators haven’t considered this 
question as a key part of their marketing 
strategy. We need to begin asking the 
question:   

 

    What do you want them to talk about? 
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 The stories you tell should be linked to your 
USPs to reinforce your most important brand 
messages. 
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 Students 

 Faculty 

 Staff 

 Parents 

 Alumni 

 Donors 

 Grandparents 



 Testimonials 

 Success 

 College/University Matriculation 

 Programs 

 Life-changing Impact 

 Academics 



 

 

We live in a story. 

We relate to stories. 

We listen to stories. 

We can see ourselves in a story. 
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“Stories are real. Slogans are made up. 
Stories pull you in. Slogans try to push out a message. 

Stories are deep. Slogans are shallow. 
Stories are personal. Slogans are impersonal. 

Stories are passed on by word of mouth. Slogans are 
forced on us by ads. 

 
Stories are part of who we are.  

After all, you don’t tell slogans about your 
grandfather, or how your parents met, or even how 

you were treated in a restaurant.” 

 
• Phillips, Cordell, Church: Brains on Fire 
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By effectively telling your 
school’s story in an online 
world, you will help facilitate 
word-of-mouth marketing. 
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Website 
and Blog 



 Social Media  
◦ Should tell stories of your school 

◦ Should drive stories back to your school’s website 

 Your website should be the hub of all your 
stories. 
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 Your school’s website should be the hub of 
news, activity, information and stories about 
your school. 

 It is the most important marketing and 
communication’s tool for today’s school. 
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 Brand—It is important to convey a strong 
brand for your school—including your logo, 
colors, and tagline. 

 Photos—Large, professional photos on your 
school’s website will draw the visitor to your 
school. 

 Content—Dynamic content and a compelling 
message is important to keep users returning 
to your school’s website. 

 Stories—Your website should tell stories of 
your students, faculty, parents and alumni. 
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Each “Dot” Represents an Alumni Story 









Life After Chandler showcases the schools 
that their 8th grade graduates attend 







Four “unbound” short books that 
tell the Dana Hall story in four 
different ways 



Throwback Thursday Posts 





Website features a story of the person of the week 

Admissions “Drop-In Wednesday’s” 
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“I am CDS” allows you to click on a child’s 
face to read their story 



“Student Voices” share their 
perspectives on the school 



Homepage features several 
quotes from students, faculty 
and alumni. The user can click 
on the image to read and view 
more of the story. 



Homepage features a 
rotating student story 
that can be clicked on to 
find out what CA means 
to the student. 
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In the Spotlight 
highlights key 
stories on the 
homepage 
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 Facebook can be used to connect to alumni, 
parents and friends of your school. 

 Provide regular updates on your fan page 

 Tell stories of your alumni and faculty 

 Encourage interaction among your fans 

 Enter into conversations with your fans 
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This post features 27 photos 
from around campus in March 







Photos tell the 
story at Miami 
Country Day 
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 How can you use a blog in your strategy? 
◦ Share student, faculty and alumni stories. 
◦ Share how your school is achieving its mission, 
◦ Provide educational expertise on important and 

timely issues. 

 Benefits of blog: 
◦ Provides an additional website full of content on 

your school. 
◦ Regularly feeds into blog subscriber in-boxes 
◦ Increases SEO for your school. 
◦ Can feed back into your website and provide 

dynamic content. 
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Calvert has nearly 50 blogs from 
faculty and staff on their website. 







Head of School Blog 















Student bloggers tell the Crystal Springs story 



Cushing Students 
and faculty write 
blog posts to share 
their trip to Bhutan 



Student Ambassador Blog 







Did you Know 
changes on 
every page 
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 Produce short video vignettes to provide real-
life testimonials and stories about your 
school. 

 Post videos to YouTube, Vimeo or another 
service. 

 Feed them back into your website or send 
them out through an email. 
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 Ask Current Parents – “What do you like best 
about your school?” 

 Ask New Parents – “Why did you select this 
school for your child?” 

 Ask Alumni – “How did your school prepare 
you for success in college and in life?” 

 Ask Faculty – “What do you like best about 
teaching at your school?”  

 Ask Seniors – “What college do you plan to 
attend next year?” 



 Traditions 

 A Day in the Life 

 Lower School Students Say it Best 

 College Reps 

 Key Brand Messages 

 One Topic, Four Perspectives (Student, 
Parent, Faculty, Alumnus) 

 Affordability 



 Use video to share messages from the head 
of school. 

 State of the School message. 

 Video newsletter. 

 Student produced news. 

 Student contest—produce a one-minute 
video to “sell” your school; winners are 
posted on website and reward given. 
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Homepage provides access to three videos 
to highlight the uniqueness of the school. 







Video testimonials in the admissions section 



Video tells the story from a student’s perspective 
of the 10 things they love about Deerfield 



Video vignettes showcase why students and 
parents chose DVFS 













Brookwood’s BTube 
page contains a variety 
of videos showcasing 
the life of the school. 

Brookwood’s BPod page 
contains a picture and 
caption of the day. 













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

◦ @RickNewberry 

◦ 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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