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An organizational function

And set of processes for creating,
communicating, and delivering

value to customers and managing

- D customer relationships in ways that
Marketing Is: benefit the organization and the
T stakeholders.
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American Marketing Association
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Make every
cell contain the
genetic code.
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The Role of the Head, Principal,
Divisional.and Departmental
Officers
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Energetic mission evangelist

The Role of

Operational, sales, and fundraising skills

Creates alliances and Partnerships

School Leaders

Outreach oriented
Expects cooperation
Ensures effective counseling and advising

Ensures responsiveness and customer satisfaction

° Supports market and constituent research
to ensure quality and successful planning

Q Value and Outcomes Driven

Q Models Marketing. How can we do it better? 6Ws!
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Who we are!

Who we are NOT!

What we stand for!
6WS of Branding
and ldentity What we will NOT stand for!

WHY we matter!

Where we’re headed!
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The Role of Teachers, Staff, and
Coaches
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If you're a great teacher, you
are continually:

Why g reat Seeking to improve
te aC h ers m ake Getting student buy in

Making your subject relevant

g re at ! m a rkete rS” Communicating authentically with

parent and student
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What families and students need to know about teachers, coaches, and staff.

Why did you choose to

01 teach here? L]
What do you want my
child to get from having 05
known you?
02 What do you enjoy most
about teaching?
What is the most
important life lesson you
want my child to learn in 06
X course / activity?
03 What motivated you to
become a teacher?
What do current and past
parents and alums tell 07
Who are your mentors? you about the impact
04 What experiences or people had you made?

the most influence on
you and why?
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What families and students need to know about teachers, coaches, and staff.

What interests you outside the classroom?
What are you passionate about?

What are your favorite moments with a student?

How do you get the results you want each student
to achieve?

How do you help them learn how to learn?

How do you keep current with the subject areas you
cover and apply the latest learning research?

g How would your teachers or support

staff answer these?
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Expect great teacher to parent
communication!

WHAT PAREN TS NEED
TO KNOW

Concerns?
Progress?
Challenging strengths?

What can | do?

What might | expect to see?
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Get teachers bragging about your students!
WHAT STUDENTS NEED TO KNOW

You are the reason | get up in the morning to teach.  OAKPARKHMIOH SCHOOL/NORTH KaNsAs | — |
Here's why... . |

You make me a better teacher because...

You make me want to come to work everyday
because...

| appreciate all you do for us in class because
you are....

You make me inspired because....
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The admission office may set the table,
but the teachers, coaches, and staff
bring the entrée.
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Role of Enroliment Management
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Enrollment
Management:

The unofficial guardian
of the quality of
the School.
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The “bridge” between
your prospects and
your product:

Teaching and
Learning

Must be vigilant about
your school’s value
proposition:

) Is your value connecting
to your audience?

©) Is the school delivering
on it?

¢ How do you know?



~ Learning Expectations
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Responsik ‘
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Enrollment Management:
“The Orchestrator of Relationships”

Initial Inquiry ( Web or Phone)

Need: Referrer, Bio, emalil, Listen to family /
child needs

Action: Thanks referrer, Invite to campus,
send Admission Packet

Campus Visit

Timeline: Week

Need: Focus on individuals family
needs/want/’hot buttons”; What experience do
we want them to walk away from SA with?
Action: Thank Referrer with note, Gil write
personal note, Merge letter from Barbara C.
(or appropriate teacher) inviting them to apply,
SA postcard to child

Application

Timeline: ASAP

Action: Merge Letter form Gil excited about
application, discuss steps needed to
complete app.




Enrolilment Management Summary

The unofficial

01 guardian of the 04 The manager of J
: : expectations
School’s quality
The bridge between The chief
02 the prospect and the 05 .
revenue officer
product
03 The orchestrator of 06 NOT the sole
relationships “salesperson!”
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Role of Advancement

Development, Alumni Relations, Communications
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If Development is Advancing the Mission:
Create a collaborative culture between the donor
and School

Secure resources to support the School’s
strategic priorities

Align donor interest with institutional needs

Engage volunteers and move them to become
advocates for the School

Generate support for the mission and vision among
those who can make a difference
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= . .
s Connect past and Lifetime engagement

future

Seek their counsel Encourages advocacy

If Alumni Relations is
Advancing the Mission
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If Marketing and
Communications are
Advancing the Mission

@ @

Manages the value Motivates support

proposition

Develops Win-win-win Increases pride
connections of association
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10 CRITICAL COMMUNICATIONS

1. How are you making a difference

2.

Value “Buckets”

In those whose lives you touch?

How is the school practicing
iInnovative teaching and
learning?

How do you provide solutions to
a family’s needs? Especially
NOW?

How does the school steward a
families’ investment?
REINFORCING AND
VALIDATING WHY IT'S WORTH
IT!

Brand and Identity “Buckets”

oWs

Ensure with the HOS that everyone
can communicate It using their own
lives as evidence
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Role of Finance and Operations




Business Officers, CFOs or COOs
advance the mission when they:

Understand the school’s culture
Equate the budget with mission
Helps everyone own financial health
Provides affordability options

Coach and solve problems

Sees market research as investment in future revenue
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How Can the Business Office Help Admission and Development?

Oversees: Food Services

Housekeeping
Grounds
Maintenance
Parking

Signage

Security and Safety

Technology -

Busing © 2015 Benchmark School All Rights Reserved

CONNOR ASSOCIATES
RCH / VISION / STRATEGY / RESULTS

RESEA



Rolaref the Beard
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Trustee Good
Practice: Now

Focuses on the future—your children’s children’s

IIIIIII

Supporter, Promoter, Advocate, Ambassador

Understands Market Research and
Demands Proof of Outcomes

CONNOR ASSOCIATES

RESEARCH /



Other boards

I O u r B O a rd ,s Professional associations or non-profit service organizations

Youth interest or sports organizations

Sphere of
Influence Governmen

Schools or local colleges
Organizations and clubs
New referrers, potential supporters, or funders?

Ambassadorial role
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A successful iIndependent school
understandsits internal team must
pe highly.Inter-dependent:.
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nnor Assoclates
trategic Services
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WWW.CONnNor-associates.com

~© www.connor-a ociates.com/market’g-therapy
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Psychodemographic Enrollment Modeling and 5 Year Forecasting
Forensic Financial Research ¢ Marketing Research and Planning ¢ Forging Identity and Alignment
Brand Development and Messaging ¢ Website Development and Marketing Collateral « Communicating Value ¢ Institutional Strategic Planning ¢ Executive Coaching
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