WELCOME TO THE MARKETING TOOL KIT
CHAPTER 1 - INTRODUCTION
Welcome to the Marketing Tool Kit, an electronic resource made available to the Catholic schools in the Archdiocese of Hartford to assist you in effectively marketing your schools.  Guidance, best practices, templates, surveys, sample marketing plans, and assessment tools are offered for download to principals, presidents, school boards, and marketing teams as they seek to spread the “good news” of Catholic schools.

WHAT IS MARKETING?

The American Marketing Association defines marketing as the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.  In other words, it is the process or the technique of promoting, selling and distributing a product or service.

Marketing can also be viewed as the managed process of communication between one group and another to reach a commercial goal, promote a cause, develop an understanding, encourage support, and move the targeted group to take action.  In our case, that action is most often enrollment in our schools.

Marketing is based on the idea that you have something of value to offer, and when people learn about it, they will want it.  You will often hear the 4 P’s referred to in marketing:  Price (tuition); Product (academic and co-curricular program); Place (school building); and Promotion (all the programs, events, publications, advertising and media that enhance the image of and appreciation for the institution in the minds of the public it seeks to serve).  When marketing your school’s 4 P’s, you need to ascertain your UMP – the school’s Unique Marketing Position; what you offer that others don’t.
Finally, in marketing you need to be consumer-focused.  Guided by your school’s mission, you must respond to the needs of prospective students and their parents/guardians.  Since they are most often seeking academic excellence, positive moral values, and a safe environment, we promote those qualities to encourage students and parents to choose and then maintain a lifetime loyalty to Catholic school education.

WHY SHOULD MY SCHOOL MARKET?

A coordinated yearly marketing plan, executed by a team of school community members, can help the school accomplish the following critical goals:

· Promote awareness of and support for your school – make the school better known
· Attract new publics to the school

· Increase enrollment

· Strengthen the school’s long-term viability

· Create a positive public image

· Increase alumni participation and giving

· Make a “case” for philanthropic support

· Communicate progress

· Demonstrate accountability

· Advance the school’s mission

WHO SHOULD BE RESPONSIBLE FOR MARKETING THE SCHOOL?

Every member of the school community is responsible for marketing the school – the administration, the faculty, the school board, the students, the parents (both current and past), and the alumni.  The specific tasks of the marketing effort should be handled by a marketing team – a standing committee of the school board.

KEY TERMINOLOGY DISTINCTIONS

Advertising – Advertising is not synonymous with marketing.  It is the purchase of media space (print, radio, TV, web, etc.) to promote your product (school) and encourage people to purchase (enroll).  Advertising is only a part of the marketing process.

Recruitment/Marketing/Enrollment Management

When we seek students, we utilize marketing in every stage of the effort.  Schools are encouraged to view recruitment from the broader perspective of enrollment management.  The stages of the enrollment management process are listed below:

1. Build an awareness of the school through general marketing

2. Create an affinity for your school among your audience via targeted marketing

3. Establish a relationship with the students you are recruiting

4. Build students’ interest to encourage them to apply

5. Offer an invitation to students by accepting their application

6. Encourage students’ commitment to your school with their enrollment

7. Reach the fulfillment of the enrollment management process by retaining those students

Enrollment management is an institution-wide, systematic, comprehensive research-driven system designed to locate, attract, enroll and retain the students the institution wishes to serve.  (Noel-Levitz.  Enrollment Strategies That Work in Attracting and Retaining Students)  Recruiting and marketing are parts of the larger process of enrollment management.
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