Chapter 2

How to Begin Your Marketing Plan
Leadership
A School Marketing Committee is an appropriate and critical resource for schools.  Schools are strongly encouraged to have a Marketing Committee within their School Board structure.  The committee would then be charged with creating, developing and assessing a Strategic Marketing Plan for the school.

The Marketing Committee should be chaired by a School Board member, be overseen by the Board chair and the principal, and include members from the following constituencies who have an interest and/or skills in marketing:  current parents, past parents, alumni, faculty/staff, parishioners, community members, and the pastor, if possible.
For a school marketing plan to be effective, it can’t be the sole work of the principal.  The principal needs to identify the volunteer(s) who can bring different perspectives to the plan, who are cheerleaders for the school, and who can help communicate the mission and vision for their school to the community at large.  Alumni parents, board members, current parents and parishioners are valuable pools from which to draw marketing volunteers.  

SWOT Analysis

A SWOT (Strengths, Weaknesses, Opportunities and Threats) Analysis is the starting point for all marketing plans.  Before determining progress forward, it is important to assess the school’s situation presently.   Considering your school community, programs, constituents, finances and facilities, you begin by addressing the following questions:

Strengths – What does the school do well?  Why do parents enroll their children in your school?  What positive attributes and accomplishments exhibited by your alumni have resulted from their attendance at the school?
Weaknesses – In what areas can you do a better job?  What do parents and alumni wish the school offered?  Where do you need to strengthen your offerings to remain competitive, while still being true to the school’s mission?
Opportunities – What changes in your community represent an opportunity for your school?  What school programs afford the opportunity for growth?  How can you build your vision for the school?

Threats – What aspects of your school or community could directly and negatively impact the strength and wellbeing of the school?  Of its programs?   Is there an economic or financial downturn that could affect you?  

Current Marketing Efforts

What do you already do in marketing?  What plans do you have in place that help spread the message about the school?  Begin by considering what you already do and then assess what truly works for your school and where you can afford to add or make changes.

Here are some areas to check:

1.  The school web site

2.  School publications

3.  Admissions materials

4.  Advancement materials

5.  DVD/Video

6.  Press releases

7.  Special events i.e. Open Houses, Golf Tournaments, Auctions etc

Market Research:  What’s Remarkable about your school?

Why do parents choose to enroll their students in your school?  What makes alumni most proud of their experience at your school?  How do alumni parents reflect on the investment they made in your school for their children?  A simple survey – or a detailed survey – provides the necessary data to identify your school’s unique position in your marketplace.  

Secondly, schools are encouraged to survey constituents outside of their community including CCD parents, parents of newly baptized babies to determine what folks outside of your school perceive to be your school’s strengths and weaknesses.  These are audiences that are typically receptive to the messaging of Catholic schools.  

The data generated from market research will steer marketing planning efforts going forward.  What perceptions need strengthening?  What perceptions are not true?  How can you strategically manage to target your message?
Office of Catholic Schools – Archdiocese of Hartford – April 2009

Chapter 2 – How to Begin Your Marketing Plan 
Page 1

