CHAPTER 3
READY TO PLAN

What’s your goal?

What is the goal for your plan?  Is it to increase enrollment?  Improve recruitment?  Improve retention?  Be specific in your goal – set quantitative and qualitative benchmarks.  How much of an improvement?  In which grades?  Overall enrollment?  Carefully consider your starting point and map out a precise destination.  Your plan will be far more effective if it includes specific outcomes that are measurable.

Who are your target audiences?

Who can help you achieve your goal(s)?  Your target audiences might include:

· Parents of currently enrolled students (oftentimes broken down even further by grade – preschool; grade school; middle school; freshmen and sophomores; junior and seniors etc.)

· Parents of CCD students

· Parents of newly baptized children

· Parents of local preschoolers

· Parents of local public school students

· Scouts – Boy Scouts, Girl Scouts

· Local Athletic Teams

· Parishioners

· Alumni

· Alumni Parents

· Faculty & Staff

· New homeowners

· Realtors

· Grandparents

What do you need to do?  Setting objectives
Beginning with each constituent in your target audience, what do you need to do to effectively communicate your desired marketing message?  These are your objectives and these objectives are the foundation of your marketing plan.  You might prioritize efforts demanding immediate attention – or where there is immediate opportunity – but these objectives become the ongoing work of your Marketing Committee.  

Sample objectives might be:

· Host a Realtor Open House once a year to attract new homeowners to the school.

· Build Open House attendance from 100 to 125.

· Create a Parent Ambassador Program with home receptions for prospective families and major donors.

· Improve retention of middle school students by 10%.

· Expand communication program to prospective student families to include letters from alumni and alumni parents about the return on their investment in your school.

What will we do to achieve our objectives?  Identifying strategies and tactics.
If the objectives are “how” you intend to achieve your goal, then the strategies and tactics are “what” you need to do.  For each objective, there should be a detailed outline of steps to implement your plan.  

For example, let’s use the sample objective above to host a Realtor Open House once a year to attract new homeowners to our school.  What will it take for that to happen? 

Sample strategies might include:

1.  Identify a chairperson who is a realtor or has realtor experience.

2.  Create a committee to organize the event.

3.  Schedule events for the day

4.  Develop materials to distribute.

Each strategy might require additional tactics.  For example, sample tactics for the strategy above to “Identify a chairperson who is a realtor or has realtor experience” might include:

1.  Publish notice in school newsletter and parish bulletin looking for person(s) with realtor experience

2.  Ask board members at your next meeting for a volunteer.

3.  Review alumni records for graduates with realtor experience.

Calendar
A good marketing plan has a calendar for each strategy (and if need be, tactic).  These calendar items should then be compiled into a master Marketing Calendar.  The Calendar ensures progress forward and keeps projects on task.

Budget

While many marketing efforts can cost virtually nothing, some initiatives do require an outlay of dollars.  The marketing budget should include any costs for printing, special events, media advertising, outside services i.e. a hosting company for your web site, or a graphic design firm, photography and even postage.  Marketing budgets should be as precise as possible and should be centralized to one budget for the school.  Each year the budget should be carefully reviewed for accuracy.

Assessment measures

Any marketing plan is only as good as the evaluation measures built into it.  If you don’t assess whether or not an objective, strategy or tactic are effective, then you run the risk of continually spending dollars and human resources without your desired outcome.  Assessment measures might be as simple as a date on a calendar, a news clipping of an event or can become as complex as surveys of participants at an event.  We recommend that your school utilize the Inquiry Source Forms supplied by the Office of Catholic Schools to track the inquiries that come into your school since they will help you more accurately assess your marketing efforts.  (Please refer to:  Prospective Student Information Form, Monthly Inquiry and Source Report, Periodic Inquiry and Source Report.)
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