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Our Motivating Belief

Talented,
Energized,

Engaged Educators
Change the World
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January 2015 - November 2016, we The decisions of school
provided training & resources for: SCHOOL GROWTH, administrators & boards
800+ Schools in determine the future of
15 Countries children and communities
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(scroot arowm, Competitive Enrollment Pressures

Private Tough Trends
Schools - Declining student population
Charter * Declining family income
Schools among families who opt for
private education
- Higher expectations from
parents for greater ROI

Public : L.ower Ie\./el.s of priority
Schools differentiation
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Purpose of Marketing?

Process of Engagement
Facilitate the decision making
process of your ideal prospect or

Target Market Presence customer. Make it easy to enroll.

Cultivate and sustain mindshare Presence
with the key decision makers
and influencers

Personalized Experience

Personal Build engagement through a deeper
understanding of them and their
goals. Consultative Care.

Protection

Protection from Risks
Give them specific, low-risk,
easy-to-take steps that facilitate
the best decision
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1 0 TOP Marketing Strategies
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Data Assets |Listen & Learn Comm Plan

Admissions
Finance
Development
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Social
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Prepare
Train
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Engagement  Collaboration  Website

Faculty Key Partners Mobile

Parents Influencers User

Students Ecosystem Experience

Prospects Action

Search
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Strategic Email Financial Aid

Personalize
Automate
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Create a
Path to
Connect




\

QCHOOL GROWTH, Target Market

Who is your target market?

Q - First target market is faculty
- Second is families: Parents & Students

Target Market

Do we understand what drives our target to make decisions?
it Can they afford our total cost of education?
f{';:‘]tt‘::::: Can we reach them based on where they go for info?

Who do they trust?

Is there a gap between who you serve and who you want to serve?
Question: Do we bridge the gap or adjust our value proposition?
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SCHOOL GROWTH, Value Proposition

What are your strengths?

Your Story _
is the key What do/can you do better than other options? Q
driver of What is your organizational genius? [ Prop
your Who are you serving now and why? i
ainkiliers
enrollment What are your three most valuable o
. . . Vitamins
competitive differentiators? Surerior
1. Value
2. Story
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School Growth Training & Services

Talent & Team
* Optimize Talent & Team
+ Building Faculty Engagement

Finance & Strategy & Growth

Funding

* Strategic Planning

 Effectively Dealing with * Optimize Finance &

S e With | ;
PR Difficult People & Situations Operations
M « Hire Well, Fire Well « Optimize Financial Aid
\ \/‘; * In Pursuit of Unique Genius * The Consultative

* Leadership Coaching/ Business Officer
Mentoring

* Innovation Planning
* Advanced Campus Safety & Security
+ Optimizing School Design

* School Design & Development

School Board Mg

* Building Donor + Optimizing the School Board

Engagement + Institutional Assessment

» Systems Selection &
Implementation

* Right-sourcing for

* Talent Recruiting Optimal Growth

+ Better Fundraising
Strategies

Communication § Enrollment

* The Laws of the « Optimize Enrollment

* Enrollment Blitz

» Target Market
Research &
Assessment

* Social Media Strategies § . pranding &
to Build Engagement marketing expert

* The Integrated * Parent Engagement
Communication Plan

Communit;ation habits
to build relationships &

trust * Building Board Engagement

+ Board Retreat
* School Operations i .
Management * Board Coaching/Mentoring

* Succession & Legacy Planning
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