An Overview of Strategic Planning to Advance Your
Enrollment and Shape Your Christian School

A LEADER'S GUIDE TO

EN RO LENEERNE
ADVANCEMENT
STRATEGY 101

LEARN MoORE ABOUT How To:

IMPROVE YOUR STRATEGY

INCREASE YOUR ENROLLMENT

BUDGET EFFECTIVELY

SHAPE YOUR SCHOOL WITH IDEAL STUDENTS
SHARPEN YOUR MARKETING MESSAGE

ASSESS YOUR BRAND AND VALUE

USE A SERVANT-LEADERSHIP MARKETING APPROACH
THROUGH YOUR WEBSITE AND SOCIAL MEDIA




Ready to Sharpen Your
Skills and Increase Your
Enrollment?

Here is what this Guide covers. You can read the whole
document or click on a section to jump to that area.

u Strateqic Planning and the Enrollment Strateqy

u Developing Your Target Market (Shaping Your School with the

Families That Are a Best Fit for Your Ministry)

u Developing and Sharpening Your Marketing Message

u Using a Sales Funnel System to Attract, Nurture and Enroll
More Students

u Creating a Marketing and Communication Plan Using a
Servant -Leadership Model (How to Help People and Draw

Them toward Your Ministry via Websites and Social Media

Marketing)

u Retention 0 The Other Half of Enrollment Planning

u The Importance of Measuring and Using Data to Make
Decisions and Adjust the Strateqy for Ultimate Success




Openi ng Remar ks

| hope that you find some helpful take -a-ways in this

overview. This is not meant to be a comprehensive work

but rather a helpful guide. It is a work in progress with a

few error s, | Om sure. This rough
start the process and be of help while | work toward a

final product.

| hope it is the start of atwo -way conversation if you feel
that | can help you with some free advice for the DIY folks
or perhaps even as a partner in ministry.

Please contact me to discuss this further and for help to
make application to your particular ministry.

Please give me your suggestions on how to make this
better. | do eventually want to have an e -course for
administrators. This is the beginning, so | welcome your
input.

| hope to hear from you.

Kind Regards,

1

Mike Glanzer
906-396-1159
www.Purposelaunch.com



http://www.purposelaunch.com/

Creati ng Strateg

for Launching

Pur pose and Advar

MIi ni stry throug
Mar ket il ng



www.PurposelLaunch.com

Visit for Free
Online Ministry Advancement
and Assessment Tools


http://www.purposelaunch.com/

Our o ElEREEREINSS 0D aceo
launch you to be first in your
market space.

U We help you build awareness and appreciation for
your school in the community.

U We build your reputation as an expert in Christian
education.

U We increase leads, build your enrollment and
expand your ministry.

We specialize in
Marketing/Outreach
Strategies and Solutions
Content Marketing
Engagement Driven Website Development
Helping You Get It All Done
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About

| am Mike Glanzer. | have spent over twenty  -five years in ministry
leadership roles specifically in the areas of advancement, growth,
marketing and public relations. | enjoy developing strategy and
implementation.

| have worked with para -church ministries, Christian colleges,
Christian schools, Christian school
homes and more. | have a lot to learn but want to share with you, in

the process, some of what | know works.

You can view my LinkedIn Profile by  clicking here.



https://www.linkedin.com/in/mikeglanzer/

War ni ngs

u You may feel overwhelmed at times while reading through
this.

u You may feel that you candt do t

u Go through it, take some notes, share with others, and
come back to dive deeper. (Oh, and give me a call if you
feel that | can help you.)

u If you get dizzy or lightheaded, please put your head down
and breathe deeply.




Hereds t he Pl an

We will be taking this enrollment planning cycle one
segment at a time.

| 6l 1 attempt to give a glimpse of
Some areas will be more specific and some will be less
specific.

Jot down notes and questions and
more in -depth discussion.

| hope you find some helpful ideas.

t

Goals/
[ KPS ] [Message ]
Tacti |c { Strategy

[ Purpose




How to Initiate an
Enrollment Plan

Here Is an overview before we dive In.

A Institutional Purpose/Mission
A Institutional Strategic Plan
A bEnvl'ment Plan [ ssessnen

A Retention

A Recruiting
A Target Market

u Prospective Persona
A Sharpen the Message
A Establish a Marketing Funnel

A Create a Communication Plan That
Corresponds with the Message and the
Funnel

A Measure Data
A Assess and Adapt Weekly
A Review and Change Yearly

Goals/ KPIs




Enrollment Planning
Begins with Organizational
Purpose

[ Purpose
[Assessmentj Target

( )
=8 [Hessege

—}Tactics I ‘ Strategy (




Pur pogss

Your organizationds purpose
summed up in your institutional mission and
core values.

In order to be effective at accomplishing
your purpose, youoll need a
that is executed consistently.

We wonot be discussing orga
purpose, mission, values, vision, etc. in this

setting, but a strong sense of purpose and

mission is vital as a foundation for all

planning, marketing, messaging and day -

to-day operations.

We have some great resources and tools
on our website to help you assess and
communicate purpose and mission.



Purpose and Mission
Example

Presbyterian Hospital

Notice the flow from purpose t

gl
| OUR PURPOSE

Presbyterian exists to improve the health of the
patients, members and communities we serve.

OUR VISION AND VALUES

Earning the Letter through Honoring our Mission-based Legacy,
the Presbyterian Promise: We Commit to:
Collaborate  Bring my best to support

Dear Presbyterian, o
individual and team success.

Thank you for knowing me, respecting
me, listening to me and treating me with
compassion. You ease the way to my best health

be Accountable Keep my commitments and
earn trust.

and provide me with the highest quality care Respect Honor each other, listen and
at the lowest possible cost. You communicate speak honestly.
clearly and accurately, coordinate my care and Engage Participate fully with a passion
involve me in decisions. | appreciate that you do for excellence.
what you say you will do. Serve Be dedicated to patients,

— Patients and Members members and each other.

"I ™ : -3

Y

L i - -
Lead the nation in improving health and healthcare, resulting in:

OUR STRATEG
* BETTER HEALTH * EXCEPTIONAL EXPERIENCE * COST LEADERSHIP

= 25 Yo

In New Mexico and in partnerships throughout the U.S., we will
achieve success through our innovative “One Presbyterian” model
of provider and health plan integration in collaboration with our
customers, employees and provider partners.

2 PRESBYTERIAN

https:// goo. gl /i mages/ Ngmj Pu




The Importance of
Organizational Purpose

u Note in this diagram from  Principles of Management and
Organizational Behavior, v. 1.0.1 by Mason Carpenter, Talya
Bauer and Berrin Erdogan how the purpose and mission
drives the strategic plan and communication to the
stakeholders and market.

\ Vision
| Statement:

1\ dA\
Ctrateny \ Goals &
Objectives:
: ! *How we gauge
| *What we want acniev r our degree of
to become success

/i / 1/,

“j |ih‘$'"
q y
COMMUNICATING

PURPOSE TO
STAKEHOLDERS

u Enrollment planning begins with a strong healthy sense of
purpose / mission, values and vision because enroliment
planning stems from the overall strategic plan.



The Enroll ment
INn the Process

Purpose/Mission, Values, Vision

| nsti tuti onal Str

i

l Strategic Enrollment Plan I

Enrollment Plan
Marketing/

. Communication

Clear Goals, Action Plans, Key
Performance Indicators, Data
Analysis, Etc.

P



Purpose/Mission

Important questions to answer as an institution, which will
contribute to everything you do, are as follows:

u  Why do you exist?
u  What do you want to accomplish?
u  What are the measurements of your success?

u  Who insures adherence to the mission?

This list could go on. We are assuming that this part has already
been determined.

There are some helpful tools for working through these questions
on our website.

Check it out.

www.Purposelaunch.com/Tools



http://www.purposelaunch.com/Tools

Purpose

u A result of knowing your purpos
strategic planning.

u With no plan, ipmoumaptuepohlhew

nobmMwod be accomplished.

u Your strategic plan should cert
robust and utilized enroll ment
u With no enroll ment plan that I s
you Monhave many students with v
can fulfill your purpose.

This i s where we wil/l pick up our

enroll ment planning.



What Is Enrollment

Planning?
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Why Enroll ment Pl

u Itis all about people!

u Helps to shape your school with the students
and families you can help best

u Helps your school to grow

u Leads to better forecasting and decision
making:
u Budgeting
u Staff Needs

u Resource Needs

u Requires goal setting (very healthy)
u Results in evaluation and improvement
u Helps with fundraising

uResults I n professionali st
order o6 )

u Results in proactive action to reach more
students with your mission and to press toward
excellence for those students you already have



An Enrollment Plan Must
Include

A Leader and a Team with Ownership and Accountability

u The leader must have access and influence with the major
decision -makers in the organization.

A Timeline with Deadlines

A List of Responsibilities and Accountability
A List of Resources (Have and Needed)
Budgets

Evaluation
u Did we get it done?

u What could we do better?



Enrollment Plan Outline

Al nstituti onal Pur pose a
Al nsti tuti onal Strategic
AEnr ol Il ment Pl an

ARetenti on

A R e c r UbE i
ATarget Mar ket

uProspecti ve Persona

ASharpen the Message
AEstabli sh a Marketing F

ACreate a Communi cati on
Corresponds with the Me
Funnel

AMeasure Dat a
AAssess and Adapt Weekly
AReview and Change Year |



Plan Must Include

Ret ent
Pl an




Plan Must Include

Often we think of enroliment planning as only recruiting;

however, | f we dondt have a stron
Here are some elements of a retention plan that we will discuss in
greater detail later.

A Great Faculty and Staff Who
Accomplish the Purpose Every
Day with Every Student

Fantastic Two -Way
Communication with Families

Satisfaction Survey

Retention A Use results to change or
clarify.
A Use positive results in
Plan marketing.

Intent Survey

A Identify high -risk families.

A Strategically reach out to
them to keep the high  -risk
enrolled. Many schools do not
know a student is planning on
leaving until it is too late.

A Parent Interviews

A OHow are we doing?-
Calls

A Make the Reenroliment Process
Simple

A

And Much More . . .




Plan Must Include

Recr ui t

Pl an




The Pl an Must Be

(Ddn just create it and 9®Usekitnvaryi bkt en

Good ol 0O

stains from lots
of use, review
and
adjustments.




Let 0s get starte
Enrollment Recruitment
Plan.

Target Market




Enrollment Plan Outline

Alnstituti onal Pur pose/ Mi
Alnstitutional Strategilc
AEnrol |l ment Pl an

ARetenti on

ARecruit ment

ATar get Mar ket
uProspecti ve Per sona

ASharpen the Message
AEstabl i sh a Marketing Fu

ACreate a Communi cation P
Corresponds with the Mes
Funnel

AMeasure Dat a
AAssess and Adapt Weekly
AReview and Change Yearly



Target Market

uThis I s the group of p
striving to reach with
mar keti ng and message.

uDefi ning this group 1 s
| mportant . | t hel ps yol

u Define your message, meet needs,
guestions and mor e

Use your marketing doll ars wisel
right people with the right mes:

(=

(=

Spend your budget efficiently ar
uTrack resul ts

Shape your student body with st
families who will find success ¢
your school

e

ul nsure Wouwedonit students and f
are not a fit for your school



Target Mar ket

Wher e s BogsBe gi n

uUnderstand Your School 0s Mar
u Economy (changes pro and con)
u Geographic d Where will your students come from?

u Ethnicity Compatibility  (e.g., English-only speaking school in a
largely Hispanic area)

u Predominate Working Class of Your Target Market

u Understand the Competition
u Other Christian Schools
u Online Schools
u Home School
u Public School
u Private School
u Charter School
u Other?

u What do families like and need that we can provide
as well or better than they can?

u How do we find more people in our area who value
what we have to offer?



Where to Begin
Developing Your Target
Market

u Gather Data

u Current Student Data
u Where did they come from?
u How did they hear?
u What students/families do best in your school?

u Actually write down the names of your best -fit
families and then write down everything you
know about them. Do this for multiple families.
Watch for trends.

u Address

u Income

u Church

u Political Views

u Interests

u Vacation Spots

u Favorite Preachers
u Favorite Music

u Favorite TV Shows

u Who stays and who leaves? Why?



Where to Begin

uGat her Dat a
uPrevious DNNetaa

uFunnel Data a( Whuantnel you ask
soon. )

uAppl I cddotws many ? When? How mze
vs. enroll ed and mor e.
uConver si odHoRvmatneasny who i1 nqui
visited? How many who visite
many who applied then enroll
enroll ed then stayed and for
mar ket people had the best c
the past five years?

uHow many campus Visits?
uHow many brochures wused?
uOnl i ne analytics from websit

uHow much di d we budget and s
our new students during the

| f | moves, trac




Target Market

uThe description od keowl e
personally but are i n your

descr | bpeedr saosn a s
u We want to know as much

people as possi bl e, | ncl

u Al | the 1 nfo you jJust wrote
current most successf ul and
fami |l i1 es.

u Al ong with all of that |1

uThe struggles the have with
)

points in |ife.

u The more we know, t hhe bett
out to them and show t hem
hel p them with your school

u Thi s 1 s -lae asceervsamitp model

y

This | ist of
ot her i nformation wil|l become
content marketing plan to reach

r



Four DI mensi ons

u Psychographic

u Those who both know and feel their
need of Christian education, rearing
godly children, being godly parents,
etc.

u Spiritual d Consider questions about your :
target market, such as: / Psychographic

u Those who are in a particular place in :
their walk with God? Hold to certain
doctrines? Standards of behavior? Etc. / .

u Demographic & Consider:

u Conservative? Upper middle? Lower Spiritual Geo |
middle? Denominations? Etc. \

u Geographic 06 Consider:
u Main 9015 mile radius?

u Secondary: 30 -40 mile radius? _ . |
" Demographic

4

f

Youdll have to develop these T o0or your schoo
These are just some ideas of where to start
your thinking.



Sample Persona

u Check out this free online tool
personas for your school

Pete Parent

Motivations

Incentive

« Raise godly kids.
» Find a school with solid academics and an integrated Achievement
biblical worldview
"Life is short, family is important, « Continue to provide for his family while being a dad Growth

eternity is for eternity. Live for who is around for the growing up years.

n P -
& « Enjoy the school expiriences of his children as they o=

Go Braves grow up.

Social

I'd rather be fishing

https:// app. xt&&bywy. com/

t


https://app.xtensio.com/folio/pn32sfyy

Creati ng Your
Target Market Personas

u Complete the tool for:
u Several Dads
u Several Moms
u Several Elementary Students (adapt the tool)

u Several High School Students (adapt the tool)

u Compile the data in a list to create your target market for
your marketing, communication and message plans.

Sc



Wedd be happy to
you with these steps. Just
ask us.

Remember, these are so important:
u To reach the families you want

uTo shape your school . Pe
u More elementary students?
u More high school students?
u More honor students?
u More paying students? (Use of Discounting)

u To determine your online website and social
media content and advertising strategy

u To help you develop your print material
u More

Donot be afraid to
fear VOURONESESSg el t he type
want.

For more information on target market
development from Inc. Magazine, click here .



https://www.inc.com/guides/2010/06/defining-your-target-market.html

Enrol |l ment Pl ann

Next: What 1 s vyo
message to your
mar ket ?

[ Purpose
>y

t
[Goals/KPIs [ Me s s a% e

}Tactlcs | ‘ Strategy(

—




Enr ol | ment Pl an

A Institutional Purpose/Mission
A Institutional Strategic Plan
A Enrollment Plan

A Retention

A Recruitment

A Target Market
A Sharpen the Message

A Establish a Marketing Funnel

A Create a Communication Plan That
Corresponds with the Message and the
Funnel

A Measure Data
A Assess and Adapt Weekly
A Review and Change Yearly



Message Devel opm

u You know your purpose, Mmi SSi Of
u You know your target audience.

u What 1 s the best way to commur

pur pose, expertise and succes:
you want to reach and help wit
0

u How do you do s Wit hhout sounoc

braggadoci os ?

u How do you do so without degr ¢
competition?

u How do you do so I n a way that
attention and keeps it?
u How do you do so as servant |

Chri stian educati on?

uLed devel op and sharpen the me



Develop Your Message

u Define the message of your organization.

u Mission statement 6 A well -crafted mission statement lets
people, both inside and outside of your organization,
know why you exist. It can be a compass and a source
of I nspiration, encouraging ot
for its accomplishment.

u Objectives o What do you want to accomplish?
u Values d What does your organization value?

u Distinctives d What makes your organization distinct?




Develop Your Message

Book Hel p: The Message Box
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An effective message and
communication strategy is
built on a solid foundation.

The bedrock of this
foundation is your mission,
purpose and distinctives.
From those, your brand
and its value to your target
audience are established.
The core message then is
sculpted and becomes the
source of all message
spinoffs and the basis of
their strategic
communication to the
audience.

St
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Mission/Distinctives

Let s tal k about branding fo



Your Br and

Brand has to do with your message (identity) but also your
image in the community.

The mi xture of who you are and h

|dentity Image



Your Brand

ldentity | mage
Who You Ar e How They Vi ew

: : The Tal k of t
Your MI ssiI on, N“Sposqme Personali

Val ues and DistinctiV®Sganizati on

Your Organi zati on, How They | nte
People, Methods, Etc.What They See
Hear about Yo



YouUur

ldentity

Hopefully by now you
know all about who
you are and what you
are striving to achieve
through hiring the right
people, reminding
them of the mission
and working with them
to continually improve
your organization.

VS.

Br and

Image

This is where we will
focus for a few
minutes with some
helpful slides.

You need to have
honest discussion and
input about what your
community and
specifically your
target audience thinks
of you.



The goal Is to use your
messaging and
communication to cause as
much overlap of these two
areas as possible.

| dent | t / Image



Brand Consi der at

u The foll owing slides are from a
of brand I mage. I il nclude them
i deas of how you can have discu
team regarding your brand i mage
i dentity.

u There are many good helps onlin
with branding in addition to th



What Are Your Image Strengths
and Weaknesses?

Strengths Weaknesses

AReputation ASeen as Legalistic by Community
AFacilities ANegative Issues in the Past
APastors and Staff AJudgmental?

APeople AMay Not Be Accepting of All

ALocation Students
ALongevity Awnhat other areas do you need to
AUnity overcome as the community thinks

AOthers? about you?

What are your strengths
and weaknesses?



Key EXI sting Br a
DI sti nctil ves and
Assocl atil ons

" What are your
distinctives?



Brand Personality and
Emphasis

What are your
points of emphasis?



Message and
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audi ence.

Let 6s briefly focus on v



The Value of Your School
to Your Audience

u Peopl e wi | pay for what they
val uabl e.

u Peopl e wi | not pay for what
consider valuabl e.

uls your school valwuable to yol

u Do people know that i1t 1 s wval.

u How can you better communi cat ¢
to your target audience?

u What needs do you know they he¢
know you can meet better than
option i n the area?

u Here are a few slides to helop
consider the value of your scl



Marketing boils down to providing unique value

Unique

Own a market Make margin,
that doesn’t money and
exist history
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How Do Yo
\VAr-W

Lack of Uniqueness for
gueness for

Un i

your area

ar ea

your

ue?

u Provi de

Study this grid with the help of the description on the next

page.

4 1, 2. A
You have a great school Great school that your
that no one really cares market loves and highly
about. values.
Beeunigue i
armdid
veaulaluea b
4,
3. You always have to
Change fast or go under. compete by lowering your
\_ price. )
No val ue High value I
to your to your
target target



Uniqueness and Value
Grid Notes

(Where do you fit in?)

u Quadrant 1.

u You do a good j ob, but your commun
you do OR you are not communicating your unique fantastic
product well and in terms that will show its value. How can you
show your unique, excellent school in ways that the target
audience will value?

u Quadrant 2.

u This is the area you want to be in. You have a unique excellent
school and you have a good size target market who highly
values what you do. You can charge a premium price and
will have little or no competition. Aim for this. What can you
do, change or add that will make you more valuable and/or
more unique. Perhaps you already are unique and valuable,
but you are doing a poor job letting your target market know
about your school. What do you think?

u  Quadrant 3.

u You will be out of business soon. You have a lot of competition
offering the same thing, and no one in your area highly values
any of it. Change or cease to exist.

u  Quadrant 4.

u You have a school that people in your target market highly
value, but there are a lot of others doing the same thing.
Youodl | have to compete hard, spend
worry about lowering prices, etc. Be more unique and
communicate your unigueness from the others.



Val ue anoWhken € eAr e
You on Thi s Gri1 d?

Il ncredi bl e v aGreatvalbedar the bhyer A premium product for
price only the affluent

High Value
and
Uniqueness

n Mass of products. Lots of Overpriced and folks will
o 7] Good value for the competition. Average. figure it out soon and be
> Q money Not really wher e ygone0 d
like to be.
— (=
© B
> S The economy brand. Somehow people are The product is a rip off.
© Generic, Wal -Mart being fooled and paying People will not be fooled
- O 0Great Val ue the grigepTaey will figure long and be angry when
= o — product. it out and be gone soon. they figure it out.
o c
— )

ow Price

L High Price I



Value and Price 9 This is where you want to be. Develop
school , message and price to get
NOW.

Incredible value for the A premium pr
price only the af

High Value
and
Uniqueness

Mass of products. Lots of Overpriced and folks will
Good value for the competition. Average. figure it out soon and be
money Not really wher e ygone0 d
like to be.

The economy brand. Somehow people are The product is a rip off.
Generic, Wal -Mart being fooled and paying People will not be fooled
0Great Val ue the grigepTaey will figure long and be angry when

product. it out and be gone soon. they figure it out.

Low Value
and
Uniqueness

L High Price I

ow Price
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Message/ Brand Po
St atement

Use a template like this to compile the previous information
youbve thought through and di scu:
statement. Include unique value proposition. All messages to your

target should flow from this statement.

ExampliWhat I s yours?

Anyone in a Christian family involved in a Bible believing local church is welcome, but those most likely
to feel comfortable long-term and benefit most from our school are very conservative middle to upper-
middle class who strongly desire a quality education with honors opportunities and a very integrated
biblical worldview. These families want practical exegetical Bible teaching and preaching and highly
Target Vvalue a faculty and staff who is eagerly and consistently involved in not only the education of their child
Definiton but al so in their spiritual formation. They hi
arts, academics and athletics. They value programs focused on laying biblical foundations, including
character development and spiritual growth first and the development of gifts second. Our best target
families are those who are either new Christians or growing Christians who are passionate about their
faith. They want a strong emphasis on loving God and loving others.

Calvary Christian School provides a conservative, gospel-centric environment of holistic, biblically

integrated education. We provide high quality extracurricular activities to develop the whole student. We
Brand . o . .
Position hire only those who exhibit a strong walk with God, who disciple students and who are servant leaders.
We have a strong emphasis on serving others and developing godly character, which will help you
and/or your family grow in your love for God. There is specific emphasis on Great Commission living.

ébecause of
(1) Our F/S dedication to and training in biblical worldview education (All are involved in local church
Proof _ ministry and hold advanced d_egre(_es.) _
Points (2) Our central focus on the importance of the gospel and being disciple makersd not just educators
(3) Our commitment to serious, God-focused ministry opportunities
(4) Our wide-range of biblical and solid extracurricular programs, emphasizing Christian growth while
endeavoring to develop individual student giftedness.




Adapting and
Communicating Your
Core Message

u There are many ways your core message can be
used to speak to your target audience.

u

u

u

u

u

Your website and social media sites
Emails to current and prospective student families
Articles of explanation on social media

Articles that help parents with their pain points.
These can be hosted on your website and posted
on social media, driving traffic to your site, showing
your expertise (without bragging) and capturing
leads.

Video (a promo video but also short clips that are
so popular on social media these days)

Brochures

FAQs on your website

u The list goes on and on. The core message stays
the same.

The following slides will help to guide your thinking

on shaping the communication of the message.




Quick Overview of the Message

Communication
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Use Maslow To Help Communicate the Message

Click herei f you aren6t sure who Masl ow was and

Human Need/Motivation Classic Message Examples/Appeals from Major Brands

oDri vers wanted. 6
VW

OThidnkferent. o6
Apple

Social Needs

0Crave the wave. o6

Physiological Needs Ocean Spray

how h

There 1 s a more Dbiblical
more helpful to us.

ver


https://en.wikipedia.org/wiki/Maslow's_hierarchy_of_needs

Here 1 s a Chri1 sti ar
t hink through with
O

How cdn you
adapt your core
message 10

speak fo the APersonal development
h'\ghes’r levels of | ACareer path development

man need? f \ AEducation and spiritual development
hu ’[heﬂe)d y \N ARealize oneds own
Se;e ore Confid ARecognition
slide for M¢ onfidence
nelp on this. Needs

AStrengthening of gifts and abilities
ASense of accomplishment

: \ ASense of belongi
Social Needs AAcceptance and |
ASecurity
Safety Needs AProtection
ASafety from p
Physiological Needs Ll

AThirst



Examples of How Your Message
Can Motivate T Adapt Yours

Motivation/
Needs

Classic Examples/Appeals

Godds Pl an

Social Needs

Physiological Needs

foPBﬁILI you ca
a\110)%

oDrivers wa
VW

OThidnk fer en
Apple

0O0Crave the wave. 6

Ocean Spray

We help you grow into a strong godly person
10% "%ducation devel ops youlr
and prepares them for life.

You can develop godly  friendships here.
Serving others is our motto.

Athletics/PE/Lunch Program

Bl end a
t hese |
signi fi
pr omot i
somet hi
most Wwi

nd mi x vy
evels of

onal ma t
ng touch
th mor e

our cor e me s sage

human needd&s wpo
cant content for websites
eri al o&wecheacH utde ds

i ng all these ar
description and

e
e

Sample oODirecti®nal 6 Mess

N A MDY -



Enrollment Planning

KPI s

Tactics u Strategy




Enrol |l ment

Al nsti tuti onal Pur
Al nsti tuti onal Str
AEnr ol | ment Pl an

ARetenti on

ARecruit ment

Pl an

pose/ Mi
ategilc

Message

ATarget Mar ket
ASharpen t he

A Es t a b NiSSHiEamivlia r k e
ACreate a Communi c
Corresponds with
Funnel

AMeasure Dat a
AAssess and Adapt
AReview and Change

NN g Fu

ation P
t he Mes

Weekl vy
Yearl y



Why a Funnel?

u A funnel helps:

u to qualify prospects and how hot or cold they are. You
can determine where they are in the funnel.

u to develop a communication plan. Each level will have
specific messaging and mediums of communication.
Some will see messages online, some will see messages
on your website, and some at lower funnel levels will get
emails, phone calls or tours.

u with nurturing your contacts. You can develop ways to
nurture your leads both with automated and online
methods and toward the bottom of the funnel with one -
to -one interaction. You can assign specific people for
following up with your best leads.

uwith tracking and enroll ment f ol
to better forecast based on past conversions and
numbers in each level so that you know how many

students youoll end up with. Yo
the funnel youdre | acking prosp:¢
to year and can adjust the budget and strategy to

compensate before it is too late.

uwith budgeting. For example, yol

spending too much on awareness (top of the funnel
advertising) and not enough on securing a new student
with scholarship (at the bottom of the funnel)

There are more, many more.



How To Set Up a Funnel

For most Christian schools, three to five levels in your
funnel isplenty. The example below has more to show
how you can utilize more if needed. Most schools

can simply use top, middle, and bottom.

u Use this method.
u Top of the funnel (Awareness and appreciation building)

u Middle of the funnel (Authority building and acquisition of
Leads)

u Bottom of the funnel (Follow up, application, enroliment and
retention)

There are templates online, but Excel is a great tool for setting this up,
tracking and analyzing.

Prospect (Aware Top of the Funnel
What do they need?

Appreciate Your Value and Message How do we communicate?

What CTA Moves them to next level?
What do they neec
Acquire Lead by Ca How do we communi c
What CTA Moves them t
Follow up with leads Bottom of t he Fur
Personal | n : What do they neec
Secure application How do w e communi c

Wh a t CTA Moves them 't

Enrolled and Retained
Customer / Enrolled

What do they need?
How do we communicate?
How do we RETAIN Them with
Good Communication?




Funnel Example

Prospect (Awareness)
Appreciate Your Value and Message
Profe

Respect Your

Acquire Lead by Calls to Action

Foll ow Up with
Secure Applicat

Enrolled and Retained

Personal Interaction

ClickteeMatch a
process

Top of the Funnel
What do they need?
How do we communicate?
What CTA moves them to next level?

Mi ddl e of the Fur
What do they neec
How do we communic
Wh a t CTA moves them t
Bottom of the Funnel
What do they need?
How do we communicate?
What CTA moves them to next level?
Cust omer / Enrol | |
What do they need:-
How do we communica
How do we retain thi

good communicati on


http://www.purposelaunch.com/first-in-space-funnel-strategy.html

Use the Funnel To Track
Data on Recruitment

u Track the number of prospective families in each
level each month.

u Track the conversion rate as prospective families
move down the funnel from being generally
aware to seeing you as an authority they come
to for advice, to becoming an enrolled student.

u  Compile the data for monthly and yearly trends,
forecasting, planning, advertising, adjusting
strategy and more.

u The more trend data you have, the better your
predictions and decision -making becomes.

u Determine how you will track the data.
u | recommend an Excel sheet.
u There may be templates online.

u Ask a computer wiz to create it. You can use it year
after year.



Example of Enrollment
Funnel Data to Study

Prospects (any contact)

% Change Overall from Previous Year

Inquiries (demonstrated potential interest)
% of Prospects to Inquires

% Change Overall from Previous Year

Hot Prospects (engagedusin conversation)
% of Inquires to Hot Prospects

% Change Overall from Previous Year

Very Hot Prospects (escalated conversation or higher probability to apply, ex:
admin contact)

% of Hot Prospects to Very Hot Prospects

% Change Overall from Previous Year

Potential Applicants (started or requested application)
% of Very Hot Prospects to Potential Applicants
% Change Overall from Previous Year

Applicants (received the at least the application)
% of Potential Applicants to Applicants

% Change Overall from Previous Year

2009 2008 2007 2006 2005

24009 27901 8479 3992 3973
-14% 229% 112% 0% 255%
5314 5912 5022 2213 1260
22% 21% 58% 55% 32%
-10% 18% 127% 76% 88%
2314 2821 4382 1912 1120
44% 48% 87% 86% 89%

-18% -36% 129% T1%NA
841 1027 1057 1068 685
36% 36% 24% 56% 81%

-18% -3% -1% 56%NA
684 700 671 541 328
68% 63% 51% 48%

2% 4% 24% 65%NA
2007 2006 2005
270 260 343 293 291
37% 51% 54% 89%

4% -24% 17% 1%NA



Key EI

e ment s YOou

and Need for Yours

u Year after year dat a

u Consi stent names for | evels

u Consi stent qualifications for <cor
that moves that prospective from

u For the top of t hte Kmuower gde 0.0 NYwaywn
data sdlybave to just observe vagu
number of people who are engaging \
the number of people visiting your
pagevi ews or time spent on the wel

u As they move down the funnel, the t
to the next | evel become more cl eail
actual names and i nformation.
uDid they give you a name and an emai |l

gui de?

uDid they Li ke your Facebook page?
uDid they call with questions?
uDid they request a visit?

uDid they fill out an application?
uDid they pay an enroll ment ffee?

u Any and/ or all of these could be 1t
move people in the funnel and tracl
and nurturing purposes

Ot her key eldelmewast yiom your funnel

u Percent age
u Percent age

u Goal s f or
t o come

of change in yearly toc
rates for conversion
next year based on aver

)



Funnel Decision Making Help

Exam ples This funnel is from a small Christian college with

many levels inside the three basic ones. They used more levels for better
analysis, budgeting, etc. As you study this, you can begin to get an idea
of how useful this can be in the planning process.

2009 2008 2007
F'rnscts {any contact) 24009 27901 2479 3542

% Change Overall from Previous Year -149% 220% 112% 0%

Inquiries (demonstrated potential interest) 5314 5912 5022 2213
% of Prospects to Inquires 22% 21% 59% 55%
% Change Overall from Previous Year -10% 13% 127% 76%

Hot Prospects (engaged us in conversation) 2314 2821 4382 1912
% of Inquires to Hot Prospects 44%, 48% 87% 86%
% Change Overall from Previous Year -18% -36% 129% T1%MNA

Very Hot Prospects (escalated conversation or higher probability to apply, ex:
admin contact) 34 1068

% of Hot Prospects to Very Hot Prospects 24% 56%
% Change Overall from Previous Year - 56%NA

Potential Applicants (started or requested application) : i 541

% of Very Hot Prospects to Potential Applicants 51%
% Change Overall from Previous Year 2% 24% B5%MA

2006

Applicants (received the at least the application)
% of Potential Applicants to Applicants
% Change Overall from Previous Year

Very Hot to Potential is high, Strategy needed for Potential to Applicant conversion

u Many conclusions could be drawn and
exampl e, but you can see that the a
specific areas they felt merited di

u The percentage of prospects to inquire
do about it?

u The very hot to potential applicant 1 s
be higher than anticipated? Wi ll we ne
has higher than average very hot prosft

u We need to work on the bottom of the f
applicants to applicants seems to keepg
t hdleaky daurnenae?



Funnel Hel p

u Helps set reasonable goals
u Helps establish an action plan

u Helps you know where to spend time, resources
and money

u Helps with forecasting along the way (and
adjusting the forecast when needed)

u Helps you determine what went wrong or right or
what was a miracle.



Funnel Goal Setting

Prospects (any contact
“hange Overall from Previous Year

Inquiries {demonstrated potential interest] 6114
% of Prospects to Inquires Increase total by 15%
“hange Overall from Previous Year

Hot Prospects [en ed us in conversation) 3067
% of Inquires to Hot Prospects

“hange Overall from Previous Year
% of Prospects to Hot Prospects

Ve Hot Prospects jescalated conversation or higher probabili _ex: admin contact]
of Hot Progpects to Very Hot Prozspects
“hange Overall from Previous Year
of Inquires to Very Hot Prospects
of Prospects to Very Hot Prospects

Potential A'iCﬂﬁtS {started or requested application
» of Very Hot Prospects to Potential Applicants

ange Overall from Previous Year
» of Hot Prospects to Potential Applicants
» of Inguiries to Potential Applicants

of Prospects to Potential Applicants

licants (received the at least the a
% of Potential Applicants to Applicants
verall from Previous Year
% of Very Hot Prospects to Applicants
» of Hot Prospects to Applicants
» of Inquires to Applicants
% of Prospects to Applicants

Acceted {potential enrolles)

of Applicants to Accepted
-hange Owverall from Previous Year
of Potential Applicants to Accepted
» of Very Hot Prospects to to Accepted
» of Hot Prospects to Accepted
» of Inguires to Accepted
of Prospects to Accepted

Enrolled {matriculated)
% of Accepted to Enrolled

“hange Overall from Previous Year
% of Applicants to Enrolled




| f youore ||

ke me youoll

teacher to help, but there is great
potential here. Check it out . . .

u We waxhG8tudent s
u 20/ 5 We nZxl&dt t his
u 21/9%7 5= We nzZ2®&8t t hi s
u 29/B3%F We need7adtoutt
| ev el
INNE[ C .
Obviously the higher
sooner you need the j
the funnel so that vyoc
down to the enroll ed
| f you're in Ma40&mnd
the | evel whe®T3x3 ywow r
better adjust your er
and budget ddawn.i nl fI\/Iay
hav200a0t t hat Ievel,
to adjust it up!!
Wouldnit be great to
t hough? A funnel hel g



Planning and Strategy

(Remember the coffee stains on the enrollment plan?)

Sample discussion questions based on
from your funnel as you | ook at tren

u How wi | wel mtquti me es needed at t he

I

funnel ?

u Where do we hawventvleersavtwenst and what
do to strengthen them?

u Do we need new brochures to strengt
funnel or more online advertising t

u Do we need more authority building
action to build the middle of the f

u Do we need better nurturing for the
can we do that? Who can we tapk spe
nurturing? Do we need a new volunte
calling moms? Do we need an office
change?

u Oh, Doyr target numbers are off and

f al | s tiaretv idaet & or ecast .



Pl anning and St
Conti nued

u  Oh boy, our lower funnel numbers are higher than planned.
Maybe we need to hire an extra te
buying the new wresting mats and baseball gear.

Sir, our proposed budget is off. We anticipated 208 students,
but the data shows wedol | only hayv

How do we adjust our communication plan to strengthen our
conversion rates for next year?

What is a communication plan you ask?



Enrollment Planning

Tactiu Strate¢gy




Enrollment Plan Outline

A Institutional Purpose/Mission
A Institutional Strategic Plan
A Enrollment Plan

A Retention

A Recruitment
A Target Market
A Sharpen the Message
A Establish a Marketing Funnel

A Create a Communication Plan That
Corresponds with the Message and the

Funnel

A Measure Data
A Assess and Adapt Weekly
A Review and Change Yearly



How do we reach t he t
mar ket Wi th our cont e
dri ve them to our S C h

The old traditional marketing way vs. the new marketing way.

New (Inbound) Marketing

Examples: Google search, social
media, website and webinars

Draws the seeking customer to you
with helpful content they find when
they are looking for answers

The reason for Netflix, recordable TV
and satellite radi
advertisements.)

Lower cost

Better audience targeting

Marketer seeks to help

Communication is two
interactive.

-way and

Old (Outbound Marketing)

Examples: Radio, TV, print ads, cold
calls, banner ads and billboards

Pushes your product or service
when customers are typically not
interested

Interrupts your TV show, your
magazine article, your radio music
or your view of the scenery

Higher cost

Spend to reach
in your target audience

peo

Marketer seeks to promote self and
not really help the non -buyer

Communicationisone -way . He

why we are better than others.




| Nt er r 1
Ol d
Met hod

OQut bound,
Mar ketel h g
ng

Mar ket

You know what 1t 1 s |1 ke:

You are watching your favorite TV

the | atest horror movie comes on.

You are driving down the interstat
you see a bill board 6 oChanmmndéla ® c al |

better coverage ltZhan Channel

You are reading an article online
four -uppopads have to be di smissed be
article.

You are | istening to your favorite
hear four commerci als 8 oAut o hRepai:
Handk Pest Contra®!|l Maind Met Viyce.

Yo e eating dinner and you get a c
from a sales person.



|l nbound, Cont ent
Mar keteTmg New

Mar keti ng Met hod

u Your riding mower wonot start for the fI
You pull out your smart phone and 0Googl
wonodét start. o6 Bobds Small Engine on Mai
05 Things to Check When Your Mower Wonot
advice. You realize the fuel filter needs replacing. Where will you go to get it?

Yep, Bobds! While youdre there, you see

the fuel line and sells you the filter and some hose.

u You became aware of him online when you needed him and were searching
for help. You appreciated his advice and the article he took time to write. You
respected him as a local authority on small engines, took his advice, went to his
shop and became a customer . Youol | now

u  What cost Bob more? A TV ad? Billboard? Radio time or an article on his
website to help his target customer?

That is a quick example of inbound modern marketing. There is more to it, of

course. Perhaps you checked Bobds reviews
website. Perhaps you followed his Facebook page and later bought a new mower

from him due to the continued trust he built with you via his helpful content.

You can use this same process for your Christian school marketing. You have the
experts on your campus. You know your mess
You can post content on your website and advertise it to a specific target market

on Facebook with interests like Ken Ham, Liberty University, Baptist churches, etc.

Inbound marketing helps you to deliver your message and help to the target

audi ence youodre | ooking for so they find vy
level specific communication helps you to capture their contact info and provides

warm leads to follow up with.



Now, compare again with those
examples in mind. How can you
make inbound work for you?

The old traditional marketing way vs. the new marketing way

New (Inbound) Marketing

Examples: Google search, social
media, website and webinars

Draws the seeking customer to you
with helpful content they find when
they are looking for answers

The reason for Netflix, recordable TV
and satellite radi
advertisements.)

Lower cost

Better audience targeting

Marketer seeks to help

Communication is two
interactive.

-way and

Old (Outbound Marketing)

Examples: Radio, TV, print ads, cold
calls, banner ads and billboards

Pushes your product or service
when customers are typically not
interested

Interrupts your TV show, your
magazine article, your radio music
or your view of the scenery

Higher cost

Spend to reach
in your target audience

peo

Marketer seeks to promote self and
not really help the non -buyer

Communicationisone -way . He

why we are better than others.

Cli ck Here to
coupl 2miodut e vi
on | nbound Mar



http://www.purposelaunch.com/inbound-marketing-strategy.html
http://www.purposelaunch.com/inbound-marketing-strategy.html

Inbound Marketing
Communication Plan
Development

u Fogacfhunnel | evel, you have to det
of dat a:
u What are the characteristics of peopl e i
u Their questions
u Their interest in your school
u Their pain points
u What are the best communication channel s
u Soci al medi a
u Vi deo
u Website
u Emai |
u Phone call
u Vi sit
u Content that flows from the core message
u Hel pf ul articles?
ueBooks or gui des?
u School promotion (what aspects at what | evel
u Cost to reach and convert to next | evel
u Advertising costs
u Gi veeways?
u Staff salary?
u What el se?
u Qualifications of moving to next | evel s
u They clicked to the website?
u They downl oaded a book and filled out a for:i
u See previous pages on this subject.
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Communication Plan
Exampl eée

Click Here for a good explanation of this from
Hubspot.

Prospect (Awareness) Top of
hat do y need

How do we communi ca
Wh a t CTA moves them t

Respect Your Professional Authority Middle of the Funnel
What do they need?

How do we communicate?
_ What do they need
ha
Ho

Appreciate Your Val

What CTA moves them to next level?
Personal Interaction
t CTA moves them t
Enrolled and Retained
Customer/ Enroll ed
What do they need?
w do we communicat

How do we retain the
good communi cati on?



https://blog.hubspot.com/marketing/content-for-every-funnel-stage
https://blog.hubspot.com/marketing/content-for-every-funnel-stage

Comm Pl an Br al nst

| deas/ Questi ons To
Each Ledpelmiddi e, Bott

u  Who is this person?

u  We know they are part of our target market (because we
advertised the content on social media to our target market).

u They know very little about us.

u Go back to your persona work to determine the person and
their needs.

u  What content is best?

u An article on raising godly children in a ungodly culture?

u A short video from Mrs. 3 ' Grade Teacher on teaching3 ™
grade history with a biblical worldview?

u Pictures of high school or elementary chapel with a few
quotes.

u What is the CTA?

u Visit the website to read the article? (Include other CTAs on
the article page.)

u Learn more about Mrs. 3 ' Grade Teacher and all our faculty o
Click here . ..

u Listen to a recent chapel message . . . Click here.

u How do we reach the person with the content and drive
them to our website?




Let 0s Apply I nbo
Marketing via Social

Media and Search to Our
Communication Plan

Prospect (Awareness) Top of the Funn
What do they nee
Appreciate Your Value and Message How do we communi
What CTA moves the-.

Respect your Profe S AAAA Af thA -

Acquire Lead by Calls to Action

What do they need?
How do we communicate?
What CTA moves them to next level?

What do they nee

What CTA moves them

Personal Interaction

Enroll ed and
Customer/ Enroll e

What do they need
How do we communi c:
How do we retain ¢t}
good communicati o




T o PRENCERESIRNEe [ U n
Thought s:
Buili |l di ng Awar en

A Generate High odLevel Awareness
A Who are we trying to make aware?
A What demographic groups?
A What age groups?
A What type of people?
A Where are they?

A How do we make them aware and create interest?

Do Your Target Audience Persona
Work !

This will help you understand the
top level and how to
communicate.



People in the Top
of the Funnel

(These types of description and Q&A below used for your
school helps you know and answer the questions of what
they need to know, how we communicate it and what are
the best CTA for this level.)

Who is in this level?

uPerhaps youdd say any Face
audience member who saw our post

What are their characteristics
u Person is aware of;
u Our presence

u Our purpose of Christian higher education d not
necessarily much else

What do we need to tell them about us at this
time?

How do we tell them? Articles, videos, events?

What medium do we use to communicate to
them?

How much will this communication cost?

What is the CTA for this group that moves them to
the next funnel level?



Top of the Funnel
Suggesti ons

A

A Ot her Advertising | deas

> >

>\

>\

ener al awareness strategi es
nd/ or continue I n order to I
f targeted mar ket peopl e in
unnel :

Website built as a robust pros
Bl og and online content on you
speci fically f or( vtiadregoest, awwedeikée ny
online digest, Fri dagl updat es
advertised via soci al '

audi ence)

Advertising the cont e

target mar ket onoTShGCs

to your website from

Have CTA on with al/l

them on your website

those interested.

AOnl i ne directories
ALocal radi o tal k shows about r el
ARadi o ad spots/ community service

AGut sy PRe®e@Gmoazy Vvideo day and pos
onl i ne?

AProfil e/ purchase names?

AVIiI sit | oc al churches with a mi



Ledd Apply | nbounc
Mar keti ng via So
Medi a and Sear ch
Communi cati on Pl
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Prospect (Aware Top of the Funnel
What do they need?
HA~-- . To—+AD)

.vnat CTA moves them to next leve. .

Appreciate Your Val

" 48
Respect Your Professional Authority Middle of the Funnel
What do they need?
Acquire Lead by Calls to Action How do we communicate?

Q What CTA moves them to next level?
) -
Follow Up with Leads Bottom of — =
Wiha:. uwuu T hey nee
Secure Applicat How do we communi

Wh at CTA moves them

Per sonal I n

Enroll ed and Re
Customer/ Enroll e

What do they need
How do we communi c:
How do we retain ¢t}
good communicati o

Click Here for a good explanation of this from
Hubspot.



https://blog.hubspot.com/marketing/content-for-every-funnel-stage
https://blog.hubspot.com/marketing/content-for-every-funnel-stage

People I n the MiI di

Funnel

(These types of description and Q
you know and answer the questions

k now, how we communi cate it and w
(RGNS | e v e | | )

. i ; Jn
uWho 1 s I n this | evel*
u Demonstrated an I nterest i n our school

us contact i nf o.
ul ndicated a willingness to have wus call
u Requested I nfo or resources

u Contacted us directly

uPerson I s aware of
uOQur Dbasic beliefs, they have rese
a guide per haps, have a basic und
but now hav-eedekpguestions per harg
AShoul d we try i1it?
AWoul d our children fit iIin the
AWhat do they believe about as

(Creationism per haps)
AHow much does it cost ?
ADo they want wus to visit?

A Wh at woul d the kids wear t her



MI ddl e of t he Fu

Again, you must discuss these questions as you work through
your plan . . .

u What do we need to tell them about us at this time?

u How do we tell them? Articles, videos, events, campus Visit,
phone call, student shadowing program, etc.?

u What medium do we use to communicate to them? This is
where we start moving from less personal marketing to
personal communication options like emails, phone calls
and/or postal mail.

u How much will this communication cost?

u What is the CTA for this group that moves them to the next
funnel level?

u Probably an invitation to meet face to face for a visit,
interview, etc. If they accept, that moves them to the Bottom
of the Funnel.
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weekly
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cards with

a hel
cont ac

CALL TO ACTI ON SHOULD BE FOR

CONTACT OF

ACampus V
A Moms cal
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| 1T ng mo ms

student

SOME KI ND

program
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Clickfoeera good explanati on
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https://blog.hubspot.com/marketing/content-for-every-funnel-stage
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People 1 n the Bot

Funnel

(These types of description and Q
you know and answer the questi on:e

kKnow, how we communicate It and w
for this | evel.)
uWho I s I n this | evel??
uHot Proekm@gatged school I n Perso
Any of the foll owing
u Requesoft edt her i nfo afder i1 nitial
uDownl oaded a qualifier resource f
uCalled the school with questions
uCampus Vvisits, etc.
uThis i s where most casual per sona
i nserted into the funnel, 1 .e., &
of an interested family.
u Person I s aware of

u Most everything t heny greeneedi httey kmnove vi si
interview with administrator and spent

u What do they need now at this B
u Can we afford this?
u What i s the value compared to my

0
u What are the drawbacks for our f anm
those are and trying to overcome t

u THEY NEED ADEQUATIEP BFRBBLANOW. WBPUT NOT



Bot { CHUIINNEREEN ¢ F U
Strategy | deas

AHopefully they have joined one
options (Parent Digest or some
nomnvasive reminder of your sc

AHopefully they still are seein
reminding them of who you are.

APair them with an ambassador f
remai ning guestions and put th
right resources for help.

Alnvite them to an open house o
ASchol arship i nformation-ugond f i
AHonors program testing

ATickets to oned@ofipeunr sshpobg

AEt c.



Led Apply | nbounc
Marketi ng via So
Medi a and Sear ch
Communi cati on Pl
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Respect Your Professional Authority Mi ddlI e of t he E u
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Acquire Lead by Calls to Action How do we communi ¢

What CTA moves them

e U Bottom of the Fu

I n : What do they nee
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< 0 (,TA moveos, *“ hem
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Cust omer [/ Enr o, !
What do they needc
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Per sonal

Click Here for a good explanation of this from
HubSpot.



https://blog.hubspot.com/marketing/content-for-every-funnel-stage
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A Few Thoughts a

R et e NS
( Remember: It 1Is the
t he enroMEEment pl an. )

You should have an eff e
communication plan for rete
recrul t ment. We have foc!l
recrui t ment here, but what
retaining and hel ping you
customers spread the word



A Few Thought s
Retenti on

Here are a few ideas on retention communication
plan elements.

u A weekly Parenting Digest can be used for recruitment and
retention.

u Regular communication from administration and teachers

u In your communications, please remember to not only give
updates on what is happening but also reinforce that core
message we discussed earlier. Your customers need to be
reminded what that message is and how you are fulfilling your
promises to execute your mission and purpose.

u Articles on how you are implementing the mission in sports, fine arts,
field trips, chapel, etc. are great. A video clip of chapel, a snapshot of
a studentds Bible notes and the

u School programs

u Use this time to reinforce the mission and message as well. Have
some student or parent testimonies after the fine arts program.
Have a student athlete pray or give a one -minute devotional
thought before the game to the audience. The list could go on.
Never miss an opportunity to communicate your core message

a

| | st

and dondt assume that they r emembe



A Few Thoughts about
Retention

Here are a few 1 deas on r
communi cation plan el emen

uSchool surveys

ulUse these to tackle problem area

u Communi cate wh@& ydhwngrergy somet hi ng t ha
vi ol ates your mission and values, you
message. )

u Communi cate what you ariedogmeitngi dgoi fcih@aa
ariisebBeuryvkow and Wh e n .

u Communi cate all the areas that a high
hel ps those in the minority on an i ssu
mi nority.
uPublish results online for prospective
uVideo 1 nterviews with parents
and on social medi a
u Graduate and alumni updates an:
success of your program for thi
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A
A
A

Under stand your target audi e
Devel op your core messages f
Devel op and understand @gour

needs at each funnel | evel
Devel op a communication pl an
funnel I n order to meet thos
yolwror e messages

Devel op a delivery method or
to transfer your communicat.
Strive for and al ways i1 nvite
actidlhwavay communiicattihen goal
Fi nd ch mpi ons to-llRelep with
communi ations and nurturing
funnel

ABob helps with prospects to ir

ANancy helps with I nqguiry to hc
Funnel ) .

AGary helps with per supna(lBoctotnotns
the Funnel ).

ABl ake hel ps with retention cor
AHol d team meetings monthly.
AMeasure and track dat a.
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AReview and Change Yearly




Measure Data

u

u

Determine what to measure:

Funnel data

Conversion data | How are people progressing through
your funnel?

Inquiries

Communication consumption | What topics on Facebook
get more engagement? Which drive more traffic to your
website? Which seem to drive new traffic to your website?

Website analysis

u Visitors, geo, pages viewed, entrance pages, exit pages,
average length of time on the site and more. More to come on
this.

Facebook analysis

Applications and date of  ppplication
Financial aid

And more . ..

Pro Tip
u There are some great free or mostly free apps you can put

on your phone to check data on the go. Some of our
favorites:

u Google Analytics App
u iDashboard
u Facebook Pages App
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u Hopefully you have been trac
addi tion to enroll ment numbe
Il nformation you should be tr
properties.
u Webswvisits throughout the year.
visited most? What months have |
does this compare with 1T nquires"-
staying, and what pages they ar
your website from. AlIl this hel]|
| mprove your website and strat e/
il ncredi ble recruiting and retai.
Pro oDseg Google Analytics for
an app for your smart ph
u Soci al NMedgieac i al ly Facebook. Ho w
audi ence? How much 1 s It growi n;¢
to website visits? What posts g:¢
engagements? How can you use it



Wh at t e Data Pr

Prospects (any contact)

% Change Overall from Previous Year

Inuiries (demonstrated potential interest) 6114
% of Prospects to Ingquires Increase total by 15%
% Change Overall from Previous Year

Hot PrOSECtS (engaged us in conversation)

% of Inquires to Hot Prospects
: : ° % Change Overall from Previous Year
% of Prospects to Hot Prospects

ex: admin contact] 1222
% of Hot Prospects to Very Hot Prospects
9% Change Overall from Previous Year
% of Inquires to Very Hot Prospects
% of Prospects to Very Hot Prospects

Potential Alicants (started or requested application)
% of Very Hot Prospects to Potential Applicants
% Change Overall from Previous Year
% of Hot Prospects to Potential Applicants
% of Inguiries to Potential Applicants
% of Prospects to Potential Applicants

E "CE.I'“S (received the at least the application)

% of Potential Applicants to Applicants
% Change Overall from Previous Year
% of Very Hot Prospects to Applicants
% of Hot Prospects to Applicants
% of Inguires to Applicants
% of Prospects to Applicants

AGCE‘Ed {potential enrollee]
% of Applicants to Accepted
% Change Overall from Previous Year
% of Potential Applicants to Accepted
% of Very Hot Prospects to to Accepted
% of Hot Prospects to Accepted
% of Inguires to Accepted
% of Prospects to Accepted

Enrolied (matriculated)

% of Accepted to Enrolled

% Change Overall from Previous Year
% of Applicants to Enrolled
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More data tracking:

u Gener al Emai |oHwbipstf uGrloywtylou have
of newsletter, parent digest, el
student families and target mar |
grandparent s, etc. This | ist sht
much of the content sent i s bei.l
to, etc.? How will you know how
dod measure?

ulngquiries (MiddWhaof tilme Bonypela)
many? For most schioobe ttdo sharhd:
This can be easily used year af i
measure and see how you are doil
have you had YTD compared to t he
does that mean for enroll ment? |
strategy accordingly to get mor ¢
teacher s?



Goals, Key Performance
Indicators and Data

More data tracking and monitoring:

u Search Engine Results and Key Words _How you rank when people
search for oChristian Schools in Yo
search result? How many people are finding you through searching
for your school? What key words are they using to search and find
your school?

u Bottom of the Funnel How many phone calls have you had from
prospective families YTD? How many campus visits? How many
applications? How many applications for financial aid or honors
testing? What does this mean compared to previous years, etc.?

u Retention What number are you retaining from year to year from
elementary to jr. high to sr. high? Where are the numbers lacking,
and what can you do? How many are you losing during the
summer months each year? The list could go on.

Budget spending on Enrollment  What is working? What funnel level
needs more spending? What has your advertising done to raise funnel
numbers? What is your return on investment for the money your
spending to recruit?

IE IT MOVES, TRACK IT
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Assessment s

We are back to the top of our cycle. In addition
to regular meetings on how enrollment planning
Is going throughout the year, at least once a
year, plan a lengthy assessment of your school
ministry with the key members of your team.
Assess your purpose, core message,
communications, data, goals and results. What
needs to be adjusted? How can you improve?
What mistakes did you make? How can you
grow? Are you on mission?



And YouoOove Been




Let EESEEEERERESDH" Y 0 U .

selLaunch

e —

9089-6159


http://www.purposelaunch.com/
https://www.facebook.com/purposelaunch?ref=hl

Wa nt t o Do |t )

V1 ST our websit

hel p il BN O r mat

u

Grade your website anglagetr @apdrmte
wi t h -dao tloi st .

Watch hel pful short videos that
businesses and ministries.

Downl oad free guides, assessment

Sign up for The Fuel Tank, A wee
i nformation on DIY marketing and

Read some case studi es.

WWW. PurposelLaunch. cc¢



http://www.purposelaunch.com/

Ot her Hel pf ul D |
Research Resourc

u Hubspot Marketing Blog

u Duct Tape Marketing Blog

u Social Media Examiner Blog

u Co-Schedule Marketing

u Purpose Launch Fuel Tank Subscription

u Purpose Launch Website Tools



Tools o Free and
Otherwise

u Weebly

u Mail | Chi mp

u Survey Monkey

u Website Grader

u Purpose Launch Tool s
u Canyva

u Buf fer
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http://www.purposelaunch.com/

My goal |l s T @O0 co
fami |l 1 es with (guaz:
SCcholGHEEEEEEN t he ne

If you are a DIY school,
we are here as a
resource.

If we can partner with

you and help with your

~ plan, that would be
great, too.

Either way, | hope
youol |l get in

PurposelLaunch.

Mike Glanzer
Give me a call. 906 -396-1159
Email me: Mike@PurposelLaunch.com

E Purpose Launch LLC


http://www.purposelaunch.com/

