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Preface

The developmenbf two key resources the SMP interactivewebsiteand theSchool

Marketing Manual for the Digital Agé3™ ed) (2010) e-book came abouto share

outcomes and skills gainddr om many year sO esclpoebraiteence of
Gclool-f a c Beihg on staffin theseschoos, | was able to see firsthand what was
neededand then to d something about these needs.

We need to use all appropriately available resoutceget our message to as many
peopleas we possibly can in effective, attractive and enjoyable ways. ThisSokool
Marketing Manual for the Digital Agé2010) is the % edition of the populaSchool
Marketinge-Handbook: Easy to Use Guide to Market Y8ghool(published2008-9).

Feedbackesulting from the oginal SMP website which has been continually developed
over the past year since its intiep, would suggest thahis website which houses this
e-book plays an important part in marketiriige schoolfor a growing group of like
minded people.

The SMP websiteat http://markeschoos.com/now has included an array of énctive
components, which wouldssist with the marketingf your school Two popular
interactive aspects are tiogs and theHints and Tips These are regularly updated.
Readers are encouraged to offer their own thoughts publicly througiBltigs or
privately to the authahrough theContact Us

If you would like to receive RSf&eds of any of the webpagpdatese.g.Blogs Hints
and Tips, SpecialandNews just click on the RSS orargsymbol, which is either on the
webpage or above on the toolbar, and follow the instructions. RSSueedt® you once
something new is added to each selected webfisigee on RSS in-$00K
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Introduction

The School Marketing Manual for the Digital Age8 ed) (2010) contains a major digital
section for marketingchoos$ in the modern agi over 1® pages80+ screenshots of
actual internepages are included tassist.The other contemporamparketing methods
have also been updated. A condtion of the digital and other contemporaapd
traditionalmethods is critical for a successfhoolmarketing planThis eBook begins
with a sampleschoolmarketing plaroverviewandconcludes with an invitatioto begin
creating youiSchoolMarketing Action Plaron the page provided.

When theschoolmarketinge-book is downloaded and opened on your compuagth
your internetconnection on, you will be able to lirkrectly from the eébook tovarious
websitesi over 1® websitelinks are included As an example, if you hold down the
Control keyand do a left click while hovering over the blue liedBook you will go
directly to the webpagdescribing in detail the neBchoolMarketing Manual for the
Digital Age (3™ ed) e-book.

The screenshotmagestaken diectly of variaus websitesform part of thisinstruction
manua) to assist you with seeing what various sitdfer. These also showhat you
would see if you progressed witising these sitesr becomirg a membebf those sites
with certain membership privilegeBhese memberships are mostly free of charge.

This ebookhas areasy to use approadh is written inclear, concisesummarizeg
pointformat, whichengages and motivates tleader.

Stepby-step suggestiorend instructions enabtbe SchoolMarketing Manageto work
toward the implementation of ttf&choolMarketing Plarin the best way theNdM feels
possible within his / her context.

This ebookaims to takeaway some of the trepidatiaarious readers may feel about
certain aspects of marketingpart from the digitahge challengesvhich have been
simply explainedanother common challengedealing with the traditionahass media
This challenge is addresstédtoughexplaining how best to use the methiaheschoob s
advantage, as well as howsbéo market thechoolthrough the media. Another is the
challenge to effectively work through tpeoductionof various marketing resources
These are covered throughout.

http://marketschools.com/ 23
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SchoolMarketing Plan

Preparing an effectivefficientand creativeschoolMarketing Plaris essential for
success:
1. This ebookbegins with a Sampl@VERVIEW of aSchoolMarketing Plan

2. Each aspect of thBlan is dealt with in considerable detail throughout the
Manual.

3. Your Action Planis then called for at the end of the text
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SchoolMarketing
(SMA.
Website

As well as thee-book the interactiveSMP websiteaims to continually engage the reader
asthe websiteggrows and develops according to tieeds of those interested in this
school marketingvebsite.

Free nembership of the site offers the opportunity to be fully informed as new
developments occur. To join tisMP websitejust hold down the control keand click
on Join Now.

The websitecontains the ook SchoolMarketing Manual for the Digital Age [2ed)in
theOnline Shoplusregularly updatedBlogs Hints and TipsandNewsitems.

Interactive contact ay be made through ttigdogsor Contact Us

The ebook overviewis detailed ae-Books detil on the authors atBryan Foster and
there are pages @pecialsTestimonialsandSponsorship

There are also &allery of Photos andh gallery ofVideos as well as theSite Search
option oneach page.

You may also subscribe free to #iélewsletteron a number of the webpages.

Many screenshots have been taken from this SM#Bsite and my private social

networking sites et c , and us Maketingn IntericeeAppScle@aadli ons é o
chapter. These are used to help clarify various aspects to do with wethstasernet

and all that both offer and are not used to what may appear gs@albtion. This

concentration on just kewebsites occurred due to the difficulty of gaining copyright
permissiorfrom a larger number of websites.
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SchoolMarketing PlarOverview

School Marketing Plan Overview Sample

Define what you have to offer:
1 vision and mission, personnel, curriculum, sacramental / prayer life,
pastoral and welfare support programs, religious / arts / sport education,
facilities, extra-curricular activities, etc

1 specific ages and groups catered for - from infants to senior secondary
1 future plans i programs, staffing, facilities, etc

Define your target group:

1 through surveys, observations, experience, gifts and talents available /
needed

1 proximity to / involvement with school educational institutes 1 elementary /
primary, secondary and tertiary + any churches
1 any expansion i programs, facilities, staffing

Budget:
1 realistically support the school marketing plan
1 be flexible and open to growth and change as the needs arise
1 continually develop over time through needs and experiences

Personnel and Talents available - including School Marketing Manager
Develop School Marketing Aims and Objectives i from previous information

Select Marketing Strategies:
1 School Marketing Relationships
1 School Marketing Resources (including branding, advertising)
1 Using the Media
o0 Internet and other Contemporary methods
o0 Both for Free (Media Releases / Editorial, etc) and for
Fee (Advertising)

Evaluation

http://marketschools.com/ 27
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School Marketing Plan
SchoolMarketing Manager
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School Marketing Plan
SchoolMarketing Manager

ThePLAN. The ManagerThe spend. The support. The evaluation.

The right person managing the right marketoign being given a realistic
budgetand support and using continual evaluation techniques and feedback
are high priorities for a successful marking plan wigfonar schoal

This eChapter gets to the heart of these critical decisions. Ofterhtoug
decisions need to be made dmpefullythis section helps ease that concern.

Big or smallbudgets can both have varying degrees of success.
Know your market and its needs and develop plans accordingly.

A longer term plaroften eases thanitial budgetconstraint. Success often
leads to more success. Decision makers become open to more appropriate
budgets.

Headings
SchoolMarketing Plan Overview Sample

SchoolMarketing Manage
SchoolMarketing ManageBupport Clusters
Branding

Professionalism

Budget

SchoolSurveys

SchoolMarketing PlarEvaluation
RegionalMarketing Plan(DMP)
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SchoolMarketing Plan

A successfulSchoolMarketing Plan (SMP) is critical to a successfuschool!
Be well prepared!
Plan!

School Marketing Plan Overview Sample

Define what you have to offer:
1 vision and mission, personnel, curriculum, sacramental / prayer life,
pastoral and welfare support programs, religious / arts / sport education,
facilities, extra-curricular activities, etc

1 specific ages and groups catered for - from infants to senior secondary
1 future plansi programs, staffing, facilities, etc

Define your target group:
1 through surveys, observations, experience, gifts and talents available /
needed

1 proximity to / involvement with school educational institutes i elementary /

primary, secondary and tertiary + any churches
1 any expansion i programs, facilities, staffing

Budget:
1 realistically support the school marketing plan
1 be flexible and open to growth and change as the needs arise
1 continually develop over time through needs and experiences

Personnel and Talents available - including School Marketing Manager
Develop School Marketing Aims and Objectives i from previous information

Select Marketing Strategies:
1 School Marketing Relationships
1 School Marketing Resources (including branding, advertising)
1 Using the Media
o0 Internet and other Contemporary methods
o Both for Free (Media Releases / Editorial, etc) and for
Fee (Advertising)

Evaluation

http://marketschools.com/
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Analysis of the School Marketing Plan
1 The SchoolPrincipal is ultimately responsible for the SVP.

1 The School Marketing Plan is based on theSchoob s V iargdiMission
Statement.

1 A SMPis the planused to market the school to the communitge community
includes allpeople who know, or those who you want to know, about the school.
These include the general public in your catchment region, parents, potential
families, school staffparish staff, other schodls st af f esperci ally f
schools, present and past studep#sents, etc.
1 The SMPincludes the strategiesed within a defined budget

1 The planis used to inform all stakeholderand other targeted groups, of the
benefits and successes of the school.

1 It also informs about aspects which may be of interest.
1 It also needs to plafior issues which may arise of a controversial nature.

1 The planshould inform and emphasize the real nature of the school and the
direction the school is planning or presently implementing.

1 A realistic budgeis part of the SMP

1 Marketing is relatively inexpensive when viewadthe terms of the potential
gains madé reputation new parents, supportive present parents, enrolmetots

1 The SMPcan benefit from the combination of views of stafl others
associateavith the school community

T I'n the initial stages of d s ofteh egtton g t he
include a varietyof interest groups for gaining ideas and suggestawait how
best to markeyour hool. These thoughts may then be used as felt necessary.

1 The School Principateeds input and has the overall responsibility to implement
the plan
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SMP Evaluation

The SMPshould be evaluated at least yearly and appropriate adjustments made for the
following year. Changes may need to be made throughout the year depending on
changing circumstances.

ASMPi s not é

A successful School Marketing Plans a | ot mor e thanandt he sch
newsletter

't should awydi d hedrsedhiongin a way which canrt

Be et hical é

Apart from being unethical, more tharkdly, any unethical aspects would eventually
become apparent as being incorrect to the stakeh@ddrsthers.

This would have an adverseandnplaencenpdrhen tssc
communityp s 1T nvol vement .

Who needs aSchoolMarketing Plan?

All schoolsneed aSchoolMarketing Plan.

Informing the communityis seen by most schools to be an importesgeat of their
ministry and mission.

It also leads to the best promoters of the school.
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A SMPmay be as simple or as complex as needed to achieve the desired outco

The planis needed whether:

1 aschool presentlyas a large enrolment base or
9 itis about to re/open or
1 itis losing students

The best time to market aschoolis when it is successful.

At this stage there are so many approaches which may be taken to highlight the
benefits.

However, it usually becomes an issue wkarmolmentumbers are dropping or when
newschoolis opening need by.

At this stage a specifically targeted program is required.

Don6t be caught out!
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SchoolMarketing Manager

Overview

The SchoolPrincipal will often delegate thisSchoolMarketing Manager (SMM )
role to aschoolstaff member.

Full-time, Part-t i me or shared? Trhé& Pri ng

However, it is best not to lose sight of employing the best person for this position

The SchoolMarketing Manager will be responsible for the School Marketing Plan
and responsible to tke SchoolPrincipal.

Full / Part-Time or Shared Role

i pal 6s

Most SMMswould be part time in this position these days. Budgetary restraints would

basically necessitate this. These people would combine this role with theipathary
role, usually that of Assistant / Deputy Principal or School Manager

To share the role, | believe, could be detrimental to it. Having someone knowing
everything there is to know abt was has occurred, is being planned for and involved

with the future implementation of the School Marketing Réa@ definite advantage.

| feel that the time is coming when an individual school or at least a combinatiawf
schools within a certain region / religious order / systemwill employ a
full -time SMM.
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SMM Skills Needed

The person who takes on this role will need to:

il
1

be interested in the area of marketargl preferably passionate about it
be a person of integrity

be able to base the SMPn  t h e S c handdMisSicsstatémesti o n
be aware othe marketingieeds of a particular School

have good interpersonal skills

be able to build professioneglationshipswith key stakeholdersmembers of the
mediaand varous local business personnel

have a creative flare and appreciation
audiences

have good literargkills
have good computeskills, particularly with creative AV softwarpackages and
internet usage, or at least an appreciation of these along with othenstalfers

or parents who would implement the software packagéesr your direction

have a good appreciation of the interaetd be able to implement all that this
means of communication offers your particular school

be capable of developing and implementing a viable budget

be keen to learn and develop more successful forms of marlegtthgharketing
skills.

SchoolResponse t&&MM

The school personnailill need to:

1 be open to various forms of markuegi
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be willing to try other strategiegarticularly successful strategies from
different schools

provide an appropriate budgetallow for the broadness and depth needed
for the implenentation of a successful SMP

give appropriate time for the SMM develop and implement the SMP
support the SMMn this difficult area

give time to the SMMor professionatevelopment to gain appropriate or
advanced skillso implement the SMP

allow the SMMto access the use of specialistg@rsonnelwho may be
needed to assist with various aspects efrtie.
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Support Clusters

All SMMs need support no matter their perceived proficiency or experience.

Overview

One of the best forms of supprt cluster may i ncl ude eag¢S3choachool 6s
Principal, Leadership Teammembers, selected Staff, Parents and Friends / Citizens

Association and School Board

Another support is a clustef SMMs, usually withinlocal proximity.

Either support clustecould benefit from inviting input from other specialists be they
from other schoolssystemauthorities, scho@mploying authorities or other consuits.

Input on current marketingractices from within that cluster and / or by offering
suggestions for improvement would be beneficial.

Support Cluster - SchoolLeadership Team
The School Principahould always be an integral part of any SMP

The School Principal al ong with the s wduldodmniaby bdae ader sh
wonderful support structure for the SMM

To have gifted people literally within earshot of one another and able to have ideas
bounced off each otherand opinions and ideas sharedwould bebeneficial.

The School Principahnd Leadership Tearshould have confidence in the SMMnd
allow this person to develop the SM#&thout interference. This, however, needs to be
done in consultation with the School Princigadd maybe also with the other school
Leadership Teammembers.

The SMMwould initially need to gain the trust of the School Princigadl Leadership
Team
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Time, professionaldevelopment andhe experience of successfully completing and
implementing a SMIfnay be integral to gaining this support.

Support Clusters of SMMs

Often SMMs feel that all schools, even those of the same denomination, are rivals.

This is most likely far from the truth.

The more similar schools work together, in this case from the marketing
perspective, the more proficient and successful each one should be.

It is believed that the old adage is correct:

O The stiasr bteetatne r than a telam of

Regular meetings of SMMsvhere successful and neoccessful strategiesg marketing
are discussed and possible solutions espoused, woulof benefit to each school
involved.

These meetings could also include shared creative thinking time on possible strategies
along with resourcdevelopment for each particular school.

SystemlLevel Support and Clusters

School systemic support would be available to many schools. This may be done on a one
to one basis i.e. the school and systepgicsonnelor as eclusterof schools along with
systemic prsonnel.
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Using the combined expertise of the systemlong with any budgetaryassistance,
could be of substantial value to each school.

The system would most likely employ experienced markgteape and journalists
The system may be able to supply a budigeissist schools, particularly those in need.

The initial onus may be on Cosnmidmicadidnsandt o
Marketing Managr. Be clear with your proposed needs or queries.

A first time SMM may make this approach early on to gain initial momentum and advice.

They may also gain financial support to kick start the marketiogess.

Once the process has beguthese SMMscould use the other support structures
mentioned above
plus resourcedike this e-book for guidance and assistance.
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Branding

Branding i s difsticantact vaith theescheob Ihiusually a visual image
seen. It may also be a verbal input.

Brandingds I mportance must not

First impressions do count!

First Impressions
The first impression may be gained freéime following:
1 Website design
1 Welcome by officestaff / Office decor etc
1 Prospectus Information Pack cover, pages and inclusions
1 Uniform of studentsnd officestaff
i Stationeryreceived
1 eli-Newsletter, newsletter or newslettirsign and front page content

1 Telephone call response by offistaff/ voicemailresponse / telephone transfer
instructions / dedicated line for upcoming events recordita

1 White and Yellow pages listings

1 Advertisement in newspaper or magazine, raetio
1 eli Flyer or Flyer

1 Student or staflt school

1 Reputations of schoals espoused from someone within the community
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The branding of the school needs to be well considered and representative of the|
s ¢ h o o brmasd missian.i
It needs to show how theschool is to be seen within the community

Uniformity

Branding needs uniformity to be a powerful, positiveool.

Mixing and matching brandingauses a weak and disjointed imagdye apparent

This is to the disadvantage of the school in a number of ways. The confusing images
distract and hence do not leave the desired impact.

The school may be seenitsel as di sjointed and O6not toget he
follow-up difficulties.
Key Branding Areas

1 Key primary_areasof branding include:

Colors

Logo/ emblem

Motto / Catch phrase

Uniform design

Graphics and page layout

Key words to epitomize the school

= =4 =4 -8 -8 -9

Colors may vary according to the purpose i.e. outside cofditse school may differ to
the inside colorand these may differ from stationexgd advertisingolors.
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To have the same coloeserywhere can become overbearing.
However, there would be less of a difficulty with soft plain colors,

butt hese col ors often ar eandiatverssing ong

It is important though that those col@alected for each area, inside and outside, al¢
with stationeryand advertisingre simple, matching and constant throughout that

particular usage.

ng

1 These following areas then form the basis forgbeondaryareasof branding,

including:

i Stationerydesign, which would include page graph@&sd layoutsof

school details
1 Logoand mottanclusion on uniforms
1 Website design

1 eli-Newsletterand Nevsletter design

1 Covers and page layoufer school produced information bookleasd

brochures (efbooklets, efflyers and efibrochure$

1 Advertisement designsncludng for the mediaas well as posterflyers,

booklets
1 Layout of front office
1 Welcoming introduction for telephoraswering / voicemails
1 Welcoming at officdront counter
1 School DVD/ CD graphics

1 Key verbal phrases for radiDVD / CD and telephonen-hold
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1 The llowing form the basis fatertiary use of branding, including:
1 How the various secondafgrms will be used

9 Various combinations of seconddorms

Branding Changes

Evaluation of primary, secondaryand tertiary branding forms is essential.

Branding needs to be thoroughly considered as it is imperative to maintain the overall
brandingand most specific formfer a period of years.

Major changes with brandinghould not occur at least for three to five years (unless the
initial branding failed).

The successful imageseated and regularly reinforced within the minds of pebpia
the brandingare highly valuable. Think of major brands that seem to be almost eternal
e.g. McDonaldés and Coca Col a.

Schools are by no means within this category for financial outlay, outside
consultants or marketshare, however wih good branding each schoolis a smdl
microcosm and capable of being every bit as successful within its own demographic
as the large corporations.

Changes may be needed within any specific brangengd if some asps of branding
have found to be unsuccessful.

Changes will usually cause large amounts of wasted time, resamat&snding.
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It is best to be wise before any change is needed

Creativity of Design

Seeking advice from otheuscessful schoolsystemic marketing personnel, or in some
cases consultants for these schools, is a very good start.

Try to be original as much a possible, within your own market!
It is best not to O6cohpgdd,broandiendg oo similar

By all means take those aspects which would suit your particular school and adapt these
to your particular needs.

However, schools may benefit from similarities with schdai#h in andhot in their own
region.

A uniformity of theme within a region or religious order can work well when done
properly and with the correct appreciation o

7

e wi t h g o o,eachsth@lnstasnmdignicrocosm and capable 6being every
bit as successful within its own dlemograp
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Professionalism

Staff - Leadership Team Teaching and Other Administrative/Grounds Staff +
Volunteers

Theprofessionalimage presented by the whole school commueeityployed within the
school, as well as volunteers, is essential to a successful SMP

This includes everything frorprofessional dress and behavior through toteaching
styles, respect for studentand staff andsubject /administrative knowledge

Name Tags which are school branded and clearly readable,ldHmiworn by all staff
This adds to the sense of unity and to the secuofithe studentand staff within the
school.

Business Cardspr oduced according t e andhneorp@matifgoo!l 6s
essential details for key personnel need to be available foristafacting with the
public. These need to be nbnsy and easily readable.

Students

Student Uniforms are a key aspect of tone setting for the studemty and school

community An attractive and highly functional uniforguitable for various climates and

community expectations' i | | i mprove the publicbs apprecia
Never unlerestimate the power of the school uniform

Uniforms must also be worn properly. Thaiform and Behavior Code should include

all aspects and not just the fabric. Include such detail as to how the fabric should be worn,
how and whae a hat should be worn, shoe types and cleanliness, hairstyles and neatness,
jeweleryexpectationsas well as the general behavioral expectatofrstudentsetc.

Hygieneissues are also a part of this professionaliBeing clean and tidy, having hair
cared for, using deodorant, et c, al | have |
school.

We should be careful not to let these unifarade aspects of school life dominate such
that the key areas of learning and enjoying quality school time are overshadowed.
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Budget

A successful SchodWarketing Plan needs a well funded School Marketing Bdget

Mmm €& Money ti me!

This is probably the most controversial aspect of any SMP

Overview

Various people within each school commurtigve differing views on the amount which
should be afforded to the SafidMarketing Budge{SMB).

School Principalsand School Managers need to be aware that the implementation pf
a good SMP
would inevitably drive up community engagenent and enrolment numbers!

I n todayds dol | a$4000@dnareaveragepSiMar din aveyagebsz €l
independent school (of between 600 and 900 studentsd be a good investment.

This would need to be progmnately reviewed according to overall School Budtjet

number of enrolments and the overall need of the school to build and maintain enrolment

numbers.

When the SMRs being developed for a specified year, kgkeholdersparticularly the
School PrincipalSchool Manageand the SMM need to assess the budggjuirements.

The budgetwill have a significant impact on a SMér any year.
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The SMB includes all areas of the SMRvhich incur expenses.

Invest During Good Times

Good times are the best times to invest.

This enablesthe scho | 6 s r etphe enhanced aonsiderably.

Resting on the laurels of the past can become an expensive exercise when the reputation
is forgotten or when a new challenge comes from other competing interests,ngcludi

other schools and distractions within society.

However, all schools need to market themselves at whatever stage of the success
which they find themselves.
Donét give upiin the tough
all schools will experience these throughoutrthéstory.

Shared SMPsT Regionalized or Localized

Shared SMPB across a number s€hoolsmay be another way of efficiently budgeting

This could beegionalizede.g.:

1 acombined regionddudgetto be shared amongschools or
1 a RMM (Regional Marketing Managemplementing the whole marketirgan

cycle at

t

for the regionand individual schools, which are only required to develop their

own essentials such as newsletters
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Or it may be a number ddcalized schoolsworking together and sharing the budget
A shared budgenay see different schools marketsyuecific aspectfor the clustee.g.
1 one may concentrate on Arts / Sport Education within the cluster

1 another may market the varying sorts of key curriculum and-eutrécular areas
on offer and differing times for each

1 another may mphasize the pastoral, welfare and social jusigects within the
cluster

For some schools this may be the only way to begin marketitgmaintain a SMih
any form whatso-ever

Caution

Even though this may appear to save financially, it takes away from the individual
uniqueness of each school.

Marketing is often more successful when emphasizing a uniqueness.
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Surveys

Surveys are often a good way toigcover the views and needs of various
stakeholdersand of prospectiveparents and students

Aims and SampleQuestions

If the surveyed group believes that they will be listened td,that the survey s n 6t an
onerous one, then a greater percentage of quality respeisescur.

Simple questions will often elicit the best results.
Samplegquestions might be:

1 What do you like best abb(name) school?
1 What improvements could be made?
1 Other suggestions?

Other more explicit questions could be asked, and depending on the audience, may be of
benefit, however, in most cases it is best to KIS (Keep It Simple).

FeederSchools
Surveying thevarious feeder schootsf a particular school should point the school in the

right direction. The views of stafparents and student$ the schools are an invaluable
aid as to how the school is perceived afiareas needing improvement.

Students, Staff and Parents
Students in Years 4/6/7 would be another good target group for this type of survey.
Staff and parents from your school could be surveyed on the perceived strengths and

weaknesses of the sailo Negative responses should be explained. Once again KIS
would apply.
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Discussion Groups

Following the survey or in addition to the survey, Discussion Groups are often
beneficial. Key stakeholdeferm the group/s.

Select an experienced facilitator / chairperson.
Be open to frank discussion. Be accommodating and respectful.

You will most likely need to make it clear that you are open to considering all views but
the final decisions rest with the School Principal

Varied responsesill be inevitable.

It is the School Principdls andsCNMMI| e t o r aamktakeondeard r espor
those which are relevant and preal.

Surveyvs. SMPEvaluation

These surveys are in addition to the SEARluation

The surveyis concentrating on the perceived strengths and weakneksee school
itself.

The SMPEvaluationin s eval uati ng tplaaforshathearol 6 s mar ket i n
The surveys are held as needed.

The SMPEvaluationis best caducted at the same time of the any year. This may be

midyear and away from the major school or sacramentaits

Online Surveys- Weblinks

An approach developing quite quickly these days is the online survey, oftéchhas a
free option.

There are a number of internet companies offering various surveys. An internet search of
6online survey toolsdé6 will gain a number of
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Two examples are 6poll daddydéd and O6SurveyMonk
http://www.polldaddy.comandhttp://www.surveymonkey.com/

Remember to read their Terms and Conditions fully before pro@eding with usagé

An email from SurveyMonkey outlines their approach for both free and fee
accounts. | include it for your information i dated 10 February:

Welcome to SurveyMonkey.com, and thanks for signing up for your free Basic
Account! With this account you have the following benefits:

- 100 responses pe r survey

- 10 questions per survey

- 15 question types to choose from

- Ability to collect emails via weblink or email

Get started by checking out our online tutorials to learn how to use
SurveyMonkey:
http://www.surveymonkey.com/Home Videos.aspx

If you need more advanced features, check out our Professional Account.
For a low monthly fee of $19.95, a Professional Account provides you with:

- Unlimited number of responses*

- Unlimited questions per survey

- Ability to download responses into a spreadsheet
- Advanced reporting and charting tools

- Unlimited custom survey themes

- Create skip logic

To view all of the benefits of a Professional Account visit:
http://www.surveymonkey.com/Home Pricing.aspx

*Additional charges may apply for over 1000 responses a month (applies to
monthly and quarterly subscriptions only)

If you need to contact us for any reason, please cli ck the "Need Help?"
button on the site. Through the Help Centre, you can contact our support

staff and access a knowledgebase with hundreds of answers, online
tutorials, and a downloadable user manual and survey design guide.

Regards,

SurveyMonkey Customer Service
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SchoolMarketing PlarEvaluation

The SMP needs to be evaluatedt the end of each year

Stakeholders

Representatives from the Key Stakieolders groups within the schoolneed to give
input.

These people would include:

Principal and Leadership Team

School Manager

Parish Priest

Staff (as decided in consultation with Principal)

Parent representatives

Student Leaders

Fealer School Principaland Leadership Teams

Media Representativegusually media contacts of yours and advertising
consultants you dealt withs needed)

Systemic representatives as needed

= =4 -8 -8 _9_95_°5_2
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Survey and Feedback
Feedbaclquantity and quality will vary.

Requested replies would be from both specific and general groups, for example, you may
target specific groups of Parents e.g. School Bodudt also invite interested Parents
through the schools n e w gd responhde r s

A simple questionnairsent to these people askitigee questions will often give enough
detail for a fair appraisal and follewp discussion with the School leaderstepmand
SMM.

You may be inclined to do this through an online survey. (See preseni®n of this
chapter for examples.)
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The questions could be:

1 The SMPfor [School Name] for this year was successful in what ways?

1 The SMPfor [School Name] for this year was lacking in what ways?

1 How would you suggest the SMHor [School Name] be adjusted for next
year?

1 Other comments

The SMMwould then summarize these resporisean honest way and present the views
to the School s Leadership Team

It is also @od to include specific examples from each question fronpkeple e.g.
1 a feeder school Principal may be the only one who is aware of issues regarding
visitations or school involvement in his / her school
1 a feeder school sestary may be the only one aware of specific parental / staff
issues she hears espoused in her main pffice

It i s important that this i1isnd6t | ost in the

Others may like to developsairvey which ranks specific statementabout the SMP
from 5 to 1. The number of statements in the survey would need to be minimal to gain a
good percentage of replies.

This type of surveyould more than likely achieve a greater number ofaeses yet
the detail is limited. You may like to try a greater number of statements for groups or
individuals you feel are more likely to respond.

You may also like to include a section for written respongeguestbns similar to the
above three.

SMM Support

It is important that the SMM is supported by all groups to continue on the
successful way or make various changes to improve.
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Most common changes are made each year in the approachds/ or
forms of marketing used in each subsequent year.

This is normal and leads to a more successful SM#ach year.
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RegionaMarketing Plan

Combined marketing for individual r egions could benefit eaclschoolin that region.

Overview

Each School needs its own SMRnNnd the right to implement it free from outside
interference.

However, each Schoolauld also benefit from a Regional Marketing Pan (RMP).

This planmay be one that encompasses all, or a selection of schools, within the region
The Regional Marketing Plamould be a means of sharing ideas, costs and expertise.

The regi onds S ardGhMsshBuldi nmeet itop @ahlthe best approach,
including budgetroles, timeline, brandingtc.

The stronger the overallregional group of schoolsis seen within that community
the stronger each individualschool is often seen.

There is strength in numbers.

Approaches could include emphasizing each
Sporting Excellence lBgram, The Arts, Pastoral / Social Justice Programs, Curriculum
Successes
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Advantages

It also often happens that when a school, which is perceived as more popular by,
sections of the communityis part of the RMP,
each school gains from that perception.

The perceived popular school would not lose from this exposure because of its initial
strength, along with it being seen as part of a strong viable network of likeninded
schools.

Theregionalapproach needs to accodat the special needs, successes and expertise of
a region,and hence thechoolswithin that region, for a more successfuMR in that
region.

Caution

Even though this magpppear to save financially, it takes away from the individual
uniqueness of each school.

Marketing is often more successful when emphasizing a uniqueness.
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SchoolMarketing
Internet Applications

including

Samples and Instrctions
Screenshots and Weblinks
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SchoolMarketing
Internet Applications

including
Samples and Instructions
Screenshots and Weblinks

The interneprovides so mangchoolmarketingopportunitieghat ae:

very contemporary

popular with a significant and evarcreasing number of ouschool
community

evergrowing in possibilities

often inexpensive or free

fun!

= =2 = = =

The modernschoolneeds to be actively involved wittmany of these internet
opportunities, otherwisthey will unnecessarily fall behind the interdsivel and
communication methodsf an evergrowing number of oustudents staff and
their familiesi with whatcould be serious ramifications for all concerned.

The CHALLENGE has been issued!
Headings

Website

Website Management Softwabample
RSSFeeds

SEOs

Blogs

Emails

eli-Newslettersand e/iFlyers
Social NetworkingVebsites
Video Uploads

Chat Rooms

Skype
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Website

The schoolwebsiteis one of the mosimportant forms of marketing the school.
It is often where schoolinformation is initially found , especially by families new to
the area

The websiteis often one of the firs places that potntial families, studentsand
potential staff get an overall feel andbasic gpreciation of the potential for their

involvement in Schoollife.

Creating a Website- Background

Investigation in this area is critical.

Theschoolwill need expertiseat create and then continually update a good website

The initial construction of the websiteay come fromschool IT staff or other staff,
systemic IT specialists, parents with special IT skidr from outside commercial

consultants.

The continual updating would best be done within 8uhool In-servicing stafffor
making these updates would be money well spent.

An option, | have found very beneficial, follows.

Management Sftware

Another option is to have the webs#mbedded in to management softwabech allows
for management of the site. This takes the site beyond the static and into the realm of
continual fluid developmentWeb 2.0.

The expense of this option is not considerable and with negotiation within the field a
reasonable monthly costould be expected. | would suggest speaking with trusted others
in deciding on the busesses offering this support.
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(S e Website Management Softwaampléin this chapter for a specific example.)
This softwareallows for various detailed reports of websitage. It could include:

the whereabouts in the world of visitors to your site

number of webpages they visited

the content viewed from webpages and applications they visited
where they entered and exited the website

who is exploring your site, through (mternetProtoco) addresses

the browsers they used to litck your website

any commercial activities you may have as part of your weledde

E I

This allows for thenontIT expert to update the websiegularly, from uploadinghotos
literature items, to adding webpages, blagsleriesof photos and videgc.

There are numerous other capacities depending on the management s&aeatiee
right hand columns in the screenshots below for details available thougtatizgement
softwarel use.

Always Interactivesupplies my management softwaféree such samples of my
websitd s detail s ar e i n chitp//dvewdalwaysirderastitecovmi b el ow &

Reproductionofaldb Al way s | n tsereeaso this ebaldrepraduded with
permissiorof Always Interactive ahttp://www.alwaysinteractive.com/

Geographic Locatins and Viewing Numbers- below
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Graph - Geographic Location

Browsers
Search Engine

Geographic

A~

Geographic Location

" = 2 Website Content v
4,
P PR
.“_'? by Marketing v
L i 4
n o8 Leads
eCommerce v
Miscellaneous v
Country Visits Page Views View
UNITED STATES 10,791 21,683 View
GERMANY 1,993 3,772 View
UNITED KINGDOM 1,522 3,897 View
AUSTRALIA 1,107 5,255 View
NETHERLANDS 962 1,761 View
RUSSIAN FEDERATION 761 1,702 View
CHINA 707 1,585 View
FRANCE 510 944 View
Webpages Viewed and Numbers per Pagéelow
Browsers v
Graph All - All
Search Engine v
30,000 il &
Geographic v
24,000 Website Content A~
o, 35000 Web Pages
g Announcements
12,000 EAGS
Literatures
6,000
Web App ltems
Catals
JNN R ) Y N S S S S S, e, . s, s, s, e e e e
School e-Handbook  Bryan Foster Specials Blog Conditi... web School Products
Marke... disclaim... Marke
Forums
Item
Blogs
Bookings
Item Type Views
School Marketing Blog Blog 23,010 Masketing b
Home Web Page 6,920 Leads v
e-Handbook Catalog 1,708 e G
e-Handbook Web Page 1,409 PR =
ContactUs Web Page 1,328
Member Login Web Page 1,288
Bryan Foster Web Page 1,226
News Web Page 919
Hints & Tips Web Page 916
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Search Engine Transfers tcSMP website- below

Visitors v
Graph - Spider Browsers v
Z06 Search Engine P
Search Engine Referrals
Search Phrase
E
320
Geographic v
Website Content v
Marketing v
240
Leads v
%
= eCommerce v
160 Miscellaneous v
80
Google Yahoo Unknovn MSN Teoms Alexa Baidu wac
Spider
Spider Visits %ot View

Target Audiences

The websiteis also where more and mostudentsand parentwill continually visit
throughout their time in thechool

SchoolMarketing Managers and keschoolstaff should use the websifer interaction
between the various stakeholderishin the schoole.g. theirstudents potentialstudents
staff, familiesandother interested people including parishioners

Regularly updated bulletin boards and newsletigpsoming liturgial and social evenis
St Vincent de Paul and other charitable needs and requests,apldotideogalleriesof
schoolactivities, etcare needed.

Website Examples
To view good schoolwebsites for ideas for your owischoob s w ejbssgo toe/our

br owser and type in schoohwewsI dcosl@s b idtoeuds Gs,t a |
O0best s chcecwlThere arb soimangy goédampleout there.
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You may also visit variouschoolwebsites, systeftevel office websitesand diocesan

websitedor both ideas and for kgyersonnel

Below are three good example§ t J os ephds andd Brishae Catholieii | |
Education sitesee the News as central to their homepaAgethercouple ofsimilar sites
worth viewing arethe Loreto Toorak site ahttp://www.loretotoorak.vic.edu.au/home/

andAquinas CollegeSouthporthttp://www.aquinas.qld.edu.au/

The following iIis reproduced
may be found athttp://www.joeys.org/index.cfm

wi t h

per mi ssi on

StJoseph’s College

Hunters Hill, NSW

ABOUT US ENROLMENTS SCHOOL LIFE SPORT & CO-CURRICULAR COLLEGE COMMUNITY NEWS, PUBLICATIONS & EVENTS

To be part of the Joeys family ‘”’@‘*
1s truly a gift for life! e
The spirit of St Joseph’s College is, undoubtedly, unique.

The college is a Catholic secondary day and boarding school for boys, with a rich mix of
country, city and international students living and learning together.

COLO OUTDOOR

The BCE homepags produced with permission of Brisbane Cath&ducation and is

found at:http://www.bne.catholic.edu.au/
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—
5’ | Catholic Education, Archdiocese of Brisbane [ Jsearch

Teaching Challenging Transforming

PARENTS COMMUNITY PROSPECTIVE STAFF CURRENT STAFF MEDIA

Information about...

= Brisbane Catholic

Education
= Religious Education
& Curriculum
= Student support
= Policies Latest news
= Preparatory year Mother Teresa Primary School to open in Ormeau
= New schools E)OIR;O:IEAU, on the northern end of the Gold Coast, will welcome a new Catholic primary school in
= Archdiocese of Brisbane B ... creation,
Twins and triplets settle into school life we care'"
5 = STAFF at St Mary's College, Maryborough, had to take a second glance on the first day of school as
Quick connections... five sets of twins started in Year 8.
Read more... .
= Term dates Catching Fire §

Another often used style for homepages emphasizes detail. It is very important that it is
presented inraattractive clear and succinct formah good example of an archdiocesan
webste is included with permissiofrom the Archdiocese of Brisbane and found at
http://bne.catholic.net.au/asp/index.asp

% | Catholic Archdiocese of Brisbane: Home | l a A NEAE [‘ég v Page~ Safety~ Tooks~ (@~

&

Daily Readings | Calendar

- VS

Home - Faith & S_pirituality - Everyday Catholic Life - Archdi i News & Events Visum & Priorities

The Roman Catholic
ARCHDIOCESE OF BRISBANE

AL A48 M 1500408 i sttt UK

We Welcome You =
In this video RER ] i
Archbishop John
Bathersby welcomes | prﬂ 3
you to our website, X :112 i
identifiesits key  EEEEUIELHEF| | VRGN | 0 R ReSARE——a 0000000000 [ eeeannes
features and = 1
encourages # 7-10 July 2010 3
participation in the Eoith ” . -:I Brisbane b t
Catholic community. aith and y Everyday &g
Spirituality 2 WIS Catholic Life Registrations }
w..Play.video. 1 Now Open
View the transcript g !
About the archbishop i a N p News and i
About the Archdiocese o Events & i
of Brisbane { . 1 View Website :

Quick Connections
Pray 2010 &#

Pray 2010
Maijor prayer gathering
ayeras

.
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Another good example follows and is regimoed with permission of Saint Ignatius
College, Riverviewhttp://www.riverview.nsw.edu.au/

1
;%,, SAINT IGNATIUS’ COLLEGE, RIVERVIEW
%& B e ———

About Riverview | Enrolment l Curriculum | Co-Curriculum | Boarding | Religious Formation | Pastoral [ Development Office | Community ] Staff Services

= =
& ContactUs [ publications

L) oe
®m Employment  &ss Enrolment

Search Riverview

Search the Riverview website. Enter
8 your criteria below and hit ‘Go’

|seareh“. m

Prospectus

Download th

Information Pack

2008 Annual Report Blographies

About Jesuit Education 2008 Annual Report Headmaster | Rector

News / Updates Community Links

[/ o1U City Breakfast Forum 30 March FOR STUDENTS

=z [ Learning Mastery - 22 & 24 February
FOR FACULTY AND STAFF

[™ Invitation to 'Beyond Ricci
[, Past Parents' Mass & Lunch 22 Feb 2010 FOR PARENTS
%) Bikes for Bathurst Island FOR ALUMNI (OIU)

¥ Twilight Picnic in Rose Garden RIVERVIEW COMMUNITY PORTAL

i S g
aewzeiut &Y

DONATIONS AND EVENT PAYMENTS

Term Dates | Contact Us | Career Opportunities | Site Map | Donations and Event Payments | Viewpoint Archives | Site Maintenance

Website Inclusions

Many good ideas can be gained from exploring the World Wide Web (WOWWeb or
Interne) and noting characteristics that may be included on your website

This exploration would be relevant both for those about to create a wahditeose who
are / will be doing the updating.
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Homepage

The homepagés the most important page to get correct. It is the page the viewer
normally reaches on their initial search. First impressions are critical.

The appearance needs to bdime with theschoob s s el ec tstgles: br andi ng

1 colors

1 photos(for ease of acquiring and using professianages check out such sites
as: istockphoto Http://www.istockphoto.com/index.php and crestock.com
(http://www.crestock.con)/ These sites provide professional standard images at
relatively inexpensive rates. You buy royaltge images which you can these
on your websiteYou may, however, have good professional ones done for you.
These photos need to be professionally pr

1 logo

1 mottoor catchphrase

1 seleced keywordsand key phrases

1 good graphics

1 clear, directing toolbar/s and other links

1 attention grabbing inclusioresg.

0 newsupdates
0 upcoming events
0 webpages on your websiisted

M School- Parish Weblinks

Another good samplef a homepages included with permissiofrom The Catholic
Parish of Southport and shio here and foundt: http://scp.org.au/

Religious schools should haweelinks with their paristes

This allows for visitors to the church website to see the schools within the parigh.
It also allows fowisitors b the school website to see links with their parish.

Both groups would benefit from this obviously stated link.
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SES CATHOLIC I’/\RC!SSI IO{FT

c ki

Home

ng

on

Home Latest Newsletter

12-11-2009 15-11-09

Weleome to the website of the Catholic Parish of Southport! Upcoming Events

On this site there is information about our churches and
their locations, our schools and aged care facility. As well, you will find our history, and the
most important aspect of our life together, the celebration of the sacraments.

Southport Catholic Parish (SCP) is an active Christian faith community. We are a parish within
the Roman Catholic Archdiocese of Brisbane. Over the years, the parish has been served by
religious orders as well as by the priests of the archdiocese. The Loreto Sisters and the Sisters
of Mercy are active in parish life and leadership. As well, the De La Salle Brothers and the
Missionary Sisters of Service have a presence in the parish.

O0About Usb6 takes you

http://scp.orcau/parish_contacts.php
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Parish Schools:

Guardian Angels Primary:

Principal:
- Terry Gimpel

Street Address: Edmund Rice Drive, Ashmore, Qld., 4214.
Phone: Ed~ (07)55102850 &

Email: pashmore@bne.catholic.edu.au

Web: htip:/ /www.gaps.qld.edu.au

Aquinas Catholic College:

Principal:
- Mrs Maryanne Finder

Street Address: Edmund Rice Drive, Ashmore, Qld., 4214.
Phone: @~ (07)55102888 O
Email: info@aquinas.qld.edu.au
Web: http:/ /www.aquinas.qld.edu.au
Outside School Hours Care:

Co-ordinator: Kylie OHara
Telephone: - (07) 55279388 &

Southport Catholic Parish Child Care:

Co-ordinator: Jodie Murphy
Telephone: B~ (07)55648937 O

Parish Aged Care:

The Toolbar needs your webdits i mport ant categories
Areas would usually include a number of the following:

=4 =4 =0_-0_9_9_9_°5_2_-2._-2-._-12-

Home

About Us

News

Information for Students

Information for Staff

Information for Parents, including Enrolment details and Prospestitis
Past Students

Newsletter

Photo and Video Galleries

Search option

Contact Details

Connection for Staff and Students (to tehoolnetwork for emds and other
network options, including assessment tasks, weblinks, etc, if available)
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Webpage Templates

Templates for each additional webpag@lowing the Homepage, should be similar in
appearance but allowing for the specialty ofrepage.

If the websitehas a blogthe Blog page would need specific inclusioiw$ on any other
page e. g. ,0ReAGNE N 0 T(aosmgegdetdils follgugshortly.)

Your exploration of good websites the internetill help with your decisions. As styles
develop, quality improves and fashions appear, your internet searches for goaddites
their inclusionswill be of significance to your final websitemplates

Keep you website feeling FRESH.

Other Inclusions

These should be added as soon as possible, allowihgdgetrestraints, interests of the
userd potentialusersand expertise of webuildersand webmanagers

1 Blogsi these are becoming quite common amongst nsaff, stucentsand
parentsso the use of these would be considered important by many people.

Blogs allow for interaction of websitgiewers with your site. Blogs are posted

and people interact either by just viewingat was written or by adding their own

thoughts. You have the capacity to allow all comments sent or only the selected
comments you would | i ke doudence.g vi ewed by vy
(See more on Blogster.)

A sampleintroduction to a blogtaken from theSMP website follows. The
complete Blog Post (contents of tipisotg may be found at:

http://www schoomarketingaustralia.com/_bldg¢hool Marketing Blog/pos8c
hool Marketing Plan_Refreshed for 2010/
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SMA e-Books Online Shop Specials Bryan Foster BIOg Testimonials Hints & Tips News Gallery Videos

School Marketing Blog

The professional school marketing manager needs to be up-to-date with the latest school marketing resources and strategies
to successfully implement his / her school marketing plan. This school marketing blog site enables school marketing
professionals to engage in blog discussions relating to the school marketing issues oftoday. The School Marketing e-
Handbook by Bryan Foster forms the basis for many of these blogs.

My Account School Marketing Plan Refreshed for 2010 Recent Posts

Account Wednesday, January 2 1 School Marketing e-Book Price in
Amazon to Apple iPad e-Book Range
Shopping Cart Now is a special time to reinvigorate
- both yourself and your school School Marketing Plan Refreshed for
My Favourites marketing plan for 2010! Take up 2010

the challenge to introduce that
something special for the new year.

School Marketing Plan and Manager
School Marketing and the Media

My Previous Purchases

Update Personal Details

After the Christmas / New Year Teachers Deserve Christmas Love

Update Shipping Details break, we should be in a state to
appreciate our plan with new eyes. School Marketing - Advertising in the
Update My Password The creative side of marketing Media

should benefit from this break. Use
this new found freshness from the
very start- no procrastination!

School Marketing Relationships
School Marketing Christmas Specials

3 School Marketing Resources and
Suggestions: Production

School Marketing - Necessities
» Call a meeting of key school marketing personnel, including the principal to
discuss the school marketing plan for 2010. (This may also be a good time to
invite those other key people on staff, from whom you may gain some insight

B e T e S R S I SO S A I v T P P i oy

Archive

There are also many commercially available and free to operate Blogge will allow
you to say whatever you like in varying lengths from quite substantial down to a rather
restricted 140 words on Twitter

Twitter is a rather interesting and very quickly growing mini blog
(More details on Twittelater.)

At this stage an example pageeproducedvith pemissionfrom Twitter, Inc.and found
at my home pagat http://twitter.com/home
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New! Retweet to spread the word

Share interesting tweets with your followers
by hovering over a tweet and clicking
"Retweet"”. A retweet from someone you
follow will look like the example pictured
here. Learn more

Home Profile Find People Settings Help Sign out

{ Handy icon for spotting a retweet

< NASA Today's space shuttle mission status briefing
) will air live on NASA TV at 12:30pm ET.
" www.nasa.gov/ntv

by PersonYouFollow and 2 otl

N

Close You'll only see retweets from users you follow
What's happening? 13 Aquinasrulz
35 tweets
Internet Applications will be a large chapter in SMMDA out soon at
http://www_schoolmarketingaustralia.com/_catalog_29976/Books 19 26 0
following followers listed
update Hope-140
n. a collection of Hatti related
Latest: School Marketing Manual for the Digital Age written. Details shortly resources.
http://w ww.schoolmarketingaustralia.com/_catalog 6/Books less than S
Home
Home @Aquinasrulz
Direct Messages 5
Aquinasrulz School Marketing Manual for the Digital Age being Favorites
S % avorites
written. Details shortly
http://'www_schoolmarketingaustralia.com/_catalog_29976/Books Retweets
ESS an 5 seco S 8go 1ro €0 T

released this week WOW now at Saved Searches

Aquinasrulz New Church Marketing Manual for the Digital Age
http://churchparishmarketing.com/_catalog_29976/Books

school marketing

1 Photo GalleriesandVideo Galleriesare also seen by many as a necessary
part of any good websit&choos should include a selection ethool activities
and involved studentsepresenting a cross section tifese acivities and
demographics.

A PhotoGallery sampleis shown below| use a SMAPL one so as support the
privacy of studentand staffat school website galleries.

http://www schoomarketingaustralia.com/ webapp 273927/Marketing $icho
o 6Al &ways

Interestingly, people enjoy either very geometric photo presentations, such as
squares, whereaspersonally enjoy the presentation fitting each actual photo.
You can easily make all photos fit a certain geometric square in most cases by
making sure each is sized to a predetermined measurement.
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Testimonials

&

My Account

Account

Shopping Cart

My Favourites

My Previous Purchases

Update Personal Details

Hints & Tips

Testimonials

1 Bryan is experienced in multiple
areas of school marketing and school
management. Bryan has skills in
many areas and has taken his
knowledge and created a fantastic
resource for schools and educational
departments. As a client Bryan b))
undertook instruc..

Billy Bower, IT Consultant - Always
Interactive

(11 Finally there's a marketing
resource specifically for schools!
Schools are unlike other businesses
in terms of their marketing and for
somecne like me sven with mv

T 6You Tvidebs ®efhg embedded intyour websitealso adds another
dimension to your website. Once again, you have full control over what you add.

Once the School Web Manager appreciates the management softiwere
embedding O6Yosi T ed sstusl@lldsonplé thsk.

The sampléelow may be found embedded in BEIP websiteat:
http://www schoomarketingaustralia.com/

Shopping Cart

My Favourites

My Previous Purchases
Update Personal Details
Update Shipping Details

Update My Password

oy

Accept Credit Cards
Website Payments
Payment Gateway

FilEE

Welcome

... to a uniquely informative easy-to-use interactive website
and online school marketing e-handbook published in
2009!

How do | market my schoaol effectively? What is a good easy to use manual or e-
handbook to help school marketing? How can school marketing be made easy or
easier? How do | handle, deal with and use the media to market my school?

in box below

Subscribel

Hints & Tips

Famous People Aid School
Marketing Promotions

The opportunity to use famous people
to help with school marketing
(http:#/schocimarketingaustralia...
‘read more’

Testimonials

(11 A great read! Full of all the
necessary information you may need
for marketing your school. Fourteen
straight years in the hands-on role of
marketing Aquinas College has
certainly given Bryan Foster an
enormous wealth of knowledge of ,’
what works and w..

Maryanne Finder, Principal, Aquinas
College, Gold Coast. - Former
Principal, Clare Catholic High School,
Sydney.
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(More on O0You Tubed | ater.)

! Podcasts- audio and videaecordingshighlighting keyaspects of thechool
life, would be added to thechoolwebsiteas needed. This is a different approach
toentbeddi ng ¢ Y o uor audids ¥oar webbudldemos technical staff
expert,would most likelyneed to assist you with this embedding. (In addition to
Podcasts see more on thehoolDVD / CD later in this ebook)

An ArchdiocesanPodcastsamplehas been included with permissifnom the
Archdiocese of Brisbane and may be found at:

http://bne.catholic.net.au/asp/index.#&p d cl i ck on OPl ay Vi deobo

| Y |
Home - Faith & Spirituality - Everyday Catholic Life - Archdiocesan Organisation - Ne

We Welcome Y.

In this video
Archbishop Joh
Bathersby welcom
you to our websit:
identifies its ke
features and
encourages
participation in th
Catholic communit:

Faith and
= | Spirituality

View the transcript
About the archbishop

About the Archdiocese
of Brisbane

Archdiocesan W~
Organisation <

Quick Connections

Pray 2010 &
Lent Program &7

OV S | DR AT G

1 Social Networking sitessuch asO F a ¢ edbporoyks p @t e d kbe d | n
and 0 TQweic taré &so becoming the norm for mainy the school
community Schoos will needto consider includinghese linksto and from the
schoolwebsitein their marketingplan

That is,if you decide to go ahead with thigou will need to develop achool
profile and / orschoolprincipal / leadeprofile, or other keyersonnetithin the
schoolprofiles, etc. at these various salanetworking websiteand then linkyour
websiteto these pages either through lideghrough RSS$eeds.
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(More about Social Networkingnd RSSeeds later in this chapter.)

You may also linkfrom the social networking sitdsack to yourschool website
Generally forschoos, | would recommend both directional links

Domain Names / URLsS

Each websitdas a unique Domain Name / URL (Uniform Resource Locator). These may
be purchased from a number of suppliersJ u s t search o6Domain Name
engine and a large selection of suppliers will be found

Most schoo$ would be either be linked off thaimstitutionalwebsite or create their own
website and hence have a unigebooldomain name, or have both.

You can have numerous domain names linked to your one websisemeans that each
time a person types any domain name linked to your website into the top URL bar of
their browser the visitor would end up on your website. Most major eitigsneed one
domain name; however others mayebpurchased to avoid any confusion with other
institutions with similar names.

It may also be advisable to purchase similar names withwiegls changed to avoid
confusion with other similaschoolnames

Schoos would nornally purchase .eddomains
However, as most people are so used to using,.itamay be advisable to also include

this domain as well. Hence, if visitors type your domain with a .com they would be
transferred to the correct website
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Legal Advice

You will need to also include legabktatements explaining your conditions and terms
of use for visitors to your website

Statements such as on:

Copyright

Privacy Policy

Web Disclaimer
Conditions of Use

Blog Conditions of Use

= =4 =4 -8 -

Most major schoolorganizations these days would have their umbrella organization
offering suggestions for these inclusions

Otherwise, | would suggest seeking your own legabvice.
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Website Creation, Hosting and
Costs

1 Overview

Websites can be as simpleaafew basic pages throughhimghly sophisticated fully
interactivecommercial site

Costs for creating the site and hosting it vary according to your sekgmpedach. There
are even free or inexpensive ways of gaining a website

Beware of the free approaches, in case there are catches / issues of which you may not be

aware. Remember that when you pay anything, or agree to their terms alitbosn
you will be a part of some sort of contradmportant to read the fine print.

1 Commercial websitebuild and hosting

If it was decided to go through a normal websiteation business to build and host your

webste be prepared to pay anything from a few thousand to tens of thousands of dollars

for the website build, depending on complexity + monthly hosting charges often between

$50 and $100 (as at time of writing).

1 School System or Institute WebBuilders

Manyschoos woul d use their systemdés [/ inst

theschoolstaff.
In secondargchoolthere could be studentapable of doing a reasonable creation.

These optiors offer more peace of mind, someone to contact to meet the website
adjustment / changes requirements and to answer or solve my difficulties. They also

take responsibility for system breakdowns, etc.
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Good companies / systems / institutes should also dnaeslucationatomponent for the
schoo| which is very beneficial for ongoing improvements and additions to the website.

1 SchoolWebsite Needs
Firstly decide what you need:

o the purpose of yowschoolwebsite

o allocaed budgefthis can grow in time, once confidence and availability
of funds increases, etc. Best to s&midl than not start at all!)

o who does the creativity overvielgraphics photosused / websitalesign
and who will build your site (saves money if someonéonse at your
school/ system / institution does as much as possible&juotesand
appreciation of services offered are needed

o who will oversee the tole process and keep in constant contact with web
designers, which could take some time depending on the complexity

o am | fully aware of all the implications, especiallydéciding on a cheap
alternative?

1 Best Website Building and Hosting Appoachfor Y our SchooP

o Decide on the best approach for y@ghool The threemain options for
mostschoos are:

A Schoolpays for development and webditesting and usually gets
own domain name.
A School links with other schoos / system/ institution to share
development and housing costs. Eachoolhas its own webpages
as part of a larger websit&€he schoolnamewould usually be an
extension of the | arger group6s don
A School initially deciés on a free or inexpensive website linked to
major commercial blog websitegSee Inexpensive or Free
Websites with Samples chapter.)
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Inexpensive or Free \Websites

with Samples

| mention two other options which may be worth considger

These are two growth areas for relatively inexpensive websites

ResearchNeeded

| recommend you do your own research for these options and discuss with others the

various implications each offers and whether either is worth mgdor your school

Read the Terms and Conditionarefully. Following is an overview and samples for

various options.

Online Web Hosting and Web Creating Services

1 Online web hosting and web creating services can be mlativexpensive. Here

you develop your own websitellowing their instructions. Your site can offer the

basics through to the commercial. | would tend toward the more well known
companies until my experience was more complete and | aa@ecthe

numerous options and possible pitfalls certain businesses may offer.

One example you could explore is at Yalmbip://smallbusiness.yahoo.com/

Blogs as Websites

1 Blogsas websites

You can develop various commertyabwnedblog sitesinto your ownschoolde-

facto website sometimes for freel t wi || be |
usually e.ghttp://schootnarketingmanual.wordpress.com/

For a fee you can add much more than the basics offered for free. This may
include your own domain / URL name, as well as designing the lagortg to

http://marketschools.com/
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your stye - adding various wlgets such as RS8eds, calendars, etall but the
basics will cost a fee.

See WordPress for examples of whdtee with them at
http://en.wordpress.com/featufes

and for afeeat http://en.wordpress.com/products/
You may be pleasantly surprised.

It is also interesting to see which companies use this blogsite. Links to examples
are at the 0Fea Onesuversegampleabtime of kritireg hisaCNN
Political Ticker Blog at

http://politicalticker.blogs.cnn.com/?fbid=C66PNrCE10H

Smadl and nonaffluentschoos may find this as temporay means for having a
free / inexpensive website.
The expense increases with additions.

WordPress Sampls

I will show a possibilityof using afree blog | set up through WordPress an example.
For interest | have created a four page website.

Thisfreeb| og even includes an embedded Ypu Tube
chapter), logo and photos.

The Bl og haSchobld&mk etail h @ dMadnual 6. |t contains
my SMP website ahttp://markeschoos.com/
This blog has been reproduced with permission from WordPrésip dtwordpress.com/
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My Dashboards Post

Blog Info +

School Marketing Manual

Just another WordPress.com weblog

Search WordPress.com Blogs

Home About e-Handbook Testimonials

New Website!

SMA

WELCOME
... to a uniquely informative easy-to-use interactive website and online school marketing e-handbook published in 2009!

How do I market my school effectively? What is a good easy to use manual or e-handbook to help school marketing? How can school
marketing be made easy or easier? How do I handle, deal with and use the media to market my school?

This is the real life developed school marketing tool for 3 successful school. It is a plan developed from a hands-on school based marketing
experience of nearly 20 years!

Interact on the school marketing BLOGS. Check out the school marketing HINTS and TIPS and the school marketing NEWS
pages. These pages offer those extra needed tips.

Like to see School Marketing e-Handbook SAMPLE PAGES?
Use the easy to use guide to market your school. 190+ A4 pages of summarised points on how-to-market-schools explained simply!
Harsh Economic Times Need Outstanding School Marketing Approaches.

20% of all sales from this ste wil go to the very worthwhie cause of Rosies: Friends on the Street through sponsorship.

February 8, 2010 Postd by meaningoflifeislove | Uncategorized | | No Comments Vet | Edit

The School Marketing website and e-handbook were created to assist with
the most important task of marketing the school in an often competitive
school marketing in the most easiy i and i
ways possble.

David Hutton and Bryan
Foster with the First Copy
of the School Marketing
Handbook...

Bryan Foster, author of School Marketing e-Handbook: Easy to Use Guide
to Market Your School, and this website, has been marketing Catholic schools
for almost 20 years in city and country, elementary / primary and high schools.

A highly ethical approach to school marketing, and passion for marketing the
Catholic school, was formed as a result of his extensive Religious Education
teaching and leadership experience.

School Marketing Experience

Brvan is the School Marketing Manager at Aguinas College, a Catholic secondary

ost v Edit Pagy Blog Int

School Marketing Manual

Just another WordPress.com weblog

Search WordPress.

Home About e-Handbook Testimonials

e-Handbook

The School Marketing e-Handbook: Easy to Use Guide to Market Your School by Bryan Foster, published in 2009, ISBN 978-
0980610710, has an easy to use approach. This e-handbook is written in clear, concise, summarised format, which both engages and
motivates the reader.

Bryan Foster and School Marketing e-Handbook A..

» @& 0:00/0:37 o] 52 €9
The school marketing e-handbook consists of 190+ A4 pages of summarised procedures and suggestions.

Step by Step Suggestions for School Marketing

About (Edit)

The School Marketing website and e-handbook were created to assist with
the most important task of marketing the school in an often competitive
school marketing in the most easily i and i
ways possile.

David Hutton and Bryan
Foster with the First Copy
of the School Marketing
Handbook...

Bryan Foster, author of School Marketing e-Handbook: Easy to Use Guide
to Market Your School, and this website, has been marketing Catholic schools
for almost 20 years in city and country, elementary / primary and high schools.

A highly ethical approach to school marketing, and passion for marketing the
Catholic school, was formed as a result of his extensive Religious Education
teaching and leadership experience.

School Marketing Experience

Bryan is the School Marketing Manager at Aquinas College, a Catholic secondary
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Vly Account v My Dashboards »  New Postv  Edit Page  Blog Info v Search WordPress.com Blogs Seal

SdDOI Markeung Manual Home About e-Handbook Testimonials

Just another WordPress.com weblog

Testimonials About (Edit)

Key leadership people within schools and at system level have directly experienced the author, Bryan Foster, at work.
Testimonials here speak highly of a school leader who developed the approaches while working as a School Marketing

iz 2 S = The School Marketing website and e-handbook were created to assist with
Manager, Principal and Assistant Principal in elementary / primary and secondary schools.

the most important task of marketing the school in an often competitive
school marketing in the most easily and
ways possble.

David Hutton and Bryan

Foster with the First Copy
of the School Marketing
I have known Bryan Foster for over twenty years. Bryan is 2 committed and highly professional educator and administrator. In particular Handbook...
he has demonstrated great leadership in the area of school marketing and promotions. He has always been wiling to share his experience
and expertise with colleagues. ” Bryan Foster, author of School Marketing e-Handbook: Easy to Use Guide
to Market Your School, and this website, has been marketing Catholic schools
David Hutton, Executive Director of Catholic E ion — Archdi of Bri for almost 20 years in city and country, elementary / primary and high schools.
A highly ethical approach to school marketing, and passion for marketing the
™ During my time as Principal at Aquinas College, Ashmore, Bryan Foster was the Assistant Principal Religious Education. Bryan possesses Catholic school, was formed as a resuft of his extensive Religious Education
outstanding skills in marketing, advertising and communication. His natural aptitude for leadership, his great love for education and his teaching and leadership experience.

engaging manner with people of all ages equipped him for success in Public Relations and Promotions. Schiool Makatiog Exparience

It was through the particular expertise of Bryan Foster that Aquinas College became better known and more highly regarded in the Gold

Bryan is the School Marketing Manager at Aquinas College, a Catholic secondary

The blog is @ one of many free templatdsom WordPress This one is called
Andreas04.

| will add a couple of other samplés show how the same text and images may appear
when placed in different templatéhe nexttemplates areknown as:
INove and MistyLook .
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the area of school marketing and promotions. He has always been willing to share his Meta
experience and expertise with colleagues. ” e
ite Admi
David Hutton, Executive Director of Catholic Education — Archdiocese of Brisbane e
http://marketschools.com/ 83

© School Marketing Australia Pty Ltd, 2010



School Marketing Manual for the Digital Age'{&dition)

Home About e-Handbook Testimonials
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Just another WordPress.com weblog

e-Handbook ARCHIVES

Edit February 2010 (1)
The School Marketing e-Handbook: Easy to Use Guide to Market Your Schaol CATEGORIES

by Bryan Foster, published in 2009, ISBN 978-0980610710, has an easy to use Uncategorized (1)

approach. This e-handbook is written in clear, concise, summarised format,

which both engages and motivates the reader.
PAGES

About
e-Handbook

Testimonials

Googl ebs Exampl es

Google also offers a free blog servitbave included the first page you would go to with
Google to create this site. You will need to have a Google account before beginning the
website creation journey. Just follow the prompts to create the website.

https://www.google.com/accounts/ServiceLogin?continue=https%3A%2F%2Fsites.googl
e.com%2Fsite%2F&followup=https%3A%2F%2Es.google.com%2Fsite%2F&service

=jotspot&ul=1
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A sample of a free Google website follows. | have not added any other detail other than
the sitedbs name so that you can see how it
template you would like tase. You are then invited to learn all that is required to create

your website through various linksnanating fronthis page.

https://sites.google.com/site/schoolmarketingmanual/

CAUTION

Be careful to understand the Terms and Conditions for these blogsites.
You would need to know if they can delete you blogsite and hence youschoolsite
without warning, etc.
I would suggest that these mape impermanent additions for yourschool
You never know when terms and conditions may change!
However, for a fee the securityof tenure increases.
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