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Preface 

 
 
 

The development of two key resources ï the SMP interactive website and the School 

Marketing Manual for the Digital Age (3
rd 

ed) (2010) e-book came about to share 

outcomes and skills gained from many yearsô experience of marketing schools at the 

óschool-faceô. Being on staff in these schools, I was able to see firsthand what was 

needed and then to do something about these needs.  

 

We need to use all appropriately available resources to get our message to as many 

people as we possibly can in effective, attractive and enjoyable ways. This new School 

Marketing Manual for the Digital Age (2010) is the 3
rd

 edition of the popular School 

Marketing e-Handbook: Easy to Use Guide to Market Your School (published 2008-9). 

 

Feedback resulting from the original SMP website, which has been continually developed 

over the past year since its inception, would suggest that this website, which houses this 

e-book, plays an important part in marketing the school for a growing group of like-

minded people.  

 

The SMP website at http://marketschools.com/ now has included an array of interactive 

components, which would assist with the marketing of your school. Two popular 

interactive aspects are the Blogs and the Hints and Tips. These are regularly updated. 

Readers are encouraged to offer their own thoughts publicly through the Blogs or 

privately to the author through the Contact Us. 

 

If you would like to receive RSS feeds of any of the webpage updates e.g. Blogs, Hints 

and Tips, Specials and News, just click on the RSS orange symbol, which is either on the 

webpage or above on the toolbar, and follow the instructions. RSS feeds update you once 

something new is added to each selected webpage. (More on RSS in e-book) 

 

 

 

 

 
 

http://marketschools.com/
http://www.schoolmarketingaustralia.com/_blog/School_Marketing_Blog
http://www.schoolmarketingaustralia.com/hints-tips
http://www.schoolmarketingaustralia.com/contact-us
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Introduction 

 
 

The School Marketing Manual for the Digital Age (3
rd

 ed) (2010) contains a major digital 

section for marketing schools in the modern age ï over 100 pages. 80+ screenshots of 

actual internet pages are included to assist. The other contemporary marketing methods 

have also been updated. A combination of the digital and other contemporary and 

traditional methods is critical for a successful school marketing plan. This e-Book begins 

with a sample school marketing plan overview and concludes with an invitation to begin 

creating your School Marketing Action Plan on the pages provided. 

 

When the school marketing e-book is downloaded and opened on your computer, with 

your internet connection on, you will be able to link directly from the e-book to various 

websites ï over 130 website links are included. As an example, if you hold down the 

Control key and do a left click while hovering over the blue link e-Book you will go 

directly to the webpage describing in detail the new School Marketing Manual for the 

Digital Age (3
rd

 ed)  e-book. 

 

The screenshot images taken directly of various websites, form part of this instruction 

manual, to assist you with seeing what various sites offer. These also show what you 

would see if you progressed with using these sites, or becoming a member of those sites 

with certain membership privileges. These memberships are mostly free of charge. 

 

This e-book has an easy to use approach. It is written in clear, concise, summarized, 

point format, which engages and motivates the reader.  

 

Step-by-step suggestions and instructions enable the School Marketing Manager to work 

toward the implementation of the School Marketing Plan in the best way the SMM feels 

possible within his / her context.  

 

This e-book aims to take away some of the trepidation various readers may feel about 

certain aspects of marketing. Apart from the digital age challenges, which have been 

simply explained, another common challenge is dealing with the traditional mass media. 

This challenge is addressed through explaining how best to use the media to the schoolôs 

advantage, as well as how best to market the school through the media. Another is the 

challenge to effectively work through the production of various marketing resources. 

These are covered throughout. 

http://marketschools.com/e-handbook
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School Marketing Plan 
 

 

Preparing an effective, efficient and creative School Marketing Plan is essential for 

success: 

 

 

1. This e-book begins with a Sample OVERVIEW of a School Marketing Plan. 

 

2. Each aspect of this Plan is dealt with in considerable detail throughout the 

Manual. 

 

3. Your Action Plan is then called for at the end of the text. 
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School Marketing  

(SMA)  
 

Website 

 
 

As well as the e-book, the interactive SMP website aims to continually engage the reader 

as the website grows and develops according to the needs of those interested in this 

school marketing website.  

 

Free membership of the site offers the opportunity to be fully informed as new 

developments occur. To join the SMP website just hold down the control key and click 

on Join Now. 

 

The website contains the e-book School Marketing Manual for the Digital Age (2
nd

 ed) in 

the Online Shop plus regularly updated: Blogs, Hints and Tips and News items.  

 

Interactive contact may be made through the Blogs or Contact Us.  

 

The e-book overview is detailed at e-Books, detail on the author is at Bryan Foster, and 

there are pages on Specials, Testimonials, and Sponsorship.  

 

There are also a Gallery of Photos and a gallery of Videos, as well as the Site Search 

option on each page.  

 

You may also subscribe free to the e-Newsletter on a number of the webpages. 

 

Many screenshots have been taken from this SMP website and my private social 

networking sites, etc, and used in the óSchool Marketing - Internet Applicationséô 

chapter. These are used to help clarify various aspects to do with websites, the internet 

and all that both offer and are not used to what may appear as self-promotion. This 

concentration on just key websites occurred due to the difficulty of gaining copyright 

permission from a larger number of websites. 

http://marketschools.com/member-login
http://marketschools.com/e-handbook
http://marketschools.com/_catalog_29976/Books
http://marketschools.com/_blog/School_Marketing_Blog
http://marketschools.com/hints-tips
http://marketschools.com/news
http://marketschools.com/_blog/School_Marketing_Blog
http://marketschools.com/contact-us
http://marketschools.com/bryan_foster
http://marketschools.com/specials
http://marketschools.com/testimonials
http://marketschools.com/sponsorship
http://marketschools.com/gallery
http://marketschools.com/videos
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School Marketing Plan Overview 

 
 
School Marketing Plan Overview Sample 
 
Define what you have to offer: 

¶ vision and mission, personnel, curriculum, sacramental / prayer life, 
pastoral and welfare support programs, religious / arts / sport education, 
facilities, extra-curricular activities, etc 

¶ specific ages and groups catered for - from infants to senior secondary 

¶ future plans ï programs, staffing, facilities, etc 

Define your target group: 

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

¶ proximity to / involvement with school educational institutes ï elementary / 
primary, secondary and tertiary + any churches 

¶ any expansion ï programs, facilities, staffing  

Budget: 

¶ realistically support the school marketing plan 

¶ be flexible and open to growth and change as the needs arise 

¶ continually develop over time through needs and experiences 

Personnel and Talents available - including School Marketing Manager 
 
Develop School Marketing Aims and Objectives ï from previous information 
 
Select Marketing Strategies: 

¶ School Marketing Relationships 

¶ School Marketing Resources (including branding, advertising) 

¶ Using the Media 
o Internet and other Contemporary methods  
o Both for Free (Media Releases / Editorial, etc) and for                  

Fee (Advertising) 

Evaluation 
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School Marketing Plan 

School Marketing Manager 
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School Marketing Plan 
School Marketing Manager 

 
The PLAN. The Manager. The spend. The support. The evaluation.  

 

The right person managing the right marketing plan, being given a realistic 

budget and support and using continual evaluation techniques and feedback 

are high priorities for a successful marking plan within your school. 

 

This e-Chapter gets to the heart of these critical decisions. Often tough 

decisions need to be made and hopefully this section helps ease that concern. 

 

Big or small budgets can both have varying degrees of success.  

 

Know your market and its needs and develop plans accordingly. 

 

A longer term plan often eases that initial budget constraint. Success often 

leads to more success. Decision makers become open to more appropriate 

budgets. 

 

Headings 

 

School Marketing Plan Overview Sample 

 

School Marketing Manager 

School Marketing Manager Support Clusters  

Branding 

Professionalism  

Budget  

School Surveys  

School Marketing Plan Evaluation  

Regional Marketing Plan (DMP) 
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School Marketing Plan 
 

 

A successful School Marketing Plan (SMP) is critical to a successful school! 

Be well prepared!  

Plan! 

 

 
School Marketing Plan Overview Sample 
 
Define what you have to offer: 

¶ vision and mission, personnel, curriculum, sacramental / prayer life, 
pastoral and welfare support programs, religious / arts / sport education, 
facilities, extra-curricular activities, etc 

¶ specific ages and groups catered for - from infants to senior secondary 

¶ future plans ï programs, staffing, facilities, etc 

Define your target group: 

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

¶ proximity to / involvement with school educational institutes ï elementary / 
primary, secondary and tertiary + any churches 

¶ any expansion ï programs, facilities, staffing  

Budget: 

¶ realistically support the school marketing plan 

¶ be flexible and open to growth and change as the needs arise 

¶ continually develop over time through needs and experiences 

Personnel and Talents available - including School Marketing Manager 
 
Develop School Marketing Aims and Objectives ï from previous information 
 
Select Marketing Strategies: 

¶ School Marketing Relationships 

¶ School Marketing Resources (including branding, advertising) 

¶ Using the Media 
o Internet and other Contemporary methods  
o Both for Free (Media Releases / Editorial, etc) and for  

Fee (Advertising) 

Evaluation 
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Analysis of the School Marketing Plan 

 

¶ The School Principal is ultimately responsible for the SMP. 

 

¶ The School Marketi ng Plan is based on the Schoolôs Vision and Mission 

Statement. 

 

¶ A SMP is the plan used to market the school to the community. The community 

includes all people 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 staff, parish  staff, other schoolsô staff especially from feeder 

schools, present and past students, parents, etc.  

 

¶ The SMP includes the strategies used within a defined budget. 

 

¶ The plan is used to inform all stakeholders, and other targeted groups, of the 

benefits and successes of the school.  

 

¶ It also informs about aspects which may be of interest.  

 

¶ It also needs to plan for issues which may arise of a controversial nature. 

 

¶ The plan should inform and emphasize the real nature of the school and the 

direction the school is planning or presently implementing.  

 

¶ A realistic budget is part of the SMP. 

 

¶ Marketing is relatively inexpensive when viewed in the terms of the potential 

gains made ï reputation, new parents, supportive present parents, enrolments, etc. 

 

¶ The SMP can benefit from the combination of views of staff and others  

associated with the school community. 

 

¶ In the initial stages of developing the schoolôs first real plan it is often best to 

include a variety of interest groups for gaining ideas and suggestions about how 

best to market your school. These thoughts may then be used as felt necessary.  

 

¶ The School Principal needs input and has the overall responsibility to implement 

the plan. 
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SMP Evaluation 

 

The SMP should 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. 

 

 

A SMP is noté  

 

A successful School Marketing Plan is a lot more than the schoolôs stationery and 

newsletter. 

 

It should avoid ódressing-upô the school in a way which cannot be supported. 

 

 

Be ethical é  

 

Apart from being unethical, more than likely, any unethical aspects would eventually 

become apparent as being incorrect to the stakeholders and others.  

 

This would have an adverse impact on the schoolôs reputation and hence parentsô and 

communityôs involvement. 

 

 

Who needs a School Marketing Plan? 

 

 

 

All schools need a School Marketing Plan . 

 

 

 

Informing the community is seen by most schools to be an important aspect of their 

ministry and mission.  

 

 

 

It also leads to the best promoters of the school. 
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A SMP may be as simple or as complex as needed to achieve the desired outcomes. 

 

 

The plan is needed whether:  

 

¶ a school  presently has a large enrolment base or 

¶ it is about to re/open or  

¶ it is losing students.  

 

 

 

The best time to market a school is 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 when enrolment numbers are dropping or when a 

new school is opening need by.  

 

At this stage a specifically targeted program is required. 

 

Donôt be caught out! 
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School Marketing Manager 
 

 

Overview 

 

 

The School Principal will often delegate this School Marketing Manager (SMM ) 

role to a school staff member. 

 

Full -time, Part-time or shared? The Principalôs decisioné 

 

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

 

 

 

The School Marketing Manager will be responsible for the School Marketing Plan 

and responsible to the School Principal. 

 

 

 

Full / Part -Time or Shared Role 

 

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

basically necessitate this. These people would combine this role with their other primary 

role, usually that of Assistant / Deputy Principal or School Manager. 

 

To share the role, I believe, could be detrimental to it. Having someone knowing 

everything there is to know about was has occurred, is being planned for and involved 

with the future implementation of the School Marketing Plan is a definite advantage. 

 

 

 

I feel that the time is coming when an individual school or at least a combination of 

schools within a certain region / religious order / system will employ a  

full -time SMM. 
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SMM Skills Needed 

 

The person who takes on this role will need to: 

 

¶ be interested in the area of marketing and preferably passionate about it 

 

¶ be a person of integrity 

 

¶ be able to base the SMP on the Schoolôs Vision and Mission statement 

 

¶ be aware of the marketing needs of a particular School 

 

¶ have good interpersonal skills 

 

¶ be able to build professional relationships with key stakeholders, members of the 

media and various local business personnel 

 

¶ have a creative flare and appreciation of what ócatches the eyeô of the targeted 
audiences 

 

¶ have good literary skills 

 

¶ have good computer skills, particularly with creative AV software packages and 

internet usage, or at least an appreciation of these along with other staff members 

or parents who would implement the software packages under your direction 

 

¶ have a good appreciation of the internet and 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 marketing and marketing 

skills. 

 

 

School Response to SMM  

 

The school personnel will need to: 

 

¶ be open to various forms of marketing  
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¶ be willing to try other strategies, particularly successful strategies from 

different schools 

 

¶ provide an appropriate budget to allow for the broadness and depth needed 

for the implementation of a successful SMP 

 

¶ give appropriate time for the SMM to develop and implement the SMP 

 

¶ support the SMM in this difficult area 

 

¶ give time to the SMM for professional development to gain appropriate or 

advanced skills to implement the SMP 

 

¶ allow  the SMM to access the use of specialist IT personnel who may be 

needed to assist with various aspects of the role. 
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 Support Clusters 
 

 

 

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

 

 

 

Overview 

 

One of the best forms of support cluster may include each schoolôs SMM, School 

Principal , Leadership Team members, selected Staff, Parents and Friends / Citizens 

Association and School Board. 

 

Another support is a cluster of SMMs, usually within local proximity.  

 

Either support cluster could benefit from inviting input from other specialists be they 

from other schools, system authorities, school employing authorities or other consultants.  

 

Input on current marketing practices from within that cluster and / or by offering 

suggestions for improvement would be beneficial. 

 

 

Support Cluster - School Leadership Team 

 

The School Principal should always be an integral part of any SMP. 

 

The School Principal, along with the schoolôs Leadership Team, would normally be a 

wonderful support structure for the SMM.  

 

To have gifted people literally within earshot of one another and able to have ideas 

bounced off each other, and opinions and ideas shared, would be beneficial. 

 

The School Principal and Leadership Team should have confidence in the SMM and 

allow this person to develop the SMP without interference. This, however, needs to be 

done in consultation with the School Principal and maybe also with the other school 

Leadership Team members. 

 

The SMM would initially need to gain the trust of the School Principal and Leadership 

Team.  
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Time, professional development and the experience of successfully completing and 

implementing a SMP may 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:  

 

 

 

óThe star team is better than a team of starsô. 

 

 

 

Regular meetings of SMMs, where successful and non-successful strategies of marketing 

are discussed and possible solutions espoused, would be of benefit to each school 

involved. 

 

These meetings could also include shared creative thinking time on possible strategies 

along with resource development for each particular school. 

 

 

System-Level 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 systemic personnel, or as a cluster of schools along with 

systemic personnel. 
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Using the combined expertise of the system, along with any budgetary assistance, 

could be of substantial value to each school. 

 

 

 

The system would most likely employ experienced marketing people and journalists. 

 

The system may be able to supply a budget to assist schools, particularly those in need. 

 

The initial onus may be on schools to approach the systemôs Communication and 

Marketing Manager. 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 marketing process. 

 

 

 

Once the process has begun, these SMMs could use the other support structures 

mentioned above  

plus resources like this e-book for guidance and assistance. 
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Branding 
 

Branding is often a personôs first contact with the school. It is usually a visual image 

seen. It may also be a verbal input.  

 

 

 

Brandingôs importance must not be underestimated.  

 

First impressions do count! 

 

 

 

First Impressions 

 

The first impression may be gained from the following: 

 

¶ Website design 

 

¶ Welcome by office staff  / Office decor etc 

 

¶ Prospectus / Information Pack - cover, pages and inclusions 

 

¶ Uniform of students and office staff 

 

¶ Stationery received 

 

¶ e/i-Newsletter, newsletter or newsletter design and front page content  

 

¶ Telephone call response by office staff / voicemail response / telephone transfer 

instructions / dedicated line for upcoming events recording, etc 

 

¶ White and Yellow pages listings  

 

¶ Advertisement in newspaper or magazine, radio, etc 

 

¶ e/i Flyer or Flyer 

 

¶ Student or staff at school 

 

¶ Reputations of school as espoused from someone within the community 
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The branding of the school needs to be well considered and representative of the 

schoolôs vision and mission.  

It needs to show how the school is to be seen within the community. 

 

 

 

Uniformity  

 

 

 

Branding needs uniformity to be a powerful, positive tool. 

 

 

 

Mixing and matching branding causes a weak and disjointed image to be 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 seen itself as disjointed and ónot togetherô and hence causing various 

follow-up difficulties. 

 

 

Key Branding Areas 

 

¶ Key primary  areas of branding include: 

 

¶ Colors 

¶ Logo / emblem 

¶ Motto / Catch phrase 

¶ Uniform design 

¶ Graphics and page layout 

¶ Key words to epitomize the school 

 

Colors may vary according to the purpose i.e. outside colors of the school may differ to 

the inside colors and these may differ from stationery and advertising colors.  
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To have the same colors everywhere can become overbearing.  

However, there would be less of a difficulty with soft plain colors,  

but these colors often arenôt strong enough for stationery and advertising. 

 

 

 

 

It is important though that those colors selected for each area, inside and outside, along 

with stationery and advertising are simple, matching and constant throughout that 

particular usage. 

 

 

 

¶ These following areas then form the basis for the secondary areas of branding, 

including: 

 

¶ Stationery design, which would include page graphics and layouts of 

school details 

 

¶ Logo and motto inclusion on uniforms 

 

¶ Website design 

 

¶ e/i-Newsletter and Newsletter design 

 

¶ Covers and page layouts for school produced information booklets and 

brochures (e/i-booklets, e/i-flyers and e/i-brochures) 

 

¶ Advertisement designs, including for the media, as well as posters, flyers, 

booklets 

 

¶ Layout of front office  

 

¶ Welcoming introduction for telephone answering / voicemails 

 

¶ Welcoming at office front counter 

 

¶ School DVD / CD graphics 

 

¶ Key verbal phrases for radio, DVD / CD and telephone on-hold 
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¶ The following form the basis for tertiary use of branding, including: 

 

¶ How the various secondary forms will be used 

 

¶ Various combinations of secondary forms 

 

 

Branding Changes 
 

 

 

Evaluation of primary , secondary and tertiary branding  forms is essential. 

 

 

 

Branding needs to be thoroughly considered as it is imperative to maintain the overall 

branding and most specific forms for a period of years.  

 

Major changes with branding should not occur at least for three to five years (unless the 

initial branding failed). 

 

The successful images created and regularly reinforced within the minds of people from 

the branding are highly valuable. Think of major brands that seem to be almost eternal 

e.g. McDonaldôs and Coca Cola.  

 

Schools are by no means within this category for financial outlay, outside 

consultants or market-share, however with good branding each school is a small 

microcosm and capable of being every bit as successful within its own demographic 

as the large corporations. 

 

 

 

Changes may be needed within any specific branding period if some aspects of branding 

have found to be unsuccessful. 

 

 

 

Changes will usually cause large amounts of wasted time, resources and funding.  
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It is best to be wise before any change is needed. 

 

 

 

Creativity  of Design 

 

Seeking advice from other successful schools, systemic 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 ócopyô, or be too similar to, other schoolsô branding.  

 

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 schools both in and not 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 of the ómarketô. 

 

 

 

é with good branding, each school is a small microcosm and capable of being every 

bit as successful within its own demographic as the large corporationsé 
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Professionalism 
 

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

Volunteers 

 

 

The professional image presented by the whole school community employed within the 

school, as well as volunteers, is essential to a successful SMP. 

 

 

 

This includes everything from professional dress and behavior through to teaching 

styles, respect for students and staff and subject / administrative knowledge.  

 

Name Tags, which are school branded and clearly readable, should be worn by all staff. 

This adds to the sense of unity and to the security of the students and staff within the 

school. 

 

Business Cards produced according to the schoolôs branding style and incorporating 

essential details for key personnel need to be available for staff interacting with the 

public. These need to be non-busy and easily readable. 

 

 

Students 

 

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

community. An attractive and highly functional uniform suitable for various climates and 

community expectations will improve the publicôs appreciation of the school enormously. 

Never underestimate the power of the school uniform. 

 

Uniforms must also be worn properly. The Uniform 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 when a hat should be worn, shoe types and cleanliness, hairstyles and neatness, 

jewelery expectations; as well as the general behavioral expectations of students, etc.  

 

Hygiene issues are also a part of this professionalism. Being clean and tidy, having hair 

cared for, using deodorant, etc, all have an impact on the publicôs perception of the 

school. 

 

We should be careful not to let these uniform code 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 School Marketing Plan needs a well funded School Marketing Budget. 

 

 

 

Mmm é Money time! 

 

This is probably the most controversial aspect of any SMP. 

 

 

Overview  

 

Various people within each school community have differing views on the amount which 

should be afforded to the School Marketing Budget (SMB). 

 

 

 

School Principals and School Managers need to be aware that the implementation of 

a good SMP  

would inevitably drive up community engagement and enrolment numbers! 

 

 

 

In todayôs dollar values spending $20 - $40000 on an average SMB for an average sized 

independent school (of between 600 and 900 students) would be a good investment.  

 

This would need to be proportionately reviewed according to overall School Budget, the 

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

numbers.  

 

When the SMP is being developed for a specified year, key stakeholders, particularly the 

School Principal, School Manager and the SMM, need to assess the budget requirements.  

 

The budget will have a significant impact on a SMP for any year. 
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The SMB includes all areas of the SMP which incur expenses. 

 

 

 

Invest During Good Times 

 

 

 

Good times are the best times to invest.  

This enables the schoolôs reputation to be enhanced considerably. 

 

 

 

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, including 

other schools and distractions within society. 

 

 

 

However, all schools need to market themselves at whatever stage of the success cycle at 

which they find themselves.  

Donôt give up in the tough times ï  

all schools will experience these throughout their history. 

 

 

 

Shared SMPs ï Regionalized or Localized 

 

 

 

Shared SMPs across a number of schools may be another way of efficiently budgeting. 

 

 

 

This could be regionalized e.g.:  

 

¶ a combined regional budget to be shared amongst schools or  

¶ a RMM (Regional Marketing Manager) implementing the whole marketing plan 

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

own essentials such as newsletters. 
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Or it may be a number of localized schools working together and sharing the budget.  

 

A shared budget may see different schools marketing specific aspects for the cluster e.g.  

 

¶ one may concentrate on Arts / Sport Education within the cluster  

 

¶ another may market the varying sorts of key curriculum and extra-curricular areas 

on offer and differing times for each 

 

¶ another may emphasize the pastoral, welfare and social justice aspects within the 

cluster. 

 

 

 

For some schools this may be the only way to begin marketing or to maintain a SMP in 

any form what-so-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 to discover the views and needs of various 

stakeholders and of prospective parents and students. 

 

 

 

Aims and Sample Questions 

 

If the surveyed group believes that they will be listened to, and that the survey isnôt an 

onerous one, then a greater percentage of quality responses will occur. 

 

Simple questions will often elicit the best results. 

 

Sample questions might be: 

 

¶ What do you like best about (name) school? 

¶ What improvements could be made? 

¶ 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). 

 

 

Feeder Schools 

 

Surveying the various feeder schools of a particular school should point the school in the 

right direction. The views of staff, parents and students of the schools are an invaluable 

aid as to how the school is perceived and of areas needing improvement. 

 

 

Students, Staff and Parents 

 

Students in Years 4/5-6/7 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 school.  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 stakeholders form 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 responses will be inevitable.  

 

It is the School Principalôs and CMMôs role to rank order responses and take on board 

those which are relevant and practical.  

 

 

Survey vs. SMP Evaluation  

 

These surveys are in addition to the SMP Evaluation.  

 

The survey is concentrating on the perceived strengths and weaknesses of the school 

itself.  

 

The SMP Evaluation is evaluating the schoolôs marketing plan for that year. 

 

The surveys are held as needed.  

 

The SMP Evaluation is best conducted at the same time of the any year. This may be 

midyear and away from the major school or sacramental events. 

 

 

Online Surveys - Weblinks 

 

An approach developing quite quickly these days is the online survey, which often has a 

free option.  

 

There are a number of internet companies offering various surveys. An internet search of 

óonline survey toolsô will gain a number of options to explore.  
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Two examples are ópolldaddyô and óSurveyMonkeyô available at: 

http://www.polldaddy.com/ and http://www.surveymonkey.com/ 

 

 

Remember to read their Terms and Conditions fully before proceeding with usage! 

 

An email from SurveyMonkey outlines their approach for both free and fee 

accounts. I include it for your information ï 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,  
 
Surv eyMonkey Customer Service  

http://www.polldaddy.com/
http://www.surveymonkey.com/
http://www.surveymonkey.com/Home_Videos.aspx
http://www.surveymonkey.com/Home_Pricing.aspx
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School Marketing Plan Evaluation 
 

 

 

The SMP needs to be evaluated at the end of each year. 

 

 

 

Stakeholders 

 

Representatives from the Key Stakeholders groups within the school need 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 

¶ Feeder School Principals and Leadership Teams  

¶ Media Representatives (usually media contacts of yours and advertising 

consultants you dealt with, as needed) 

¶ Systemic representatives as needed 

 

 

Survey and Feedback 

 

Feedback quantity 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 Board, but also invite interested Parents 

through the schoolsô newsletters to respond. 

 

A simple questionnaire sent to these people asking three questions will often give enough 

detail for a fair appraisal and follow-up discussion with the School leadership team and 

SMM. 

 

You may be inclined to do this through an online survey. (See previous section of this 

chapter for examples.) 
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The questions could be: 

 

¶ The SMP for [School Name] for this year was successful in what ways? 

¶ The SMP for [School Name] for this year was lacking in what ways? 

¶ How would you suggest the SMP for [School Name] be adjusted for next 

year? 

¶ Other comments 
 

The SMM would then summarize these responses in an honest way and present the views 

to the Schoolôs Leadership Team.  

 

It is also good to include specific examples from each question from key people e.g.  

 

¶ a feeder school Principal may be the only one who is aware of issues regarding 

visitations or school involvement in his / her school  

¶ a feeder school secretary may be the only one aware of specific  parental / staff 

issues she hears espoused in her main office;  

 

It is important that this isnôt lost in the summary. 

 

 

 

Others may like to develop a survey which ranks specific statements about 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 survey would more than likely achieve a greater number of responses, 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 responses to questions 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 approach and / or  

forms of marketing used in each subsequent year. 

 

This is normal and leads to a more successful SMP each year. 
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Regional Marketing Plan 
 

 

 

Combined marketing for individual r egions could benefit each school in that region. 

 

 

 

Overview 

 

Each School needs its own SMP and the right to implement it free from outside 

interference. 

 

However, each School could also benefit from a Regional Marketing Plan (RMP).  

 

 

This plan may be one that encompasses all, or a selection of schools, within the region. 

 

The Regional Marketing Plan would be a means of sharing ideas, costs and expertise. 

 

The regionôs School Principals and SMMs should meet to plan the best approach, 

including budget, roles, timeline, branding, etc. 

 

 

 

The stronger the overall regional group of schools is seen within that community, 

 

 the stronger each individual school is often seen. 

  

There is strength in numbers. 

 

 

 

Approaches could include emphasizing each schoolôs strength within the region e.g. 

Sporting Excellence Program, 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 community, is 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 like-minded 

schools. 

 

The regional approach needs to account for the special needs, successes and expertise of 

a region, and hence the schools within that region, for a more successful RMP in that 

region. 

 

 

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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School Marketing  

Internet Applications  
including  

Samples and Instructions 
Screenshots and Weblinks 
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School Marketing 

Internet Applications  
including  

Samples and Instructions 
Screenshots and Weblinks 

 
The internet provides so many school marketing opportunities that are: 

 

¶ very contemporary  

¶ popular with a significant and ever-increasing number of our school 

community 

¶ ever-growing in possibilities 

¶ often inexpensive or free 

¶ fun! 

 

The modern school needs to be actively involved with many of these internet 

opportunities, otherwise they will unnecessarily fall behind the interest level and 

communication methods of an ever-growing number of our students, staff and 

their families ï with what could be serious ramifications for all concerned. 

 

The CHALLENGE has been issued! 

 

Headings 

 

Website 

Website Management Software Sample 

RSS Feeds 

SEOs 

Blogs 

Emails 

e/i-Newsletters and e/i-Flyers 

Social Networking Websites 

Video Uploads 

Chat Rooms 

Skype 
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Website 
 

 

 

The school website is one of the most important forms of marketing  the school. 

It is often where school information is initially found , especially by families new to 

the area. 

 

 

 

The website is often one of the first places that potential families, students and 

potential staff get an overall feel and basic appreciation of the potential for their 

involvement in School life.  

 

 

Creating a Website - Background 

 

Investigation in this area is critical. 

 

The school will need expertise to create and then continually update a good website.  

 

The initial construction of the website may come from school IT staff or other staff, 

systemic IT specialists, parents with special IT skills or from outside commercial 

consultants.  

 

The continual updating would best be done within the School. In-servicing staff for 

making these updates would be money well spent.  

 

An option, I have found very beneficial, follows. 

 

 

Management Software 

 

Another option is to have the website embedded in to management software which allows 

for management of the site. This takes the site beyond the static and into the realm of 

continual fluid development ï Web 2.0.  

 

The expense of this option is not considerable and with negotiation within the field a 

reasonable monthly cost would be expected. I would suggest speaking with trusted others 

in deciding on the businesses offering this support.  
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(See óWebsite Management Software Sampleô in this chapter for a specific example.) 
 

This software allows for various detailed reports of website usage. 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 IP (Internet Protocol) addresses  

¶ the browsers they used to link to your website  

¶ any commercial activities you may have as part of your website, etc. 

 

This allows for the non-IT expert to update the website regularly, from uploading photos, 

literature items, to adding webpages, blogs, galleries of photos and videos, etc. 

 

There are numerous other capacities depending on the management software. See the 

right hand columns in the screenshots below for details available though the management 

software I use. 

 

Always Interactive supplies my management software. Three such samples of my 

websiteôs details are included and shown below at: http://www.alwaysinteractive.com/ 

 

Reproduction of all óAlways Interactiveô web-screens in this e-book reproduced with 

permission of Always Interactive at http://www.alwaysinteractive.com/. 

 

Geographic Locations and Viewing Numbers - below 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.alwaysinteractive.com/
http://www.alwaysinteractive.com/
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Webpages Viewed and Numbers per Page - below 
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Search Engine Transfers to SMP website - below 

 

 
 

 

Target Audiences 

 

The website is also where more and more students and parents will continually visit 

throughout their time in the school. 

 

School Marketing Managers and key school staff should use the website for interaction 

between the various stakeholders within the school e.g. their students, potential students, 

staff, families and other interested people including parishioners.  

 

Regularly updated bulletin boards and newsletters, upcoming liturgical and social events, 

St Vincent de Paul and other charitable needs and requests, photo and video galleries of 

school activities, etc, are needed. 

 

 

Website Examples 

 

To view good school websites, for ideas for your own schoolôs website, just go to your 

browser and type in such words as: óoutstanding school websitesô, óschool websitesô, 

óbest school websitesô, etc. There are so many good examples out there. 

 



School Marketing Manual for the Digital Age (3
rd
 Edition) 

http://marketschools.com/ 

© School Marketing Australia Pty Ltd, 2010 

 
 

 

 

 

65 

You may also visit various school websites, system-level office websites and diocesan 

websites for both ideas and for key personnel.  

Below are three good examples. St Josephôs Hunters Hill and Brisbane Catholic 

Education sites see the News as central to their homepage. Another couple of similar sites 

worth viewing are the Loreto Toorak site at: http://www.loretotoorak.vic.edu.au/home/ 

and Aquinas College, Southport http://www.aquinas.qld.edu.au/  

 

The following is reproduced with permission of St Josephôs College, Hunters Hill and 

may be found at: http://www.joeys.org/index.cfm 

 

 

 

The BCE homepage is produced with permission of Brisbane Catholic Education and is 

found at: http://www.bne.catholic.edu.au/ 

http://www.loretotoorak.vic.edu.au/home/
http://www.aquinas.qld.edu.au/
http://www.joeys.org/index.cfm
http://www.bne.catholic.edu.au/
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Another often used style for homepages emphasizes detail. It is very important that it is 

presented in an attractive, clear and succinct format. A good example of an archdiocesan 

website is included with permission from the Archdiocese of Brisbane and found at 

http://bne.catholic.net.au/asp/index.asp 

 

 

 
 

 

http://bne.catholic.net.au/asp/index.asp


School Marketing Manual for the Digital Age (3
rd
 Edition) 

http://marketschools.com/ 

© School Marketing Australia Pty Ltd, 2010 

 
 

 

 

 

67 

Another good example follows and is reproduced with permission of Saint Ignatius 

College, Riverview http://www.riverview.nsw.edu.au/ 

 

 

 
 

 

Website Inclusions 

 

Many good ideas can be gained from exploring the World Wide Web (WWW or Web or 

Internet) and noting characteristics that may be included on your website.  

 

This exploration would be relevant both for those about to create a website and those who 

are / will be doing the updating. 

 

 

 

http://www.riverview.nsw.edu.au/
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Homepage 

 

The homepage is 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 be in-line with the schoolôs selected branding styles:  

 

¶ colors 

¶ photos (for ease of acquiring and using professional images, check out such sites 

as: istockphoto (http://www.istockphoto.com/index.php) and crestock.com 

(http://www.crestock.com/). These sites provide professional standard images at 

relatively inexpensive rates. You buy royalty-free images which you can then use 

on your website. You may, however, have good professional ones done for you. 

These photos need to be professionally presented. Donôt skimp on costs here.)  

¶ logo 

¶ motto or catchphrase 

¶ selected key words and key phrases  

¶ good graphics 

¶ clear, directing toolbar/s and other links 

¶ attention grabbing inclusions e.g.  

 

o news updates 

o upcoming events 

o webpages on your website listed  

 

¶ School - Parish Weblinks 

 

Another good sample of a homepage is included with permission from The Catholic 

Parish of Southport and shown here and found at: http://scp.org.au/. 

 

 

 

Religious schools should have weblinks with their parish/es. 

  

This allows for visitors to the church website to see the schools within the parish.  

It also allows for visitors to the school website to see links with their parish. 

  

Both groups would benefit from this obviously stated link. 

 

 

http://www.istockphoto.com/index.php
http://www.crestock.com/
http://scp.org.au/
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Clicking on óAbout Usô takes you to the Parish Schools details at: 

http://scp.org.au/parish_contacts.php 

 

http://scp.org.au/parish_contacts.php
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The Toolbar needs your websiteôs important categories displayed clearly and efficiently. 

Areas would usually include a number of the following:  

 

¶ Home 

¶ About Us 

¶ News 

¶ Information for Students 

¶ Information for Staff 

¶ Information for Parents, including Enrolment details and Prospectus, etc 

¶ Past Students 

¶ Newsletter 

¶ Photo and Video Galleries 

¶ Search option 

¶ Contact Details 

¶ Connection for Staff and Students (to the school network for emails and other 

network options, including assessment tasks, weblinks, etc, if available) 
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Webpage Templates 

 

Templates for each additional webpage, following the Homepage, should be similar in 

appearance but allowing for the specialty of each page. 

 

If the website has a blog, the Blog page would need specific inclusions not on any other 

page e.g. óRecent Postsô, óArchiveô and óTagsô. (More Blogging details follow shortly.) 

 

Your exploration of good websites on the internet will help with your decisions. As styles 

develop, quality improves and fashions appear, your internet searches for good sites and 

their inclusions will be of significance to your final website templates. 

 

 

 

Keep you website feeling FRESH. 

 

 

 

Other Inclusions 

 

These should be added as soon as possible, allowing for budget restraints, interests of the 

users / potential users and expertise of web-builders and web-managers: 

 

¶ Blogs ï these are becoming quite common amongst many staff, students and 

parents, so the use of these would be considered important by many people. 

 

Blogs allow for interaction of website viewers with your site. Blogs are posted 

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

thoughts. You have the capacity to allow all comments sent or only the selected 

comments you would like being viewed by your websiteôs audience.  

(See more on Blogs later.) 

 

A sample introduction to a blog taken from the SMP website follows. The 

complete Blog Post (contents of this photo) may be found at: 

http://www.schoolmarketingaustralia.com/_blog/School_Marketing_Blog/post/Sc

hool_Marketing_Plan_Refreshed_for_2010/ 

 

 

http://www.schoolmarketingaustralia.com/_blog/School_Marketing_Blog/post/School_Marketing_Plan_Refreshed_for_2010/
http://www.schoolmarketingaustralia.com/_blog/School_Marketing_Blog/post/School_Marketing_Plan_Refreshed_for_2010/
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There are also many commercially available and free to operate blogs. These 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 Twitter later.) 

 

At this stage an example page is reproduced with permission from Twitter, Inc. and found 

at my home page at http://twitter.com/home   

 

 

http://twitter.com/home
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¶ Photo Galleries and Video Galleries are also seen by many as a necessary 

part of any good website. Schools should include a selection of school activities 

and involved students representing a cross section of these activities and 

demographics. 

 
A Photo Gallery sample is shown below. I use a SMAPL one so as support the 

privacy of students and staff at school website galleries. 

 

http://www.schoolmarketingaustralia.com/_webapp_273927/Marketing_the_Scho

ol_óAlwaysô 

 

Interestingly, people enjoy either very geometric photo presentations, such as 

squares, whereas I personally 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.  

http://www.schoolmarketingaustralia.com/_webapp_273927/Marketing_the_School_'Always
http://www.schoolmarketingaustralia.com/_webapp_273927/Marketing_the_School_'Always
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¶ óYou Tubeô videos being embedded into your website also adds another 

dimension to your website. Once again, you have full control over what you add.  

 

Once the School Web Manager appreciates the management software then 

embedding óYou Tubeô into the siteôs HTML is usually a simple task. 

 

The sample below may be found embedded in the SMP website at: 

http://www.schoolmarketingaustralia.com/ 

 

 
 

http://www.schoolmarketingaustralia.com/
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(More on óYou Tubeô later.) 

 

¶ Podcasts - audio and video recordings highlighting key aspects of the school 

life, would be added to the school website as needed. This is a different approach 

to embedding óYou Tubeô videos or audios. Your web-builder, or technical staff 

expert, would most likely need to assist you with this embedding. (In addition to 

Podcasts see more on the School DVD / CD later in this e-book.) 

 
An Archdiocesan Podcast sample has been included with permission from the 

Archdiocese of Brisbane and may be found at:  

 

http://bne.catholic.net.au/asp/index.asp And click on óPlay Videoô in left column. 

 

 
 

¶ Social Networking sites such as óFacebookô, ómyspaceô, óLinkedInô 

and óTwitterô, etc are also becoming the norm for many in the school 

community. Schools will need to consider including these links to and from the 

school website in their marketing plan.  

 

That is, if you decide to go ahead with this, you will need to develop a school 

profile and / or school principal / leader profile, or other key personnel within the 

school profiles, etc. at these various social networking websites and then link your 

website to these pages either through links or through RSS feeds.  

http://bne.catholic.net.au/asp/index.asp
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(More about Social Networking and RSS feeds later in this chapter.)  

 

You may also link from the social networking sites back to your school website. 

Generally for schools, I would recommend both directional links. 

 

 

Domain Names / URLs 

 

Each website has a unique Domain Name / URL (Uniform Resource Locator). These may 

be purchased from a number of suppliers. Just search óDomain Namesô in your search 

engine and a large selection of suppliers will be found. 

 

Most schools would be either be linked off their institutional website, or create their own 

website and hence have a unique school domain name, or have both. 

 

You can have numerous domain names linked to your one website. This means 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 sites only need one 

domain name; however others may be purchased to avoid any confusion with other 

institutions with similar names.  

 

It may also be advisable to purchase similar names with key words changed to avoid 

confusion with other similar school names. 

 

Schools would normally purchase .edu domains. 

 

However, as most people are so used to using .com, it may 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 legal statements 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 

 

Most major school organizations these days would have their umbrella organization 

offering suggestions for these inclusions.  

 

Otherwise, I would suggest seeking your own legal advice. 
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Website Creation, Hosting and 

Costs 
 

¶ Overview 

 

 

Websites can be as simple as a few basic pages through to highly sophisticated fully 

interactive commercial sites. 

 

 

Costs for creating the site and hosting it vary according to your selected approach. 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 and conditions, 

you will be a part of some sort of contract ï important to read the fine print. 

 

¶ Commercial website build and hosting  
 

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

website 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).  

 

¶ School, System or Institute Web-Builders 
 

 

 

Many schools would use their systemôs / institutionôs experts or even qualified experts on 

the school staff.  

In secondary school there could be students capable of doing a reasonable creation. 

 

 

 

These options 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 have an educational component for the 

school, which is very beneficial for ongoing improvements and additions to the website.  

 

 

¶ School Website Needs 

 

Firstly decide what you need:  

 

o the purpose of your school website 

o allocated budget (this can grow in time, once confidence and availability 

of funds increases, etc. Best to start small than not start at all!) 

o who does the creativity overview / graphics / photos used / website design 

and who will build your site (saves money if someone in-house at your 

school / system / institution does as much as possible) ï quotes and 

appreciation of services offered are needed 

o who will oversee the whole process and keep in constant contact with web 

designers, which could take some time depending on the complexity 

o am I fully aware of all the implications, especially if deciding on a cheap 

alternative? 

 

 

¶ Best Website Building and Hosting Approach for Your School? 

 

o Decide on the best approach for your school. The three main options for 

most schools are: 

 

Á School pays for development and website hosting and usually gets 

own domain name. 

Á School links with other schools / system / institution to share 

development and housing costs. Each school has its own webpages 

as part of a larger website. The school name would usually be an 

extension of the larger groupôs domain name. 

Á School initially decides on a free or inexpensive website linked to 

major commercial blog websites. (See Inexpensive or Free 

Websites with Samples chapter.) 
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Inexpensive or Free Websites  

with Samples 
 

 

 

I mention two other options which may be worth considering.  

These are two growth areas for relatively inexpensive websites. 

 

 

 

Research Needed 

 

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

various implications each offers and whether either is worth pursuing for your school. 

Read the Terms and Conditions carefully. Following is an overview and samples for 

various options. 

 

 

Online Web Hosting and Web Creating Services 

 

¶ Online web hosting and web creating services can be relatively inexpensive. Here 

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

basics through to the commercial.  I would tend toward the more well known 

companies until my experience was more complete and I appreciated the 

numerous options and possible pitfalls certain businesses may offer. 

 

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

 

 

Blogs as Websites 

 

¶ Blogs as websites.  

 

You can develop various commercially owned blog sites into your own school de-

facto website, sometimes for free. It will be linked to the blogsiteôs domain 

usually e.g. http://schoolmarketingmanual.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 layout more to 

http://smallbusiness.yahoo.com/
http://schoolmarketingmanual.wordpress.com/
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your style - adding various widgets such as RSS feeds, calendars, etc. All but the 

basics will cost a fee.  

 

See WordPress for examples of what is free with them at 

http://en.wordpress.com/features/ 

and for a fee at 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 óFeaturesô weblink above. One such example at time of writing is CNN 

Political Ticker Blog at 

http://politicalticker.blogs.cnn.com/?fbid=C66PNrCE1OH 

 

 

 

Small and non-affluent schools may find this as a temporary means for having a  

free / inexpensive website.  

The expense increases with additions. 

 

 

 

WordPress Samples 

 

I will show a possibility of using a free blog I set up through WordPress, as an example. 

For interest I have created a four page website. 

 

 

 

This free blog even includes an embedded You Tube video (see óUploading Videosô in 

chapter), logo and photos. 

 

 

 

The Blog has been called óSchool Marketing Manualô. It contains some information from 

my SMP website at http://marketschools.com/ 

This blog has been reproduced with permission from WordPress at http://wordpress.com/ 

 

 

 

 

 

 

 

http://en.wordpress.com/features/
http://en.wordpress.com/products/
http://politicalticker.blogs.cnn.com/?fbid=C66PNrCE1OH
http://marketschools.com/
http://wordpress.com/
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The blog is on one of many free templates from WordPress. This one is called - 
Andreas04.  

 

I will add a couple of other samples to show how the same text and images may appear 

when placed in different templates. The next templates are known as:  

INove  and MistyLook . 
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Googleôs Examples 

 

Google also offers a free blog service. I have 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%2Fsites.google.com%2Fsite%2F&service

=jotspot&ul=1 

 

https://www.google.com/accounts/ServiceLogin?continue=https%3A%2F%2Fsites.google.com%2Fsite%2F&followup=https%3A%2F%2Fsites.google.com%2Fsite%2F&service=jotspot&ul=1
https://www.google.com/accounts/ServiceLogin?continue=https%3A%2F%2Fsites.google.com%2Fsite%2F&followup=https%3A%2F%2Fsites.google.com%2Fsite%2F&service=jotspot&ul=1
https://www.google.com/accounts/ServiceLogin?continue=https%3A%2F%2Fsites.google.com%2Fsite%2F&followup=https%3A%2F%2Fsites.google.com%2Fsite%2F&service=jotspot&ul=1
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A sample of a free Google website follows. I have not added any other detail other than 

the siteôs name so that you can see how it looks once you have decided on the particular 

template you would like to use. You are then invited to learn all that is required to create 

your website through various links emanating from this 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 your  blogsite and hence your school site 

without warning, etc.  

I would suggest that these may be impermanent additions for your school.  

You never know when terms and conditions may change! 

However, for a fee the security of tenure increases. 

 


