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AcAdemic mARKeTiNG 

cOmmANdmeNTS

I Thou shall noT ignore The 
imporTance of a websiTe 
Did you know that prospective families 

are more likely to visit your website to help them 
make a decision than they are to step foot inside 
your school? The convenience and accessibility of 
computers, tablets and smart phones these days is 
unprecedented. As a result, the internet is quickly 
becoming the number one source of information 
for your school’s prospective families and students. 
What exactly does this mean? Well—It means that 
your website is now your number one marketing 
tool and that it’s essential for making a good first 
impression. And it means that you have less than 
20 seconds to capture a visitor’s interest before they 
leave for another site. There are multiple target 
audiences for your website – current and potential 
parents, faculty, staff, students, alumni and friends. 
It is important that you have relevant information 
for each of these groups to keep your site fresh and 
engaging—and most importantly—to keep visitors 
coming back. 

II honor markeTing  
and creaTe a plan
When you think of marketing your 

school, what’s the first thing that comes to mind? 
Advertising? Direct mail? Your website? PR? 
Marketing is comprised of many different, yet 
related parts and depending upon your school’s 
needs, each of these elements will have a different 
priority. To determine what’s best for your school, 
an annual marketing plan addressing your school’s 

goals and objectives needs to be developed. A 
marketing plan takes into account budget and 
timeliness and can be divided into short-term and 
long-term projects. Factors to consider in your 
marketing plan include: print advertising, PR, 
website, social media and print collateral (brochure, 
newsletter, annual report, annual appeal, etc.) and a 
media calendar to plan and organize it all.

III Thou shall noT 
coveT anoTher  
school’s brand  

            or idenTiTy

“Well, such-and-such school has the best mascot.”

“That school’s website is so much better than ours.”

“Why can’t our stuff look like that?”

 Instead of the last question, your marketing and 
communications team should be asking themselves, 
“What can we do to make ours better?” Getting 
inspiration from what another school is doing with 
their marketing is a perfectly fine and it’s hard to 
deny the competitive juices running through most 
of us. However, comparing your school to others 
isn’t entirely fair. For instance, the other school 
may have a larger marketing budget or donors with 
deeper pockets. The most important thing is that 
you do the best you can given your means. Besides, 
if you look exactly like the other school, how will 
people differentiate you? Be unique. Keep a file of 
what you like that other schools are doing as well as 
what you don’t like. When it’s time to work on your 
own identity, this file will come in handy.
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Iv keep holy your  
brand sTandards
A brand is the sum of all the 

associations, feelings, attitudes and perceptions that 
people have related to the tangible and intangible 
characteristics of your school. Your logo, colors, 
and tagline are some of the most important brand 
components. This is why we create brand or usage 
standards. Brand standards are a set of rules created 
to determine the do’s and don’ts of your brand’s 
design. It ties the look and feel of all your marketing 
materials. While most rules are made to be broken—
these are entirely off limits to any inner-rebel 
wanting to break free. Brand standards are vital for 
creating awareness and differentiating your school 
from the competition. In order for brand standards 
to remain sacred, everyone in your school must 
abide by the rules—from coaches to booster clubs, 
fundraising committees to gala chairs.

v Thou will remember 
These 3 words: 
consisTency. 

consisTency. consisTency.
While consistency is an on-going theme throughout 
all Ten Commandments, we think it deserves 
even more attention—just to drive the point 
home. Consistency is the key to getting your 
brand recognized by both internal and external 
communities. Everyone needs to be singing from the 
same hymnal when it comes to your school. If your 
name starts with “saint”, are you referring to your 
school as “St.”, “ST.”, “Saint” or “SAINT.” Pick one 
and stick with it otherwise, it becomes confusing 
to your audience. School colors are similar. For 
instance, did you know there are 285 shades of 
visibly different red to a person with 20/20 vision 
and who isn’t colorblind? Needless to say, if your 
school’s main color is red, it’s important to know 
exactly what Pantone color it is and to stick with it.

vI Thou shall cherish 
and make sacred 
your open house

What is an open house? Technically, it’s an event a 
school has to welcome prospective families to their 
campus. How should you view your open house? 
As your number one marketing event! Take this 
opportunity and transform it into the best in-person 
marketing tool you can imagine. Envision yourself 
on the other side as a family visiting a school for 
the first time. What do you want to see? There is a 
lot of pre-event planning that needs to take place 
to make people aware that you’re having the event 

and to get ready for the big day. Therefore, you 
might want to consider running a series of ads two 
months in advance giving the community plenty of 
time to place your open house on their calendars. 
You may want to go one step further and send 
out a direct mail piece (a save-the-date postcard) 
to a targeted mailing list. There are also various 
post event activities that are just as important. For 
instance, following up with families that visited is 
crucial. In an attempt to improve your open house, 
you may want to send a thank you note that has a 
section for comments and feedback. The parents 
visiting your open house want to see what their child 
could become at your school. Thus, it’s important 
to showcase your students and create a memorable 
event. Make sure student art and projects are 
highlighted in classrooms during the event and 
allow your students to guide tours and speak directly 
to prospective families. 

vII Thou will noT 
have false images  
represenTing  

      your school
When it comes to your school, pictures speak more 
than a 1000 words. They draw people in. They evoke 
emotion. And they are a vital part of your school’s 
marketing. The images you choose to represent your 
school, whether on a website or in a brochure, need 
to sell your story without saying a word. Details 
need to be paid attention to. For instance, if your 
school is co-ed, do you have a good number of 
each gender represented in your pictures? Do the 
images convey a sense of the diversity found at your 
school? Close up and candid pictures do a great job 
of showing off your school. We like to show equal 
amounts of the following types of pictures: faith, 
academics, athletics and extra-curricular. Each of 
these types of pictures should show the spirit of the 
school and tell your story. Whatever it is that makes 
your school special, show it in pictures!

vIII honor The 
basis of your  
markeTing  

             foundaTion
School name. Logo. Tagline. 
How can 3 little things such as these be the 
foundation of anything? It all ties back to 
consistency and messaging. If your school name is 
“St. Michael Catholic School,” make sure it stays 
that way. Don’t get lazy and write “St. Michaels” 
and don’t get over excited and write “Saint Michael 
Sacred Catholic School.” If your school name 
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    Take a minute 
and ask yourself, 
“Do outsiders 
have a real sense 
of the culture 
and purpose of 
our school?” If 
the answer is no, 
maybe it’s because 
your brand is being 
managed in a way 
that is inconsistent 
with your mission 
and vision.” 

is “Logos Preparatory,” let’s not see it anywhere 
else as “Logos Prep” or completely abbreviated as 
“LP.” If nothing else, the way your school’s name 
is used (both written and spoken) should be 
consistent. Proper usage of the school logo is also 
very important—always follow the standards (#4). 
Your logo, just as your school name, shouldn’t be 
modified in any way. Don’t stretch it. Don’t add 
or take away elements. Don’t use different colors 
because you want to “liven it up.” Outside of 
proportionally enlarging or shrinking your logo, 
there shouldn’t be anything else done to it for any 
reason. Period. And last but not least, taglines. 
Your tagline is essentially your school’s abbreviated 
message. It’s your one-minute elevator speech. It 
should be memorable and concise (six words or 
less). Most importantly, there should only be one 
tagline that everyone associates with your school. 
Sure, taglines can have a life span of two to three 
years, but the really good ones never die.

IX Thou shall spread  
The good word
How many times do you submit 

press releases to your local newspaper? If the 
answer is less than once a month, you may want 
to reevaluate your communications plan. Good 
things are always happening to schools and their 
communities. Remember, “news” doesn’t always 
have to be the really big things. You should take 
every chance you get to celebrate and share your 
schools blessings by spreading the word. PR is 
an important component for your school and 
creating a buzz about what’s going on is critical to 
both internal and external audiences. For instance, 
students with extraordinary accomplishments need 
to be recognized as well as, the sports team at your 
school that’s having an outstanding season. Don’t 
forget to acknowledge your biggest cheerleaders of  
all—teachers! 

X Thou shall Think  
ouTside The box
As commandment #9 suggests, it’s 

important to market to your internal and external 
audiences. Externally, you obviously want to attract 
new students to your school. Internally, you want 
to recognize staff and increase the retention of your 
current students. There are many out of the box 
things that schools can do that are easy and cost 
little more than time and effort. The internet is a 
great place to start your research and networking 
with neighboring schools doesn’t hurt either. Here 
are a few ideas we suggest: Grandparent’s Day event, 
breakfast with the principal event, maintaining a 
rotating gallery of student art in your front lobby, 
volunteer recognition, summer camps, partnerships 
with area businesses and dropping off brochures and 
cookies at local real estate offices.

It’s always good to step back and assess your school 
from an outside-in perspective. Being aware of the 
perceptions of your school is extremely important 
to your marketing efforts. Take a minute and ask 
yourself, “Do outsiders have a real sense of the 
culture and purpose of our school?” If the answer is 
no, maybe it’s because your brand is being managed 
in a way that is inconsistent with your mission and 
vision. Every school has its own unique brand and 
with that, comes responsibility not only on the part 
of the marketing team but the students, parents, 
faculty and staff. 
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For a full evaluation of your 
marketing, please contact 

Bullpen Marketing at 
www.academicbranding.com


