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MESSAGE
THINKING THROUGH  

THE STORY YOU TELL







What is your mission
or vision statement?



People don’t buy what you do, they 
buy WHY you do it.  And what you do 

simply proves what you believe.

Simon Sinek 
Start With Why



https://www.youtube.com/watch?v=OVnN4S52F3k
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WhyHowWhat

We believe in transforming 
the lives of students.

We do it by teaching kids 
about God and His world.

We do it in a  
Christian school.

The Golden 
Circle



What is your why?



MISSION STATEMENT
Faith Christian’s mission is to provide 
students with a quality education 
rooted in the teachings and values of 
Jesus Christ. Through a blend of 
spiritual guidance and academic 
excellence, our school seeks to 
empower young people to become 
lifelong learners, critical thinkers, and 
respons ib le members o f the i r 
communities. We strive to create a 
supportive and inclusive learning 
environment where all students can 
grow in their faith and reach their full 
potential.
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✦ “What business are we in?”
✦ Answers: HOW
✦ Based on WHAT
✦ Organization-focused
✦ MEANS
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✦ “What business are we in?”
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✦ Organization-focused
✦ MEANS

✦ “What does success look like?”
✦ Answers: WHAT
✦ Based on WHY
✦ Student-focused
✦ ENDS



MISSION-MINDED
The mission of Grace Christian School is to assist families in providing a Christ-
centered education of high academic quality so the students may be prepared to 

take an active, vital place in the home, the church, the state and their future 
vocations by applying Christian principles in a Biblical manner.



MISSION-MINDED
The mission of Grace Christian School is to assist families in providing a Christ-
centered education of high academic quality so the students may be prepared to 

take an active, vital place in the home, the church, the state and their future 
vocations by applying Christian principles in a Biblical manner.

VISION-DRIVEN
Imagine your child…

Growing strong in character and academics,
Focused on God’s presence,

Led by caring teachers,
Being equipped to excel…

Imagine your child changing the world!
At Grace Christian School,

students become dream makers and world changers.











Vision should always be defined in 
terms of STUDENT OUTCOMES.



5 TIPS FOR CASTING A CLEAR VISION:

1. Make it memorable. It’s a right-brained activity.

2. Stay student-centric. Focus on student outcomes.

3. Broadcast your differentiator. What makes you different?

4. Promise for the long-term. It’s the experience, not the product.

5. Balance aspiration and realism. Make sure it’s believable.



Efficiency
A PARADIGM SHIFT IS CREATED:

Effectiveness

mission-minded

vision-driven



THE THREE MARKETING PROBLEMS:

 Quality Control (the program issues)

 Customer Understanding  (the people issues)

 Digital Age Marketing (the messaging issues)



THE THREE MARKETING STRATEGIES:

 Retention (keep more current students)

 Close more leads  (enroll more prospective students)

 Capture more leads (find more prospective students)
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MESSAGE
THINKING THROUGH  

THE STORY YOU TELL



Story Graphic

STORIES ARE POWERFUL TOOLS 
THAT FOLLOW A CLEAR PATH.



Story Graphic

STAR WARS: A NEW HOPE



Story Graphic



Who is the hero
of your story?



Story Graphic

YOUR CHRISTIAN SCHOOL

A STUDENT

FALLING THROUGH THE CRACKS 
IN A PUBLIC SCHOOL

BEING KNOWN AND NURTURED

STEWARDING THEIR UNIQUE GIFTS

FEAR / FAILURE

Your School Should 
Tell a Clear Story

A THRIVING FUTURE 
COMEDY



Your school should be the guide,
not the hero.

The student is the hero of the story.











PIXAR STORYTELLING FORMULA

Once upon a time there was a _____.

Every day, _____.

One day, _____.

Because of that, _____.

Because of that, _____.

Until finally, _____.



PIXAR STORYTELLING FORMULA
Once upon a time there was a boy who was struggling to keep up in school.

Every day, he would try to concentrate, but he was distracted by the other 29 
students in his class, and his teacher didn’t have time to spend one-on-one 
with him. 

One day, his parents grew concerned with his frustration and lack of progress, 
and started looking for a school where he would get more individualized 
attention.

Because of that, his parents decided to enroll him in your school.

Because of that, he started making progress quickly as teachers poured into 
him. His confidence soared.

Until finally, he began thriving academically and began pursuing interests that 
he might never have discovered otherwise.







Crafting the Message



#1: Write for a specific audience.
Personas - a group of people who have common characteristics.

Christian schools usually have 4-5 personas. 
Do you know yours?
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Write more like Parenting, less like Newsweek.
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#1: Write for a specific audience.
[Name] Christian School is a preschool through grade twelve, 
college preparatory, independent, interdenominational institution 
serving [place] and the surrounding area. By integrating the 
principles of God’s word throughout the curriculum and extra-
curricular activities, students are equipped to make a difference 
in the world in which they live, work, and play.



#1: Write for a specific audience.
We believe that we can be no more than the sum of our parts. 
We value the partnership of the parents, students, and teachers 
who work on behalf of our school community. Together, we’re 
committed to meeting the individual needs of every student, 
exactly where they’re at.

We welcome you to visit our campus and see for yourself. 
Simply call the school office at [phone] to schedule your 
appointment. You are welcome here.
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Personas - a group of people who have common characteristics.
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Do you know yours?
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FEATURE: High Educational Standards 
BENEFIT: 

FEATURE: Strict Classroom Discipline  
BENEFIT:  

FEATURE: Modern, High-Tech Classrooms 
BENEFIT:

#2: Write benefits, not features.
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FEATURE: High Educational Standards 
BENEFIT: Your child will be well-prepared for college and career.

FEATURE: Strict Classroom Discipline  
BENEFIT: Your child will have a great learning experience because 
distractions will be minimized. 

FEATURE: Modern, High-Tech Classrooms 
BENEFIT: Your child will have access to the tools and resources 
needed to be successful in the 21st century.

#2: Write benefits, not features.
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price & convenience

features are crucial

we’re “one of many”

read about us!



#3: Stop thinking like a commodity.
COMMODITY:

price & convenience

features are crucial

we’re “one of many”

read about us!

UNIQUE SERVICE:

value / connects to need

customer service is crucial

we’re “one of a kind”

visit to know us!







In what ways does your school
position itself as a commodity?

What steps can be taken to change that?



Differentiation



What makes your school unique?

What are things your local public 
schools can’t/don't do well?



#1: Flanking vs. “Me Too” Branding

“ME TOO” BRANDING - copying what other schools do in an effort 
to remain competitive.

FLANKING - creating programs that are different and hard to copy 
by other competitors.   
 
+ Having a “difference” that is truly different. 
+ Having a difference that parents care about.



#2: Proactive Customer Service
Figure out what your competition isn’t doing well 
and then do it really well yourself.



SEARS COMMERCIAL



SEARS COMMERCIAL









The Rock has been SO AMAZING!! I love Schoology, how much my son is able 
to do on his own, the daily Bible Zoom classes with his teacher and teacher 
office hours when he has a question, the Facebook Live PE and art classes that 
our whole family does together, and the Zoom music class. I’ve 
compared notes with a lot of other friends whose 
kids go to both public and private schools, and they are all 
amazed at our school. From the first Town Hall Zoom meeting with Mr. McKenzie 
to the daily ways for students to stay involved and the consistent communication, 
no one else even comes close to you guys in this 
season of online schooling.

TRS Parent Survey Response









“We’ve been at [$17,000 per year prep school] 
down the street for all these years and all we 

ever got in the mail were forms to fill out and bills 
to pay. We enroll here and what’s the first thing 
we get in the mail from The Rock School? A gift 

box.”

A New Parent







What are some examples of flanking or 
proactive customer service you are doing 

(or could be doing) at your school?



BRAND NARRATIVE





Easy to share, easy to remember and something 

that the organization can use to stand on when 

asked...What is it that you do? Combines 

elements of the Mission, Vision and Values in an 

approachable way.

core brand narrative



Ability KC builds brighter futures for individuals living with disabilities through 

comprehensive medical, educational, and vocational therapeutic services. Our work is 

woven into the story of our city, as we’ve touched countless lives since 1947. We 

continue to make Kansas City stronger by ensuring people with disabilities have the 

support they need to fully participate in our community. We deliver holistic, 

individualized care, using cutting-edge, evidence-based practices, and we measure 

success by the unique goals the people we serve set and achieve. 

core brand message

KC doesn't 
work without 

Ability KC

Using Ability KC's 
mission statement 
language

Nodding to the 
vast historical 
knowledge 
AKC has

Emphasis on 
the community 

impact

Concise description 
of therapeutic values

Getting a key 
differentiator 
into the core 
message

Our success is our 
clients' success.
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At Cross International, the gospel motivates us to connect those in deepest need 

with generous believers and compassionate ministry partners. Our passion is to 

transform the needs we see into a new reality: children with healthy smiles and 

inspired minds; communities with clean water, nutritious food, and strong 

families; and hearts full of joy and hope for the future. Lasting, sustainable 

transformation is our goal, so we form strong relationships and manage 

resources wisely, sowing seeds that will reap a harvest for years to come.

core brand message
Leaves no question about 
Cross’ foundation of faith

Showing Cross’ 
focus on finding 

areas of strategic 
opportunity

Refers to impact of 
housing, healthcare, 
food, nutrition, 
water services

Cross’ approach 
to economic 
development and 
systemic issues

Commitment to financial 
stewardship

Shows Cross’ role in bringing together 
elements of the church to work together

The power of 
education and 

vocational training 
to allow children 

to dream again

Reflects not only 
ministry partnerships, 
but also donor 
relationsAlludes to the parable about exponential 

results from wise investment
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Catholic Charities has been an open door, a warm welcome, dry ground, a 

defending voice, and a hand up for generations of Louisiana residents. Our shared 

stories and strong roots help a diverse community stand tall together. We’re fueled 

by a distinctly Catholic faith,  which inspires us to serve everyone, regardless of 

religion. We’re passionate about social justice and smart stewardship. Meeting the 

needs of the whole person—and all of Louisiana—is our continued commitment.

core brand message
Describing what CC programs do in emotional language

Nod to Catholic 
Charities long 

history 
Catholic Charities acts as a connector in the region

Makes clear 
statement of 
CCANO’s mission 
to serve everyone

CCANO’s fiscal 
responsibility 
sets it apart

CC has programs for the entire life 
span and the range of human needs 
(mental, physical, emotional, spiritual).
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At the heart of every nonprofit, there’s a flame of passion. Of commitment. Someone saw a need, an opportunity, a 
way to make life better for others - and their heart and mind were moved into action.  

Successful organizations are able to ignite that flame in others, bringing them alongside to do the work, serve 
people, and support that heartfelt mission. That energy, that spirit of optimism, that drive for changing lives and 
communities for the better - that’s what’s known as fervor. 

And that’s why we are Fervor.  

We’re a marketing and consulting agency with a heart for faith-led organizations of all kinds, especially nonprofits. 
We believe in what they do. We use our gifts and experience to help them align their internal values, culture and 
communication. To help them deeply understand their most likely supporters. To craft messaging that inspires. And 
put those things into action with a strategic marketing plan that sparks a new flame - a new fervor - that advances 
their mission. 

All of that, working together, is what it takes to do the most good possible - for individuals being served, for those 
doing the serving, for their communities, and for the world around them. It’s a lot. But we’re here for it. Because 
that’s where our fervor is. 

core brand narrative
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