
  Marketing
& Enrollment

Helping Christian school leaders tell the right people the
right stories in the right ways to meet their enrollment goals.



Our Vision:

We help Christian school leaders 
tell the right people,
the right stories, 
in the right ways 
to meet their enrollment goals.



Do you struggle with…

➔ Getting the word out about your school?

➔ Stagnant or declining enrollment trends?

➔ New families that are the wrong fit?

➔ Managing the enrollment process?

➔ Setting tuition & balancing the budget?



You don’t have to be the 
“Best Kept Secret” any longer…

● Empty seats filled

● Mission-aligned families

● High parent satisfaction

● Word-of-mouth referrals

● Growing revenue streams



HF Coaching Team

HEADS OF SCHOOL

who understand the challenges of 
growing a Christian School 

because they’ve done the hard 
work themselves.

INDUSTRY EXPERTS

with a proven track record of 
helping Christian schools and 

organizations grow their 
ministries.

www.herzogfoundation.com



What previous guests have shared 
about our Training Retreat:

“It was so rich in content - each session had a lot of ideas that were directly applicable to 
our situation. I feel like I can take meaningful action to improve our school to better serve 
our community to God's glory.”

“I found the content extremely helpful and thought provoking. It was well organized and 
while there was a lot of content, I feel like I have clear takeaways to consider and apply at 
our school.”

“The content is fantastic. Rockstar coaches, excellent accommodations. This will make a 
huge impact in the start up of our school.”

“The training was top of the line. It allowed for peer-to-peer connection, space for individual 
reflection, and teachings that were highly practical.”



A Proven Track Record

www.herzogfoundation.com



 We’ve helped schools like yours create positive change.

0 
to

1527

42 states, 
DC, & 

Canada
in 2023

Homeschool
Traditional

Hybrid

Rural
Urban

Suburban



What You Can 
Expect:



We help Christian school leaders tell the right people the right stories
in the right ways to meet their enrollment goals.

At the Herzog Foundation we know that you want to lead a flourishing 
Christian school. In order to do that, you need to meet your enrollment 
goals. The problem is that you have limited time and resources which 
makes you feel overwhelmed. But we believe that every empty seat is a 
missed opportunity. We understand the unique challenges of growing 
a Christian school which is why we are committed to helping you learn 
how to do Marketing & Enrollment well.

You can do it.  We can help. 



You can do it.  We can help. 

Here's how we’ll do it: 

1. Preach 

2. Practice 

3. Plan

So, go all in! 

And turn your empty seats from 

missed opportunities 

to missional opportunities.
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& Enrollment

Helping Christian school leaders tell the right people the
right stories in the right ways to meet their enrollment goals.









● 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.

PIXAR Storytelling Formula



https://docs.google.com/file/d/1xWsZNJvIEAsW2g_NDijFakqcl1vsXVjo/preview


Crafting the Message
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#1: Write with a specific audience in mind.

[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 with a specific audience in mind.

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.



#1: Write with a specific audience in mind.

● Personas - a group of people who have common characteristics.

● Christian schools usually have 4-5 personas.Do you know yours?

● Write more like Moms, less like Researchers.

● Write more like a Blog, less like a Wikipedia page.
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#2: Write in terms of benefits, not features.

● 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.



#3: Stop thinking like a commodity.



#3: Stop thinking like a commodity.

● price & convenience

● features are crucial

● we’re “one of many”

● read about us!

COMMODITY



#3: Stop thinking like a commodity.

● price & convenience

● features are crucial

● we’re “one of many”

● read about us!

COMMODITY 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.



https://docs.google.com/file/d/11Rrck5AwFzecxhsERpZtzRpvjz4q2zQU/preview








“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.”







“We’ve been at [$20,000 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



https://docs.google.com/file/d/1i9F_wCQQdJvAq7QTFiTHUGwN8_MNP-oG/preview


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

doing (or could be doing) at your school?



http://www.youtube.com/watch?v=imUigBNF-TE


Brand Narrative





Your Core 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.













What types 
of stories 
would you 

expect to see 
(or not see)?



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.



TacticsMessageTarget
The right people

Audience
Personas

Ideal Advocates

The right stories

Vision & Mission
Graduate Profile
Story Structure
Differentiation

Brand Narrative

The right ways



Take a Break!
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