
  Marketing
& Enrollment

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

1. Annual Re-Enrollment

Challenges:
❏ Parents: time; money; commitment

❏ School: personnel resources; 

enrollment planning, budgeting



Re-Enrollment Models

2. Continuous Enrollment

Benefits:
❏ Parents: once in, always in.

❏ School: parents only opt-out; 

stronger parent commitment; 

financial protection
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● January 15: Deadline to withdraw without penalty.
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Continuous Enrollment

● November: Current families apply for financial aid.

● December 1: Tuition is published.

● December 15: Financial aid awards announced.

● January 15: Deadline to withdraw without penalty.

● January 16: Empty seats filled with new families.

● January 16: Withdrawal penalties enacted

New families must sign an enrollment contract within 7 
days of an admissions offer. The contract is a 
legally-binding and enforceable financial agreement.
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From Inquiry to Enrollment

● The primary goal is to get parents to “darken the door.”

● Offer educational consultations, not tours.

● Parents meet with the Principal.

● Success = an appointment scheduled.

● Keep the action with you.

● Work a sense of urgency.

● Track everything!
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“Selling is no longer about 
persuasion. Selling is about 

understanding your customer’s 
problems and solving them.”

–Neil Rackham, SPIN Selling
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Implication Questions

Situation Questions

Needs Payoff Questions
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ROLE PLAY
Situation #1

Sally is entering sixth grade.  Parents 
are looking for a Christian school that 
will reinforce the values of their home.

ROLE PLAY
Situation #2

Michael is entering third grade.  Parent 
is worried because he is behind in 
reading and struggling in school.



Coaching Request

Submit one form 
per school.

Select a coach 
only once.



Assembly
Food Hall

Return by

1:00



Creating Your 
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Take a Break!
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