
  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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Why you should take tuition off your website:



● Philosophical
○ It communicates that  money comes before ministry.
○ It signals who is welcome and not welcome at the school.

● Marketing
○ It’s your best “item of value” for getting families to contact you.
○ It prevents “secret shoppers.”

● Financial 
○ It doesn’t tell the whole story.
○ It positions your school as a commodity.
○ It encourages families to shop price over value.

Why you should take tuition off your website:



“Since our attendance at the January Marketing Boot Camp, we have seen 
results that are directly related and quantifiable.  Before we even left the boot 
camp, we were already making changes and updates to our website.  

The single biggest decision was to remove the tuition schedule and force 
people to contact us for that information. Just last week our digital 
marketing team reported a noticeable uptick in all of our analytics.  Our 
'click-through-rate' (CTR) is above an astounding 13%, where normally a 
good average would be between 1.8 and 2.5!  

While we were already seeing numbers we had not seen in years within every 
category (Inquiries, Tours, Applications, Acceptance and Enrollment), there has 
been an additional increase of almost 16% since removing the tuition schedule.”

Tuition on the Website?



Digital Marketing



New Family Digital Marketing Goals

PRIMARY GOAL: 
Generate leads and get them in the building.
➔ Primary Call-to-Action: “Call or Visit” 

(not “Email Us” or “Learn More)
➔ Use information as a hook.

➔ SECONDARY GOAL: Presell the undecided.
◆ Make a case for Christian education.









Lead Generation Tips

➔ TIP #1: Don’t give them a reason to say no.
➔ TIP #2: Don’t give them a reason to stay home.

Generate leads and get them in the building.

➔ STRATEGY: Two platforms or places:
◆ Prospective Families - generating leads
◆ Current Families - customer service



➔ Offer something of value in 
exchange for an email address.

➔ Don’t ask for more info than you 
need.

➔ Create a drip campaign to turn 
inquiries into visits.

➔ Build on the campaign to 
nurture relationships.

Email Marketing





Social Media
➔ Empower Word-of-Mouth: 

◆ Online WOM is less effective than offline WOM, 
but can’t be ignored. 

◆ Reviews = WOM
◆ Shared posts = WOM
◆ Recommendations in FB Groups = WOM

➔ Reinforce the Brand & Show the Promise Delivered
➔ Strive for a 10:1 Ratio: 10 Engaging : 1 Informational









Website Examples









➔ December 1 - 15: Social Media & Church campaign to announce 
WCS; drive traffic to a landing page with contact capture form.

➔ December 17 & 18: Open Houses 

➔ January 1 - 15: First Application Window

➔ February 1: First Decision Day
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➔ December 1 - 15: Social Media & Church campaign to announce 
WCS; drive traffic to a landing page with contact capture form.

➔ December 17 & 18: Open Houses 

➔ January 1 - 15: First Application Window

➔ February 1: First Decision Day

Timeline

165
Open House
attendance



➔ December 1 - 15: Social Media & Church campaign to announce 
WCS; drive traffic to a landing page with contact capture form.

➔ December 17 & 18: Open Houses 

➔ January 1 - 15: First Application Window

➔ February 1: First Decision Day

Timeline

117 
consultations
& applications



➔ December 1 - 15: Social Media & Church campaign to announce 
WCS; drive traffic to a landing page with contact capture form.

➔ December 17 & 18: Open Houses 

➔ January 1 - 15: First Application Window

➔ February 1: First Decision Day

Timeline

105 
acceptance 
letters sent



Website Audit
Page 50 & 51



● Need to be right sized

● Are where “digital relationships” 
begin

● Are like a house, they always need 
maintained

Websites:



















Coaching Sessions
1. Please begin and end coaching session on time.
2. Please find another location to go while you are waiting on 

your coaching session.
a. Discuss your marketing and enrollment strategies with 

your team - where are you, what are your next steps?
b. Discuss with your team what you can implement this 

semester when you get back to your school
3. Please come prepared with your top 2-3 questions
4. When done…enjoy the night. Dinner is on your own.



Jim Mike Jay M.E. LaTasha
4:15-4:35 Hendersonville Christian Lanier Christian Decatur Heritage Cornerstone Academy Calvary Tabernacle
4:35-4:55 Northstar Academy Intown Community Trinity Lutheran Immanuel Lutheran School Hancock Christian
4:55-5:15 River's Edge Academy St. John's School First Lutheran Augustine Classical Hampton Harvest
5:15-5:35 Life Prep Academy Barrington Christian Kingdom Christian Inst. Redwood Classical The Books Hooks
5:35-5:55 Arbor Brook Christian Heritage Yellowstone Classical Columbus Christian School Lion's Light

5:55-6:15 Maximum Christian Ridge Academy Shawnee Nazarene

Coaching Sessions


