School Marketing Plan Template


School Marketing Plan









Year:

Leadership:  List the lead stakeholders in marketing the school.  Ideally, a Marketing Committee including a cross section of staff, faculty, current parents, alumni, parishioners, business friends, alumni parents and/or grandparents.  

	Name
	Constituency Represented

	
	

	
	

	
	

	
	

	
	

	
	


Marketing Goal:  The driving reason behind a school’s marketing plan.  What do you want to achieve with your marketing efforts?  You can have one single goal – or you can have multiple goals.

	1.

	2.



SWOT Analysis: Strengths, weaknesses, opportunities and threats - where are you starting from?  

Strengths

The list of areas where your school excels.  The advantages current students, parents, alumni, faculty and staff see in your school.  What is your school good at?    

	1

	2

	3

	4

	5

	6


Weaknesses

The list of areas where your school is perceived to be weak.  Internally, where do you know you need to improve?  What areas of the school are perceived as impediments to enrolling – and educating – students?

	1

	2

	3

	4

	5

	6


Opportunities

What new initiatives could you undertake that would help your school financially?  Has there been a change in the area that opens a new door to your school? 

	1

	2

	3

	4

	5

	6


Threats

What issues could impact your school?  Are there changes in your area that could impact your school?

	1

	2

	3

	4

	5

	6


Marketing Materials: Your web site, school brochure, business cards etc.  Is your website up to date? Do you have a current school brochure?  Do you have current business cards? 

	Checklist
	Status/Needs

	Web site
	

	Brochure
	

	DVD
	

	Business Cards
	

	Other:
	


Target markets
Who are your key constituencies that you can target your school’s message to?  Who would be receptive to hearing your school’s message?  Examples might include: parishioners, preschool parents, Baby Steps – newborn Catholics, families new to the area, public school parents etc.  Don’t forget parents of currently enrolled students, alumni, alumni parents and grandparents.

	1

	2

	3

	4

	5

	6

	7

	8


Key Marketing Strategies

What do you need to do to achieve your marketing goal(s) this year?  Where will you focus your marketing efforts?  
	1

	2

	3

	4

	5

	6


Tactics, Calendar, Staffing, Assessment & Budget

For each strategy you’ve identified, you will need to plan tactics, a timeline, a responsible party, an evaluation measure and a budget implication.  Carefully consider how you can enhance the relationship between your school and each of your target markets to achieve your key marketing strategies.
Tactics for each strategy

What do you need to do to create and implement the key marketing strategies you identified?  

Marketing Calendar

When will you implement each of these tactics?

Responsible Party

Who is responsible for tackling each tactic you’ve identified?

Assessment

How will you know if what you are proposing to do actually works?  How will you track your results?

Budget

How much will each tactic cost?

Strategy 1:  (Carried down from section above)

	Tactic
	When?
	Person responsible?
	Evaluation measure?
	Budget?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	


Strategy 2:  (Carried down from section above)

	Tactic
	When?
	Person responsible?
	Evaluation measure?
	Budget?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	


Strategy 3:  (Carried down from section above)

	Tactic
	When?
	Person responsible?
	Evaluation measure?
	Budget?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	


Strategy 4:  (Carried down from section above)

	Tactic
	When?
	Person responsible?
	Evaluation measure?
	Budget?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	


Strategy 5:  (Carried down from section above)

	Tactic
	When?
	Person responsible?
	Evaluation measure?
	Budget?

	1
	
	
	
	

	2
	
	
	
	

	3
	
	
	
	

	4
	
	
	
	

	5
	
	
	
	


6

