Value Proposition Outline


Key Point to Address:  Why should I spend my (precious) money to send my precious child to your school?

Challenge to users of this document:  “Catholic and safe” are an inherent and important part of why parents choose to send their children to Catholic schools.  Catholic school enrollment trends clearly indicate, however, that there aren’t enough families who view “Catholic and safe” to be compelling enough to enroll.  Our challenge to schools is to create a clear and compelling value proposition that addresses the needs of families in a compelling and differentiated way.  Challenge yourselves to both communicate a better value proposition and to keep the school’s value proposition fresh over time.  This is our chance to enhance how we tell families why they should enroll – let’s take it!

What we want to accomplish:

· Create a clear and compelling value proposition, identifying the key value drivers to why parents should select the school, and proof points and images that support these key value drivers.

· This value proposition should show through clearly in all of our marketing efforts and deliverables – including web sites, brochures, ads, etc.  By consistently hitting the main points, we begin to brand ourselves as being associated with those key value drivers.

· These value drivers have to differentiate the school – differentiate as in “be uniquely valuable” – from other options.

Things to keep in mind:

· Ultimately the statements should be in the voice that’s meaningful to the target customer – typically the mother of a young child(ren).  We should also write in a consistent voice, i.e., 1st, 2nd or 3rd person.  Lastly we need to be direct about how families and students benefit – telling families that we have this or that program has to be paired with a clear and concise benefit statement to their child.

· We really need to consider including testimonial statements as proof points for most if not all of the main value drivers.  

· For extra credit, it may also be helpful to include several story line(s) that bring the value proposition to life (e.g., pictures/artifacts/testimonials about a programmatic upgrade).  

· A word about pictures – they can and should be very powerful … assuming that they are high quality.  A low-quality, grainy image doesn’t nearly have the same impact of a clear image.  Also, large group shots typically don’t have the same impact that a more focused image including 1 or only several students.  You might want to consider getting a more professional photographer to do a photo shoot.

· Schools may also want to consider other media as a way to clearly and quickly communicate some “softer side” features – e.g., video showing the school culture, etc.

	
	Key Value Statement
	Potential Proof Points – i.e., Why Should They Believe Us?
	Potential Communication Methods / Tools

	
	EXAMPLE

Our students are accepted and excel at the best selective high schools in the Chicagoland area
	EXAMPLE

· Our recent graduates have attended St. Ignatius, Loyola Academy, Fenwick, Mother McAuley, etc. 

· Our graduates received $XX,000 in merit-based scholarships to these high schools.

· The high schools report that our graduates consistently place on their honor rolls for academic achievement, demonstrating the strong academic base they formed at our school.

· Testimonial – “We find the graduates of St. Cecilia School to be very well prepared for our demanding college prep program.  We also find them to be very mature and service-oriented – St. Cecilia School should be as proud of their graduates as we are.” 

· Story Line(s) – “Jane Doe was a member of our Young Leaders Program, where select 7th and 8th grade students are given additional learning and growth opportunities.  Jane participated in … Now that Jane is attending Fenwick she has continued her success by…”
	EXAMPLE

· Pictures of graduates – at both elementary and high school levels

· Pictures of junior high students taking exams, participating in service programs, etc.

· Testimonials from parents, high school 

· Video interviews with high school students who graduated from the elementary school
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Note – schools may want to add additional key value drivers by adding lines to the above table.

