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At this point in time, you have put together all the best possible ingredients for an excellent school. 
It includes great teachers and staff, an outstanding curriculum, and the necessary facilities to allow 
you to provide your students with a first rate Catholic education.

Now you need a marketing plan that everyone on your team will follow in order to convince 
prospective families that it is worth the cost of tuition to attend your Catholic school as opposed 
to a free public school. You should proceed as follows:

STEP 1:  Create Catholic Value Propositions
A Catholic Value Proposition is what your school delivers: Something that satisfies the user and 
most often lasts a lifetime. It usually differentiates itself from the public school alternative. It will 
be expressed in your marketing plan.

The Office of Catholic Schools (OCS) has created Value Propositions for Catholic education in 
general and we strongly urge you to consider using them as the centerpiece in your marketing 
campaign. They include:

 –  Students are taught strong moral values that allow them to become kind, 
compassionate, caring adults.

 –  Our students excel academically and outperform public school students  
in nearly every grade.

 –  Catholic schools have smaller class sizes and provide the individual attention  
that sets students on a path to lifelong success.

 –  Students are much more likely to remain in the Faith and receive the Sacraments as 
adults. They develop stronger marriages that are less likely to end in divorce.

In addition to these, your school has some specific and unique Value Propositions that 
differentiate you from the local school alternatives. It may include music or band, language, or arts 
that are unique to the area. It could be technology superiority, the curriculum, a service program, 
sports, teachers, accreditation, Blue Ribbon status, outstanding graduates, or anything else that 
parents believe has great local value that students just can’t get anywhere else. At least one of these 
must become a Value Proposition for your school, too.

STEP 2:  Create a compelling message 
Now (with the help of the OCS) you must create a powerful and compelling message to your 
audience. This is not a laundry list of bragging points. This is persuasive messaging that must be 
used in direct mail, advertising, Sunday bulletins, homilies, and by parent ambassadors who can 
passionately share them with all who inquire. It is the heart of all you do in your marketing efforts.

Marketing Plan



STEP 3:  Select your target audience
A critical next step is to determine which audience(s) should receive your message; and since you 
have more than one audience, do it on a priority basis so you can allocate your marketing budget 
accordingly.

If you are an elementary school, we recommend the following priority:

1. Parish parents, children age 3–4

2. Non-parish parents, children age 3–4

3. Parish parents, children age 0–3

4. Parish parents, school-age children currently at your school

5. Parents with children at public school

6. New families in the area

7. Adult opinion leaders 
 – All clergy 
 – Religious education staff 
 – Community leaders 
 – Parents 
 – Realtors

8. Parish

9. Public

For high schools we recommend targeting your marketing as early as fifth grade.

STEP 4:  Choose the right frequency and timing
With the right message and audience chosen, you need to determine both frequency and timing. 
Frequency implies that once is not nearly enough—especially with a tough audience like Catholics 
who are not in the habit of sending their children to a Catholic school. The secret is not to 
communicate with your audience less; the solution is more frequently. The right time of year is also 
important. A full-year marketing calendar should be a part of your plan.

STEP 5:  Establish a budget 
Establish a budget based on the SMART goals you have committed to in your strategic plan. The 
more aggressive your goal, the larger your budget will need to be. Balance this with the practical 
aspect of how much total money is available.
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STEP 6:  Put together an appropriate media mix
The variety of ways to deliver your message and value propositions to your intended audience(s) is 
virtually endless. There are videos, brochures, direct mail, flyers, websites and advertising of every 
kind. The OCS has recommendations for you and some materials already prepared. 

Contact Bill Engelbrecht for assistance.

STEP 7:  Develop a marketing calendar
As a starting point for this assignment, the OCS has created a suggested calendar for you.  
Please refer to the marketing calendar on ChooseEverything.info, under the Educator log-in button 
on the top right.




