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Branding for Schools

What is “Branding?”   Just promotion and hype?   

Can you advertise “world class school” and expect people to believe?

Do you take advertising at face value?  Who do you believe first – the ad or the insider?

Any branding effort must have substance to back it up.

Each school must define itself, or the community will.

Elements of a Branding Campaign
1. Research – Current perceptions, whether accurate or not

2. Reputation – What the community knows to be true 

3. Positioning statement – corporate identity/slogan/tagline/mission/vision 

4. Key messages -- Points of differentiation from other possible choices 

5. Word of mouth – “Ambassadors” use of key messages (principal, teachers, staff, school board members)

6. Logo – Does it fit the brand you want to achieve?

7. Proactive media relations efforts – Placement of stories that support key messages

8. Marketing/communication – Website, newsletters, other electronic, direct mail, events

9. Advertising – Print, broadcast, internet 

Internal v. External Audiences

Internal – Communication to “insiders” -- staff, faculty, parents, students, school board members

External -- Communication about the organization to outside audiences – media, parents, students, local community, local opinion leaders, public officials 

Possible Points of Differentiation

· Academic excellence

· Safe environment

· Up-to-date buildings/equipment

· College prep

· MEAP scores

· Graduation rates

· Percentage of students who go on to college

· Performing arts

· Sports

· Parental involvement

Reputation Builders 

· Proactive communication on issues

· Responsiveness to parental concerns

Research

Focus groups

Electronic surveys

Telephone surveys

Executive interviews

Mailed questionnaires 
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