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Creosote Affects

for educational results



Landscape



Sustainability

what will your school look like in five years?



Competition

public versus private
“top of mind”
to market first



Impact

consumerism
demographic shift
the “new economy”



Technology

revolutionizing your role in communications



Transparency

what audiences seek



Video

Infatuation with YouTube and others



Soclal Media

participation in this conversation is a must



Print?

Its role has changed but can still be effective



Reality

the admissions and fundraising landscape
has changed forever

“It’s staggering”



Brand Names

schools with less name recognition have to work harder
to attract new families and donors



Branding



Your Story

you have a story you tell about your school.

It can be a strategic advantage for you
and everyone In your institution.



Your Story

but a story told poorly or contradictory stories
are a competitive disadvantage.

and no story?
well, that means you’re not even in the game.



What’s Your Story?

start by asking three deceptively simple questions:
who are we?
what do we do?
why does it matter?



What’s Your Story?

now ask if the answers line up with each other?

do they line up with your vision, mission, your guiding
principles, your marketing, and everything you do?

do the answers make you and your ‘“customers”
care more, or less?



Your Story

If people don’t understand who you are, what you do,
and why it matters, they are less likely to pay attention
to what you have to say.

you need to tell a clear story.



Clear

If you and your people don’t have a clear understanding
of how you want to be understood,
your “customers” never will.

you need to tell a clear story that is true.



True

a good story’s not enough. it has to be true.
If it’s not, everybody knows. worse, it’s an impediment
to success for people in your organization,
and an impediment to “purchasing.”

you need to tell a clear story that is true
and that is different.



Different

unless you are (by far) the leader in your marketplace,
you must be different—or resign yourself to being
a commodity. then price becomes everything
and the low-cost producer wins.

you need to tell a clear story that is true,
that is different, that will be remembered.



Memorable

If your story is complex, it presents two barriers:

Your ability to tell it and your “customers’”
ability to understand it.

you need to tell a clear story that is true, that is different,
that will be remembered and that makes people care.



Why Should You Care?

If you don’t care about your story, why should anyone else?



What 1s a Brand?

a brand is about who you are and what benefits you
deliver that get reinforced every time people come in
contact with any facet of your school.



More Than a Look

It is a feeling
It Is an emotional connection
It Is a school’s personality
It Is a promise



a brand is not a product.

It Is the sum total of everything an organization does — the
good, the bad and even the off strategy — that creates a
large context or an identity in the consumer’s mind.

- Scott Bedbury
formerly of Nike and Starbucks



Getting Started



Brand Manager

take charge of the process



Committee

a broad mix of school constituencies
to “steer” the process



Goals

your promise, positioning statement,
core attributes, creative expression(s)

Integrated marketing plan
fresh creative approach
strengthen your position

strategic planning



Buy-In

communicate with faculty, staff and families about the
process and the importance of branding



Champion

establish a "brand champion™
board member or head of school



Discovery



Research

gualitative—focus groups, small group interviews
and individual interviews

guantitative—print and electronic surveys



Research

secondary research—review any documentation or research
you or others may have conducted

Investigative research—reviewing materials from primary
competitors or aspirant schools



Research

Immersive research—on-campus experiences

local/regional research—community perceptions



Unbiased

you can’t conduct this research on your own



External Perception

your “gut” is probably right



Activities
telephone surveys
Intercept
mail
online
focus groups



EX|st|ng Data

understanding



Audit

what you’re doing well and why

and what your competition is doing well
and how they are positioned in the market



Experiential

what do you do to be effective when families arrive
on your campus?



Demographlcs

be targeted in all your efforts



Creative



Design

how much swagger do you have?



Editorial

the right tone to communicate



Imagery

be strategic in visuals



Interactivity

develop communications that audiences have to engage



TIPS



Budget

what is realistic?
plan accordingly



Phases

do what you can with the resources you have



RFP

consider the positives/negatives



Scope

define the goals as specifically as you can



the academic year is limiting
It’s not a two-year endeavor



Benchmark

measure against where you are with where you want to go



Match

choose the right partner
make sure you know who you will work with
be certain the research is scientific
local or from “off”?
have confidence in the creative talents
can they integrate?



Examples
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Be Shore.

STUDENTS BOMND WITH TEACHERS AND EACH
OTHER ON THE OUTDOOR TRIFS THAT ARE
A HALLMAREK CF THE SHORE EXFERIENCE.







“The revolution Is
never over”

- Bill Durden,
Former President of Dickinson College
on Branding



Questions

please as



Connect

rich@creosoteaffects.com
joe@creosoteaffects.com

301-447-2EDU

Facebook:
http://www.facebook.com/home.php?#/pages/Emmitsbur
g-MD/Creosote-Affects/56677302853

Twitter: www.twitter.com/creosoteaffects
YouTube: www.youtube.com/creosoteaffects
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