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Creative Services

Å Creative concepting

Å Web strategies 

Å Recruiting and advancement 

publications

About Stamats

Stamats is recognized and respected as the nationôs higher education integrated 

marketing thought leader. Our comprehensive array of innovative services has set 

the standard for pairing insightful, research-based strategic counsel with compelling 

creative solutions. We promise our clients the highest level of professional service 

and attention to detail in the industry because, in the end, we know our success is 

measured entirely by theirs.

Research, Planning, and Consulting Services

Å Image, perception, and brand studies

Å Recruiting, marketing, and brand audits

Å Tuition pricing elasticity and brand value studies
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My goal is to address some old things in new ways and some 

new things you have likely never thought about.
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Issues and Opportunities 

Å Based on our work with independent schools, and some calls/e-mails I made to 
people in the profession and people who are attending this conference, here is 
the beginning of a list of issues and opportunities:

ï The economy

ï Highly competitive marketplace for students and donated dollars

ï Parents increasingly concerned about price 

ï Unsure value proposition, especially in this tough economic climate

ï Scarcity of resources 

ï No brand awareness

ï Retention 

ï Leadership

ï Lack of differentiation 

ï Fundraising 

ï No relationship between the strategic plan and our day-to-day activities 

ï Aging faculty
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Demystifying Turnarounds

Å If you look at the great educational turnarounds, they all have six 

common denominators:

ï Great leadership

ï Strong senior team

ï Compelling vision

ï Board support

ï The ability to raise money

ï A willingness to stay the course
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If I Only Had Time for One Lessoné

Å It would be on differentiation

Å How are you truly different from competing privates and

even better publics in ways that students and donors care about?

ï What research do you have to support your case?

Å Finding this point of differentiation must be of paramount importance

Å If you canôt find this point of differentiation, then your students canôt

find it either

ï It is not about doing more

ï It is not about being better (almost every school is better enough)

ï It is about being different in a way that is compelling
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You do not need to differentiate yourself from every 

school in the country.

You only need to differentiate your school from 

your top four or five competitors in ways that 

students and donors value.

You will likely need two variations of this strategy: 

one to differentiate you from other independent 

schools, and one to differentiate you from public 

schools
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The Idea of Strategy
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QWhat is the purpose of strategy?
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To differentiate yourself from your competitors

in ways that target audiences value!
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Mission                Vision 

Strategic Plan

Where you come from                     What you want to look like 

(where you want to go)

How you get there
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Why Strategic Plans (often) Fail

1. The planning process was too complicated, took too long, and focused too squarely 
on processes and not on people

2. The need for planning was not widely felt on campus

3. The president did not aggressively, actively, and vocally support the planning 
process

4. Plan was too ñpie in the skyò

5. Plan not based on a realistic situation analysis; not linked to mission and vision

6. Planning process too far removed from grassroots (not inclusive)

7. Strategic plan competed with other plans for resources (not recognized as the alpha)

8. No link between plan and budget

9. Faculty and staff could not answer, ñWhatôs in it for me?ò

10. There were too many goals

11. Goals were unrealistic or not measurable

12. The day-to-day activities got in the way of implementing the plan

13. There is a dislike for making tough choices

14. Failure to hold people accountable

15. The plan did not capture the imagination of the campus 

16. Others?

© 2010 Stamats, Inc. - 12



7

What              How                 Do                  

Visioning
Plan 

Development 
Plan 

Execution 
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Planning is the organization of hope.

-Stephen Blum
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Leading
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What is the job of the leader?
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95% of employees are unaware of even the most 

basic elements of their own organizationôs goals. 

ïBain and Company 

75% of employees do not think their organizationôs 

mission statement reflects the way that they act. 

ïBalanced Scorecard
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Have a Compelling Vision 

Å Without visioné 

Å In a cynical society, vision has become 

even more important

Å What is your vision?

ï Is it compelling?

ï Is it realistic?

ï Have you communicated it clearly?

ï Does it differentiate?

ï Is it of value to the marketplace?

ï Have you operationalized it?

ï How are you keeping track of 

whether or not you are achieving it?
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QIs your organizationôs vision sufficiently valuable to attract 

both great leaders and exceptional followers?
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The Senior Team Quiz

Members of our senior teamé

1. Work from a shared set of goals?

ÇYes ÇNo

2. Consistently support the decisions made by the senior team?

ÇYes ÇNo

3. Require their middle managers to support the goals of the other 

members of the senior team?

ÇYes ÇNo

4. Are committed to one anotherôs success?

ÇYes ÇNo
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Teams that are well led do not need to 

be well managed.

© 2010 Stamats, Inc. - 21

Deciding
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Dialogue is GoodéUp to a Point

Å There is no dataðnone, zipðthat suggests that the longer you take to 

make a decision the better the decision will be

ï There is considerable evidence that the longer you take to make a 

decision the less effective that decision will be 

Å Cut to the chase

Å Remember, delay is the deadliest form of denial

Make the date for the decision the constant, and the 

number of meetings the variable.
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The Harsh Reality of Decision Making

Å Job of the leader

ï Create an environment in which team members can openly debate

Å Job of the team members

ïDebate, challenge, cajoleéand then decide

ï Privately and then publicly commit to the decision

ï If they cannot commit to the decision, they must leave
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Do the Research

Å Do you know who your competitors are? Do you know their value 

propositions?

Å Do you know how you are perceived? Do you know your value 

proposition?

Å Do you know why students and families choose, or donôt choose, you?

Å Do you know why donors choose, or donôt choose, you?

Å What do you really, really know and are you willing to bet your 

institutionôs future on it?

Å Without data it is only an opinion
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Beware the Bell Curve 

N                                                 Y
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Prioritize, Prioritize, Prioritize

Å But how?

ï Payoff matrix

ïJuranôs vital few

ïROI

ï Keep your eye on your vision
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Executing
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