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Objectives
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1.	 Create a campaign that will set Wilson School apart from its competition and 		
	 inspire a new and exciting narrative with the audience. 

2.	 Increase general brand awareness among the target by 5% through 
	 advertising/marketing initiatives.  

3.	 Increase total school visits in one calendar year by 7% and Fall Open House 		
	 attendance by 11%.



SWOT Analysis
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• Might need to overcome the intimidating 
image commonly associated with most private 
schools
• Communication with administration seen as 
lacking at times
• Lack in diversity among students
• Minimal social media presence – only 453 
likes on Facebook, no Twitter account
• Weak in general communications/marketing 

Strengths

Opportunities

Weaknesses

Threats

• The oldest formalized early-childhood 
education program in St. Louis (since 1913)
• Educators have, on average, five more years 
of teaching experience than the national 
average for independent schools
• “Integrated curriculum” — multiple subjects 
taught in conjunction with each other
• Students have full access to current 
technology i.e. iPads, interactive digital 
whiteboards, a full Mac lab, etc.
• 8:1 student-teacher ratio — more 
opportunities for individual attention than the 
average Missouri school
• Accredited and affiliated with several 
national and international educational 
associations
• Consists of multiple students from varying 
backgrounds and diversities 
• Alumni are routinely accepted to prestigious 
college-prep schools, as well as Ivy League 
colleges such as Stanford, Harvard and Brown

• Most of the competition uses the same 
marketing models and branding – opportunity 
to stand out
• High prestige in the community make it 
amiable to prospective parents, which makes 
them more likely to consider it for their 
children
• Already has a social media presence
• Rich history with and understanding of its 
surrounding community

• Just down the street from the main 
competitor, Forsyth School; boasts a larger 
campus and enrollment numbers
• Its current branding and marketing strategy 
is similar to the competition
• There are multiple other prestigious public 
schools that cost nothing
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Research Insights

1.	 Our target is very particular about where their children will go to school and 		
	 want nothing short of the best for their child’s education. 

2.	 Parents want an education for the child that will prepare them for success in an 	
	 ever-changing world. 

3.	 Our target wants their child to be understood and challenged by a school, 		
	 ultimately preparing them to be high-achieving adults.

Top reasons why parents choose to send their 
children to private school:

Better learning environment – 85%
Better education – 81%

Smaller class sizes – 81%
More individual attention for child – 76%

Better preparation for college – 63%
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Target

Ella is Caucasian, 32 years old, and a stay-at-
home mom who lives in a wealthy St. Louis 

suburb. She is currently looking for the right 
pre-k - 6 school for her first child — somewhere 
she knows will provide a learning environment 
that will help him grow into a successful adult. 
Ella does a lot of research online and talks to 

friends and family who have children in private 
schools in the area. 

Cara is Caucasian, 43 years old, and a nurse 
at a private practice who lives in a middle 

class suburb. She is a single mom. Cara has 
an 8-year-old daughter who currently goes to 
a public school, but isn’t happy with its lack 
in individual attention provided to students. 

Cara has recently started searching for 
private schools to send her daughter for the 

next school school year. 

Cindy is African American, 38 years old, 
and a project manager at a large corporation 
who lives in a wealthy St. Louis suburb. She 
has two children, one who is in 7th grade at 
a prominent private school, and one who is 
going to start pre-k in the next year. She is 
currently looking for a new private school 
to send her youngest to, since she wasn’t 

happy with the one her oldest went to. Cindy 
is looking for a school that will ultimately 

prepare her child to succeed in college.  

Ella, the Education and 
Environment Focused Mom

Cara, the Class Size Focused Mom

Cindy, the College Prep Focused Mom

Our target is parents, ages 29-45, of kids pre-k – 6 who are looking for an exceptional education for their 
child. Mom is the key decision maker and researcher about education. She is able and willing to spend a 

large amount for her child’s education.



Research Audit
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Challenge

The Wilson School is a private educational institution serving children aged three through sixth grade. This 
client is seeking to differentiate themselves among other high-end St. Louis area private elementary schools. 
The challenge for Wilson School is standing out in this highly saturated market. Wilson’s credence, much like 

its competitors’, is bolstered by its high student-to-teacher ratio, progressive learning techniques, and the 
collegiate backgrounds of the faculty.
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Big Idea

Our solution to make Wilson School, quite literally, stand out among the competition is an emphasis on the 
individual attention and unique education given to each and every student. The campaign, called Stand 

Out, will feature hand-drawn, colorful artwork and typography that evoke the creative freedom and wonder 
of childhood. The rich educational backgrounds of the faculty, ranging anywhere from Fontbonne and 

Washington University to Harvard and Brown, is another key factor in making Wilson School stand out. 
Between the high level of care given to students by the diverse faculty and staff, the advanced techniques 

used therein, and the bright futures of many Wilson School alumni. Wilson School will be an easy decision for 
parents seeking to let their child stand out in life. 
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Print Ads

Wilson School will have featured print ads in local parenting magazines. These 
print ads will stand out just like the children at Wilson School. With childlike 

handwriting and the use of some fun colors they will catch the eye of the 
perspective parents in the area.
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Bil l board 

A billboard will be used along the highway to catch the eye of parents. The billboard will be an extension 
of the print ads, with the same look and feel. With a simple “Stand Out” we can make an impact on 

drivers and continue to have a uniformed brand image.
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Enrol l ment Checkl ist

With all of the deadlines and paperwork, getting your child 
into a great school may seem like a daunting task. Wilson 

School will send out a helpful “Enrollment Checklist” to make 
things a little easier. This “Enrollment Checklist” will be full 
of reminders, information on different financial aid tips, and 

more! All material will be general information obtaining to the 
private school enrollment process and the packaging will have 

the Wilson School logo. 

Inside will be a special surprise for the student of the family. 
A “STAND OUT” garland will give the student something to 

decorate their play area and reinforce the idea of standing out.
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Information Packet

Wilson School will send out an Information Packet to all prospective parents who want 
their children to Stand Out! This packet will be full of valuable information regarding 
Wilson School’s rich history and their commitment to providing quality education. A 

booklet, enrollment requirements checklist, letter from the Director of Admissions, and 
a list of deadlines will be included in the packet.
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Social  Media

Facebook will be utilized to promote Wilson School through the Stand Out campaign, and provide a platform for 
parents and teachers to interact with one another. The public Wilson School page will post spotlights of various 

faculty members as “Teacher of the Month”; these will feature a photograph and very short biography of the 
teacher, as well as a brief statement from them. The page will also publish various promotional materials and 

news items relevant or pertaining to the Wilson School. The private Wilson School Facebook group will serve as 
a channel of communication among parents and with teachers. Frequently asked questions and other talking 
points can be addressed for discussion. This will not only prove convenient for parents and teachers but also 

encourage a sense of community among them.
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TV Commercial

The Wilson School TV spot will bring the message of the Stand Out campaign to a wider audience in the greater 
St. Louis area. Three vignettes of kids who “stand out” are presented, followed by a reinforcement of the Wilson 
School logo and the Stand Out campaign. This will show parents, and their outstanding children, that Wilson 

School is the place for them.



16

Measurements
Budget Breakdown

We will evaluate the success of this campaign by measuring the following:

•	 Total reach and response of direct mail pieces sent out
•	 Reach of print vehicles ads are placed in
•	 Reach of TV stations commercial spots are played on
•	 Amount of new likes, followers and interactions on social media platforms
•	 Amount of website visits
•	 Amount of click throughs from web ads
•	 Amount of open house and general visits

Budget: $ 214,265
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Conclusion

The Stand Out campaign will invite discerning parents and their children to join the Wilson School family. 
Prospective families as well as current Wilson School families will feel encouraged by the emphasis on 

individuality and the celebration of all kinds of success. These parents already want the very best for their 
children, and at Wilson School their children will get an advanced education with a personal approach.
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