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

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

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



SWIT ANALYSIS

STRENGTHS

WEAKNESSES

¢ 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

OPPORTUNITIES

* 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

* 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




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

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

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%

Y More individual attention for child — 76% °

Better preparation for college — 63%




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.

EUA, THE EDUCATION AND
ENVIRONMENT FOCUSED MOM

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, THE CIASS STZE FOCUSED MoM

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, THE COILEGE PREP FOCUSED MoM

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
1s looking for a school that will ultimately
prepare her child to succeed in college.




RESEARCH AUDIT
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Wilson Forsyth Academy Andrews
School School of the Academy
Sacred
Heart
Grade Levels PreK — 6t PreK — 6th  PreK — PreK —6th
5th
Coed/Unisex Coed Coed Coed Coed
Enrollment 200 388 443 134
% Students of 31% 26% 6% 21%
Color
Social Media 455 831 901 27
Facebook Facebook Facebook Facebook
likes likes likes likes
Forsyth Vimeo,
School App YouTube,
LinkedIn
# of Teachers 26 29 45 19
Student/Teacher 8:1 13:1 12:1 8:1
Ratio
% of teachers w/ *Majority  74% 60%
advanced degrees
Annual Tuition $16,760 $18,096 $16,815- $11,680
(2014/15) $19,165




Annual Tuition
(2014/15)

Oak Hill Rossman Rohan New
School School Woods City
School School
Grade Levels PreK — 6t PreK —6th  PreK -6t PreK -6th
Coed/Unisex Coed Coed Coed Coed
Enrollment 610 230 111 357
% Students of 5% 30% 13% 33%
Color
Social Media 1,205 259 190 1,410
Facebook  Facebook Facebook Facebook
likes likes likes likes
138
Twitter
followers
# of Teachers 89 28 17 48
Student/Teacher 8:1 10:1 7:1 8:1
Ratio
% of teachers w/ 53% 25% 50%
advanced degrees
$15,595 $17,388 $16,700 $16,800




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.



STAND
CUT

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.



PRINT ADS
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When it cemes te your child’s educatien, yeu
enly want the very best fer them. You want
them te fleurish.

What’s mere, you knew they will. At The Wilsen
Scheel, we de tee.

Let us help.

Wilson

wilsenscheel.cem/admissiens

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.



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.

AND
OUT

http://wilsonschool.com/admissions




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 ENR@LLMEM. CHECKLW

things a little easier. This “Enrollment Checklist” will be full

of reminders, information on different financial aid tips, and Thinking of entolling your child in a private clementary school? This checklist is
more! All material will be general information obtaining to the e B O e e 1 xpect
private school enrollment process and the packaging will have STEP ONE
the Wilson School logo. " Lovem ipsum dolor sit amet, consectetur adipiscing elit. Sed ac dui molis eros

imperdiet elementum. Nam auctor consequat erat eget gravida. Interdum et
malesuada fames ac ante ipsum primis in faucibus.

E Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed ac dui mollis eros

imperdiet elementum. Nam auctor consequat erat eget gravida. Interdum et
malesuada fames ac ante ipsum primis in faucibus.

STEP THREE

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed ac dui mollis eros
imperdiet elementum. Nam auctor consequat erat eget gravida. Interdum et
malesuada fames ac ante ipsum primis in faucibus.

r

STEP FOUR

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed ac dui mollis eros
imperdiet elementum. Nam auctor consequat erat eget gravida. Interdum et
malesuada fames ac ante ipsum primis in faucibus.

1

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed ac dui mollis eros

imperdiet elementum. Nam auctor consequat erat eget gravida. Interdum et
ipsum primis in faucibus.

I

Wilson Wilson School

400 DeMun Avenue
Clayton, MO 63105

MRS. TANE DOE & TACK
1234 MAIN STREET
ANYTOWN, M@ 18396

consectetur adipiscing elit. Sed ac dui mollis eros
uctor consequat erat eget gravida. Interdum et
m primis in faucibus.

list brought to you by:

STA
i

STAN
O TA

100 DeMun Avenue Clayton, MO 63105

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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Thinking of enrolling your child in a private elementary school? This checklist is
designed to - o o B
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We want your ch

Admission is competitive and

The early ehildhood and primary level
ty in school-related skills, a

approprinte to one’s grade level and aige
percentiles and stanines for achievem:
skills of reading, mathematics, seience,
for bohavior and moti

Admission decisions are not, made un
parents submit necossary paperwork by

(Independent Schools of St. Louis) sehaol

The Wilkon School i committed fo dive
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Familics must apply for TA on an annus
ing on the familys financial

Award docisions aro mado by \

For more information. regara
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Letter

r Families,

STAND
Qur

Facts at a Glance

Head of School
Thad Falkner

Crades
Pre-Kindergarten (age 3) through Sixth Grade

Hours

Monday - Tucsday, Thursday - Friday 815 .m. — 8:25 p.n.
25 p.m.

dnesday 8:15 a.m. — 2:25 p.

Afternoon 3:30 a.m.
Vacation Care Full progra

Enrollment
190 students: Boys — 102, Girls - 88
20% are students of color
19 have one or hoth parents born outside the U.S. representing 20 countries
Students come from 34 different ZIP codes, including Tllincis and the western suburbs of St. Louis County
Parents’ Associstion
The Wilson School Parents’ Association is a vital component of school life. Parents volunteer their time in the
classrooms, serve on a variety of parent committees, and work together to build a deeper sense of community
within a sehool that prides itself on fecling like a family.

School Traditic
Halloween Parade and Fall Festival
Grandparents’ and Special Friends’ Day
Dads’ and Dudes’ Day

Fifih and Sixth Grade Mu

ay Day Celebration
Talont Show
Fiold Day.
Sixth Grade Graduation
Summer Camp
Enrichment. programs that incorporate fun educational themes, as well as swimming and outdoor activities, are
offered for eight weeks each summe

Junior Camp Age 3 - Entering Third Grade
Senior Camp Fourth Grade — Entering Sixth Grade

com | Facebook.com/T} TL

400 DM

Clayton, MO 63105 | 314-725-1999
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Wilson

STAND
Qur

Our Fees & Policies

t 2 quality independent school education is a major investment. To help make a Wilson
inageable and affordable, we offer a 10-payment option, as well as a Tuition Assistance
o always do our best to keep tuition masonable through careful management of school
through our efforts to acquire alternate sources of income from extended day programs,
ms, and charitable giving. In return, we seek families who will place The Wilson School
first priority in their budgeting of financial resources, in their commitment of time, and
in their support of the Annual Giving Fund.

parents’ responsibilities to the financial support of their child’s education at Wilson?
Make tuition payments by the due date.
Contribute generously to the Annual Giving Pund.
Contribute to a planned, long-range giving pro;

Support, when you can, other fundraising activities during the year.

.

Financial Policies
Enrollment contracts apply to one sehool year only.
Tuition and other charges are to be paid on the date due.
Doposits must accompany the Enrollment Contract.
Non-refundable deposit for a returning student is $750.
Non-refundable deposit for a new student is 10% of the tuition

Tuition (2014-15)
Half-day: Pre-Kindergarten (8:15 a.m.

2:30 p.m.) - $11,170
Tull-day: Pre-Kindergarten through Sixth Grade - §16,760

Extended Day Fees
For children staying from 3:30 until 4:30 p.m. — $1,800

For children staying from 3:30 until 6 p.m.

Wilson Camps
Winter Break Camp — $65 per day

For more information
Spring Break Camp — $65 per day about Tuition
Summer Camp - $250 per week wilsonschonl.com/

admissions/
Parents’ Association Fee — $100 per family tition-assistance/

| Faccbook.com/TheWilsonSchoolSTL | 400 DoMun Avenuo Clayton, MO 63105 | 814-725-4999

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.



SOCIAL MEDIA
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Wilson School Parent FAQ

Education - St. Louis, MO
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Wilson School Parent FAQ - Everyone (Most Recent) v

You and Wilson School Parent FAQ

h ARy

&0\ 5 friends like this

wall

Share: [5) Status Photo ] Link 'ZA Video == Question

Write something...
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Wilson School Parent FAQ.

The school year is almost underway! Do you have your *Stand Out”
checklist yet? Download it here: bit.ly/checklist. How will you Stand Out
this year?

14 hours ago - Like - Comment - Share

) 65 people like this
1) View all 42 comments

Write 2 comment...

Wilson School Parent FAQ
Check out this month’s Faculty Spotlight! http:/ /bit.ly/FacultySpotlight

W Faculty Spotlight: Darla Hart | The Wilson School
bit.ly

£

£ 28 people like this.

sterday at 12:06am - Like - Comment - Share

{22 View all 10 comments

Write a comment..

Nicola Mitchell

Lorem ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod
tempor incididunt ut labore et dolore magna aliqua? Ut enim ad minim
veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip.

14 hours ago - Like - Comment - Share
) 20 people like this.
IJ View all 87 comments

Write 2 comment.

QOlder Posts

Facebook & 2015 - English (US) About - Advertising - Create a Page - Developers - Careers - Privacy - Terms - Help

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.



TV COMMERCIAL
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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.

Wilson School: “STAKD &UT” Commercial

Duration: 30 sec.

~£g 'h".nl < ‘ = ..A
EXT PARK AND PLAYGROUND CUTTO INT ART MUSEUM CUTTO INT LIBRARY
Children are playing on playground. One little Children run around the halls of an art Tween-aged students sit at library tables
girl is laying on her stomach in the grass, museum, or sit looking bored. One little boy looking frustrated or board. A boy and girl
observing an ant hill with a magnifying glass. A stands awestruck in front of a collection of stand at the farthest table giggle over their
man in his thirties comes up behind her, paintings, his eyes wide. A woman comes up stacks of books excitedly.
smiling at the sight. behind him, smiling, and taps him on the
MAN shoulder.
Come on honey, time to go. WOMAN
LITTLE GIRL Time to go, darling.
Okay! LITTLE BOY

Okay, bye.
He waves goodbye to the painting.

Wilson ﬁA M D
)
Qur

wilsonschool.com/admissions
FADE TO EXT WILSON SCHOOL Logo and contact info appear on screen
Children excitedly run up to the front doors of
Wilson School VOICE OVER

Wilson School. Stand out.

VOICE OVER
You know your kid is a standout. We know that END
too..



BUDGET BREAKDIWN

MEASUREMENTS

Budget: $ 214,265

1%

i Direct Mail

M Web Ads

L Print Ads

MTV Commercials

I Social Media

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



CONCLYSTON

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.




TEAM (EAD
Matt Braxmeier

ACCOUNTS
Julie Turek

COPYWRITING
Melanie Canning
Sean Prindiville

ART DIRECTION
Matt Braxmeier
Emily Weaver

PLANS BOOK
Emily Weaver



