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Enhanced Marketing focus was identified as a “Key Issue” from the Vision
Team and a sub-committee was formed to develop an overall plan

0 Key Issue Statement

O To create a comprehensive marketing strategy
and plan that will help strengthen the FCHS brand
and drive future enrollment

1 Team Members
O Brad Barnett

O Linda Sheridan

0 Key Issue Goals

O Launch a brand new Marketing campaign for the

2011-2012 school year O Michael Sheridan

O Establish a repeatable process for future O Jordan Schmelzer

campaigns O Michelle
Maskulinksi

0 Key Issue’s Expected Results
O Strengthening of FCHS brand in local community
O Increase in interest from prospective families

O Future increase in new students/enrollment



Timeline of Events: From Vision Team to a sub-committee
working specifically on a Marketing Plan

Marketing Team Planning - - I
Market Research . - I
Media RFP -

Research Findings Analyzed -

Research Findings Shared -

Communications Brief

Marketing Concepts

Media RFP Analysis

Budget Finalized

Tactical Production - - -.

Communication to Groups -
Campaign Launch - -




Marketing Plan Executive Summary

0 With struggling enrollment numbers and a lack of unified commitment from area Catholic elementary
schools, Fisher must step up efforts to recruit new families. On top of that, Fisher must fight
additional headwinds from rumors that the school faces an impending closure.

0 Developing and executing an integrated Marketing Plan will help strengthen the FCHS brand in the
local community, increase interest from prospective families and drive future enroliment.

0 Research was completed in 2010 to aide campaign focus in terms of messaging and tactics:

O The following message performed best in message testing: “At FCHS, your child will experience one of the
top rated schools in Ohio (FCHS ranked in top 6%)”

O Tactically, the following performed best in consumption testing: TV (69%), Websites (65%), and Radio/Local
Newspapers (46%) are the most commonly consumed media

0 The marketing campaign will spend approximately $15,000 and focus on the following 5 points:
O Get at the core emotion of parents wanting what’s best for their kids

Ensure FCHS brand linkage is strong in advertising

Be confident, but not arrogant

Use strong proof points that validate FCHS’ strong educational claims

Provide “air cover” of the brand throughout year, but heavily promote the annual Open House since it
represents a significant point in the year where families are making educational decisions
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The Marketing budget for the 2011-2012 school year is $15,000 —
the following tactics will be targeted for the first campaign

N

Tactic Estimated Spend Tactical Purpose
Television $8,000 Air Cover / Open House
Radio $2,500 Open House

Print $2,200 Air Cover / Open House
Billboards $1,100 Open House
Tactical Production $1,000 NA

Direct Mail $200 Open House
Online /Social Media No Cost Air Cover / Open House
Total Budget $15,000




2011-2012 Tactical Calendar

I
0 TV and Print will launch in August and serve as “air cover” during year; October and
November will be heavier months for TV due to Open House in November
0 Radio will launch for approximately 4 weeks, leading up to the Open House in November

0 Billboards and Direct Mail will also be introduced to promote the Open House in November

Q3 2011 Q4 2011 Q1 2012 Q2 2012

TV E

Print
Radio

Billboards
Direct Mail

L 2011 Open House

= Heavier media weight during this time
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Television allows us to geo-target based on where FCHS prospective
families exist — about 70% of families consume TV Media™
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Targeted TV Advertising allows FCHS to focus on the primary
geographic areas where prospective families live
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Cagal Winchester

Lancaster New Lexington
® ®

0 Primary market is Fairfield County,

with special emphasis on Lancaster The Plains

L[] L] L] .
0 Media coverage includes Time Athens

Warner and Insight customers, but
does not include Dish Network or
DirecTV customers

Universe estimate is calculated based on Nielsen Total Interconnect Universe Estimate November 2010
Columbus DMA + Zanesville DMA. Insertable Universe Estimates May Differ By Network.
Map coverage subject to change



The FCHS target audience is most likely to watch the following
stations on Time Warner, which is where TV advertising will air
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TV script focuses on primary educational proof point (Top 6%) and
secondary proof points (scholarships/ACT)

0 30 Second TV Spot Script

“Now more than ever, education is the key to success

Giving your child a Catholic education from a top rated academic high school in Ohio is
easier — and closer — than you think

Fisher Catholic was rated in the top 6% of all public and private high schools in the state

Our students also consistently receive millions in scholarship dollars and achieve higher ACT
scores

At Fisher Catholic, we don't just teach your kids, we prepare them for life

To learn more about Fisher Catholic, call us today at 888-888-FCHS.”

0 TV spot production is currently in development and will launch in August

0 Two versions will be created; one with and without Open House information



Catholic related print media is heavily used by the FCHS target audience
and the Catholic Times was referenced by 53%™ of our current families

0 Catholic Times print ads will run from

Auctust fo March Fisher Catholic
gust To Marc is ranked in
0 October and November ads would the top 6% of
promote the Open House, while all Ohio schools

other months would simply drive

people back to FCHS Attend our open house

0 Sample creative to the right: to learn more.
November 7, 2011 at 7pr.Mm.

(888) 888-FCHS
fishercatholic.org

* 2010 FCHS Satisfaction Survey



Radio allows us to geo-target and increase media weight to drive Open
House attendance — about 46% of families consume Radio Media™

0 Partnering with Wilks Broadcasting to air Radio, due to its targeted
programming in our geographies and lower costs than other Radio

0 Radio will be used as a promotional tactic to drive Open House attendance
and will only run for approximately 4 weeks

0 Primary stations are QFM96, K95.5 and WINK107.1

0 Over half of all listeners live in Fairfield, Pickaway and Perry County

0 63%+ make at least $75K /year, all three stations are in the Top 10 for

&

families with children aged 6-17

* 2010 FCHS Satisfaction Survey

107.1

New Country & Only New Country




Radio script is very similar to TV to drive message consistency and
optimize the media spend

0 30 Second Spot Script

“Now more than ever, education is the key to success

Giving your child a Catholic education from a top rated academic high school in Ohio is
easier — and closer — than you think

Fisher Catholic was rated in the top 6% of all public and private high schools in the state

Our students also consistently receive millions in scholarship dollars and achieve higher ACT
scores

At Fisher Catholic, we don't just teach your kids, we prepare them for life

Announcer: On November 7" at 7 PM, Fisher Catholic is holding an Open House for all
families interested in learning more. Again, that's November 7" at 7 PM at Fisher Catholic
High School.”

0 Radio spot production is currently in development and will launch in August

0 One version will be created — with Open House information



Short-term, promotional, Billboard placements will allow us to drive
the brand locally and announce the annual Open House

R

0 Billboard placement will only be for one month leading up to the FCHS Open
House in November

0 Advertising placed through Lamar, with the one targeted location close to the
heart of downtown Lancaster

0 Key message is consistent with other tactics and sample creative is below:

Fisher Catholic — Top 6% academically in Ohio
Attend Fisher Catholic’s Open House

November 7, 2011 at 7pm at
Fisher Catholic High School,




Direct Mail allows for targeting to specific families as FCHS has
school lists through Catholic Middle Schools and PSRs

. s Fisher Catholic is ranked in
0 Direct Mail will drop two months IR Tonl6o0 Ok ool

leading up to the annual Open
House and will be sent to families e
. . Now more than ever, a strong Catholic education is the key to your child’s future success. The best way to
of local Catholic Middle Schools e e e
R you think. Fisher Catholic was rated in the top 6% of all public and private high schools in the state.* On
WhO are in fhe 8'rh grade top of that, our class of 2010 achieved the following:
¢ 100% pass-rate on the Ohio Graduation Test

 Average ACT score of 25
+ $5.5 Million in college scholarships

At Fisher Catholic, our teaching staff prides themselves on not just
teaching your kids, but preparing them for life after high school.

Attend our open house to
learn more, November 7,

0 The message will be similar to TV

qnd quio Wi.l.h more rqnulqrit We teach your children in a Catholic community environment to be 2011 at 7 p.m. — Fisher
! ' -9 Y oo Wl < ich <o
since attention span is higher for bl pom s ekl 1 em e i

Direct Mail vs. TV and Radio ek

<INSERT SIGNATURE>

0 Allows us to deliver a message sy
Fisher Catholic High School
f h h I h . I . jsikott@fishercatholicedu
rom the school, while promoting ST

the Open House in November

0  Sample Direct Mail creative to the

right:

1803 Granville Pike, Lancaster, OH 43120 Tel (740) 654-1231 Tel (740} 654-1231 fishercacholic.ocp




Future changes in the works with FCHS, but still need further
development before a deployment date is known

s B
0 Fisher Catholic Website

O Working with the school to carve out a specific “Prospective Family” section on the
FCHS website

O Allows for a dedicated section where prospective families can find all of the
information needed about FCHS (forms, Q&A, current family testimonials, tuition costs,
tuition assistance forms, etc)

0 Social Media Communications
O Working with the school to begin daily communications through Facebook®

O Coordination of messages could include things such as Lunch Menus, Key School Dates,
FCHS game updates plus much more

O Considering this be student-body led and delivered, with school administration
approving all messages before being sent

O Whatever is delivered must follow the Diocesan Social Media policy
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In addition to launching the campaign, the team focused on

providing tools to aide future campaigns

O

Communications Brief — Structures the strategy, messaging and tactical
components of a campaign

Media RFP — Structures the strategy and presents it in a format the school
can send on to media outlets for proposals

Media Contact List — Names and numbers of all the contact people the team
reached out to for the initial campaign launch

Campaigns Process — Steps for research, strategy and execution of multi-
media campaigns

Communications Plan — Steps and communications to inform all necessary
schools, people and organizations of campaigns launching

Campaign Tracking/Effectiveness — Methodologies on how to track
campaign effectiveness
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Final steps include TV and Radio production, communications to key
organizations and groups and campaign measurement

0 Marketing Tactics in Process: Television and Radio

1 Communications and Measurement Plans:

Communication Plans Measurement Plans

School Board: Updates throughout the building
process, checkpoints in June and July meetings to
share tactics and plan

Diocese Leadership: July time frame, awareness of
campaign and sharing of all the tactics deployed
Finance Council: July time frame, awareness of
campaign and sharing of all the tactics deployed
Foundation Board: July time frame, awareness of
campaign and sharing of all the tactics deployed
Current Families/Students: July time frame,
awareness of campaign and sharing of all the
tactics deployed — second communication in August
Area Catholic Middle Schools: July time frame,
awareness of campaign and sharing of all the
tactics deployed — second communication in August

Community Reaction — Word-of-Mouth and
community feedback / reaction to the campaign
and added Marketing focus

Website Traffic — Increased traffic to the FCHS
website from current and/or prospective families
pre and post campaign launch

Open House Attendance — Increased Open House
attendance in this year vs. past years with tie-back
to the campaign

Calls to Unique 800# — Calls to FCHS from families
who have seen the advertising and are showing
interest specifically from the Marketing

Enrollment Headcount — Long-term tracking of
enrollment and tie-back to Marketing campaign
launching
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Time Warner Cable — Southeast Zone Profile

Southeast
Zone Profile

0 Key metrics for the area
where TV Advertising will
be deployed
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Estimated ad-Insertable

cable households:

UE: 53,403

25-34% 13.3%
|
| ’ ’ Economic Highlights:

0 Covers major Fairfield

45-S4 i4.3z%

Total &vg. Retail Expenditure 521,351 e, 0 f
e county targeted cities for
Food Away from Home 290,100,000

Apparel £223 700,000 b5+ 1E5.37 . olle

Appli &Electroni 581,500,000

DI e prospective families

Wehicle Maintenance 573,800,000

Hispanic | 3.0%

'
i
. E; ZIP codes served Included:

43030, 43046, 43076, 43102, 43103, 43105, 43107,
43113, 43115, 43116, 43130, 43138, 43148 43149,
43130, 43154, 43155, 43156, 43157, 43163, 43164,
43748, 43764, 43783, 45764

Black 2-9%

6100k (— - 72

STLK-SIODK | 13- 47
SIOK-570K | — 17 - 57

[ —
SESK-S50K EEE

<52EK | — 1 - L

Avallable Networks:

Graduate el B-1%

m Household Income Race/Ethnidty

ARE Fox Sports
ABC Family FX Bachelors SRR 33-87
Bravo HGETV
tszoc- ¥ == ¥
Comedy Lifetime e Begres
GNM MTV Semc College  — 1757
Discovery Oxygen e,
ESPN TBS
ESPM2 TLC
Food TNT i
Fox News USA Average Household Income: $61,665

Percentage Owner Occupied Units: 65.7%

Soutes: Meisen Covermge Unyese Ssomater (Novemier 1010 Adisesate
LEs may vasy by retwork. SRC MerefVEoe-Spat e/ AGE 200%- Time Wamer
L=mzsier one Covemmge Avme

i=mogrmphic and conssmer expmdbo: dee for Spng 2010




Wilks Broadcasting — Listener Profile

Wilks Broadcasting Listeners i)\ 0 Key metrics for the area
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Lamar Billboard Placement

I AMAR
Fisher Catholic High School H i
isher Catholic Hig 00l 0 Location addressis 1031 N.

Memorial Drive

1 Good downtown Lancaster

location

llumihatea: YES

Total Weskly EOI. 47076

Rate: $1,1007 2 weeks

Misc: $3C0 printing fee b

Contact Lamar Advartleing of Columbus
Phopsion Addiede S840 Tayhs Roud, Blackick, OM 43004 - Maling Addisaa PO Box 513, Blackick, OH £3004 - Prors S00-575-7008, Fae 814-883-2741




ClearChannel Radio

29|
0 Included in Media RFP Process

0 Removed from scope due to budget constraints and affordability of Wilks
programming / stations
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