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Marketing affordability 
to Break Through the Price Barrier



■ Are you concerned that parents 
may not look any further at your 
school once they see your tuition 
price?

■ Are you concerned about meeting 
your school’s revenue goals?

■ Are you effectively marketing how 
your school can be affordable for 
prospective parents?

KEY
QUESTIONS



During this webinar, we will discuss how 
you can market affordability to break 
through the price barrier. We will 
consider innovative marketing strategies 
that you can implement.

OUR 
FOCUS



■ The Significance of Price

■ Mistakes School Leaders Make

■ The Story of Variable Tuition

■ Tuition Marketing Strategies

■ Panel Discussion

What to 
Expect



The Significance of Price



“Price is the number one barrier to 
considering a private school. If you want 

to be successful in marketing and 
growing your school’s enrollment, you 

will have to overcome this obstacle.”
—RICK NEWBERRY





Mistakes School leaders make





Only Listing Tuition
Most school websites only list the tuition 
and fee costs. The webpage looks like a list 
of costs that are confusing to understand. 
In addition, the message of how financial 
aid can make tuition affordable is nowhere 
to be found. It’s no wonder why so many 
parents bounce off of the tuition page 
never to return again!



Not Listing Tuition
Some school leaders and consultants 
believe that the tuition rates and fees 
should not be listed on the website. 
Instead, the parent is asked to call or 
complete a form to find out about the 
tuition costs.
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Magical Solution
There are no magical solutions to 
attracting prospective parents and the 
revenue they can bring to your school. 
While an innovative tuition strategy can 
work, it must be part of a comprehensive 
enrollment and marketing plan. 
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Reducing Tuition
While reducing tuition may seem like a 
good idea, it is important to count the 
cost before you take this step. Will you 
be able to offset your loss in tuition 
revenue by generating more students? 
Will the tuition reduction be enough to 
attract more families to your school?



It’s not for everyone
A marketing strategy like Variable, Indexed 
or Flexible Tuition is not right for every 
school. It is important that the right 
ingredients are in place before you launch 
this strategy.



The Story of Variable tuition



With my background in higher 
education, my focus has been on tuition 
revenue. The financial aid dollars we 
could spend were a tuition discount 
based on a percentage of the operational 
budget. These discounts were utilized to 
maximize our enrollment based on the 
needs of students.

Background 
in Higher 

education



At the AISAP Summer Institute in La Jolla, 
CA, I connected with Jeff Escabar at Marin 
Country Day School. He explained his 
school’s Indexed Tuition Program to me 
during dinner. 

A Timely 
Introduction



Marin Country Day School 
offers an Indexed Tuition 
Program. 22% of the 
families pay less than the 
top of the index.





Indian Rocks Christian School was the 
first school to launch Variable Tuition 
nearly 10 years ago. The enrollment 
grew by 100 students the following year 
as they were able to turnaround their 
decline.

Pictured with Don Mayes 
and Pamela Pardi -- My 
very first Enrollment 
Catalyst Client!







Enrollment Results
Many schools have experienced enrollment 
growth as a result of implementing this 
strategy as part of their comprehensive plan.

■ Portsmouth Christian (NH) increased 
new students from 69 to 91 in year one.

■ Southfield School (LA) increased by 5% 
two consecutive years.

■ Plymouth Christian Academy (MI) grew 
by 11% in one year.



Tuition marketing strategies



Schools use different program names to 
market affordability:

■ Variable Tuition
■ Indexed Tuition
■ Flexible Tuition
■ Tailored Tuition
■ Sliding Scale Tuition
■ F.I.T. – Family Individualized Tuition

Program 
Names





















It is important to consider the following 
general principles for awarding discounts:

■ Monitor net tuition revenue and focus 
on meeting revenue goals.

■ Do not discount over 50% of the tuition 
rate unless you have an endowment or 
donations to fund more.

■ Consider grade level balance in your 
awarding strategy.

Awarding 
Strategies



Your marketing strategies should focus on 
the following:

■ Messaging 
■ Website
■ Videos
■ e-Books
■ Webinars
■ Ads
■ Case Studies
■ Testimonials

Marketing 
Strategies



Messaging 
Affordability
Have you considered how you can 
communicate a message of affordability?

■ Don’t focus only on how much your 
school’s tuition will cost. Instead, focus 
on how a parent can afford your school.

■ Communicate value for the investment.
■ Utilize testimonials from parents.



The Importance of 
your website
One of the most important pages of your 
website is the tuition page. However, it is 
one of the least considered when designing 
a website.

■ Communicate a message of 
affordability.

■ Demonstrate the ROI and the value for 
the investment.

■ Provide case students and examples.
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Tools: Videos, e-Books, 
Webinars & Ads
It is important for you to use marketing 
tools to reach prospective parents about 
the affordability of your school.

■ E-Book on Affording a Private School

■ Webinar on How a Parent Can Afford 

Your School

■ Video overview of your program

■ Social media and paid search ads
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Is this right for you?
You are currently using financial aid to 
meet the needs of your families through 
an endowment, fundraising gifts and 
tuition discounts.

#1

Your focus is on generating tuition 
revenue rather than viewing financial aid 
as an expense. 

#2

Empty seats can be filled without 
significantly increasing expenses, unless it 
is the strategic addition of a teacher.

. 

#3



Is this right for you?
You want to find a way to break through 
the price barrier and reach middle class 
families.

#4

No family pays the full cost of education 
at your school. Even full pay families 
receive a discount through the 
endowment or annual gifts to the school.

#5

Your have a goal of creating more socio-
economic diversity at your school through 
the strategic use of marketing 
affordability.

#6



Panel Discussion



Marketing Affordability to Break 
through the price barrier

Director of Enrollment 
Management

Newtown Friends School

Rebecca Niszczak
Senior Director of 

Advancement
Legacy Christian Academy

Adam Housley
Director of Marketing 
and Communications

Eastern Christian School

Rudi Gesch



Why did you implement Variable, Indexed or 
Flexible Tuition at your school?

#1



Why did you choose this name for your program? 
What does it mean?

#2



How did you implement this strategy at your 
school? How did your financial aid awarding 

strategy change?

#3



How did your current parents respond to the 
launch of this program?

#4



How have you marketed this program to your 
community?

#5



What have been the results from implementing 
this strategy at your school?

#6



Do you have any advice for school leaders 
considering this initiative?

#7



President of
Enrollment Catalyst

RICK NEWBERRY, Ph.D.

Questions?

rick.newberry@enrollmentcatalyst.com

mailto:rick.newberry@enrollmentcatalyst.com
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Thursday, April 29 
1:00 EDT

Transforming Your 
Website to

Convert Suspects to 
Prospects





March 22 - May 3, 2021 

Thank you!


