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Parents as Ambassadors
Advocates and Word-of-Mouth Marketers



■ Do you understand the drivers of 
word-of-mouth?

■ Do you have a plan to drive word 
of mouth in your community?

■ Are you inspiring your parents to 
be ambassadors, advocates and 
word-of-mouth marketers?

KEY
QUESTIONS



During this webinar, we will discuss 
the nine drivers of word-of-mouth and 
how you can utilize your parents to be 
ambassadors, advocates and word-of-
mouth marketers.

OUR 
FOCUS



■ Understanding Word-of-Mouth

■ The School Search Process

■ 9 Drivers of Word of Mouth

■ 12 Mistakes Leaders Make

■ Taking the Next Step

What to 
Expect



Understanding Word-of-Mouth





We rely upon word-of-mouth in our 
own buying decisions.
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Reliance on 
Word-of-Mouth





“Word of mouth is more 
effective than traditional 
advertising for two reasons:

First, it’s more persuasive.

Second, word of mouth is more 
targeted.”

Berger, Contagious





“You may spend millions of 
dollars on elaborate 
marketing campaigns. But 
there is nothing more 
powerful than a 
recommendation from a 
Brand Advocate.”

Fuggetta, Brand Advocates





■ It builds credibility from satisfied 

customers.

■ It produces better results than 

traditional advertising.

■ It makes your brand more trusted.

■ It can reach your target audience 

more effectively.

■ It is your number one strategy.

Why WOM?



The School Search Process
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The family journey
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Key influencers



9 Drivers of Word-of-Mouth







What drives Word-of-Mouth?



enrollmentcatalyst.com
/word-of-mouth-ebook





Word of mouth is shared as a result of 
an experience.

As current parents experience your 
school, they have a basis from which to 
talk and to share with others. This is 
based on what happens as they and 
their child experience your school, 
whether good or bad.

Experience



Experiences occur with people at your 
school. Your relationships will drive word-
of-mouth:

■ Faculty
■ Staff
■ Coaches
■ Parents
■ Students

Experiences 
with People



Experiences with programs at your school 
will drive word-of-mouth:

■ Curriculum
■ Grade levels and divisions
■ Athletics
■ Arts
■ STEAM
■ Learning Center
■ Events

Experiences 
with 

Programs



“The entirety of your parents and child’s 
experiences at your school will be a key 

driver to word-of-mouth.”

—RICK NEWBERRY
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Driving WOM: 
Experience

■ Daily life and culture of your school

■ Communication from teachers

■ Events and activities 

■ Student for a day

■ Internal marketing





Satisfaction is a measure of your 
parent’s experience.

Your parents experience your school 
every day. From the morning car line to 
interacting with your child’s teacher or 
the front office staff, to viewing online 
grades or receiving your recent email 
newsletter, to hearing about their child’s 
day at school, the entirety of their 
experiences can affect parent 
satisfaction.

Satisfaction



Key Areas of 
Satisfaction

■ Academic programs
■ Arts, drama and music programs
■ Athletic programs
■ Class size
■ Coaches
■ College preparation and 

placement
■ Communication
■ Community
■ Customer service
■ Extracurricular activities
■ Faculty
■ Leadership
■ Safety and security



A parent survey gives you the opportunity to 
measure overall satisfaction as well as many key 

areas of your school.





“Satisfied parents won’t leave, and they’ll tell 
others about their experience they’ve had at 

your school. The result is a healthy, sustained 
growth through a dedicated parent base and 

positive word-of-mouth -- the best form of 
advertising you can never buy.”

— RICK NEWBERRY



A Net Promoter Score Survey is based on the 
question of how likely they will recommend your 

school to a friend in the community.



The NPS Survey 
begins with this 
main question. 
Based on their 
response, the 
parent is in one of 
these categories:

■ Promoter (9-10) 

■ Passive (7-8)

■ Detractor (0-6)



%Promoters - %Detractors = 
NPS

Net Promoter Score



Key Indicators of Satisfaction

Retention
Rate

90%+
Satisfaction 

Scores

4.0+
Net Promoter 

Score

50+





Five annual 
Surveys

● New Parent Survey (Aug/Sept)
● Net Promoter Score Survey (Oct/Nov)
● Parent Satisfaction Survey (Spring)
● Employee Satisfaction Survey (Spring)
● Exit Survey (Summer)
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Driving WOM: 
Satisfaction

■ A pleased and happy parent

■ Expectations match experiences

■ Regular check-in’s and 
conversations

■ Parent satisfaction and Net 
Promoter Score surveys





Quality is focused on the actual product 
-- the school’s programs, personnel and 
outcomes.

Your parents “experience” the school 
itself through the quality of the 
programs. A high quality program will 
always drive word-of-mouth in the right 
direction. If you aren’t focused on 
providing the best programs and faculty 
for your families and students, then the 
quality of your school will suffer, and so 
will word-of-mouth.

Quality





“Word of mouth marketing isn’t about 
marketing at all. It’s about fantastic products 
that people can’t resist showing to everyone.”

— Andy Sernovitz, Word of Mouth Marketing





“The best word of mouth 
is how a company does 
business every single 
day.”

Phillips, Cordell, Church, Moore
The Passion Conversation
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Driving WOM: 
Quality

■ Hire and retain the best faculty and 
staff

■ Continuous school improvement 
plan

■ Expect and Inspect

■ Communicate vision, results and 
outcomes





What we are passionate about drives us 
in life. A passion is what we love and 
what we embrace.

In your school, you will find that your 
parents are passionate about their 
children. Their children are their number 
one passion in life. Because of this drive, 
they will do anything they can to make 
sure their child gets the best education 
they can.

Passion



“People will only talk about 
you if they are inspired by 
their own passion.”

Phillips, Cordell, Church, Moore
The Passion Conversation



Your parents will talk about their children and their 
education at your school when they see the 

difference that your programs and people make in 
their child.
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Driving WOM: 
Passion

■ Talk to your parents about their 
child’s progress and achievements 

■ Teacher conferences

■ Communication

■ Events and activities with their 
child





As the first four drivers work together, 
loyalty becomes the faithful 
commitment parents have to your 
school.

Loyalty can and should be built over 
time as families continue their child’s 
enrollment. Families become more and 
more committed to the educational 
experience that your school provides to 
their children.

Loyalty
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Driving WOM: 
Loyalty

■ Faithfulness or devotion to your 
school develops over time.

■ Continuous enrollment is the 
expression of loyalty.

■ Consistency in school everyday.

■ Leads to a parent becoming an 
advocate and supporter of your 
school.





Trust is rooted in relationships. Trust is 
expressed in the confidence that the 
parent has in your school and staff.

Word-of-mouth will be driven based on 
a trusted relationship. The more the 
parent trusts the leadership and the 
staff at your school, the stronger this 
word of mouth will be in the 
community.

TRUST



“Word of mouth marketing 
. . . It only works if people like 
you and trust you.”

Sernovitz, Word of Mouth Marketing



“Every brand and every 
recommendation, no matter 
how big or how small, no 
matter how reserved or vocal, 
online or offline, begins with a 
relationship.”

Rand, Highly Recommended
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Trust

■ Word of mouth is shared and 
believed in trusted relationships.

■ Enrollment rises and falls on 
leadership and relationships.

■ Be likeable.

■ Be trustworthy.
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Driving WOM: 
Trust

■ Build relationships

■ Be visible

■ Take time to spend with parents 
and employees

■ Do what you said you would do





Service is the intentional way that we 
treat, care for and respond to people 
throughout the educational experience.

The way your school’s faculty and staff 
respond to your parents will make a 
difference. Outstanding service can help 
you stand out in a crowded market. It 
will also lead to positive word-of-mouth 
in the community.

SERVICE





Respond and 
Communicate

It is essential for your faculty and staff 
to respond to questions, concerns and 
issues that are raised by our parents.

Responding within 24 hours might not 
be good enough today. The goal 
should be to respond on the same day.



Commitment 
to Service

It is important to have a customer service 
approach when working with parents:

■ Take the time to listen

■ Respond to questions and issues

■ Always demonstrate care and concern

■ Hold employees accountable

■ Provide training

■ Treat your parents like celebrities



“What if you could find a way to say yes 
more frequently? What if you trained 

yourself and your team to think 
creatively when a customer has an 

unusual request? What if, instead of 
saying no, you asked yourself how?”

DONNA CUTTING, 
THE CELEBRITY EXPERIENCE



Be 
Unforgettable

When you serve your parents or 
students in an exceptional way or do 
something that is memorable, this 
creates a moment that will be shared 
by word of mouth.
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Driving WOM: 
Service

■ Create a service creed.

■ Respond to your parents in a timely 
way by answering their questions.

■ Say yes by finding solutions to 
problems.

■ Create memorable moments.

■ Stand out in a crowded market.





We are drawn to read, watch and listen 
to stories. People communicate and 
relate to each other through stories.

When one of your parents connects 
with a friend for coffee, they will tell 
stories about their experiences at your 
school. These stories are one of the most 
effective ways to drive word of mouth. 

STORIES



“Stories are part of who we 
are. After all, you don’t tell 
slogans about your 
grandfather, or how your 
parents met, or even how you 
were treated in a restaurant.”

Phillips, Cordell, Church, Brains on Fire





● We live in a story.

● We relate to stories.

● We listen to stories.

● We share stories.

● We can see ourselves in a story.

The Power of 
Story



“Your number-one job is to 
tell your story to the 
consumer wherever they are, 
and preferably at the moment 
they are deciding to make a 
purchase.”

Vaynerchuk, Jab, Jab, Jab, Right Hook: 
How to Tell Your Story in a Noisy Social 
World



Stories to 
Talk about

■ Programs

■ People

○ Faculty

○ Staff 

○ Coaches

○ Parents

○ Students

○ Alumni
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Driving WOM: 
STORIES

■ Is your marketing effort focused on 
sharing stories about your school’s 
people and programs?

■ Your website and social media 
channels should be focused on 
storytelling.

■ Driving word-of-mouth through 
stories leads us to our next driver.





People drive word of mouth. It’s your 
parents, faculty, board members, 
alumni, students and anyone else 
connected to your school that drives 
word of mouth.

One of most important and effective 
strategies in your word-of-mouth 
marketing effort is to inspire your 
parents to share their story.

People





“Word of mouth is the natural 
conversation between real 
people. Word of mouth 
marketing is working within 
this conversation so people 
are talking about you.”

Sernovitz, Word of Mouth Marketing



Your job is to inspire word of mouth in 
people by focusing on the previous 
eight drivers.

When the eight drivers are working well, 
inspiring parents to share word of 
mouth will be an easy next step. 

People
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Driving WOM 
through People

■ Are you giving your parents a 
reason to share word-of-mouth to 
their friends?

■ Are you inspiring your parents to 
take the action?

■ Do you have an effective word-of-
mouth plan to increase word-of-
mouth?



You need to to consider how you can effectively 
drive word of mouth in your community by 

launching an ambassador program. 
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Driving WOM: 
People

■ In order to develop an effective 
word of mouth marketing 
program, it is important to 
understand 12 mistakes that school 
leaders make. If you understand 
these mistakes, you will know what 
you need to do.



12 Mistakes School leaders make



False Starts

Mistakes Schools Make

1





Too Many Meetings

Mistakes Schools Make

2





Asking Too Much

Mistakes Schools Make

3





Relying on Volunteer 
Leaders

Mistakes Schools Make

4





Making it Part of your PTA

Mistakes Schools Make

5





Inviting Everyone

Mistakes Schools Make

6





Diluting the Focus

Mistakes Schools Make

7





Paying for Referrals

Mistakes Schools Make

8





Thinking too Small

Mistakes Schools Make

9





Excluding New 
Parents

Mistakes Schools Make

10





Internally Focused

Mistakes Schools Make

11





Doing Nothing

Mistakes Schools Make

12





Take the next step



■ Ambassador recruitment criteria:

○ Passion for the school

○ Credibility among parents

○ Connections in the community

○ Desire to advance the school

■ Ask your ambassadors to be 
intentional and implement specific 
actions to spread word-of-mouth.
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Launch Your 
Ambassador 

Program











SPRING TRAINING WEBINAR SERIES 

School 
Ambassador 

Program

■ 13 Recorded Lessons

■ Step-by-step guide to implement your 
program

■ Materials to plan your program launch

■ Access to the Enrollment Catalyst Inner 
Circle Facebook Group

■ Bonus: Net Promoter Score Survey 
conducted by Enrollment Catalyst

■ $897:  $100 Discount with Catalyst100 
Code

www.enrollmentcatalyst.com/school-
ambassador-program-landing-page/
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