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Model High School
Athletic Marketing Plan

Josh Youngman

Beacon Academy, like many schools in the Indonesia, has a small
marketing team dedicated to recruiting students in a highly com-
petitive market. Many competitors rely on their brand name and/or
test results to recruit and retain students—Beacon has neither. As a
newer school that just finished its first year of major examinations
(IGCSE), marketing of the school has been limited to philosophy
and facilities. Fortunately, some very creative individuals head the
school and the facilities are some of the best in the area.

The school is aesthetically pleasing and has great facilities, but
athletics is poorly marketed. Part of that stems from the poor perfor-
mance in athletics, but this is primarily due to a very small student
body, a high staff turnover, and the use of internal teachers (who lack
professional coaching experience) as coaches. The other and most
important reason for a poorly marketed athletics program is the lack
of creativity in marketing. Indonesian schools and their marketing
“experts” stick with a series of preordained marketing techniques:
open houses, a quarterly newsletter, major events (Founder’s Day,
etc.), and the like. There is a lack of ingenuity and desire to promote
athletics (or the school, in general) creatively and effectively.

The dynamic of Asian schools is still predominantly academi-
cally based, but there is a growing trend to incorporate sports in
the students’ school lives. Like many trends, the understanding that
sports could teach students transferable skills or help them develop
traits valued beyond university was late coming to Asia. However,
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this poses a great opportunity for Beacon Academy to get ahead of
the curve and woo prospective students from other competitors.

Creating the Marketing Plan

In forming a marketing plan, the Beacon Academy Athletic
Department first had to lay out objectives to use as a guideline. After
talking to the board director, the athletic director laid out the follow-
ing objectives:

« generate a website for Beacon’s athletic conference to be used

by Beacon and participating schools,

o develop and standardize the awarding of an athletic scholar-

ship from Beacon, and

« create a plan of action for photographing, marketing, and

writing up athletic events.

The latter highly depends on the students’ interest in taking pho-
tographs and creating weekly write-ups as part of their require-
ments for their IB (International Baccalaureate) Diploma or Duke
of Edinburgh International Award (DofE). Many of these marketing
tools could be student led, with the athletic director and the market-
ing department overseeing these activities.

Customizing the athletic scholarships was a time-consuming
process, not because of the difficulty of setting up a structure, but
because of the precedent that the board had laid out prior. Because
of the size of the school, the board wanted to push the scholarship
program to fill seats (understandably so). Beacon Academy had just
opened its Senior School and needed to fill its freshman and junior
class, respectively. However, the fish market-style of haggling for
the percentage of tuition covered by a scholarship does not aid in
implementing this system effectively. The parent community is small
and thoroughly interconnected, so offering a lower percentage to a
student athlete with similar skills and qualities of a student athlete
who received a higher percentage prior to these matrices would be
an uphill battle.

Figure 1 shows the school profile (brochure format). One chal-
lenge was creating a matrix that flowed with the existing profile, that
could be easily understood, and that was aesthetically pleasing. With
school colors being a violet and orange away from a rainbow, the
matrix needed to have flair yet not throw off the flow of the rest of
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the profile. Figures 2 and 3 show the newly created Middle School
(Grades 6-8) and Senior School (Grades 9-12) scholarship matrices.
The school had previously used percentages for tuition awarded and,
for the sake of consistency, athletics created an award program with
levels of percentages in increments of 10%.

R
ENQUIRY FORM

Figure 1. Marketing brochure.

The sticking point is the amount awarded to new students at the
upper levels of MS or SS. Initially, an incoming Grade 8 could only
earn 40%. What if they were very talented? What if they were athleti-
cally and academically gifted? What if they were the son or daughter
of a teaching applicant? Central administration wanted to maintain
a grey area in which to negotiate in those rare circumstances. It took
multiple cups of tea before the administration and the board reached
an understanding that implementing a set matrix would improve the
status and/or pedigree of the school. Which product gives you more
confidence: one with a standardized fixed rate for all or one you have
to haggle for?
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Middle School Athletics Scholarships ‘ l

V S Year Level: 6  Length: 1Yr Tuition Awarded: 20%

Virtues Scholarship

The Community Scholarship can be applied for by
winners of the V5 or outstanding new students.

Applicants should show aptitude in two major sports.
Candidates can be awarded up to 30%.
Year Level: 7 | Length: 1 Yr | Tuition Awarded: 30%

Community
Scholarship

The Leaders Scholarship can be applied for by winners
ofthe CS or outstanding new students. Applicants

should show aptitude in two major sports. Candidates
can be awarded up to 40%.
Year Level: 8 | Length: 1 Yr| Tuition Awarded: 40%

Leaders Scholarship

Applicants for any of the scholarships above must apply to the school or be )
enrolled in the school prior. Note that the percentage of tuition awarded isa

maximum amount of is subject to the evaluation of the Athletic Director, Head
of School and coach(es). W
EEEET——

Figure 2. Middle School athletic scholarship matrix.
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Senior School Athletic Scholarships

AS s

Year: 9+ Length:1Yr Tuition Award: 50%

Athletics Scholarship

The Inquirers Scholarship can be applied for by winners
of the Athletics Scholarship. Applicants should show
aptitude in one major sport over the course of the entire
academic year.

Year: 10 | Length: 1 Yr| Tuition Award: 60%

Inquirers Scholarship

The Heritage Scholarship can be applied for by winners of
the Inquirers or Athletics Scholarship. Applicants should

show aptitude in one major sport over the course of the
entire academic year.

Year:11 |Length: 1 Yr | Tuition Award: 70%

Heritage Scholarship

Year: 12 Length: 1 Yr | Tuition Award: 80%

The Senior Scholarship can be applied for by winners of S S

the Leaders or Athletics Scholarship. Applicants should
show aptitude in one major sport over the course of the
BRI R Senior Scholarship

Applicants for any of the scholarships above must apply to the school or be enrolled in the school prior.
Note that any incoming student (regardless of year), can only be eligible for the Athletics Scholarship.
However, they are able to apply for their year-appropriate scholarship the following year.

- =’
BULLS

Figure 3. Senior School athletic scholarship matrix.
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Creating a website was straightforward, but the committee had
to agree on a platform that all of the committee members (the tech
savvy and otherwise) could easily edit, and a Google Site was the
best option available. This site includes standings, scores, a weekly
review, a slideshow of photos, directions to participating schools, a
Google Calendar of events, and a rolling feed of the school’s Twitter
account. The athletic director implemented the latter after reading
an article entitled “5 Ways Your High School Athletic Department
Should Be Using Twitter” (Taylor, 2015). The concept of live updates
is a wonderful idea, but it calls for a larger commitment by the com-
mittee members. Because most of the members are also coaches,
they cannot be asked to continually update Twitter during the games
in which they coach. Therefore, other committee members (who
were not coaching that day) need to be present for the sole purpose
of updating the Twitter feed.

Implementing the Marketing Plan

The Google Site (https://sites.google.com/site/northjakarta
athletics/) was constructed and rolled out to all participating
schools, parents, and players prior to the first sports season (soccer).
The construction and updating of the website was easy enough, but
creating parent and student dependency on the website and not on
the athletic director or committee members was more difficult. It
needs to be noted that these are small schools; small schools in which
conference committee members are also teachers and/or coaches to
many, if not all, of the students. These committee members have
been the point of contact for any and all inquiries from parents or
students regarding the calendar, league news, and so forth. It was
decided to advertise the Google Site and Twitter on the schedule
itself (see Figure 4), which was the first of many ways used to pushed
people toward new online platforms.
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NJAC
=

o Ul4 and U18 - 15:30
o Ul2 and Girls® - 15:30

teams playing immediately after

1 of both
Beacon on the day of the toumaments

make-up games for U18 Boys’

September 2016
SMTWTEFS
123
4567 8 910
11813 14 15 16 17
18 19 2021 22 23 24
25 2627 28 29 30

13 Eap: el Adks

o U710 (both locations) — 13:00
=  The two teams listed first will play the first game with the next two

NJAC FOOTBALL SCHEDULE 2016

*  The conference tournament for U12 and Girls” will be held at SIS

*  The conference toumament for 14 and U718 will be held at Beacon
Both conference toumaments will be open to other schools with the

ending i an awards ceremony at

*  Note that Wednesday, November 9% and Noverber 30% will be

Beacon Academy (Beacon) GSPM vs SLE Beacon vs 818 (U12) 20 Sep
Singapore School Kelapa Gadmg (SIS) Beacon vs SLE/SIS v= GSPM (U14) 22 Sep
Global Sevilla Pulo Mas (G Beacon vs SIS/GSPM vs NJIS (U18) 23 Sept
North Jakarta Intemultmal Schm] (NIIS)
Sekolah Lentera Kasih Sunter (SLK) GEPM vs JTS (U18) 30 Sept
Jakarta Taipei School (JTS)
SLE v= 8IS (U12) 4 Oct
Beacon vs= BLE (U12) 11 Oct
Beacon vs SIS U13/GSPM vz 8IS U8 Sep 19 Beacon vs GEPMISIS vs SLK (U14) 13 Oet
GSPM v 8IS 1713 Oct3 TS vz Beacon/3IS vs NIIS (U18) 14 Oct
Beacon vs 8IS 18 Oct 10
Beacon vs GSPIMUSIS U13 w= SIS U18 Oct 24 Beacon vz SLE (Ul4) 20 Oct
GSPM vs 88 Ul5/Beacon v= 518 U8 Oct 31 TTS vz NII8/Beacon vs GEPM (U18) 21 Oet
SIS UL3 ws 8I8 U1E/ Beacon vs GSPM Nov 7 : -
Beacen vs SIS U15/GSPM w2 SIS U8 Nov 14 Beacon vs SIS/GSPM vs SLE (U14) 27 Oct
Beacon vs BIS/TTS vs GEPM (U18) 28 Oct
Beacon vs SLE/GSPM vs 8IS (F12) 1 Now
SIS v= GEPM (U14) 3 Hov
Beacon vs NIIS/JTS vs SIS (U18) 4 Now
Beacen vs 815 @GEFM Sep 20 Beacon vs SIS/SLK v= GSPM (U12) B Nov
NIIS v= SLE @ NIIS Sep 21 NIIS v= JTS (U18) 9 Nov*
Beacen vs GSPM @ GSPM 8ep 27 Beacon vs GSPM/SIS vs SLK (U14) 10 Now
NIIS vz GSPM/SIS vs SLE @ NI~ Oct3 SIS vz GSPM/Beacon vs JTS (U18) 11 Novw
NIIS v= SIS @ NIIS Oct 12
Beacen vz SLE @ GEPM Oct 18 Beacon vs GSPM/SLK vs SIS (U12) 15 Nov
Beacon vs NJIS/BI8 vs GSPM @ NIIS Oct 19 SIS vs Beacon/GSPM vs SLK (U14) 17 Nov
Beacon vs GEPM @ GSPM Oct 23 Baacon vs GEPM/NIIS vs SIS (ULE) 18 Novw
Beacon vs 818 @ GSPM Nowl
GPM vs SLE/NIIS vs 818 @ NI Nowl GEPMvs BIE (U12) 22 How
Beacon vs NJIS (@ GEPM Nov 8 NIIS v= GSPM (U18) 25 Nov
GSPM vs NIIS/SI8 vs BLE @ NI Mow®
Beacen vs SLE @ GEPM Nov 15 Beacon vs GSPM (U12) 29 Nov
SLE ve NJIS/GSPM v= 818 @ NTIS  Nov 16 SIS v= JTS (U18) 30 Nov*
GSPM vs SLE @ NII® Nov 23
Beacon vs NIIS/BIS v= GEPM (U18) 2 Dec
Notes
*  All U4 and U18 games are held at Beacon and 21l U12 and Girls® KEY DATES and TERM BREAKS
games at SIS Conf Football To @ SIS (U12/Girds™) 3 Dec
»  Kickofftimes are as follows: Conf Football To (@ Beacon (U14/U18) 3 Dec

Beacon: Sep 26 —Oct 9

NIIS:  Oct24-30
SIS: Sep 26 —2 Oet
Oct17-23
GSPME Oct10-16
SLE:  Sep26-20ct
JTS: Nowv 24-28

Follow us on Twitter
[@NIJAConference

Find updated tables, scores and directions to

’$ géso\]gle

October 2016 November 2016
SMTWTFS SMTWTFS
1 12 3 4 5

B: : 56 7 s
9 10 11 12 13 14 15
16 17 18 19 20 21 22
ﬁz:i 25 26 27 28 29

31

7 0 Dalamia New Fuiae
30 Cet: Diwalé Day

6 7 & 9101112
13 14 15 16 17 18 19
20 21 22 23 24 25 26
27 28 29 30

participating schools at our new Google site:
https://sites google com/site/northjakartaathletics/

December 2016
SMTWTF S
2
4567 8 910
11l 13 14 15 16 17
18 19 20 21 22 23 24
27 28 29 30 31

17 Dee: Maulid Nebi
23076 D Jeiost Haliday

Figure 4. Football schedule advertising the website.
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The scholarship matrix was rolled out at the beginning of October,
prior to the first Open House for prospective students. Although ap-
plications will not begin until January for the next academic year,
it is important for the school to have a hard copy of information
for prospective parents to compare with information from other
schools. Private education is a highly competitive market in Jakarta
and having quality materials in hand could make the difference in
parents and prospective students choosing Beacon Academy or the
school down the road. Although the information was tied into the
school’s brochure, central administration thought it would be easy
to incorporate it into the school’s website. Over the next 2 months,
the athletic director worked with the Marketing Department to de-
termine where and in what format to include the matrices on the
website.

Luckily, requirements for the IB and DofE programs produced
photographers to maintain the school’s rolling photo album on the
Google site. However, although Beacon Academy boasts some of the
better facilities and receives constant reaffirmation from adminis-
tration that Marketing will support the Athletic Department, the
Marketing Department has done little to aid the Athletic Department
in marketing athletics to businesses and current or prospective par-
ents. The athletic director continues to handle weekly write-ups and
the task of reaching out to prospective sponsors.

Assessment and Evaluation

Although rolling out the scholarship matrix will have minimal
effect in the short term, the associated documents and the decisions
put in place, along with the creation of the scholarship structure,
will greatly increase the efficiency of the process. Beacon’s online ad-
missions portal, Open Apply, now includes a section for prospective
students to apply for an athletic scholarship. Prospective students
will download, complete, and upload to the system the newly created
scholarship application form (Figure 5), along with specific measur-
ables related to their sport (i.e., recorded times for swimmers, scores
for golfers, etc.). This is only after the student applies to the school
itself.
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Athletics Scholarship Application Form

This form is to be completed with both the student-athlere andtheir parent/guardian’s signgture.

Legal Name of Candidate:

Preferred Name of Candidate:

Address:

Date of Birth: Sex:Male O
[mm,/ddfvyyy) Female O
Nationality: Transgender [
Height: Weight:

Telephone Mumber: Email:

Current School:

Address:

Name of Head Teacher:

Telephone Mumber: Email:

Candidate wishes to be considered for the following sports:

" First Preference:

" Second Preference:

Please list relevant sports teams the candidate has played for at their school (give dates and
positions played).

Figure 5. Scholarship application form.

The strong push toward the Google Site has paid oft tremen-
dously, with the site receiving heavy traffic throughout the week. The
site is not mobile-friendly, but the school’s use of a Twitter account
for game updates has proved effective with 25+ followers and those
numbers rising each week. Though one sponsor pulled out at the
last minute, the Sponsorship tab on the website is now left open as a
marketing tool to attract prospective sponsors.

The lack of aid from the Marketing Department was unsurpris-
ing, but having students help with photography and the uploading of
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new photos to the school’s Google Site is a good first step in what will
eventually be a student-led website. With this activity, students could
easily fulfill requirements for their IB Diploma or DofE, so the first
domino falling should lead to more involved students in the future.

Conclusion

Making a strong push to market athletics benefits the school
greatly, but it also keeps the school accountable. It is easy to come
up with ideas and resources for promotion, but the steps that fol-
low are equally important: giving the athletes enough practice time,
having proper equipment, and hiring quality coaches. Creation of
the marketing plan has already been completed, but implementation
will wait until the athletic director and board director understand
the steps that need to be taken parallel to the marketing plan. This
project will greatly benefit the school, but student athletes should
also reap the benefits that come with a more heavily emphasized ath-
letics program. With this in mind, the athletic director secured new
equipment for the sports teams, arguing that there is no point in
marketing a program that does not have proper equipment to sup-
port its current team.

The matrices are an aesthetically pleasing tool to be used by
Marketing, but the benefits of such a tool are few because this struc-
ture is expected to be readily available already. Though the creation
of the matrices is a necessary step in creating and implementing ath-
letic scholarships, it is a step that the school should have taken prior
to offering any scholarship. The same could be said for the scholar-
ship application. Any school offering these types of scholarships has
similar forms, and the Beacon Academy board director proved as
much by pulling examples of other schools’ forms during a meet-
ing. This reiterated the necessity for such documents, but it begs the
question why it took so long for the school to create them in the first
place.

The outcomes of this marketing plan, at the least, should be the
continual formalization of the athletics conference and aid in the re-
cruitment of sponsors. A multiyear plan has yet to be established
for the athletics conference, but there is a tentative understanding
of what the Athletic Department would like to do over the next aca-
demic year and possible changes for the following academic year. All
of these changes are geared toward enhancing online platforms, pro-
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viding a competitive environment, and recruiting sponsors to cover
costs associated with the school’s seasonal sports (referees, medals/
banners, etc.).
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