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STEP ONE OF THREE - Know where video fits and why you’re doing it! 

Let’s first start by differentiating between a marketing or promotional video and a communications 
video, to be clear.  In order to do that, we need to analyse where the video is used in any customer 
buying journey or experience. 

Promotional Video 

Marketing and promotional videos are hooks, they're inspirational, they make you weep or laugh, 
ultimately. They make you want more information, as whatever feeling the video gave you, it certainly 
made you feel like it solved a pain point, issue or need for you as a consumer.   This type of video is 
above-the-line marketing, a video is meant to capture interest through emotion, not through facts, to 
the masses. Above-the-line marketing is about mass outreach to drive engagement, as opposed to 
direct personal contact.  As such, as an education provider, you have precious few seconds to attract 
and emote to a wide audience.  Also, this is not usually a passive audience looking for solutions 
necessarily, but rather a ‘passing’ audience who may be looking for stimulation, but NOT looking for 
you! 

Communications Video 

A communications video is there to tell a user information about things, it’s your bullet point list, it’s 
your syllabus, it’s your facilities and services provision. Crucially, it is typically much farther down the 
line in a buying journey.  It’s where consumers want to get to know details about a particular product 
or service, or in this case, the education they can expect for their beloved child(ren). As providers of 
this education, school marketers are faced with very challenging roles to ‘sell’ and differentiate their 
own provision to a sensitive and savvy audience who are intending to spend large sums of money on 
their most emotionally vulnerable asset. 

Why do I need to market myself, we’re a school!?? 

The buying journey is the same for any luxury brand where people part with piles of money and expect 
a service. Schools are no different, which is why you should be treated like any other luxury brand in 
how you deliver your brand message, how concepts are determined and how this marketing function 
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is executed. To perfectly describe your school, and why you need to and should be marketing 
yourselves, you are effectively a £20-30m a year turnover industry selling nationwide and many times, 
internationally, to a discerning audience with 10’s to 1000’s of choices of provider. Your consumers 
are considering a purchase of what could be considered, in many households, a discretionary spend 
item, so tell me why you wouldn't?! 

So I do need a video, where does it fit? 

Having covered the basics, where does video fit and why are you using it?  If you’re looking to reinforce 
your brand position in the market, or change historical perceptions, or simply add a (specific) 
population to the top of your admissions funnel, then you need to attract from the top, from the 
beginning of the customer journey. That is certainly a marketing film, one that emotes and tells a story 
(better yet, that shows one, as language agnostic takes hold catering to the international landscape of 
schools’ stakeholders). If you plan on putting a communications film at this stage of the customer 
journey, expect to have wasted your money. It’s not the right place or time to share that information. 
Don’t get me wrong, it’s important to have information videos, just not placed at this crucial stage. 
We’d rather not make the right film if it’s meant to be placed in the wrong part of the journey, or 
make the right film for the wrong reasons or objectives.  Last point, these objectives...please have 
them! A video is meant to DO something: produce results so we know what those expectations are 
and choose the right film for your needs. 

 

STEP TWO OF THREE - Tell your story and stop describing your school 

Let me guess, your school is ‘really special’, and I don’t doubt it is.  Here’s the issue with that though. 
You’re all special in some way, you all say you're special, and prospective parents and staff are not 
likely to take you seriously because they expect you to say things they want to hear. 

So, let’s start over and look at the Customer Journey again from the last post.... 

The first steps….The first time a prospective parent, pupil or staff member experience your 
school directly is more and more often through forms, offline through word of mouth or online 
through social media, and then finally your website before they ever call you or request information 
from you.  Obviously, here’s where you make a first impression - digitally or via the emotional 
engagement of a current user, and without any handholding to guide them, no voiceover, no 
promoting, no explanation, and crucially, it’s a journey tailored to the masses. This should be quite 
frightening because you’re not necessarily in control at this point. This is the very first stages of the 
customer journey and what do schools offer us...?? 

“We are special because we offer a broad and balanced curriculum for boys and girls 3-18 years of 
age, located on 40 acres of green fields, blah blah blah”. Do you see the problem….? 

You’re letting your consumer roam around aimlessly without guidance, without a voice in their head 
on your website and digital channels.  Would you let parents roam around the school grounds, in and 
out of classrooms without being escorted and given deep insight into the stories behind the scenes 
(besides the obvious child protection issues!)?  Well, that's exactly what you’re doing.  Your audience 
is reading information and content that you put onto the website and social channels without having 
a ‘feel’ for the school.  The problem here is that you’re NOT controlling to the conversation, how they 
might feel, but you ARE providing them with information, and YES the same exact information that 
every other school provided on their website, and sadly, in the same language too!  How would I, as a 
parent, differentiate if you all options offer a broad and balanced curriculum and enriching sports 
programme!?! Stop telling them, start showing them in stories. 

Storytelling - Your stories need to be authentic and actually differentiate you from other schools. 
Stories need to carry a human element, a character, a beginning, middle and end and carry the 
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narrative of your school, delivered in a brand voice that matches or at least compliments your 
brand!  Give recognisable language to your audience, follow a pupil, get anecdotal experiences, share 
with some brevity and humour. 

A strong story based in reality will bring your message and values to life in a way the consumer can 
believe in and it is here that you gain trust.  And a good story makes you feel something, it means your 
audience can relate to you, you understand each other.  Storytelling is the best way to inspire and be 
intrigued. Expose yourself, make yourself look strong but equally vulnerable. Share setbacks and 
compromises as an organisation and people will relate.  It’s these emotions you’re looking to 
encapsulate, in order to properly differentiate yourself and be a storyteller.  With any luck, you’ve 
made your prospective family FEEL something where with other options on their list, they only know 
about, well, their ‘broad and balanced’ curriculum...yawn! 

This is not ground breaking stuff, this is the norm in the commercial world, whereby the story, the 
tone and the messaging originate in a film, in adverts. 

You should help control the user's’ emotion early on in this customer journey obviously, by introducing 
video marketing and promotional films, just as in the commercial world (you’re not that 
different!).  Anything you create that’s above the line and enters the journey at this stage will have a 
huge impact on the emotions of your audience and what story you’re telling (N.B. or consider the 
‘story’ your agents overseas are telling, what would you ‘pay’ to know that you’re also controlling that 
conversation).  By introducing video marketing, you’ve pulled control back in your hands, where you 
were helpless before.   

Create that touchpoint to the masses and control the conversation! Be a storyteller…. 

 

STEP THREE OF THREE - Distribute, distribute, distribute.   

Phew! We're nearly there! Now you have a film so you can put it on your website homepage and sit 
back and relax - wait for the onslaught, surely your phone will be ringing off the hook with 
congratulations and requests for registration forms, right? No, incorrect, the job is only partly done. 

You need a strategy to release it. Who did you want it to reach? What do you want it to do? (Refer 
back to Step One, as these are crucial questions you need to have determined the answers to a long 
time ago!). Everyone’s release strategy will be different to meet these objectives, but this article 
should cover some of the things you should consider as part of it. 

First, let’s start with some best practice advice.  Your internal community (parents of pupils and your 
staff and pupils themselves) are, by far, the MOST important people with whom to share this film. 
They must be told why the film was made, what its purpose is and why ‘sharing’ it is important to the 
school.  Distribution starts from within.  Engaging the internal community will fuel the external 
engagement.  Treat film distribution like a ripple… 

There are 3 mediums to consider for launching your film: 

Digital 

Social 

Live 

Digital covers the obvious ones you’re probably aware of already. It’s launching on your website, 
backlinking from a video hosting facility (YouTube or Vimeo), online PR, broadcasting. Put the film 
there and tell people it’s there! Ideally, you’d start your initial launch campaign by tracking the views 
through one channel only …. which leads me to Social. 
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Social starts with your internal PR with people directed to one single social channel to start. For 
schools, it will depend on the school and their strength in social media marketing prior to the film (I’ll 
come back to that!!) but we’d almost always recommend funnelling all your traffic through the 
school’s Facebook account.  Yes, they’ll like and share it from there to Facebook and then off to other 
channels, but at least you can easily track views and engagement and comments at its source to keep 
the analytic’s side of things tidy.  You’ll still also launch on YouTube/Vimeo and other social channels, 
we’re just diverting all traffic for the first week or so.  Student-based distribution is key, as their own 
social networks tend to be a long list of the school’s target market, so use your BEST storytellers to 
share it! One last element of the social medium is influencer marketing - who do you ‘know’? Alumni, 
ex-staff or any other influencers in your community that might champion what you do at the school 
and would be quite helpful in simply ‘liking and sharing’ your film.  That’s a fantastic 3rd party 
endorsement that prospective parents will sink their teeth into.  It also gets you more traction outside 
the ‘school bubble’, which can dispel myths, change or enhance perceptions and just simply put your 
school into the conversation at the dinner table. 

Live launch events are my favourite. Reason being is I get to see the look on 100’s of faces all at once. 
It also means you get quick and exponential results. Invite staff, pupils, parents, alumni to a large 
event, always launch around ‘something, give people a reason to see the film other than ‘watch our 
film’.  Choosing a date and event is key. Make it an Open Day event, an all school end of year assembly, 
speech day, the school’s birthday, or whatever. Again, explain why they are to attend, why it’s 
important to you, the school and them! Show it, watch it, like it and share it. It’s amazing watching the 
result. Other forms of Live launch might be TV advertising, cinema advertising, and future live sessions 
where you have a passive audience at an Open Morning. 

Let me quickly touch on schools’ social media presence. There is a VAST array of styles and usage out 
there. It’s up to each individual school to determine its own strategy, tone, and posting rate which 
suits the school’s ethos. What I will now say is if you have 10 Facebook ‘friends’ of the school account, 
please don't expect to (hate this term) ‘go viral’. You need to create fertile ground before planting the 
seed and expecting it to grow. So, a key action point to consider is to grow your social media accounts 
BEFORE launching a film, as in months before, if possible and if appropriate and in line with your 
school’s strategy. 

What is the result? What does ‘success’ in a distribution strategy look like? 

It can be ‘measured’ in views, likes, shares, retweets, and the comments. But then it can be further 
measured as to what it accomplished in more real and yet, sometimes, less measurable terms. I’ve 
heard things like, “we didn't know what that school was until we saw the film, we’re now considering 
it an option for our daughter" and “we’ve seen a massive increase in Alumni engagement and even 
alumni now considering this school for their own children, and the former wasn’t even part of our 
objective!” right down to “sent a shiver down my spine….miss this place!” 

Secondary and tertiary effects may be increased admissions numbers, more donation money, more 
community support; but no matter what the effect is, the film is only bringing the horse to water …. 
it’s the school itself that affects change. 
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About the Company: 
 
Affixxius Films is a multi-award-winning film production company working with commercial clients and 
with the education sector in the UK, Europe, USA and across the world from our bases in the East 
Midlands and London. The same core values of Intelligence, Creativity and Deft Execution underpin 
the huge successes that our films generate for our hundreds of customers. 


