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An Introduction - Miles Latham and Affixxius Films

Managing Partner of Affixxius Films - film production and 
strategy agency based in Leicestershire and London.

Very varied educational background from Maintained 
Primary School to Oxford University.

Affixxius works in both the Commercial and Academic 
sectors, with an approximately 50/50 split between the two 
(based on turnover and project load).

Worked with c. 500 schools in the Academic Sector from 
Dover to St. Andrews and from Montenegro to Bogota.

Televisual Top 10 Agency and TES, Royal Television 
Society, The Drum, CASE, InspirED and EVCOM recognised.

God help you, I’m the buyer, now…



Using film at its emotive best and
the (often) missing concept of context

Part 1:



The impossible job of the school marketeer…

I’ve been doing this a long time now, and I’m starting to see where the problems lie.  School marketeers 
are often asked to do two practically impossible jobs - implicitly or explicitly:

1.  “Go get people…!”

The suggestion that ‘marketing’ is a method of leaping out of 
your sphere of influence and dragging people into your 
school…

…with an advert in Country Life magazine…

2.  “Sort out the marketing…!”

The suggestion that there is a ‘secret key’ to the marketing of the 
school that no-one else has found but that will then live forever…

…until your Head leaves… or changes their mind…



Being pragmatic about buying reasons…

All marketeers have the job to help ‘sell’ their brand - either in terms of instant results on a year-by-year 
basis on with a more long-term brand development and consolidation exercise in mind.

Let’s be pragmatic, then, about about the motivators of those to whom we’re trying to sell.  Buying 
reasons for Independent Schools fall into two distinct categories:

1.  Simple and practical - it’s nearby, we can afford it, it offers ‘x’ that our child wants 
to do, we’re on the bus route, a family member goes there, it’s got better results than 
alternatives etc.

2.  Emotional and aspirational - it felt like home, it felt warm, we thought they’d 
thrive, it felt like a community, we want the best for their future, we liked the people we 
met, we were impressed with the young people the school produces etc.

Film is useless at the first category, but perfect for the second.



Confusing marketing with communications…

Core 
Message

Further Information

Personalised Information

Online / offline journey to action

Marketing 
(emotion)

Communicating 
(information)

Informed and 
motivated

Simple 
entry point

The front-end of your marketing should always be an 
emotive exercise - make people feel something about 
you.  Choosing a school for a child is a fundamentally 
emotive proposition, so we need emotive mediums to 
properly engage…

…this is where storytelling in film comes to the 
fore…

There is far too much ‘looking out of the window’ 
marketing in Independent Schools.  The proposition 
to the outside audience is too similar for this to be a 
valid approach for genuine marketing.  There is 
nothing wrong with ‘work-hard’ content, but it doesn’t 
constitute front-line messaging.



The idea of context

So we accept that we are making important emotional connections with our audience through film, we 
need to add a further level of understanding - that of context and meeting your audience where you 
find them.  The most successful films are based on contextual understanding.

The following things are true whether the school likes it or not:

So, the challenge of using film is to make sense in context, 
now.

People buy from a shortlist of schools, and often at least one of 
the schools on that shortlist costs nothing…
People either have an opinion of you or are happy to form one 
before they meet you - things you think are distinctive may not be 
to the buyer…
People position your school alongside other schools they (think) 
they know things about…
People have things to think about other than schooling that 
impacts on their decision and always have personal timelines 
that you don’t.



Expanding the definition and understanding ‘context’

Schools are insular and microcosmic - to an extent that is part of their charm - but successful film 
campaigns in schools are always based on a command of context, so how are we best to understand 
that…?

Local - how are you seen compared to other schools locally?
National - is your reach is wider, where do you ‘sit’ compared to other schools in your ‘peer 
group’?
International - for boarding schools, in particular, how is your school (or your country/area of 
the country) seen?
Historical - both recently and deeper into the past, how does history impact your context?
Reputation - are you on the up, holding steady or had a rough patch?
Specialities - for good or bad, are you ‘the sporty one’, ‘the caring one’ etc?
Facilities - what capital assets do you have comparatively that could be traded upon or 
should be avoided?
Personalities - we can’t ignore that people running the show often define tone - so how does 
this impact our current context?



Emotional impact, storytelling 
and successful ‘campaigns’.

Part 2:



Is it possible to sound different with film…?

The idea of being different and ‘standing out’ is the Holy 
Grail of the Independent School marketeer - but how 
should we deal with this challenge with film?

“Command the generic.”

Say different stuff, but be 
brutal with yourselves and 

accept when you can’t 
genuinely do so.

Say stuff differently, and 
accept that you’ll have to be 
brave to make a message 

land among the noise.

BINGO
Someone 

describing the 

school as a 

‘family’ or a 

‘community’.

An awkward 

Head of School 

interview.

A science 

experiment.

A montage 

section of 

different 

activities and 

sports. 

A reference to 

educating the 

whole person.

A nervous-

looking kid 

saying it was 

easy to make 

friends.

A sweeping shot 

of a driveway. 

A close up of 

a goal being 

scored in 

football / soccer 

/ netball / 

lacrosse.

Someone taking 

a library book 

off a shelf.

The word 

‘potential’ being 

used.

An older kid 

helping a 

younger kid 

somehow.

A shot of a 

Head of School 

walking along 

a pathway with 

a suspiciously 

diverse group of 

children.



What makes film worth watching…?

There are ideas here that often scare Senior Leadership in schools, but these are the 
central tenets of psychological research that underlies successful brand film.  The 
exact same rules apply to school - if not with more intensity:

Vulnerability
As audiences get more savvy, 

simple ‘gloss’ won’t suffice.  
Show your human side.

Irreverence
There are lots of mediums 

where we can be serious, film 
is a place to have fun.

Spectacle
Audiences like to be 

entertained, especially ones 
who are used to modern film.

If you have one or more of these elements, you have the 
ingredients for a film worth watching.



“Whole Person is the Whole Point.”
Rugby School, Warwickshire, UK

Based on a superb pre-existing language 
formulation of an expression of the school 
message.
The ‘unique’ comes in a combination of 
the language and our visual interpretation 
of it.
Sense of doing something “that schools 
don’t do” has appealed hugely to 
students.

Spectacle: The “wow” factor…

Link:  https://affixxius.com/academic/portfolio/3475/wholepersonwholepoint

https://affixxius.com/academic/portfolio/3475/wholepersonwholepoint


“Whole Person is the Whole Point.”
Rugby School, Warwickshire, UK



“#worcesterisgreen”
Royal Grammar School Worcester, UK

Entrenched marketing between two 
main rivals in a town where neither were 
willing or able to break rank.
Context research showed that influx of 
new residents meant time to shout was 
now.
Embraced as a cross-discipline 
campaign including social, outdoor and 
print.

Irreverence: The “f” word…

Link:   https://affixxius.com/academic/portfolio/3231/worcesterisgreen

https://affixxius.com/academic/portfolio/3231/worcesterisgreen


“#worcesterisgreen”
Royal Grammar School Worcester, UK



“Your Future’s Coming for You.”
Christ School, Asheville, NC

A school with a turbulent past but a 
wonderful recent track record that 
deserves to be celebrated.
Subtle addressing of preconceptions 
around ‘all boys boarding school’.
Astonishing reach with relatively small 
distribution spend once internal 
community were engaged.

Vulnerability: Seeing through the audience’s eyes…

Link:  https://affixxius.com/academic/portfolio/5252/your-future-is-coming-for-you 

https://affixxius.com/academic/portfolio/5252/your-future-is-coming-for-you


“You’re Future’s Coming for You.”
Christ School, Asheville, NC



Trends and Conclusions
Part 3:



Responding to technology or jumping on bandwagons?

There is a lot to be said for being ‘first, second’.

One important rule when faced with technological advances 
ranging from the simple (new social media platforms and 
accessible TV advertising) to the complex (AR, VR, 
clickable content etc) is this:

“Don’t confuse the story
because of your method of telling it.”

The most successful use of film throughout the high-brand 
world (of which you are part) is where simple stories are 
told.  Audiences have a huge amount of content to plough 
through every day - always be conscious of when you could 
tip over into ‘content bombing’.

 



The bit worth writing down…

1. Film is an emotive medium, use it for emotive reasons.
2. Always tell stories in context, and be honest about that context.
3. Don’t think about video in isolation - think about it in campaign.
4. Vulnerability; Irreverence; Spectacle - make it worth watching.



Thank you.  Any questions…?

If you’d like to troll me on Twitter, it’s 
@milesaffixxius.

Miles Latham M.A (Oxon)

Managing Partner - Affixxius Films
01509 815558 [studio] | 07799 410 750 [mobile] | miles@affixxius.com
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