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About
MTM Consulting

Foreword
MTM Consulting

MTM are experts in independent school
marketing. Over five decades, we've
worked with hundreds of education
providers and researched thousands of
Industry professionals ond porents,
providing valuable data Insights and
detailed market reseorch and analysis
to help leadership teams mcks
decisions to market their schools
effectively,

we offer unigue data-driven insights
that allow schools to fully understond
thelr current and future markets, and 1o
toke evidence-bosed decisions to
inform their business strategu.

The fundomental challenges facing
grganisations within the education
sector remain the some, despite the
aver-changing political and economic
landscapes: understanding thelr
markets and how these will chaonge in
the future, and demonstrating the
ability to develop and cdapt the
business strategy to survive and
succead, The politicol and economic
factars make these requirements more
important now thon ever befora.

with MTM Consulting's support, schools
and grganisations have the best chance
to thrive and 1o deliver the educational
sarvice their markeat needs

Qur high-guallly services incluae:

e Cotchment analysis

« MNon-joiners surveys

» Parent surveys

= Mystery Shopping

« Stoff satisfoction surveys
« ‘Wider rmarket research

= Feosibility studies

+ Fee elasticity aonalysis

» Mergers and acguisitions
= Alumni engogement

For more information please call
Q1502 722787 or emall
office@mtmconsulting.couk

CONSULTING

Cnce agoin, MTM Consulting has
tearmed up with AMCIS 10 repeat our
ground bBreaking research into staff
morale in the independent school sectar,
and we are lacking forward to launching
the findings al their annual conference

we gre delighted to have also worked
with IDPE this year to expand the
Deveiopment section,

I'm pleased to say thot this yeor we hod
even mare response than in 2023, This
represants over 15% of Independent
sthools taking part in the survey

This year we hove concentrated our
guestions on Marketing, Admissions,
Communications, Developrment and
Alumni roles and how confident staff are
in their ability to carry out their roles
etfectively, and Iny the future of the
sector, Live throughout April 2024, topics
within the survey included:

-Abllity to keep ahead of the latest
developments in the sector

~Ability to recrult effectively into key
roes

-Confidence in the support from key
colleagues

-Levals of strags fall

-How valued they felt in their roles
“what the future holds for the
inglependent sector,

we will now be working with our sector
colleagues and the team gt AMCIS to
ensure that issues highlighted by this
survey are roised with schoal
lecdership teams.

| hope that you find it a reflective and
wizrthwhile read that provides regl food
or thought about the future of cur
sactor.

James Leggett

Monaging Director
MTM Consulting




About
AMCIS

AMCIS is the Associotion for Admissions,
Marketing and Communications In Independent
Schools,

It's aur mission to help independent schools thrive
by odvancing professional expertize in
adrmissions, marketing and communications In a
triendly, supportive membership community.
we've been serving the independent school
sector for over 25 years and have over 500
rmember schodls acrass the United Kingdom

Many people know us through our highly popular
vaconcies service, which encbles independent
schaols to recruft from o wide pool of talented
Inclividuals.

Membershig offers many benefits, not least
support and advice, discounted rates at our many
training and professional development events,
and the opportunity 1o study for our own diploma
gualifications, the highly specialised AMCIS
diplomios In Schools® Marketing and School
Admissions Managearment, Qur members el us
they value the professional contacts, new ideas,
and sense of reassurance they gain from the
networking we facllitate.

we Belleve in a friendly, supportive approach to
combaot professional isclation ond ensure that
everyone, whatever thelr starting paint, feels they
can learm with us. Time and again, our memiers
=gy that AMCIS membership means they no
longer feel olone

Yisit us atl wwwoamcis.couk

St AMCIS

Admissions, Marketing and Communications
in Independent Schools

Foreword
AMCIS

Supporting the efforts of school
gdmissions, marketing, and
communications teams constitutas the
core mission of AMCIS, o task we
undertake tirelessly day after doy, Through
regular engagement with both our
members and a conslderable number of
non-rmembers, we gain valuakle insights
into the landscape of independent schools
and how they are faring.

It's intriguing to amalgamate this
anecdotal knowledge with the insights
gleaned from The Confidence Index,
forming a comprehensive understanding
at the sector's health and the individuals
responsible for its marketing and
admissicns, regardliess of their diverse
roles and titles. we're thrilled to contlnue
collaborating with MTM to brogden the
reach of this survey, culminating in the
unveiling of the latest findings ot the AMCIS
2024 Annual Conference

This year, it is no surprise to see
affordabliity at the top of schools’
concerns, closely followed by wellbeing,
Howiever, it 15 disconcerting to read that 9
thirg of respondents consider their schoois’
commitrment to EDI not ta be as rigorous
as professed Econcmically and otherwlse,
this is completely lllogical; robust EDI
proctice hos immense potential to
positively impact recruitrment and
walbeing.

As the sector faces nurmercus strategic
challenges ahedd, the support tor
those steering school admissions and
safeguarding reputations becomes
imparative. AMIIS eagerly anticipates
continuing 1o provide thosa in
adrmissions, marketing and
cammunications roles with essential
training, avenues for professiona
grawth, ang plattormns for the
exchonge of Ideas and best practice.

Tory Gillingham
CEQ
AMCIS




he Survey

The Sample:
L ocation

Alrricist half of respondents work In
schoots in the South East, whilst 16% are in
schocls In the South West This Is a similar
weighting across the reglons 1o kast yeor,

South Eqst
South wWest
MNorth East
Wwest Midionds
East of England
East Midlands
Scotiand

Morth West
Internaticnal




The Sample:
Number of Students

Schools with over 600 pupils once ogain
represent just over half of respondents
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201-300
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The Sample:
Year Groups Covered

o /7
69%
/1%
3 /7%
3070

Wwe then asked which sections schools
covered, with three quarters covering Prep
age ond close to 90% coverling Senlor
aged pupila 41% of respondents are from
schools that are oll thrawgh (nursery to
sixth form).

Pl Lir sy

Pre-Frap

Prep

Senlor

Si¥th Farm



The Sample: The Sample:

Day School vs. Boarding School Job Role

# Markefing 5
o Admissions 3
Communications 4
Development 5
Alurmni Belotions i

o Both &0%
e oy 5
Boarding %

Over half of schools describe themselves as [ his'year we hove expanded the Maorketing and Admissions staff continue

both ooy and baarding, whiist 35% were Marketing, Admissions and Developmant o make up the mojarity of the
day schools. This 15 a slightly larger related roles surveyed, and are no langer respondents

prapartion of ‘both’ compared to 2023 and surveying Heads and Bursars.
2022, with a lower number of day schools,

External Relaticons 1



The Sample
Length of Service

|
+0
7
2
e
<= ¥ ¥ear

How lang thay plan to stay
in the rale

& <fysar

e 1-2 years

» 3-5 years

® 5 yedrs

® MNo answer

1-2 Yeors - EY¥ears &1 Years T+ Yeors

o larsg They hove Baen In The fale

Of the stoff who have been in post for
3.5 years, a third plan to stay another
3.5 years. However, of those who
have been in post far up 1o two years,
4% intend 1o leave within 2 yeors

Confidence Index 2074

Research by the LV-=
stggests the average
length of service in
England is five years

A high proportion of
new team members
look t@ move on in ¢
SHOIt SpdCe of time.



The most important area your
school needs to focus on

B Baon

bhe shifting prioritisation
of issues like EDI and
Sustainability during
challenging times implies
they are perceived as
ancillary rather than core
‘concerns.

‘while pupil and staff wellbeing continued to be extremely
Impaortant, offordability Is now the most imporiant issue,
with over 0% of respondents selecting this aption,

ED! and environmental sustainakility hove both decreased

In imperiance in 2024 compared to 2023, os hove
developrment projects,

Confidence Index 2024




The Marketer:

Marketing

O e ‘ g 4 ‘wiz undarstand the profile of formilies: that live in our

catchment areo

e ara confident abaut recroitrg kacally and Cwhers

- ‘ . apprapriale) intematianaliy
: O | | l I | | U ‘ | I C Q I O I | S W ko o our Compeditor schodls are Torirg in r&rms

al siuclent rec |'|_||r|'r'|E,:|'|r Qg relenlicon

Chir achital's redarkels ara st Gl <anicd Fard ||'.|,|

" [
O I I ‘ | | ‘ ; ; ‘ O ‘ \ S D sctotd hios more popils ool than kst gear

Im the majanty af rrarketing toctics we employ, we rack
R etiectiveny

Weacnvely nurtuneg relofionships with oo coilickns
TIPS, Councilois ehd)

e Strongly Agree e Agres » Meither agres or disagree
e Disagree e Strongly disogree

n the whale Marketers still feal they understand their
lacal farnilies, with an increase in understanding their
competitors positions as well

However, they hove far less confidence In the health of
the market. Lost year, twe thirds of marketers felt their
markets were strong with this figure dropping to under
half this year,




The Marketer:
About me

BAck of understanding
irom teaching staff around |

the value of a strong e e
marketing team has beer
raised since the Confidence B
Index began in 2021. A
significant proportion of i momm——
Marketing, Admissions and PR
Communications staff i
con finue to fee] o e "““"“ "Aw'rium'w
U I,.] S U p p O r_t, e d | | ke 1o undertales all of the octivities reguined

| el | hove @ geed work-life hakanoe

| rarely feel sressed of onxious ohowt my e and
winkiand

e Strongly Agree e Agree s Nelther ogree or disogree
o [Disogree e Strongly disagree

Focussing on themselves, os per the 2023 Only a quarter of marketing, odmissions

results, most are canfident they have the and cammunications staff responded thot

skills to do their jobs and to Implement they rarely feel stressad, although thisisa

appropriate strategies. They enjoy working  small impravement on last year's results

I their school and know how to use data in - Only one third feel that they have o good

their roles, waork lite bolance, and that teachers
understand the volue of a strong marketing
Teqm.




The Marketer:

My Department - | have;

e sl Figures show that
representation on SLT is

pecoming more common

S for Marketing,

Admissions and

T Communications.

e marketing rechrolgy we need
ioreale and share content cgitally

representation an the Senlcy Leadership Team

Those without this
representation should

e Strongly Agree e Agree s Neither ogree or disogree Contlnue to OdVOCGte for
 Dsagres » Suongldsogres ' their inclusion.

Less than half of stoff working in Marketing,
Adrmikssions and Communications teel they hove the
resources (staffl, CPD o budge!) 10 oparale
affectively,

Happlly 61% hove representation on Senlor

Leadership Teams, although o third remaln
unrepresent=d at this level

22 Confidence Index 2074




The Marketer:

Recruitment




The Marketer:

My Budget has..

The Marketer:
Context

& increqsso
® cloyed the some
decragsed

A R = i | = - el e,
[hree-guarters of budgets have either een

cut or stayed the same, whilch gliven the fact
I

costs have risen adross the Doord, 15 a Cut ir
i

real terms.

& support stoff E1%

s Ocdmin stoff
business oparations 6%

s Other A%

Other responses Included nan-teaching
stoff, and there were plentny of comments

ground perceptions of being less valued

S R



The Marketer: The Marketer:
Marketing Tactics Inspiration
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Thiz is o new question for 2074, Despite the Inspiration comes from both within and

shilft o digital, print remalns strong In schoal outside of the sector. Warkshops from

markating organisations such as AMCIS also play
on important rale.



Equality, Diversion & Inclusion

Our school is actively committed (and Eq U G I itg, d i Ve rS |T g O A d
ur:r-allrjl |Er;:9"ge;:::J1-11-fl:irjdll'rnnj::l in CI U S | O n ( E D I) S h O U | d b e

Qe schanl is actively committed (ond

taking pastive steps) to incrensing Ot t h e' h e G rt Of e Ve r gt h i n g

diversity In the Senlor Leadership Teom

Cur sehaol is actvely committed G SChOOI dOES, GS O place

(gnd taking positive steps) to
Incremsing diversity in the

of education, a business
Rt and an employer.

Impravernat

‘while well over holf of respondents feel
that their schoals are committed to
Increasing diversity generally within the
staff, this number drops consigerally in
referance ta SLT and Governors.
warryingly one third feel that their school
simply pous lip service 1o ELY,

Confidence Index 2074




The Development & Alumni Office

De\/e|0pmem About my school context

Cur sehoal hiog & clear pan far
managing oumni engaogement

peteritial neks
a0 minimise therm
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& Strongly Agree

e Disagres

2veloprment and ]

me mare mixed in the
le1st 12 months. There is less confidence in strengths and opportunities
alumni engagement and preparing puplls

to become part of the alummnt commiunity




The Development & Alumni Office
Fundraising

The case for support is
the cornerstone of
fundraising activitu.
Without a clear
understanding of why @
school is raising money it
s difficult to make this
case for support
compelling.

e Strongly Agres e Agree MNeither agree or disagrae

e Disogree e Strongly disogres

Wwhen acked obout expectations and
targets, maost are happy that these are
reasonable. However only two thirds are
confident In the fundraising strategy - from
understaonding what the mioney is for 1o
reqaching their goals




The Development & Alumni Office

About me

Development & Alumni
and Marketing &
Admissions staff feel
similarly high levels of
stress and anxiety. Given
the proven impact that
workplace culture has on
stress levels, aadressing
the perceived division
between different sectors
of the school may foster o
More cohesive and
supportive work
environment.

® Strongly Agree e Agree Nelther agree or disagree

e Disagres e Strongly disogree

Generally respondents feel they hove ocoess
i and supparted by leadership, to the resources they need ta fulfil their role
d their staff, although there 15 effectively.
understanding of their rale
triom the wider schiool community. Stress and anxiety hios Increqased among this

quarter able to say they rarely feel stressed
Or Qrnxlous




The Development & Alumni Office
Equality, Diversity and Inclusion

There is more contidence
N their schools” ability to
make real change in the
realm of Equality,
Diversity and Inclusion
among Development &

| Alumni staff than among
Marketing & Admissions.

™ f;hl-]n.;;]h__{ AQres e ;‘1'-,|;]r'EE Meither agres or |:IE=_'-'.r'_'||;r'-EE

e Disogree e Strongly disogres

Develoorment and Alumini staft were more
positive about progress on Equality,
Diversity ond Inclusian, B5% of respondents
dlsogreed that their school talked o lat
about the subject but did not make
Improvements,

8




The Development and Alumni Office The Development and Alumni Office
Team Recruitment INspiration
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[here is on even spiit Detween Inspiration comes from both within and
Developmeant ond Alumnl Tearms struggling outside of the sector. Warkshops olso
b recruit and recruiting eaally, A third-of play an impartant role with o number of
respondents feel that they losea staff 1o respondents naming the IDPE as a
outside of the sector. The resulis were valuable scurce of training

similior across oll regions




The Development & Alumni Office

The Future

e Strongly Agres e Agree MNeither agree or disagrae

e [izagres

Threg guarters of schodls are actlively
looking at developing their commercial
activities to generate maore income, with
over holf also looklng ot moving thelr

e Strongly disogree

Many schools are
exploring new income
streams to help balance
budgets that are under
severe pressure. With
schools employing their
sites for educational
purposes only 55% of the
year, this leaves ample
room to generate funds
from rentals.



Looking Ahead

& et There is concern for roll
R numbers next year. In
o i pdisdoby 2023 Marketers showed
more positivity here than
they have this year. This
e IS perhaps due to the
later timing of the
Confidence Index 2024,
closing after most offer
acceptance deadlines.

O rall numbers for 2024,725 will
b highesr thom the current year

Ower 75% of respondents feel they now Perhaps unsurprisingly given the current
hiove to work harder than ever to compete climate, two thirds find It Increasingly

with state maintained schools whilst only a difficult to encaurage parents to choose an
quartar were confident about an increase Indapendent education,

in numibers for next year.

Confidence Index 2074




Potential vertical or
horizontal integrations

407
40%
2170

L 40%
L 40%
@D
20
17
8

G

&

The biggest change this year is in the
number of schaals considering apening a
nursery, which has almost doubled since
2023, There Is alsa on Increased Interest In
international optians.,

46

Perging with other schacls

Cipening an internotional compuas

Extending tp Pregp

Exterding to Pre-prep

Extending to Skth Farm

The number of schools considering rmerging
is consistant with last year's figures, which
were o substantial rise on the 18%
considering such o move In 2022

Confidence Index 2024

At MTM Consulting, a
@rge part or our work
IS On business strategy,
nelping schools
Unaerstand the various
options. These results
pear out the increase we
have seen in schools
IOOking At mergers and
gieguisitions as a way of
combatting increasing
runnNing Costs.
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