
Your staff has the power to convert prospects into 
enrollments or to drive them into the waiting arms of your 
competitors. As parents investigate your center, they want 
to get a feeling for your staff, because they know it is the 
teachers who will be guiding their child’s development and 
happiness while they are away. Establishing a connection 
with the teacher during a center visit can influence the 
parents’ decision to enroll in your center—or elsewhere. 

Teachers’ impact on a quality experience for the children 
is undeniable, and most of them truly love to teach young 
children. But do they see beyond that? Do they recognize 
their value as your marketing partner? 

If you asked your staff to tell you what their role was in 
marketing the center, some of their responses, might be 
“…to provide a good program for the children,” or ”… to 
smile and say hello to the parents.” Perhaps they might 
say, “Marketing is the director’s job, not mine.” And yet, 
everything your teachers say and do during a center visit 
communicates a marketing message that can impact 
enrollment. In your prospects’ perception, a very important 
part of your center’s image depends upon the way your 
teachers act in their presence.

So, how do you communicate this to your teachers in 
a way that is meaningful to them? And how do you 

empower them to be the best marketing partners they 
can be? What are the best ways to acknowledge their 
performance and build upon it?

Acknowledge Staff Value in Marketing the Center

Begin with a staff discussion of all the ways your teachers 
communicate marketing messages in their everyday 
activities and especially when prospects visit the center. 
Highlight these categories:

 ● the teacher 

 ● the teacher/parent relationship 

 ● classroom environment. 

Get input from your staff on what matters in each category 
and what parents can expect to get at your center.  For 
example, if a teacher does not acknowledge a visiting 
enrollment prospect with a greeting or smile, it can cause a 
negative perception. Spend some time with your teachers 
drawing out more subtleties that can communicate 
marketing messages, such as appearance, attitude, and how 
they how they relate to the children. With this knowledge, 
your teachers can understand how much you value them as 
your enrollment building partners. 

Set Expectations

The next step is to communicate your expectations 
for teachers’ behavior with prospective families. These 
performance expectations might include smiling, making 
eye contact, greeting each visiting parent and child by name, 
having a specific curriculum example to show classroom 
visitors, being prepared to answer parent questions, and 
so on. Let them know how important they are to shaping 
parents’ first impressions and the impact that has on 
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creating the parents’ feeling of comfort and confidence in 
their classroom.

Be clear about what behavior they can expect from you. 
Whenever you enter a classroom with prospective parents, 
here are three things you can do to help facilitate that 
parent-teacher connection.

 ■ Introduce the teacher. Even if the teacher is engaged in 
an activity, you can usually interrupt for a moment just 
for an introduction. If you have coached your teachers to 
smile and acknowledge the parent as they come in, your 
introduction will be a welcome next step. The teacher can 
then respond politely and with eye contact, and perhaps 
even shake the prospect’s hand. Alert the teacher to the 
visit ahead of time, so she/he can personally greet the 
parent and the child by saying something like, “Oh, you 
must be Mrs. Davis, and is this Amanda? Welcome to our 
classroom.”

 ■ Showcase teacher benefits. Briefly tell parents about 
any teacher strengths, such as tenure, special programs 
he/she helped develop, education, or CDA certificate 
achievement. Be sure your comments highlight what 
these mean to the child. For example, rather than just 
saying, “Miss Sheri has been here for five years,” add a 
benefit phrase such as, “…so Amanda will have a stable 
environment and all the early childhood experience Miss 
Sheri brings to her classroom.” 
 
A nice touch is to post and point out a teacher profile 
somewhere within or just outside each room. Profiles are 
usually a one-sheet with a photo of the teacher, some 

educational credentials, 
and some personal 
information, such as 
family and hobbies. I 
have seen some nice 
profiles that include 
the teacher’s favorite 
children’s book or 
a sentence stating 
what they love about 
teaching infants, 
or preschoolers. 
This is a warm, yet 
professional way to 
visually showcase your 
teachers, and it helps 
make visiting parents 
feel good about them 
as potential educators. 
Add a print-out of 
classroom-specific teacher profiles in the enrollment 
packet you send home with parents, so they can share this 
information with others who might be involved in making 
this important family decision. 

 ■ Involve the teacher. It is impressive when a teacher can 
say, “I understand from talking to Ms. Jenny (director) 
that you want Amanda to have educational experiences 
as well as playtime here in the center. Let me show you 
how she will learn valuable skills through our play-based 
curriculum.”  Arrange with the teacher for you to take 
over her role in the activity and invite the visiting child 
to join in, so the teacher can briefly chat with the parent. 
This allows for some focused conversation between the 
teacher and prospective parents.

This kind of support shows your staff how much you value 
them, and how important they are to prospect perception. 
Working together on expected behaviors will reinforce the 
team approach to enrollment building.  

Provide Tools and Training

Give your teachers the tools and training they need to meet 
your expectations of them as your marketing partners. 

Staff marketing tools are those things that help your 
teachers feel like a professional part of your marketing 
team. Examples include business cards on which they can 
write their names, nametags, books and other resources on 
building good parent/teacher relationships. 
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If your center has a real-time communication program, such 
as LifeCubby or Kid Report, let your staff know how valuable 
their active daily use of this tool can be in helping parents 
feel the teachers really care about their feelings and believe 
in the importance of sharing what their child is doing all day 
at your school.

I recently saw a great bulletin board that was a fun reminder 
of teachers as the heart of the center team. There was 
a baby picture of each staff member on one side of the 
board and a current photo on the other side of the bulletin 
board. However, they were not directly across from one 
another. There were long pieces of yarn attached to the 
baby pictures. The instructions on the board suggested 
that people looking at it match the baby picture with the 
current picture of each teacher. In this age of so much digital 
communication, it was amazing to see how many parents 
stood briefly at that board trying to match the baby picture 
of their child’s teachers with their adult pictures. They were 
tacking the strings from one to the other, laughing while 
their children were trying to help them. It created a positive 
feeling and focused the parents on the importance of the 
staff.

Training your staff to be your marketing partners is an 
important director role in building a strong center team. 
Some of your teachers may be initially uncomfortable in 
performing the expectations you have of them during 
prospect visits, and others may even feel having parents 
in their classroom is an intrusion. Training techniques that 
will give them skills and confidence include reviewing 
exactly how you will inform them of classroom visits and 
how you want them to greet parents and visiting children 
who enter their classroom. Give them guidelines for what 
to say. Remind them what your role will be while they 
engage with the prospects. Role play with them until they 
are comfortable with the process and can add their own 
personal touches. 

Once you have practiced with your teachers how they 
should conduct themselves in enrollment building activities, 
observe them in action. When a teacher does a good job on 
the phone or during an enrollment visit, compliment her; 
then arrange for her to share her experience during your 
next staff meeting. This modeling empowers the teacher 
and makes others aspire to achieve those same skills, which 
ultimately will filter down to their actions with visiting 
parents. Be patient with training and coaching. Building a 
team—especially a marketing team—takes time. 

Recognition and Incentives

Recognition is something unexpected you give to your 
teachers in appreciation for expected behaviors. Rewards are 
an opportunity for you to show appreciation in a concrete 
way to a staff person who has gone beyond what the job 
requires. Rewards are presented only periodically, whereas 
recognition should be ongoing. 

One easy way to show recognition for deserving staff 
members is to designate new titles. Perhaps someone 
becomes a “marketing team leader,” with specific 
responsibilities to help train new teachers in expected 
actions with visiting families. Another is to send a simple 
“Woohoo” note to a teacher about a job well-done with 
a visiting parent who enrolled a child. Flowers or an 
unexpected thank you note and lunch treat in the staff room 
are other ways to show teachers you appreciate expected 
behaviors with visiting families.

While recognition acknowledges small steps toward a goal, 
rewards are concrete acknowledgements of the achievement 
of a goal. Rewards are often tied to incentive programs. 
Incentives are those contests and programs that are vehicles 
for achieving a specific level of performance and the rewards 
that go along with them.  

Enrollment-building incentive programs I’ve seen work 
with staff are a smile contest, an FTE retention or growth 
contest, and a frequent flyer concept. Every time this director 
caught one of her teachers being a good enrollment-
building partner, she gave them a token.  They accumulated 
tokens until they reached the level where they could 
exchange them for extra curriculum materials, professional 
development classes, cash, or some other reward that was of 
value to them.

As you work with your staff to build an effective team of 
marketing partners, remember your staff does not have to 
be good to start, but they have to start to be good. It’s your 
job to help them become more skilled and confident. 

When you make your staff your marketing partners, it 
presents you as a strong team of friendly professionals. That 
feeling relayed to a visiting parent will help them make the 
decision to become your next enrolled family.
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