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The School Visit
Is No Longer a Formality. It's Your 
Strongest Admission Strategy.



EVERY PARENT ARRIVES WITH

THE DIFFERENCE

INFORMATION EXPERIENCE EMOTION DECISION=

SCHOOLS PREPARE FOR 
THE QUESTIONS PARENTS ASK.

GREAT SCHOOLS PREPARE FOR 
THE QUESTIONS PARENTS NEVER ASK.

TWO CHECKLISTS

These are the ques
tions parents openl

y ask 

during the campus 
visit.

Curriculum & Board

Fee Structure

Transport

 Sports & Activities

 Academic Results

 Safety Measures

 Teacher Quality Teacher Quality

 THE VISIBLE 

CHECKLIST These questions are rarely spoken—but almost always answered.

THE INVISIBLE CHECKLIST

vs
Does this school feel welcoming?
Will my child be happy here?
Do I trust the people in this school?
Do I trust the leadership behind this
 school?
Can I picture my child growing here?
Does this environment justify the
Does this environment justify the
investment?
Will my child truly belong here?



THE
EXPERIENCE GAP 

A Warm Welcome

Conȥdent, friendly staț who greet

 & guide

Happy, Engaged Students

A Vibrant Learning Environment

Personal Attention

Most schools focus on attracting more
enquiries.

The best schools focus on delivering an experience 
that matches their promise.

Expectation + Consistent Experience Expectation – Experience

Long 
Waiting Time

Unclear 
communication

Empty or
Silent 
Classrooms

A Routine 
Campus tour

A Generic 
Admission 
Process

What Parents Expect vs. What They Actually Experience

Every advertisement creates an expectation. Every 
campus visit either strengthens it—or breaks it.

“ “

TRUST DOUBT

vs



THE DECISION ISN'T

MADE IN THE 
PRINCIPAL'S OFFICE.
It's inȨuenced by everyone parents meet on your campus.

PARENT
DECISION

WHO INFLUENCES THE
  Reception Team

Creates the ȥrst emotional 
connection. 20%

FINAL DECISION?

Teachers
Build conȥdence 
in learning.  20%

 Students
ReȨect the 
school's culture.  15%

 Security & Support
 Staț
Demonstrate safety 
and discipline.

15%

Infrastructure & 
Environment 
Clean washrooms, quality mess, 
well-kept hostels & activity spaces.

 20%

Admission 
Team  10%Turns conȥdence into 
commitment.



A new framewo
rk encouraging

 stronger paren
t engagement 

throughout the
 academic year

.

NEW DELHI

CBSE Introduc
es

Parenting Cale
ndar 

2026–27

Source: CBSE · 
Parenting Calen

dar 2026–27

CBSE's latest initiative sends 
a clear message:
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How vision turned a temporary
 shed into a future-ready school.

FEATURED LEADER

Dr. Niyati Chitkara

In this EduVoice conversation, Dr. Chitka-
ra shares how the school grew from just 7 
students in 2005 into an institution built 
around innovation, real-world learning 
and future-ready education.

Started in 2005 with just 7 students in
a temporary shed.

7 → 2,700+
20

Students

Patents ȥled by students &
teachers

 Future-Ready Learning Spaces

Recognised for Innovation in School
Education

WATCH THE FULL CONVERSATION

EduVoice by Mediagarh
From 7 Students to 2,700

FROM THE CONVERSATION
AMRITSAR

LEARNING NEVER STOPSBorn and raised in a
family that valued learning.

TEACHER AT HEART
Started teaching younger students
 while still in school.

LIFELONG LEARNER
Commerce, B.Ed., M.Ed., PhD
A commitment to continuous learning.

GLOBAL EXPOSURE
Of IO people globally selected
for a Gates prograrnrne in 2014.

EDUCATION AS A FAMILY
Her husband and children supported her
journey of continued learning.
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Education + skills + experience
 = wisdom.

EXPERIENCE MATTERS
Learning should connect
with the real world, not stay

inside textbooks.

PEOPLE BUILD SCHOOLS
Infrastructure helps—but
teachers, teams and parents 
make the dițerence.

3 IDEAS 



POSITION → ENGAGE → ATTRACT → CONVERT → SCALE

01.POSITION 02. ENGAGE

04.CONVERT 05. SCALE

ADMISSIONS

03. ATTRACT
 Strengthen how 
Bodhi is presented 

digitally.

 Create stronger 
creatives and a 
focused admission 
landing page.

 Optimise what worked 
and carry the learning 
into the next admission 

season.

The ȥrst season established the 
growth foundation.

Turn school life into 
consistent social and 
video storytelling.

 Improve SEO and reach 
high-intent parents 

through Google & Meta.

WHERE WE ST
ARTED

A strong scho
ol that wasn't g

etting enough
 digital 

visibility. The k
ey gaps were

Low Search Vi
sibility

Inconsistent S
ocial Presence

Underperform
ing Campaign

s

Untapped Sch
ool Stories

Relevant searc
hes weren't co

nsistently bring
ing

Bodhi in front o
f parents.

School life, ach
ievements and

 events weren'
t being

 communicate
d with enough

 consistency o
r impact.

Google and Me
ta campaigns w

eren't generati
ng

 the quality of e
nquiries the sc

hool needed.

Events and eve
ryday school e

xperiences had

strong storytel
ling potential—

but weren't be
ing 

fully leveraged
.

YEAR 1YEAR 1



FROM 165+ 
TO 200+
HOW THE SECOND YEAR 
RAISED THE BENCHMARK.
Instead of starting over in Year 2, Mediagarh built on 
the brand visibility, content system, audience insights 
and campaign learnings created during the ȥrst 
season.

A structured content calendar, reels, stories, student 
moments and behind-the-scenes content made Bodhi's 
digital presence more consistent and alive.

 Admissions 
Across Two 
Seasons

 Families Engaged 
Through Oȡine 
Events

 Organic 
YouTube 
Views

 Increase in 
Instagram
 Reach

 Increase in 
Social 

Engagement

WHAT WE DID DIFFERENTLY THE TWO-YEAR IMPACT

365+1,000%

20K+

165+

500+

563%
SOCIAL MEDIA REVAMP

taking the The result:
two-season total to 

Sports, graduation and school experiences became 
authentic visual stories that helped parents experience the 
brand before visiting the campus.

STORY-LED VIDEO

Google and Meta campaigns focused on high-intent parent 
audiences, stronger lead quality and ongoing optimisation.

PERFORMANCE MARKETING

Search optimisation around relevant terms such as “best
 international school in Jodhpur” strengthened organic 
discoverability.

SEARCH ENGINE OPTIMIZATION

School USPs, testimonials and simpliȥed enquiry forms 
created a clearer journey from advertisement to enquiry.

Bodhi didn't just generate more admissions.
It built a stronger, more visible and more consistent school brand.

The partnership moved from ȥxing individual digital gaps to creating a connected growth system across 
content, search, advertising, storytelling and conversion.

CONVERSION-FOCUSED LANDING PAGE

THE REAL RESULT

YEAR 1

200+365+
YEAR 2 TOTAL

ADMISSIONS

→

→ →

→



DON’T WAIT FOR 

SEASON

THE NEXT
ADMISSION 

FIVE MONTHS. FIVE PRIORITIES. 
ONE STRONGER ADMISSION SEASON.

BUILD FOR IT.

FIX WHAT PARENTS SEE FIRST
Review your website, Google presence, social media, 

reviews and admission journey.
Ask: Does our digital presence reȨect the 

school we actually are?

TEST YOUR ADMISSION JOURNEY
Call your own school as a parent. Submit

 an enquiry. Visit the campus.

Check: Response time · Counselling · Follow-up 
· Campus experience

TURN EVERYTHING INTO ONE SYSTEM
Align marketing, counsellors, leadership and 
follow-ups around one clear admission plan.

Track:  Enquiries → Visits → Follow-ups → Applications
 → Admissions

STRENGTHEN YOUR SCHOOL STORY
Deȥne what makes your school dițerent and start

 communicating it consistently.

Focus:  Student stories · Teachers · Leadership 
· Campus life

BEFORE THE SEASON HITS,
MAKE SURE YOU CAN ANSWER YES

PREPARE TODAY.
LEAD TOMORROW.

BE WHERE PARENTS ARE LOOKING
Strengthen SEO, social content, videos and targeted 

campaigns before active enquiries begin.

Are we visible?
Are we trusted?
Is our experience seamless?
Is our team prepared?
Are we ready to convert?

Goal:  Build familiarity before parents start
 comparing.



IS YOUR SCHOOL
READY FOR THE NEXT 
ADMISSION SEASON?

15 QUESTIONS. 15 POINTS. FIND OUT WHERE YOU STAND.

Can parents easily ȥnd your school on Google?

Does your website clearly communicate what makes 
your school dițerent?

Does your school rank for important local searches?

Are your Google proȥle, photos and information up to 
date?

Does your social media reȨect the real quality of your 
school?

Are student achievements and success stories 
shared consistently?

Do your Google reviews build parent conȥdence?

Is your leadership visible and communicating with 
parents?

Are enquiries answered quickly?

Does every parent receive proper follow-up?

Do counsellors communicate conȥdently and 
consistently?

Does your campus visit experience match your online 
promise?

Do you know where your best enquiries come from?

Are you tracking enquiries → visits → applications → 
admissions?

Do you have a clear marketing and admission plan for 
the next 5 months?

12–15 7–11
READY TO SCALE

0–6
Your foundation is strong.

Now turn it into greater admission growth.

GROWTH GAPS ACTION NEEDED
Some parts are working, but important gaps 
may be costing you parents and enquiries.

Your next admission season needs 
preparation now, not when enquiries begin.

CHECK YOUR SCORE



TEAM
MEDIAGARH


