
J O A N  O F  A R C  A C A D E M Y 

Marketing a 
best-kept secret.
Helping a private, fully bilingual all-girls school reach its full potential in 
the National Capital Region. 

Get on the map
Joan of Arc Academy, for girls has a long history in 
the National Capital Region. Established in 1954, the 
kindergarten to grade eight school provides a high-quality, 
fully bilingual education for its students. It is also cost-
competitive with most other private schools in the 
Ottawa area.

Yet, the thriving community of Joan of Arc had room 
to grow. Stiff developed a targeted marketing and 
communications strategy to generate greater awareness and 
increase enrollments. Our initial assessment suggested the 
benefits of a three-pronged approach. We set out to design a 
survey, an environmental scan and discovery sessions to help 
us learn how to improve awareness of the school’s value.

Establishing points of pride

Joan of Arc’s culture was a reoccurring point of discussion 
in all of our conversations with parents and staff. The 
atmosphere was something different than all the other local 

private schools. A point of pride. Teachers are respected but 
still approachable. Students are kind, caring and intelligent 
without being entitled or elitist.

We learned that class sizes are beyond small, students are 
surrounded by staff members who notice more than just 
their presence or absence; teachers notice interests and 
individuality. Peers are more than schoolmates, they are 
allies and friends. And when they graduate, Joan of Arc 
students are critical thinkers, eloquent communicators and 
self-confident leaders. They are well-prepared to face the 
challenges of teenage years and adulthood. The school had 
capacity for more students, but the lack of public profile 
made it difficult to reach them.

Key messages are a critical element of any brand. Joan of 
Arc needed help to develop theirs We also found outdated, 
inconsistent imagery that lacked consistent design guidelines 
and detracted from the school’s professional image. As 
a point of focus, its website was particularly difficult to 
navigate—oversaturated with text and visually unappealing. 
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There were too many calls-to-action and dead links. Updating the 
language and visual assets to create a unified tone and style for all 
marketing and communication collateral would increase trust and 
credibility with existing and potential families alike.

With a clear sense of the school’s strengths and weaknesses, we 
understood that its enrollment challenge had to do with awareness. 
It’s audiences simply did not know about the benefits of a Joan of Arc 
education. Our job was to help change that.

A home at school

We developed Joan of Arc’s new key messages using points of value 
that our research proved distinguished the school from its competitors. 
Understanding that Joan of Arc is both a tight-knit community and an 
academic institution, we suggested establishing its tone to be slightly 
formal but inclusive.

Modernizing the brand

We upgraded the school’s outward facing assets such as logos and 
graphics. From a design perspective, this meant using consistent 
typography. The new visual identity modernized the face of the Academy 
while holding true to its traditional roots. We wanted to create a look 
and feel that remained familiar to students, alumni and parents, 
while renewing awareness of Joan of Arc’s place in Ottawa’s broader 
educational community.

Content for success
After the success of phase one, we agreed to launch phase two.

A full website redesign

Our goal with the redesign was to help convey the school’s warm and 
welcoming atmosphere. To create a look book—a plethora of photos 
that showed both the serious and the silly, the laughter and the learning. 
All other design would be markedly simple to ensure the focus remained 
on the students. We removed the distractions and left visitors with 
one main option: book a tour. Because as long we could get potential 
families to the school, its culture would do the rest.

Video

With video, we set out to showcase not just the grounds and the 
classrooms but also the students who call the Academy home. The first 
video showed a typical day at the school from a student’s point of view. 

A three-tiered 
approach to 
research: 

Survey

We asked a variety of questions 
including how parents would describe 
the Academy, what they valued most 
about the school, and its best and 
worst qualities in their opinion.

Environmental scan

We examined six other local school’s 
websites, social media channels and 
key messages, as well as pricing and 
curriculum information.

Discovery sessions

We held discovery sessions with 
teachers and board members to better 
understand Joan of Arc’s unique 
points of value. They also described 
the school’s perceived strengths and 
weaknesses.
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We made a montage of moments that a student might 
encounter in the halls of Joan of Arc.

The second and third videos presented students talking 
about what they like about Joan of Arc Academy and what 
they want to be when they grow up. Created in both official 
languages, the videos showcase the bilingualism of the 
school and its students. We pushed the videos live on social 
media and strategically placed them on the school’s website 
to optimize views. 

Social Media

We managed Joan of Arc’s Facebook account during our 
work with the school. We frequently and strategically 
drafted copy to use in promotion, both paid and organic. 
Whether it be for an open house, Grandparents Day or a 
science fair, our copy always positioned Joan of Arc as a 
school that cares about the development of the whole girl. 
We mentioned the points of value that we had discovered 
in phase one.

We suggested that the school begin to use Instagram as a 
primary marketing tool. We hosted an in-house Instagram 
training session for a select group of staff and students. 
In it, we taught the basics of the platform, explained the 
purpose of an account for the school and suggested a 
posting schedule. We also provided an instruction manual 
for future use.

Photography

Over the course of our work with Joan of Arc Academy 
we shot, edited and produced over 200 photos. These 
included images of the school and interactions between 
students and teachers. The photos were used on the new 
website, social media and in print collateral to promote 
the school and its services.

“Stiff's innovation, creative 
thinking and flexibility has helped 
us to continue to achieve our goals. 
Our school finally reflects the 
standard of excellence that we 
teach our girls every day.”  
– Brian Lamb

Results
In our first year, we achieved our main goal of boosting 
enrollment—it rose nine percent in the year following our 
work in phase one. At the time of writing, our phase two 
rollout of the new Joan of Arc website had just taken place. 
Our social strategy has proven extremely successful. We saw 
a consistent increase in traffic to the website via Facebook 
visitors.

We received very high praise from the school’s staff, teachers 
and parents about the new website.  Parents especially 
were pleased with the quality of the new site and, more 
importantly, proud to belong to such an incredible school. 
With our support, Joan of Arc has started to better showcase 
itself as a school that equipped students with resilience, 
confidence and a top-tier education.
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