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GROUND
WORK

Before you start any marketing, it is

important to do some groundwork.

You want your marketing to be as

effective as possible, time is critical in

our role, so creating a marketing

strategy is important. This will enable

you to really target your marketing for

the best return on investment and

save you time in the long run. 

Without a strategy, you will end up marketing for

the sake of it, with no real aim or process. By

having a clear picture of who your target

audience is, what they want and what your goals

are, you will achieve far greater success.   

Why? Why do you want to

market your business?

Who? Who is your target

audience?

What? What are you going

to share?

Where? Where are you

going share?

When? When are you going

share?

But how do you put a marketing strategy

together?

Start with the 5 W's

1.

2.

3.

4.

5.
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Why? Why do I want to market my setting?

 Who? Who is our target audience?

What? What are we going to share?

Where? Where are we going share?

When? When we you going share?

REFLECT
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The above process demonstrates the cycle you might want to use to ensure your

Marketing Strategy is as effective as possible. 

Start with setting your targets; what do you want to achieve and how are they

aligned with your overall business objectives? Having a target is important, it

gives you a focus on which to decide how to develop the rest of the process. 

It is important to know how you track the effectiveness of your marketing

strategy. How will you know what is working and what isn't? 

Here's an example: 

Start by writing your 3 business objectives, marketing goals and the metrics you will use to

check the effectiveness of your actions. 
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Marketing Strategy

 Process

Set Targets Determine target 
customer

Determine
Platform

Create great 
content

Share Content

Measure success

Refine

Setting Objective Marketing Goal Metrics

Grow Setting Brand Increase visibility and
awareness

10% increase in page
followers

Turn current parents into
brand ambassadors

Increased engagement 70 % email newsletter read
and 40% clicked

Increase enquiries Conversion from follower to
enquiry

30% increase in enquiries
from social channels



Once you have set your targets, make sure you know who your target customer

is. Work through our segmenting and profiling toolkit to do this. 

Next determine your platform. Will you use social media such as FB, Insta,

Linked In or newer platforms such as TikTok? What about email marketing and

your website? 

Perhaps you have a nursery management software such as Blossom

Educational, which allows you to share content?  

Are you going to use all or some of these options? 

Can you segment your customers based on which platform they are most likely

to use? 

How well do you know that platform and how to make the best use of it? 

They key is consistency, so make sure you use a platform that your customers

are using and that you know how to use - or you know someone who does! 
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https://www.thekeyleadership.co.uk/preparing-to-market
https://blossomeducational.com/
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When looking for an early years setting for their child, one of the first

places a parent will turn to is their laptop or phone. There a variety of ways

you can market your setting online without a big budget or a degree in

computing! 

ONLINE  MARKETING

Create a website. This can be done cheaply and simply with software

such as WordPress or Wix. Showcase your USP's, use original photos

and shout about the amazing activities you do with your children.

Include parent feedback quotes, videos and make it original and

exciting

Make sure you can be found on Google and Google Maps

Check out your LA's listing on their website and get yourself on there

List yourself on www.daynurseries.com and ask parents to leave

reviews

Create a FB, Inst and LinkedIn profile for your setting

Share your social media platforms. EG, find a local playgroup FB page

and ask to share your information on their page and vice versa

Be active in online parenting groups, offering advice to parents

Create a virtual tour of your setting

Use TikTok to showcase your environments

Write thought leadership posts and articles for LinkedIn

Share stories and images on Insta



Host an event at your setting.; Perhaps a teddy bears picnic, summer

BBQ, Easter egg hunt or Christmas party. Invite the community along

to join in with fun activities and see how wonderful your setting is! 

Collect parent data at these events so that you can contact at a later

date or send email communications with further  information on

events or offers

Advertise with simple and inviting flyers, in your local shops,  coffee

shops, community centres, schools and libraries. 

Find out if your community has a local free paper or magazine and

advertise in there. Sometimes you can get free advertising by sending

them an interesting article  or sharing a story about your setting

Speak to your local radio station, invite them to attend your events

and they will often advertise this before hand too. 

Have a stall at community fayres, offering information, giving our

balloons , or maybe manning the first aid or lost child tent. 

Attend local toddler groups and stay and plays. Chat with the families

and find out more about them., passing on your information and

gathering theirs
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Most families choose a setting that is within their local community. This is

where those families also hang out in their spare time. Making

connections in the community is an important part of your marketing

strategy. 

COMMUNITY  MARKETING



Turn your current families into ambassadors. Ask them to be on

interview panels, to support new family's settling in, to help with

events and to be part of a parent network. 

As ambassadors to be part of your nursery tour

Create social media content through video interviewing current

parents, encouraging them to share why they use the setting

Host stay and plays in your setting and ask current parents to bring

along a friend or two. 

Ask parents to share your social media posts with friends and invite

them to like your pages and profiles. 

Offer a referral incentive - perhaps a small gift or a % off their fees if

they refer a friend that makes a booking

Create a referral 'raffle', whereby for each person they refer they get

an entry into a prize draw for a lovely prize. 

Offer a sibling discount or family offer for new family starters. 
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The best method of marketing your setting is word of mouth referrals. 

 Parent buy from parents. They will ask about their opinions on their

childcare setting and whilst this positive referral is great, negative news

will travel twice as fast! 

WORD  OF  MOUTH
MARKETING



Use quality accreditations to boost your reputation and show how

important quality is to you. Schemes such as the quality counts mark,

or Millie's mark will demonstrate your commitment to high standards

Use a parents notice board to highlight the importance of training

and skills updates. parents want to know your staff are well trained

and keep their CPD well up to date

If you use a certain ethos or curriculum, tell parents about it. Perhaps

you are a Montessori setting, or you offer forest school activities.

Often parents don't really know what this means in practice for their

children, so tell them the benefits and what their children will gain

Use  software that shares the child's journey with parents. Many

parents' use technology all day long, so knowing they have up to date

information about their child at their finger tips will be a real selling

point for you. 

Make sure your offer aligns with community need. Use our profiling

resources to help you with this

Be flexible. Many parents work flexibly and will appreciate a flexible

approach to childcare. 
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The early years sector is very competitive, with lots of options available to

parents. Many parents will visit multiple settings, so show what you do

well, how your setting is the best choice for their child and why choosing

you is the best option. 

KNOW  YOUR  UNIQUE
SELLING  POINTS  (USP 'S)

https://www.thekeyleadership.co.uk/members-bundles


Use your management team - deputy managers, floor leaders, room

leaders - as support. They want to help and are all most likely looking

for an opportunity to show you just how brilliant they are. 

Delegate based on strengths and skills. Your deputy my be amazing at

setting tours, or a practitioner that can build your website. 

Reach out to other setting leaders and ask for their advice and

support, maybe even working together

Find a mentor or coach. Having someone who you can discuss ideas

with  who has been there and knows the sector well is so important.

This can save you in time and money in the long run. 

Have confidence in you. You are in this role because you have the

skills needed to do an when it all gets a bit much (as it often does)

reach out within familiar groups and let off a little steam, have a bath,

go for a run, whatever floats you boat. Just know that you are not

alone and not expected to do this alone. 

Remember, you got this and we got you

The Key Team 
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Being a leader is not about doing all the hard work on your won. The

biggest part of a leaders role is to encourage, train and support other

leaders, so how can you do this if you don't give them opportunities to

lead? 

DON 'T  DO  IT  ALL  ALONE

https://www.thekeyleadership.co.uk/post/what-is-an-early-years-business-coach

