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Introduction 

The Village School (TVS)  is a K- 8 arts-integrated charter school in Eugene, 

Oregon. The Village School opened it doors in 2000 as one of Oregon’s first charter 

schools and was founded by community members who wanted a different 

educational experience than what was currently available in Eugene. The school is 

based on the Waldorf curriculum and infused with other contemporary educational 

and social practices.  

The Village School embraces community and strives for inclusivity. Faculty, 

administration, parents and students participate in the culture of the school. 
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Teachers and administration work collaboratively with the board of directors to 

guide the school in its mission to provide a holistic education by working on 

programs and curriculum that balances the capacities of the developing child 

through the intellect (academics) and opportunities for experiences in the arts, 

movement, music, drama and visual arts. Parents are strongly encouraged to 

participate in the culture of the school. Every parent is considered part of the 

Parent Council where they identify needs and plan for parent workshops, 

programming, such as the Garden Project, and appoint a Parent Council Member 

for the Board of Directors. 

The Village School is unique because it is accessible to a diverse range of people. It 

is a tuition-free public school using Waldorf methods. A Waldorf education is 

usually available privately with tuition costs ranging between $9,000-$13,000 

annually. The school has been a model of a public Waldorf inspired school along 

with it’s healthy foods lunch program in the community, state and nation. 

 

Mission Statement  

The mission of The Village School is to provide an education that fully 

integrates the arts with an academic curriculum, guided by observations of child 

development that promote the healthy growth of the whole human being – the 

head (thinking), the heart (feeling), and the hands (willing). Further, The Village 

School strives to create a community that honors truth, beauty, and goodness and 

encourages development of the inherent gifts of each school community member. 

Situational Analysis 

Economic Scan  

The state and national economy affect the level of tax receipts available to 

distribute to schools for the Village School’s general fund. The Federal Department 

of Education influence the level of Title I funding the school receives. Fifty-one 

percent of the children qualify for free or reduced lunch. The school receives 80% of 

the State per capita school funds, but also local option funds which is good in 
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comparison with other charter schools outside of its district. State funding is 

cyclical. It has been expanding for the last 6-7 years, however, it may contract if 

there were an economic downturn.  

The stock market affects the school’s pension costs, however, various contracts and 

financial arrangements have constrained the impact on the budget. Trends in 

medical costs greatly affect the cost of personnel and the overall budget. The 

Village School staff and faculty are not affiliated with a local or state-wide union, 

however, they are empowered to collectively bargain.  

The school receives a small amount of grant funding from foundations and revenue 

from fundraising. The $39,272 funds raised through Walk-a-Thons, events, etc. is 

high in comparison to other Title I and charter schools. Up to this point, the school 

has not reached out to specific individual donors.  

The adverse conditions of the state cutting funding the arts in education have 

affected the school district which has cut back on arts programing. As a school that 

offers an arts-integrated curriculum supported by four Specialty classes, Spanish, 

Movement, Handwork, and Music, the school has seen a significant increase in 

enrollment and waiting lists in all grades. As a result, the school’s income, which is 

based on enrollment, remains strong. In the face of declining enrollment in the 

district due to demographic trends in the area, the enrollment of the Village School 

has stayed at or near capacity.  

The school is audited regularly by an outside auditor and overseen by its local 

school district. The school is financially healthy and is managed conservatively in 

terms of finances and operations. They have saved enough money to put a 50% 

downpayment to purchase a building. The new building is an older, surplus public 

school building in need of renovations. In the future, the school will take on a 

greater financial obligation with the new building and adding new staff to support 

development and programs. 
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Demographic Scan  

Families of the Village School are diverse but reflect similar ethnic demographics of 

Eugene. Out of 216 students, a majority are white (184), 2 are Asian,10 are Hispanic, 

20 are two or more races. 51% of the students are at or below poverty level and 

qualify for Free and Reduced lunches. 

Cultural Scan 

The Board of Directors is comprised of dedicated volunteers who are close to the 

organization and believe in the mission: parents, staff, parent alumnus, former staff 

and community members. They work closely with the Administration to fulfill the 

mission and are receptive to the needs of students, faculty and parents.  

There are no fees expected of the Village School Board of Directors. 

Kindergarten through Eighth grade is an artistically based curriculum. Art in the 

middle school (6-8) shifts to meet the needs of the developing child, such as choice 

in Enrichment Classes and using technology in artistic endeavors.Festivals and Title 

I events deepen the parent body’s and children's’ understanding of the School’s 

culture and curriculum.  

A culture of volunteerism is cultivated by the Administration by stating expectations 

and requirement of volunteering during Parent Information Meetings, Parent 

Orientation Meetings and Class Meetings.  

 

Current Media Inventory 

The Village School has an updated website that includes its mission, school 

information and the newsletter. They just began using forms of Crowdsourcing, 

such as Classy.org, to raise funds. Other than the Village School Kitchen Facebook 

page, the School does not use social media to promote the school.  

The Village School’s Administrative Assistants currently manage the website, 

calendar and school newsletter. 
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● Website: The website is comprehensive and supplies current and prospective 

families information about the history, mission, board of directors/staff, 

curriculum, volunteer opportunities, school news, Community Yellow Pages, 

among other useful information. The website provides links to the school’s 

Google Calendar and newsletter. 

● Google Calendar: Consists of pertinent information about upcoming events, 

meetings, vacations and deadlines. 

● School Newsletter: The school distributes a weekly newsletter.  

● The Village School Kitchen Facebook page: The VS Kitchen FB site is 

maintained by dedicated kitchen staff who inform the community with 

interesting food articles and latest new. Fundraising efforts to support the 

whole, local and organic food program are often posted. 

● Brochures: Brochures encompass information about the school, enrollment 

and fundraising. 
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SWOC Analysis 

 

 Strength Weaknesses Opportunities Challenges 

Cultural Impact -An 

arts-integrated 

school is unique 

and an excellent 

resource for 

families 

interested in a 

unique, 

educational 

experience for 

their children.  

- Dedicated 

parent volunteers 

- Dedicated 

faculty and staff 

 

 

 

 

-Spanish Specialty 

class  

 

 

 

 

 

-The school is 

prime to build 

local, regional 

and national 

partnerships. 

-The purchase of 

a new school is 

an impetus for 

revitalization and 

actualizing the 

vision of having a 

green school and 

supporting the 

healthy lunch 

program with the 

school garden. - 

Creating on site 

artists in 

residence. 

- Creating gallery 

space for 

children’s art.  

 

-Enrollment cap. 

Limited spaces 

available in 

classes. 

-Maintaining 

specific 

programs, for 

example Spanish, 

due to difficulty 

finding qualified 

Spanish teachers 

that can teach 

the span of 

grades 1-8.  

 

Accessibility -Free public 

school. 

-Beginning of the 

year school 

supply fee is 

$75.00  

 

 -Tuition-free 

school creates 

accessibility for 

families of all 

income levels.  

 

-Not enough 

room in classes 

to accommodate 

public interest.  

 

6 



 

Place -Plenty of rooms 

for classes, 

Specialty classes, 

afterschool 

activities. 

-Good location 

for families 

  

 

 

 

 

-Enrollment cap 

prohibits access 

for all who are 

interested in the 

school.  

-Location in the 

South Hills 

prohibits some 

families from 

sending their 

children to the 

school. 

-No school bus. 

-Not enough 

parking.  

-Site may be 

difficult for 

alter-abled 

individuals to 

navigate.  

-Site has plenty of 

land for 

gardening, public 

events, outdoor 

classrooms. 

-Extra rooms may 

be able to 

accommodate art 

studios for artists 

in residence.  

 

 

 

-Very busy street 

is dangerous for 

families and 

children walking 

or biking to 

school.  

-Building and site 

in need of 

extensive 

renovation 

-Kitchen isn’t 

currently 

functional 
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Promotion and  

Sustainability 

-Families are 

happy with their 

experiences with 

the school. A lot 

of the school’s 

promotion is 

word of mouth.

 

-Yearly 

enrollment and 2 

public events 

announcements 

in local 

newspapers and 

website.  

 

-Word of mouth 

can have a 

negative effect. 

Some families 

may leave 

unhappy and 

rumors can 

bloom. 

 

-There are little 

marketing funds 

built into the 

budget.  

-Outside 

promotional 

efforts are 

limited.  

 

-Two public 

festivals each out 

to the greater 

community. 

 

-Excellent school 

lunch program 

has won awards 

and received 

positive media 

coverage.  

 

 

-School funds are 

primarily 

budgeted for 

programs, 

salaries and site 

expenses.  

-Little funds 

reserved for 

marketing and 

promotion.  

 

 

 

 

Marketing Needs 

The VS is in its sixteenth year of operation and located in South Eugene. The School 

currently leases the Willard Elementary building from the Eugene 4J school district. 

In December 2015, the School purchased the Dunn School building, located at 3411 

Willamette Street, from the 4J school district. The school plans to move in the 

summer of 2016 with intentions of being open in the fall for the 2016-10 school 

year.  

The Dunn Building and site are in need of extensive renovations. The VS Building 

Planning Committee (BPC), composed of board members, administration, teachers 

and parents are working together to build a comprehensive strategic plan for 

renovation. The School is dedicated to the Green School Initiative based on the 

“four pillars” framework  that integrates efforts to reduce the School’s ecological 

footprint, cultivates a healthy school environment, and engages the whole 
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community in working on solutions to the environmental challenges we face. The 

projected budget for the renovation is approximately $645, 000.  

Interior and exterior renovation goals include: 

Interior 

● Painting of all rooms and thoroughfares 

● Renovate middle school classrooms to support the language arts, math and 

science curriculums 

● Non-toxic flooring 

● Energy efficient/non-toxic window coverings 

● Energy efficient lighting 

● Complete remodel of the kitchen 

● Creation of a Grand Room for events and assemblies 

● Gallery for student work 

Exterior: 

● New roof 

● Natural playground 

● Garden to support curriculum 

● Creation of traffic systems to ensure the safety of all children and families 

● Creation of a central courtyard 

● Creation of outdoor classrooms 

In order to achieve the renovation goals, the school must supplement its revenue 

with financial support through a Capital Campaign fundraising effort lead by VS 

staff and the VS Board of Directors. The School is a Title I school which has been 

determined by the income status of the parent body. State and federal funds are 

allocated to Title I schools with high percentages of children from low-income 

families. Fifty-one percent of the Village School’s students qualify for Free and 

Reduced lunch which means relying on the existing community for financial 

support would be burdensome. Therefore, it is of the utmost importance for the 
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school to look toward other funding sources and utilize the strengths and skills of 

its dedicated volunteers in other ways. 

The VS is currently in the process of drafting a Case Statement before launching a 

campaign.  A Capital Campaign should consist of:  

● SWOC Analysis 

● Feasibility study results 

● Campaign Goal-$$$ 

● Timeline and phases of campaign 

● Case Statement 

● Campaign leadership and volunteer base  

● Lead Gift 

● Staffing and budget 

● Campaign Gift Table 

● Major Gift Prospects  

 

Marketing Scheme  

In December 2015, the School purchased the Dunn School building from the 4J 

school district. The Dunn building and site is in need of extensive renovations. The 

projected budget for the renovation is approximately $645, 000. In order to achieve 

the renovation goals, the school must raise funds.  

The VS does not currently have a cohesive marketing or social media plan. This 

marketing plan should not take place of a Public Relations Plan.  A Capital 

Campaign will rely on large giver donors which requires building relationships with 

donors. It is estimated, one-third of the fundraising goal will come from 10-15 

donors, a second third from 75-100 donors and the final third from the rest of the 

donors. Capital Campaigns can be a long term fundraising effort but should not 

extend beyond a year. The three identified marketing strategies will fit within this 
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time frame while Community Marketing should be ongoing (see page 15 for 

proposed calendar). 

I will focus on marketing strategies that will enhance and support Capital Campaign 

fundraising efforts before and after the campaign launch. The marketing strategies 

I propose are: Community Marketing, Direct Marketing and Crowdsourcing.  

The marketing goals are to: 

● Support a Capital Campaign. 

● Increase the engagement and commitment to the renovation of building by 

existing and future stakeholders. 

● Raise funds for the new building and site renovations. 

Strategy 1: Community Marketing (During the “Quiet Phase” of Capital 

Campaign) 

The primary goal of using community marketing is to promote loyalty and a high 

level of engagement within the Village School community. It is a low-cost marketing 

strategy that strives to engage existing stakeholders  in the school. This can lead to 

other organic forms of marketing, for example, word-of-mouth. Sponsored 

community marketing efforts should also be implemented and consist of creating 

opportunities for engagement, for example, activities conducted on campus or 

outside of the school and online platforms for community members to learn more 

about the Village School’s renovation goals. 

Facebook is an easy and accessible online platform for current and prospective 

families to learn about the renovation goals and how a Green School can have a 

positive impact on the entire school community. Videos of special events or 

moments in the life and times of the Village School building fundraising and 

renovation efforts would be engaging. Followers can like and share this information 

which could potentially lead to more exposure of the School’s needs, which could 

potentially reach a larger audience and expand the fundraising pool. 
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In order to mediate a unified message, it is extremely important for the Village 

School to appoint a “voice” and create good content that is relevant and engaging, 

embodying the the Village School community’s values:  

● A holistic, arts-integrated curriculum  

● Kinesthetic opportunities for their children through physical education 

● Healthy, organic foods with a connection to gardening and local sources 

● Growing food 

● Alternative school options 

● Small class sizes 

● A school that spans Kindergarten through Eighth grade 

● A healthy, non-toxic school environment 

Good content should include videos, photographs, special events, garden projects, 

Building and Site updates, Village School Kitchen updates, articles on gardens, 

healthy foods, Natural Playgrounds, or Green Schools. Content may be distributed 

using online platforms like Facebook and activities on and off campus. 

Implementation:  

● Community marketing should be ongoing. 

● April 1: Identify appropriate venues to share the vision. Gather information 

and emails from people interested in the school. 

● April 4: Identify, appoint and train “Building Ambassadors” (important 

volunteers). Provide them with the information and tools so they can educate 

families, friends, and the greater community, on what the Village School 

offers and the “This is Our School Vision”.  

● April 7: Launch a Village School “This is Our School Vision” Facebook (FB) page 

for Village School families. Share designated content to facilitate engagement 

and interaction with the School and amongst the community. This could lead 

to word of mouth and expand to the larger community of family and friends 

(see page 13 on social media). 
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● April 8: Host an informal “This Our School Coffee Hour” every Friday at the 

school after parents drop off their kids to share building and site updates. 

Evaluation 

● Track attendance at This is Our School Coffee Hour. 

● Track numbers of new emails gathered from on and off campus activities. 

● Track FB comments and sharing. 

● Track numbers of Building Ambassadors. 

● Gather information and emails from people interested in the school. 

Strategy 2: Direct Marketing (During quiet phase and after launch) 

The goal of a direct marketing strategy is to cultivate knowledge, commitment and 

enthusiasm around “This is Our School” Capital Campaign. A key component in 

direct marketing is to create a "call to action" that prompts people to act. Capital 

Campaigns rely on direct marketing to disseminate information to the community 

and general public about the purpose and goals of the campaign. Utilizing direct 

marketing by way of mail, emails, and activities on and off campus  will allow Village 

School leaders to communicate directly with current and potential stakeholders in 

person. Direct marketing material should include a letter, brochures, business 

cards, pledge cards and newsletter. The materials should: 

● Should include the Village School logo. 

● Have a consistent and easily identifiable message along with a motto, for 

example, “Many Hands Build Our School”. 

● Present the case statement clearly. 

● Be tailored to the various donors. 

● Contain clear instructions on how and where to donate. 

● Include images (drawn or digital sketches) of the vision of the future school. 

● Include examples of the children’s, family, and staff’s work (pertaining to art, 

gardening, healthy food preparation, outdoor play). 
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Implementation 

● May 1: Send materials to current, prospective and alumni families as well as 

extended families and friends. 

● May 1: Send materials to potential donors identified during the early phases 

of the Capital Campaign. 

● April 14: Create newsletter tailored to donors and specific to fundraising and 

renovation efforts (see page 13). 

Evaluation 

● Track donations. 

● Track number of new inquiries. 

Strategy 3: Social Media + Crowdfunding  

All social media must include a use policy that would address appointing 

administrators, how to deal with negative feedback, and evaluation. An 

administrator must be designated to maintain all social media. It is important it is 

maintained by a staff member who is entrusted to be the “voice” of the 

organization. Reputation management is crucial. A staff member must keep an eye 

on posts and  respond or rectify a potentially negative situation by directing them 

to an appropriate channel like email.  

Social media included in this plan are: Village School website, Facebook and 

Crowdfunding. 

Social Media 

The Village School Kitchen has a Facebook page with 400 followers but the School 

does not have a strong Facebook presence. The Village School strives to be low tech 

but many families still use Facebook. A Facebook page that focuses on community 

marketing strategies (see page 11) and the vision of renovations and fundraising 

goals is a platform for all stakeholders to keep informed about “Our School” vision 
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and building/site updates.  Facebook takes time to keep updated, however, it is 

quick to update and easy to maintain.The Village School website would also benefit 

from including links to Facebook and crowdfunding links. 

Crowdfunding 

Crowdfunding would provide a direct route to Village School supporters. The Village 

School Capital Campaign would benefit from a crowdfunding effort. The Village 

School is a Title I school which means 50% of the parents are low income. 

Crowdfunding reaches beyond the existing supporters to friends, family, 

prospective families and donors. A crowdfunding campaign will bring awareness of 

the “Our School Vision” and the Village School’s unique program. For a small fee, 

ranging from $49-$150 annually, Village School can utilize plugins like IgnitionDeck 

which bypasses traditional crowdfunding portals. One of the benefits of 

IgnitionDeck is it can be run directly from the Village School website. This means 

Village School can have a direct link to stakeholders who already visit the site. 

Examples of possible incentive gifts to offer at various levels of crowdsourcing 

support:  

$10: Thank you note signed by entire staff  

$25: Thank you note signed by entire staff with name on website and newsletter 

$50: Village School veggie basket 

$100: Lunch for two at the Village School Kitchen 

$200: Framed original student art 

$500: Hand crafted item (ex. felted wool bag, knit hat, knit socks, dyed silk scarf) 

$1,000: A plaque with name added to donor wall 

$5,000: Engraved brick or stone  

$10,000: Choice of placement of brick or stone 
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$50,000: Naming a wing 

Implementation 

● April 1: Designate a dedicated staff person to manage  all social media. 

● April 7: The Village School website must include links to Facebook and a 

“DONATE HERE” icon that links to Yousharing.org.  

● April 7: Website must include link to “Our School” newsletter. 

● Crowdsourcing should include a short case for the gift giving.  

● Create and share press release with newspapers and radio station. 

● Once the Village School has raised 50% of the capital campaign goals from 

major donors, the Village School should plan a Kickoff Event, “Many Hands to 

Make a School” when launching the crowdfunding campaign. 

Evaluation 

● Track staff hours spent on maintaining social media. 

● Track attendance to event. 

● Track donations. 

● Track FB engagement. 
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Social media maintenance 

 Mon Tues Weds Thurs Fri 

FB “Our 

School” Page 

-Interesting 

Article 

-Photos 

-Check 

notifications/ 

Comments 

-Announcements -Video 

-Check 

notifications/

Comments 

-Photos -Interesting 

article 

-Photos 

“Our School” 

newsletter 

-Send to 

community 

and donors 

    

Crowdsource 

 

-Update/ 

Respond on 

Youcaring 

 -Post 

progress on 

“Our School” 

FB page  

 -Send letter of 

receipt to 

donors 

 

Capital Campaign and Marketing Calendar 

● April 1: Identify appropriate venues to share the vision.  

● April 1: Designate a dedicated staff person to manage  all social media. 

● April 4: Identify, appoint and train “Building Ambassadors” (important 

volunteers). Provide them with the information and tools so they can educate 

families, friends, and the greater community, on what the Village School 

offers and the “This is Our School Vision”.  

● April 7: The Village School website must include links to Facebook and a 

“DONATE HERE” icon that links to Yousharing.org.  

● April 7: Website must include link to “Our School” newsletter. 

● April 7: Launch a Village School “This is Our School Vision” Facebook (FB) page 

for Village School families. Share designated content to facilitate engagement 
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and interaction with the School and amongst the community. This could lead 

to word of mouth and expand to the larger community of family and friends . 

● April 8: Host an informal “This Our School Coffee Hour” every Friday at the 

school after parents drop off their kids to share building and site updates. 

● April 14: Create newsletter tailored to donors and specific to fundraising and 

renovation efforts (see page 13). 

● May 1: Send materials to current, prospective and alumni families as well as 

extended families and friends. 

● May 1: Send Capital Campaign materials to potential donors. 

● August 22: Create and revise Capital Campaign press release. 

● August 29: Share press release with newspapers and radio station. 

● September 10: The Village School Kickoff Event, “Many Hands to Build Our 

School”. 

● September 10: Launch “Many Hands to Build Our School” crowdfunding 

campaign. 
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