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\a o Straight answers to the strategic and tactical questions that shape
s i D s
y -~ your marketing, pricing, and product decisions.
Should we build rfational Which states offer the @ How should we price
awareness or begin in greatest opportunity? the product?
selected states? il > e
MARKET - Pri inst the family's total I
ENTRY Start in states where your product, price It depends on what you measure— U algains - ity y.s 1 o Iannua
" . - - education budget, not institutional
point, funding eligibility, and audience student count, % of school-age . '
Where to start and ; > 3 . g pricing. Be clear on what period and
concentration align. State-first marketing children, ESA purchasing power, or 4
how to focus for . ~ 4 r . how many students the price covers.
] is ideal for ESA-eligible, local, or category fit. Market size doesn't .
the greatest impact. N e AR a ettt i Transparency builds trust and
gulatory-depe: = - Wiyziad : reduces friction.

@ Should we use student Are homeschoolers @ Does a product need to be
pricing or household receptive to education built specifically for
pricing? technology? homeschoolers?

PRICING & — - i
PACKAGING Household pricing often reduces Yes—when it's easy to use, flexible, Not always. Many products can
How homeschoal friction for multi-child families. Use and supports independence. Families succeed if they remove classroom
families evaluate student pricing for tutoring, testing, care about screen guality, parent assumptions, simplify implementation,
value and make or consumables. Always clarify visibility, multi-age usability, and offer parent guidance, support flexible
purchasing sibling access and renewal rules. whether it strengthens learning pacing, and clearly work without a
decisions. without controlling it. trained teacher.

@ How much parent @ Should we market to Do homeschoolers Should we lead with
involvement is the parent, the student, shop by grade level? academic standards
realistic? or both? == or learning outcomes?

PRODUCT & F 3 o
MESSAGING It depends on your audience. Parents control the purchase, Grade labels help with Lead with what the student
New homeschoolers need but students influence discovery, but families also will understand, create,
Design, positioning, more structure, Experienced adoption and retention. shop by skill level, readiness, complete, or be able to do.
and communication families want flexibility. Be Address parent concerns— subject _progression. Lr‘lterest. Standards support credibility
that connects and clear on prep time, teaching MRGutonis coRt Lnabilty= or learning need. Provide and eligibility, but outcomes
COnVerts: rtlme, materials, student while 'showmg the student :ctpbglgrac:e guuda:ce and dnile chrnastisnand
independence, and the experience and benefits, U exible p acemen e
parent's role. information,
ﬁ” 0 ‘What type of trial, sample, or guarantee converts best? @ ‘What metrics indicate real market traction?
|
\
CONVERSION & Families want enough visibility to evaluate fit. That may be sample Look beyond clicks and first sales. Track repeat i; |/
MEASUREMENT lessons, placement tools, demo videos, limited trials, or clear return | exposure, qualified traffic, email acquisition, ] ||‘
How to improve results policies. Remove risk, set expectations, and make it easy to say yes. D trial activation, assisted conversions, seasonal 3
return wvisits, renewal, and household lifetime |4

. o and measure what -
£ \V 1 really matters. — value. The journey is long=—and multi-channel.
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Built by homeschoolers. Trusted by families. Designed for education brands. WELL PLANNED ADVERTISER® | Understanding To 0 t Families @




