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EXECUTIVE SUMMARY 
 
 
School administration software are becoming popular all over the US, and, in some cases, 

also beyond its borders. At the same time, there’s increasing need for the stakeholders of 

a school to communicate with each other. To meet this worldwide demand, Orbund is 

providing a platform for services that all the stakeholders of a school can use. 

 

The main product developed for this platform is the Online School System, which is an 

integrated Web-based solution that would allow teachers, parents, students, 

administrators, and other stakeholders of an educational institute to be able to perform 

their tasks and to interact with each other in an efficient and effective manner - thereby 

increasing productivity, improving communication, and reducing time and cost. All these 

will ultimately contribute to improving the quality of education in these institutes.  

 

The system has option for add-on services, the foremost among which at this point are 

Instant Alerts and Automated Tuition Collection. The system can be multi-lingual to 

support schools in different countries or support multiple languages within the same 

institution.  

 

Orbund plans to use this platform for a variety of other purposes, like e-Learning and 

buying, selling, and exchange of good related to schools. 

 
 
 
 
 
 

Orbund, LLC - Marketing Plan                       10/27/2008  4



     
 

CHAPTER 1 
 

STRATEGIC REVIEW 
 
 
1.1 Statement of General Business Purpose.     
 
In the year of 2003, Mr. Arif Joarder, the founder and CEO of Orbund, came up with the 

idea of developing and marketing the Online School Systems, and subsequently the 

Orbund platform, by talking to teachers and staff of local private schools, and from his 

experience in developing a product of similar nature for the health care industry.  

  

The Executive team believes this business will succeed because: 

 The school systems market is very large in the United States, as well as in other 

countries around the world.  

 Most competing companies do not provide the level of service or integration that 

Orbund does. Orbund’s system can be used as a platform rather than only an 

assortment of services. 

 Orbund’s platform is flexible and scalable. 

 Currently there are few companies that focusing on the Asian market, a market 

that Orbund will target heavily in near future. 

 
Orbund is focused on taking advantage of an obvious need in the market by offering an 

appropriate and affordable solution. The greatest strategic opportunity lies in the 

countries in USA, where the number of technology-friendly schools is growing rapidly, 

but few companies if any, are providing anything like Orbund’s Online School Systems. 

Mr. Joarder has had first-hand experience in observing the market and focusing Orbund’s 

system throughout the country where the government is investing heavily on 
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computerized “smart schools”. Many schools find Orbund’s online system a FASTER, 

CHEAPER and BETTER alternative to developing and maintaining an in-house system 

this is more costly to maintain. That’s why Orbund’s solution is perfect for them. In the 

US too, Orbund’s solution is much more cost-effective. It removes the need to worry 

about maintenance on the schools’ part. Moreover, having an outsourced system like 

Orbund’s, many other education service providers will be able to take advantage of and 

provide support to the schools by re-selling the products.  

 

Within the next 2/3 years, Orbund wants to get as many educational institutes as possible 

as clients through adopting a penetration pricing policy and both push and pull marketing 

strategies. A fast expansion will encourage third parties to create applications and 

content, and also enable Orbund to develop its own content and applications. This, again, 

will encourage further sales. Orbund will also keep on developing and providing different 

innovative services.  

 
Orbund’s Online School System, the company’s flagship product, offers a vast array of 

products and services that teachers, students, parents, and administrators can use. The 

information stored through, and applications provided by, Orbund are hosted on a server 

in a data center that’s backed-up daily. It’s a “no maintenance, no headache” system for 

an affordable price. 

 

The Online School System allows parents to follow their children's progress at school in 

a highly secured, password protected, and read-only environment. Similarly, students can 

access their homework assignments, grades, and progress reports etc. on the system. 
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Using the system, teachers can manage class activities, prepare lesson plans, and 

maintain communication with parents and students on a regular basis. Progress reports 

can be generated automatically to help the teachers assist students in improving class 

performance. School administrators can manage all their school activities and records 

from anywhere in a highly secured environment. Online School Systems will integrate 

completely with the school website. Visitors will be able to see up-to-date information 

without requiring any regular maintenance by a Web master.  

 

The greatest capability of Orbund’s system is that the different components actually talk 

to each other. It can consolidate the workload of the teachers. Everything is seamlessly 

integrated, and the system has the capability to easily provide extra services.  

 

1.2 Company Analysis.     
 
Orbund is a start-up company with their 3rd year of operation.  There are currently 03 

partners in the company are still trying to determine their place in the educational market, 

and the market analysis will be heavily used to help determine which market they should 

focus their efforts. 

 

Orbund is moving steadily in various markets with diversified product offering plan to 

meet current school needs. In figure 1.1 will show the current projects that currently in 

under construction and will offer those services within next 12 to 18 months period. 

While Orbund partners are busy to determine the current market and their needs, they 

recently opened a branch office in overseas with 11 employees. Most of them are focus 

on designing the website to meet various school needs.  
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Orbund mainly focusing to capture a fair amount of market segment on Elementary and 

middle school in both public and private school arena. Company currently has two 

module (one for school and other one for college) working simultaneously to provide 

service. The module for college systems are under construction and currently supporting 

a couple of colleges for beta testing purposes. As stated by numerous sources in the 

market analysis, the college system will remain steady, if not increase, in design 

opportunities and revenue potential in 2009.  Orbund has determined they should focus to 

support school systems, primarily for Elementary and Middle school; but they need 

additional means to evaluate their opportunities in the market to determine which market 

and market segment is best for them to move forward. The next step in the marketing 

plan is to analyze the customers in the markets to better determine where Orbund should 

focus their efforts. 

 

Orbund has had a successful test marketing run couple of years. It has acquired several 

clients in the US, Malaysia, and Bangladesh, with quite a few potential clients poised to 

close in near future. The test-marketing has helped Orbund management to refine its 

promotion and pricing strategy, and also to get feedback about its offering. 

 
In 2004 and 2005, Orbund conducted a test-marketing program that helped to: 

 
 Refine the software.  

 Acquire clients and get feedback from them. 

 Decide on a pricing strategy for greater marketing push later. 
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In 2003-2004, there were over 80,000 public school districts in the US. In 2007-2008 

report cites that there are more than 133,000 K-12 schools (total students of 51 million), 

30,000 of private schools (total students of 5.3 million), 22,600 religious schools (total 

students of 4.4 million) in the country. The number of schools in the United States has 

been growing rapidly over the years. Based on US market trend, Orbund was successfully 

able to test marketing in the following areas (Digest of Education Statistics, 2007):-  

 
Pilot project: After developing the system, in 2005, Orbund did a pilot project at the 

Islamic School of Kansas City. The project also helped refine the software. The school 

has 175 students and Orbund charged the school $1 per student per year for using its 

system. 

 

First tradeshow: The first tradeshow that Orbund attended was the ISNA1 Education 

Conference in Chicago in March, 2005. Through the conference, Orbund acquired two 

clients in Houston – Southeast and Southwest Iman Academy. The schools were charged 

$2 per student per month. Because of the higher rate, the two schools are treated as 

premium clients. Orbund will provide a full range of support services to them, including 

on-site training. The schools have greatly appreciated the assortment of services. 

  

More tradeshows: Next, Orbund attended the Nebraska Education Technology 

Conference. This was the first major national tradeshow attended by Orbund. At the 

conference, Orbund asked for $2/3 per student per month, which was considered too 

high. Altona Ed, a competing company, was selling for $5 per year.  
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Following the feedback received at in Nebraska, the price was adjusted accordingly and a 

plan of $3 per student per year was offered as a promotional price for 2005. Orbund went 

to a tradeshow in Dallas in September, 2005. This time bigger school districts showed 

positive interest. The software was much more mature and able to compete with other 

competitors, as understood through the demos given. Orbund called up a few potential 

clients after the show, and, although they already had some software like GradeSpeed, 

they liked the fact that Orbund was providing an integrated and cost-effective solution. 

One of the school districts was Shallow Water ISD, who showed strong interest and 

finally purchased the system in 2006. 

 

Malaysia: During this time, in 2005, Orbund closed a school in Malaysia - Sri Sedaya - 

for $3.15 per student per year.  

 

Referrals: Orbund got a referral through a school to which a demo was given. The 

referred school in Boston, called Al-Hamra Academy, was closed soon. The pricing plan 

was $3 per student per year. Orbund charged them $199 for training, and $199 as set-up 

fee. In 2006, the school printed the report card using the Orbund system.  

 

Seminar: In November 2005, Orbund organized a seminar, where a Catholic school – 

Englewood Christian Academy - showed strong interest and bought the system in June, 

2006. They liked the price ($3 per student per year, until the end of the year, and $5 after 

the year) and the comprehensiveness of the solution. 
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Bangladesh: In December 2005, Mr. Joarder visited Bangladesh and had a meeting with 

Scholastica Group, which, with its 6 schools and over 5,000 students, is the largest 

private school system in the country. They are expanding to add more schools. At the 

meeting, they argued in favor of IT investment they’d already made, but eventually the 

price and the comprehensiveness of Orbund’s system convinced them to have a second 

meeting some time in 2006. Afterwards, a seminar was organized following visits to 

some private schools and colleges. They showed strong interest in Orbund’s system. One 

of them was Perdana College, the representatives of which attended the seminar, and, 

being highly impressed with the product and especially the extensive reporting system 

and the US standards, they closed the account within a week at a rate of $5 per student 

per year.  

 

The overall marketing plan of Orbund is a combination of push and pull strategies with 

more emphasis being given on push strategy in the beginning. Orbund’s system offers all 

its services, many of which are essential to run a school, in a very cost-effective package. 

In-house applications would cost much more to enhance.  Orbund’s system is ultimately a 

platform and this is the key idea behind Orbund’s system.  The Online School System can 

provide add-on services, like Instant Alerts and Automated Tuition Collection.  The 

system can be used as a database and operational software. Information on parents, 

students, and teachers are stored here. Operational elements, like school supplies needed, 

can be listed in the system and then parents can check them out.  In a nutshell, Orbund 

helps you support on:- 

• Administrative.  

• Course related. 
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• Access on the Web. 

• Other features like online chat, online learning, instant Alert, Billing. 

 

Project 
Name 

Market Segment Value 
(in US 
dollars) 

Notes Completion 
Date 

      
Institutional 
Project 1 

US Base Online Help 
Menu 

$10,500 Module 1 Fall 2008 

  Online Alert $6,050 Module 1 Fall 2008 
  Online Chat $12,000 Module 1 Spring 2009 
  Online Payment $14,500 Module 1 Summer 2009 
  Online 

Template 
$15,000 Module 1 Summer 2009 

Institutional 
Project 2 

Middle 
East 

Online Help 
Menu (with 
foreign 
language 
conversion) 

$6,000 Module 1 Fall 2008 

Institutional 
Project 3 

South East 
Asia 

 Online Help 
Menu (with 
foreign 
language 
conversion) 

$6,000 Module 1 Fall 2008 

Institutional 
Project 4 

US Base  Online 
Administrative 
Support 

$15,000 Module 2 Fall 2009 

   Add online 
course 

$20,000 Module 2 Spring 2010 

  Online Library $20,000 Module 2 Spring 2010 
Institutional 
Project 5 

South Asia Add Parent 
access 

$15,000 Module 2 Fall 2009 

      
 
 
** Module 1:- For School Systems 
 Module 2:- For College Systems  
 
 
 

Figure 1.1 – Orbund Projects and Proposals 
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A Strengths, Weaknesses, Opportunities and Threats (SWOT) analysis was performed in 

relation to other companies that compete in similar businesses. The results of Orbund’s 

SWOT analysis are outlined below. 

 
Strengths: 
 
 Satisfied clients and growing reputation in the market. 

 
 Ability to support multiple languages and education systems. 

 
 Comprehensive and affordable. 

 
 The system can be used a platform for future development of software by third 

parties. 
 
 Understanding of the US market. 

 
 Ability to add additional services (e.g. Instant Messaging System). 

 
 
Weaknesses: 
 

 Lack of sufficient funds for a strong marketing program. 

  Hiring of programmers to customize and enhance the system faster. This weakness 
can be offset through sufficient investment. 

 
 

Opportunities: 
 
 The growing number of schools – both private and public – in the US. 

 
 The pressure and the competition to adopt new technologies in the US schools. 

 
 The growing trend towards more participation of parents in the education of their 

children. 
 
 The growth in upscale schools in US market. 

 
 Security concerns in schools all over the world. 

 
 Growing interest in e-learning. 

 
 Growing use of the Internet for buying/selling/exchange of goods and services 
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Threats: 
 

 Lack of budget in public schools in the US. 

 Excessive competition. 

 

In SWOT analysis, Orbund mentioned about ‘excessive competitions’ under Threat. The 

main reason is there are number of competitors in the market who are offering same 

product like Orbund and mostly promoting their product via online as well. The key 

points are - 

• Product differentiation; 

• Pricing; 

• Customization; 

• User friendly;  

 

No system can provide all services in one umbrella and that’s why customization does 

play an important role. Most of the clients that Orbund currently supports are custom 

made. Orbund usually do not charge any upfront cost for customization and charge by 

one flat rate (per student basis) and mostly design to support any small to medium size 

school in both public and private arena in the US market.  That is why Orbund is still in 

the market even though there is tremendous competition.  On the other hand, most of the 

competitor’s system does offer several features and modules (144 pre-defined reports 

(RenWeb systems), web surveys (RenWeb systems), Track & Schedule bussing (Campus 

360 degree systems), Monitor Behavior (Campus 360 degree systems), Schedule PTA 

Conferences (Campus 360 degree systems), Maintain Alumni Association (Campus 360 

degree systems), Camp module (Campus 360 degree systems), Dormitory & Locker 

Orbund, LLC - Marketing Plan                       10/27/2008  14



     
 
Assignment tools (Campus 360 degree systems) are name a few out of too many frontline 

competitors) which could easily support any size of school; but due to their pricing and 

offering structure, most of the small size school can not effort to have their system and 

therefore, they seek other competitor’s software like Orbund and Orbund is always look 

for that opportunity to earn their business.  

 

Most of the smaller size school does not require buying a package deal as they cost more, 

a software system that is run somewhat from $10,000 dollars to $25,000 dollars initially. 

They prefer to sign-up a cost effective system with those modules they usually like to use 

on a daily basis and will fit into their needs.  

  

Orbund's offer is unique than those competitors and never offer as a package. Orbund do 

create a custom package for the client with those modules that they are looking for. 

Therefore, there is NO extra upfront cost for unnecessary items that they would never 

use. In most cases, just to earn business, Orbund either do not charge OR may charge 

very minimal additional fees to customize and package the product for them. Orbund’s 

low cost 'per student basis' charge is very unique than other competitor's. Therefore, it 

helps both ways. Client could save a significant and afford to sign up for the service and 

Orbund also gets benefited to acquire their business and increase Orbund’s clientele.  
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1.3 Brand Equity Review. 
 
 

Orbund’s brand is “We Help Your School Go Online”. The company’s brand personality 

is to improve the quality of life of educators, parents and students by providing services 

using technology. (“Quality of life” includes academic performance, productivity, 

communication, crisis management, health, convenience of transactions etc.).  

 

Since this is purely an online service, Orbund displays its brand on few different website 

including Yahoo.com, Google.com, Captera.com etc. The company also solicits ads in 

newspapers and postcard via mass mailing throughout the Midwest and a majority part of 

the West coast area. Although company is fairly new into the market, their name is well 

known in the West coast area.   
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CHAPTER 2 
 

MARKET REVIEW 
 
 
The 2nd section of the marketing plan will analyze the current educational industry, what 

markets and market segments are found within the industry, trends within the markets, 

sales and growth estimates for the markets and market segments, and how ORBUND 

performs within the market. 

 
2.1 Marketing Strategy.     
 
There are quite a few competitors who are also in same line of business with Orbund and 

competing with each other. Even though most of the company’s systems are integrated, 

online Administrative systems with all possible modules and offering to fulfill the school 

needs, still each system is somewhat unique than each other to stay competitive. There 

are quite a few reasons why Orbund system has advantage than other – 

  

Advantage Factors Competitor’s Online Systems ORBUND 

Platform All modules may or may not 
perform together and 
interactively. 

Integrated Web-based 
solution that would 
allow teachers, parents, 
students, administrators, 
and other stakeholders 
of an educational 
institute to be able to 
perform their tasks and 
to interact with each 
other in an efficient and 
effective manner.  

Easy to Use ???? System is user friendly.  
Cost Effective ????? Very low and 

competitive. 
Single Database Multi vendors Integrated into one 

database. 
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Data Storage Local Hosted by us. NO server 

needed into School 
Data safety ???? Daily backup, 

encrypted, virus 
protected 

Off Campus Access Software may be required by 
third party with additional cost 

24/7 with internet access 

Hardware Hardware may be needed by 
individual school 

NO server to buy 

Maintenance / Support May cost additional  NO additional cost and 
support 24/7. NO or 
minimal downtime  

Guarantee ??? 100% money back 
 

As per research from other competitor’s website, most systems are specializing to support 

certain client and also may be grouped by size and cost. Compare to other competitors, 

Orbund systems are affordable, very low price, cost effective and it can be supported by 

any size of school regardless. Orbund currently supporting a couple of schools with 

student size as low as 10. One of the main reasons why Orbund has more advantage than 

other is low cost. Orbund’s unique ‘pay per student’ deal is totally perfect for a 

significant amount of smaller size school since there is NO up front server or 

maintenance cost and due to that fact a lot of schools are very interested about Orbund’s 

systems and inquiring via online on a regular basis.    

 
 
2.2 Market Analysis.     
 

The current target customers for Orbund’s School Systems are private schools and small 

to medium size public schools in the US. In next couple of years, besides US market, 

Orbund will also focus to capture other segment of the market throughout the country. 
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In the US, the public schools are organized in large school districts. The decisions 

regarding how the different aspects of the schools would be run is taken by the school 

district authorities. Most of the districts are using old legacy systems when it comes to 

online school systems. They don’t want to move to a comprehensive system. Moreover, 

these systems are not really one coordinated systems from a single provider but bits and 

pieces of different services from different providers. Often none of these pieces talk to 

each other. The large school districts are often not interested in making big technology 

migrations. On the other hand, they are alright with spending money on some specific 

service, and it’s this trend that Orbund would like to make use of by providing services 

like the Instant Alert System. Other specific services that the school districts are 

interested in include grade book, parent access solutions, and school Web site with school 

and meal calendars. Orbund’s services on the Online School System can be used 

separately, but also function in an integrated fashion. Therefore, the Instant Alert System 

can be sold as an independent product.  

 

When we look at population and school enrolment data, it’s very clear that the US 

population, and along with school enrolment, has been increasing rapidly over the years. 

This, obviously, means that managing the schools is becoming more complex, the 

number of schools in the school districts is growing, and that the schools will resort to 

technology more and more to provide their services effectively and to manage their 

operations better. 

 
Population: The total U.S. resident population increased by 12.8% during the decade 

from 1991 to 2001. The  average  population  density  for  the  United States in 2001  was  
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81  persons  per  square mile (U.S. Dept. of Education, NCES: Common Core of Data 

surveys).   

 
Enrollment:  States reported 94,112 public Elementary/Secondary schools in the 2001-

02 school years. This was an increase of more than 11 percent over the 84,578 schools 

reported in the fall of 1991. Also there were 97,382 operating public 

Elementary/Secondary schools in the 2005-06 school years. This was an increase of 

about 5 percent over the last 05 years. Doing further research by state, it was found out 

that both California (total of 8,224 schools) had Texas (total of 7,036 schools) had most 

Elementary and Middle schools than any other states in USA. In California, there were 

5,583 Elementary and 1,340 Middle schools from the total schools count. In the state of 

Texas, there were 4,029 Elementary and 1,605 Middle schools from total schools count 

(Digest of Education Statistics, 2007).     

 

Based on US Department of Education, there were 26,712 private schools in the year of 

1989-90 and increased about 10 percent by 2005-06 school years (total of 28,996) 

throughout the states by Religious orientation and community type. Compare to public 

schools, private schools are gradually increasing; but little slower than public schools 

mostly due to few main factors. Research also shows that both state of Texas and 

California has more private schools than any other state. Also, the enrollments in private 

schools are comparatively lot lower than public school (U.S. Department of Education, 

National Center for Education Statistics, Private School Universe Survey (PSS), 1989–90 

through 2005–06.) 
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Orbund systems are mostly design to capture smaller to medium type school, target 

toward private and public school (both Elementary and Middle). Orbund’s initial 

marketing strategy was conservative and due to the budget and resource constraint, it was 

decided to market and capture only those couple of states at the beginning where there 

was a fair amount of chances to get certain percentage of market share since those two 

states has more private and public (Elementary and Middle) schools than any other state 

and eventually roll into other state in near future. Orbund is proudly declare that 

currently, Orbund’s clients are mostly in those two states and are supporting quite a few 

schools throughout those two states.  

 

Orbund’s future plan is to expand their business by supporting and rolling over the 

systems into college and upscale school (e.g. University etc.) in USA and as well as 

overseas. Currently, Orbund supporting a private college in Malaysia and an University 

in South Africa by using Orbund’s Pilot (Beta systems) system. Currently, both 

institutions have only few students (100+) and NOT paying any monthly fees to use the 

systems. Both institutions are playing a role model for Orbund and providing their 

feedback (e.g., what module, feature to add etc.) so Orbund can build a system in such a 

way so it can offer and support any College or University system in near future.  

  

Public school enrollment was expected to increase 47.8 million in 2002-03 to 48.2 

million in 2003-05. Increases in the elementary  grades  were  estimated  to  be  180,226,  

and  secondary  classes  were expected to enroll about 213,286 more students. Levels of 

public school enrollment anticipated during the 2003-04 school year represent the 19th 
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consecutive increase since 1986-87 (U.S. Dept. of Education, NCES: Common Core of 

Data surveys).  

 
Total Public Secondary School Enrollment (1994-2004)
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(U.S. Dept. of Education, NCES: Common Core of Data) 
 

Average Daily School Attendance
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(U.S. Dept. of Education, NCES: Common Core of Data) 
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Total Expenditure for public Scools
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(U.S. Dept. of Education, NCES: Common Core of Data) 
 
The number of high school graduates is projected to grow steadily over the following 

years, which means more private and public schools. Following are some statistics and 

predictions (U.S. Dept. of Education, NCES: Common Core of Data surveys): 

 
 The total number of high school graduates increased 3 percent between 1987-88 

and 2000-01; and is projected to increase 11 percent between 2000-01 and 2012-

13.  

 The number of public high school graduates increased 3 percent between 1987-88 

and 2000-01; and is projected to increase 11 percent between 2000-01 and 2012-

13.  

 The number of private high school graduates increased 4 percent between 1987-

88 and 2000-01; and is projected to increase 18 percent between 2000-01 and 

2012-13.  
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Classroom  Teachers:  To  meet  the  increasing  and changing enrollment demands of 

local school districts, state  education  departments  expected  the  number  of public 

school classroom teachers to increase by nearly 16,000,  from  2002-03  to  2003-04,  
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with  secondary-grade  teachers  representing  all  of  this  increased  demand. There were 

an estimated 3.04 million teachers for 2002-03 compared to 3.05 million in 2003-04 (U.S. 

Dept. of Education, NCES: Common Core of Data surveys).  

  
Expenditures per Student: Expenditures per pupil in fall enrollment were expected to 

increase by 3.6 percent to $8,156 in 2003-04, up from $7,875 in 2002-03. This compares 

with a 4.4 percent increase in total current expenditures (U.S. Dept. of Education, NCES: 

Common Core of Data surveys).  

  
School  Revenues:  School  funding  continues  to  be state-oriented,  although  the  

federal  share  increased somewhat. Between school years 2001-02 and 2002-03, the local 

share of K-12 public education funding stayed the same, at approximately 42.9 percent, 

and the state share decreased from 49.6 to 49.0 percent, and still roughly 51 percent. The 

federal share increased from 7.5 percent to 8.1 percent. Throughout the past 10 years, 

state and local governments have each provided between 43 and 50 percent of the total 

revenues (U.S. Dept. of Education, NCES: Common Core of Data surveys).   

  
Government  Expenditures:  Expenditures  for  elementary and secondary schools and 

for higher education  can  serve  as  indicators  of  state  and  local government effort  to  

fund  these  services.  Between 1990 and 2000, expenditures for elementary  and  

secondary  (K-12)  education  increased  22  percent, whereas  higher  education  

spending  increased  24  per-cent. The ratio of elementary and secondary expenditures to 

higher education expenditures was 2.7 to 1 in 2000, and climbed up quite a bit currently 

(U.S. Dept. of Education, NCES: Common Core of Data surveys).  
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Schools lagging behind in technology: According to a recent report by USA Today, 

schools lag behind much of society in using technology, but students are seeing benefits 

and clamoring for more access to computers, the government says.2 Virtually all U.S. 

schools are connected to the Internet, with about one computer for every five students, 

according to an Education Department report on school technology. Overall, more 

schools are using technology to offer tutoring, track student performance and increase 

communication between parents and teachers. At least 15 states provide some form of 

"virtual schooling," in which young students gain access to individual instruction online. 

Yet, according to Education Secretary Rod Paige, educators still lack of training and 

understanding about how computers can be used to help students. Schools often say they 

lack the money for such technology or training, but a government report essentially 

rejects that idea. Money for technology can come from reallocating existing budgets and 

basing all spending decisions on whether they support learning, the report said 

(http://yahoo.usatoday.com/tech/news/2005-01-07-schools-lag-in-tech_x.htm?csp=1 

  

Enrollment in public elementary and secondary schools rose 26 percent between 1985 

and 2007 (Digest of Education Statistics, 2007). The fastest public school growth 

occurred in the elementary grades (prekindergarten through grade 8), where enrollment 

rose 28 percent over this period, from 27.0 million to 34.6 million. Between 1985 and 

2005, enrollment in prekindergarten increased by 585 percent, while enrollment in other 

elementary grades increased by 25 percent. Public secondary school enrollment declined 

8 percent from 1985 to 1990, but then began increasing from 1990 to 2007, for a net 

increase of 21 percent. Between 2000 and 2007, public elementary school enrollment 

                                                 
 

Orbund, LLC - Marketing Plan                       10/27/2008  26

http://yahoo.usatoday.com/tech/news/2005-01-07-schools-lag-in-tech_x.htm?csp=1
http://yahoo.usatoday.com/tech/news/2005-01-07-schools-lag-in-tech_x.htm?csp=1


     
 
rose 3 percent compared to an increase of 11 percent for public secondary school 

enrollment. Private school enrollment grew more slowly than public school enrollment 

from 1985 to 2007, rising 11 percent, from 5.6 million to 6.2 million. As a result, the 

percentage of students enrolled in private schools declined from 12.4 percent in 1985 to 

11.0 percent in 2007 (U.S. Dept. of Education, NCES: Common Core of Data surveys). 

 

The number of computers in public schools has increased. In 2005, the average public 

school contained 154 instructional computers, compared to 90 in 1998 (Digest of 

Education Statistics, 2007). One important technological advance that has come to 

classrooms following the introduction of computers has been connections to the Internet. 

The percentage of instructional rooms with access to the Internet increased from 51 

percent in 1998 to 94 percent in 2005. Nearly all schools had access to the Internet in 

2005 (Digest of Education Statistics, 2007). 

 

Based on US Department of Education, there were 26,712 private schools in the year of 

1989-90 and increased about 10 percent by 2005-06 school years (total of 28,996) and by 

the year 2007-08, it increases to 34,610 (Elementary – 23,494, Secondary – 2,694 and 

combined – 8,494) throughout the states by Religious orientation and community type. 

Compare to public schools, private schools are gradually increasing; but little slower than 

public schools mostly due to few main factors. Research also shows there are only a few 

states (California – 3,352, Florida – 1,872, New York – 1,970, Pennsylvania – 1,969, 

Texas – 1,373) has more private schools than any other state. On the other side, the 

enrollments in private schools are comparatively lot lower than public school (U.S. 
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Department of Education, National Center for Education Statistics, Private School 

Universe Survey (PSS), 1989–90 through 2005–06.) 

 

One of the main reason to target on marketing Private school as they charge high tuition 

(average income of the private schools - $6,600 dollars) which results in more profit and 

better pricing opportunity for Orbund. Orbund also focus those markets that have fewer 

students so less customization and therefore, better control (Educational Industry 

Earnings, Payroll & Timekeeping Clerks – Bureau of Labor Statistics, 2007) and fewer 

competitions compare to competitors in public school arena.  

 

As enrollment percentage are increasing in educational institution world wide, in the 

same time,  educational institute are in demand and increasing at certain percentage 

which put into more demand using online education systems more wisely, conveniently 

and most importantly cost-effectively. Accessing, manipulating, and sharing information 

electronically has proven time and time again to be a cost- effective way of getting things 

done.  Thus, it isn't surprising that many schools, school districts, state education 

agencies, and colleges and universities now use technology to manage student, staff, and 

administrative records.  With that in mind, Orbund is continuously striving to build such 

a system to meet educational needs as a whole. Even though there are competitions in the 

market, Orbund systems are unique platform and will be able to capture a solid amount of 

market share within short period of time (Common Core of Data,  “Public Elementary / 

Secondary School Universe Survey”, 2004-05 v.1b). 
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CHAPTER 3 
 

CUSTOMER REVIEW 
 
 
The 3rd section of the marketing plan will analyze the current educational industry, what 

markets and market segments are found within the industry, trends within the markets, 

sales and growth estimates for the markets and market segments, and how ORBUND 

performs within the market. 

 
3.1 Customer Characteristics.     
 

 

Figure 3.1 presents the Customer Characteristics Chart for the Online School administration software 
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The majority of the customers in the Online School Systems are publicly owned. The 

three feasible customers identified as initial target customers are privately owned, 

publicly owned and Govt. owned. These three initial target customers have similar 

characteristics that make them ideal. Out of these three, the privately owned companies 

are relatively small, have limited planning department, lower cost and most importantly, 

the systems can be customized easily and previous working relationship usually play an 

important role to win new client in the market and definitely a plus in the future. 

 

Publicly owned companies are relatively big in the market and in most cases broken 

down into smaller groups for better management purposes. Due to the cost and degree of 

complexity to manage the systems, most publicly owned company hired an outside 

vendor to support software systems while they host their own server / hardware.  

 

The number of computers in public schools has increased. In 2005, the average public 

school contained 154 instructional computers, compared to 90 in 1998 (Digest of 

Education Statistics, 2007). One important technological advance that has come to 

classrooms following the introduction computers has been connections to the internet. 

The percentage of instructional rooms with access to the internet increased from 51 

percent in 1998 to 94 percent in 2005. Nearly all schools has access to the internet in 

2005 (Digest of Education Statistics, 2007).  

 

The characteristics of the privately owned customers are favorable for obtaining small 

private school projects. Their resources are limited and employees may not be as 

knowledgeable about the industry. Those companies are the ones who may need the most 
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assistance from a professional who understands the market and can efficiently provide 

without the added overhead. 

 

Bottom line is, in order to screen the customers at each level; further analysis would be 

required to understand their specific needs.  A group survey or two from a market 

segment may be a help to get a better understanding of their needs.  

 

3.2 Customer Demand.     
 

Based on the analysis in section 5.1, it appears that the opportunities for major growth in 

Online School systems are very attractive at the current time. The feasible customers’ 

expected evaluative criteria for assessing online school systems are – 

• Change/revolutionize education in the US and across the world through making it 

more attractive and real-time 

• Price of professional service 

• Improve quality of education through technology 

• Improve the partnership among teachers, students, parents, and administrators 

 

Orbund – the online school systems provides a set of critical services that parents, 

teachers, students and administrators want need and can’t live without. It works as the 

glue that ties them together and promotes the platform. Orbund’s ultimate goal is unique 

and can be easily differentiate from others – 

• Order from Back-to-school stationary list 

• Gift delivery 
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• Special meal delivery 

• Paid alerts 

• Buy/sell/trade books (inter or intra-school) 

• Buy/sell/trade hobby items 

• Better access to scholarship funds 

 

Based on the previous working relationship, the amount of referrals are increasing 

significantly due to Orbund’s cost structure, support, service and most importantly less 

risky as – 

• Minimum physical infrastructure needed 

• Less risk of data or system crashing 

• Compelling selling points 

• Operational cost is low, and does not increase much as revenue increases 

• Use of technology in schools is growing rapidly all over the world. 

 

3.3 Customer Database.     
 

Currently, Orbund obtains customer information is made through networking from 

referrals and research. School district information including contact number, address, 

number of students per school etc. is available on the internet as ultimate database 

repository.  Networking is also playing an important role when referral is made from 

previous working relationship.  Besides that Orbund is currently working to obtain 

membership through Association of School Business Officials which currently holds and 

maintain a huge number of school districts database throughout the US.  
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Orbund recently hired a Database Administrator to help with project and business 

management, a database will contain the names of all current, past and prospective clients 

information has been implemented. The administrator not only maintaining the database 

with school’s information; but also keeps track on other information like Billing and 

hours spend on all projects etc. 

 

A more extensive database still needs to be created so besides customer information, 

Orbund can also keep track on customer management. As a starting point, a simple 

database can be made with multiple tracking including customer’s name, address, contact 

information, project types, project location etc.  As an added feature, notes and lesson 

learned can be added to keep track and maintain on-going communication with clients.   

To ensure reaching the goal on number of projects done in each year, Orbund should 

evaluate the number of projects being obtained. 

 

3.4 Customer Summary.     
 

After compiling information on the market and the customers served in those markets, 

Orbund will continue to focus marketing on small school districts and private schools 

throughout the US, and colleges and upscale schools in other countries. In the US, mid-

size school districts along with private schools are the optimal customers as they are more 

open to the new systems. In the few years, besides the both public and private schools, 

Orbund will focus capturing more market segment in other area in US. 
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In 2002-2003, there were over 15,000 public school districts in the US. A 2005 report 

cites that there were more than 29,000 private schools in the country. The number of 

schools in the United States has been growing steadily over the years. In a decade ago, 

there were 26,093 private schools and 80,740 public schools in the US 

(http://yahoo.usatoday.com/tech/news/2005-01-07-schools-lag-in-tech_x.htm?csp=1). 

 

Although Orbund will focus their marketing efforts in private segments, all markets 

identified in chapter 2 Market Review will continue to be included in the remainder of 

the plan. The information compiled will be used for monitoring and tracking purposes. 
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CHAPTER 4 
 

ASSUMPTION AND RISKS 
 

Orbund has made various assumptions about the market, customers and how to capture 

etc.  Orbund believes that the markets will continue to be steady for them to obtain one or 

two large school district by the end of this year. In fact, while continuing to acquire small 

private school, Orbund is currently pursuing to close a deal at overseas; with a large 

school district contains 42 schools including Elementary, Middle and High schools.  

Orbund’s goal is to do very little advertisement through mass mailing; but continue to 

advertise through online. Moreover, Orbund wants to keep their long lasting relationships 

with current clients, schools, partners and employees. 

 

Despite Orbund management’s belief that Orbund is a far less risky venture than a lot of 

other businesses, there are, however, some risks that should not be ignored. They are: 

 

 A security scare in terms of breach of the computer network. Even if it happens in 

another sector, the schools will feel afraid to adopt a computer system that stores 

all their data and confidential information. 

 

Ways to minimize the risk: It’s hard for Orbund to pre-empt such a security scare. 

But Orbund plans to address the issue in a positive manner by showing its clients 

why such a security breach, or the threat of it, is less likely for Orbund’s system. 

Orbund has several layers of security. There’s initial security in the form of 

password protection and digital certificates. Moreover, Orbund’s system keeps 
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track of each and every event a person does once s/he logs in, until s/he logs out. 

Orbund can provide a system audit report within 24 hours if a client has any 

security concerns.  

 

 Schools can close down. This can happen for under-performing schools in the US, 

and also for schools in other parts of the world.  

Ways to minimize the risk: Unless there’s a massive closing somewhere, this will 

not pose a significant risk for Orbund. The more clients Orbund has, the less 

harmful it would be to Orbund for a school or schools to close down. 

 

 Clients may switch over to other competing companies.  

Ways to minimize the risk: Orbund will continuously keep in touch with its 

clients and come up with innovative solutions to address their needs. In addition, 

Orbund will strive to add more and more services.  

 
When Orbund expands, the management has to be careful so as to provide adequate 

service to all is clients. If there’s any lapse in the quality of service, then future client 

acquisitions will be affected. Also, the management has to make sure that any rapid 

expansion does not engender any lack of communication between the company and its 

clients. Right now Orbund has the opportunity to customize its service for its clients. But 

as it expands, it has to cut down on customization, as it won’t be able to afford the time 

and effort needed for it. But the company has to make sure that this move towards more 

standardization does not make a dent in customer acquisition or satisfaction levels.  
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CHAPTER 5 
 

COMPETITIVE ADVANTAGE 
 

Orbund’s competitive advantage is its system that is less risky than other businesses. 

Orbund is a unique platform and do customize its product to fulfill client’s need which is 

second biggest competitive advantage. Orbund have the following competitive 

advantages in the market: 

 No physical infrastructure needed 
 

 Less risk of data or system crashing 
 

 Compelling selling points 
 

 Operational cost is very low 
 

 Use of technology in schools is growing rapidly all over the world 
 

 People are getting more and more security-conscious, hence the demand for 

services like the Instant Alert System 

 Orbund will enjoy the first-mover advantage, as it’s the first company to offer a 

platform suitable for third-party developers and service providers. 

 Orbund has setup a product development and support office in Dhaka, Bangladesh 

and moving to chat-based support for customer service, technical support, product 

demonstration and teacher training. This is allowing it to be more competitive 

than any major company in the USA. At the same time Orbund plans to ensure 24 

hours support which most companies in USA can’t provide and a major cause of 

customer dissatisfaction. 

 Orbund’s system has been designed to be multilingual and to be able to support 

several forms or systems of education.  
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CHAPTER 6 
 

FORECAST AND STRATEGY 
 

Orbund has forecasted their current feasible schools at overseas with a large public 

school district (about 42 schools including Elementary and middle schools) and expects 

to have that implemented by 1st quarter of 2009. Orbund is expecting to gain overall 40% 

profit over the next 03 years period from acquiring those schools. 

 
The goals of the company in the next ten years are to: 
 

 Achieve a clientele of about 1800 schools in the US and other countries 
 

 Achieve total revenues of more than $5000,000 
 

 Provide the service in three to five countries in each region 
 

In the near future, Orbund will be able to provide online education/management system 

to large colleges and universities. The basics of the business will remain the same, while 

some of the services and fee structures may change. In 2007, Orbund sold the services of 

the Online Varsity System to overseas and are substantially larger in size than any of the 

existing schools or colleges Orbund had before. Dominica State College is the largest 

college in the Commonwealth of Dominica with three campuses. Their needs and 

requirements are similar to large colleges and universities. Orbund has promised to 

provide additional features and services through the Online Varsity System to suit their 

needs. In the process the Online Varsity System will be mature enough for large 

universities and colleges who will be willing to pay millions of dollars for the system. 

Using the Orbund platform, teachers will also be able to deliver online courses, offer 

tutoring services as well as homework helpline. Similarly, a wide range of services, 
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created by Orbund or by third parties, can be offered to Orbund clients through its 

platform. 

 

Within the next 2/3 years, Orbund wants to get as many educational institutes as possible 

as clients through adopting a penetration pricing policy and both push and pull marketing 

strategies. A fast expansion will encourage third parties to create applications and 

content, and also enable Orbund to develop its own content and applications. This, again, 

will encourage further sales. Orbund will also keep on developing and providing different 

innovative services. Orbund is focused on taking advantage of an obvious need in the 

market by offering an appropriate and affordable solution. 

 

The growing population and school enrolment in the US, increasing complexity in 

schools and more and more interest in using technology in education provides excellent 

strategic opportunity to Orbund to tap into this market. The greatest strategic opportunity 

lies in the countries, where the number of technology-friendly schools is growing rapidly, 

but no company is yet providing anything like Orbund Online School Systems. There’s 

relatively little competition in the East, while there are many schools and universities 

ready for investing in education technology, and looking for a solution like Orbund’s.  

 

The overall marketing plan of Orbund is have a combination of push and pull strategies, 

with more emphasis being given on push strategy in the beginning. 
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Positioning strategy 

Orbund’s system will be positioned as a comprehensive, affordable, user-friendly, and 

scalable platform that will enhance the quality of education in the client institutes through 

efficient execution of its regular activities and more inter-action among parents, teachers, 

students, and administrators. 

Pricing strategy 

Orbund will adopt a penetration pricing strategy to provide its system at a very affordable 

price to get as many clients lock-in into its system as quickly as possible. After test 

marketing, Orbund has decided to price its products at $5 per student per year. Apple’s 

Power-School, on the other hand, costs $10 per student per year. Small schools of less 

than 200 students may be charged a flat rate of $1,000 per year (Apple Power School – 

PowerSchool Overview). 

Sales plan 

Due to both resource and budget constraint, Orbund neither have any initial research or 

marketing plan nor doing any business in overseas up until now. All of the Orbund’s 

current clients from overseas are either from referral OR straight through the online.  As 

company grow, Orbund has a plan to spend certain percentage toward Sales & Marketing 

and increase the percentage accordingly and still envisioning allocating greater 

percentage toward online marketing based on company’s recent survey.      

 

With the help of salespersons in the different areas, Orbund will provide live 

demonstrations of its system to representatives of schools and colleges. Potentials clients 
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will be contacted through trade shows, referrals, or cold calls. They will be given 

brochures and other information about Orbund, and appointment for demonstrations will 

be sought.  

 

Sales-force will be employed in target areas throughout the country. There may be only 

one salesperson in a area where the market is not that big. The sales force in the US will 

be employed through a professional sales company like Sales Focus. The salespersons 

will be paid a base salary and 20% commission off first year’s revenues (which could be 

later reduced to 10%) according to the industry standards of particular countries. 

Promotion and advertisement strategy 

Orbund will have printed materials to distribute at various conventions, tradeshows, and 

seminars. Orbund will offer its clients to cover 20% of their (the clients’) advertisement 

cost if the advertisement mentions Orbund. 

Public relations plan 

Orbund hopes to generate considerable publicity for its system, especially in small to mid 

size school. Press releases will be issued after each major sale, with the consent of the 

client. Local journalists will be invited to cover seminars organized by Orbund, and 

occasionally newspapers and magazines will be contacted with information on Orbund 

and how it’s helping the educational institutes of that city or country. This, Orbund 

hopes, will encourage the media to carry stories on Orbund. The salespersons will be 

encouraged to create and maintain good relations with the press, and they will be 

rewarded if a story results from their efforts. 
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Customer Relationship  

Orbund realizes that customer satisfaction is key to its success, and therefore it will be 

very diligent in developing and maintaining good relationship with its customers. Orbund 

will periodically contact its clients and ask for its feedback on its system. A formal 

questionnaire can be used for this purpose. The salespeople will be encouraged to make 

regular calls to existing clients to get feedbacks.  

 

6.1 Value Proposition. 
 

Orbund is focused on taking advantage of an obvious need in the market by offering an 

appropriate and affordable solution. The greatest strategic opportunity lies in the 

countries in US, where the number of technology-friendly schools is growing rapidly, but 

few companies if any, are providing anything similar to Orbund’s Online School 

Systems. Orbund has had first-hand experience in observing the market and selling 

Orbund’s system in Malaysia where the government is investing heavily on computerized 

“smart schools”. Many schools find Orbund’s online system a FASTER, CHEAPER and 

BETTER alternative to developing and maintaining an in-house system this is more 

costly to maintain. That’s why Orbund’s solution is perfect for them. In the US, Orbund’s 

solution is much more cost-effective. It removes the need to worry about maintenance on 

the schools’ part. 

The value proposition of Orbund is that they are the online software design Guru to 

support current school systems that would build a team with their client, listen to their 

customer needs, and take on the goals of the customer as their own in order to design a 

system that will maximize the stakeholders’ investment.  
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CHAPTER 7 
 

RELATIONSHIP EQUITY 
 
 
In the 9th section of the marketing plan, the current and future state of Orbund’s 

relationship equity is reviewed. The rising-star company like Orbund is in the building 

stages of their current relationships and hopes to quickly turn these relationships into real 

client base. 

 
7.1 Current and Future Equity.     
 

Orbund’s Online School System, the company’s flagship product, offers a vast array of 

products and services that teachers, students, parents, and administrators can use. The 

information stored through and applications provided by Orbund are hosted on a server in 

a data center that’s backed-up daily. It’s a “no maintenance, no headache” system for an 

affordable price. The greatest capability of Orbund’s system is that the different 

components actually talk to each other. It can consolidate the workload of the teachers. 

Everything is seamlessly integrated, and the system has the capability to easily provide 

extra services. 

 

Even though Orbund is at the building stage, they have lots of potential and few great 

services to offer as of yet. At the present time, the relationships with majority of the 

existing clients are on-going; but other are satisfied with the design but are not yet loyal. 

Orbund is continuously striving and looking for ways to improve and meet clients’ 

expectations.  Eventually Orbund would like to reach all levels of client contact, gain new 
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customers and establish an award winning relationship with them. The partnerships 

Orbund hope to develop will go all the way to design-build stage. 

 
 
7.2 Relationship Sales Model.     
 

Orbund’s system is ultimately a platform and 100% available online including client 

support and daily interaction in between client base through several ways (e.g., email, 

online live chat, and dial-in directly from the web via VoIP etc.). Additionally, there are 

24/7 on-call live support line available as well to support their client. Orbund is 

completely devoted to support and really value their client as they recognize that client is 

their main key to stay and to expand their business successfully in near future. Orbund 

also believe that their relationships with their client are promising and award winning. 

 

In Orbund, all stakeholders are pride themselves on being able to work in customized 

cross-divisional teams that can approach problems from their client’s perspective and 

derive the solution, which is not only the best, but also product effective.  Whatever the 

challenges client face, Orbund are committed to support their client for the long-term – as 

a practical problem-solver and a strategic advisor. It comes down to one core principle: 

Orbund measure their success by client’s success. As such, Orbund’s organizational 

structure is designed to ensure they can answer all of the questions that client face, now 

and in the future.  Orbund offer their clients mainly two aspects of relationship model:  

• Client base 

• Global distribution 
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Orbund’s client-base approach helps to identify the trends and potential challenges that 

their clients face within their given systems – and advise them accordingly.  This means 

Orbund can be instrumental in helping clients determine at an early stage how best to stay 

on top across a range of issues. 

 

Orbund’s Sales and Global Distribution teams are continuously striving and fully devoted 

to meet each client’s particular requirements, wherever they operate, combining local 

expertise (as appropriate) with international reach and tailored services across the globe.  

 

7.3 Marketing Proposals.     
 

As per marketing proposal, currently Orbund do not have any official document to follow 

since the business is still in early stage and not very many clients to support. However, 

there is a formal official document (RFP) is in under construction and will be used in near 

future as Orbund will submit their bidding to acquire new business.  Orbund will 

continue to emphasize teamwork, build relationship via relationship model and offer cost-

effective system solution. 

 

Orbund currently maintaining a small database that contains all contact information, 

budget, proposals, features and other necessary information with current and as well as 

future clients to follow-up. On a later date, that information can be retrieve and review 

and follow-up with potential client and possibly acquire new business from those clients 

and to create a personal relationship with them by offering the service. Having a 
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marketing proposal is very important; therefore it is recommended that Orbund draw up a 

standard marketing proposal soon for future opportunities.    

 
 
7.4 Marketing Communications.     
 

Effective marketing communications requires a well-planned and executed strategy. 

Usually the business strategy outlines the objectives and key strategies for achieving 

those objectives. Communication is the key for business and Orbund is very much aware 

of that. For effective communications, some of the popular method that Orbund uses is – 

• Cold calls via telephone media 

• Visiting client personally 

• Making communications via video conferencing 

• Online communication (e.g. email, live chat, interaction etc.) 

 

The methods listed above are appropriate for Orbund’s business process.  To understand, 

develop, implement and assess marketing communications over time, Orbund also 

following a six-step process that defines a strategic cycle of marketing communications 

activities. The six steps include (NM Marketing Communication, A fresh approach):  

• Understanding The Market - Gauge key players into the market for influences and 

changes. 

• Assessing The Business Needs - Determine the primary objectives, competitive 

pressures, barriers to success etc. 

• Evaluating Available Resources - strengths and weaknesses, budget, staffing, 

time. 
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• Choosing Appropriate Strategies and Tactics - Advertising, direct mail, Internet, 

trade shows, etc. Strategies and tactics will be consistent with both short-term and 

long-term objectives, accommodate seasons and market cycles, and link corporate 

development to industry events. The result of this step will be a calendar of 

activities for implementation of each strategy and tactic. 

• Implementing The Marketing Communications - Create and distribute the various 

direct mails, online tactics, print sales literature, trade show support and other 

activities of the marketing communications program. 

• Evaluating Results - By reviewing the results of the marketing communications 

activities, Orbund can help the client to plan and implement future efforts, thereby 

completing a cycle of marketing communications. Orbund not only consider how 

well they have succeeded against their objectives, but also gain a better 

understanding of changing market conditions – leading Orbund back to step 1.  

 

 

7.5 Relationship Budget.     
 

Being a start-up company, even though resources are very limited, it’s essential for 

Orbund to spend at least a portion of money toward sales and marketing in order to 

acquire certain percentage of market share. Orbund has been spending somewhat 10% of 

the total sales forecast as because more effort may be required when pursuing business in 

a market where the company has had very little exposure.  Most Sales & Marketing 

expenditure goes toward marketing using online since this is 100% online business. Thus, 
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a reasonable allocation of the total sales forecast of $100,000 dollars would be as 

follows- 

• Online Marketing (4%):    $4,000 

• Telephone (including time and cost of 2%):  $2,000 

• Visiting Clients (1%):     $1,000 

• Conference, Seminar, Presentation (2%):  $2,000 

• Brochures & Mailing purposes (1%):   $1,000  

  

As company grow, the percentage will increase accordingly toward Sales & Marketing 

and still envisioning allocating greater percentage toward online marketing based on 

company’s recent survey. The easy-to-use impression of the product is also catching up 

with clients since the beginning of 2007. This is helping Orbund signup clients more 

quickly. Orbund plans to promote it products as user-friendly and build an image similar 

to Apple over the years for school systems. 

 

Orbund is exploring the possibilities of posting advertisements on its system Web pages 

as well. The advertisements, however, will not look like typical online advertisements. 

They will be there as additional resources for parents, teachers, or students, and they will 

be present in a form similar to that of advertisements on Google search result pages. 
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The target customers for Orbund’s Online School Systems are private schools and small 

to medium size districts in the US, and colleges.  

 

 

CHAPTER 8 
 

SALES PLANNING CHART 
 

Orbund’s system offers all its services, many of which are essential to run a school, in a 

very cost-effective package. In-house applications would cost much more. The following 

is an estimate of how much it would cost a school to develop and run an in-house system: 

 
 

  Yearly Amount 

    
Initial cost:   
Initial development cost (2 programmers for 
2 years) 

 $        200,000  

Server and hardware   $            2,000  

Total  $        202,000  
    
On-going cost   
Network subscription  $            1,200  
Maintenance person  $          50,000  
Data back-up hardware   $               500  

Total  $          51,700  
 
 
In comparison, we can look at the following chart showing cost for schools of various 

sizes if they subscribe to Orbund’s system: 

School Size (in 
number of students) 

Set-up and training Yearly subscription 
cost (per student) 

Yearly subscription 
cost (Total) 

        
                         200   $                     400   $                          5   $                   1,000  
                         500   $                     400   $                          5   $                   2,500  
                       1,000   $                  1,000   $                          5   $                   5,000  
                       2,000   $                  1,000   $                          5   $                 10,000  
                       3,000   $                  1,000   $                          5   $                 15,000  
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The target customers for Orbund’s Online School Systems are school districts and private 

schools in the US, and colleges and upscale schools in other countries. In the US, Mid-

size school districts, along with private schools, are the optimal customers as they are 

more open to new systems. 

 

Based on Sales plan chart in above, Orbund sales and marketing plan is very aggressive 

for USA as Orbund has physical office locations in both US and overseas. Even though 

we have $10,000 dollars total marketing budget allocated for the year, Orbund is taking 

the step very conservatively and cautiously to make sure every dollar is spend 

accordingly and appropriately. It is also expected that budget may need to adjust 

accordingly as we target into new market.  

 

Again, number of potential clients in USA will be easier to market as because there are 

few clients already in those regions and easy to follow the same sort of pattern and 

pricing structure as we roll into the new school within the same region. Since we 

currently do not have much exposure into other region, we may have to depend on Online 

mostly to market into those regions.  Bottom line is the five year outlook for Orbund is to 

build relationship with their respective clients that share the same values to form a 

Design-build business in near future. 
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CHAPTER 9 
 

CONTROLS AND MONITORS 
 

The growing population and school enrolment in the US, increasing complexity in 

schools and more and more interest in using technology in education provides excellent 

strategic opportunity to Orbund to tap into this market. When Orbund expands, the 

management has to be careful so as to provide adequate service to all is clients. If there’s 

any lapse in the quality of service, then future client acquisitions will be affected. Also, 

the management has to make sure that any rapid expansion does not engender any lack of 

communication between the company and its clients. 

 

Right now Orbund has the opportunity to customize its service for its clients. But as it 

expands, it has to cut down on customization, as it won’t be able to afford the time and 

effort needed for it. But the company has to make sure that this move towards more 

standardization does not make a dent in customer acquisition or satisfaction levels.  All 

communications and relationships with current, past and future clients will be maintained 

within the database and strictly monitor through a standard process. If for some reason 

Orbund’s strategic goal are not met, there will be an alternative strategies including – 

• To stay focus on current market and expand the marketing strategies within the 

market; 

• Consider marketing other add-on features and services within existing clients to 

increase revenue; 

• Hire Sales associate accordingly only on commission basis; 

• Minimize expense on Sales & Marketing; 
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CHAPTER 10 
 

SUMMARY 
 

Online School Management system is becoming popular and highly demanding in all 

over the world as technology is moving forward with inventing things more users 

friendly and cost effective. Orbund, state-of-the-art, the online school management 

system is dedicated and continuously striving for better product with many add-on 

features, with more customer focus, system’s stability, low cost and totally custom made 

to fits into customer’s specific needs. The purpose of the business is to: 

 Change/revolutionize education in the US and across the world through making it 
more interactive and real-time 

 
 Improve quality of education through technology 

 
 Improve the partnership among teachers, students, parents, and administrators 

 
 
The fundamental principles of ORBUND are to: 
 

 Be committed to the stakeholders and technological innovation 
 

 Provide service of the highest quality 
 

 Strive for continual improvement in quality, service, and customer relations 
 

 Maintain a string sense of integrity in anything that the company does 
 

Orbund’s mission is to improve the quality of life of educators, parents and students by 

providing services using technology. (“Quality of life” includes academic performance, 

productivity, communication, crisis management, convenience of transactions etc.).  

Orbund’s vision is to become a worldwide service, providing educational institutions a 

single standard platform through which they can use technology-based services.    
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CHAPTER 11 
 

CONCLUSION 
 

The purpose of this research, mainly focus into marketing and strategic plan for future 

growth of the business. Venturing into the new market can be somewhat risky; however, 

in order for Orbund to grow profitably, it is important to recognize the industry through 

his entire life cycles and be optimistic at any time.  In a nutshell, Orbund will have the 

following competitive advantages in the market: 

 Orbund will enjoy the first-mover advantage. Although there are some other 

companies in the market offer similar products, Orbund is the first company to 

offer a platform suitable for third-party developers. Also, Orbund is the first 

company to go into Asia with this kind of product. 

 

 The management of Orbund is very much aware with the culture in US market 

and it will be comparatively easy for them to build relationships there, sometimes 

through existing personal relationships or contacts. 

 

 Orbund’s system has been designed to be multilingual and to be able to support 

several forms or systems of education.  

   

Therefore, a carefully targeted the marketing goals and initial investments of $10,000 

dollars (over the next few years…) in marketing for online school support systems could 

potentially result in a substantial return over a relatively short time horizon.  
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CHAPTER 12 
 

RECOMMENDATIONS FOR FUTURE STUDY 
 

Based on the initial findings of this study, the following recommendations are made to 

ensure reviewing company’s SWOT analysis and initial Marketing plan often to evaluate 

and identify key values in each category to focus on current market and technology. 

Always be competitive and for sure be prepared for a crisis. Regardless of staff size, the 

keys to a successful marketing campaign are to ensure that systems can provide the 

information through a variety of means, the information is acceptable, understandable by 

all users, and assistance is available to help all to make the best choice for their business. 

Here are some initial thoughts and key plans for future improvement (SOCS Simplified 

Online Communication Systems. “Marketing your School is just got easier.”) - 

• CONDUCT COMPREHENSIVE SURVEYS - Using an electronic tool is an 

easy way to discover the communication needs for the business.  Orbund can use 

that information as the foundation of their marketing needs. 

• CREATE AND MAINTAIN WEB PRESENCE – The Internet is increasingly 

the first place where people go for information – so it’s vital that website makes 

a good impression. 

• SEND EMAIL NEWS UPDATE – Email distribution lists are an easy and 

inexpensive way to notify parents, students and community members of 

important school events via email.  

• INTERACT – Set up a feedback option in the website and make sure all have 

access to it. Investigate the possibility of setting up a “blog” that allows to post 
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information about school issues and gives reader the ability to post their 

feedback. 

• REACH OUT TO THE MEDIA – Set up a media section on the website that 

includes “fact sheet” information, contact information for the media 

spokespeople, and copies of previous press releases. These efforts can help keep 

a steady stream of positive school information in local newspapers. 

• BE PREPARED FOR A CRISIS – Whether it’s a school closing due to weather 

or a serious incident at a school – it’s critical that website have the ability to 

immediately update the information and send announcement via either email or 

voice mail alerts etc. This helps school management to control the story, not the 

media.  
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Digest of Education Statistics: 2007  NCES 2008-022 

March 2008

Table 2. Enrollment in educational institutions, by level and control of institution: Selected years, fall 1980 
through fall 2007

 
[In thousands]

Level of instruction and type of control

Fall 

1980

Fall 

1985

Fall 

1990

Fall 

1995

Fall 

1997 Fall 1998

Fall 

1999 Fall 2000

Fall 

2001 Fall 2002

Fall 

2003

Fall 

20041 

Fall 

20051 

Projected 

fall 2006

Projected 

fall 2007

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

All levels 58,305 57,226 60,683 65,020 66,574 67,033  67,667 68,685  69,920 71,015  71,551 72,200 72,712 73,197 73,720

Public 50,335 48,901 52,061 55,933 57,323 57,676  58,167 58,956  59,905 60,935  61,399 61,775 62,135 62,622 63,067

Private 7,971 8,325 8,622 9,087 9,251 9,357  9,500 9,729  10,014 10,080  10,152 10,425 10,577 10,575 10,653

Elementary and secondary schools2 46,208 44,979 46,864 50,759 52,071 52,526  52,875 53,373  53,992 54,403  54,639 54,928 55,224 55,524 55,762

Public 40,877 39,422 41,217 44,840 46,127 46,539  46,857 47,204  47,672 48,183  48,540 48,795 49,113 49,370 49,610

Private 5,331 5,557 5,648 5,918 5,944 5,988 3 6,018 6,169 3 6,320 6,220 3 6,099 6,133 6,111 6,155 6,152

                   

Prekindergarten to grade 8 31,639 31,229 34,392 37,096 37,832 38,121  38,277 38,594  38,961 39,031  38,990 38,951 38,941 39,166 39,376

Public 27,647 27,034 29,878 32,341 33,073 33,346  33,488 33,688  33,938 34,116  34,202 34,178 34,205 34,387 34,592

Private 3,992 4,195 4,514 4,756 4,759 4,776 3 4,789 4,906 3 5,023 4,915 3 4,788 4,773 4,736 4,779 4,784

                   

Grades 9 to 12 14,570 13,750 12,472 13,662 14,239 14,405  14,598 14,779  15,031 15,373  15,649 15,977 16,285 16,358 16,386

Public 13,231 12,388 11,338 12,500 13,054 13,193  13,369 13,515  13,734 14,067  14,338 14,617 14,909 14,983 15,018

Private 1,339 1,362 1,134 1,163 1,185 1,212 3 1,229 1,264 3 1,296 1,306 3 1,311 1,360 1,376 1,375 1,368

Postsecondary degree-granting institutions 12,097 12,247 13,819 14,262 14,502 14,507  14,791 15,312  15,928 16,612  16,911 17,272 17,487 17,672 17,959

Public 9,457 9,479 10,845 11,092 11,196 11,138  11,309 11,753  12,233 12,752  12,859 12,980 13,022 13,252 13,457

Undergraduate 8,442 8,477 9,710 9,904 10,007 9,950  10,110 10,539  10,986 11,433  11,523 11,651 11,698 11,923 12,109

First-professional 114 112 112 115 118 121  123 124  128 132  134 136 138 140 143

Graduate 901 890 1,023 1,074 1,070 1,067  1,077 1,089  1,119 1,187  1,201 1,194 1,186 1,189 1,204

Private 2,640 2,768 2,974 3,169 3,306 3,369  3,482 3,560  3,695 3,860  4,053 4,292 4,466 4,420 4,501

Undergraduate 2,033 2,120 2,250 2,328 2,443 2,487  2,571 2,616  2,730 2,824  2,957 3,130 3,266 3,213 3,276

First-professional 163 162 162 183 180 182  180 183  181 187  195 199 199 201 205

Graduate 443 486 563 659 683 701  730 761  784 849  901 963 1,001 1,006 1,020

1 Private elementary and secondary education data are projected. 

2 Includes enrollments in local public school systems and in most private schools (religiously affiliated and nonsectarian). Excludes homeschooled 
children who were not also enrolled in public and private schools. Based on the National Household Education Survey, the homeschooled children 
numbered approximately 1.1 million in 2003. Private elementary enrollment includes preprimary students in schools offering kindergarten or higher 
grades. 
3 Estimated. 

NOTE: Degree-granting enrollment projections are based on the middle alternative projections published by the National Center for Education 
Statistics. Data through 1995 are for institutions of higher education, while later data are for degree-granting institutions. Degree-granting institutions 
grant associate's or higher degrees and participate in Title IV federal financial aid programs. The degree-granting classification is very similar to the 
earlier higher education classification, but it includes more 2-year colleges and excludes a few higher education institutions that did not grant degrees. 
(See Guide to Sources for details.) Detail may not sum to totals because of rounding. Some data have been revised from previously published figures. 
Private school enrollment data for fall 1999 are based on improved methodology for apportioning the grade-unclassified students. 
SOURCE: U.S. Department of Education, National Center for Education Statistics, Statistics of Public Elementary and Secondary School Systems, 
1980; Common Core of Data (CCD), "State Nonfiscal Survey of Public Elementary and Secondary Education," 1985–86 through 2005–06; Youth 
Survey of the National Household Education Surveys Program (Youth-NHES:1999); Private School Universe Survey (PSS), 1995–96 through 2003–04; 
Projections of Education Statistics to 2016; Higher Education General Information Survey (HEGIS), "Fall Enrollment in Institutions of Higher Education" 
surveys, 1980 and 1985; and 1990 through 2005 Integrated Postsecondary Education Data System (IPEDS), "Fall Enrollment Survey" (IPEDS-EF:90-
99), and Spring 2001 through Spring 2006. (This table was prepared August 2007.) 

Page 1 of 1Enrollment in educational institutions, by level and control of institution: Selected ...

7/23/2008http://nces.ed.gov/programs/digest/d07/tables/dt07_002.asp?referrer=report



 

� 2007 Tables and Figures � All Years of Tables and Figures � Most Recent Issue of the Digest

Table 413. Public schools and instructional rooms with internet access, by selected school characteristics: 
Selected years, 1994 through 2005
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— Not available  
† Not applicable.  
� Data for combined schools are included in the totals and in analyses by other school characteristics, but are not shown separately.  

� Percent of students eligible for free or reduced-price lunch was not available for some schools. In the 1994 survey, free and reduced-price lunch data 
came from the Common Core of Data (CCD) only and were missing for 430 schools (percentages presented in this table are based on cases for which 
data were available). In subsequent years, free and reduced-price lunch information was obtained on the questionnaire, supplemented, if necessary, 
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Figure 29. Percentage of all public schools and instructional rooms with internet access: Various years, fall 1994 
through fall 2005

SOURCE: U.S. Department of Education, National Center for Education Statistics, Fast Response Survey System (FRSS), Internet Access in U.S. 
Public Schools and Classrooms: 1994-2005. 
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Table 413. Public schools and instructional rooms with internet access, by selected school characteristics: Selected years, 1994 through 2005

1
Estimated total
   number of schools
1995 .................... 77,850 (---) 57,710 (---) 18,080 (---) 20,670 (---) 50,040 (---) 7,140 (---) 17,910 (---) 18,460 (---) 19,540 (---) 21,940 (---) 37,450 (---) 13,630 (---) 12,810 (---) 13,170 (---)
1997 .................... 79,130 (---) 59,690 (---) 19,430 (---) 20,540 (---) 51,170 (---) 7,420 (---) 21,070 (---) 23,420 (---) 12,640 (---) 22,000 (---) 37,530 (---) 12,250 (---) 16,300 (---) 12,860 (---)
1998 .................... 78,790 (333) 59,170 (293) 19,190 (220) 20,100 (479) 50,660 (467) 8,040 (165) 20,700 (88) 26,270 (98) 11,310 (182) 20,520 (273) 38,160 (1,530) 12,090 (1,185) 13,970 (991) 14,540 (1,263)
1999 .................... 78,400 (665) 59,580 (722) 17,110 (521) 20,020 (1,263) 50,390 (681) 7,990 (291) 21,030 (605) 26,250 (514) 11,240 (343) 19,890 (506) 35,650 (1,211) 13,910 (977) 16,100 (1,067) 11,990 (949)
2000 .................... 80,130 (650) 59,780 (569) 18,410 (359) 20,070 (697) 51,890 (206) 8,170 (217) 21,120 (1,380) 26,580 (1,746) 11,880 (1,323) 20,550 (1,478) 36,560 (1,215) 12,410 (792) 17,030 (1,071) 13,910 (923)
2001 .................... 81,070 (492) 61,640 (527) 17,630 (414) 20,670 (589) 51,970 (274) 8,430 (139) 18,000 (1,416) 26,260 (1,002) 10,180 (746) 26,630 (1,087) 34,930 (1,191) 14,750 (1,203) 16,630 (995) 14,710 (814)
2002 .................... 82,040 (780) 62,130 (647) 17,610 (371) 21,430 (761) 51,880 (253) 8,730 (145) 18,550 (963) 26,430 (922) 10,770 (1,080) 26,280 (1,289) 34,990 (1,194) 13,240 (1,050) 19,040 (1,134) 14,770 (862)
2003 .................... 82,230 (763) 62,300 (759) 17,890 (396) 21,620 (697) 51,950 (448) 8,660 (154) 18,800 (1,160) 26,490 (1,060) 10,600 (1,098) 26,350 (1,422) 32,500 (1,381) 14,870 (1,111) 18,580 (1,095) 16,290 (999)
2005 .................... 82,480 (484) 61,920 (457) 18,910 (332) 20,960 (534) 53,420 (599) 8,100 (398) 19,010 (1,094) 23,820 (1,546) 11,810 (939) 27,850 (1,288) 32,280 (1,158) 14,350 (924) 18,290 (1,268) 17,570 (956)

Percent of schools 
   with internet
   access\3\
1994 .................... 35 (1.5) 30 (1.9) 49 (2.4) 30 (3.4) 35 (2.0) 58 (3.0) 40 (3.1) 38 (2.9) 29 (2.3) 35 (2.7) 39 (2.3) 35 (4.6) 32 (5.0) 18 (4.6)
1995 .................... 50 (1.8) 46 (2.4) 65 (2.7) 39 (3.9) 52 (2.2) 69 (4.1) 47 (4.3) 59 (3.8) 47 (3.7) 48 (3.8) 60 (2.4) 48 (3.9) 41 (4.6) 31 (4.4)
1996 .................... 65 (1.8) 61 (2.1) 77 (1.8) 57 (4.4) 66 (2.0) 80 (3.4) 64 (4.5) 75 (3.3) 61 (4.0) 60 (3.3) 74 (2.2) 59 (4.8) 53 (5.1) 53 (5.4)
1997 .................... 78 (1.5) 75 (2.0) 89 (1.7) 75 (3.8) 78 (2.0) 89 (2.5) 74 (3.8) 78 (2.8) 84 (4.6) 79 (3.2) 86 (1.8) 81 (3.9) 71 (4.0) 62 (5.3)
1998 .................... 89 (1.3) 88 (1.6) 94 (2.1) 87 (3.4) 89 (1.4) 95 (2.4) 92 (2.1) 85 (2.8) 90 (3.2) 92 (3.4) 92 (2.0) 93 (2.2) 88 (3.0) 79 (3.7)
1999 .................... 95 (0.8) 94 (1.0) 98 (0.8) 96 (1.5) 94 (1.0) 96 (1.7) 93 (1.5) 96 (1.2) 94 (2.5) 96 (1.4) 95 (1.1) 98 (0.9) 96 (1.7) 89 (3.1)
2000 .................... 98 (0.5) 97 (0.7) 100 \4\ (†) 96 (1.7) 98 (0.5) 99 (0.6) 96 (1.1) 98 (1.2) 98 (1.2) 99 (0.9) 99 (0.7) 99 (0.7) 97 (1.3) 94 (1.7)
2001 .................... 99 (0.3) 99 (0.4) 100 \4\ (†) 99 (1.0) 99 (0.4) 100 (†) 97 (1.4) 99 (0.5) 100 (†) 100 \4\ (†) 99 (0.6) 100 (†) 99 (0.5) 97 (1.1)
2002 .................... 99 (0.5) 99 (0.6) 100 \4\ (†) 96 (1.7) 100 \4\ (†) 100 (†) 99 (0.7) 100 (†) 98 (2.2) 98 (1.0) 98 (1.0) 100 (†) 100 (†) 99 (0.9)
2003 .................... 100 \4\ (†) 100 \4\ (†) 100 (†) 100 (†) 100 \4\ (†) 100 (†) 100 (†) 100 \4\ (†) 100 (†) 100 (†) 100 (†) 100 (†) 100 (†) 99 (0.8)
2005 .................... 100 \4\ (†) 100 \4\ (†) 100 (†) 100 (†) 99 (0.4) 100 (†) 99 (0.6) 99 (0.6) 100 (†) 100 (†) 99 (0.5) 100 (†) 100 (†) 99 (0.7)

Number of computers
   for instructional
   purposes (in 
   thousands)
1995\5\ ................. 5,621 (---) 3,453 (---) 2,021 (---) 850 (---) 3,600 (---) 1,171 (---) 1,497 (---) 1,526 (---) 1,404 (---) 1,195 (---) 2,905 (---) 806 (---) 950 (---) 882 (---)
1997 .................... 5,959 (---) 3,701 (---) 2,258 (---) 839 (---) 3,767 (---) 1,353 (---) 1,727 (---) 2,084 (---) 934 (---) 1,214 (---) 3,154 (---) 886 (---) 1,013 (---) 890 (---)
1998 .................... 7,111 (183) 4,519 (145) 2,549 (94) 952 (53) 4,414 (136) 1,744 (106) 2,148 (74) 2,606 (129) 1,047 (58) 1,311 (77) 3,630 (198) 1,105 (114) 1,127 (89) 1,235 (155)
1999 .................... 7,806 (147) 4,923 (114) 2,728 (103) 1,021 (76) 4,952 (127) 1,834 (101) 2,320 (113) 2,975 (121) 1,022 (50) 1,489 (75) 3,900 (152) 1,245 (115) 1,429 (116) 1,170 (98)
2000 .................... 8,776 (174) 5,296 (149) 3,271 (113) 1,135 (73) 5,524 (121) 2,117 (103) 2,537 (179) 3,396 (213) 1,155 (132) 1,689 (131) 4,394 (147) 1,373 (93) 1,606 (112) 1,384 (107)
2001 .................... 10,058 (180) 6,165 (165) 3,654 (98) 1,085 (57) 6,273 (140) 2,700 (85) 2,685 (192) 3,791 (168) 1,134 (78) 2,448 (142) 4,781 (206) 1,707 (120) 1,862 (132) 1,698 (117)
2002 .................... 10,711 (237) 6,775 (187) 3,705 (105) 1,347 (101) 6,533 (181) 2,831 (101) 2,662 (158) 4,043 (173) 1,320 (172) 2,686 (164) 4,982 (170) 1,673 (172) 2,265 (137) 1,792 (136)
2003 .................... 11,180 (265) 6,879 (234) 4,087 (115) 1,275 (77) 6,709 (179) 3,196 (118) 2,825 (163) 4,188 (177) 1,357 (139) 2,810 (220) 5,049 (252) 1,923 (165) 2,248 (139) 1,960 (110)
2005 .................... 12,672 (281) 7,701 (251) 4,783 (148) 1,566 (98) 7,966 (243) 3,139 (163) 3,132 (177) 4,058 (242) 1,819 (193) 3,663 (255) 5,352 (261) 2,193 (185) 2,687 (244) 2,440 (152)

Average number of 
   instructional 
   computers per school
1995\5\ ................. 72 (---) 60 (---) 112 (---) 41 (---) 72 (---) 164 (---) 84 (---) 83 (---) 72 (---) 54 (---) 78 (---) 59 (---) 74 (---) 67 (---)
1997 .................... 75 (---) 62 (---) 116 (---) 41 (---) 74 (---) 183 (---) 82 (---) 89 (---) 74 (---) 55 (---) 84 (---) 72 (---) 62 (---) 69 (---)
1998 .................... 90 (2.3) 76 (2.4) 133 (4.9) 47 (2.6) 87 (2.5) 217 (13.0) 104 (3.6) 99 (4.9) 93 (5.2) 64 (3.6) 95 (3.7) 91 (6.1) 81 (4.5) 85 (7.7)
1999 .................... 100 (2.2) 83 (2.2) 159 (6.4) 51 (2.5) 98 (2.3) 229 (10.7) 110 (4.7) 113 (4.2) 91 (4.2) 75 (3.6) 109 (2.8) 90 (6.8) 89 (5.6) 98 (5.2)
2000 .................... 110 (2.0) 89 (2.4) 178 (5.3) 57 (3.1) 106 (2.3) 259 (9.0) 120 (4.9) 128 (4.3) 97 (5.6) 82 (3.6) 120 (3.4) 111 (5.9) 94 (5.7) 99 (5.5)
2001 .................... 124 (2.3) 100 (2.7) 207 (6.2) 52 (2.5) 121 (2.6) 320 (10.1) 149 (6.4) 144 (4.7) 111 (6.0) 92 (4.0) 137 (4.9) 116 (5.8) 112 (6.0) 115 (5.0)
2002 .................... 131 (2.8) 109 (2.9) 210 (6.4) 63 (4.1) 126 (3.5) 324 (10.8) 144 (6.4) 153 (5.2) 123 (9.3) 102 (4.5) 142 (4.7) 126 (8.5) 119 (5.3) 122 (5.9)
2003 .................... 136 (2.6) 110 (3.1) 228 (4.9) 59 (2.9) 129 (3.2) 369 (11.0) 150 (6.1) 158 (5.6) 128 (6.7) 107 (4.9) 155 (5.9) 129 (7.0) 121 (5.6) 120 (5.1)
2005 .................... 154 (3.4) 124 (3.8) 253 (6.8) 75 (4.2) 149 (4.2) 388 (13.5) 165 (7.2) 170 (6.3) 154 (13.4) 132 (5.9) 166 (5.5) 153 (9.3) 147 (6.9) 139 (7.4)

Number of instructional
   computers with 
   internet access 
   (in thousands)
1995\5\ ................. 447 (---) 232 (---) 187 (---) 59 (---) 315 (---) 73 (---) 96 (---) 131 (---) 126 (---) 94 (---) 286 (---) 46 (---) 57 (---) 36 (---)
1998 .................... 3,569 (173) 2,100 (148) 1,450 (79) 407 (38) 2,276 (140) 887 (73) 1,026 (87) 1,334 (105) 481 (46) 727 (73) 2,064 (151) 608 (79) 439 (48) 458 (78)
1999 .................... 4,809 (145) 2,773 (111) 1,945 (89) 663 (60) 2,988 (132) 1,158 (68) 1,265 (94) 1,887 (93) 691 (50) 966 (70) 2,762 (140) 778 (59) 810 (79) 428 (55)
2000 .................... 6,759 (174) 3,813 (136) 2,779 (113) 882 (69) 4,191 (114) 1,686 (97) 1,782 (148) 2,688 (178) 955 (111) 1,335 (91) 3,608 (139) 1,064 (80) 1,215 (93) 858 (87)
2001 .................... 8,500 (176) 4,936 (144) 3,357 (92) 874 (61) 5,229 (139) 2,396 (89) 2,175 (164) 3,178 (150) 1,008 (74) 2,139 (137) 4,225 (196) 1,447 (105) 1,529 (114) 1,289 (101)
2002 .................... 9,658 (236) 5,912 (183) 3,525 (105) 1,214 (97) 5,827 (183) 2,618 (102) 2,329 (145) 3,677 (160) 1,222 (162) 2,431 (148) 4,586 (167) 1,474 (158) 2,049 (129) 1,549 (122)
2003 .................... 10,361 (270) 6,225 (237) 3,935 (117) 1,156 (71) 6,169 (186) 3,036 (122) 2,593 (160) 3,887 (168) 1,264 (128) 2,616 (217) 4,751 (244) 1,724 (158) 2,121 (134) 1,726 (107)
2005 .................... 12,245 (274) 7,361 (246) 4,706 (151) 1,515 (98) 7,642 (239) 3,089 (162) 3,009 (173) 3,912 (238) 1,784 (193) 3,541 (239) 5,239 (259) 2,090 (176) 2,583 (228) 2,332 (146)

Percent of instructional
   computers with 
   internet access
1995\5\ ................. 8 (---) 7 (---) 9 (---) 7 (---) 9 (---) 6 (---) 6 (---) 9 (---) 9 (---) 8 (---) 10 (---) 6 (---) 6 (---) 4 (---)
1998 .................... 50 (1.7) 46 (2.5) 57 (2.1) 43 (3.4) 52 (2.2) 51 (3.4) 48 (3.0) 51 (2.8) 46 (4.1) 55 (3.4) 57 (2.0) 55 (4.2) 39 (2.9) 37 (4.6)
1999 .................... 62 (1.4) 56 (1.6) 71 (2.4) 65 (3.0) 60 (1.7) 63 (3.6) 55 (2.6) 63 (2.4) 68 (3.1) 65 (2.7) 71 (2.2) 62 (3.6) 57 (2.8) 37 (3.6)
2000 .................... 77 (1.1) 72 (1.5) 85 (1.2) 78 (2.6) 76 (1.3) 80 (1.8) 70 (2.1) 79 (1.7) 83 (2.5) 79 (2.1) 82 (1.2) 77 (2.9) 76 (2.6) 62 (3.1)
2001 .................... 85 (0.8) 80 (1.2) 92 (0.8) 81 (2.8) 83 (1.2) 89 (1.4) 81 (2.1) 84 (1.5) 89 (2.1) 87 (1.3) 88 (1.2) 85 (2.0) 82 (2.5) 76 (2.2)
2002 .................... 90 (0.8) 87 (1.1) 95 (0.6) 90 (1.8) 89 (0.9) 92 (1.3) 87 (1.6) 91 (1.2) 93 (1.9) 90 (1.4) 92 (1.1) 88 (2.0) 90 (1.5) 86 (1.6)
2003 .................... 93 (0.6) 90 (0.8) 96 (0.8) 91 (1.9) 92 (0.8) 95 (1.0) 92 (1.0) 93 (1.1) 93 (1.6) 93 (1.3) 95 (0.8) 90 (2.3) 94 (1.0) 88 (1.5)

Metropolitan status

14

75 percent or 
more
15105

300 to 999
6

Secondary
35 to 49 
percent

138
Urban fringe

9
Town

Size of school enrollment

1,000 or 
more

7
Less than 300

11

Less than 35 
percent

123
City Rural

All public 
schools

2
Elementary

4

Instructional level\1\
Schools, computers, 
instructional rooms, and 
access

Percent of students eligible for free or reduced-
price lunch\2\

50 to 74 
percent
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2005 .................... 97 (0.4) 96 (0.5) 98 (0.4) 97 (0.7) 96 (0.5) 98 (0.5) 96 (0.7) 96 (1.1) 98 (0.6) 97 (0.7) 98 (0.6) 95 (1.0) 96 (1.0) 96 (0.8)

Number of public school
   students per instruc-
   tional computer with
   internet access
1998 .................... 12.1 (0.6) 13.6 (0.9) 9.9 (0.4) 9.1 (0.7) 12.3 (0.7) 13.0 (1.0) 14.1 (1.2) 12.4 (0.9) 12.2 (1.2) 8.6 (0.8) 10.6 (0.6) 10.9 (1.2) 15.8 (1.4) 16.8 (2.5)
1999 .................... 9.1 (0.3) 10.6 (0.4) 7.0 (0.3) 5.7 (0.4) 9.4 (0.4) 10.0 (0.6) 11.4 (0.8) 9.1 (0.4) 8.2 (0.6) 6.6 (0.4) 7.6 (0.3) 9.0 (0.4) 10.0 (0.8) 16.8 (2.2)
2000 .................... 6.6 (0.1) 7.8 (0.2) 5.2 (0.2) 3.9 (0.3) 7.0 (0.2) 7.2 (0.3) 8.2 (0.4) 6.6 (0.2) 6.2 (0.3) 5.0 (0.3) 6.0 (0.2) 6.3 (0.4) 7.2 (0.4) 9.1 (0.7)
2001 .................... 5.4 (0.1) 6.1 (0.2) 4.3 (0.1) 4.1 (0.3) 5.6 (0.1) 5.4 (0.2) 5.9 (0.2) 5.7 (0.2) 5.0 (0.3) 4.6 (0.1) 4.9 (0.2) 5.2 (0.2) 5.6 (0.3) 6.8 (0.3)
2002 .................... 4.8 (0.1) 5.2 (0.2) 4.1 (0.1) 3.1 (0.2) 5.0 (0.2) 5.1 (0.2) 5.5 (0.2) 4.9 (0.2) 4.4 (0.4) 4.0 (0.2) 4.6 (0.1) 4.5 (0.3) 4.7 (0.2) 5.5 (0.3)
2003 .................... 4.4 (0.1) 4.9 (0.2) 3.8 (0.1) 3.2 (0.2) 4.7 (0.1) 4.3 (0.2) 5.0 (0.2) 4.6 (0.2) 4.1 (0.2) 3.8 (0.2) 4.2 (0.1) 4.4 (0.3) 4.4 (0.2) 5.1 (0.2)
2005 .................... 3.8 (0.1) 4.1 (0.1) 3.3 (0.1) 2.4 (0.1) 3.9 (0.1) 4.0 (0.1) 4.2 (0.2) 4.1 (0.1) 3.4 (0.2) 3.0 (0.1) 3.8 (0.1) 3.4 (0.2) 3.6 (0.2) 4.0 (0.2)

Number of instructional
    rooms\6\ (in 
    thousands)
1997 .................... 2,625 (---) 1,720 (---) 906 (---) 335 (---) 1,725 (---) 566 (---) 830 (---) 902 (---) 388 (---) 505 (---) 1,336 (---) 375 (---) 462 (---) 447 (---)
1998 .................... 2,709 (41) 1,772 (29) 916 (25) 349 (15) 1,740 (34) 620 (21) 839 (22) 981 (24) 390 (14) 498 (17) 1,372 (60) 413 (39) 451 (29) 471 (42)
1999 .................... 2,811 (36) 1,830 (33) 926 (29) 360 (26) 1,805 (39) 645 (30) 857 (29) 1,049 (33) 375 (16) 530 (23) 1,325 (46) 477 (34) 541 (42) 437 (34)
2000 .................... 2,905 (35) 1,864 (28) 972 (24) 377 (22) 1,871 (23) 657 (23) 866 (56) 1,086 (61) 413 (47) 541 (39) 1,380 (46) 465 (28) 570 (36) 482 (29)
2001 .................... 2,851 (31) 1,854 (30) 929 (18) 332 (17) 1,829 (23) 690 (15) 726 (49) 1,068 (46) 339 (24) 718 (36) 1,299 (48) 486 (34) 551 (35) 510 (29)
2002 .................... 2,988 (37) 2,006 (30) 919 (19) 396 (25) 1,896 (20) 696 (16) 748 (36) 1,101 (39) 378 (40) 761 (48) 1,368 (45) 451 (38) 648 (38) 520 (33)
2003 .................... 3,004 (47) 1,998 (44) 952 (20) 378 (18) 1,919 (33) 707 (16) 777 (45) 1,104 (51) 375 (38) 748 (54) 1,281 (51) 524 (39) 626 (38) 512 (34)
2005 .................... 3,283 (71) 2,152 (70) 1,078 (27) 426 (23) 2,152 (70) 705 (30) 849 (62) 1,050 (61) 439 (41) 945 (67) 1,339 (50) 593 (51) 695 (56) 655 (39)

Percent of instruc-
   tional rooms\6\ with
   internet access\3\
1994 .................... 3 (0.3) 3 (0.4) 4 (0.6) 3 (0.7) 3 (0.5) 3 (0.6) 4 (0.8) 4 (0.8) 3 (0.6) 3 (0.4) 3 (0.5) 2 (0.4) 4 (1.8) 2 (0.9)
1995 .................... 8 (0.7) 8 (1.0) 8 (1.0) 9 (1.6) 8 (1.0) 4 (1.0) 6 (1.3) 8 (1.4) 8 (2.0) 8 (1.5) 10 (1.2) 6 (1.4) 6 (1.9) 3 (1.0)
1996 .................... 14 (1.0) 13 (1.5) 16 (1.5) 15 (2.9) 13 (1.2) 16 (2.1) 12 (1.6) 16 (2.2) 14 (1.9) 14 (2.2) 17 (1.6) 12 (2.2) 11 (2.8) 5 (1.8)
1997 .................... 27 (1.6) 24 (1.9) 32 (1.9) 27 (4.3) 28 (2.0) 25 (2.4) 20 (2.2) 29 (2.9) 34 (3.9) 30 (3.6) 33 (2.0) 33 (4.3) 20 (3.7) 14 (2.4)
1998 .................... 51 (1.8) 51 (2.3) 52 (2.1) 54 (3.7) 53 (2.2) 45 (3.9) 47 (3.2) 50 (2.9) 55 (4.0) 57 (3.6) 57 (2.4) 60 (5.1) 41 (3.9) 38 (4.3)
1999 .................... 64 (1.6) 62 (1.8) 67 (2.6) 71 (3.2) 64 (1.9) 58 (3.0) 52 (2.6) 67 (2.5) 72 (3.4) 71 (3.0) 73 (2.3) 69 (3.4) 61 (3.1) 38 (4.4)
2000 .................... 77 (1.1) 76 (1.5) 79 (1.6) 83 (2.8) 78 (1.5) 70 (2.2) 66 (2.2) 78 (2.0) 87 (2.6) 85 (1.7) 82 (1.5) 81 (2.9) 77 (2.8) 60 (3.3)
2001 .................... 87 (0.9) 86 (1.1) 88 (1.2) 87 (2.1) 87 (1.1) 86 (1.7) 82 (2.1) 87 (1.3) 91 (2.2) 89 (1.3) 90 (1.2) 89 (2.2) 87 (2.4) 79 (2.4)
2002 .................... 92 (0.6) 92 (0.8) 91 (1.0) 91 (1.9) 93 (0.7) 89 (1.7) 88 (1.6) 92 (0.9) 96 (1.1) 93 (1.0) 93 (0.8) 90 (2.1) 91 (1.4) 89 (1.9)
2003 .................... 93 (0.5) 93 (0.7) 94 (0.9) 93 (1.6) 93 (0.7) 94 (1.1) 90 (1.0) 94 (0.9) 97 (0.9) 94 (1.2) 95 (1.0) 93 (1.4) 94 (1.1) 90 (1.5)
2005 .................... 94 (1.3) 93 (1.9) 95 (0.9) 92 (1.9) 94 (1.9) 94 (1.5) 88 (3.7) 96 (0.8) 98 (0.7) 95 (1.8) 96 (0.8) 88 (4.3) 96 (0.8) 91 (2.5)
---Not available

\1\Data for combined schools are included in the totals and in analyses by other school characteristics, but are not shown separately.
†Not applicable. 

\2\Percent of students eligible for free or reduced-price lunch was not available for some schools. In the 1994 survey, free and reduced-price lunch data came from the Common Core of Data (CCD) only and were missing for 430 schools (percentages 
presented in this table are based on cases for which data were available). In subsequent years, free and reduced-price lunch information was obtained on the questionnaire, supplemented, if necessary, with CCD data. Missing data ranged from 0 
schools (2002, 2003, and 2005) to 10 schools (1999).
\3\Some data differ slightly (e.g., by 1 percent) from previously published figures. 
\4\This estimate fell between 99.5 percent and 100.0 percent and therefore was rounded to 100 percent. 
\5\Includes computers used for instructional or administrative purposes.
\6\Includes all classrooms, computer labs, and library/media centers.
NOTE: For estimates that are 100 percent, the event defined could have been reported by fewer schools had a different sample been drawn. Detail may not sum to totals because of rounding. Standard errors appear in parentheses.
SOURCE: U.S. Department of Education, National Center for Education Statistics, Fast Response Survey System (FRSS), Internet Access in U.S. Public Schools and Classrooms: 1994-2005; and unpublished tabulations. (This table was prepared July 
2007.)
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Table 59. Private elementary and secondary schools, enrollment, teachers, and high school graduates, by state: Selected years
          1997 through 2003

1
   United States .....34,681 (390.1) 5,944,320 (18,543) 6,018,280 (30,179) 6,319,647 (40,272) 6,099,220 (41,219) 440,850 (3,108) 295,790 (5,355)
Alabama .............. 590 (103.4) 82,060 (†) 81,040 (†) 92,380 (3,926) 99,580 (12,130) 7,250 (720) 5,980 (1,225)
Alaska ............... 97 (28.3) 7,230 (†) 6,980 (†) 7,416 (†) 7,370 (424) 640 (57) 280 (†)
Arizona .............. 616 (208.6) 59,730 (261) 58,740 (2,591) 78,659 (18,218) 75,360 (16,426) 4,840 (907) 2,410 (23)
Arkansas ............. 185 (†) 30,410 (†) 29,400 (†) 32,575 (†) 31,300 (†) 2,280 (†) 1,300 (†)
California ........... 4,244 (61.8) 721,210 (2,146) 724,010 (1,403) 757,751 (8,415) 740,460 (8,703) 49,460 (524) 32,000 (594)

Colorado ............. 429 (9.5) 65,410 (†) 65,690 (†) 64,699 (†) 62,080 (476) 4,620 (29) 2,360 (19)
Connecticut .......... 443 (34.3) 76,740 (785) 80,060 (391) 82,323 (†) 102,960 (25,024) 9,190 (1,814) 10,560 (5,065)
Delaware ............. 177 (31.8) 36,730 (7,525) 26,940 (†) 31,693 (1,023) 33,020 (2,649) 3,410 (1,306) 1,360 (101)
District of Columbia . 145 (52.3) 17,480 (†) 17,000 (†) 33,659 (14,373) 23,510 (6,121) 2,410 (527) 1,200 (†)
Florida .............. 1,998 (101.8) 329,770 (2,120) 349,180 (4,957) 365,887 (8,301) 398,720 (14,590) 27,720 (998) 16,820 (463)

Georgia .............. 895 (169.4) 126,520 (5,983) 137,420 (9,460) 137,062 (4,550) 144,850 (6,527) 11,880 (506) 6,850 (16)
Hawaii ............... 134 (†) 35,530 (†) 35,550 (746) 42,976 (220) 39,940 (†) 2,990 (†) 2,740 (†)
Idaho ................ 118 (†) 11,140 (†) 12,720 (†) 12,051 (†) 12,570 (†) 910 (†) 510 (†)
Illinois ............. 1,618 (37.2) 345,250 (720) 347,750 (700) 357,391 (19,293) 316,430 (1,698) 19,910 (143) 15,090 (63)
Indiana .............. 860 (39.3) 122,430 (1,222) 121,960 (†) 129,240 (326) 124,500 (455) 7,900 (39) 4,820 (†)

Iowa ................. 278 (21.2) 64,320 (9,269) 54,640 (844) 51,541 (†) 53,850 (4,634) 3,500 (180) 2,620 (†)
Kansas ............... 319 (74.6) 45,430 (1,964) 56,840 (12,716) 51,544 (8,341) 47,710 (2,151) 3,350 (223) 2,160 (†)
Kentucky ............. 465 (63.5) 81,770 (1,078) 89,300 (6,657) 85,230 (3,227) 82,100 (1,525) 5,420 (64) 3,660 (†)
Louisiana ............ 476 (27.8) 153,710 (1,198) 148,020 (†) 159,907 (11,381) 155,780 (3,515) 10,020 (199) 9,010 (42)
Maine ................ 237 (82.8) 18,260 (†) 19,820 (261) 20,824 (174) 24,740 (3,629) 2,250 (232) 3,240 (768)

Maryland ............. 863 (†) 154,920 (1,725) 166,570 (1,030) 175,738 (†) 172,360 (†) 13,440 (†) 7,810 (†)
Massachusetts ........ 1,067 (108.9) 151,300 (†) 154,060 (147) 177,490 (9,836) 164,390 (6,636) 14,360 (258) 10,050 (†)
Michigan ............. 1,037 (†) 211,950 (3,152) 208,470 (4,965) 198,381 (†) 180,080 (†) 11,710 (†) 9,320 (†)
Minnesota ............ 627 (43.5) 97,470 (†) 101,360 (†) 112,307 (2,993) 106,010 (3,011) 7,330 (216) 4,750 (189)
Mississippi .......... 316 (72.2) 57,150 (416) 67,200 (14,096) 67,376 (10,106) 57,110 (2,981) 4,360 (364) 3,370 (†)

Missouri ............. 813 (121.5) 138,460 (6,478) 131,750 (†) 138,138 (4,321) 141,530 (9,966) 9,970 (556) 7,670 (780)
Montana .............. 168 (47.7) 9,050 (†) 10,170 (487) 12,926 (1,895) 12,510 (2,091) 1,400 (428) 830 (323)
Nebraska ............. 234 (†) 43,210 (†) 44,560 (†) 45,594 (618) 41,650 (†) 2,800 (†) 2,360 (†)
Nevada ............... 138 (†) 15,360 (†) 17,350 (†) 20,367 (385) 23,930 (†) 1,370 (†) 670 (†)
New Hampshire ........ 322 (†) 31,670 (1,565) 36,480 (†) 38,647 (†) 33,780 (†) 2,700 (†) 2,240 (†)

New Jersey ........... 1,453 (49.4) 248,110 (8,025) 237,540 (2,316) 282,451 (4,182) 269,530 (7,577) 19,270 (459) 11,930 (5)
New Mexico ........... 212 (17.3) 23,580 (84) 28,570 (220) 26,510 (†) 29,310 (3,928) 2,450 (381) 1,240 (†)
New York ............. 2,228 (64.2) 531,510 (2,416) 542,520 (4,368) 559,673 (1,669) 515,620 (4,071) 39,280 (338) 26,870 (415)
North Carolina ....... 746 (77.8) 105,450 (8,920) 104,370 (1,403) 116,503 (4,112) 126,230 (11,439) 10,570 (800) 5,130 (184)
North Dakota ......... 53 (†) 7,970 (†) 7,730 (†) 7,179 (†) 6,840 (†) 540 (†) 460 (†)

Ohio ................. 1,174 (53.5) 285,150 (3,088) 280,930 (1,730) 290,374 (7,180) 270,660 (7,094) 17,330 (464) 14,090 (414)
Oklahoma ............. 202 (27.4) 39,580 (7,068) 45,660 (7,770) 46,567 (8,723) 34,300 (2,013) 2,580 (87) 1,550 (57)
Oregon ............... 412 (†) 58,290 (4,441) 61,000 (5,195) 71,504 (15,519) 54,320 (†) 3,620 (†) 2,610 (†)
Pennsylvania ......... 2,512 (87.2) 395,940 (5,960) 392,060 (6,679) 374,493 (†) 357,580 (3,364) 24,910 (268) 18,270 (162)
Rhode Island ......... 193 (†) 30,310 (†) 29,570 (†) 30,971 (†) 31,960 (†) 2,610 (†) 1,800 (†)

South Carolina ....... 420 (†) 82,390 (7,965) 86,810 (18,537) 70,947 (†) 73,800 (†) 5,250 (†) 2,830 (†)
South Dakota ......... 90 (†) 10,350 (†) 10,120 (†) 11,742 (†) 11,980 (†) 880 (†) 480 (†)
Tennessee ............ 529 (†) 91,880 (†) 104,150 (5,281) 98,787 (†) 93,390 (†) 7,920 (†) 5,280 (†)
Texas ................ 1,539 (117.5) 283,120 (7,997) 277,770 (2,338) 314,211 (12,244) 271,380 (2,758) 21,500 (766) 10,600 (267)
Utah ................. 124 (†) 18,250 (†) 15,900 (†) 20,041 (†) 19,990 (†) 1,450 (†) 1,030 (†)

Vermont .............. 131 (†) 12,230 (398) 15,010 (1,829) 14,090 (†) 12,730 (†) 1,460 (†) 1,260 (†)
Virginia ............. 733 (55.7) 115,560 (443) 116,110 (215) 129,466 (†) 131,160 (6,936) 10,480 (474) 5,840 (54)
Washington ........... 740 (102.4) 88,160 (1,870) 88,080 (1,493) 91,151 (2,028) 101,130 (7,935) 6,860 (413) 3,750 (†)
West Virginia ........ 153 (†) 15,260 (†) 16,370 (†) 16,558 (†) 15,300 (†) 1,270 (†) 760 (†)
Wisconsin ............ 1,096 (84.1) 156,330 (†) 154,340 (1,581) 162,223 (9,080) 159,240 (11,743) 10,990 (657) 5,920 (†)
Wyoming .............. 38 (†) 3,200 (†) 2,640 (†) 2,434 (†) 2,600 (†) 240 (†) 40 (†)
†Not applicable.

State

SOURCE: U.S. Department of Education, National Center for Education Statistics, Private School Universe Survey (PSS), various years, 1997-98 
through 2003-2004. (This table was prepared September 2006.)

NOTE: Includes special education, vocational/technical education, and alternative schools. Tabulation includes schools that offer 
kindergarten or higher grade. Includes enrollment of students in prekindergarten through grade 12 in schools that offer kindergarten or 
higher grade. Some data have been revised from previously published figures. Detail may not sum to totals because of rounding. Standard 
errors appear in parentheses.

\1\Reported in full-time equivalents (FTE). Excludes teachers who teach only prekindergarten students.

2

Schools, fall 
2003

3 6
Fall 1997 Fall 1999

7 8

High school 
graduates, 

2002-03
Teachers,\1\ 

fall 2003
4 5

Enrollment in prekindergarten through grade 12
Fall 2003Fall 2001
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 Accrual Basis

 Orbund LLC

 Sales by Customer Summary
 All Transactions

SCHOOL (Public & Private)

Accotink Academy

Al Hamra Academy

Al Ihsan Academy

All Saints Cathedral School

Caliente Union School District

Catholic Content LLC

Center Of Life Academy

Clinton Christian School

Darul Arqam N School

Iman Academy

Inclusive Education Centre

International Academy of Cincinnati

Jackson Hole Community School

Jaferia Islamic School

Lexington Universal Academy

Manhattan Initiative - Palmer Institute

MDQ Academy

NDSEC Lincoln Academy

New River Academy

Noah's Arc Christian Academy

Our Lady of Miraculous Medal

Peace Academy

PRO Canadian Soccer Group, Inc.

St. Benedict School

St. Mary's High School

St. Thomas Aquinas School

TCMCH of Hawaii

The Beaches School

The Fairfax Institute

Universal School of Buffalo

Washington Online Learning Institute

  

COLLEGE & UNIVERSITY

Dominica State College

Islamic American University

Perdana College

St. Christopher College of Medicine

Trinity University School of Medicine
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