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Case study: De La Salle HIGH SCHOOL

In a city as traditional as New Orleans, the reputation of high schools is fixed and 

unchanging. So when De La Salle High School went from being a boy’s school to being 

coed—but did little work to rebrand the school—most people in the city didn’t notice.

When De La Salle launched its new brand in 2009, the school 

used these smart tactics:

• �Covers that tell the story: The viewbook cover shows a 

prominent male/female photo, and other key covers get the 

gender mix right. Pictures can be worth 2,000 words.

• �Assigned readings: In a new twist on the traditional 

homework assignment, all students received a viewbook to 

take home to their parents. If they got their parents to sign 

that they’d read it, the kids got a free T-shirt to wear instead 

of the school uniform.

• �On-the-go ads: The city’s busiest streetcar line runs 

past the school hundreds of times a day, so streetcar 

advertising was a no-brainer. But when the ads were 

already sold to someone else, De La Salle thought 

backwards. Staffers draped the school in banners 

instead. The moral: If you can’t buy the streetcar, 

utilize the free space that every streetcar passenger 

will see!

• �A Web feature that dares to be different: The Web 

feature promotes De La Salle as New Orleans’ coed, 

diverse high school for students who dare to be 

themselves.

• �Creative coaching: The brand rollout hit all the 

audiences—teachers, parents, alumni, students, board members, donors and 

prospects—with a single key message: you are the brand champion. School leaders 

encouraged everyone to embrace why a coed school is good and to talk about why 

they love De La Salle.

• �An army of volunteers: De La Salle mobilized an army of people to walk the walk 

as part of the launch. They didn’t make the common mistake of saying, “Just let the 

people in publications do it.”


