
Digital Marketing for
International Schools 

in China



The Unique Marketing 
Challenges for 

International Schools in 
China



International Schools in China - and their Target Groups
Some Foreign International 
Schools only allow students 
with Non-Chinese passports.

Some do allow Chinese 
national students as well.

Some Chinese International 
Schools “just” have more 
English classes by English 
native speakers.

Some do the the whole 
classes in English teaching 
language.

Chinese Family, Child born abroadAll Chinese Family Mixed family All foreign family



International Schools in China

Every International School will have their main focus target groups of families they 

need to attract. That depends on their politics (like if they only allow students with 

Non-Chinese passports, or if the schools will follow the official Chinese curriculum 

and have their students take the official Chinese exams) or teaching style (like if main 

classes are taught in Chinese or English), which parents might base the main reason 

for their decision on. The school will need to focus their advertising based on where 

they can find their target groups.



Marketing Channels 
for International 
Schools in China



Which Marketing Channels should be used?

Own Website (Owned Media)

SEO / SEA

Search Engine Marketing
Social Media

(Not Owned Media)

Organic Posts / Ads

Offline (Print / Events / …)
(Already used by most schools - 

example local magazines for foreigners)



International School 
Marketing along the 

Customer Sales Funnel



The Customer Sales Funnel of International Schools in China

Awareness Engagement Discovery Purchase /

Enrollment

Retention

Make potential 
parents aware of 
your school's 
existence and 
values.

Get potential parents 
to interact with your 
content and develop 
an interest in your 
school.

Help parents 
discover what sets 
your school apart 
from others.

Convert 
interested 
parents into 
enrolling their 
children.

Keep families 
engaged and 
satisfied with their 
decision, 
encouraging loyalty 
and word-of-mouth 
recommendations.



Awareness Phase

Objective: Make potential parents aware of your school's existence and values.

• SEO & Content Marketing: Publish blog posts or articles about the benefits of international education, 
cultural diversity at your school, and success stories of former students. Use keywords that expat parents 
might search for, such as "international schools in Shanghai" or "expat education in Shanghai.”

• LinkedIn: Share news, achievements, and events of the school to showcase its active and vibrant 
community. Use LinkedIn articles to discuss broader educational trends.

• WeChat: Share similar content as on LinkedIn, but adapted to the local context and in both English and 
Mandarin to reach a wider audience.



Real life example of Tianjin International School TIS-Eagles

TIS has an active cultural program, that allows people from Tianjin,  
who are not having children at TIS, to participate.

One of these events is a yearly play of the drama class.

To find an audience for the play, they created a banner 
with all necessary details and made it available for the 
parents to share.

It was shared in one of the many WeChat groups for foreigners 
living in Tianjin. This specific group is targeting foreigners with 
kids in Tianjin, who are looking for activities to do.



Real life example of Tianjin International School TIS-Eagles



Engagement Phase

Objective: Get potential parents to interact with your content and develop an interest in your school.

• SEO & Content Marketing: Create interactive content such as quizzes ("Find the right international 
school for your child") or videos of day-to-day school life and special events.

• LinkedIn: Encourage discussions by posting questions related to educational philosophies, parenting in 
Shanghai, or the importance of global education.

• WeChat: Host live Q&A sessions with the head of school or teachers to answer parents' questions in real-
time.



Discovery Phase

Objective: Help parents discover what sets your school apart from others.

• SEO & Content Marketing: Focus on detailed content about your curriculum, extracurricular activities, 
faculty qualifications, and facilities. Highlight unique selling propositions (USPs) like language immersion 
programs, IB curriculum, etc.

• LinkedIn: Publish testimonials from current parents and alumni. Share insights into the school's academic 
philosophy and educational approach.

• WeChat: Create mini-programs or dedicated sections for parents to explore specific programs, events, or 
virtual tours of the school.



Purchase (Enrollment) Phase

Objective: Convert interested parents into enrolling their children.

• SEO & Content Marketing: Optimize landing pages for admissions information, application processes, 
and scholarship opportunities. Use clear calls-to-action (CTAs) and make it easy to contact admissions.

• LinkedIn: Share stories of successful enrollments and how the school supports new students and families 
in transitioning.

• WeChat: Use WeChat for direct communication with prospective parents, offering personalized 
consultations or assistance through the application process.



Retention Phase

Objective: Keep families engaged and satisfied with their decision, encouraging loyalty and word-of-mouth recommendations.

• SEO & Content Marketing: Create content that helps parents and students get the most out of their 
school experience, such as tips for settling into Shanghai, educational resources, and parent involvement 
opportunities.

• LinkedIn: Highlight ongoing community engagement initiatives and events that bring together students, 
parents, and staff.

• WeChat: Send regular updates about school life, events, and announcements directly to parents, keeping 
them involved and informed.



Let’s check on Baidu
北京国际学校 

(International School in Beijing)



北京国际学校

Ads



Ads

Organic http://bj.ctiku.com/ 
Overview over Schools in Beijing

News

北京国际学校



Ads

Organic

https://schoollist.ieduchina.com/... 
School Listing

https://schoollist.ieduchina.com/... 
School Listing

Videos

北京国际学校



Local  
Services

Related  
Searches

• Beijing alevel international school rankings
• Beijing Vocational High School 3+2 School Ranking
• Top 10 Best International Schools in Beijing
• Beijing Huijia Private School
• Good international school in Beijing
• Top 10 international schools in Beijing
• Beijing Xinfuxue Foreign Languages School
• Beijing International School Echelon Ranking

北京国际学校



WeChat

Organic https://www.k12zx.com/... 
School Overview

Baijiahao

Baijiahao

Related  
Searches

• Beijing alevel international school rankings
• Huijia Private International School
• Beijing Xinfuxue Foreign Languages School
• Tuition fees of top ten aristocratic international schools in Beijing
• Kevin International School
• Keystone International School
• Beijing international school fees
• Beijing Lecheng International School
• Yew Wah International School
• Beijing Shunyi International School official website

北京国际学校



• Baidu is not ranking any individual school’s website for “international school in Beijing” (北京国际学校)  
in the top results on page 1

• There are possibilities to acquire top positions using Baidu Ads
• Some school directories are ranking, so it would make sense to get your school listed there
• News are very fluctuating, so it is not a good strategy ranking for news on the topic
• Videos are getting some good visual exposure in the SERP, creating videos with (local) KOLs, parents,  

teachers, … could be a strategy getting ranked in this section
• The local services seem to be rather not International Schools, but services preparing for exams, …
• From the Baidu’s own UGC (User Generated Content) services, it is Baijiahao ranking twice.  

It could make sense investigating these rankings and developing a strategy placing your school either 
a) in the already ranking posts with a comment or 
b) creating new posts, that have a chance to rank

• The related search queries provide some hints, what people are interested in.  
That is specific school (names), but also more generic questions like the fees for international schools

• Posting keyword relevant content to WeChat could result in rankings on Baidu

Insights based on this Baidu SERP

: 北京国际学校



Let’s check on Google
International School in Beijing



international  
school in  
beijing

Organic

Related  
Questions



international  
school in  
Beijing

Organic

Wikipedia Listing for  
“International School of Beijing”

international-schools-database.com/... 
School Directory

individual International School website



international  
school in  
Beijing

Local  
Pack



international  
school in  
Beijing

Organic

US government website  
introducing an individual Intern. School in BJ

Wikipedia  
listing International Schools in Beijing

an individual Int. School in BJ page  
on the specific topic of fees

international-schools-database.com/... 
School Directory

Another individual Int. School in BJ  
homepage



international  
school in  
Beijing

Organic An individual Int. School in BJ’s 
“about us” page

Related  
Search 

Queries



international  
school in  
Beijing

Related  
Search 

Queries



• Google offers possibilities for individual school websites to rank on the first results page
• Google likes to rank brands - especially if their brand name is close to the search query
• Wikipedia is a good place to have your school introduced with an individual page + in the school listing page
• There are International School directory websites, your school should be listed at
• “Google My Business” / Google Maps is a place your school should be listed at (if possible)
• The related questions and related search queries will provide further insights, what people are interested in

Insights based on this Google SERP

: international school in Beijing



Analysing International 
School Websites in 

China



We researched about 130 domains of International Schools in China

Disclaimer: Not all these websites still exist, some are 
group websites, while the individual schools still have 
their own websites. In the actual SEO analysis we 
will skip websites, that do not make sense and would 
lead to false assumptions.



What do these 
websites rank for?



SEO Tools used for the following Keywords Ranking Data



SEO Tools Disclaimer

• Research SEO tools like Semrush, seoClarity, Dragon Metrics or Searchmetrics all have their own 
keyword set, that they regularly check the rankings for.  

• These keyword sets are usually very different across these tools. 
• Best ranking observation results are reached with individually created keyword sets … 
• … and with Baidu Webmaster Tools / Google Search Console



What do successful (individual school) websites really rank for?

ycis-bj.com
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What do successful (individual school) websites really rank for?

ycis-bj.com



What do successful (individual school) websites really rank for?

ycis-bj.com

Attention: the ranking of ycis-bj.com for the keyword “sch**lgirlbl*wj*b” is not Semrush’s fault, but a misinterpretation of 
“bj” from Google perspective. While the website uses BJ to express Beijing, Google has another idea what people might 
think that means. It is very likely, that high bounce rates will tell Google, that this website is not really relevant for such a 
keyword.



Baidu SEO Rankings of International Schools in China

• generic "international school" keyword rankings like 
• "international school” 
• "international school tuition” 
• "international school fees” 
• "american international school tuition” 
• … 

• generic keywords related with foreign education 
• "higher diplom in early childhood education" 

• school's brand related keywords 
• "yew chung", yew chung international school", "yew chung tuition fees", … 
• ”beijing royal school", "wangfu school", "royal school", … 
• ”bao yugang", "bao yugang school", ... 

• unbranded keywords but targeted keywords like  
• "beijing international school"



Google SEO Rankings (English) of International Schools in China

• school's brand related keywords 
• "ycis beijing” 
• "ycis summer camp" 

• generic locally targeted keywords like 
• "beijing international schools”, "international school beijing”, "school in beijing”, "beijing school”, ”

highschool bj”, "beijing high schools" 
• Generic keywords connected with education and China 

• "chinese high school curriculum", "chinese elementary school curriculum", "primary education in 
china" 

• Generic keywords, that could attract the target group without the explicit “international school” 
connection 

• "summer camp in shanghai", …



Straight forward  
SEO Keyword Strategy 
for International School 

Websites in China



Too Generic Keywords

Although some schools might have rankings for  

• “international school”  
or  

• “international school in china” 

many search engine users will not be satisfied with the results (because they simply do not live in the 
city the school is in). Many visitors coming through these rankings, might not convert to parents signing 
up their children with this school. 

At some point search engines might decide to “correct” that user-unfriendly ranking.

better



“international school” + City

Better combine those (too) generic keywords with localisation terms that target / trigger visitors in a 
specific region of China like 

• “international school in shanghai”  
or  

• “international school in pudong shanghai” 

better:



“international school” + City + USPs

With many International Schools in the same city, you want to be known (and found) for your USPs 

• “korean international school shanghai” 
• “english international school shanghai” 
• “british international school shanghai” 
• “american international school shanghai” 
• “international school shanghai aais” (Alberta Accredited International School) 
• “international school shanghai ib” (an International Baccalaureate School) 
• …



“international school” + City + Student Interests

Some parents may care about what the personal interests of their children are, and therefor look for a 
school that can support these interests 

• “international school shanghai choir” 
• “international school shanghai big band” 
• “international school shanghai robotics program” 
• “international school shanghai vex” 
• “international school shanghai soccer team” 
• “international school shanghai american football team” 
• …



“international school” + City + University chances

Some students / parents might have specific goals about which university their children should go to 
after graduating high school. So choosing a school with a “proven track record” of students that 
managed to be studying there would be the favourite choice: 

• "international high schools in shanghai with yale university placements" 
• "shanghai international schools yale admissions" 
• "top international high schools in shanghai for ivy league admissions" 
• "international high school graduates accepted by yale shanghai" 
• "shanghai international schools with ivy league success" 
• "best international high schools in shanghai for us university admissions" 
• "ivy league university placements international schools shanghai" 
• "shanghai international high school yale acceptance rate" 
• …

“University Chances” representing any other  USPs or  
Qualities parents might be looking for.



Can International 
Schools in China still 

optimise their 
websites?



“Health Status” of International Schools Websites in China

There are still mistakes found. 

Some could be easily fixed, some need some more work. 

Some just need to work on their Content Marketing Strategy. 

Some might need to build more Authority (win valuable links form relevant websites). 

Let’s look into the statistics of 130 International Schools in China:



Number of Schools on one Website (Domain)

16%  
of the analysed websites are home not for one school in one city,  

but for multiple schools in multiple cities. 

From an SEO perspective that can be an advantage, as there is naturally more 
content, more people in more cities will find what they are looking for (a school in 

their city - the probability is just higher, if more cities are covered). 

More schools on the same website also means that organisations or businesses 
recommending these schools will all point to the same domain - making the domain 

stronger / more authoritative for Google or Baidu.



Number of Schools on one Website (Domain)

84%  
of the analysed websites are home for one school in one city. 

That will help form a content perspective to really focus on one target location and 
inform the potential clients (parents) best about the individual school they send their 

kids to.



Mono-Lingual websites

35%  
of the analysed websites are in one language only. 

53% are English only 
27% are Chinese only 

11% are Japanese only 

Smaller percentages exclusively offer German, French, and Korean.



Multi-Lingual websites

65%  
of the analysed websites cater to more than one language. 

Most of them use English and Chinese. 
This supports that (these) schools are targeting  

Foreign (English) and Chinese speaking parents alike.



Multi-Lingual SEO-Setup

59%  
of multi-lingual websites make use of sub folders like 

www.internationalschooname.com/en/ 
www.internationalschooname.com/zh/ 

This is a best-practice strategy for Google SEO. 
Not so much for Baidu SEO.



Multi-Lingual SEO-Setup

18%  
of multi-lingual websites make use of sub domains like 

en.internationalschooname.com 
cn.internationalschooname.com 

This helps a little in Baidu SEO,  
but is not the Bets Practice for Google SEO.



Multi-Lingual SEO-Setup

3%  
of multi-lingual websites make use of separate domains for languages like 

www.internationalschooname.cn (for Chinese) 
www.internationalschooname.com (for English) 

This is Best Practice for Baidu SEO (not so much because of the .cn domain, but 
more because the whole Chinese website is in Chinese language only).



SSL / https

6%  
do not use SSL / https  

SSL is a technical improvement to help protecting the visitors of a website from online  
threats. Installing an SSL certificate is not complicated and helps making the website 

more trustworthy. 

Both Google and Baidu pay attention to that.



www vs. non-www

15%  
do not forward users visiting the website like this - https://internationalschoolname.com 

to the version with www like this - https://www.internationalschoolname.com 
but instead not showing a website at all (but an server error message). 

It is absolutely fine to use or to not use “www”.  
But visitors of the other version should not receive an error message,  

but should be forwarded to the version that shows the website.



ICP License

73%  
of all International School Websites in China do have an ICP license. 

This is not a must have to be crawled and ranked on Baidu, but it helps building trust,  
and also helps with other parts of (technical) SEO.



Organic Search visitors (from Baidu and Google)

256 visitors a month 
is the Median number of theoretically calculated visitors by the SEO tools  

(see the SEO tools disclaimer a few slides before). 

That is not a lot and should be worked on with the right SEO strategy.



Website Size

586 pages 
on average are indexed on Google (for websites only hosting an individual school in one city)

364 pages 
if we look at the Median instead of the Average. 

If that is a lot or not, highly depends on the quality of the content, 
and the topics these pages are are showcasing.



Website Authority

285 linking Domains 
according to SEO software seoClarity, are linking to an International School in 

China website on average. 

It is not so much about the number but about the quality, strength and 
relevancy of other websites linking to the website of an international website in 

China, to help wit rankings on Baidu and Google. 

But still the number is a first hint to understand, if the own website might be 
receiving “enough” links from other websites already, in order to compete with 

the other schools’ websites in SEO.



Linkedin Statistics  
of International Schools 

in China



“Health Status” of International Schools Linkedin profiles China

Some International Schools in China understand the importance of Linkedin 
for their Marketing Strategy, others seem not to understand that yet. 

Let’s look into the statistics of 130 International Schools in China:



LinkedIn account

62% 
of the schools seem to have an Linkedin account. 

There might be more - but we could not easily find them. 
Accounts that can not be easily found are like not existing. 

With expats working in China being a main target group of many International 
Schools in China, not being active on LinkedIn - the Social Network for 

Professionals - means missing out a large opportunity to win their children as 
students.



Regular postings

45% 
of these LinkedIn school accounts post on a regular basis. 

Not posting regularly means not taking the chance to be found. 
Most accounts on LinkedIn are not found because they are searched for, but 
because someone sees a post in their stream - either because the account is 

already being followed - or because a connected user liked or commented on a 
post.



Last Post (on Average)

16 days 
ago was on average the last post of the active accounts. 

The more frequently is posted, the higher the possibility to be seen.



Last Post (Median)

6 days 
ago if we calculate the Median and not the average (which was 16 days).  

That means that most of the active, regular posting accounts, are active once 
every week (eventually).



Accounts posting in the last 24h

less than 24 hours 
ago was the last post of 25% of those active, regular posting accounts. 

These 25% of 45% (regular posting) of 62% (having an account) are those 
schools, that understand that being active on LinkedIn a lot also helps a lot. 

That is  

6.9% 
Of International Schools in China understand that LinkedIn is an important 

Marketing Channel for them. 



WeChat Statistics  
of International Schools 

in China



“Health Status” of International Schools in China WeChat profiles

Some International Schools in China understand the importance of WeChat 
for their Marketing Strategy, others seem not to understand that yet. 

We only searched for those school’s WeChat accounts, that already have 
Chinese language on their websites, assuming that English (or Korean, or 
Japanese, or…) only website schools might also not pay too much attention 
to Chinese Social Medias.



WeChat account

82% 
of those schools with Chinese language on their website,  

also have a WeChat account.



Regular Posts on WeChat

98% 
of schools with a WeChat account post on a regular basis.



Last post (Average)

16 days 
ago was on average the last time of an organic post on the accounts of 

schools that are regular active on their WeChat



Last Post (Median)

7 days 
ago was on the last time of an organic post was posted calculating the Median 

instead of the Average.



WeChat Views (Average)

774 views 
on average a post receives on these accounts.



WeChat Views (Median)

450 views 
if calculated the Median instead of the Average..



Weibo Statistics  
of International Schools 

in China



“Health Status” of International Schools in China Weibo profiles

Some International Schools in China understand the importance of Weibo for 
their Marketing Strategy, others seem not to understand that yet. 

We only searched for those school’s Weibo accounts, that already have 
Chinese language on their websites, assuming that English (or Korean, or 
Japanese, or…) only website schools might also not pay too much attention 
to Chinese Social Medias.



Weibo Account

38% 
of those schools with Chinese language on their website,  

also have a Weibo account.



Posting Frequency

23% 
of schools with Weibo account also post on a regular basis.



Last Post (Average)

12 days 
ago was on average the last time of an organic post on the accounts of 

schools that are regular active on their Weibo



Last Post (Median)

6 days 
ago was on the last time of an organic post was posted calculating the Median 

instead of the Average.



Weibo Account Followers (Average)

11,758 followers 
do the Weibo accounts of International Schools in China have on Average



Weibo Account Followers (Median)

279 followers 
if calculated the Median instead of the Average.



LRB/RED/XHS Statistics  
of International Schools  

in China



“Health Status” of International Schools in China Little Red Book profiles

Some International Schools in China understand the importance of Little Red 
Book for their Marketing Strategy, others seem not to understand that yet. 

We only searched for those school’s Little Red Book accounts, that already 
have Chinese language on their websites, assuming that English (or Korean, 
or Japanese, or…) only website schools might also not pay too much 
attention to Chinese Social Medias.



Little Red Book Account

39% 
of those schools with Chinese language on their website,  

also have a Little Red Book account.



Posting Frequency

92% 
of schools with Little Red Book account also post on a regular basis.



Little Red Book Account Followers (Average)

1,038 followers 
do the Little Red Book accounts of International Schools in China have on 

Average



Little Red Book Account Followers (Median)

647 followers 
if calculated the Median instead of the Average.



Little Red Book Account Engagement (Average)

3,416 Engagement 
do the Little Red Book accounts of International Schools in China have on 

Average



Little Red Book Account Engagement (Median)

1,000 Engagement 
if calculated the Median instead of the Average.



Douyin Statistics  
of International Schools 

in China



“Health Status” of International Schools in China Douyin profiles

Some International Schools in China understand the importance of Douyin 
for their Marketing Strategy, others seem not to understand that yet. 

We only searched for those school’s Douyin accounts, that already have 
Chinese language on their websites, assuming that English (or Korean, or 
Japanese, or…) only website schools might also not pay too much attention 
to Chinese Social Medias.



Douyin Account

46% 
of those schools with Chinese language on their website,  

also have a Douyin account.



94% 
of schools with Douyin account also post on a regular basis.

Posting Frequency



6,370 followers 
do the Douyin accounts of International Schools in China have on Average

Douyin Account Followers (Average)



898 followers 
if calculated the Median instead of the Average.

Douyin Account Followers (Median)



47,904 Engagement 
do the Douyin accounts of International Schools in China have on Average

Douyin Account Engagement (Average)



4,154 Engagement 
if calculated the Median instead of the Average.

Douyin Account Engagement (Median)



Bilibili Statistics  
of International Schools 

in China



“Health Status” of International Schools in China Bilibili profiles

Some International Schools in China understand the importance of Bilibili for 
their Marketing Strategy, others seem not to understand that yet. 

We only searched for those school’s Bilibili accounts, that already have 
Chinese language on their websites, assuming that English (or Korean, or 
Japanese, or…) only website schools might also not pay too much attention 
to Chinese Social Medias.



Bilibili Account

14% 
of those schools with Chinese language on their website,  

also have a Bilibili account (Chinese version).



60% 
of schools with Bilibili account also post on a regular basis.

Posting Frequency



200 followers 
do the Bilibili accounts of International Schools in China have on Average

Bilibili Account Followers (Average)



73 followers 
if calculated the Median instead of the Average.

Bilibili Account Followers (Median)



What now?



The previous information about SEO status, Social Media Statistics of 
International Schools in China is just information - for now. 

It may help you to evaluate your current status,  
but in the end you will need to compare your marketing status with those 

schools that your school is in direct competition with (usually schools within the 
same city and the same target groups). 

Want to discuss your concrete situation and Marketing Strategy? 

Send us a message: hello@jademond.com 

What Now?

mailto:hello@jademond.com
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www.jademond.com


