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The Impact of Covid-19 

on Marketing to Schools  

 

Where we are. 

These are unprecedented times. The COVID-19 pandemic has, almost overnight, 

completely transformed life in this country and schools have been right on the 

frontline of this change. 

The impact on sellers to schools has been seismic, with some established and 

thriving businesses suddenly finding that the demand for their services has 

collapsed overnight, while other online start-ups have suddenly found 

themselves inundated with interest. 

The impact on your business will vary depending upon the sector you’re in. 

However, whatever you sell, be in no doubt that this virus is the biggest disruptor 

there has ever been to the education sector.  

It almost feels in poor taste to talk about concepts such as market share at a time 

like this. However, every education business needs to realise that those that 

manage to stay relevant and essential throughout this crisis will transform their 

market position, while those that simply batten down the hatches will find their 

market share gobbled up by more agile competitors.  
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About this report. 

We’ve spent the first three weeks since school closures came into effect, 

monitoring the statistics on our clients’ campaigns, talking to the school leaders 

in our teacher network, and discussing the impact on business with our 

education sector clients. 

In spite of the somewhat-chaotic picture, certain things are beginning to become 

clear and the purpose of this report is to bring these to our followers’ attention 

so they can take the necessary steps to ensure that their education business can 

stay relevant, and emerge from this crisis in a position of strength, ready to 

capitalise on the inevitable gap left by businesses that sadly but inevitably fail to 

survive. 
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School Insights 

The majority of schools will remain open. 
Although the government ordered schools to close as of 20th March, our 

research shows that 74% of schools have remained open, to some extent, in 

order to look after key workers’ children.  

Perhaps as many as 1 in 5 schools even plan to keep staffing levels the same (or 

close to the same) during closures, with many becoming a hub for other local 

schools and several in less affluent areas planning on diversifying into areas such 

as food distribution for vulnerable families. Many schools have even remained 

open throughout the Easter Holidays. 

It’s clear that schools being closed is not quite as straightforward as it may have 

first appeared, and the picture is going to vary significantly from school to school. 

 

Open and click-through rates have both 

increased since schools closed. 

Our research from late last year showed that almost 60% of our clients’ emails 

were now being opened on mobile devices, so it’s no surprise that teachers are 

continuing to engage with our clients’ marketing even though schools are closed. 
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However, analysis on the performance of clients’ emails during the closures has 

shown that both open rates and click-to-open rates have actually increased.  

Open rates are now averaging 26.5%, up from 24.8% before closures, while click-

to-open rates have sky-rocketed from 25.4% to 34.1%. 

We shouldn’t really be surprised by this. After all, we’re all having to temporarily 

move our lives online and our attention is rarely diverted away from our screens, 

which are proving to be our last remaining connection to the outside world. 

 

There is much less competition in teachers’ 

inboxes right now. 

We’ve spent the last few weeks consulting with our network of teachers and 

many of the points raised in this report have been informed by their feedback.  

We’ve learned that, since school closures were announced, the volume of 

marketing emails landing in their inboxes has reduced by an average of 68%, but 

that they’re actually checking their inbox twice as often after the school closures.  

 

Continuity is king, but will that change? 

One of the recurring messages we’re hearing from our network of teachers is 

that, right now, they’re trying to maintain a level of continuity with teaching and 
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learning. This means predominantly sticking to the lesson plans, learning 

platforms, and systems they already have in place to minimise disruption.  

However, that will soon change. Schools are proceeding on the assumption that 

home learning will be required for the entirety of the summer term and once 

they’ve made it through to the Easter break, they will start actively seeking to 

build relationships with the businesses that can help them achieve this. 

 

School leaders are planning their budget 

spend for 2020-2021 right now. 

State schools have just received their new annual budget and the next few weeks 

mark the period when most of their high-level expenditure takes place (things 

like building maintenance, IT installations etc.). 

The school leaders we’ve spoken to have told us that they’re absolutely 

planning and making decisions about how to spend their new budgets right 

now, but that it’s extremely tough due to there being so many unknowns about 

how the next few months will unfold. 

What they’re really looking for from suppliers is flexibility. Can what you offer 

be adaptable enough to still be essential even if the crisis takes another 

unexpected turn? Building contingency plans into every purchase where possible 

is the key consideration for budget holders right now. 
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Marketing Insights 

Be transparent about what you’re doing as 

a business to look after school customers. 
In recent days, these emails have been almost as ubiquitous as the re-

permissioning emails in the run-up to GDPR.  

However, that doesn’t mean they’re not really important, it just means you need 

to cut the waffle and explain clearly and concisely how your business has been 

impacted by COVID-19 and what you’re doing to mitigate any interruption to 

normal service, while taking all appropriate health and safety steps to protect 

staff and customers alike. 

Use clear, precise language and easy-to-scan formatting to convey your message 

and show existing school clients that you’re on top of the situation. 

 

Show empathy and tailor your language to 

these troubled times. 

We’re all understandably a little on edge right now. Our TV screens and social 

media feeds are awash with troubling images as we watch the crisis unfold in 
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minute detail, with news of every single death around the world seemingly being 

relayed into our living rooms in real-time. Our thoughts are on the safety of loved 

ones and our financial security - we don’t have that much bandwidth left for 

anything else. 

With all this going on in teachers’ minds, the tone of your emails is going to be 

incredibly important. Now’s not the time for quirkiness, irreverent humour, or a 

hard sell. What we’re all looking for right now is a sense of calmness and 

reassurance so that’s the tone you should be striking with your emails. 

 

Be human and make a real connection. 

Something else is happening right now too. COVID-19 is making us realise just 

how interconnected and interdependent we are as a society. In the past we’ve all 

heard politicians use the phrase, “We’re all in this together” and it’s always felt a 

little bit hollow. However, now we really are all in this together. The actions we 

take now will have a direct and profound impact on the health and wellbeing of 

those around us and vice-versa. 

Confronted with an extraordinary challenge, communities are rallying round to 

protect the vulnerable, hundreds of thousands of people are joining the NHS 

Volunteer Army, and millions of us open our front door at 8pm every Thursday 

to clap for our incredible doctors and nurses. 
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Forced into isolation, we’re crying out for a human connection with our fellow 

citizens, so now’s the time to drop your guard, and show teachers your human, 

perhaps even your vulnerable, side. 

 

Businesses are diversifying in order to stay 

relevant. 

Businesses across the UK are being forced, not just to diversify, but in some cases 

completely redefine their entire purpose. Dyson have been designing ventilators 

to plug the desperate shortage in the NHS, while the chemicals giant INEOS will 

build two hand sanitizer factories within just 10 days to help ensure hospitals 

don’t run short. 

However, businesses are not just diversifying to aid the ‘war effort’ on COVID-19. 

The National Theatre announced they would be streaming some of their most-

loved live shows into the nations’ living rooms so that people can still experience 

the feeling of visiting the theatre, even in lockdown. 

Businesses are adapting what they offer at breakneck speed in order to survive 

and those in the education sector must prove themselves to be no less nimble in 

order to thrive in these extraordinary times. How can you adapt or revolutionise 

your offering to stay essential during the next few months? 
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Be creative and find innovative ways to 

replicate what you do online. 

Most of our favourite bands and acts have already replaced their live gigs with 

intimate living room performances broadcast to their Instagram followers, and 

Sir Elton John has even curated a mini online festival for millions of music fans 

around the world. 

From Joe Wicks (PE lessons) to Carol Vorderman (Maths lessons) and David 

Walliams (English lessons), everyone is finding innovative ways to replicate what 

they do online and your business absolutely needs to follow suit if it’s at all 

possible.  

Some businesses are going to have to get really creative here. Can a drama 

workshop be replicated online using Zoom? Can a school trip be replicated by a 

virtual tour and accompanying home-based activities? Can your on-site survey 

be replaced by a video or photo uploaded by a teacher? 

 

How you behave now is going to be 

remembered for a long, long time. 

Most people believe that the way businesses treat their employees now is going 

to really illuminate the kind of values they have. Those that treat their staff like 

an unwanted overhead are likely to have their reputations forever tainted by 
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their actions, while those that care for their staff like family will cement their 

place in our hearts. 

The same applies to how you rise to the challenge of helping schools keep pupils’ 

education on track during this time. How you behave in this national crisis is 

going to be remembered long after the danger passes. How can you go that extra 

mile and work with schools to help them through the biggest challenge they’ve 

faced in decades? 

Do it because it’s the right thing to do. But also know that the long-term rewards 

of your positive actions now will be far-reaching and long-lasting. 

 

There’s no getting away from it. Some 

businesses will find it harder to make sales. 

Ultimately, many businesses are going to have to accept that it’s going to be 

harder for them to make sales in the short-term. However, when the world rights 

itself and we emerge from this crisis, you need to ensure that you’re in a position 

where your relationship with schools has been strengthened, not weakened. 

Many business we speak to are having to furlough some members of their team, 

which is obviously very unfortunate. However, the best way to guarantee that 

they will be able to walk back into their roles when this is over is to ensure that 

you deepen the connection you have with schools and teachers. 
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Find ways to help them through this crisis. Help them to provide the best 

education they can for their students in these extraordinary times. Go the extra 

mile to provide them with free advice, free resources, free webinars, and free 

interim solutions to enable them to work from home.  

Become ingrained in schools’ day-to-day lives as much as you can and put your 

business in the strongest possible position to make sales when we return to 

normal.  
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Final Thoughts 

Education businesses have got two choices. 
There will be many businesses, who will see their sales grow rapidly in this period 

where educators are being asked to teach their students in a manner that is 

completely alien to them. If you’re able to help schools adapt to this new way of 

working then this is an incredible opportunity for you to ride to their rescue and 

grow your business in the process. 

However, I suspect there will be many more businesses for whom this period 

presents real challenges. If you’re one of these then you’ve got two choices: 

• You can batten down the hatches, shut up shop, and pray for the storm to 

pass as quickly as possible so that things can get back to normal. 

• Or you can be nimble and find a way to become indispensable to schools 

during this period, and in so doing lay the foundations for a new phase of 

business growth when this is over.  

There are arguments for both of the above, but I know which one I’d choose. 

If you’d like to discuss how your business should be managing its education 

marketing during the Covid-19 crisis, schedule a free strategy call here >>. 

John Smith 

john@sprint-education.co.uk 

https://www.sprint-education.co.uk/quote
mailto:john@sprint-education.co.uk
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