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Introduction

Every business this year has had to work hard to keep the lights on.

Back in March, we were all in the same boat, looking off the bow, staring 
at a monster storm we had no idea how to cope with. As the reality of 
the situation dawned on us, slowly at first, then suddenly, we had to jump 
head-first into the action. We battened down the hatches and answered 
as many distress calls as we could to help edu-businesses safely navigate 
the choppy seas.

However, even our best efforts wouldn’t lift travel restrictions for school 
trip organisers, or visitor limitations to support workshop providers. 

The selling-to-schools landscape is now quite different from the one we 
remember before March of 2020.

To uncover the truth behind selling to schools in 2020 (and looking ahead 
to 2021), we’ve completed the most extensive education business survey 
ever conducted. 

Read on to discover how education businesses fared in 2020, who survived, 
who thrived, and what you can expect in 2021 and beyond.
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The UK’s education businesses 

Before we dig into the ins and outs of individual sector sales, spends, 
and marketing, let’s firstly cover off our survey’s audience demographic, 
who took part?

287
REPONSES
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Let’s get started. How many employees work at your company? 

1

2

3

4

5

Less than 5 44.2% 

5-10 19.8%

11-25 15.1%

26-100 12.8%

More than 100 8.1%



What type of product or service do you provide?

1

2

3

4

5

Education Resources and Products 23.2% 

Education Workshops 15.1%

Education Software Businesses 8.1%

Teacher Training and CPD 8.1%

Education Events and Exhibitions 5.8%

6
Premises, Buildings and Furniture 5.8%

7
Charities and Fundraising 4.7%

8
Education Trips and Travel 4.7%

9
ICT, AV, Electrical and Hardware 4.7%

10
Careers, Exams, and Tutoring Services 2.3%

11
School Management Solutions 2.3%

12
Recruitment 1.2%

13
SEN, Safeguarding and Wellbeing 1.2%

14
Other 12.8%

5

Two hundred eighty-seven education businesses responded to the UK 
State of Selling to Schools 2020 survey. While many of these companies 
are household names within schools, it may be a surprise that almost 
half of them (44.2%) are small, sometimes family-run businesses, with 
fewer than five employees, whilst only one-fifth of education businesses 
have over 25 employees.

When studying the specific sectors that the survey participants represent 
the spread is a little wider. However, a large cohort of education resource 
providers (seeing as that covers quite a wide range of different types of 
products and services) make up almost a quarter of the participants.

Following this comes workshop providers and software businesses, 
which isn’t a surprise given both the usual school climate and the new 
demands for online provision this year. 
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Otherwise, there was a balanced overview of the selling to schools 
industry as a whole.
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2020 sales performance

2020 was a challenging year for almost every business on some level. 

Not every seller had the means to quickly adapt their product or service 
to fit school restrictions and closures. Even those that were able to may 
still have had to take on extra costs or cut their offerings to make things 
work. 

It was a real shot in the dark trying to predict how the sales landscape 
would look even week-by-week, so sales performance for education 
businesses would inevitably have dropped. 

Although, did it fall as significantly as we might have predicted during the 
first lockdown of 2020? 
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Estimated sales performance for 2020

At first glance, it’s unfortunately clear that the mode average sees a fall 
of 50% or more across the selling to schools sector. 

Let’s not beat around this bush. That is disastrous!

However, when we take a step back and consider the mean average 
across all sectors, the results are drastically different. The actual mean 
average fall in sales only sits at 1-10%.
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Can you estimate your sales performance for 2020?

1

2

3

4

5

Fall 50% or more 27.9% 

Stayed about the same 19.8%

Fall 11-20% 10.5%

Increased +1-10% 9.3%

Fall 21-50% 7.0%

6
Increased +50% or more 7.0%

7
Fall 1-10% 5.8%

8
Increased +11-20% 5.8%

9
Increased +21-50% 4.7%

10
We have ceased trading 2.3%



In any other year, a 10% fall in sales performance could be considered 
catastrophic. But, for many, 2020 will be the furthest year from ordinary 
that they’ve ever experienced. 

Operating a business during a pandemic is an incredible feat in 
itself, never mind keeping it afloat. If you can say your business 
came out on the other side with as little as a 1-10% dip in sales, we 
think that’s something to be irrevocably proud of.

9
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Sales performance by sector

The positive news doesn’t stop there. 

Diving further into these results, we can see the exact breakdown of 
how every business sector fared, including those who achieved sales 
growth last year. 

The table below shows each sector’s average sales performance plus a 
ranking out of 10 for their performance. Ten being the highest.

Education Trips and Travel – Ranking: 2 of 10

As countries began closing borders, and travel within the 
UK restricted, it was inevitable that education trips and 
travel providers would be hit the hardest. The reality is 
stark - 100% of them reported a fall of 50% or more. 

But there is a light at the end of the tunnel: none of these 
businesses ceased trading. Since last March, we’ve since 
been working closely with some of them on strategies to 
start regrowing their sales in 2021 and beyond.

Education Workshops – Ranking: 3 of 10

Another hard reality was faced by those offering 
educational workshops. School closures and visitor 
limitations wiped in-person workshops off the table, 
resulting in a decrease of 21-50% in sales performance. 
For 58% of businesses, performance fell by more than 
50%. 

However, as many providers have now adapted their 
workshops to suit online delivery, we have high 
hopes for these businesses to recover and grow in 
2021.

10
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Education Events and Exhibitions – Ranking: 3 of 10

It’s been a tad easier for events and exhibitions to 
go at least partly digital compared with trip advisors, 
but, ultimately, they too had to contend with travel 
restrictions and the banning of mass gatherings. Their 
sales performance also fell by 21-50%, with 75% of 
businesses reporting a fall of over 50%. But with the 
power of VR and digital experiences, 14% of companies 
were able to grow!

Education Resources and Products – Ranking: 4.8 of 10

With schools transported out of the classroom and 
in front of their keyboards, the shift in resources 
was massive. Even for those keyworker pupils in the 
classroom, many schools were shunning textbooks and 
paper-based resources to reduce touchpoints. 

With such short notice, the average sales decline of 
1-10% isn’t a surprise. Not every resource provider was 
able to change their resources format overnight, and 
30% of businesses reported a fall of 50%. 

But, 20% of businesses in that sector, who provided 
an online or blended learning offering, grew by an 
incredible 50%.

SEN, Safeguarding, and Wellbeing – Ranking: 5 of 10

With many SEND pupils remaining in the classroom 
during the lockdown, businesses offering such resources 
reported the smallest decrease of 1-10% on average. 
Schools have stated their main concern this year 
will be staff and pupil wellbeing, so we expect to see 
these businesses’ sales booming in 2021.
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Careers, Exams, and Tutoring Services – Ranking: 5 of 10

There was a 50/50 split in this sector of businesses 
whose sales grew, and those whose sales fell, with a 
typical fall of 1-10%. Many of these businesses have 
already moved more and more online over the past few 
years, and there will have been little disruption.

Other – Ranking: 5.5 of 10

The good news starts for those businesses uncategorised 
elsewhere, with the average result being their sales 
performance remained broadly the same. 58% of them 
saw a drop in sales, but 42% reported a 1-10% growth.

ICT, AV, Electrical, and Hardware – Ranking: 5.5 of 10

The landscape of ICT providers was somewhat rocky last 
year. On the one hand, teachers were mainly relying on 
personal technology to teach from home. On the other, 
schools needed reliable software platforms, recording 
software, and high-quality cameras for some of their 
lessons. 

Therefore it’s no surprise that the results were so wide-
ranging, with 50% of businesses’ sales falling by 50%, but 
25% of them growing by 50%. On average, the sector’s 
performance remained the same.
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Charities and Fundraising – Ranking: 5.5 of 10

Given non-uniform dates, activity days, fetes, and other 
traditional fundraisers were off the table, not to mention 
furloughed parents perhaps less likely to provide 
donations, it’s a welcome surprise that businesses in 
this sector reported no change to their sales on average, 
likely moving their events online to generate sales while 
cutting costs.

Teacher Training and CPD – Ranking: 5.9 of 10

Classrooms may have been closed, but teachers haven’t 
stopped their incredible efforts even for a single day. 
With schools soldiering on, training days and regular 
CPD were still on the timetable, sometimes in a greater 
capacity than before. On average, sales performance 
remained the same (43% of businesses), but 29% of 
companies reported growth by an incredible 21-
50%. 

School Management Solutions – Ranking: 6 of 10

Again, with schools very much still open, the average 
result of businesses’ sales remaining the same isn’t 
surprising. That said, there was a 50/50 split of those 
whose sales grew and those who fell.
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Premises, Building, and Furniture – Ranking: 6.6 of 10

With fewer pupils in school, the lockdown was an 
excellent time for schools to update their classrooms 
and facilities with minimal disruption to education. 

20% of businesses’ sales did fall by up to 10%, which 
may have been due to the less-immediate need for new 
furniture and equipment, but 40% of businesses’ sales 
remained the same, and 40% grew sales 11% or 
more. Overall, this sector’s average sales performance 
remained the same.

Recruitment – Ranking: 7 of 10

With the pressures of the pandemic, it was harder for 
schools to secure last-minute supply staff, and more 
and more teachers considered, or are considering, 
leaving their current school. That was where recruitment 
businesses came in and grew their sales by an average 
of 1-10% while helping these schools.

Education Software Businesses – Ranking: 7.7 of 10 

As you might expect, those businesses providing digital 
software and other online tools and resources fared best 
during the pandemic. On average, 86% of companies 
grew their sales figures (resulting in an average of 11-
20%), with just 14% reporting a fall.
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Sector Ranking Average Notes

Education Software 
Businesses

7.7 Increased +11-20% 14% fell/ 86% grew

Recruitment 7 Increased +1-10%

Premises,Buildings,and 
Furniture

6.6 Increased +1-10% 20% fell by but 10% / 40% stayed the 
same 40% grew 11+ or more

School Management 
Solutions

6 Stayed about the 
same

50% grew / 50% f ell

Teacher Training and CPO 5.9 Stayed about the 
same

43% stayed the same / 29% grew by 
21-50%

Charities and Fundraising 5.5 Stayed about the 
same

ICT, AV, Electrical, and 
Hardware

5.5 Stayed about the 
same

25% grew by 50%+ but 50% fell by 50+ 
so wide-ranging results

Other 5.5 Stayed about the 
same

42% saw growth of 1-10% / 58% sales 
fell

Careers,Exams,and Tutoring 
services

5 Fell 1-10% 50% grew / SO% fell

SEN,Safeguarding, and 
Wellbeing

5 Fell 1-10%

Education Resources & 
Products

4.8 Fell 1-10% 30% fell by 50% whilst 20% grew by 
50%+

Education Events and 
Exhibitions

3 Fell 21-5O% 75% fell by SO%+.86% fell / 14% grew

Education Workshops 3 Fell 21-5O% 58% fell by SO%+

Education Trips and Travel 2 Fell 50% or more 100% fell by 50%+

Sector Performance Summary

While some sectors have inevitably taken a hit, the lack in sales would 
have been more down to uncontrollable events or the businesses’ own 
decisions than schools’ decisions. 

Those businesses with concrete marketing plans and whose products 
and services were untouched by the restrictions – or at least adaptable 
– could retain or even grow their sales flow. 

On a positive note, schools’ spending didn’t fall, even if their buying 
habits changed somewhat.
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Sales performance compared to marketing spend

Of course, the above information does beg a few questions. Let’s dive 
into the first one – did marketing spend impact how well a business 
performed? 

The answer – yes!

Businesses that ceased marketing and restricted their lead funnels saw 
up to a 20% drop in sales. Even those that spent – albeit under £10,000 
– lost a considerable number of sales, too.

Those who upped their spend, even if it was just above that £10,000 
threshold, managed to keep their sales performance steady. During a 
worldwide pandemic, that’s a remarkable achievement! 

Sector Ranking Average

£20,001- £100,000 6.5 Increased +1-10%

£100,000+ 6.2 Stayed about the same

£10,001- 20,000 5.2 Stayed about the same

£1-10,000 4.6 Fell 1-10%

£0 4.1 Fell  11-20%

Those businesses who were able to invest just a bit more to take them 
over the £20,000 mark did see an increase in sales. Even just upping 
their spend by £10k potentially generated up to 20% more sales to 
strengthen their marketing position during such an 
uncertain time.
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Sales performance based on the previous year’s marketing spend 
(2019-2020)

To judge the impact of the increase in marketing spends, we’d need to 
know how much these businesses were spending before. After all, if 
they spent £50,000 in 2019 yet only £10,000 in 2020, that drop in sales 
would make perfect sense.

And that’s precisely what happened…

Holding back marketing budgets during the pandemic appears to have 
been a crucial mistake. 

Businesses who reduced their spend from 2019 to 2020 saw an average 
sales drop of 10-20%. 

But…

Those who upped their marketing spend from 2019 to 2020 fared much 
better. 

64% of businesses who increased or maintained their marketing 
spend also experienced a rise in sales in 2020.
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Did you spend more, or less on marketing in 2020 than you did in 2019?

1

2

3

More 41.9% 

Less 36.0%

Our spend stayed the same 22.1%
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The bottom line: it was inevitable that marketing strategies would have 
to change in 2020, but those who dived into the unknown instead of 
playing it safe in the face of new marketing challenges came out on top.
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What do you predict your sales performace to be in 2021?

1

2

3

4

5

Stay about the same 23.3% 

Increase +1-10% 20.9%

Increase +11-20% 16.3%

Increase +50% or more 12.8%

Fall 50% or more 11.6%

6
Increase +21-50% 8.1%

7
Fall 11-20% 3.5%

8
Fall 21-50% 3.5%

9
Fall 1-10% 0.0%

10
We will likely cease trading 0.0%
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Sales performance forecasts for 2021

To end this chapter on a high note, things look much more positive 
across all sectors in 2021. 

56.7% of sellers-to-schools predict like-for-like sales growth in 2021, and 
an incredible 73.6% expect they’ll maintain or increase their sales in 
2021.

It may not quite be time to breathe a sigh of relief, but feedback from 
the sector is optimistic for 2021. 
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Marketing activity

As we discussed in the previous chapter, those who upped or maintained 
their marketing budget (63% of edu-businesses) generated much higher 
sales numbers for the year. But, as the saying goes, it’s not necessarily 
what you spend, but how you spend it.

But firstly, overall did sellers to schools increase or decrease their 
marketing spend in 2020?

£25,915£25,915

State of Selling to Schools 2021

Did you spend more, or less on marketing in 2020 than you did in 2019?

1

2

3

More 41.9% 

Less 36.0%

Our spend stayed the same 22.1%
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Average marketing budget by sector

The average annual edu-marketing budget for 2021, across every 
sector, was £25,915. 

So, while many businesses reported their sales had increased by 
spending between £20,000 and £100,000 last year, many would have 
spent closer to the lower end of the scale and still been able to generate 
an impressive stream of leads.

Sector Average Spend 2020

Education Software Businesses £62,900.00

Education Resources & Products £45,842.00

Teacher Training and CPO £42,042.00

Premises, Buildings, and Furniture £37,200.00

School Management Solutions £30,000.00

SEN, Safeguarding, and Wellbeing £20,000.00

Other £18,699.00

Charities and Fundraising £12,333.00

ICT, AV, Electrical, and Hardware £7,201.00

Careers, Exams, and Tutoring Services £5,000.00

Education Trips and Travel £3,400.00

Recruitment £3,000.00

Education Workshops £2,563.00

Education Events and Exhibitions £2,500.00

But there were several sectors whose businesses maintained their 
usual average high spend necessary to cut through competitor traffic, 
or saw the opportunities to increase their sales during the pandemic 
and needed a higher budget to do so.

On the other end of the scale, many businesses in sectors most severely 
impacted by lockdowns, school closures, and restrictions had little choice 
– particularly during the start of lockdown. These companies felt that they 
had no choice but to halt their marketing or severely cut their spend.
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The sectors on the lower end of this scale aren’t a huge surprise. Those 
who market Events and Exhibitions, Workshops, Recruitment, and Trips 
and Travel all had record-low average budgets. 

On the bright side, some businesses could adapt, provide a COVID-safe 
alternative, and up their marketing budget for the remainder of the year.

Careers, Exams, Tutoring Services, ICT, AV, Electrical, and Hardware 
providers were also on the lower end of the scale. It was a real mixed bag 
– schools still needed careers provision, but exams across the UK were 
cancelled. And schools had an urgent need for equipment to record 
lessons, but those teaching and learning from home now did not need 
in-school equipment. 

Some companies would have altered their marketing to suit this and 
continue their usual higher spend. However, many would have had to 
reduce their offering and their marketing budget – resulting in a relatively 
low average spend.

Moving up the scale, Charities and Fundraising businesses fared relatively 
well during the pandemic, with no change to their usual sales figures. 
Some may have had to alter their marketing budget to do so slightly, 
but with a low average spend of just £12,333, their sales results were 
impressive.

SEN, Safeguarding, and Wellbeing companies had an average spend 
of bang-on £20,000 – the threshold figure was generating businesses 
an extra 1-10% in sales. With many SEN pupils still learning from the 
classroom, new safeguarding issues arising from online learning, and 
the pandemic putting many staff and pupils’ wellbeing at risk, there was 
a continued, even heightened demand for such services, warranting the 
higher marketing budget.
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A massive jump up the scale, School Management Solutions businesses 
had an average spend of £30,000. With staff and pupils now needing 
managing across the county instead of in a single building, it was high 
time for schools to update and digitise their management systems. 

With most solutions installed remotely, there were few roadblocks for 
these businesses – averaging at an impressive £30,000 annual spend.

Suppliers of Premises, Buildings, and Furniture supplies also posted a 
high average spend of £37,200. With schools far emptier than usual, 
the disruption-free installations usually saved for school holidays 
could now be carried out throughout the year. Businesses were 
able to extend their marketing campaigns to run throughout the 
year to fantastic results.

Teacher Training and CPD, and Education Resources and Products were 
in higher demand than ever. With the need for new online courses, 
virtual-call training, wellbeing sessions, and of course, hoards of 
online resources, such businesses’ marketing campaigns were non-
stop and called for wild budgets to make this happen.

Topping the scale, Education Software Businesses, of course, took the 
crown. It was a lucrative year for these businesses from digital 
learning tools to online classroom management systems, videos, 
and live lesson providers. So the average spend of £62,900 is of 
little surprise!
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Sales 
Performance 
Ranking

Sector Ranking 
change 
-/+ 

Sector Average 
Spend 
Ranking

Notes

1 Education 
Software 
Businesses

0
Education 
Software 
Businesses

1 Spends the most and sales 
were the best

2 Recruitment
-10

Education 
Resources & 
Products

2 Great performance as had a 
very low average spend but 
strong sales performance

3 Premises, 
Buildings, and 
Furniture

-1
Teacher 
Training and 
CPD

3 Sales and spend collorate

4 School 
Management 
Solutions

-1
Premises, 
Buildings, and 
Furniture

4 Sales and spend collorate

5 Teacher 
Training and 
CPD

+2
School 
Management 
Solutions

5 Spent quite highly but appear 
effective with their marketing 
resulting

6 Charities and 
Fundraising -2

SEN, 
Safeguarding, 
and Wellbeing

6 Sales and spend collorate

7 ICT, AV, 
Electrical, and 
Hardware

-2
Other 7 Sales performed well 

considering lower than 
average budget

8 Other +1 Charities and 
Fundraising

8 Sales and spend collorate

9 Careers, 
Exams, and 
Tutoring 
Services

-1

ICT, AV, 
Electrical, and 
Hardware

9 Sales performed well 
considering lower than 
average budget

10 SEN, 
Safeguarding, 
and Wellbeing +4

Careers, 
Exams, and 
Tutoring 
Services

10 Poor spend to sales ratio

11 Education 
Resources & 
Products

+9
Education 
Trips and 
Travel

11 Poor spend to sales ratio

12 Education 
Events and 
Exhibitions

-2
Recruitment 12 Sales not great but performed  

well considering invested little 
in marketing

13 Education 
Workshops 0 Education 

Workshops
13 Sales and spend collorate

14 Education 
Trips and 
Travel

+3
Education 
Events and 
Exhibitions

14 Poor but expected due to 
covid. Arguably the worst hit 
sector.
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The correlation of budget size and sales performance

We’ve covered the ‘how-muches’, so now it’s time to dive into the ‘dids’. 
In other words, did their high spends pay off, and did slashing their 
marketing budget actually cause more harm?

While some sectors’ results were unfortunately expected given the 
situation, there were a few considerable surprises. 

Starting at the bottom of the scale, Trips and Travel providers was the 
hardest-hit sector due to COVID restrictions, so their poor performance 
was expected. Workshop providers also had a low sales ranking, although 
this does correlate exactly with their average spend.

Had they taken the risk and upped their marketing budget once 
they’d adapted their offerings, there’s a good chance it would have 
paid off.

Moving up the scale, Events and Exhibitions providers also have some of 
the lowest sales figures, yet higher than the previous two – yet, bizarrely, 
having spent less on their marketing. Considering the small size of their 
marketing investment, these edu-businesses fared well.

Unfortunately, businesses in the Education Resources and Products 
sector and the SEN, Safeguarding, and Wellbeing sector had a poor 
spend to sales ratio. Given how saturated the market was in 2020 
for both products, it’s likely many of these businesses missed the 
mark with their marketing. 

Both Careers, Exams, and Tutoring providers; and ICT, AV, Electrical, 
and Hardware providers performed well in terms of sales considering 
their lower-than-average budget. It was a welcome surprise given the 
uncertainty of exams and the changing dates of when everyone would 
be back in the classroom and needing the technology.
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Towards the top of the scale, Charities and Fundraising providers; 
School Management Solutions; and Premises, Buildings, and Furniture 
providers all had spends which correlated with their marketing budget. 
With schools still open for installations, and some charity events suitable 
for at-home participation, the landscape was relatively unchanged.

Amongst these, Teacher Training, and CPD providers did spend quite 
highly, but this appeared effective, with their marketing resulting in a 
high sales performance for 2020. Conversely, Recruitment providers 
spent far less – with one of the lowest average spends across all sectors 
– yet had the second-best sales ranking for 2020.

Topping the charts was, somewhat unsurprisingly, Education 
Software Businesses. Having spent the most on their marketing 
overall, they had the sales to show for it, with the best sales across 
all sectors.

What does that tell us? For most businesses, their sales performance 
directly correlates to how much they spend on their marketing, 
whether that’s low sales due to a lack of marketing, or incredible 
figures due to investing more into their marketing. 

There are a few anomalies, but most of these would come down to either 
the pandemic slowing sales regardless of what they did or investing their 
money in the quantity of their marketing, rather than the quality.
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Marketing strategy

Following the previous chapter, we can dive deeper into the spend 
analysis of each sector to break down their marketing strategies and 
determine the definite answer to the burning question – what method 
is the most effective for selling to schools?

Businesses marketing strategies during the pandemic

Regardless of whether a business upped, maintained, or held back on 
their marketing activity last year, it was almost a given that edu-businesses 
would need to change their marketing strategy due to the effects of the 
pandemic, not only on schools but teachers’ personal lives.

Refraining from the hard-sales approach and making sure your 
kind and understanding nature came across front and centre was 
paramount, and almost every education business agreed.

A huge 86% of education businesses changed their marketing strategy 
as a result of the pandemic. Out of the remaining 14%, it’s likely many of 
them had always taken the softer approach, and their offering remained 
unaffected by online learning and classroom limitations.

State of Selling to Schools 2021

Has your business changed its marketing strategy due to the pandemic?

1

2

Yes 86.0% 

No 14.0%
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How can we be sure?

Well, out of that 14% who stuck to their planned marketing strategy, a 
fantastic 73% either grew or maintained their current sales rates. 

They struck a vital chord with teachers. In a time where almost everything 
was up in the air, they’d opted to ‘keep calm and carry on’. Even if it was 
just a single email, it gave a safe sense of familiarity that teachers across 
the country needed.

While some of those 86% who did change their marketing would have 
also seen a growth in their sales, for some, it may not have proved fruitful. 

Some of those changes may have been panicked, knee-jerk decisions, 
perhaps even including ceasing their marketing altogether. With 
all the stats to go by, this would have had a detrimental effect on 
some businesses’ sales rates.

The most significant negative effect on edu-business strategies

You’ll need a pinch of salt for these statistics. As we’ve covered, the 
pandemic hit some sectors far more aggressively than others, so when 
we asked businesses what their key change was that had the biggest 
negative effect on their sales performance, their answer may not have 
been the main or only reason for their drop in sales.

73%

A word from our Co-Founder

Keep calm and carry on!
Right now, I need to be a helpful voice of reason and composure when so many

education business owners are facing the toughest test of their working lives.

Therefore, since schools closed my team and I have been reviewing the situation

carefully, speaking with our teacher network, and studying the data.

From this, I’ve been able to pinpoint four key reasons why now is the time to

carry on, not just with your daily operations, but the communications you send

to your education audience. These points are covered in this article.

Finally, to help your education business in every way we can I’ve created a host of

special offers across all of our education marketing, data, and software services.

Email me directly at ben@sprint-education.co.uk and I can tell you more.

Ben Lewis
Sprint Education Co-Founder
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But, even if we don’t take it as gospel, the answers are overwhelming…

The most common correlation with businesses who reported a fall 
in sales of 50% or more was that they’d also chosen to stop their 
marketing altogether when the pandemic hit!

It’s not difficult to see why many of those businesses would have decided 
to hit the brakes. As we’ve just discussed, making knee-jerk decisions 
out of sheer panic was a risky move that might not have paid off. 

Halting your marketing activity for a few days or even a week to 
gather your thoughts, assess the situation, and carefully plan out 
your first COVID campaigns was precisely the right move. 

But holding off any longer than that was, as the stats show, detrimental. 
(Although we understand that for some businesses like school trip 
providers, this was entirely unavoidable).

After a couple of weeks, businesses had started to move on with their 
new, carefully constructed marketing strategies. They were giving away 
free resources, hefty discounts, extended trial logins, and even just 
mood-boosting messages of understanding and encouragement. 

It was easy for those businesses who did nothing to get left in 
the dust, while those businesses who stepped up built long-term 
relationships with schools and turned some of those freebie-users 
into paid customers. 

As the days and weeks progressed, email opens and click-throughs 
had skyrocketed. Teachers were actively hunting out that support 
and paying closer attention to their emails, so they didn’t miss out.

That helps explain the second major factor that led to a 50% or 
more decrease in sales – stopping email activity and focusing on 
social media.
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We know how powerful social media can be. It’s great for connecting with 
a teacher during non-school hours, and our clients have seen successes 
with their social campaigns.

However, simply put, it’s not as easy, engaging, effective, or (usually) 
affordable as email marketing. 

There is always the issue with social media that teachers may not 
be interested in seeing work-related adverts and posts during their 
personal “down-time”. 

Think about it. When a teacher hops onto their Facebook or Instagram 
account, they are there to see what their friends have been up to or 
scroll through silly photos of cats. 

During this personal time, what they don’t want in their social media 
feeds and headspace is to be interrupted by adverts related to their job. 

This intrusion consequentially drags a teacher away from their much 
needed ‘down-time’ and instead thrusts them back into thinking about 
their job, their workload, and all the stresses that come with it being a 
teacher. 

Oppositely, with emails, for a teacher to see email communications, 
they must first decide to log into their work email account (whether 
at work or remotely from home). They have to make a conscious 
choice, ‘I’m prepared for work mode’, and therefore psychologically 
they are prepared for all things work-related, which includes the 
odd email about their job.

Email isn’t as intrusive, and during the pandemic, this appears to have 
hit home with teachers. (This is discussed in more detail in the next 
chapter). 
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Many of us relied on social media to stay connected with family and 
friends, and work-related content wasn’t as welcome. 

That’s not to say businesses should have stopped their social media 
activity altogether, particularly their organic content. But with teachers 
flocking to their inboxes and relying on edu-business emails for 
support, email marketing should have been front and centre of 
businesses’ strategies last year.

Schools’ receptiveness to marketing changes

To those clients who had made changes to their marketing activity, we 
asked them whether schools had been receptive to such changes. As 
the below chart shows, there was a bit of a mixed bag, with the average 
rating coming out at 6.1 (with 10 being the most receptive). 

These answers need to be taken with a pinch of salt, as we don’t know 
whether these changes had been positive or not, or whether this change 
had been to cease their marketing.
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Have schools been receptive to the changes you made to your business? 
(10 being the most receptive)

1 2 3 4 5 6 7 8 9 10

14.0% 2.3% 3.5% 4.7% 12.8% 7.0% 12.8% 25.6% 10.5% 7.0%



But, with such a wide selection of results, we can assume that this was 
at least partly down to the wide split of marketing channels. 

With those who attributed their loss of sales to a lack of email marketing 
and a strong focus on social media strategies, it’s likely email would have 
been the channel schools found most engaging, and social media less 
so (we’ll confirm whether this is true or not later in this report!).

Marketing strategies in 2021

When we asked education businesses whether they planned on 
reverting to their previous education marketing approach predating the 
pandemic, a huge 74.4% said no, with just over a quarter of respondents 
saying yes.

This may come as a surprise until you dig into specifics. 

The businesses who’d maintained or increased their email marketing 
activity were the ones who’d said they’d continue. Those who didn’t, and 
those not using Campus’ edu-marketing CRM, were the overwhelming 
number who said they wouldn’t.  

In answer to our original question, email marketing most certainly is 
still a top player in selling to schools. Before the pandemic, during, and 
after, it’s safe to postulate that it is one of the primary factors behind an 
increase in an education business’s sales figures, and something that 
should remain the lead channel of any edu-marketing strategy.
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Do you plan on reverting back to your previous education marketing 
approach predating the pandemic?

1

2

Yes 25.6% 

No 74.4%



Impact of price changes during the pandemic

Of course, one of the biggest concerns every year for schools is their 
budget. 

School budgets are stretched in average years, but with extra technology, 
cleaning, and resource costs to find this year, finding savings and making 
cuts were unavoidable. 

In fact, in our recent teachers’ survey, one of the biggest things 
teachers said they needed from edu-businesses was lower prices.

Due to the pandemic’s impact, some businesses weren’t in a position to 
offer discounts. But it’s surprising just how few did. 

Almost every state school would have been struggling financially, 
yet only 24.4% of businesses decreased their prices for 2020. 
Moreover, 9.3% increased their prices, while 66.3% made no changes 
to their prices. 

Had those businesses avoided the rise and offered even a 10% discount 
on their prices, more schools would have at least been able to consider 
a sale without writing it off straight away due to a lack of budget.
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Did the price of your products/services change during the pandemic?

1

2

Stayed the same 66.3% 

Decreased 24.4%

3
Increased 9.3%



Marketing Channels

So, we’ve re-confirmed– email marketing has continued its successful 
reign in the selling-to-schools market. But were there any other highlights 
for 2020 – any channels that saw a surge in popularity with sellers and 
schools? Let’s dive in and have a look.

2020 Education Marketing Strategies

We’ve covered that emails and social media advertising were two of 
the main factors within the marketing mix that effected sales, so it’s 
no surprise these are the most common channels used by sellers to 
schools. 
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Did you integrate any of the following into your 2020 educational marketing? 

1

2

3

4

5

Email Marketing 70.9% 

Social Media Ads 51.2%

Zoom/Video Meetings 50.0%

Content Marketing 45.3%

Discounts/Lowers Prices 33.7%

6
Webinars 32.6%

7
Videos 31.4%

8
Free Trails/Accounts 27.9%

9
eBooks 15.1%

10
Postal 14.0%

11
PPC 10.5%

12
Other 7.0%



70.9% of businesses have integrated email marketing into their 
plans, and 51.2% include social media advertising. 

The sudden boom of online learning resulted in a rise of virtual meetings 
and webinars, with the former found in half of all seller-to-school 
campaigns this year. Because online learning resulted in far fewer 
teachers being in the building, it was no surprise postal campaigns 
appeared in just 14% of strategies last year.

However…

At the lower ends of the scale are free trials, free resources (eBooks), 
and, slightly higher, discounts and lower prices. As we’ve covered, 
some businesses wouldn’t have been in a position to offer discounts, 
but many would, and every business could have produced some free 
downloadable content to give away. 

With schools struggling more than ever with their budgets this year, it’s 
no surprise that…

In our recent teacher survey, the number-one thing teachers said 
edu-businesses could improve on was offering more free resources, 
followed by discounts and lower prices.
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It’s as clear as day. Even with some incredible email marketing plans, 
teachers would have struggled to notice or be able to commit to a 
purchase without some money-saving freebies or discounts. 

With 2021 school budgets still impacted by closures and cleaning costs 
on top of the usual strains, we think that’ll be just as important this year.

The most successful marketing channel

In case you’re not entirely convinced by our stats that email marketing 
was the top channel last year, we asked edu-businesses to tell us for 
themselves what their most successful channel was last year.

Tying in with what teachers’ requested, and the unavoidable impact of 
school closures, eBooks, webinars, and virtual meetings were all in the 
top five. But, at the top of the chart, voted there by almost half of edu-
businesses… email marketing!
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Which channel did you find was the most successful?

1

2

3

4

5

Email Marketing 48.3% 

Social Media Ads 12.6%

Zoom/Video Meetings 10.3%

Webinars 8.0%

Content Marketing/eBooks 5.7%
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Best-performing channels by sales performance data

Of course, to truly understand the ‘most successful’ channel/technique 
for edu-businesses we need to bring it back to the sales data and compare 
the sales against the channels/techniques they employed during 2020.

Although sellers-to-schools voted emails, social media, and virtual calls 
to be their top three best-performing channels, the sales data shows a 
slightly different picture:

Best-performing channel based on  
sales performance alone  

#1 = email

#2 = webinars

#3 = virtual meetings

From this, it’s clear that social media success would have been measured 
in other ways. Social strategies still could have been valuable and assisted 
in the sales process – building followers, social shares, or their reputation 
as a helpful leader in their industry, for instance, but not as an instant 
or direct sales generator, which is what many businesses needed so 
desperately to stay afloat in 2020.
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Schools’ reactions to marketing channels

To solidify our research further, we also asked over 2,500 teachers in 
schools which method of receiving communications and offers from 
edu-businesses they were most likely to reply or react to.

In an overwhelming result... 88.3% of them said email 
marketing!

It goes back to everything we’ve covered so far. Teachers were scouring 
their inboxes for support during the lockdowns, and likely to be less 
appreciative of social media marketing when they were using social media 
to stay connected with family and friends. 

In fact, individual social platforms were voted for by just 1.7% - 3.3% 
of teachers, with postal campaigns coming in just above at 3.6%. As 
we’ve said, that’s pretty self-explanatory with many teachers being away 
from the school building.
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2

3

4

5

Email 88.3% 

Post 3.6%

Education Publication Advert 3.3%

Twitter Advert/Post 2.1%

Facebook Advert/Post 1.7%

6
LinkedIn Direct Message 1.0%

Which method of receiving communications and offers from education 
businesses are you most likely to reply/react to?
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What does that tell us? 

We can’t argue with the results. Given edu-businesses, schools, and 
our stats say the same thing, we can genuinely conclude that email 
marketing is the channel by which teachers prefer to receive 
communications from you and the medium that correlates most 
closely with the best sales performances of 2020.

Social media, of course still has its place, but when it comes to the art 
of selling to schools and teachers, maybe it should be used more as the 
support act to email’s headline act within your strategy!

How education businesses can better support and serve schools 
in 2021

We’ve touched on this briefly – teachers said the top two things businesses 
could do to up their support are providing free resources and advice, 
discounts, lower prices, or payment plans. 

Diving further into these results, the following two highly-rated support 
methods were free webinars and free trials or demos. Given what we 
know about school budgets this year, it’s not surprising teachers are 
in desperate need of financial support, and hungry for knowledge in 
uncertain times!
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1

2

3

4

5

Share free resources and advice 61.6% 

Reduce prices/offer discounts/payment plans 46.0%

Offer free webinars 38.8%

Offer free trials/demos of their software/product 35.0%

Offer better training for staff 33.9%

6
Provide busaries/sponsorships for certain pupils 33.3%

7
Improve incentives and rewards for schools 33.1%

8
Sponsor school events 25.8%

9
More services/more products online 25.5%

10
Be more focussed on environment/sustainability 23.4%

11
Provide case studies/proven results 18.6%

12
More video content about their offering 12.2%

13
Treat me more like an individual 11.5%

14
Offer better aftersales support 11.2%

15
Provide more consultation services 7.7%

How can education businesses better support and serve schools in 2021?



And, as we’ve covered, it’s not all bad news for businesses. Giving away 
free resources will still build strong relationships in schools, and 
position your brand as helpful, trustworthy thought-leaders who 
want to help schools as much as they can. Those schools will be 
seeing your name every time they open a free eBook or log in to 
their extended free software trial, and so are far more likely to 
consider you when they can make a purchase. 

It is playing the long game, but it’ll result in more sales overall, so it’s 
certainly a path worth taking.

In reality, not many businesses jumped on board with this plan. 45.9% 
of schools wanted to see lower prices, yet only 24.7% of sellers reduced 
their prices – and almost 10% increased them.
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For those businesses hit hardest by the pandemic, it may not have 
been possible. But for the others taking the price hit or spending 
the time producing some free resources would have protected 
their customer base in the long-run and, again, positioned them as 
industry leaders.

Interestingly, the usual content that teachers love to see was further 
down the list than you might expect. Case studies, video content, and 
customer service/sales support, all things that typically go a long way in 
closing the sale, wasn’t as highly rated as some newer entries such as 
sponsoring school events or improving school rewards. 
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Again, both of those would result in monetary benefit for the school, 
showing that schools’ needs have well and truly shifted for this year.

A slightly different angle, a larger focus on acting more sustainably 
and environmentally friendly, was voted for by almost a quarter of 
schools. With climate change becoming a more prominent topic than 
ever, and staff and students alike asking for a larger curriculum focus 
on environmental issues, it’s not unexpected, although surprising it was 
voted higher than some traditionally sound support methods.

So, what we’ve learned here is that in 2021, above anything else, 
businesses must knuckle down and do everything they can to ease the 
prices and save school budgets. And the environment!
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Conclusions

We’ve all got our fingers crossed for a better year ahead – but is it too 
early for edu-businesses to breathe a sigh of relief?

Well, it all depends on their marketing strategies for 2021. Suppose 
they’ve made social media their primary selling channel, or they’re 
not able to provide schools with the lower prices, free resources, 
and support they’ve asked for. In that case, incorporating our 
Campus software (giving you the ability to email up to 400,000 
teachers directly) might be what is required to boost results over 
2020.

While social media marketing certainly has its place, it isn’t suited for the 
large-scale marketing campaigns you’d need to get anywhere near 
matching the sales figures a typical email strategy can generate. 

Sprint Education offers social media and email strategies to our clients, 
so we have no bias here; our advice is data-driven. 

Social media’s power is not to be taken lightly, but its results can be 
over-hyped, teachers appear to have fallen out of love it, and it’s 
generated very mixed results for sellers-to-schools in 2020. 

Teachers don’t want to have their downtime interrupted with 
adverts that remind them of the work they have to do and the 
stresses that come with it. 

Email has been labelled intrusive in the past, yet you have to make 
a conscious decision to log into your work email. Teachers know to 
expect edu-marketing emails; it’s the norm, and the results show 
that they are more likely to react to an email than a social media 
advert.
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If we just talk about our emailing to teachers services here, all emails sent 
to our teacher database provides the teacher with a quick-click opt-out 
link. In only two clicks, they can be removed from all emails forevermore 
from any edu-business using our database, or just the business they 
received the latest email. They know their privacy is respected, and 
it goes a long way. 

That’s not the case with social media. They can opt-out of personalised 
advertising, and block individual companies, but they can’t stop everyone 
at once. They’d have to do it manually for every single businesses’ adverts 
that appear on their profile. It’s time-consuming and adds unnecessary 
stress to teachers’ days.

So, should businesses who use email marketing as their number-one 
selling channel be optimistic about the year ahead? Well, no one knows 
what the future holds for us this year, but based on this survey, and the 
rest of the extensive research we conducted, we think there’s a solid 
chance they should.

If you want to talk about any of our findings in more detail, want some tips 
for your next email-marketing strategy, or want to make email marketing 
your top channel whilst skyrocketing sales figures with Campus, drop 
our experts a line. We can’t wait to hear from you!

If you want to talk about any of our findings in more detail, want some tips 
for your next email-marketing strategy, or want to make email marketing 
your top channel whilst skyrocketing sales figures with Campus, drop 
our experts a line. We can’t wait to hear from you!

Get in touch on info@sprint-education.co.uk or 01684 297373 for a 
quick count and a walkthrough of Campus. 

State of Selling to Schools 2021

45

mailto:info%40sprint-education.co.uk?subject=


T:  01684 297374

E:  info@sprint-education.co.uk

W:  www.sprint-education.co.uk


