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Introduction 

Pre COVID-19, the very idea of schools closing their doors to the vast 
majority of pupils and the Education Secretary cancelling exams is 
something I’m not sure even Russell Grant would have had a chance of 
predicting!

We’re still not out of the woods yet, but we know that there’s a lot to learn 
from the state of selling to schools in 2020 that will inform our response to 
the ongoing pandemic and the shifting needs of schools, pupils, teachers, 
and school staff.

We knew we needed to go right to the source and speak to those on the 
ground, working in schools with pupils every day, to get the most up-to-
date insights.

For that reason, we conducted our most in-depth survey ever at the end 
of 2020, capturing insights from over 2,600 teachers and school staff 
via social media and email channels – and we’ve put all that knowledge 
together in this report!

Why read the report?

This report is designed to help you navigate this difficult edu-marketing 
period, giving you insights into schools’ problems and priorities for the 
year ahead to ensure you can shape your marketing strategy, help solve 
schools’ problems, and make sales!
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Who completed our survey?

We were intrigued to see a large response rate from Senior Leaders 
(22.4%) and Heads of Department, Year, or KS (32.1%). These roles are 
the key decision-makers regarding budget spend at their schools and 
are in a position to be able to give a more rounded overview of how their 
school has fared over the last year.
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32.1%

30.4%

22.4%

3.7%

2.0%

Head of Department, Year or KS 852 responses

Teacher 807 responses

Senior Leader 594 responses

Office Support Staff 99 responses

Pastoral & Careers Staff 54 responses

2.0%
SEN & Intervention Staff 52 responses

0.9%
IT Support Staff 25 responses

0.8%
Teaching Assistant 22 responses

5.5%
Other 146 responses

Which best describes your role?

2651 out of 2651 people answered this question



Teachers also made up 30.4% of our total number of respondents, 
offering us a unique insight into the thoughts and opinions of school 
staff at the forefront of day to day school activity and pupil engagement 
– and often the core audience for selling to school marketing campaigns.
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25.1%

20.1%

14.6%

13.9%

10.2%

Academy Secondary 666 responses

State Primary 532 responses

State Secondary 387 responses

Independent School 368 responses

Academy Primary 271 responses

4.4%
Multi-Academy Trust 117 responses

3.5%
SEN School 92 responses

2.2%
Grammar School 59 responses

1.6%
Free School 42 responses

Which type of establisment do you work in?

2651 out of 2651 people answered this question

1.0%
Further Education/College 27 responses

0.8%
Nursery 21 responses

0.6%
Higher Education College/University 17 responses

2.0%
Other 52 responses



As expected, the largest response came from Primary and Secondary 
establishments. With 1,053 responses from Secondary School staff 
(Academy and State School) and just behind, Primary School staff 
(Academy and State School) supplied 803 responses.

The wide range of survey responses received will give you a good overview 
of the thoughts and feelings of school staff working at every level and 
across a range of establishment types to help identify schools’ very top 
priorities for 2021 and tailor your strategy design for maximum impact.
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the best method of communicating with schools

The crucial question for businesses now is how to let teachers know 
what they’re offering. We promoted the survey online via social media 
and email to ask the question:

88.3% of teachers surveyed said that email was the method of 
communication from education businesses they were most likely 
to reply/react to.

Here at Sprint Education, we know the value of email marketing to the 
education sector over other methods of communication. Still, we were 
surprised to see such a definitive outcome for email communication.

We know that teachers have been spending more time online during 
the pandemic than they usually would and are two times more likely 
to check their inboxes than usual.

88.3%

3.6%

3.2%

2.2%

1.7%

Email 2341 responses

Post 96 responses

Education publication advert 85 responses

Twitter advert/post 57 responses

Facebook advert/post 46 responses

1.0%
LinkedIn direct message 26 responses

Which method of receiving communications and offers from education 
businesses are you most likely to reply/react to?

2651 out of 2651 people answered this question

https://sprint-education.co.uk/assets/snacks/September20/2020-a-year-in-review.html
https://sprint-education.co.uk/assets/snacks/September20/2020-a-year-in-review.html
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Email communication is an effective but unobtrusive way to engage 
with teachers. We only ever email teachers work email accounts about 
products and services that will benefit their school. 

The benefit of emailing work-only addresses is that teachers actively 
need to log into their work account. They will be expecting emails related 
to their job and they will likely be in the right frame of mind to engage 
with this kind of content. 

Emails are also quick to delete and all emails sent by Sprint Education 
are simple to unsubscribe from – it just takes two clicks for a teacher to 
remove themselves from all our future communications.
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The option to quickly opt-out isn’t as simple for all the other communication 
methods listed, particularly social media. 

While social media campaigns can be highly effective, it’s clearly the least 
favoured method of communication for teachers, with communication via 
Twitter, Facebook, and LinkedIn all receiving less than 3% of survey responses.

Social media is mostly used by people to connect with friends and family. 
Therefore, it’s less likely that teachers will be as keen to engage with 
marketing messages when they are not in work mode. 

Even though teachers were working remotely for a large part of 2020, 
it’s interesting that postal came second. Although only 3.6% chose this 
option, it was still higher than each social media option.

The results on this are conclusive – email is the preferred method of 
communication for teachers and school staff. Emails offer teachers a 
snapshot of the products or services that they may need, which can save 
them hours of research and time spent on google. However, teachers 
can decide whether to engage with them or not, rather than reminding 
them of work when they’re trying to wind down from a busy day. So, the 
best step you can take when planning your marketing for the weeks and 
months ahead is to heed teachers’ wishes and pay email marketing the 
attention it deserves.
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What can business do to support schools? 

Next, we decided to ask them how businesses can help solve their 
problems, so you can tailor your marketing messages for the year ahead.
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61.6%

46.0%

38.7%

34.8%

33.9%

Share free resources and advice 1631 responses

Reduce prices/offer discounts/payment prices 1217 responses

Offer free webinars 1025 responses

Offer free trails/demos of their software/products 922 responses

Offer better training for staff 897 responses

33.6%
Provide bursaries/sponsorships for certain pupils 889 responses

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

2647 out of 2651 people answered this question (with multiple choice)

33.1%
Improve incentives and rewards for schools 877 responses

26.0%
Sponsor school events 687 responses

25.4%
Move services/products online 673 responses

23.4%
Be more focused on environment/sustainability 620 responses

18.5%
Provide case studies/proven results 490 responses

12.2%
More video content about their offering 322 responses

11.4%
Treat me more like an individual 303 responses

11.1%
Offer better after-sales support 295 responses

7.6%
Provide more consultation services 202 responses



At the top of the list are free resources and advice. This is the quickest 
way to attract a teacher’s attention. Offering free resources in exchange 
for their email address asks for very little commitment from teachers. 
The majority of teachers will also expect to give their email address for 
quality free resources which allows you to build your qualified leads, 
contact them again, and build a relationship. 

However, any free resource should be of the same quality as a paid-
for resource. Free resources are an opportunity to showcase the real 
value of your paid-for product or service, so they have to make the right 
impression. Sharing poor quality resources as freebies could do more 
harm than good in the long term. First impressions count!

Of course, not all businesses can offer free resources or advice. If that’s 
you, then perhaps consider offering reduced prices or discounts. If that’s 
not always possible, payment plans that help schools spread the cost of 
products or services are listed as the second-best way that businesses 
can support schools (46%). This can be particularly useful for schools 
around the end of the financial year when they are often either looking 
to spend leftover budget (to avoid local authorities clawing back surplus) 
and planning any major spending for the year ahead.
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Free webinars are next on the list with 38.7% of respondents saying they 
would be a good way for businesses to support schools. The popularity 
of webinars as a training opportunity has increased significantly over 
2020 as live online meetings have become a daily part of teachers’ 
routines. If we had run the same survey at the end of 2019, we don’t 
believe webinars would have been quite this high up on the list! 

So, if you have important knowledge to share that would be of value to 
schools, why not offer a webinar rather than bespoke one-to-one advice 
to individuals? Again, it requires less commitment from teachers – not 
every teacher who registers for a webinar will attend – but it offers a 
great opportunity to build trust in your product and service and position 
yourself as an expert in your field.

Free trials and demos come fourth (34.8%) on the list. The fact that these 
two popular calls to action didn’t rank higher in the results is likely to be 
because they require that bit more involvement from teachers, who are 
more likely to have to spend some time understanding the product or 
service before they see a benefit.

Putting in a calendar appointment in advance of a one-to-one demo can 
seem daunting when teachers’ time is stretched and challenges crop 
up at often unexpected times. Of course, free trials and demos are an 
incredibly powerful tool for engaging your audience, but it’s important 
to communicate the benefits of a product or service before expecting a 
large number of teachers to make that time commitment.

At the opposite end of the scale, we see case studies and evidence of 
proven results was selected by just 18.5% of respondents. Case studies 
and proof of efficacy are an important part of the sales process, but 
schools clearly don’t think they initially offer much help.
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More video content about the product/service is another surprising 
result with just 12.2% of respondents saying this would be a good way 
to support schools. 

Although marketing experts regularly cite video content as the best 
way to engage an audience, this survey reinforces what we (at Sprint 
Education) have noted before about education audiences. Teachers are 
hard-pressed for time and often want to navigate to the information 
they are interested in as quickly as possible. Video content can often be 
a slow way for them to access the information they need.

In 2021, once COVID-19 restrictions are lifted, would you be willing 
to invite businesses/people to your school that can deliver any of the 
following safely?

69.3%

61.5%

57.1%

41.2%

37.2%

Pupil learning workshops 1837 responses

Teacher training and seminars 1631 responses

Motivational speakers 1515 responses

After/before school clubs (outdoor) 1092 responses

After/before school clubs (indoor) 987 responses

23.3%
Fundraising events 618 responses

In 2021, (once covid restrictions are lifted) would you be willing to invite 
businesses/people to your school that can deliver any of the following safely?

2651 out of 2651 people answered this question (with multiple choice)
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We were keen to understand how willing teachers will be to have on-site 
visits again. It’s clear from the responses that schools will be willing to 
invite businesses/people to site for the benefit of pupils and teachers, 
with only fundraising events getting a response lower than 25%.

It is positive that for businesses offering educational trips and travel 
that the majority of respondents will be planning (57.4%) or considering 
(21.4%) day trips within the UK when permitted. Teachers obviously 
appreciate the unique opportunities that school trips offer their pupils 
and this result shows they are keen for pupils to gain those benefit again.

Only 6.3% said they would not be taking day trips in 2021, even when 
they are allowed to do so. 

57.4%

21.4%

15.0%

6.3%

Yes 1522 responses

I would consider it 566 responses

Not in the first six months of the year 397 responses

No 166 responses

Travel restrictions permitting, would you take pupils on day trips within the 
UK in 2021?

2651 out of 2651 people answered this question
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With nearly half of respondents saying they would not take pupils abroad 
in 2021, it’s clear that this is still deemed as a risk that the majority of 
teachers are not yet willing to take.

However, looking on the plus side, 50.5% of teachers said they would at 
least consider foreign travel in the second half of 2021. When you think 
about all the negative headlines around foreign travel in recent months, 
this level of confidence seems quite robust.

We’ve already seen our clients adapting their services to suit the needs 
of schools throughout 2020 to great effect. Just because we’re a year 
into the pandemic now, don’t take your foot off the gas! If you can 
carry on sharing free resources, do it. If you have knowledge to share, 
schedule that free webinar. If you usually need to conduct a site visit, 
get acquainted with Zoom! Crucially, let teachers and school staff know 
you’re there. Perhaps they can’t access your product or service right now, 
but keep in their minds and ensure that once they can book a school trip 
or organise an on-site workshop, they remember the amazing support 
you offered and call you first!

49.5%

19.8%

15.4%

15.3%

No 1313 responses

Yes 524 responses

I would consider it 408 responses

Not in the first six months of the year 406 responses

Travel restrictions permitting, would you take pupils abroad in 2021?

2651 out of 2651 people answered this question
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school strategy

As the pandemic hit back at the start of 2020, every business had to 
quickly review their marketing strategy and adapt to the changing market 
at lightning-fast speed. The same was true for schools who had to shut 
their doors with short notice and adapt, almost overnight, to an entirely 
new way of working – remote learning.

We wanted to understand more about school strategies, who provides 
input into school strategies, and what influences their strategies.

5% of respondents surveyed said that their school did not have a school 
strategy. Whether this is directly due to the impact of COVID-19 derailing 
existing strategies or whether the 5% are just unaware of a school 
strategy, we don’t know. 

However, the 95% who do have a school strategy will have a fully 
documented plan with key focus areas and strategic goals in place to 
help everyone at the school work towards achieving the vision for their 
school’s future.

School strategies also play a key role in helping schools make spending 
decisions. Schools plan their budgets with their school improvement 
plan (SIP) in mind. This is to ensure that they are planning for the future 
and that all resources purchased are sustainable and are in line with the 
long-term goal of improving the educational outcomes of pupils.
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95.0%

5.0%

Yes 2518 responses

No 133 responses

Does your school have a school strategy?

2651 out of 2651 people answered this question
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Answers to the question  ‘Who provides input into the school strategy?’ 
reveal that, to some degree, all school staff feed into a school’s strategy, 
inevitably providing insights into their area of expertise. However, it is the 
key decision-making roles (Senior Leaders and Heads of Department, 
Year, or Key Stage) that received the highest response.  

From a business’s point of view, as important as it is to enthuse the end-
user (often the classroom teacher) about the product or service you’re 
marketing, gaining the buy-in from the key decision-makers (usually the 
Senior Leadership Team) is an essential part of the sales process.
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96.1%

67.3%

Senior Leader 2547 responses

Head of Department, Year or KS 1784 responses

Who provides input into the school strategy?

2651 out of 2651 people answered this question (with multiple choice)

45.9%
Teacher 1218 responses

38.4%
SEN & Intervention Staff 1017 responses

23.7%
Pastoral & Careers Staff 628 responses

17.1%
Teaching Assistant 452 responses

14.8%
Office Support Staff 392 responses

12.9%
IT Support Staff 343 responses

2.1%
Other 55 responses
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Pupils’ needs are at the forefront of teachers’ minds after a year of 
disrupted learning. From cancelled exams, social isolation, to lack of 
access to technology – we know pupil engagement has suffered. If you can 
prove the impact that your service or product will have directly on pupils’ 
lives, this is sure to capture teachers’ attention and add quality leads to 
your sales funnel.
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79.7%

74.4%

Pupils’ Needs 2114 responses

Curriculum 1973 responses

What are the most significant influences in shaping your school strategy?

2651 out of 2651 people answered this question (with multiple choice)

61.3%
Budget 1625 responses

52.2%
Results and Attainment 1384 responses

49.3%
Government Policy 1307 responses

26.9%
Parents 712 responses

20.6%
Monitoring Bodies 547 responses

16.6%
Local Authority 440 responses

15.3%
Local Community 405 responses

10.1%
Religion 267 responses

1.2%
Other 31 responses
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the impact of COVID-19

From mastering Microsoft Teams and managing behaviour via a screen, 
to planning mass-testing roll out and teaching for exams that may never 
happen, school staff have had to make a lot of changes over the last 
year, often with very little advanced warning.

Over 91% responded positively to this question, stating that they felt 
their school had coped ‘well’ or ‘very well’.

49.0%

42.8%

Very Well 1298 responses

Well 1135 responses

How do you feel your school has coped with COVID-19?

2651 out of 2651 people answered this question

6.3%
Unsure/Neutral 167 responses

1.6%
Poorly 42 responses

0.3%
Very Poorly 9 responses
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Are there any specific areas that you feel your school struggled 
with during 2020?

We were keen to understand more about the challenges they had faced 
throughout 2020.

Responses to our free-form question, we saw several topics entered 
repeatedly.

 • Switching to remote learning – access to technology and pupil   
  engagement.

 • Pupil and staff wellbeing – isolation and anxiety related to lack of  
  in-school contact and impact of social distancing.

 • Finances – delays accessing additional funding for technology   
  and covering staff absence costs.

 • Government guidance – a lack of direct communication and  
  sector consultation and quickly evolving and complicated   
  guidance and expectations.

“Balancing and supporting pupil and staff mental health.” 

“The demographic of the school has meant that over 50% of the school 
had limited access to technology. Some had no access at all. We could 
not meet the need and provide that level of technology to pupils to 
provide equal learning.” 

“School budget - especially covering staff absence costs.”
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School staff wellbeing

There was a clear shift in reported stress levels from school staff due to 
the pandemic with the average moving 2 points from 7 out of 10 to 9 out 
of 10, which fits with the anecdotal evidence provided in the free-form 
survey question 10.

What has been the most significant impact of COVID-19 on your 
school?

The overwhelming response to this question was the huge impact that 
remote learning has had on teaching staff and pupils, which has affected 
both teacher and staff wellbeing, isolation, lost learning, engagement, 
and attainment.

“Seeing students - you cannot interact in the same way with a computer 
screen, so developing your relationships is so much more difficult.”

“Loss of face-to-face learning for students - remote learning can never 
replace this. Years 11 and 13 are particularly impacted re public exams.”

“Not seeing our children. We have significantly improved our 
communication channels with our parents though. We have come 
together as an amazing team.”

While the majority of teachers said that their school has managed 
COVID-19 well, it’s clear that the impact of COVID-19 has been huge and 
teachers and school staff are shouldering much of the pressure. Schools 
are looking for support to relieve some of this burden. This is where your 
marketing must let teachers know that your products and services are 
designed to make their lives easier – go out of your way to offer bespoke 
training and ongoing support and schools will see the true value of your 
product or service.
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school spending in 2020

While the results above give us a good overview of what challenges 2020 
presented schools with, we wanted to find out what impact the ongoing 
pandemic had on their spending.

2648 people answered our question regarding the areas in which their 
school increased spending during 2020, revealing some interesting 
shifts in priority.

 
 

40.2%

38.8%

Technology 1064 responses

Online Learning/Tutoring 1028 responses

In which area did your school increase it’s spending during 2020?

2648 out of 2648 people answered this question (with multiple choice)

27.7%
Not Sure 734 responses

26.5%
Additional Learning Support 703 responses

22.1%
Safeguarding Measures 585 responses

21.7%
Operations and Maintenance 574 responses

19.8%
Supply Teachers 525 responses

15.7%
Learning Support 415 responses

12.3%
Training 325 responses

11.6%
Food Services 308 responses

8.9%
Administration 235 responses

4.2%
Outdoor Learning 111 responses

1.6%
Insurance 43 responses

2.3%
Other 60 responses
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We can see that spending on Technology was clearly at the top of the 
priority list in 2020, with a massive 40.2% telling us that their school 
increased spending on Technology during the year.

This is unsurprising, as schools spent a large period of 2020 working 
remotely, and many predicted (now proven correctly) that schools may 
return to remote learning in 2021 after the Christmas holidays.

According to estimates from Ofcom, between 1.14 million and 1.78 
million children in the UK do not have home access to a laptop, desktop, 
or tablet. 

Whilst the government committed to providing another 440,000 laptops 
for schools to aid remote learning in December 2020 – taking the number 
of laptops bought by the government to over one million and pushing 
the cost of the scheme up to £300 million – the government is still facing 
criticism that the rollout of school laptops is taking too long, supply is not 
sufficient, and schools are having to fill in the gaps using their budget.

Online Learning/Tutoring is another predictable priority for schools. This 
is also an area that looks set to grow in 2021, following the new remote 
learning expectations published by the DfE in January 2021. 

40.2%

38.8%

Technology 1064 responses
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2648 out of 2648 people answered this question (with multiple choice)
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Not Sure 734 responses

26.5%
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22.1%
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21.7%
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15.7%
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12.3%
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11.6%
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8.9%
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4.2%
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1.6%
Insurance 43 responses

2.3%
Other 60 responses
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The DfE guidance states that provision should include both recorded 
or live direct teaching time and time for pupils to complete tasks and 
assignments independently. 

It was also specific in noting that online video lessons used in teaching 
do not necessarily need to be recorded by teaching staff at the school – 
presenting huge opportunities for businesses who are experts in remote 
learning delivery and have video lessons, aligned to the curriculum, that 
are ready to go.

49.2%

24.6%

Not Sure 1304 responses

Supply Teachers 652 responses

In which area did your school decrease its spending during 2020?

2648 out of 2648 people answered this question (with multiple choice)

17.3%
Outdoor Learning 459 responses

15.7%
Training 416 responses

14.7%
Food Services 388 responses

8.4%
Operations and Maintenance 222 responses

6.8%
Administration 179 responses

6.1%
Additional Learning Support 162 responses

4.8%
Learning Support 128 responses

3.7%
Technology 99 responses

1.3%
Online Learning/Tutoring  35 responses

1.0%
Insurance 27 responses

0.5%
Safeguarding Measures 14 responses

2.7%
Other 71 responses
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Interestingly, 24.6% of respondents reported a decrease in spending 
on supply teachers during 2020, and 19.8% said they had increased 
spending on supply teachers.

The obvious contrast in results here is likely to be due to the split in 
2020 of remote learning during the first half of the year and in-school 
learning towards the latter end of the year. 

Supply teachers were unlikely to be as in-demand during remote 
learning periods (although we know that many teachers were still in 
school providing for keyworker children). Once classrooms reopened 
to all after the summer holidays, there were many reports of teachers 
struggling to get tested throughout September for COVID-19. Therefore, 
they had to rely on supply teachers or teaching from home even though 
their pupils were in their classroom.

17.3% of respondents say that they decreased spending on Outdoor 
learning during 2020 and just 4.2% said they increased spending in this 
area, sadly making this one of the biggest losers from these results. 
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This survey was conducted during the winter period which may have 
had some bearing on the results, as the last few months of spending 
(during winter weather) may have been at the forefront of our survey 
respondents minds. It will be interesting to see if schools begin 
incorporating more outdoor learning into their curriculum as we move 
towards summer 2021 and lockdown restrictions are gradually lifted.

The starkest result from the two survey questions is the prioritisation 
of Safeguarding measures, with just 0.05% saying they had decreased 
spending (the lowest reported decrease) and 22.1% reporting an 
increase in spending during 2020. 

With increased social isolation and added employment and financial 
pressures of the pandemic being felt by many families across the 
country, various charities have reported a concerning rise in domestic 
child abuse and schools have clearly responded to this.

School spending has largely been diverted from on-site spend to supporting 
the introduction of remote learning over the last year. While on paper this 
doesn’t sound positive if your offer is reliant on pupils and teachers being 
present in the classroom, don’t despair. As the vaccine rollout gathers pace 
and schools begin to return to in-person learning, schools will likely revisit 
plans they may have had in place to revitalise their school classrooms and 
playgrounds, but never had the opportunity to progress with in 2020. This 
is your opportunity to get ahead of the curve and let teachers know that 
your product or service is there to make the return to school welcoming 
and a positive experience for all.
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remote learning 

When the announcement that schools must close to the majority of pupils 
first came in on the 20th of March 2020, it was largely only Universities 
who had any experience with the delivery of remote teaching, with the 
expectation that older students are generally better equipped to self-
regulate their own learning.

For Primary and Secondary schools, it was likely that the only experience 
teachers would have previously had using digital learning systems was 
to manage and monitor homework, but not deliver live lessons.

Government guidelines regarding remote education have changed 
considerably since the first lockdown. During the first lockdown, there 
were no published remote learning expectations and schools were left to 
adapt as best as possible, with many schools still printing and supplying 
hard copies of work that parents were required to collect.

It wasn’t until October 2020 that the government introduced a legal 
duty on schools to provide “immediate access to remote education” for 
pupils off school because of COVID-19. Guidance detailing more precise 
expectations for schools for remote learning followed calls for clarity on 
the issue from teachers and teaching unions.
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In January 2021, the DfE published updated remote learning expectations, 
stating that provision should include “both recorded or live direct 
teaching time and time for pupils to complete tasks and assignments 
independently” and online video lessons used in teaching do “not 
necessarily need to be recorded by teaching staff at the school”.

KS1 – three hours of remote education a day. 
KS2 – four hours of remote education a day. 
KS3 and KS4 – five hours of remote education a day. 

Unsurprisingly, almost all the respondents surveyed reported that they 
were using online learning platforms to engage their pupils while working 
from home.

When asked whether they continue to use these online learning 
platforms beyond the pandemic, a massive 93% said they would. 

97.8%

2.2%

Yes 2586 responses

No 59 responses

During lockdown does your school use any online platforms to aid your 
pupils' home learning?
 
2645 out of 2645 people answered this question

93.1%

6.9%

Yes 2408 responses

No 178 responses

Do you plan on continuing to use these online learning platforms beyond the 
pandemic?
 
2586 out of 2651 people answered this question
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This is despite a huge number of responses raising technology, lack of 
engagement, and loss of face-to-face learning time noted in previous 
survey questions as some of the biggest issues that schools have faced 
in 2020.

This suggests that remote learning platforms, despite issues, are here 
to stay for good! 

What improvements could the learning platform providers make to their 
software to convince you to continue using it after the pandemic?

Most common responses:

 • Reduce price.

 • Develop more privacy and safeguarding tools.

 • Make platforms more user friendly for teachers, parents, and   
  pupils.

 • Improve integration – make it easier to link all systems used by   
  teachers.

 • Provide more user training, both teacher CPD and tutorials for   
  pupils, and ongoing support.

 • Create simpler storage options for resources  
  and recorded lessons.

29
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The highest response to this question was ‘agree’, despite 93% saying 
that they would continue to use online learning platforms after the 
pandemic.

It’s clear that although teachers think learning platforms offer a great 
solution for remote learning during the pandemic, they don’t believe 
that it could ever replace face-to-face learning completely. 

Several responses also noted that they were using remote platforms 
before the pandemic, so for them, the transition was relatively simple. 
These results, when put together, suggests that schools are keen to 
add online learning platforms to their suite of tools and use them as an 
addition rather than a substitution to in-person learning.

What is the single most important thing to you when considering 
which remote learning/tutoring platform to sign up to?

39.3%

32.4%

Agree 1017 responses

Neither agree nor disagree 837 responses

Please rate how you feel about this statement: “Remote learning has 
negatively impacted students results and attainment”.
 
2586 out of 2651 people answered this question

14.3%
Strongly agree 369 responses

12.5%
Disagree 322 responses

1.6%
Strongly disagree 41 responses
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The last question we asked was the key reason behind choosing the 
learning platform that they use.

Accessibility and ease of use were mentioned in nearly every one of the 
2,651 responses we received to this question.

Their platform’s price was mentioned, but this came far behind the ease 
of use as the key motivation for committing to a specific platform.

If your offer is digital, it’s likely you’ve had a year like no other and you 
may be worrying about the return to the classroom. It’s clear though from 
the survey results above that schools have seen the huge time and money-
saving benefits that online learning platforms and digital resources have 
provided. They’re not planning to let them go! Your marketing now needs 
to reassure teachers that your product or service is still invaluable once 
they return to in-person learning – and offers the flexibility to pivot to 
remote learning should another lockdown happen.
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Looking ahead – 2021 and beyond 

As COVID-19 cases rose again steadily throughout the 2020 autumn 
term, the expectation of another lockdown was building. 

Throughout the Christmas holidays, Primary Schools still expected to be 
returning to the classroom in January and Secondary Schools expected 
a phased return aided by the roll-out of mass testing to prevent the 
spread of the virus.

However, it was only a day into the new school term in January 2021 
that the announcement came that schools would close again to all but 
vulnerable children and the children of keyworkers.

We asked schools in December what their priorities for 2021 were.

67.9%

62.1%

Support Emotional and Mental Wellbeing 1799 responses

Reduce Learning Loss and Attainment Gap 1647 responses

What are your school’s top priorities for 2021?
 
2651 out of 2651 people answered this question

61.8%
Improve Attainment and Results 1638 responses

27.0%
Teacher Training and CPD 716 responses

22.4%
Improve Attendance 593 responses

21.4%
Improve SEN Support 566 responses

19.2%
Update Technology 509 responses

16.7%
Improve Behaviour 444 responses

16.5%
Improve School Facilities 437 responses

2.6%
Other 70 responses
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With 67.9% stating that supporting emotional and mental wellbeing 
was their top priority, it’s clear that this is an area of major concern for 
teachers and school staff. 

Since the first lockdown, various charities, schools, and parents have 
been speaking out about their concern for child mental health with 
experts warning of a looming mental health crisis due to COVID-19.

It’s clear that the isolation of remote learning and huge changes to 
pupils’ routine during the last year has had a huge impact on wellbeing. 
At home, there may also be a variety of reasons for a decline in children’s 
mental health as whole families are under increased employment and 
financial pressure. Children are also experiencing bereavement at an 
increased rate.

However, the wellbeing of school staff is also under pressure, so Senior 
Leaders have a difficult balancing act on their hands to support both 
school staff and pupils.

It is interesting that reducing learning loss and attainment gap comes just 
ahead of improving attainment and results. This suggests that teachers 
are less concerned with hitting attainment criteria specifically for tests 
and exams and are simply trying to ensure that pupils do not fall too far 
behind – a more pupil-focused objective.

67.9%

62.1%

Support Emotional and Mental Wellbeing 1799 responses

Reduce Learning Loss and Attainment Gap 1647 responses

What are your school’s top priorities for 2021?
 
2651 out of 2651 people answered this question

61.8%
Improve Attainment and Results 1638 responses

27.0%
Teacher Training and CPD 716 responses

22.4%
Improve Attendance 593 responses

21.4%
Improve SEN Support 566 responses

19.2%
Update Technology 509 responses

16.7%
Improve Behaviour 444 responses

16.5%
Improve School Facilities 437 responses

2.6%
Other 70 responses
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27% of respondents said teacher training and CPD was a priority. This 
links with the earlier survey responses suggesting that teachers wanted 
better training to help them make the most of the online learning 
platforms they plan to use long-term.

Improving SEN support is a priority for 21.4%. Providing adequate support 
for SEN pupils has been a huge challenge throughout the pandemic as 
SEN pupils generally require far more one-to-one, in-person support. 

At the start of the autumn 2020 term, as pupils returned to the classroom, 
the government published data confirming that SEN pupils were less 
likely to return to school due to concerns about the spread of the virus. 

The government’s data showed that 81% of children in England with 
Education, Health and Care Plans (EHCPs) at state-funded schools were 
in attendance on 24 September 2020, compared with 88% of all children.

Therefore, it is unsurprising that improving SEN provision, whether 
pupils are in school or working remotely, is high on the list of priorities 
for 2021.

Only 19.2% of respondents surveyed said they were making updating 
technology a priority for the year ahead. This may be because they 
already had to make this a far greater priority in 2020 to deliver extended 
periods of remote learning and therefore schools feel they are now up 
to date in this area.

Unsurprisingly, improvements to school facilities features lowest on the 
list (before ‘other’) as teachers switch their attention to technology and 
ensuring that remote learning is working effectively. As pupils have spent 
relatively little time in schools recently, it’s not surprising that school sites 
are not top of the priority list for 2021.



State of Selling to Schools 2021 | Part 2

35

Schools have had to adapt quickly throughout 2020 as government 
guidelines changed quickly. Although a huge 87.9% said they believe 
their school has a clear vision for the year ahead, the 12.1% that said ‘no’ 
could be in response to the general feeling that their vision and plans 
for the year ahead are largely out of their control.

87.9%

12.1%

Yes 2324 responses

No 319 responses

Do you believe your school has a clear vision for the 2021?
 
2643 out of 2651 people answered this question

56.7%

49.2%

ICT equipment 1502 responses

Online learning software 1305 responses

What types of products and services will provide the most value to your 
school in 2021? 

2651 out of 2651 people answered this question (with multiple choice)

47.9%
Curriculum related resource 1271 responses

40.3%
SEN, safeguarding, and wellbeing support 1068 responses

37.2%
Covid safeguarding/PPE equipment 985 responses

36.2%
Teacher training and CPD 959 responses

21.8%
Premises refurbs/developments 577 responses

19.4%
Careers and exams support 515 responses

17.2%
Education trips and travel 455 responses

15.7%
Workshops and after school clubs 415 responses

5.7%
School management solutions 152 responses

4.7%
Recruitment support 124 responses

4.4%
Furniture 117 responses

4.4%
Fundraising for charities 116 responses

1.4%
Other 38 responses



State of Selling to Schools 2021 | Part 2

36

Unsurprisingly, ICT equipment (56.7%) and online learning software 
(49.2%) are the products and services that schools believe will be of 
most value to their school in 2021. This indicates that teachers were 
still of the opinion, in December 2020, that remote learning was likely to 
feature in the year ahead.

With 47.9% of teachers surveyed saying that curriculum-related resources 
will provide value for their school, there are huge opportunities for 
businesses who provide ready-to-use, quality resources that will save 
teacher time and help them reduce the learning gap exacerbated by 
COVID-19.

Even a year into the pandemic, schools are still interested in COVID-19 
safeguarding and PPE equipment with 37.2% stating it will provide the 
most value to them in the year ahead. 

56.7%

49.2%

ICT equipment 1502 responses

Online learning software 1305 responses

What types of products and services will provide the most value to your 
school in 2021? 

2651 out of 2651 people answered this question (with multiple choice)

47.9%
Curriculum related resource 1271 responses

40.3%
SEN, safeguarding, and wellbeing support 1068 responses

37.2%
Covid safeguarding/PPE equipment 985 responses

36.2%
Teacher training and CPD 959 responses

21.8%
Premises refurbs/developments 577 responses

19.4%
Careers and exams support 515 responses

17.2%
Education trips and travel 455 responses

15.7%
Workshops and after school clubs 415 responses

5.7%
School management solutions 152 responses

4.7%
Recruitment support 124 responses

4.4%
Furniture 117 responses

4.4%
Fundraising for charities 116 responses

1.4%
Other 38 responses
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We know that wellbeing and mental health is of top priority for schools 
in the year ahead, but SEN, safeguarding, and wellbeing support came 
fourth on the list (40.3%). This could be because schools believe this 
is an area that they will be prioritising in-house without the need for 
external support, or they might not be aware of the variety of products 
and services available that will help them in these areas. 

There is optimism about the prospect of a return to some normality 
shown by 17.2% of respondents who said that education trips and travel 
would provide their school with the most value in 2021%.  

Education trips and travel providers have suffered so much during 
2020. It’s good to see that the benefits of these activities have not been 
forgotten and 17.2% of respondents expect trips and travel to provide 
the most value to them in the year ahead.

At the lower end of the list, recruitment support, furniture, fundraising 
all received less than 5% of the responses.
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COVID-19 restrictions feature at the top of the list with 60.2%, the 
reduction of paperwork is close behind with 45.4%. 

Reducing teacher workload has been on the government’s priority list 
for many years. It was an important part of the DfE’s teacher recruitment 
and retention strategy, published in January 2019. 

60.2%

45.4%

Do my job without the need of Covid restrictions 1595 responses

Reduce paperwork/red tape 1203 responses

Which of the following do you feel could best help you achieve your goals 
in 2021?

2651 out of 2651 people answered this question (with multiple choice)

43.5%
Better utilise the technology available to me 1153 responses

41.9%
More budget to spend 1111 responses

35.8%
Improve my mental state 950 responses

33.5%
Analyse what’s working and what isn’t 889 responses

25.7%
Save more time 680 responses

24.3%
Access better training resources 644 responses

20.0%
Lower prices from education providers 530 responses

13.1%
Build personal relationships with outside experts 348 responses

0.7%
Other 19 responses
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While some gains may have been made since then, obviously the 
COVID-19 pandemic has had a huge impact on workload, with teachers 
reporting in an earlier survey question that their stress levels increased 
significantly in 2020.

There’s no doubt that 2020 has been a bruising year for many education-
focused businesses, but we hope the survey results in this chapter point 
towards a brighter future. Schools are still here, they’re still looking for 
solutions, and it’s your product or service that can help the 87.9% of 
school staff who said they believe their school has a clear vision for the 
year ahead to achieve that vision. If you can tailor your marketing and 
make it crystal clear how you can help them achieve their priorities for 
2021, schools will see your value.
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What next?

We know from the responses regarding teachers’ priorities for the year 
ahead, there are huge opportunities available to education businesses 
who choose to pursue them.

As 88.3% of teachers surveyed said that email was the method of 
communication from education businesses they were most likely to 
reply/react to, email marketing should be forming a key part of your 
strategy.

If you’re not sure where to start and would like some advice, drop us 
a line.

We can manage every aspect of your next email campaign with our 
managed strategies plan, share our secrets about combining email and 
social media to greatest effect, and let you know all about how we’ve 
revolutionised edu-marketing with Campus. 

What is Campus, you ask?

Campus is where all of your future education customers live!

You’ll never need to search for teacher email addresses or school data 
again because Campus has all the data you’ll ever need built-in and 
updated on a minute-by-minute basis. 

Plus, its integrated email marketing tools, selling to schools features, 
and education insights module will give you the power to deliver edu-
marketing direct to your target education audience, generate more 
leads, and empower you to sell more to schools.

Essentially… it’s a total solution for any education business!

We look forward to hearing from you.



T:  01684 297374

E:  info@sprint-education.co.uk

W:  www.sprint-education.co.uk

https://sprint-education.co.uk/

