
THE BLUEPRINT FOR SUCCESS 
Volume 4 of the world’s most downloaded and inspiring Edu-Marketing 
guide to selling more to schools, teachers, and education staff. 



SPRINT EDUCATION 
Since 2007, we’ve executed over 4,000 Edu-Strategies through a variety of channels including email, education data, social, PR, 

software, direct mail, blogging, SEO, and remarketing. 

 

So how did it all begin?... With two brothers! 

One was a teacher, the other a marketing expert. One day the teacher received some poor marketing material, and an idea struck 

him! He took the idea to his brother, and together they created a once-in-a-generation agency that provided education companies, 

charities, and government organisations with dynamic marketing communication solutions. 

 

Today Sprint Education’s team is a blend of marketers, designers, developers, and at its heart, former teachers. Their combined skill 

set and ownership of their own GDPR-compliant Edu-Data has allowed them to develop a service offering that is unrivalled for 

impact, imagination, and results. 

Last year we generated… 

51m  

connections between our  
clients and teachers/schools 

Our advanced technology generates… 

48%  

more email opens than 
the industry average 

We invest £202k to make… 

20K  

monthly data updates to 
maintain a perfect database 

SW MARKETING CAMPAIGN OF  
THE YEAR AWARD WINNERS 



The Background to the New Blueprint: 

A few years ago… 

A piece of EU Legislation called the General Data Protection Regulation 

(GDPR) popped onto our radar, which forced us to analyse every aspect 

of how we do marketing to schools on behalf of our clients. At the time it 

felt like an obstacle that we had to overcome; but now, looking back, it 

was the catalyst for us to completely reinvent the way we help our 

clients grow their education businesses.  

 

That’s because, even though we took the necessary steps to ensure we 

could continue to operate with only minimal changes to our clients’ 

strategies after GDPR, we realised that this was no longer what we 

wanted. We didn’t want to provide a purely cosmetic enhancement to 

our clients’ marketing that generated leads in the short term; we wanted 

to fundamentally change the very foundations of how their business 

generated leads. 

 

We wanted to overcome 5 key obstacles for our clients:  

We knew from experience that there were five major obstacles holding 

our clients back from achieving longer-term success with their Edu-

Marketing: 

 

1. The relationship between our clients and the teachers in our database  

    was underdeveloped, and teachers were not invested in the marketing. 

 

2. Clients weren’t able to create the kinds of content (free reports etc.)  

   that would make their marketing irresistible to teachers. 

 

3. They did not have the mechanisms in place to generate a stream of  

    website leads, and were too dependent on outreach marketing. 

 

4. They were missing out on too many potential sales because leads were  

    not being followed up smartly or effectively enough. 

 

5. Their outreach campaigns quickly became repetitive because fresh 

    content was not generated on a regular basis. 

 

This report is broken down into five sections, each covering one of the five 

obstacles detailed above. In each section, we’ll examine in detail exactly 

how to overcome each of these obstacles, using real examples of recent 

client strategies and quotes from real life teachers sharing their crucial 

perspective. It’s this ‘teacher perspective’ that is at the heart of this new 

approach. In short, we’re no longer treating teachers purely as the 

recipients of our clients’ marketing, but as active participants/collaborators. 



OBSTACLE #1. 
THE UNDERDEVELOPED RELATIONSHIP  

BETWEEN YOU AND TEACHERS 



Summary of the obstacle: 

In the past, the relationship between our clients and our database of 

teachers was simple but one-sided; our clients were the creators of the 

marketing, and teachers were the recipients. Even though teachers were 

able to tap into some incredible products and services that were of huge 

benefit to their school, they did not feel invested in the process itself.  

 

The most powerful marketing strategies today are those that blur the 

lines between brand and consumer by incentivising the latter to become 

the ground soldiers of the campaign; sharing and endorsing your brand 

with their peers. 

 

The creation of a marketing to schools ecosystem: 

We set about creating a more rounded and mutually-rewarding 

relationship between client and teacher; one where the teacher not only 

consented to receive our clients’ marketing, but where they were 

emotionally and financially invested in helping to shape what that 

marketing looked like. We knew that this wouldn’t only improve the 

quality of our clients’ marketing, but also the results of their marketing 

and the positive impact it had on schools. 

 

To explain this vision, we coined the phrase “marketing to schools 

ecosystem” because we saw it as an environment where each party was 

dependent upon the other in some way, and where the actions of one 

party positively impacted on the other, at every step of the marketing 

process. 

 

Introducing our ecosystem: Teacher Perks 

Teacher Perks is a place where teachers consent to receive our clients’ 

marketing in exchange for accessing exclusive offers provided by our 

education partners, that help them save money on everything from their 

weekly shop to their next family holiday, and save their school money on 

everything from new maths resources to a new playground. 

 

But it’s so much more than that. Teacher Perks (TP) sets off a series of 

chain reactions where each party is incentivised to drive the process 

forwards: 

 

-  Teachers sign-up to TP: They consent to receive our clients’ marketing. 

 

-  Teachers access exclusive offers that save them money: Clients develop  

   brand recognition and are seen as “the good guys”. 

 

-  Teachers earn extra money by contributing content to clients’ marketing:  

   Clients utilise their expertise to improve the quality of their marketing. 

 

-  Clients’ marketing performs better: Teachers receive marketing that  

   actually helps them overcome their daily challenges. 

 

-  Schools get solutions to their problems: Clients grow their bottom line. 

 

“I’ve been a Sprint Teacher for over six months now and I love it! It’s great being 

able to save money on high street items of course, but what I really like is being 

able to share my expertise with fellow teachers while also earning extra money 

by improving Sprint’s education partners’ marketing.”  

Mr Knowles, Primary Head Teacher and Teacher Perks subscriber. 



The result is marketing that teachers actually WANT to share:  

We recently partnered with high-end stationery supplier Paperchase, 

who wanted to raise their profile in the education sector and create a 

buzz for their products online. They launched a unique discount for 

teachers/schools in Teacher Perks and promoted this ‘perk’ in 

partnership with Sprint Education. Within the first 30 days, their perk 

had: 

 

-  Generated 2.7k online shares, likes, and comments. 

-  Reached a total audience of 52k on social media. 

-  Been viewed 4.5k times and redeemed 3.5k times. 

-  Accumulated £14k in sales of their stationery. 

 

The success of this strategy lay in its ability to completely rebalance the 

relationship between our client and their teacher audience. Instead of 

simply being marketed to, teachers became the ground soldiers of the 

campaign, sharing it with their friends and colleagues and helping to 

raise the profile of Paperchase in the education sector. 

 

 
 

    HOW CAN SPRINT HELP?  

    TEACHER PERKS - For more information visit: 

     https://sprint-education.co.uk/services/teacher-perks 

 

 

 



OBSTACLE #2. 
INABILITY TO CREATE  

IRRESISTABLE CONTENT  



Summary of the obstacle: 

You’ve probably heard of the phrase, “content is king”. It’s become 

something of a marketing-to-schools cliché in recent years, and it relates 

to the importance of generating great content (whitepapers, blogs, 

lesson plans, PowerPoint assemblies, etc.) that provides teachers with 

free advice/resources and helps them solve their daily challenges (while 

increasing the performance of your marketing campaigns).  

 

The trouble is, it’s effectiveness over the past 5 years has been severely 

damaged by too many companies over-promising and under-delivering 

with the value of their content. In short, for every education business out 

there that’s creating superb pieces of value-adding content, there are 

probably fifty that are lazily dashing off sub-par efforts and then hyping 

it up in their marketing in order to persuade teachers to give them their 

email addresses. 

 

The problem with this of course is that teachers have had their fingers 

burnt too many times through filling out a lead generation form only to 

be disappointed with the content they receive afterwards. And 

unfortunately, it’s not just those lazy businesses that have suffered as a 

result of this; everyone has been tarred by the same brush. 

 

There is one type of content that teachers still trust: 

Peer-generated content is content that’s been created by fellow teaching 

professionals. According to recent studies, 33% of teachers say that 

content created by brands is ‘very influential’ while that number jumps 

to 60% when they are asked how they rate content that has been 

created by one of their teacher peers. 

 

We recently worked with one client, SAM Learning, whose strategy 

needed a piece of content that would enable them to connect with 

secondary school Deputy Heads who were looking to improve their 

school’s intervention strategies. We shared this opportunity with our 

teacher network and in the end selected a Head Teacher who had used 

five targeted intervention strategies to take his school from Inadequate 

to Outstanding in just 5 years. 

 

The resulting report, ‘5 Practical Strategies for Mastering Targeted 

Intervention’ proved incredibly popular for three key reasons: 

 

-  It was written by an outstanding teacher with a specialty aligned with  

   the client’s business. 

 

-  It featured proven strategies that had been used successfully in a real- 

   life education setting. 

 

-  It proposed strategies that weren’t reliant on the teacher using the  

   client’s product and could be implemented for free. 

 

“When I see a free resource that’s been created by a business I’m instantly 

suspicious about whether the content is going to be genuinely useful to me, 

or if it’s just going to be trying to sell me something. When I see a free 

resource that’s been created by a fellow teacher my first reaction is far more 

positive!”  

Mrs Draper, Maths Teacher and Teacher Perks subscriber. 



How to create truly mesmerizing, peer-generated content by partnering with the nation’s most exceptional teachers: 

Thanks to Teacher Perks, we have an army of outstanding teachers and school leaders that, between them, have a wealth of experience and proven 

track records covering every inch of school life. We can hand-pick the perfect collaborator for your business, who can work with us to create: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

“The input from the Head Teacher that co-wrote our free report was absolutely  

invaluable and the feedback we’re getting from Deputy Heads that download  

the report is incredible. I think it’s worked so well because the intervention  

strategies the report shared were ones that Deputy Heads could implement  

right away, regardless of whether or not they subscribed to SAM Learning”.  

Matthew Stringer, SAM Learning. 

1. Free Reports 

The most valuable kind of user-generated content is where an 

outstanding teacher creates a free report, offering fellow teachers 

effective solutions for overcoming common classroom problems. You 

can decide the title of the report in order to ensure a subtle overlap with 

the services you offer, and we will ensure that you’re seen as the co-

author of the report so that your insights are incorporated and your 

business is seen as the undisputed thought-leader in the sector. 

3. Free Assemblies 

Many teachers struggle with the weekly grind to create engaging school 

assemblies, so offering one for free that’s been generated in conjunction 

with an outstanding school leader is a sure-fire way to position yourself 

as somebody that can solve their day-to-day headaches. It’s also an 

incredibly powerful way to ensure that the whole school is talking about 

the area of school life where you can help them (the equivalent of having 

your email forwarded on to every member of staff in the school!). 

2. Free Lesson Plans 

A free lesson plan aligned with what your business offers, and created 

by a teacher with a proven record of excellence in a particular subject, is 

guaranteed to make time-starved teachers flock to your brand. If you sell 

an off-the-shelf product then this is also a fantastic way to add value to 

your product by providing teachers with the means to utilise it in the 

process of delivering the curriculum (making it much easier to sell). 

4. Inter-School Competitions 

Competitions always get a superb response from teachers because they 

give them a way to teach the curriculum in a way that really captures 

their pupils’ imaginations and engages their competitive spirit. We’ll help 

you come up with a winning competition format before collaborating 

with our teacher network to ensure it’s underpinned by superb 

supporting curriculum resources. 

HOW CAN SPRINT HELP?  
PEER-GENERATED VALUE ASSET CREATION  

For more information visit: 

https://sprint-education.co.uk/edu-strategy/education-programmes 

 



OBSTACLE #3. 
LEAD GENERATION NOT  

EMBEDDED IN YOUR BUSINESS 



Summary of the obstacle: 

Our clients were too dependent on outreach email and postal strategies, 

and were not generating a constant flow of new inbound leads 

organically through their website. The result was that they would 

generate a flood of new leads immediately after an outreach campaign, 

often too many for them to deal with effectively, and then be panicking 

when the phone stopped ringing a few weeks a later. 

 

Fundamentally change the way your business generates leads: 

Peer-generated content is undoubtedly the most valuable marketing 

asset your business can have in its armoury in this post-GDPR age. 

However, its value will only be realised fully if you use it as the catalyst to 

completely reconfigure how you generate new leads on a daily basis.  In 

short, the content is only a means to an end, not an end in and of itself. 

 

In order to realise the value of your content, and ensure you’re able to 

generate a constant, steady stream of leads on a daily basis, you must: 

 

-  Convert website visitors into a stream of new sales leads. 

 

-  Capture explicit consent from these teachers so you can go on  

   marketing to them in the future. 

 

-  Learn some buyer persona data from each teacher so you can zero in  

   on their unique pain points. 

 

So, let’s look at each of these goals in turn… 

Converting everyday website traffic into a stream of new leads: 

We don’t need to completely redesign your website in order to turn it 

into a lead generating machine; we just need to optimise it with 

prominent and enticing calls to action, on key pages, to ensure that 

visitors to your website do not just have a look around and then 

disappear into the ether, but instead download your value asset and opt 

in to receive your marketing. 

 

This basically boils down to understanding how teachers’ minds work 

when they arrive on your website. It’s such a crucial part of your online 

marketing and I’m absolutely staggered at how often it’s overlooked by 

education businesses. In fact, I would say that only 2% of our clients 

have websites that are optimised for generating leads, which is frankly 

astonishing. 

 

You have to remember that only a very small percentage of teachers 

that land on your website will be ready to make contact with you. But 

how many will want to download a piece of content written by an 

outstanding teacher, giving them free advice on how to overcome 

common challenges within their school? Almost all of them! Therefore, 

you simply must ensure that your website funnels new visitors towards 

your peer-generated content. 

 

“Since Sprint Education optimised our website we’re generating far more 

leads than ever before. The landing page they created for us has generated 

256 new leads for us in the first 3 months alone, which I think is fantastic!”  

Matthew Stringer, SAM Learning 



The formula for increasing explicit consent rates by 90%: 

Giving away free content is worthwhile for an education business if, in 

return, they get explicit consent from teachers to send them marketing 

going forward. If teachers aren’t giving their explicit consent, then you’ll 

never be able to realise the value of that content. 

 

One of the fundamental aspects of the GDPR is that just because a 

teacher completes a form on your website in order to access some free 

content, that doesn’t qualify as them giving you consent to market to 

them in the future, even if they are actively giving you their email 

address! According to GDPR, they must carry out an affirmative action in 

order to actively choose to give you their consent (which means you’re 

also not allowed to use pre-filled checkboxes), and you must give them 

the option to access your free content without giving you their consent.  

 

All of which means that it’s absolutely crucial the page where your free 

content is hosted is optimised to achieve the best possible consent 

rates. The education sector average opt-in rate for a lead generation 

form is currently running at 54%; however, thanks to some advanced 

techniques that we’ve already utilised on our own website, Sprint 

Education has been able to achieve opt-in rates of 98% with SAM 

Learning’s recent strategy – a phenomenal conversion rate! 

 

“It’s extremely rewarding to know that we’re not just giving away our free 

report without being able to build up our own GDPR-compliant list of 

teacher subscribers in the process. We certainly couldn’t have achieved 

these opt-in rates without Sprint’s expertise.”  

Matthew Stringer, SAM Learning 

The importance of capturing buyer persona data with your form: 

Another crucial factor in ensuring that you’re able to realise the value of 

your peer-generated content is whether or not, in the process of gaining 

their explicit consent, you’re also able to learn something about them 

that helps you pinpoint how you can help them in the future. We call this 

buyer persona data. 

 

The beauty of peer-generated content is that it has so much value to a 

teacher that they won’t be put off by being asked to answer a couple of 

extra questions on your lead generation form. So, if you’re a playground 

supplier for example, don’t just gather teachers’ contact details, ask 

them to tell you the age of their current playground equipment or what 

the most important factor is when investing in a new playground. This 

information is gold dust for your sales team and will enable them to 

both qualify new leads and ensure they follow up in the most effective 

way possible. 

 

Also, if you find out more about what’s most important to each teacher 

when they opt into your marketing, you can use that to ensure the 

marketing you send to them is extremely relevant and reduce the risk of 

them unsubscribing further down the line. 

HOW CAN SPRINT HELP?  
LANDING PAGE DESIGN + WEBSITE OPTIMISATION 

For more information give us a call on 01684 297374. 



OBSTACLE #4. 
LEADS LOST DUE TO INEFFECTIVE  

FOLLOW-UP PROCESSES 



Summary of the obstacle: 

Although the outreach campaigns we broadcast for our clients generate 

a high volume of leads, these are often wasted due to poor post-

campaign preparation at our clients’ end, such as: 

 

-  Inadequate data collection and storage processes. 

-  Inability to use the data effectively in marketing. 

-  Poor prioritisation due to inadequate lead qualification. 

-  Lack of follow-up in next 30 days due to lack of time or expertise.   

-  No long-term lead nurturing and relationship building strategy. 

 

1. Automated data collection and enrichment: 

To maximise the value of every new form submission your website 

generates, you need a tool that automatically scrapes your forms, 

captures the information submitted by teachers, formats that 

information, and adds it to your CRM system. You need an automated 

process that takes the raw information from your form and formats it in 

such a way that you can use it seamlessly in your marketing going 

forwards. 

 

Our Campus software not only automatically formats the information 

captured by each form submission and creates a new contact in your 

CRM module, but it will also automatically pull through tonnes of really 

useful information about the school that each teacher works at from our 

education database. So, even though you didn’t ask for the information 

 

in your form, you’ll be able to see the full address of their school, their  

Ofsted rating, their exam results, the % of Free School Meal students, 

their annual financial spend on ICT…. And a lot more! 

 

“So far the buyer persona questions that Sprint included for us on our lead 

generation forms have resulted in 919 teachers telling us how much they 

spend every year on in-house staff training, and 1,052 teachers telling us 

which areas of their school require most improvement. This is incredibly 

useful information that is helping us to promote the right training packs to 

the right teachers in our CRM.”  Emma Love, Zen Education 

 

2. Utilising that information in your future marketing: 

It’s no use having a vivid picture of every new lead if you’re not able to 

use that context data easily and seamlessly in future marketing 

campaigns. Campus’s Emailing module makes that easy for you, 

enabling you to quickly create highly segmented marketing lists based 

on organisation data fields (their school’s location, Ofsted rating, exam 

results, etc.) or buyer persona data relating to that specific contact that 

you’ve collected via your lead generation form. 

 

So, if your lead generation form asks teachers to choose from a list of 

five most important criteria when choosing how to invest in a new 

school playground, you’ll then be able to create five segmented 

marketing lists to whom you’ll be able to send five highly targeted email 

campaigns that zero in on their most important consideration. 



3. Automated web visit tracking and lead qualification: 

The biggest obstacle education businesses face when following up their 

leads is lack of time. It could be that they generate too many leads and 

they don’t know which ones to prioritise, or it takes too long to get under 

the bonnet and find out exactly what a teacher is looking for and 

pinpoint their area of interest. 

 

Campus CRM will do all this for you, automatically. From the moment a 

new lead completes a form on your website in order to access your 

peer-generated content, Campus will begin automatically tracking and 

recording every page of your website they visit, and awarding them 

points based on how they are interacting with your website and your 

marketing.  

 

These points are awarded based upon bespoke rules that you set up in 

your account. So, for example, you can choose to award a teacher 5 

points for visiting your Home Page but 25 points for visiting your prices 

page – it’s completely up to you. You even set up sales funnel thresholds 

so Campus knows how many points a teacher needs to accumulate 

before they move to the next stage in your sales funnel. 

 

All of which means your sales team will not only know WHAT each lead is 

most interested in, but also HOW MUCH they are interested in it. 

“Being able to see which pages of our website teachers are visiting once they 

have downloaded our free report gives us an invaluable insight into what 

they want from us as a company. My team can then follow up accordingly.”  

Matthew Stringer, SAM Learning. 

 

4. A 30 day sales enablement plan for your leads: 

Lastly, we knew that even though Campus would do most of the work 

for our clients in terms of collecting and formatting teacher data, 

building up a 360-degree picture of their interests and background, and 

qualifying the level of their interest, many of them still lacked the time or 

expertise to create follow-up emails that capitalised on a lead’s initial 

interest. 

 

So, we realised that it was no good just generating the leads for our 

clients and then washing our hands of responsibility for what happened 

next; we had to work with them to plan and create a follow-up campaign 

over the next 30 days once a lead had been generated.  

 

That’s why we now offer a sales enablement service, where we create a 

series of follow-up emails that our clients can send out through Campus 

during that crucial period after a lead has been generated. These emails 

look to build on the buzz of excitement generated by the peer-generated 

content and ensure that their interest in your company builds to the 

point where they want to reach out to you, instead of gradually fizzling 

away. 



5. Be prepared to nurture leads in the long-term: 

Finally, be prepared to accept that just because a new lead doesn’t 

become a new customer in the first flush of your relationship, that 

doesn’t mean they’re not still a valuable lead. At Sprint Education we 

take a very long-term view of our lead nurturing, and it’s often only after 

6 months to 3 years of receiving our blogs and free reports that a lead 

feels that the time is right to take that next step. Therefore, it’s important 

that you formulate a long-term strategy for nurturing your leads. 

 

To do this you need to answer the question: why would teachers want to 

keep receiving our marketing? The answer should be because they find 

HOW CAN SPRINT HELP?  
CAMPUS CRM + SALES ENABLEMENT + BLOG WRITING SERVICE  

For more information visit: https://sprint-education.co.uk/education-marketing-software/campus 

 

your marketing a delightful and helpful addition to their inbox, not 

because you’re constantly bombarding them with sales messages!  

 

At Sprint Education, we’re very proud that our blog has become the go-

to-place for education businesses to keep up to date with all the latest 

Edu-Marketing trends and cutting-edge advice. It’s also the ideal way for 

us to turn new leads into loyal followers who, when the time is right for 

them, wouldn’t want to speak to anybody else about how to enhance 

their Edu-Marketing.  



OBSTACLE #5. 
OUTREACH MARKETING BECOMES  

STALE AND REPETITIVE 



Summary of the obstacle: 

Although your peer-generated content is going to have real longevity on 

your website, attracting and generating new leads for several months 

(even years), there’s only so long it can be promoted through your 

outreach marketing (email and social media) before its impact gradually 

starts to wear off.  

 

Our clients needed a constant flow of new and interesting content in 

order to keep engagement and response rates high. However, they often 

just didn’t have the necessary time and expertise to create a conveyor 

belt of great content. 

 

The solution: User-generated content 

User-generated content is content that’s created predominantly by your 

customers and email/social followers (but can also be generated by your 

employees and even suppliers and partner agencies). If you’ve created 

the right kind of buzz with your peer-generated content then it’s actually 

incredibly easy to generate this kind of content, and the process should 

almost become self-perpetuating. The results, can be extremely 

powerful too. Here are a few of the key benefits of user-generated 

content: 

 

-  Engagement with followers and customers increases because you’re  

   actively engaging with them and asking them to collaborate with you 

 

-  Visitors to your website increase because the user-generated content  

   that you promote is more trustworthy, valued, and shareable. 

 

-  Longevity of user-generated content is greater than internally  

   curated content, meaning it can be utilised in your marketing for a  

   longer period and generate more leads. 

 

-  Time-savings are significant because there is less onus on you and  

   your team to come up with fresh ideas and sculpt great pieces of  

   content; other people do the heavy lifting on your behalf. 

 

-  Originality of the resources will be higher because it’s being  

   generated by several different people, all of whom will have wildly  

   different experiences and perspectives. 

 

How do you generate this kind of content? 

Often simply by asking! The beauty of user-generated content is that the 

process of gathering it is just as powerful as the resulting content, 

because you’re engaging with your customers and followers, and 

nurturing a two-way relationship. We also have the contacts and the 

relationships in place to help you with some of the trickier elements, like 

gathering online endorsements. 



The different types of user-generated content: 

1. Customer stories 

Ask your current customers to share their experiences of how they’ve 

used your products or services to improve teaching and learning in their 

school. You could record a Q&A with them on the phone and then 

transcribe it into a written case study, or you could ask them to record a 

short video showing the product being used in their school. 

5. Customer Reviews 

Send a survey to every teacher that uses your product (or downloads 

your peer-generated content) asking them to rate it from 1 – 10. 

Everyone who answers with a score less than 5 can be redirected to a 

page that says they will be contacted by someone immediately to find 

out what went wrong; people who answer between 5 – 7 can be 

redirected to a page that asks them for information about what you 

could have done better; and everyone who answers 8 – 10 can be 

redirected to a form that asks them to submit a short testimonial. 

2. DIY Tutorials 

Ask teachers to share short videos or blogs which show how they’ve 

been able to achieve certain curriculum objectives by using your 

product. Teachers are naturally helpful people who want to share great 

ideas and solutions with their peers, so if they’ve achieved something 

great by using your product, ask them to create a short video or blog 

that helps fellow teachers achieve the same positive outcome.  

6. User-generated content social contests 

Instead of simply asking for followers to like a post, tag a photo or GIF, 

encourage them to go further in order to win a better prize. Caption 

contests are great for engagement, but even better is asking them to 

contribute something that you can go on to use in your future marketing 

such as a short video of them utilising your product in an imaginative 

way. 58% of internet users have uploaded a video in the past year so, if 

you have an engaging idea, you could get a terrific response. 

7. Guest Q&As 

In the course of your working day I’m sure you encounter lots of experts 

in various education fields connected to yours. Why not set up a short 

Q&A with them (perhaps even invite questions from your followers and 

customers)? You’ll then be able to co-brand this content, both sharing 

this via a whole host of marketing channels to ensure that you’re 

reaching their audience and thus expanding your own. 

3. Internally generated content 

You probably have a lot of internally-created presentations that you use 

to train-up new members of the team, or up-skill existing members. This 

can all be repackaged in order to provide a fascinating glimpse into your 

inner workings. 

4. Online endorsements 

A tweet from one of the high-profile teacher tweeters is an incredible 

way to boost both your credibility and your reach (we can help you with 

this bit!) 



What are the stats behind user-generated content? 

Although user-generated content is usually nowhere near as polished as 

the content you’d create in-house or through a specialist agency, its 

homemade feel actually gives it that dash of authenticity that leads to 

some incredible results: 

 

-  70% of teachers say that user recommendations and reviews are more  

   valuable than professionally written content. 

 

-  User-generated-based Twitter ads get 4x higher click-through rates  

   and a 50% drop in cost per click. 

 

-  User-generated videos on YouTube achieve 10x more views than  

   videos professionally (and often painstakingly) created by brands. 

 

-  93% of teachers say that user-generated content is helpful when  

   making purchasing decisions. 

 

-  Social media contests requesting user-generated content achieve 34%  

   more engagement than any other kind of social post. 

 

Create a user-generated online buzz: 

Sprint Education can conceptualise a social media contest that will really 

get your teacher audience  talking, sharing, and generating a steady 

stream of engaging content that you can utilise time and again in your 

future marketing.  

 

We’ll also draw upon our relationships with some of the most-followed 

teachers on Twitter to ensure your online campaign receives a massive 

boost, both in terms of reach and credibility. These men and women 

have built up huge followings online and have unrivalled credibility in 

the education sector. Their followers hang on their every word and one 

tweet about your brand has the power to influence thousands of their 

peers, many of whom are your target audience.  

 

 

HOW CAN SPRINT HELP?  
ONLINE PR + SOCIAL MEDIA + TEACHER PERKS 

For more information visit. 

PR: https://sprint-education.co.uk/services/pr 

Social Media: https://sprint-education.co.uk/services/social-media 

Teacher Perks: https://sprint-education.co.uk/services/teacher-perks 



WHAT NEXT? 
Arrange a meeting with one of our strategy experts by emailing us at info@sprint-education.co.uk or calling us on 01684 297374. 

 

 

 

 

 

 

Let’s sit down together, get under the bonnet of your education business, and plan out a strategy that helps you overcome all  

of these obstacles and become a selling-to-schools superstar in the months and years ahead! 

 

Sprint Education 

E: info@sprint-education.co.uk 

T: 01684 297374 
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