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About this Deck

WHAT IT IS
● Compilation of data and insights from a 

wide variety of sources roughly 
organized by broad topic

INTENDED USES
● For marketing: inform buyer persona, 

marketing tactics, marketing messages, 
content marketing, market segmentation 
& targeting for advertising

● For sales: 
● For product: 
● For others: 

AREAS THAT NEED MORE DEVELOPMENT 
(11/4) 

● B2B market summary and buyer personas
● Global markets
● Competitive landscape

ADDITIONAL RESOURCES 
● Research library spreadsheet w/ links to 

sources (will continue to be updated with 
new sources)

● Document with big takeaways from 
market research (in progress as of 11/4)

https://docs.google.com/spreadsheets/d/1VG_PrYDVXzLcuofU753cXjzceWd9vKL3bH93Eqgo5Bw/edit#gid=0
https://docs.google.com/document/d/1mTivbEZ9BlcFGiQCyY_5sIbIM4YQTlyBI0GHwPdiX9Y/edit
https://docs.google.com/document/d/1mTivbEZ9BlcFGiQCyY_5sIbIM4YQTlyBI0GHwPdiX9Y/edit


Outline
Market Summary
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● Education Market: Big Picture
● Supplemental Materials
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Market Trends
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● Special Markets
● Policy 
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Buyer Insights
● Purchasing (general)
● Teachers
● District Leaders
● Tech Leaders
● Principals
● Superintendents
● Other Roles

Marketing & Sales Trends in Education
● Content Marketing
● Trends by Channel

https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4446956806_0_146
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4437f9afd5_0_17
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_9
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_15
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_82
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4437f9afd5_0_7
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_21
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4446956806_0_42
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_367
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_34
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_325
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_48
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4437f9afd5_0_32
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4437f9afd5_0_12
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_98
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_86
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_90
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_94
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_102
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_106
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_110
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g4437f9afd5_0_22
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_193
https://docs.google.com/presentation/d/1x9LRMZ0Vrs0idGbrygAQuLkh7xgqd8wmaiD8n3_8q-M/edit#slide=id.g443f924670_0_197


MARKET SUMMARY



Agile Marketing: Selling to Schools

ENROLLMENT - ALL 

Market Summary

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


Small Med-Small Medium Large Mega

How many in 
US

10,500 3,327 1,670 924 30

Size 
(students)

<1.5k >1.5k >4k >10k >100k

Avg. 
Students

588 2,480 6,100 23,260 197,700

Avg. # Staff 78 322 746 2,604 21,900

Avg. # 
Teachers

56 199 448 1,557 12,000

Avg. # 
Schools

2 5 10 35 300

Avg. Budget $9m $31m $75m $245m $2.1b

Agile Marketing: Selling to Schools

ENROLLMENT  - BY DISTRICT SIZE

Market Summary

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


IES: The Condition of Education: May 2018
Market Summary

ENROLLMENT - P-K-12 SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015

● P-K-5 represents nearly half of total public 
school enrollment and half the total revenue 
in K-12 market

●  It  would require 3.5 times as many calls 
(sales calls, catalogs, etc.) to cover the entire 
grades P-K-5 market segment compared to 
the middle school/junior high market. 

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing
https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


IES: The Condition of Education: May 2018
Market Summary

ENROLLMENT - HIGHER ED

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


CER said charters are funded at 
61% of their district counterparts. 
On average, charters are
funded at $6,585 per pupil 
compared to $10,771 per pupil 
conventional district public schools.

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Summary

ENROLLMENT - CHARTER & OTHER SCHOOLS - 

● Consider targeting charter 
schools in addition to public 
schools, but note that price 
per student is lower

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Ed.gov - Use of Technology in Teaching & Learning Market Summary

ONLINE PROGRAMS

● 48 states and District of Columbia support online learning opportunities

FULL-TIME SCHOOLS

State Operated - The Florida Virtual School
- Utah Electronic High School
- NC Virtual Public School

District Operated - Karval Online Education
- Campbell County Virtual School
- Salem-Keizer Online

Charter Operated - Guided Online Academic Learning 
Academy

BLENDED LEARNING

State Operated - Michigan Virtual School

District Operated - Walled Lake Consolidated School 
District 

- Riverside Virtual School

Charter Operated - San Francisco Flex Academy
- Rocketship
- Carpe Diem Collegiate High School
- iPrep Academy

OPEN EDUCATIONAL RESOURCES

- Open High School of Utah
- CK-12
- Leadership Public Schools
- Khan Academy
- Mooresville Graded School District
- Vail Unified School District

USE DIGITAL RESOURCES WELL

- High Tech High
- New Technology High School
- Quest to Learn

https://www.ed.gov/oii-news/use-technology-teaching-and-learning
http://www.flvs.net/Pages/default.aspx
http://schools.utah.gov/ehs/
http://www.ncvps.org/
http://www.karvalschool.org/
http://69.25.18.96/ccvs/
http://www.skonline.org/
http://www.goalac.org/
http://www.goalac.org/
http://www.mivhs.org/
http://www.wlcsd.org/
http://www.wlcsd.org/
http://rusdtech.net/
http://www.k12.com/sfflex/
http://www.rsed.org/
http://www.cdayuma.com/
http://iprep.dadeschools.net/landing.html
http://www.openhighschool.org/
http://www.ck12.org/flexbook/
http://www.leadps.org/
http://www.khanacademy.org/
http://www5.mgsd.k12.nc.us/staffsites/digitalconversion/Digital_Conversion/MGSD_Digital_Conversion.html
http://www.vail.k12.az.us/
http://www.hightechhigh.org/
http://www.newtechhigh.org/
http://q2l.org/


FINANCIAL DATA



Education Market - 
Big Picture



IES: The Condition of Education: May 2018
$$$

SPEND - PER STUDENT

● Total expenditures in 2014-2015 
= $668 billion

● Total expenditure per student: 
$11,734

● Less than 20% of total education 
spend is allocated for purchased 
services and supplies. (Which 
one would boclips fall under?) 

Total spending: $634 billion; $11,222 per student for the 
2013-2014 year via Condition of Education 2017 report

● Salaries and benefits make up 80% of school 
spending

● 11% for services - PD, food, transformation
● 8% - supplies (textbooks to heating oil)

● See state funding by state here 

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing
https://nces.ed.gov/pubs2017/2017144.pdf
https://blogs.edweek.org/edweek/state_edwatch/2018/01/how_much_does_america_spend_on_its_schools.html


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
$$$

SPEND - PER CLASSROOM

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


In 2015–16, instruction expenses per 
full-time-equivalent (FTE) student (in constant 
2016–17 dollars) was the largest expense 
category at public institutions ($10,422) and 
private nonprofit institutions ($17,860). At 
private for-profit institutions, the combined 
category of student services, academic 
support, and institutional support expenses 
per FTE student was the largest expense 
category ($10,398). 

IES: The Condition of Education: May 2018
$$$

SPEND - HIGHER ED

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


In 2014, the United States spent $12,300 per 
full-time-equivalent (FTE) student on 
elementary and secondary education, which 
was 29 percent higher than the OECD 
average of $9,600. At the postsecondary 
level, the United States spent $29,700 per 
FTE student, which was 81 percent higher 
than the OECD average of $16,400. 

IES: The Condition of Education: May 2018
$$$

SPEND - US vs. GLOBAL (K-12)

● US spends more per K-12 
student than OECD average

● Other places where spend is 
high and trending up:

○ Norway, Switzerland, 
Austria, Belgium, UK, 
Denmark, Sweden

● Spend is low in Mexico, Chile, 
Hungary, Poland, Israel … 

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


IES: The Condition of Education: May 2018
$$$

● US spends more per 
post-secondary student than all 
other OECD countries

● Other places where spend is 
high and trending up:

○ Switzerland, UK, Sweden, 
Norway, Netherlands, 
Japan

SPEND - US vs. GLOBAL (Higher Ed)

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


Supplemental Materials



SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
$$$

SUPPLEMENTAL MATERIALS - SPEND (K-12)

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
$$$

SUPPLEMENTAL MATERIALS - MARKET SIZE

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
$$$

SUPPLEMENTAL MATERIALS - SALES BY SUBJECT

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015

# of Companies in 
Supplemental Products

Supplemental 
Products Sales - YOY 

Growth

$$$

Supplemental Sales 
by Subject Area

20132012 Increase

Supplemental Sales 
by Product Application

SUPPLEMENTAL MATERIALS - SALES

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Teacher Spending



SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
$$$

TEACHER SPENDING - BY CATEGORY

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


$$$
Teachers Know Best - Bill & Melinda Gates

TEACHER SPENDING - DIGITAL PRODUCTS

https://s3.amazonaws.com/edtech-production/reports/Teachers-Know-Best_0.pdf


MARKET TRENDS



Adoption of Digital



ADOPTION OF DIGITAL - KEY STATS 

Market TrendsFrom Print to Pixel 2017

● Teachers said they’re searching for guidance around approved and curated 
content for instruction, with 25 percent of those surveyed saying they are 
looking for resources organized by grade level and content area to support 
their digital content integration, 57 percent said they are looking for 
planning time to work with colleagues, 36 percent are seeking in-school 
coaching to help them find and use high-quality digital resources, and 28 
percent are looking for online tools that help organize and keep track of 
digital resources.

● Surveyed school principals (84 percent) said they believe effectively using 
technology as part of instruction is a key part of student success, but said 
there are barriers to meeting those expectations.

● The top-cited barrier was lack of teacher training on how to properly 
integrate digital content within instruction, which 57 percent of surveyed 
principals identified as their biggest obstacle.

● Five out of 10 administrators in the survey said implementing digital 
content resources such as videos, simulations, and animations was 
already producing positive student outcomes.

● Nearly 60 percent of participating technology leaders said one-quarter of 
instructional materials in their schools are digital and not paper, and 26 
percent said their paper-less resources hover at 50 percent.

Trends that Will Dominate EdTech 
(source)

1. Virtual Reality
2. Making
3. Computational thinking
4. Sorting out rules for student data 

use
5. Schools will continue to flub 

cybersecurity
6. Dominance of Chromebooks 

(more than half of mobile devices)
7. Videoconferencing will connect 

more students
8. Trust continue taking a beating

https://www.eschoolnews.com/2016/05/06/survey-teachers-now-use-twice-as-much-gaming-and-video-in-the-classroom/
https://thejournal.com/whitepapers/2018/10/aruba-the-it-landscape-in-k12-100818/asset.aspx?tc=assetpg


Since the 2010 NETP, the U.S. has made significant progress in leveraging technology to transform learning in a variety of 
ways: 

●  The conversation has shifted from whether technology should be used in learning to how it can improve learning to 
ensure that all students have access to high-quality educational experiences.3

● Technology increasingly is being used to personalize learning and give students more choice over what and how they 
learn and at what pace, preparing them to organize and direct their own learning for the rest of their lives.

● Advances in the learning sciences have improved our understanding of how people learn and have illuminated which 
personal and contextual factors most impact their success.

● Research and experience have improved our understanding of what people need to know and the skills and 
competencies they need to acquire for success in life and work in the 21st century. Through pre-service teacher 
preparation programs and professional learning, educators are gaining experience and confidence in using technology 
to achieve learning outcomes.

● Sophisticated software has begun to allow us to adapt assessments and instruction to the needs and abilities of 
individual learners and provide near real-time results.

● Nationally, significant progress has been made toward ensuring that every school has high-speed classroom 
connectivity as a foundation for other learning innovations.

● The cost of digital devices has decreased dramatically, while computing power has increased, along with the 
availability of high-quality interactive educational tools and apps

● Technology has allowed us to rethink the design of physical learning spaces to accommodate new and expanded 
relationships among learners, teachers, peers, and mentors. Although we can be proud of the progress of the last six 
years, there is still much work to do. 

ADOPTION OF DIGITAL - DRIVERS

Market TrendsNETP17

Drivers

https://tech.ed.gov/files/2017/01/NETP17.pdf


Now, a look at the work ahead: 
● A digital use divide continues to exist between learners who are using technology in active, creative ways to support their learning 

and those who predominantly use technology for passive content consumption. 
● While school and district leaders often leverage data for decision-making, many still need support and better tools so they can get 

real-time information on how strategies are working through rigorous, quick-turnaround evaluations of technology.
● Many schools do not yet have access to or are not yet using technology in ways that can improve learning on a daily basis, which 

underscores the need—guided by new research—to accelerate and scale up adoption of effective approaches and technologies.
● Schools and districts that are deciding how to incorporate educational technology in student learning should actively involve and 

engage families during ear early development and implementation of their digital transformation. 
● Few schools have adopted approaches for using technology to support informal learning experiences aligned with formal 

learning goals.
● Supporting learners in using technology for out-of-school learning experiences is often a missed opportunity. 
● Many pre-service teacher education graduates feel unprepared to use technology to support student learning as they transition to 

teaching and using technology effectively in the classrooms.4 
● Assessment approaches have evolved but still do not use technology to its full potential to measure a broader range of desired 

educational outcomes, especially non-cognitive competencies. 
● The focus on providing Internet access and devices for learners should not overshadow the importance of preparing teachers to 

teach effectively with technology and to select engaging and relevant digital learning content. 
● As students use technology to support their learning, schools are faced with a growing need to protect student privacy 

continuously while allowing the appropriate use of data to personalize learning, advance research, and visualize student progress 
for families and teachers. 

● Network security is a growing concern as internet accessible school data, management, and learning systems become more 
ubiquitous and as the sophistication of attacks on school networks grows, including the use of ransomware.

ADOPTION OF DIGITAL - OBSTACLES

Market TrendsNETP17

Obstacles

https://tech.ed.gov/files/2017/01/NETP17.pdf


How students and teachers feel about digital technology:
● 52 percent of high school students are taking tests online
● 53 percent of 6-12th graders want to use their own mobile devices for 

school work
● 57 percent of middle-schoolers say online classes provide them more 

control over their learning
● 3 out of 5 flipped classroom teachers believe online learning increases 

student confidence and motivation
● 77 percent of parents consider the effective use of technology as vital to 

their child’s future
● 60 percent of district leaders report positive outcomes from digital content 

implementation.

What teachers want from digital tools:

Teachers identified six instructional purposes for which digital tools are useful:
● Delivering instruction directly to students 
● Diagnosing student learning needs
● Varying the delivery method of instruction
● Tailoring the learning experience to meet individual student needs
● Supporting student collaboration and providing interactive experiences
● Fostering independent practice of specific skills 

ADOPTION OF DIGITAL - STUDENT & TEACHER ATTITUDES

Market Trends

Why Digital Learning Is So Important - Tech.Co

Teachers Know Best - Bill & Melinda Gates

https://tech.co/digital-learning-teachers-students-2017-04
https://s3.amazonaws.com/edtech-production/reports/Teachers-Know-Best_0.pdf


ADOPTION OF DIGITAL - TEACHER ATTITUDES

Challenges in implementing mobile technology. Respondents 
frequently identified several challenges to implementing mobile 
technology, including:

●  professional development and implementation support for 
teachers

● teacher lack of knowledge or experience
● mobile device management
● Bandwidth
● Wifi connectivity; and/or technology infrastructure
● and breakage, damage to devices, repair.

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015 Market Trends

Apps most often identified as beneficial to student instruction were:
●  digital textbooks (68.9%)
● creation tools (e.g., documents, multimedia presentations, 

images, video, audio) (54.5%), 
● collaboration tools (e.g., Google Drive) (52.1%),
● student productivity tools (e.g., storage for student files, 

note taking, scheduling) (43.1%).

● Trend toward favorable 
attitudes toward 
technology & digital 
product (see notes 
below)

● Use insight re: lack of 
teacher knowledge or 
experience to fuel 
content marketing

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015

Growth of digital 
products in education

MARKET TRENDS

ADOPTION OF DIGITAL - PRODUCT DEVELOPMENT

● More education companies shifting 
to digital 

● Driving force behind market growth
○ Rapid adoption of digital 

products
○ Implementation of new 

Common Core standards

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


The Southwest region reported the 
highest average numbers of desktops, 
laptops, tablets, and
other smart devices. At the other end of 
the spectrum, the West region was the 
laggard in terms
of numbers of desktops, laptops, 
E-readers, and other smart devices.

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015 Market Trends

ADOPTION OF DIGITAL - BY DELIVERY TYPE

Optimize for mobile, 
particularly in SW

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Children’s Access to and Use of the 
Internet
In 2015, about 71 percent of children ages 3 
to 18 used the Internet. Among these 
children, 86 percent used the Internet at 
home; 65 percent used it at school; 31 
percent used it at someone else’s home; 27 
percent used it at a library, community center, 
or other public place; and 14 percent used it 
at a coffee shop or other business offering 
internet access. In addition, 27 percent of 
these children used the Internet while 
traveling between places.

IES: The Condition of Education: May 2018
Market Trends

ADOPTION OF DIGITAL - INTERNET ACCESS

● Increase in preschool 
children’s use of internet most 
notable growth (31% to 39%)

● 86% of children using Internet 
at home; 65% using at school 

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


STATISTA
Market Trends

ADOPTION OF DIGITAL - HIGHER ED

https://www.statista.com/statistics/662850/digital-study-technologies-usage-results-usa/


Charts below from EMR industry 
survey 2003-2014 to providers of 
supplemental products and services

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

ADOPTION OF DIGITAL -  ONLINE SUPPLEMENTAL PRODUCTS

● Big increase in sales of 
online/digital supplemental 
products from 41% in 2009 to 
83% in 2014 (102% increase)

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


ADOPTION OF DIGITAL 

Common Sense Media, 2019

https://www.commonsensemedia.org/sites/default/files/uploads/research/2019-educator-census-inside-the-21st-century-classroom_1.pdf


ADOPTION OF DIGITAL 

Common Sense Media, 2019

https://www.commonsensemedia.org/sites/default/files/uploads/research/2019-educator-census-inside-the-21st-century-classroom_1.pdf


Adoption of Video



IUP: THe Use of Instructional Video in K-12 Classrooms (2015) Market Trends

ADOPTION OF VIDEO - THE USE OF INSTRUCTIONAL VIDEO

KEY FINDINGS FROM STUDY OF 73 TEACHERS
● 85% of K-12 educators who responded used instructional video for educational purposes 

○ 48% of teachers reported never creating their own videos; 23% - rarely; 12% - often
● Teacher usage: 

○ Frequency: 5% - daily; 29% - once a week; 20% - once a month; 16% - once a quarter; 11% once a 
semester

○ Number of different video titles: 31% - 5 video titles; 27% 6-10 video titles; 24% - 30 titles
● Types of videos used:

○ 12 - screen capture; 15 - lecture; 42 - demonstration; 19 - other
● Training to use instructional video:

○ 21% - yes; 49% - no
● Flipped classrooms (see notes below)

○ 92% - not using videos for flipped classrooms; 8% - using for flipped
● Online learning (see notes below) 

○ 77% not using videos for online learning; 13% - using for online learning

https://knowledge.library.iup.edu/cgi/viewcontent.cgi?article=1146&context=etd


Cisco: The Impact of Broadcast and Streaming Video in Education (2012) Market Trends

ADOPTION OF VIDEO - APPLICATIONS IN EDUCATION

Basic Instruction 
(pg. 15)

In foreign language classes, history and geography lessons where students can bring a subject to life, stimulate their ability 
to recall facts and events, and experience places they wouldn’t otherwise experience.

Advanced Instruction
(pg. 15)

In science subjects like physics, mathematics, astronomy and biology allowing students to expand their understanding of 
complex concepts by strengthening the links between abstract ideas and practical applications.

Classroom Enrichment 
(pg. 15)

Video gives students the opportunity to travel to remote places outside the classroom walls without leaving school.

Accelerated Learning
(pg. 16) 

One-way streaming blended with other online methods of communicating is one of several ways of ensuring that learners 
can take the college-level courses they need.

Distance Education (pg. 
16) 

To make courses, lectures, and faculty accessible to populations in remote areas and also to students with disabilities or 
with physical impairments.

Global Student 
Collaboration (pg. 16) 

Video technologies can help students connect with peers located in different campuses and in different countries so that 
they can interact with different cultures, exchanging information and learning from each other.

Communications  
(pg. 17) 

Video can also be used to stream instructional/informational or entertainment related content at campus public areas such 
as cafeterias, auditoriums, and stadiums.

Professional 
Development
(pg. 17) 

Using video technologies has proven helpful for primary and secondary in training teachers when sharing resources, 
exchanging ideas, recording and evaluating themselves, and taking full advantage of professional development 
opportunities they might otherwise miss.

https://www.cisco.com/c/dam/en_us/solutions/industries/docs/education/ciscovideowp.pdf


Cisco: The Impact of Broadcast and Streaming Video in Education (2012) Market Trends

ADOPTION OF VIDEO - THE IMPACT OF VIDEO
Grades & 
performance

On-demand video has been shown to impact grades and test performance through a large number of studies conducted by colleges and universities. 
Some studies have led to the conclusion that students who engage in [viewing streaming video] outperform peers who are in a traditional face-to-face 
classroom.

School Readiness
Educational television has been shown to have a positive impact on school readiness, including letter and number recognition. Positive relationships 
have been found between childhood viewing of educational television and cognitive performance at both preschooler and college levels.

Overall academic 
development

 Educational TV can have positive effects on the intellectual and academic development of children. Similarly, many studies are beginning to confirm 
that blended learning―the combination of face-to-face and online instruction―can be equal to or superior to either face-to-face or online-only 
programs. Many blended learning programs include on-demand or real-time video as program components

Workforce 
preparation

 Video content and video literacy―both the understanding of how to take full advantage of video as a communications tool and knowing how to use 
technology itself―are considered a core competency when students leave university. Video can better prepare students for the workforce because it 
develops skills such as creativity, sociability, exposure to the spotlight, and civic responsibility, as well as qualities like self-esteem and cultural 
understanding. 

Student motivation When students are given the opportunity to create digital material for classroom use, the feeling of empowerment, ownership, and sense of purpose 
is much higher. This in turns enhances the students’ motivation toward a particular subject and also contributes to the development of additional skills 
such as innovation, creativity, leadership, social interaction, and project management. 

Learner 
engagement

 An essential finding across multiple studies reviewed in this paper shows that on-demand streaming content increases student engagement. 
Individual control over the pace of learning enables students to review segments repeatedly of a lesson and feel that they are learning more 
effectively. 

Learner 
conceptuality

Cross-cultural understanding can also be enhanced through video because of the “reality” or “conceptuality” provided by it. This can often decrease 
isolation, increase cultural awareness, and even help minimize xenophobia.

Digital and 
multimedia literacy

Multimedia helps foster other 21st century skills such as critical thinking, problem solving, communication, and collaboration. In 
parallel, increasing use of video by students is bringing them closer to media and IT technologies, demystifying and placing them in the 
hands of learners as tools for content creation.

https://www.cisco.com/c/dam/en_us/solutions/industries/docs/education/ciscovideowp.pdf


Cisco: The Impact of Broadcast and Streaming Video in Education (2012) Market Trends

ADOPTION OF VIDEO - PEDAGOGICAL IMPACTS

https://www.cisco.com/c/dam/en_us/solutions/industries/docs/education/ciscovideowp.pdf


Cisco: The Impact of Broadcast and Streaming Video in Education (2012) Market Trends

ADOPTION OF VIDEO - FINDINGS OF STUDIES

https://www.cisco.com/c/dam/en_us/solutions/industries/docs/education/ciscovideowp.pdf


Market TrendsIUP: THe Use of Instructional Video in K-12 Classrooms (2015) 

KEY INSIGHTS
● Research shows that [instructional videos are] not only preferred by students but also leads to deeper learning (Mayer, 

2009; Ibrahim, 2012; Smith & Smith 2012)
● Theory of multimedia learning

○ Three assumptions that correspond to the way people learn:
i. Dual channels exist in the brain which allow individuals to process ino through both auditory and visual
ii. Working memory has limited capacity which can be overloaded and prevent learning from occurring
iii. Active processing integrates visual and verbal information with prior knowledge and commits learning 

to long-term memory
● Study of 856 pre-calculus students in their first year of college showed:

○ 81% who used videos agreed or strongly agreed that the videos led them to a better understanding of content
○ 91% agreed or strongly agreed that the videos were easy to understand
○ 73% agreed or strongly agreed that videos were preferred over textbook

ADOPTION OF VIDEO - EFFICACY OF INSTRUCTIONAL VIDEOS

https://knowledge.library.iup.edu/cgi/viewcontent.cgi?article=1146&context=etd


Cisco: The Impact of Broadcast and Streaming Video in Education (2012) Market Trends

ADOPTION OF VIDEO -DRIVERS & OBSTACLES

DRIVERS

Pedagogical 
(see pg. 9) 

- Greater understanding that students 
learn differently

- Need for greater emphasis on 
globalization/competitive workers 
skills

- Need for critical problem-solving 
skills

Technological
(see pg. 9)

- Changes in access, devices, and 
behaviors

- Increased access to the internet
- Greater consumption of online 

videos
- Greater numbers of mobile devices

Social - New generations of 
technology-savvy teachers 

- Learners’ proficiency with technology 
and affinity for video

OBSTACLES

Technological - Technology access (bandwidth in 
rural areas)

- Fidelity of implementation
- Equipment failures and reliability

Legislative - Requirements for special-need 
learners

- Weak science and technology 
policies

- Deficits in government funding

Behavioral - Attitudes, expertise, and 
pre-conceived ideas

- Teachers’ poor proficiency with 
technology

- Extra time needed for class 
preparation

- Faculty resistance (IP and digital 
rights issues)

Resource-
Based

- Low quality of high-educational TV 
programs

- Poor PD/technical support

https://www.cisco.com/c/dam/en_us/solutions/industries/docs/education/ciscovideowp.pdf


Digital Literacy
● 95% of respondents view video as an important part of digital literacy, especially given concerns about “fake 

news”
● 97% feel it’s important to raise the level of digital and video literacy among teachers and students
● The gap in perceived digital literacy between teachers and students appears to be closing

Teachers using video
● 26% of respondents reported that more than half of their teachers regularly use video (up from 20%)

○ In K-12, 56% report majority of teachers using video
○ In continuing education, 20% have more than ¾ of faculty using video
○ Community colleges show lowest rate of video 

ROI for video
● 92% believe video increases student satisfaction with their learning experience
● Other areas of positive impact

○ Increasing student achievement (84%)
○ Increasing teacher satisfaction (83%)
○ Increasing educator collaboration and PD (83%)
○ Making onboarding go more smoothly (80%)

Purposes for Video
● Flipped classrooms has shown slow and steady gains since 2014 (from 51% to 60%)

Kaltura: State of Video 2018 Market Trends

ADOPTION OF VIDEO - EDUCATOR ATTITUDES

https://corp.kaltura.com/wp-content/uploads/2018/07/The_State_of_Video_in_Education_2018-1.pdf


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

ADOPTION OF VIDEO - USAGE

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Video Marketing Statistics
Market Trends

ADOPTION OF VIDEO

https://biteable.com/blog/tips/video-marketing-statistics/


Pew Research: Teens, Social Media, and Technology
Market Trends

ADOPTION OF VIDEO

Students aged 8-18 consume 
6-9 hours of media a day. 

- Common Sense Census 
(see this article)

http://www.pewinternet.org/2018/05/31/teens-social-media-technology-2018/
https://www.washingtonpost.com/news/the-switch/wp/2015/11/03/teens-spend-nearly-nine-hours-every-day-consuming-media/?noredirect=on&utm_term=.964d10f069e5


Pearson 2018: The Next Generation of Learners
Market Trends

ADOPTION OF VIDEO - Students

https://www.pearson.com/content/dam/one-dot-com/one-dot-com/global/Files/news/news-annoucements/2018/The-Next-Generation-of-Learners_final.pdf


ADOPTION OF VIDEO - Higher Ed

Faculty Wish List for the Classroom
Market Trends

- 89% of US higher ed 
faculty us online video 
services (YouTube, 
Vimeo)

- Only 8% of faculty do 
NOT use these services

- Video is the 3rd most 
popular software type in 
use in learning 
environments after word 
processing tools and 
presentation software

https://campustechnology.com/articles/2018/12/05/vr-tops-faculty-wish-list-for-the-classroom.aspx


Teaching Methodologies



THE Journal: Achieve Excellence with Blended Learning
Market Trends

TEACHING METHODOLOGIES: BLENDED LEARNING

From MDR EdNet Survey (2010) 
FUNDING FOR ONLINE & BLENDED

● 92% of districts fund through their own budgets
● 25% of districts get state funding
● 21% get Federal “formula” funding 
● Other sources: federal competitive grants, local 

funding, and tuition

PRIMARY CHALLENGES ADDRESSED BY ONLINE & 
BLENDED LEARNING

● 79% - providing an alternative to students 
struggling in traditional classes

● 66% providing access to courses otherwise not 
available

● 66% - providing time and place flexibility to 
students

● 66% - delivering personalized learning 
experiences

MEASURING QUALITY OF ONLINE PROGRAM
● 91% - engagement in the system
● 89% - demonstrating significant academic 

progress
● 88% - high attendance and participation
● 67% - scoring at or above other similar students 

in end-of-year tests
● 65%  - passing the course

TOP ATTRIBUTES OF SUCCESS IN IMPLEMENTING 
ONLINE:

● 91% - Offering a rigorous and engaging 
curriculum

● 89% - adequate reporting tools and tracking 
student progress 

● 87% - setting clear expectations for student 
responsibilities in taking online courses

● 86% - timely teacher intervention when students 
are struggling

https://thejournal.com/whitepapers/2017/01/blended-learning-editorial-ebook/asset.aspx?tc=assetpg


Market Trends

FLIPPED CLASSROOM

IUP: THe Use of Instructional Video in K-12 Classrooms (2015) 

GENERAL
● Instructional videos are used extensively when teachers employ the flipped classroom

BENEFITS
● Allows accelerated students to continue learning and growing; allows motivated, high-achieving students to progress 

without being held back by the constraints of the traditional classroom
● Also benefits students who are struggling

https://knowledge.library.iup.edu/cgi/viewcontent.cgi?article=1146&context=etd


Interactive Whiteboards & 
LMSs



According to EMR’s latest educator survey data on 
IWB sales, 2013-14 sales of interactive
whiteboards increased 71.5% (23.8% per year) 
compared to EMR’s 2011-12 survey results. That
makes the IWB market niche, along with the 
online/digital content niche, a very robust hot spot 
within the overall K-12 school market.

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

INTERACTIVE WHITEBOARDS

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

INTERACTIVE WHITEBOARDS

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

INTERACTIVE WHITEBOARDS

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


The respondents were asked if they were using 
any type of “learning management system”
(LMS) to help with the teaching, testing, 
record-keeping, etc. in their school or district. 
Five years ago, EMR’s survey results indicated 
the clear majority (67.2%) were not currently 
using a LMS. The 2013 survey results are now 
more evenly split, with 51.0% saying no LMS in 
use, and 49.0% saying yes, we do have a LMS. 
So that is a positive movement of 16 points 
in the direction of LMS use compared to 
EMR’s 2008 survey findings.

Sub-groups most likely to say “yes” to LMS 
usage included district superintendents and
curriculum supervisors (56.7%), medium 
[2,500-10,000] districts (53.4%), suburban 
areas(52.5%), and those in the Southeast 
(57.3%) and West (55.3%) regions. 

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015 Market Trends

● Growth of LMS
● Note demographic of most likely to 

use LMS:
○ Medium districts
○ Suburban areas
○ SE and West regions

LMSs

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Special Markets



IES: The Condition of Education: May 2018

SPECIAL MARKETS - ELL

Market Trends

● Focus on these states for ELL 
targeting:

○ CA, TX, AL, CO, KS, NE, 
NM, WA 

When asked to describe the bulk of the instructional materials they 
use for ELLs, the educators’ responses were split between “same 
core materials provided by the district for regular classrooms and 
make adaptations for ELLs” (33.3%), “separate ESL/ELL instructional 
program which we buy from a vendor” (30.5%), and “same core 
materials plus kits or other supplements designed for ELLs” 
(26.4%). Another 18.3% said they have a “separate ESL/ELL 
instructional program which we developed ourselves”. Only 8.1% 
said they use “same core materials provided by the district for regular 
classrooms without alteration”.

When asked what could be done to make the 
most difficult subject area textbooks more usable 
for ELLs. “provide audio/video supplements” was 
#1 response

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing
https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


When the respondents were asked how frequently they use educational software with their children, the largest number (44.5%) said they do 
so on a daily basis (down slightly from 47.9% in 2002). Another 35.2% of the overall sample indicated that they use software at least weekly, 
9.1% said they use monthly, and 11.2% said they do not use at all. Thus 88.8% of the overall sample of early childhood educators are using 
software with their children (up from 84.8% eight years ago), and the vast majority (79.7%) of those do so at least on a weekly basis.

Generally speaking, software usage decreases with increasing grade level. However, at the Early Childhood level, usage is above 80% across 
all of the grades Pre-K - 2. Another positive factor for the Early Childhood software market is 82.1% of the overall sample are using software 
materials in the classroom (up from 69.0% back in 1997). This finding implies that the majority of Early Childhood classrooms are equipped 
with computers. W

SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Market Trends

● ECE might be worth targeting 
if we have the content to 
support 

SPECIAL MARKETS - ECE

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Statista

SPECIAL MARKETS - PUBLIC LIBRARIES

Market Trends

https://www.statista.com/statistics/383328/us-public-library-technology-digital-services/


Research and Teaching Rely on Content Diversity - Proquest
Market Trends

SPECIAL MARKETS - HIGHER ED

https://drive.google.com/file/d/0B4Gg2wnFM5jIQmlGMnRDcEhHVldYTVM1cFo5eXBnVFgtaEVV/view


Policy



What Is Article 13 - Wired

POLICY

Market Trends

EU Directive on Copyright (Articles 11 &13) - source
- Articles 11 & 13 puts more responsibility on websites such as 

YouTube, Facebook, and Twitter to make sure that copyrighted 
material isn’t being illegally shared on their platforms (shifts 
responsibility from copyright holders to major platforms) 

508 Compliance (need info)

https://www.wired.co.uk/article/what-is-article-13-article-11-european-directive-on-copyright-explained-meme-ban
https://www.wired.co.uk/article/what-is-article-13-article-11-european-directive-on-copyright-explained-meme-ban


POLICY - BY STATE

Market Trends

CA NGSS
● Twig, Amplify, Discovery and National Geo all recommended (at different levels) by the State Board of Education in California as part 

of their new NGSS standards.

https://www.cde.ca.gov/pd/ca/sc/ngssstandards.asp


Other Trending 
Topics/Interests



Kaltura: State of Video 2018 Market Trends

ACCESSIBILITY

https://corp.kaltura.com/wp-content/uploads/2018/07/The_State_of_Video_in_Education_2018-1.pdf


Agile Marketing: Selling to Schools

TRENDS - STEM, PBL, and BLENDED

Marketing Trends

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


COMPETITIVE 
LANDSCAPE



SIMBA: The Complete K-12 Report: Market Facts & Segment Analysis 2015
Competitive Landscape

VIDEO PLATFORMS

https://drive.google.com/open?id=1DJkGPo-HN0i9504LjK7bJcRXTgDeiPzR


Video platforms
● “The majority of institutions are using publicly available sites such as YouTube of Vimeo to host at least part of 

their video. Such sites are easy, familiar, convenient, and free. On the other hand, they pose a number of 
concerns regarding security, privacy, accessibility, control, and branding. So it’s unsurprising that many of 
them use additional methods-only 17% rely on these sites alone.” 

○ 66% of respondents are using more than one way to host and manage video

Kaltura: State of Video 2018 Competitive Landscape

VIDEO PLATFORMS

Why Not Just Use YouTube? (see this post) 
● Send students out of the system
● Fair use issues
● No control over other content
● Limited enrichment
● Limited security
● Accessibility
● Limited player customization

“Which is not to say that distributing to YouTube and 
Facebook is a bad plan—just that it shouldn’t be your only 
strategy.” 

https://corp.kaltura.com/wp-content/uploads/2018/07/The_State_of_Video_in_Education_2018-1.pdf
https://corp.kaltura.com/resources/why-not-just-put-everything-on-youtube-or-facebook/?utm_source=Why_Community_Colleges_Are_Turning_Away_from_YouTube&utm_medium=blog


Competitive Landscape

COMPETITOR UPDATES

YouTube
● 10/22/18 - YouTube investing $20 million in educational video (source) 

https://www.cnn.com/2018/10/22/tech/youtube-education-investment/index.html


Competitive Landscape

YOUTUBE



Competitive Landscape

DISCOVERY EDUCATION



Organization Average student cost per year

Average teacher 
cost per year if 
available

Average school cost per 
year if available

Average district cost per 
year if available Age range catered to Market penetration

Brightstorm
$6.99
discounted for larger number of students

$179.88
discount for longer 
subscription Grade 6-12

12,000,000 users
120 countries

ClickView
$1.50
plus school fee

$540
plus student price K12, Higher Ed

300,000 educators
UK and Australia

Cosmeo $3.98 $119.40 K12

Discovery Education $1.17

$875 $875 per school
discounts with greater number 
of schools K12 50% of US schools

InfoBase Learning Classroom 
Video on Demand From $1.73

K12, Higher Ed

Kids Know It Network $3

Free with ads
$120.00 for up to 40 
students

Free with ads
$200.00 for first 100 
students
additional $50.00 for 
each 100 students after 
that K-6

Learn 360
$0.37
discount for continuing subscription

$682.50 per building
discounts for continuing 
subscription K12

22M students
27,000 schools in the USA 
and Canada

Neo K12
$1 per student
discount for larger number of students

From $30
depending on 
number of 
students K12

500,000 educators
USA

Safari Montage
From $2.27
depending on package chosen

From $1250
depending on package 
chosen + Cost of Hardware 
between $20 - $40K per 
building K12

TeacherTube
$3.99
discount for longer subscription

Free with ads
$119.64
discount for longer 
subscription K12

1M+ educators
Primarily USA

XYZ Math- Math TV.com
$45
(or free with textbook) High school, Higher ed

200 schools and universities
USA

Zane Education
From $3.95
depending on package chosen

From $98.89
depending on 
package chosen K12, Higher Ed

North America, India, 
Australia, UK, Philippines, 
Indonesia and others

WeVideo
$6.63
discount for larger number of students. K12, Higher Ed, Enterprise 19.8M users

PRICING - ALL



PRICING - DISCOVERY EDUCATION



BUYER INSIGHTS



Purchasing

B2T



Kaltura: State of Video 2018

Choosing a Video Platform

Buyer Insights

B2T

https://corp.kaltura.com/wp-content/uploads/2018/07/The_State_of_Video_in_Education_2018-1.pdf


Agile Marketing: Selling to Schools

Sales Cycle for Supplemental Materials

Buyer Insights

B2T

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


Agile Marketing: Selling to Schools

Sales Cycle

Buyer Insights

B2T

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


■ May-July: Planning
● When educators assess needs and do their research
● Connect with decision makers whose time is at premium
● Scale back marketing but stay in communication
● Optimize website for target keywords

■ August - December: Awareness and Familiarity
● Focus on top of the lead funnel
● Things to do:

○ Newsletters, print materials, webinars, workshops, conferences. PR
○ Social media - share content and help educators get to know your brand
○ Sell directly to teachers

■ January - April: Consideration and Trial
● Now give them information they need to make decisions
● How to market:

○ Emails - about efficacy and results
■ CTA: Product demos

○ Content marketing:
■ More product-focused information and less general

○ Direct mail:
○ Workshops, conferences
○ Testimonials
○ Blogs, articles - showcase how you’re product works

■ Summertime: Purchase
● 60-70% of purchases made

Agile Marketing: Selling to Schools

Sales Cycle 

Buyer Insights

B2T

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


EdWeek: State of Education 2018

Buyer Challenges

Buyer Insights

● Few district leaders and principals feel 
they can easily ID the right vendor for 
their district

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Purchasing Roles

Buyer Insights

Note the following roles 
involved in purchasing 
decisions. 

● Decision makers: 
superintendent, 
curriculum leadership, 
assistant superintendent, 
tech leadership

● Influencers: curriculum 
leadership, assistant 
superintendent, tech 
leadership, teachers

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


Who Makes Decisions

Agile Marketing: Classroom Purchasing Power (2013) 

Purchasing

Buyer Insights

How decisions are made:
● Teachers have bottom-up influence 

over what’s purchased; many 
purchases start when teachers 
recognize a need for a product or 
service and suggest solutions

B2T

https://www.agile-ed.com/images/sell_sheets/agile_k12purchasing_report.pdf


Agile Marketing: Selling to Schools

What Matters in Purchasing Decisions

Buyer Insights

B2T

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


Teachers

B2T



Spending Power and Buying Habits In and Out of the Classroom (whitepaper). Agile Education Marketing (2017). 

Median Teacher Salaries (need to update)
● Elementary School: $55,490
● High School: $58,000

Teachers’ role in purchasing decisions
● 89% of teachers reports they are somewhat to completely involved in purchasing 

classroom supplies
● 75% are somewhat to completely involved in purchasing supplemental materials
● 58% somewhat or completely involved in purchasing core curriculum materials
● 38% choose technology for their classroom
● 28% offer input to their principal who makes the purchase decision

Teachers value discounts
● 68% will show at different stores to find the best price on expensive purchases
● 55% will buy more of a product they don’t immediately need if it’s on sale
● 55% head straight for the clearance section in a store
● 53% delay a purchase until it goes on sale

Teachers buy online 
● 73% have credit cards
● 83% use debit cards
● 47% say they do more shopping online than ever before

Teachers use their own money
● 2016-2017 - teachers spent an average of $468 on their classrooms (11% of annual 

salary)
● 64% spend every couple months

Teachers

Buyer Insights

● What they buy (see graphic below)
○ Apps for personal use: 

77.4%
○ Computer software for 

classroom: 11.8%
○ Apps for student use: 17.6^
○ Reference materials: 33.2%

B2T

https://agile-ed.com/images/pdf/1_TeacherConsumerPowerPlaybook_072717.pdf


Teachers most valued resources:
- Websites
- Word of mouth
- Conferences
- Emails
- Webinars

Messages that resonate most with teachers:
- Messages about saving time and 

improving student outcomes
- Capturing student attention and 

interest 
- Providing more individualized 

instruction to high-achieving and 
at-risk students

- Improving literacy skills

What teachers want to learn from emails:
- Key benefits - 83%
- Cost - 81%
- Evidence of success - 79%
- Features - 75%
- Implementation details - 73%
- Examples of Use - 57%

Spending Power and Buying Habits In and Out of the Classroom (whitepaper). Agile Education Marketing (2017). 

Teachers

https://agile-ed.com/images/pdf/1_TeacherConsumerPowerPlaybook_072717.pdf


How Teachers Find Out about New Products
● 71% word of mouth
● 54% email
● 43% link from someone they know

Agile Marketing: Selling to Schools

Teachers

Buyer Insights

B2T

https://www.agile-ed.com/images/webinar_ppt////////052218_webinar.pdf


Agile Marketing: 2018 Teacher Shopping Preferences and Statistics Survey

Teachers spent $652 of their own money on 
classroom supplies - a 39% increase since 
2013

Discounts
- 88% actively search for companies 

that offer a teacher discount
- 80% find out about deals from other 

educators; 58% via social media

Teachers

Buyer Insights

Teachers Know Best - Bill & Melinda Gates

B2T

https://www.agile-ed.com/resources/2018-teacher-spending-survey
https://s3.amazonaws.com/edtech-production/reports/Teachers-Know-Best_0.pdf
http://www.grunwald.com/pdfs/PBS-GRUNWALD_2011_ANNUAL_ED_TECH_STUDY.pdf


About 77 percent of public school teachers were 
female and 23 percent were male in 2015–16, 
with a lower percentage of male teachers at the 
elementary school level (11 percent) than at the 
secondary school level (36 percent). Overall, the 
percentage of public school teachers who were 
male was 2 percentage points lower in 2015–16 
than in 1999–2000. At the elementary school 
level, the percentage of male teachers was 1 
percentage point lower in 2015–16 than in 
1999–2000. By comparison, at the secondary 
school level, the percentage of male teachers was 
5 percentage points lower in 2015–16 than in 
1999–2000. 

IES: The Condition of Education: May 2018

TEACHER DEMOGRAPHICS

Buyer Insights

● Marketing demographics:
○ Mostly female teachers 

(77%) in K-6
○ More male teachers in 

secondary 

B2T

https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


IES: The Condition of Education: May 2018

TEACHER DEMOGRAPHICS

Buyer Insights
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https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


IES: The Condition of Education: May 2018

TEACHER DEMOGRAPHICS

Buyer Insights
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https://drive.google.com/file/d/1VffxY8NhtlA1u8xpVR8QaYTQioulOv0K/view?usp=sharing


EdWeek: State of Education 2018

Marketing Content Types & Channels (per EdMarketers) 

Marketing Trends

Top content types for driving 
performance:

● Webinars
● In-person events
● Case studies
● Video
● Blogs
● Infographics
● Whitepapers
● e-Books

Top channels for driving 
performance:

● Email
● Live events
● SEO
● PR
● Web ads
● Facebook

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


MDR: DIgital Marketing Trends

Email Marketing
● More opens on mobile and tablet; more clicks 

on laptop and desktop 
● Timing for K-12: 

○ T, W, Th (Th highest opens)
○ 9am best opens
○ 10 am best click rate

● Timing higher ed: 
○ T, W, Th (W highest opens)
○ 11 am best opens
○ 10 am best click rate

● Personalization
○ Personalizing to and from fields is 

emerging best practice

Average Performance
Email Marketing

Marketing Trends

https://drive.google.com/open?id=1bCazGGqY-TlFgPGLnn-BrZN-BJ5_ehlB


- 76% of teachers say when 
they need information the 
first place they look is the 
internet

- 69% say they are doing 
more shopping on the 
Internet than ever before

MDR: DIgital Marketing Trends

Remarketing

Marketing Trends

https://drive.google.com/open?id=1bCazGGqY-TlFgPGLnn-BrZN-BJ5_ehlB


● Facebook: best to make readers laugh, smile, or 
think to create social bonds with educators

● Pinterest: teachers use as a visual search engine 
to find, save, and share lessons, crafts, products, 
activities, and PD materials

● Twitter: teachers use to get news and connect 
with educators and leaders

● Instagram: teachers use to share what’s 
happening in their classrooms vs. future ideas - 
keep posts reality based vs aspirational

July = most engagement; Oct = most impressions

MDR: DIgital Marketing Trends

Social Media

Marketing Trends

https://drive.google.com/open?id=1bCazGGqY-TlFgPGLnn-BrZN-BJ5_ehlB


District Leaders

B2T



EdWeek: State of Education 2018

Marketing Content Types for District Leaders

Buyer Insights

Best content types for district 
leaders:

- Charts
- Webinars
- Blog posts
- Reports/studies
- Videos
- Newsletters
- Case studies

Worst content types for 
district leaders:

- Social media
- E-books
- Infographics
- Whitepapers

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


Tech Leaders

B2T



TOP 3 CHALLENGES
1. Budget constraints
2. Silos in the district
3. Lack of vision/support 

Top 3 Goals: 
1. Broadband & network capacity
2. Wireless access
3. Mobile learning

Role in purchasing:
- Tech in the classroom (47% 

decisionmaker; 47% key 
influencer)

- LMS (40% decisionmaker; 60% key 
influencer)

PROFILE
- White male with tech 

background
- 70k-130k

MESSAGING
- Emphasize the bic picture! Tech leaders 

more likely to make decisions based on 
evaluations of attributes like reliability 
and not on feedback of colleagues and 
peers

EdWeek: Persona Development 

Technology Leader

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=dcDvxLFhWTf9CJZhb3r5


EdWeek: State of Education 2018

Tech Leaders

Buyer Insights
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https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Marketing Topics for Tech Leaders

Most relevant purchasing priorities for tech 
leaders:

- Personalized learning
- STEM
- Blended learning
- LMS
- Language arts
- ELL
- Special ed
- Foreign language

Most relevant content topics for tech 
leaders:

- Student engagement
- Digital curriculum
- Personalized learning
- STEM
- LMS

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Marketing Topics for Tech Leaders

Buyer Insights

Tech leaders want to hear about 
best practices!

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Marketing Topics for Tech Leaders

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Marketing Content Types for Tech Leaders

Best content types for tech 
leaders: 

- Twitter communities
- Newsletters
- Webinars

Worst content types for tech 
leaders:

- Communities on 
Facebook & LinkedIn

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


Principals
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EdWeek: State of Education 2018

Purchasing Roles: Principals

Buyer Insights

Principals are mostly either ultimate 
decisionmaker or key influencer in 
supplemental instructional materials 
decisions

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Best Content Types for Principals

Buyer Insights

Best ways to reach principals:
- In-person events
- Newsletters
- Social media

Best content types for principals
- Charts
- Blog posts
- Newsletters
- Case studies

B2T

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


Superintendents
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EdWeek: Persona Development 

Superintendents find digital content use less 
challenging than their district leader peers, 
principals, or teachers. 

As you go up the seniority ladder, perceptions 
get progressively rosier - teachers most 
skeptical, followed by principals, followed by 
leaders, followed by superintendents. 

53-year-old white mail
5 years or less
2-3 year contract
Evaluated annually

Superintendent

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=dcDvxLFhWTf9CJZhb3r5


Other Roles
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EdWeek: Persona Development 

Chief Academic Officer

Buyer Insights

Chief Academic Officers are 
decisionmakers or influencers in 
STEM solutions (market STEM 
content to this group) 

B2T

https://www.clearslide.com/view/new/mail?iID=dcDvxLFhWTf9CJZhb3r5


● 78% female
● Loves to research 
● 42% viewed EdWeek 

webinar in past 6 months

EdWeek: Persona Development 

Curriculum Manager

Buyer Insights

B2T

https://www.clearslide.com/view/new/mail?iID=dcDvxLFhWTf9CJZhb3r5


MARKETING/SALES 
TRENDS IN 
EDUCATION



Content Marketing



EdWeek: State of Education 2018

Content Marketing Opportunities

Marketing Trends

● While most education marketers identified top-of-the-funnel marketing objectives they 
hope to achieve through content marketing, MOST content created is actually 
middle-of-the-funnel

● There’s an opportunity to generate more leads by focusing on TOFU content, which 
addresses market problems without mentioning product

Expectation vs Reality

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Trending Marketing Tactics

Marketing Trends

● More education marketers 
focusing on:

○ Video
○ Thought leadership 

content
○ Lead gen
○ SEO
○ Social media

● Less focus on:
○ Tradeshows
○ Mobile marketing
○ Virtual events
○ Sponsored content

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


EdWeek: State of Education 2018

Content marketing 
opportunities re: 
video/boclips: 

● Improving instruction 
for students with 
disabilities

● Personalized/different
iated instruction

● Helping teachers use 
tech to improve 
student achievement

● Improving instruction 
for English learners

● Making STEM more 
engaging

● Aligning instruction to 
state standards

● Ensuring classroom 
technologies 
interchangeable

● Improving 
virtual/blended 
learning

Content Marketing Opportunities

Marketing Trends

https://www.clearslide.com/view/new/mail?iID=MxwTdcC98MjrJK9KbZHG


Trends by Channel
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