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WE WORK IN PARTNERSHIP WITH LEADING ASSOCIATIONS AND EVENTS ACROSS THE SECTOR

The next step
in Edtech
Welcome to Education Technology magazine, the trusted
voice of ICT in education.
Education Technology (ET) covers the latest news and
innovations in technology for the whole education sector,
including primary and secondary schools, further and higher
education, in the UK and beyond.
Each issue of the monthly magazine includes in-depth features
and analysis on key themes making waves throughout the
sector, from cloud computing to coding, BYOD to WYOD, and 3D
printing to virtual reality.
ET also provides a platform for industry experts to voice their
thoughts on the most current sector developments. Our
roundtable debates have featured some of the leading lights
in the sector, voicing their views on all things edtech.
Edtechnology.co.uk is updated every day, with the latest
news, in-depth features and opinion pieces, as well as previews
and reviews of the leading educational events. So why not pay
it a visit?

We continue to consider using
Education Technology as a route to
the education sector as comments
from colleagues and peers are usually
favourable. The quality of content
and the diverse range of topics
means there is always something for
someone in every issue
GARETH LLOYD, SAVILLE AUDIO VISUAL

If you’ve got a story, or would like to be involved, get in touch. We
are always keen to hear your views.
CHARLEY ROGERS | EDITOR
charley.rogers@wildfirecomms.co.uk | 0117 300 5526
Follow us @Educ_Technology
Like us /edtechnology

edtechnology.co.uk
RETURN TO CONTENTS

ET have been great to deal with
and taken pride in producing great
content to share our message. They
have looked for ways to utilise
different channels for maximum
impact and supported our initiatives
in a very positive manner
PAUL CROFT, ULTIMAKER (GB) LTD
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Magazine facts
Frequency

Monthly

Print circulation

7,500

Bi-monthly readership

18,595

Bonus event copies

10,000+

Events

Presence at over
25 key events

Digital facts
Users

Approx 14,000 monthly

E-Newsletter

Fortnightly email communication
to 6,000 subscribers

Find us on:
Social media
RETURN TO CONTENTS

twitter.com/Educ_Technology
facebook.com/edtechnology
youtube.com/user/WildfireCommsUK

Twitter followers: 13,000
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Spending Power
AVERAGE ANNUAL SPEND PER JOB TITLE

Up to £1 million

£5 million–£10 million

● IT Manager

● Procurement Manager

● Computer Officer
● AV Manager

● Purchasing Manager

● Director of Computing Systems

● ICT Developer

& Services

● IT Security Manager

● Marketing Communication
● Executive/Manager

● Principal/Headteacher

£2 million–£5 million

Over £15 million

● Information Systems Manager

● Pro Vice-Chancellor

● Head of Technical Services
● Financial Controller

● Principal/Headteacher

● Vice-Chancellor

● Director of Purchasing

● Chief Financial Director

● Head of Development Learning and

Information Services

Audience
SECTOR BREAKDOWN
FOR ET READERS
Primary, 26%
Secondary, 41%
HE/FE, 33%

Other (E-learning officers, learning technologists, lecturer, teachers), 19%
Senior managment (Headteacher, Principal, Vice chancellor), 47%
Managment (ICT Managers, Directors of Tech, Head of Dept), 34%

PRIMARY, 26%

HE/FE, 33%

SECONDARY, 41%

RETURN TO CONTENTS

EDUCATION TECHNOLOGY PRINT
READERSHIP JOB TITLES

OTHER,
19%
MANAGMENT,
34%
SENIOR
MANAGMENT, 47%
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In every issue

feature

The latest edtech news, features
and opinion from leading figures
working across the education sector

Cloud on the horizon
Nicola Yeeles asks, is comprehensive movement
of all IT services to the cloud inevitable in education?

F

Pic Credit © depositphotos.com

ANALYSIS OF KEY TOPICS AND
TEACHING AND LEARNING
TECHNIQUES INCLUDING:

or most of us, cloud computing
is totally pervasive in the way
we use email, chat on social
media, or store our photos. The
Department for Education is
busy promoting cloud for use in schools to
help with costs – currently the Department
estimates that up to 25% of a school’s energy
budget is spent on powering and cooling IT
equipment alone. Microsoft estimates that
schools can make savings of up to 60% on
licensing, hardware, support, maintenance
and power simply by moving from onpremises solutions to cloud-based ones. And
yet many education organisations are taking
a hybrid approach, or even remain sceptical.
With the future of education looking
increasingly social, we look at how likely it is
that schools and universities will eventually
be fully functioning in a cloud environment.
There are other good reasons besides cost
that should tempt schools to look at cloud.
Business development manager at Lynx
Networks, Martin Scudder, explained that
the technology allows people to work more
flexibly. He said: “The benefits to the school
are many but it does free staff and students
to be able to work anytime from anywhere.
Handling homework online, accessing
fi les at home – it’s all part of the modern
way we work.” As we move into an era of

28 | edtechnology.co.uk | @Educ_Technology

● BYOD

GDPR compliance, Neil Watkins, director
of Think IT which helps schools procure
IT solutions, explained that cloud can help:
“Access to information in the cloud usually
requires authentication (ID and password)
which is more secure than a school server.
In addition, if the school server fails, all the
learning content and school information will
still be available to staff and your students.”
Cloud can also allow you to securely back up
your systems with the help of a third party.
So what can be achieved? One example
is The Peterborough Pupil Referral Service
(PRS). This works with up to 300 pupils
who are either permanently excluded
from school, at risk of exclusion, or are
unable to manage a mainstream education
setting. The school has three sites, with
teachers working at each location, but
executive headteacher Claire George
realised that what the sites lacked was a
way for teachers to share resources.
She recognised the importance of being
able to provide a more effective ‘whole
school’ ethos, enabling teachers to teach
across all sites and key stages, as well as
allowing the children to work in each of the
different locations. However, the existing
IT system wasn’t able to accommodate this
so Claire worked with Think IT to identify
a more modern, robust system to help them

@Educ_Technology | edtechnology.co.uk | 29

● cloud

● e-safety

● flipped learning

international news

● virtual reality

Around the world in edtech
Our round-up of the latest international edtech news

● augmented reality
● coding

3

The innovation pods give
access to technology like iPads

2

● gamification

au-Prince, Hope School
is an extension of Healing
Haiti, an organisation that
strives to improve the lives
of the Haitian people.
“It is our mission to not
only introduce these kids to
iPads but, more importantly,
to get them excited about the
possibilities that technology
could bring into their lives,”
said Dean Hager, CEO of Jamf.
Jamf began their work in
Haiti in 2017 with the creation
of an Innovation Centre within
Grace Academy, also run by
Healing Haiti. The initial
project supplied the centre
with hardware. A subsequent
trip provided internet access,
additional hardware and more
training for both students
and teachers. Expanding
the project to include an
innovation pod allows more
students the opportunity to get
their hands on technology.
Constructed by Modular
Life Solutions, the pod is a hub
for the use of technology and
instructional practices. Each
of the pod’s five collaborative
workspaces include an interactive
display powered by Apple TV.
Students at Hope School will
use a variety of apps – such as
Swift Playground, Duolingo and
Khan Academy, among many
others – to gain access to a
diversified library of content.
Plans to replicate this work
and deliver innovation pods
to other areas of need are
currently in progress. Any
organisation interested in
supporting this project can
reach out to Dave Saltmarsh
at dave.saltmarsh@jamf.com.

4

● 3D printing

1

1 EUROPEAN
SOCIAL INNOVATION
COMPETITION 2018
ANNOUNCES
SEMI-FINALISTS

Projects from all over
Europe have been created
to address social innovation
through technology

PRODUCT LAUNCHES

Thirty projects from 20
countries have made it into the
next round of the competition
from the 729 eligible entries
submitted at the end of April.
They represent a wide range of
sectors and activities, from ideas
reinventing tourism or urban
life to innovative initiatives
that tackle environmental or
education challenges, to projects
inviting women and girls to
become programmers and more.

News on the latest edtech kit for
classrooms and campuses

SEMI-FINALISTS INCLUDE:
Connectech, Hungary
Teaching local 14 to 18-year-olds
with orthopaedic impairment
coding knowledge and IT skills.
Erase all kittens, UK
A web-based platform
game, designed bottom-up
to inspire girls to code.
GoFundEd, Ukraine
A platform for young people

to transform their schools into
powerful learning environments.
Konexio, France
Connecting refugees with
citizens in their communities
through a collaborative e-learning
platform for digital literacy.
Svago, Turkey
A social platform where young
people with specific technical
skills (e.g. fishing, weaving) give
training for curious people who
want to start a new hobby or
participate in unique events.
Youth Smart Village, Armenia
An innovative youth technology
laboratory teaching tech and
IT skills to young people in a
remote region of Armenia
… and many more.
Over the coming months, the
semi-fi nalists will receive tailored
coaching and attend an intensive
three-day academy, which this
year will take place in Cluj,
Romania. During the training
programme they will learn from
experienced social innovators
and entrepreneurs, they will
have the opportunity to further
develop their projects into a viable
business propositions and learn
how to pitch for investment.

THE JUDGING PANEL
The competition’s international
jury in 2018 is composed of:
● Mikkel Andersen,
Danish Social Innovation
Club (Denmark)
● Sabine Biesheuvel, BlueCity
(The Netherlands)
● Tuija Hirvikoski, Laurea
University of Applied
Sciences (Finland)
● Mirna Karzen, Social
Innovation Lab (Croatia)
● Norbert Kunz, Social
Impact (Germany)
● Constance Laisné, Alt
Gen (United Kingdom)
● Vincenzo Linarello,
Goel (Italy)
● Carina Lopes, d-LAB (Spain)
● Klaus Schach, Centre for
Social Innovation (Austria)
● Stavros Tsompanidis,
Phee (Greece)
● Taoufi k Vallipuram,
OuiShare (France)
● Magdalena ZawodnyBarabanow, Urbact Network
BoostInno (Poland).
The same panel of judges will
select a shortlist of 10 fi nalists
to be announced in September
and three winners that will

be awarded in November.
Questions about the
competition can be addressed to
info@socialinnovationprize.eu
Follow the competition on
Twitter: @EUSocialInnov
#diogochallenge
Subscribe to the competition
newsletter here:
http://eusic.challenges.
org/newsletter/
2 HAITIAN STUDENTS
SET FOR A JAMFPACKED FUTURE

The company’s innovation
pod offers access
to iPads and digital
curriculum for pupils on
the Caribbean island
More than 100 children living
in poverty will soon have the
opportunity to engage with
technology, many for the
fi rst time in their lives. Jamf
recently unveiled an innovation
pod that will give kindergarten
students at Hope School access
to a variety of technologies,
including iPads and digital
curriculum. Located in Cité
Soleil, Haiti, an impoverished,
over-populated area near
the country’s capital, Port-

3 AMERICAN
UNIVERSITY OFFERS
BLOCKCHAIN
ACCREDITATION

Southern New Hampshire
University to award
graduates Bachelor
and Associate degrees
as Blockcerts
Southern New Hampshire
University has issued degrees to
spring 2018 graduates as both
paper diplomas and ‘Blockcerts’
– digital documents anchored
in blockchain that allow
instant verification anywhere
in the world. Whilst normally
students would have to wait up
to 10 business days for paper
diplomas, Blockcerts can be issued
immediately upon graduation,
meaning students leave with a
record of achievement they can
use right away to apply for jobs,
promotions or grad school.
“In some ways, this is piloting
what a modern transcript should
be,” said Colin Van Ostern,
the school’s Vice President of
Workforce Initiatives, who has
been spearheading the project.
“It’s digital, portable, owned
by the student, and can be
verified using the encrypted
assets. Employers don’t need
to call up SNHU to verify
details, it’s self-verified.”
Soft ware company Learning
Machine co-developed Blockcerts
with the MIT Media Lab and
open sourced the technology
to provide a free, open
standard for digital document
issuance and verification.
Heidi Wilkes, Associate
Vice President of Learning
Solutions, who led the pilot
project, said: “This project was

a great proving ground for how
we can use technology to be
flexible and agile in responding
to the needs of our students,
who are becoming lifelong
learners with the expectation
to control and manage their
own digital learning records.”
Blockcerts can anchor
documents to any blockchain –
public blockchains like Bitcoin or
Ethereum or private blockchains
– and every Blockcert is a
standard data format that can be
downloaded without proprietary
soft ware. This means SNHU
graduates can take their diplomas
anywhere in the world and have
them instantly read and verified.
Notified College for America
graduates simply download
the open source Blockcerts
app (available for iOS and
Android) and then accept
SNHU’s invitation to receive
blockchain credentials. The
app serves as a private portfolio
of lifelong achievement,
accepting credentials from
any school, government or
company that chooses to issue
them as Blockcerts. Students
can immediately share a
Blockcert with anyone they
choose, including on social
media platforms like LinkedIn,
as an official record that can
be instantly verified.
Benjamin Dexter, who leads
implementation for the SNHU
blockchain diplomas project,
said, “It has been a pleasure
working with our graduates
as we help them navigate the
technology and enable them
to own, share and verify their
blockchain digital credentials.”

Is digital certfication the future?

14 | edtechnology.co.uk | @Educ_Technology

4 BESA TO CO-HOST
NEW SHOW IN VIETNAM

The March 2019 event is
intended to showcase the
best British suppliers to
the education market
The British Educational Suppliers
Association (BESA) has launched
BESS (British Educational
Suppliers Show) Vietnam, to give
British suppliers the chance to enter
the country’s education market.
BESA will partner Giaoducso
in the running of the event, which
will take place from 5 to 6 March
2019 in Ho Chi Minh City.
The Department for
International Trade (DIT) will
be making a number of grants
available for UK companies to
attend the show through their
Tradeshow Access Programme,
which BESA will be administering.
Vietnam has been experiencing
rapid and inclusive economic
growth since the early 1990s,
according to figures from the
World Bank. After developing
the Fundamental School Quality
Level in 2006, the Ministry of
Education and Training is now
looking to change the country’s
curriculum, aiming to have new
resources in place by 2020.
Caroline Wright, Director
General of BESA, said: “Vietnam’s
exciting vision for education is
leading to the development of
closer links and synergies between
our two education systems and
resources. World-leading UK
education suppliers have been
working closely with Vietnamese
educationalists over recent years
and BESS Vietnam will further
strengthen these connections.”
Mr Binh, Chairman of
Giaoducso, said: “We are honoured
to work with BESA to organise
this British exhibition show. It
will provide a bridge for British
companies to support and lend
their educational expertise to the
Vietnamese Government as they
develop a new curriculum.”
“We look forward to working
with UK companies to maximise
their opportunities to engage
with the Vietnamese education
market at BESS Vietnam, and
know they will receive a warm
welcome by educators and officials
from across the country.”

@Educ_Technology | edtechnology.co.uk | 15

INDUSTRY EVENTS
Previews, reviews and essential information
about the leading edtech events
feature

Needlessly comple
x
documentation
for cloud product
contributes heavily s
to
lack of understandinga
amongst educato
rs
Ruben Puentedura

When considering the
cloud, many teachers’
top concern is security,
such as accidentally
deleting a central file
David Weston

Many teachers are
positive about online
learning, but also
want to make sure the
courses are e-learning
accredited
Alison Ryan

feature

Training

Sam Blyth, Director of
Schools, FE and Learning
Providers at Canvas, said: “Adding to lack
of clarity is ‘cloud washing’, or the attempt
by some vendors to rebrand an old product
or service by using ‘cloud’ as a buzzword.”
So how can CPD address these problems?
And how do the problems themselves affect
the way that training and development is
accessed by educators? Two of the biggest
issues in the rollout of CPD are funding and
time restraints. Quite often, teachers are
keen to take part in CPD programmes, but
do not have access to the budget and/or time
to do so. Alison Ryan, Senior Policy Advisor

for the Association of Teachers
and Lecturers (ATL), posed some
questions to the members of the ATL,
and despite sending questions to a
few hundred educators, received only
19 replies. This is not unusual, she
explained: “Few people take surveys,
because frankly they’ve got so many calls on
their time already.” If then, teachers are too
busy to answer a survey, surely dedicating a
fair chunk of their time to CPD is nigh-on
impossible? Time restrictions certainly have
a huge impact on access to training, Alison
said: “Access to CPD generally, including
the use of tech within CPD, is not what it
should be; partly because of lack of time,
partly because of [lack of ] funding.”
Can cloud computing help in the delivery
of CPD, then? If teachers don’t have to
physically travel to courses, or put aside

42 | edtechnology.co.uk | @Educ_Technology
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Editor Charley Rogers
asks a range of experts about
how cloud computing can
be demystified for teachers
through CPD

W

hen we first think
of edtech, the
immediate tendency
is to picture gadgets
– VR headsets,
3D printers, sleek soft ware, and shiny
new Chromebooks or iPads – but in
reality, a lot of the success of education
technology is down to its implementation
and integration. After all, edtech, despite
its often-incredible advancement, is still

Images © depositphotos.com

Days

cease after initial teacher training is
completed; continued learning is essential
to consistency across the education sector.
Although all edtech requires sufficient
training and CPD provision, it is cloud
computing that is currently the problème du
jour. One of the biggest issues for teachers
in this area seems to be a general lack of
understanding as to what ‘cloud computing’
actually means. Speaking to John Goodier,
Digital Skills Educator and founder of First
Ediction, it became clear that many teachers,
especially in the primary sector, simply have
had no introduction to the benefits of cloud
computing. John said: “The issue is, most
teachers have heard of cloud computing but
have no idea what it is or how to use it.”
This lack of understanding is not helped
by the oft-confusing branding and product
explanations used by edtech companies.

a set block of time for it, instead relying
on always-ready cloud-hosted online
courses, does access become easier? Only
sometimes, said David Weston of the
Teacher Development Trust, but pursuit
of online CPD largely has to come from
personal drive: “I think there are now a
lot of people who will naturally say ‘How
do I do that? I’ll look on YouTube.’ So the
stance of some people will have changed,
but some people will be not necessarily
looking out for themselves.” The fact that
there is very rarely a school- or collegewide system in place to ensure effective
and efficient CPD, is an issue for many
teachers who are less confident in seeking
out their own training or instruction.
However, there are certainly many pros
to online CPD, and the flexibility of access
is a large draw, said David: “You can follow

Access to CPD generally, including the use of tech within
CPD, is not what it should be, partly because of lack of time,
partly because of lack of funding.
Alison Ryan
your own task, you can do it at your own
pace, and you can do it in your own time.”
Ruben Puentedura, founder and President
of education consulting firm Hippasus, and
creator of the SAMR model for integrating
technology into learning, agrees with these
online CPD benefits, and in terms of the
way in which teachers are accessing CPD,
he commented: “The most widespread
change I have observed is the timing
and frequency of teacher access to these
resources, i.e. more asynchronously, on their
own schedule, less tied to fixed dates and

on a more ongoing/habitual basis.” This is
particularly important for teachers who have
packed schedules and need to slot in CPD
activities between other tasks. However,
this, as David mentioned, is not as beneficial
for those teachers who are perhaps less
confident in pursuing their own training:
“The people who are already quite keen,
quite enthusiastic and quite self-driven, can
do even better from an online course than an
in-person one in some cases, but those who
are a bit less driven, a bit less confident, will
maybe struggle with an online course.”
@Educ_Technology | edtechnology.co.uk | 43

only a tool, and a tool used incorrectly
inevitably causes more harm than good.
Here then, is where CPD (continued
professional development) is essential.
Teachers across the country vary both
in their particular pedagogical methods
and, of course, in the specific ways in
which they have been trained. One large
variation is the level of technology with
which teachers are familiar. For example, a
teacher trained in 1999 will have received
significantly different instruction in tech
than someone who undertakes their training
in 2018. These two teachers, however, could
feasibly be teaching the same curriculum
at the same time, with the same resources.
This is one of the most compelling reasons
for the argument that training cannot
@Educ_Technology | edtechnology.co.uk | 41
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Features list & deadlines
JUNE

THE STEAM ISSUE

FULL STEAM AHEAD: Roundtable: what are schools and universities
doing to emphasise the important connection between STEM and
the arts?

SALES DEADLINE:
18 MAY

PARTS AND CRAFTS: how traditionally ‘serious’ endeavours such
as engineering and coding are embracing their creative side

EDITORIAL DEADLINE:
11 MAY

INTERVIEW: TOM LONDON: the hacker magician talks enthralling tech,
and how programmers are the sorcerers of the digital world
3D PRINTING: from art & design to archeology, how 3D printing is
bringing creativity into the 21st century
APPS FOR ARTS: How tech developers are focusing on arts education
EVENT DISTRIBUTION: EdTechX Europe

JULY

THE CLOUD ISSUE
SALES DEADLINE:
20 JUNE
EDITORIAL DEADLINE:
15 JUNE

CLOUDING YOUR JUDGEMENT: Roundtable: How will cloud computing
change the education landscape, not just in terms of data storage, but in terms
of pedagogical approaches, such as virtual classrooms, and in the growth of the
smart campus?
CLOUD ON THE HORIZON: The inevitability of the cloud – why every school and
university will eventually be using it, what are the pros and cons, and how can
you prepare your infrastructure?
DATA STORAGE: using the cloud brings with it a host of questions about data
storage and security. What are the prevalent issues, and experts’ thoughts on
how to address them?
CPD: getting teachers ready for the cloud is essential if it’s going to work
properly. What are schools and universities doing to train their staff, and create
contingency plans for the switch?
EVENT DISTRIBUTION:

AUGUST

THE ‘BEHIND
THE SCENES’ ISSUE
SALES DEADLINE:
20 JULY
EDITORIAL DEADLINE:
13 JULY

BRAND YOURSELF: Roundtable: as the new academic year approaches, how
can you refresh your institution’s brand?
NETWORK PROVISIONS: what can you do to ensure the best network usage for
your school or university?
MANAGED ICT: outsourced or in-house: what are the pros and cons?
AGE OF COMMUNICATION: a look at how schools can communicate with
parents, digitally
EVENT DISTRIBUTION:

RETURN TO CONTENTS
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SEPTEMBER

THE BACK TO
SCHOOL ISSUE
SALES DEADLINE:
17 AUGUST
EDITORIAL DEADLINE:
24 AUGUST

DOES IT COMPUTE?: Roundtable: the computing curriculum: debating its
progress so far
INTERACTIVE SCREENS: enhancing the classroom experience through
touchscreen tech
NEW LEARNING MODELS: a special report on how different learning models
are being implemented across education, including features on flipped learning,
blended learning, e-learning, and BYOD
EVENT DISTRIBUTION: New Scientist Live

OCTOBER

THE SOCIAL ISSUE
SALES DEADLINE:
21 SEPTEMBER
EDITORIAL DEADLINE:
14 SEPTEMBER

TECH FOR GOOD: Roundtable: how can edtech companies and education
institutions use tech for good?
CYBER BULLYING: how can we actively teach compassion and digital
social responsibilty to students to help prevent cyber bullying?
WELLBEING: what tech is available to ensure the wellbeing of both
staff and students?
SOCIAL EQUALITY: how tech is levelling the playing field
for disabled students
EVENT DISTRIBUTION: Festival of Education, UCISA SSG18

NOVEMBER

THE INNOVATIONS ISSUE
SALES DEADLINE:
24 OCTOBER
EDITORIAL DEADLINE:
17 OCTOBER

SUSTAINABLE TECH: Roundtable: how can education institutions
future-proof their tech investments, and improve their eco footprint?
AI: how far has AI come in making teachers’ workloads lighter,
and streamlining learning?
PROJECTORS: from budget to high-end, we look at the latest projectors
designed with the education sector in mind
THE SMART CAMPUS: what do modern learning spaces look like,
and what tech can we expect to see there?
EVENT DISTRIBUTION:

DECEMBER

A YEAR IN REVIEW
SALES DEADLINE:
23 NOVEMBER
EDITORIAL DEADLINE:
16 NOVEMBER

LOOKING BACK: Roundtable: what are the stand-out edtech features for 2018,
and what are the experts’ predictions for 2019?
TO STEAM OR NOT TO STEAM: is the STEAM movement enduring?
What are its highs and lows of 2018?
EXPERT INSIGHT: PAPERLESS MANAGEMENT: how do we see the evolution of
paperless management developing across education in 2019?
BETT: a look at what’s to come at the UK’s biggest edtech show
EVENT DISTRIBUTION:

RETURN TO CONTENTS
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JANUARY 2019

THE PREDICTIONS ISSUE
SALES DEADLINE:
13 DECEMBER
EDITORIAL DEADLINE:
06 DECEMBER

TOMORROW’S WORLD: Roundtable: how can schools and universities futureproof their institutions and keep ahead of the edtech curve?
#TRENDING: what does edtech in 2019 look like? What new products are being
released, and how will they change education?
BACK TO THE FUTURE: what are some of the most enduring predictions in
edtech, and are we any closer to seeing them realised?
BETT 2019: our exclusive review of the biggest edtech event of the year
EVENT DISTRIBUTION:

FEBRUARY

THE BUDGET ISSUE
SALES DEADLINE:
19 JANUARY
EDITORIAL DEADLINE:
12 JANUARY

BALANCING ACT: Roundtable: how can we invest in tech whilst
balancing budgets?
BIG DATA: what data should your institution be collecting, and how can you
utilise it to best target your edtech investment?
BYOD: how bring your own device programmes can improve learning outcomes
whilst safeguarding school budgets
COLLABORATIVE CLASSROOMS: a look at how tech and staff can work
together to ensure an effective learning experience
EVENT DISTRIBUTION: ISE Europe, Education Show, Jisc Digifest, UCISA
Leadership Conference

MARCH

THE UPGRADE ISSUE
SALES DEADLINE:
23 FEBRUARY
EDITORIAL DEADLINE:
16 FEBRUARY

RACING TIMES: Roundtable: can the teaching profession keep up with the fast
pace of edtech?
PEDAGOGY: e-learning vs. traditional teaching: what do the upgrades
look like?
EXPERT INSIGHT: VLES: an update on the challenges and benefits of the Virtual
Learning Environment across the education sector
ISE: A review of Integrated Systems Europe event
EVENT DISTRIBUTION: The Academies Show, Talis Insight,
UCISA DCG, AIConf

APRIL

THE INTERNATIONAL
ISSUE

AROUND THE WORLD: Roundtable: representatives from the world’s
frontrunners in edtech adoption discuss top tips and best practice
GOING GLOBAL: what resources are there to support global education initiatives?
We look at the rise of the global classroom, and international resource hubs

SALES DEADLINE:
22 MARCH

LEAD ON: how are the world leaders in edtech driving the movement?

EDITORIAL DEADLINE:
15 MARCH

STUDENT INTERNATIONAL: how do expectations between home and
international students differ? How can schools and universities help integration?
POST-BREXIT: what impact has Brexit had on the edtech sector?
EVENT DISTRIBUTION:
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MAY

THE SECURITY ISSUE
SALES DEADLINE:
19 APRIL
EDITORIAL DEADLINE:
12 APRIL

SAFEGUARDING: Roundtable: how can schools and universites ensure their
students’ data is safe online?
GDPR: how has the regulation affected the education sector over the
past year?
E-SAFETY: cyber-bullying and its effects: how can we protect our students?
BACK OF HOUSE: a look at what systems can be put in place to secure
education institutions and their tech
EVENT DISTRIBUTION:
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EVENT COVERAGE AND
MEDIA PARTNERSHIPS
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We are media partners at…
We and the other EdQuarter media portfolios will be promoting, supporting, distributing and providing
print and digital advertising opportunities / coverage at the following events…

JANUARY

● Bett Show

FEBRUARY

● ISE

MARCH

● UCISA Annual Conference

● BSA Annual Conference

● Jisc Digifest
● Education Show
● Bett Academies
● International Higher Education Forum
● International e-Assessment Awards
● EAUC Conference
● MAT Formation
● Next Generation Learning Spaces

APRIL

● ASRA Conference (UB)
● AUDE
● ISPEC (Independent Schools PE Conference) (IE)
● Higher Education Estates Forum (B4E and UB)
● The Academies Show London
● Talis Insight Europe

MAY

● BSA Annual Conference for Heads

JUNE

● STEM Gender Equality Congress
● Future Edtech
● EdTechXEurope
● Facilities Show
● Festival of Education
● CUBO Summer Conference
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SEPTEMBER

● Lunch!
● Education Estates and Facilities Conference
● New Scientist Live
● UCISA IG

OCTOBER

● HMC Annual Conference
● Higher Education Real Estate and Infrastructure
● EduTech Show
● Higher Education Conference
● Academic Venue Showcase
● UK Construction Week (B4E)
● The Education Building Forum
● MATs Summit
● Education for the Soul
● Simo Educacion

NOVEMBER

● Education Estates
● WIRED Next Generation
● UCISA CISG-PCMG
● InnovateEdTech Conference
● Green Gown Awards
● University & Healthcare Estates & Innovation
● Class Conference
● Education Forum
● GSA Annual Conference for Heads
● Academic Venue Awards
● Education Buildings Scotland
● Scotland Build Expo
● EdtechUK Global Summit

DECEMBER
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● Student Accommodation Awards and Conference
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ANNUAL CAMPAIGNS
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DIGITAL CAMPAIGN
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Annual Campaigns
INTEGRATED CAMPAIGN
Each edition (Monthly) our partner
receives over a 12 month duration…
● x1 full page of editorial in the mag
● x1 full page advert in the mag

(opposite or separate to the editorial)

● The above pages included in the digital

magazine (4K reads per edition)

● x1 blog hosted by www.edtechnology.co.uk

(use magazine editorial – 14K users p/m)

● Leaderboard on homepage
● Blog to receive social media support

from ET (13K followers)

● x1 newsletter sponsored story

(sent to 6K opt-in subscribers)

● Enhanced marketplace listing in applicable

category (active all year)

50%
SAVE

OFF
RATE CARD

● Partners preferentially approached to contribute

on in-house articles as industry experts

● Further ad placements across all publications to

receive 20% discount for the duration of the year

Annual partner rate per edition:
£1,667+VAT per edition. RRP £4,000 per edition
Per annum: £9,999+VAT

Click here
to read the
latest issue
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Annual Campaigns
DIGITAL CAMPAIGN ONLY
● x12 blogs / online news stories

(one per month – 14K users p/m)

● Blog used as sponsored story in each month’s

ET newsletter (6K opt-ins)

● Sponsor button in each month’s ET newsletter
● Social media support each month for your

blog (13K followers)

● Leader board on www.edtechnology.co.uk homepage for

the duration of the year

● x6 solus mail shot to ET’s database of subscribers

(every other month) sent to 6K opt-in subscribers

● 12 month enhanced marketplace
● x4 targeted Facebook ads to the demographic,

regions, professions of your choice

● Partners preferentially approached to contribute

on in-house articles as industry experts

● Further ad placements across all platforms to

receive 20% discount for the duration of the year

Annual partner rate per month:
£750 RRP £1,329 per month
Per annum: £8,999
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PRINT ADVERTISING
RATE CARD
PRINT RATE CARD

20

CREATIVE OPTIONS:

21

Gatefolds, Belly Bands & Wraps

MAGAZINE SPONSORSHIP
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Print Rate Card
SIZE

1 ISSUE

3 ISSUES

6 ISSUES

12 ISSUES

DISPLAY
Quarter page

£540

£486

£432

£378

Third page

£720

£648

£576

£504

Half page

£1,080

£972

£864

£756

Full page

£1,500

£1,350

£1,200

£1,050

Double page spread

£2,400

£2,160

£1,920

£1,680

Ist double page spread

£3,168

£2,376

£2,112

£1,848

Inside front cover

£2,040

£1,836

£1,632

£1,428

Inside back cover

£1,800

£1,620

£1,400

£1,260

Outside back cover

£2,040

£1,836

£1,632

£1,428

Ist right-hand page

£1,620

£1,458

£1,296

£1,134

False front cover

£3,000

£2,700

£2,400

£2,100

SPECIAL POSITIONS

FEATURE SPONSORSHIP
Sponsor sandwich (2 x full page adverts either side of article, column, logo throughout article)

£1,920

Centre Pillar (1 x full page advert in central position of a double page spread)

£1,440

Feature Bookends (2 x half page vertical adverts on outside edges of a double page spread)

£1,440

Tower Bookends (2 x quarter page vertical adverts on outside edges of a double page spread)

£1,200

Fireplace (1 x half page horizontal advert in bottom centre of double page spread)

£1,200
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Creative Options
THROW OUTS
THROW OUT

THROW OUT INSIDE FRONT OR INSIDE BACK COVER 3 PAGES
The inside front cover has the ability to throw out from the magazine into an eye catching double page spread where
you get three pages of coverage to use for adverts, advertorials or a combination of the two. It’s very high impact and
a great way to make a splash!

Cost: £2750 + VAT
THE WRAP 8 PAGE THROW OUT
The front cover is designed to fit with the style and feel of the magazine, the outside back cover to be striking and
image-lead. The inside front and inside back cover have the ability to fold out from the magazine into an eye catching
double page spread giving you six pages of coverage to use for adverts, advertorials or a combination of the two. It’s
very high impact and a great way to make a splash!

Cost: £4995 + VAT

BELLY BAND
BELLY BAND

ATTACHED TO CENTRE SPREAD

A belly band is a furnished paper outsert with your message on it that is wrapped around the magazine. Readers
will see your piece as it will have to be removed before they can read their issue. The belly band is attached to
the centrespread which you also get as part of the package. We recommend you run a large brand ad or DPS of
advertorial to maximise the page views the belly band delivers to this specific section of the magazine.

Cost: £3,500 + VAT
RETURN TO CONTENTS
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Magazine Sponsorship
PLATINUM

● 8 page magazine wrap plus outside cover (False cover (front and back) with

inside front and inside back cover 3 page throw outs/gatefolds).

● Logo on front cover of magazine
● Logo on all independent pages
● All print activity duplicated in digital mag
● Homepage takeover for a month
● Site upload of native editorial/advertorial.
● x2 Solus mail shots
● Newsletter inclusion of native editorial/advertorial
● Newsletter sponsor button
● Social media support

Cost: £8999 + VAT

GOLD

● Standard magazine wrap (False front and outside back cover ad)
● Logo on front cover of magazine
● Logo on all independent pages
● Centre spread DPS of native editorial/advertorial
● All print activity duplicated in digital mag
● Homepage takeover for a month (branding on all banners

on the same rotation)

● Site upload of native editorial/advertorial
● Solus mail shot
● Newsletter inclusion of native editorial/advertorial
● Newsletter sponsor button
● Social media support

Cost: £6999 + VAT
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Magazine Sponsorship
SILVER
● Premium brand sandwich: inside front cover 3 page throw out/gatefold and

outside back cover

● Logo on front cover of magazine
● Logo on all independent pages
● All print activity duplicated in digital mag
● Homepage reskin for a month
● Site upload of native editorial/advertorial.
● Solus mail shot
● Newsletter inclusion of native editorial/advertorial
● Newsletter sponsor button
● Social media support

Cost: £5999 + VAT

BRONZE
● Branded belly band around every copy of the magazine.

Belly band fixed to your content submission.

● Full page of native editorial/advertorial located next to relevant feature
● All print activity duplicated in digital mag (excluding belly band)
● Newsletter inclusion of native editorial/advertorial
● Site upload of native editorial/advertorial
● Solus promoting native editorial/advertorial feature and

linking through to article

● Homepage masthead for a month
● Newsletter sponsor button
● Social media support

Cost: £3999 + VAT
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PRINT ADVERTISING
& EDITORIAL SPECS
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PRINT AD SPECIFICATIONS
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FEATURE SPONSORSHIP SPECIFICATIONS
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ADVERTORIAL SPECIFICATIONS
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Magazine Artwork Specifications
DOUBLE PAGE
+ BLEED

FULL PAGE
+ BLEED

HALF PAGE
HORIZONTAL

HALF PAGE
VERTICAL

QUARTER
PAGE

Double page: 420mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Full page: 210mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Half page horizontal: 180mm(w) x 128mm(h)
Half page vertical: 88mm(w) x 262mm(h)
Quarter page: 88mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:
Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
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Feature Sponsorship Specifications
SPONSOR SANDWICH

CENTER PILLAR*

+

FEATURE BOOKENDS

TOWER BOOKENDS

FIREPLACE*

Sponsor sandwich: 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts and
keep all text 15mm away from the page edges.
Center pillar:* 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Feature bookends: 88mm(w) x 262mm(h)
Tower bookends: 43.75mm(w) x 262mm(h)
Fireplace:* 205mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:
Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
* For fireplace and center pillar adverts, please allow for center fold break when designing artwork.
RETURN TO CONTENTS

26

Advertorial Specifications
DOUBLE PAGE

FULL PAGE

HALF PAGE

QUARTER PAGE

1,000 - 2,000 words
4-5 images

500 - 650 words
3-4 images

300 - 350 words
2-3 images

140 - 160 words
1-2 images

● Avoid hyperlinks, underline, italics, bold font – copy should be as clean as possible.
● Copy submitted should be the final version approved by all parties involved.
● Copy should be submitted as a word attachment, rather than in the main body of the email.
● Any additional notes to the editor should be made clear in this word document,

rather than in the body of the email.

● Please start the article with an introductory sentence of 20-30 words, introducing who has written the

piece and giving an overview of what the piece is about: e.g. Paul Jagger, partner at Farrell and Clark, offers advice
on the changing dynamics of student accommodation.

● Please include all contact information you would like to be included in the article.

IMAGES
● Hi res jpegs are the favoured option (minimum 500kb).
● Images from websites, or embedded into word documents, are generally no good.
● Please put clear captions on images.
● If there are a number of large pictures, please send via WeTransfer or Dropbox.

FEATURE HINTS
Aside from good pics, there are plenty of ways to enliven a feature, making it more readable/digestible.
Some suggestions:
● Box outs. Take one element of the feature, and run it as separate piece, ideally with its own image.
● Timelines. Works well if there’s a linear story to tell (eg a construction case study)

Easy to read and looks great, especially over a double page spread or longer.

● Lists/bullet points/charts/graphs.

PROOFS
Wildfire Comms operates a two-proof policy. A PDF proof of the set article will be provided.
A further proof will then be provided to clarify and approve any amendments.
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DIGITAL ADVERTISING,
RATE CARDS & SPECS
USE OUR WEBSITE

29

USE OUR DATABASE
NEWSLETTER SPONSORSHIP

30

E-SHOTS
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LEAD GENERATION, ROUNDTABLES & WEBINARS
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Use our Website

DIGITAL RATE CARD & SPECS FOR BANNERS,
MARKETPLACE PROFILES ETC
POSITION

RATE (PCM)

DIMENSIONS (W X H)

Enhanced profile in marketplace

£83

Contact the team

MPU

£200

260 x 217

Leaderboard

£400

728 x 90

Super leaderboard

£500

980 x 90, 980 x 100

Half page portrait

£500

300 x 600

Skyscrapers (l/r)

£700

90 x 480

Reskin (Skyscrapers & Super leaderboard)

£1000

See individual dimensions

SUPER LEADERBOARD

LEADERBOARD

MPU

HALF PAGE
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Use our Database
DIGITAL RATE CARD & SPECS FOR
E-SHOTS, & NEWSLETTERS ETC
POSITION

RATE

DIMENSIONS (W X H)

E-newsletter sponsor button

£75

265 x 90

E-newsletter text-panel entry

£170

Contact the team

E-newsletter leader banner

£400

540 x 60

Bespoke email shots

£800

See e-shot guidelines

PREMIUM NEWSLETTER SPONSORSHIP
● Leader Banner on 3 consecutive monthly newsletters (per quarter)
● Sponsor Button on 3 consecutive monthly newsletters (per quarter)
● A text panel / news story in 3 consecutive monthly newsletters (per quarter)
● News story uploaded to our site each month over the quarter
● Social media support of news story each month for the quarter

Total: £1,199 + VAT (discounted from rate card)

STANDARD NEWSLETTER SPONSORSHIP
● Sponsor Button on 3 consecutive monthly newsletters (per quarter)
● A text panel / news story in 3 consecutive monthly newsletters (per quarter)
● News story uploaded to our site each month over the quarter
● Social media support of news story each month for the quarter

Total: £699 + VAT (discounted from rate card)
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E-shot
E-SHOT GUIDELINES
WHAT ARE YOU AIMING TO ACHIEVE? DO YOU WANT TO…
● Drive traffic to your website? 		

● Build brand awareness?

● Increase sales? 			

● Grow your database?

It’s vital to define clear objectives and expectations from the outset.

GRAB YOUR AUDIENCE
● Use an engaging, informative and clear subject line to encourage readers

to click through. Ensure that it is relatable to our audience.

● Avoid clichés or jargon which wouldn’t appeal to our readers.

CONTENT
● Keep your message concise. Don’t overload your e-shot with too much text.

If your e-shot is too text heavy readers will lose interest.

● Use your image logo or other relevant images to give the reader immediate insight

into what your email is about.

● Be creative – think about how you can differentiate your email to ensure it will make an impact and stand out.
● Make your content relevant to our reader base. E.g. If you are advertising a product, include how

it can help our specific audience. How can it benefit the education sector? Can you include
an endorsement from someone in the industry?

● Offer an incentive – also make this industry specific. E.g. Mention that you are offer a 10% discount

for any education professionals, higher education institutions.

● Encourage contact, include various ways for the reader to get in touch (web, email, phone).
● Include social media icons to highlight that they can connect via social if relevant.

CALL TO ACTION
● Include a clear Call To Action in the top third of your e-shot so that it is seen in the first instance

when the email is opened.

● Include further CTAs within your e-shot but ensure your main aim is the focus.

Don’t confuse the reader by telling them to do too much.

TECHNICAL GUIDELINES
● If you’ve never designed an email before visit: http://bit.ly/1DPsosA
● If you have experience designing emails, please ensure it’s maximum 600px width and images are in

RGB with at least 72dpi (GIFs are suitable). Remember to put important information in the first frame of animated
images (some email clients only display the first frame).
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E-shot submission checklist
WHEN TO SUBMIT:
Please submit you HTML ready e-shot one week before the agreed send date. This
deadline will ensure that we can upload your content to our mailing system and
schedule the send date in good time.

FORMAT FOR SUBMISSION:
HTML ready in a zipped file with all design complete.

WHAT DO WE MEAN BY ‘ALL DESIGN COMPLETE’
All images embedded in to the mail shot, all links checked, no text amends necessary.
I.E. for all intents and purposes we can drop what you’ve supplied into our mailing
system straight away and send on without any issues.

SUBJECT LINE:
To ensure that your email reaches as many of our contacts as possible, it’s imperative
that you supply a subject line that is attractive and conveys a clear message. Please
submit this at the same point you provide the e-shot itself.

BEST PRACTICE:
If you are unsure on how best to put together your HTML you can create a free
Mailchimp account, where you can build the email with ease. MailChimp has a
campaign builder (no code needed) with a Word-like interface, so it’s really userfriendly. The advantage is that it constructs the email code to a very high standard
– and we won’t experience any errors when we gather the preview email campaigns
from you.
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Lead generation,
Roundtable & Webinars
LEAD GENERATION
Our education lead generation solution is built bespoke and is dependent on the requirements of our vendors partners.
We have the scope to utilise all digital solutions across our portfolio titles and social media.
The campaign can be launched on one or many of our leading educational sites, included in the relevant newsletters and
delivered to the newsfeeds or educational professionals through highly targeted and sophisticated audience analysis on
social media. All leads are prequalified and filtered through an online form which is designed to confirm the key criteria
and job function.

We require that our vendor partners supply the following:
● A call to action (previously we have successfully run competitions to encourage engagement)
● Lead qualification (job titles, brand location, industry segment)
● Duration of campaign.
● Total campaign budget

The cost of running a campaign is as follows:
One off administration and set up fee £350 + VAT
Cost per lead generated £85 + VAT

DIGITAL ROUNDTABLE EVENTS
An invite only, webinar style, recorded roundtable event between our client and up to 6 subscribers that
match the job title preferences you supply
● We source participants according to your brief and arrange a date and time for the roundtable.
● Wildfire and their client decide on roundtable topic
● All participants including the supplier get a question each that’s opened up to the group for discussion.

Wildfire to chair

● Contact details of all participants shared with our client
● Recording provided to client for reference and their use
● Suitable for market research, networking and new business generation

Cost: £750 + VAT per sourced participant
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Lead generation, Roundtable
& Webinars
WEBINAR
Wildfire will host, produce, record and edit your own bespoke webinar at their offices. This will
include full digital promotion to job titles that you identify and additional support through our
various outlets including:
● E-shots the opt in digital subscribers of all relevant databases
● Social media support
● Option to include external links
● Full reporting
● Editorial direction and input on content creation
● Marketing creative and design
● Data capture
● 6 months hosting on our relevant sites
● Full page post event review in print magazines
● Event listing across our relevant portfolio of publication titles
● Web banners across our relevant portfolio of publication titles

Cost: £5,500 + VAT per webinar

ET

Issue 36 | July 2018

w: edtechnology.co.uk t: @Educ_Technology

The Trusted Voice of ICT in Education

CLOUD COVERAGE
From data storage and security, to CPD and the intelligent campus,
we look at how cloud computing has impacted education
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VIDEO CREATION,
PRODUCTION & EDITING
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SOCIAL MEDIA VIDEO CREATION & MARKETING
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Corporate Video Production
PRODUCT
REVIEW

Cost: £1,250 + VAT

● Filmed at our office location
● We will source reviewers i.e: students or customer/client
● Will feature the Wildfire publication branding along with commercial

partner branding

● All products should be delivered to the office location
● Video duration will be up to 3 mins
● Promoted via the edquarter platforms and supported

with social media

PRODUCT
DEMO

Cost: £1,750 + VAT

● Filmed at our offices or commercial partners location
● Commercial partner required to arrange location if not at our offices
● Will feature Wildfire publication branding along with commercial

partner branding

● Viewers will see product in action
● Video duration will be up to 5 mins
● Promoted via the edquarter platforms and supported

with social media

EVENT
EXHIBITION
PROMO

Cost: £999 + VAT

● Filmed at the event
● Will feature commercial partners branding and products
● Script and time will be agreed beforehand
● Video duration will be up to 2 mins
● Promoted via the edquarter platforms and supported

with social media

TALKING
HEADS VIDEO
Cost: £999 + VAT

+ site visit travel costs

● Filmed at our offices or commercial partners location (travel cost

to be factored in for site visits)

● Script, time and general style to be agreed beforehand
● Video duration will be up to 2 mins
● Promoted via the edquarter platforms and supported with

social media
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Corporate Video Production
INITIAL
BRIEFING

Chat over phone or email to define the needs of the project

PROPOSAL

We will put together a full proposal for the project. Including outlines,
needs and accurate costings. This can be supplied by post or email

APPROVAL

Once you’re 100% happy with our proposal we’ll book you in and work
your project into our internal timetable.

PRE-PRODUCTION

We’ll agree a full schedule, finialise the script, scope out locations and
generally discuss the style and how your final project will look.

PRODUCTION

Our onsite film crew and editor will be with you and your team and
working with you on your project

POST PRODUCTION
SIGN OFF
REVIEW

Our in house team will take all footage from production and begin
to produce the project to its final standard. At this point you will see
a final preview of the film.

Final tweaks and amends, it’s then formatted and ready to use.
The product will then be supplied to you.

We take the time to take a step back and evaluate your project from start
to finish. Was it successful? Where could improvements be made? Did it
answer the original brief?

For our examples of our work please click the following links:
http://edtechnology.co.uk/Article/canvas-discusses-the-future-of-education-technology-at-bett
https://www.youtube.com/watch?v=ai5Wpqfc5js
https://youtu.be/Rlbks9f7cSQ
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Social Media Video Creation
& Marketing Support
SPECIALISTS IN TELLING YOUR STORY
AND GETTING IT HEARD ON SOCIAL MEDIA

Our award winning videos connect you directly with your audience.
Content is king in video marketing - we are experts in optimising and
marketing video content with audiences at the forefront of our minds.

STATS AND VIDEO EFFECTIVENESS

Video is now the best way to advertise and market to your audience.

OUR LAST TWO
SOCIAL MEDIA
VIDEOS REACHED

1.3 million
PEOPLE

● 4x as many consumers would prefer to watch a video about a product

than to read about it

● Cisco projects that global internet traffic from videos will make up 80% of

all internet traffic by 2019

ET SOCIAL MEDIA STATS
TWITTER FOLLOWERS

13,000

TWEET IMPRESSIONS

107k p/m

VIDEOS ON ET SITE

14,000 users
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Social Media Video Creation
& Marketing Support
SOCIAL MEDIA PLATFORMS
These are some of the most popular sites that we work on. These numbers
are still growing - The era of social media is just beginning...

32 million users in the UK

314 million UK

19 million UK

20 million UK

1.65 billion worldwide

500 million worldwide

467 million worldwide

1.3 billion worldwide

We design and optimise video content that speaks to and engages your audience. Using organic, paid,
and seeding we enable reach and views. Our arresting video content with copy and photography places
your brand in the conversation and at the forefront of audience’s minds.

REACH AND ENGAGEMENT
Our videos have reached millions of people online. Working with diverse brands and needs such as
Inked Media, iTunes and Save the Children we concentrate on great videos and their impact.
When marketing your product or service remember:
● Video viewers and customers are 64%

more likely to buy than non-viewers

● 70% of B2B buyers and researchers watch videos

Your message

throughout their path to purchase

£

RETURN TO CONTENTS

£

39

CONTACT US
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OUR OTHER TITLES
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Contact us

Craig Daykin

SOPHIE POSTMA

craig.daykin@wildfirecomms.co.uk

sophie.postma@wildfirecomms.co.uk

KEY ACCOUNT DIRECTOR

MARKETING MANAGER

Emily Gingell

MARKETING ASSISTANT

emily.gingell@wildfirecomms.co.uk

Wildfire Comms Ltd, Unit 2.4, Paintworks, Bristol, BS4 3EH
Tel: 0117 300 5526 | Visit: edtechnology.co.uk
Twitter: @Educ_Technology | Facebook: /edtechnology
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Our Other Titles

universitybusiness.co.uk

ie-today.co.uk

ie-today.co.uk/iSS-Magazine

b4ed.com

academytoday.co.uk
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