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

An independent voice
for the best schools
Independent Education Today (IET) is going from strength
to strength, consistently confirming its status as the marketleading magazine and website reporting on all aspects of
private education.
Uniquely targeted at headteachers, bursars and other key
decision makers and spenders within the sector, IET features a
wealth of informed and influential content, including:
● topical articles and leading opinions
● money & legal advice
● facilities & services
● school life

& sports

● in-depth interviews

● catering & hospitality

● innovations & edtech
● sustainability

We work closely with many of the top organisations in the
independent schools sector, joining with them to debate the
latest hot topics which matter to you.
Each issue is backed by an interactive digital edition and we
feature the latest news, views and blogs on our website www.ie-today.co.uk
The future looks brilliant at IET. Why not get involved?
JO GOLDING | EDITOR
jo.golding@wildfirecomms.co.uk | 0117 300 5526
Follow us @ie_today
Like us /ietoday

ie-today.co.uk
RETURN TO CONTENTS

When choosing a title to focus our
marketing activity, we wanted to ensure
we selected a journal that directly
reached our target market and one that
was widely read across the independent
education sector. Our account manager
at IE Today listened to our needs and as
a result developed a campaign that will
help us to achieve our aims.
JAMES GAMBRILL,
THE BROOKWOOD PARTNERSHIP

The experience I have had with
Wildfire has been both informative and
considered over the last 18 months. It
is a joy to engage with someone who
truly wants to help your brand grow.
Keep up the great work!
GEMMA PLATT,
MARKETING CASIO ELECTRONICS

04

Magazine facts
Frequency

Monthly

Print circulation

6,500

Monthly readership

11,250

Bonus event copies

7,000

Events

Distributed at over
20 key events

Digital facts
Users

8,000

E-Newsletter

Fortnightly email communication
to 6,000 subscribers

Find us on:
Social media
RETURN TO CONTENTS

twitter.com/IE_Today
facebook.com/ietoday
youtube.com/user/WildfireCommsUK

Twitter followers: 4,300
05

The independent
education industry
● “Fee paying education is about the only industry where the customer is also

the product” – The Heads’ Time Survey, HMC
● There are 2,700+ private schools in the UK
● Private schools educate 620,000 children in the UK
● Independent schools make an £11.7 billion gross value added contribution
to Britain’s GDP – more than the BBC or the city of Liverpool
● Independent schools support 275,000 jobs
– one for every two pupils

REACHING DECISION MAKERS

IET is not only read by key decision makers from the independent education sector –
it is also written by them. We are at the heart of the debate.
Recent contributors include: Chairman of Headmasters’ and Headmistresses’ Conference; Headmaster
of Wellington College; Deputy Headmistress of Manchester High School for Girls; partners from Veale
Wasbrough Vizards law firm; Director of Sport at Brighton College; Master of Haileybury; Chief Master
of King Edward’s School, Birmingham; national director of the Boarding Schools’ Association; Bursar at
Rendcomb College, facilities experts, catering managers and many more

Audience
JOB TITLES

MANAGEMENT &
OTHER INFLUENCERS
11%

HEADTEACHERS
& PRINCIPALS
76%

BURSARS, DIRECTORS,
MASTERS, HEADS
OF DEPT & SPORTS
DIRECTORS
13%

RETURN TO CONTENTS
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In every issue

news

School gets set to unveil fundraising
campaign to revamp historic building

UK teachers to share expertise in
girls’ education at Global Forum

T

eachers from UK
state and independent
girls’ schools will
lead discussion sessions and
share their expertise with 800
educators from 20 countries
in six continents at the Global
Forum on Girls’ Education
in Washington DC in June.
Headteachers from Girls’
Schools Association schools will
deliver 11 separate seminars
for people from countries as
diverse as the US, Colombia
and the Philippines, all of
whom share a commitment to
the best education for girls.
The Global Forum will
include sessions on health and

LATEST NEWS, events, Q&As,

opinions, political developments and features
from leading figures in the independent
education sector

ABOVE: FHS Nature Club
with Science Teacher Scott
Mears (left) and Jon Attwood,
The Woodland Trust (right)

Fairfield High School’s
(FHS) Nature Club was
delighted to officially
be presented with
over 400 trees, as part
of the Wild Harvest
Tree Pack, courtesy of
The Woodland Trust.

wellbeing, innovation, closing
gender gaps, leveraging local
and global partnerships, and
leadership. The keynote speaker
on leadership will be Lt-Col
Lucy Giles, the first woman
in a command leadership role
at Sandhurst, and a mentor
for aspiring women leaders in
both state and independent
schools in a partnership
between the Girls’ Schools
Association, the Association

of State Girls’ Schools and
Bright Field Consulting.
The Global Forum is a unique
partnership of international
educators. Led by the National
Coalition of Girls’ Schools
in the US, the 16 partner
organisations include the
Girls’ Schools Association,
the Association of State Girls’
Schools and the Girls’ Day
School Trust from the UK.
GSA President, Gwen Byrom,

As part of FHS’s commitment
to the natural environment,
it has consistently tried to
improve the school grounds
for wildlife, knowing also the
positive impact a greener
environment has on the
wellbeing of its students and
local community. The saplings
from 16 species including
silver birch, hazel, goat willow
and dog rose will be planted
to enhance the biodiversity
of our existing hedgerows
around the school’s sports
pitches.
This very welcome
donation will add to native
trees previously donated to
the school and planted by its
Nature Club and adds to the
fruit trees planted by each of
the Year 7 tutor groups
annually in September.
Scott Mears, Science
Teacher at FHS commented,
“We would like to take this
opportunity to publicly thank
the Woodland Trust for this
initiative which can only have
a positive impact on our local
environment. Our Nature
Club are a fantastic group of
dedicated students who are
excited to be planting this
variety of saplings, with the
prospect of watching them
grow over the coming years.”

said, “The Global Forum on
Girls’ Education is a tremendous
opportunity for educators of
girls across the world to get
together, share ideas and develop
projects and relationships
that reach across cultural and
geographic boundaries. We’re
really pleased to be one of
the strategic partners in this
alongside our state school
colleagues from the Association
of State Girls’ Schools.”

Truro School’s overseas universities initiative takes off
The Overseas Universities
Programme at Truro School
Sixth Form has soared to new
heights with an unprecedented
number of students heading to
the departure lounge this year.
Six students have received
offers to study in non-native
countries including the
USA, The Netherlands,
Switzerland and Ireland.
With the potential to study
at higher ranked universities
with cheaper – occasionally
zero – tuition fees, or at more
focused specialist educational
establishments, applications

LEGAL ADVICE: keeping you up to

date with legal issues which may affect
your school, written by lawyers from top
law firm and education specialists Veale
Wasbrough Vizards

to overseas universities
have increased nationally.
Mrs Jupp, the Sixth
Form’s Overseas Universities
Advisor, said, “It is fascinating
work. Every application is
different and it is incredibly
rewarding knowing that
the students are opening so
many doors to their future.
They gain not only a first-rate
degree but also experience
new cultures and languages.
Increasingly more students
are seeing the benefits of
studying abroad; they gain
so much more than a degree

ABOVE: Polina, Alec, Sean,
Amelia, Dominykas and Jozef
with Lucy Jupp

because they gain international
experience as well.”
Having officially started the

initiative back in 2015, previous
students who have enrolled
on the programme now study
all over the world including
places like New Zealand,
the USA and Lithuania.

Hipperholme Grammar School
is set to launch a mammoth
restoration project – with
the first phase set to return
its 18th-century school
hall to its former glory.
First built in 1782, following
an ambitious development
plan by then-schoolmaster
Richard Hudson, the hall was
originally used as a new school
room at the grammar school
in Bramley Lane, Halifax.
The stunning structure
was designed by local
surveyor Joseph Jagger and
built by Lightcliffe mason
Thomas Mallinson in the
18th century. The classicallysymmetrical building today
still boasts original features
such as large rectangular
windows, an amazing clock

tower and local stone.
Now, nearly 300 years later,
the school is embarking on its
very own ambitious overhaul
with the first stage aimed
at rebuilding the main wall
and clock tower to enhance
its fantastic features.
The school needs to raise
£20,000 for phase one work
and will be officially launching
a fundraising campaign at its
next Brodleians Reunion, which
takes place on-site on June 15.
The event will include special
presentations, performances
and a tour and welcomes
anyone with a connection
to the school – whether
alumni, staff, governors,
current pupils or parents.
Jackie Griffiths, Headteacher
at Hipperholme Grammar

School, said, “The school hall
is such a stunning feature of
our school which hundreds
of pupils, staff and parents have
all enjoyed. We’re so proud
of the history Hipperholme
Grammar School beholds
and we cannot wait to get
our campaign underway
to really highlight our
impressive heritage.”

Parsons Green Prep pupil sets
new ISA Regional athletics record
In June, Parsons Green Prep
School took a group of athletes
to the annual ISA Athletics
Regionals at Thames Valley
Athletics Stadium in Windsor.
This is the largest-attended ISA
sporting event in the calendar
year, with 33 schools entering
and over 1,000 athletes from
Year 4 to Year 13 competing.
The PGP team was made
up of 13 athletes of varying
ages across Key Stage 2. The
children represented the school
in both track and field events
in the 60m, 75m, 80m and
100m sprints, middle distances
at 600m, the long jump, the
cricket ball throw and the
rounders ball throw. Ella (U11)
and Emily (U12) performed
admirably in the 600m event,
finishing fifth and sixth overall
from a field of 22 runners.
Lucinda (Year 6) won gold
in the girls’ U12 80m sprint by
an impressively wide margin.
This was richly deserved as

she came fourth last year and
her improvement since then
has been staggering. Henrik
won double gold in the U10
and U11 60m and 75m sprint,
setting a new ISA regional
record of 9.2 seconds for the
60m. Henrik, who is only in
Year 3, won both events despite
being a year young for the U10
category and two years young
for the U11 category, which
marks this as one of the finest
sporting performances ever
seen at Parsons Green Prep.
Mr Will, Head of Sport
at Parsons Green Prep,
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commented, “This event is
truly inspiring. It gives our
children the chance to express
themselves in an environment
they clearly feel comfortable
in. Today I am bursting with
pride from the achievements of
the team. They have excelled
themselves – each and every
one of them. I have to give a
special mention to Lucinda
and Henrik, who blew me
away with a performance
that made the hairs on the
back of my neck stand up.
This was a real red-letter day
for Parsons Green Prep!”
@ie-today | ie-today.co.uk | 09
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MONEY: experts advise on how to

out, deliberate or cordially unintentional,
of those who are new to our ranks. Trust
us, you are one of us, you are welcome.”
Or not, as was the case on this occasion.
The second night of the conference gala
dinner was formal, organised even unto
the seating plan posted in advance. There
would come a time when I had to write these
plans. Lordy, were they difficult! Social,
political, time-consuming, ‘You’re never
going to get it right, so sod it’ nightmares.
But I did not mind, to the point where I
would toil with the intricate jigsaw until
the small hours, and weep when someone
failed to turn up and the plan went wrong
and there was a gentle chorus of, “I don’t

cut costs and boost revenue

trying to crash into a new and casually
hostile world. Running away to room
service was very attractive indeed.
Somewhere deep inside I found the nerve
– today, perhaps, we would call it resilience
– to sashay nonchalantly down the long
narrow room in pursuit of a table far enough
away for the gentlemen (hah!) of the first
table not to see if I got turned away again.
And I found a home. The Head who
beamed, “Of course!” to my hesitant
(terrified) request to join him at his table
had an unusual surname, and I said, “Years
ago, I got salary checks signed by a person
with that same name!” And he said, “You
must have worked for the University

With a brand new Headship and at what was then the peak of
my career, I was 11-years-old again, and trying to crash into a new
and casually hostile world. Running away to room service was
very attractive indeed

FACILITIES: playgrounds, heating, lighting,

services, security, washrooms, more

Only connect

SCHOOL LIFE: teaching, extra-curricular

O

nce upon a time, at a
conference in a galaxy
far away, a very new
headteacher (like, two
weeks in post) attended
her first association conference. She had
seen Heads under whom she had served
shoot off for such an occasion towards the
end of a busy year, returning refreshed to
the fray, reporting on great speakers, nice
locations, how lovely to see old friends from
their teaching past. What was not to like?
It was slightly tricky to be attending this
prestigious conference with just two weeks’
experience of headship to bring to the party,
and to feel just a little like an imposter, the
place having been booked originally for her
predecessor. But hey, thought the new Head,

activities, school trips, sport & leisure, uniforms,
boarding, career advice

“You’re a big girl now – you can hack it!”
It was a long way from home and, since
she was so new, she expected to know no one
who would also be attending. She expected
that everyone there would be trailling clouds
of glory and experience and revelling in the
simple familiarity of this annual occasion.
“My second headship – so good
to see old friends again!”
“Lovely to see you, I hear things
are going well at Bloggs College!”
“And how are you – how long is it
since we started out as housemasters in
that funny little school in the north?
You have lost so much weight!”
For the new Head, effectively deputising
for the original Head who had moved to a
school outside this particular association,

attending at all was like a first day at a
new school arriving in mid-term. How
many attendees would also be new to
Headship, new to the school, new to the
association and in post a mere 10 days,
consequences of a booking made for the
previous Head and a bizarrely late Easter?
Answer: none. None except your humble
correspondent. And you might reasonably
be thinking, “Now get over it and get on
with it.” So, once upon a time – what?
I ask you to imagine dinner on the
first night, the first major hurdle for the
newbie, because no one gets chatty during
presentations or lectures or seminars, so
your isolation is invisible and unremarkable.
Who would know? And there was not,
in those days, much in the way of group

Main image © depositphotos.com

Hilary Moriarty reflects on her first conference as a
headteacher and how she learnt about the power of connections
work or requests from the stage for us all to
“Get into pairs, and discuss…” So, in the
working part of the conference, the newbie
is safe, one of the crowd, unremarkable.
But the first night dinner? Sorry –
First Night Dinner? Now the truth
will out, and ‘Billy and Betty No
Mates’ may be completely exposed.
Their only defence is a table plan.
God bless table plans, for taking the
whole, ‘Where do I sit? Who do I know?
How do I do this?’ agony out of your
hands. The table plan says, “Do not worry,
little newcomer, we have got your back.
We will tell them all where to plonk their
sorry asses, and you too shall be included,
as if, in truth, you actually belong in this
august assembly. There will be no freezing

know why you bother – these are grown
up people, they can find a chair!”
But once I had suffered from the lazy
alternative, usually dressed up as, “But
people want to catch up with old friends,
let them sit where they like!” I knew that in
reality no table plan for the first night was
an organiser’s cop out, saving hours in the
office but virtually pinning a label on the
newcomer’s back – ‘Billy/Betty No Mates.’
But to return to the plot: on that
memorable night, the excitement of a new
Headship coupled with the excitement
of a lovely conference to attend giving
me what I thought was a gentle glow,
I smiled as I approached a table for 10
with three people already gathered.
And I asked, “May I join you?”
And they said, “No”.
After that, I barely heard the rest
– “We’re keeping these places for
our friends – we always meet up at
these conferences – so sorry!”
I wanted the ground to swallow me up.
Was it my frock? My accent? My perfume?
None of the above of course – they’d
have been ‘keeping these seats’ even if the
Queen had approached. What do I do now?
What if it happens again? At every table?
Where was the nearest exit from the dining
room? Should I pretend I was ill? And if
I left, did the hotel do room service?
With a brand-new Headship and
at what was then the peak of my
career, I was 11-years-old again, and
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of Cardiff – and that was my dad!”
And we were away – connected. The fact
that his school turned out to be 10 miles
from mine was a bonus, and he became in
due course, not just a dinner companion, but
a mate in the bear-garden which Headship
can be. And that, as they say, is another story.
So what connection might there be
between this particular occasion and the here
and now? It came to mind when reading
of opportunities which were available
to children in independent schools. It
occurred to me that almost regardless of
exam grades and university applications,
an independent school is often able to offer
connections, avenues, openings, simple
introductions to a much wider world
beyond the classroom. There’s more to an
education than classrooms and books and
numbers and grades. As in a complicated
crochet pattern, one connection can lead
to another. Having the confidence and
the grace to welcome the stranger is part
of it; and just as important is the capacity
to take the odd knock to your confidence,
gather your thoughts, and bounce back.

Hilary Moriarty is an
independent advisor for
schools, a former Head
and former National
Director of Boarding
Schools Association

@ie-today | ie-today.co.uk | 15

CATERING: all aspects of food & drink,
focusing on specialist education caterers

special report

Sponsored by

INNOVATION: edtech updates, MIS case
studies, cloud technology, more
special report
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KEEP IT GREEN: how schools can reduce

Over 70% of those who go abroad return to teach in Britain
within 10 years. High-quality teachers are the most important
resource in any school. We’re talking about a precious cargo:
children’s lives and futures

here’s a ‘gold rush’ underway.
around the world – 45% of the international
Not to California this time
schools market – are now a leading UK
but out to the Middle and
export, valued at more than £1bn together
Far East where growing
with the crucial ‘soft power’ and influence
numbers of the top British
they generate, through educating tomorrow’s
independent schools are piling in to open
global elite and highlighting the value of
potentially lucrative international schools,
British culture and education worldwide.
exploiting their prestigious names.
The Department for International Trade
Harrow, Dulwich, Malvern and Brighton
(DIT) is well aware of the sector’s huge
College are among the renowned UK
importance in boosting trade links through
schools dominating the overseas market,
strengthened bonds, mutual understanding
Teachers
at auppremium
while Westminster
Schoolare
is setting
six
of different cultures and the provision
offshoots in as
China,
teaching theschools’
of a top-class education to ex-pat and
theunusually
international
Chinese curriculum to children from six
local families. At the recent [May 2018]
sector
explodes,
reports
upwards, though students aged 16–18 will
conference of COBIS, the organisation
Sally
Jones
study the English
national
curriculum.
which accredits reputable British
The 4,300 British international schools
International Schools abroad, International

ALL: It is estimated
that British
international schools
will need 230,000
more teachers

INTERNATIONAL: everything from
integrating overseas students to setting up
foreign franchises

Trade Minister, Graham Stuart, announced,
“In 2017/2018, DIT helped 12 UK school
groups achieve 15 export wins valued at
£170m. This Government will work hard
to ensure that British education continues
to shape the world.” He cited Brighton
College and Lady Eleanor Holles among
the well-known schools which the DIT
has helped to open overseas campuses.
Amid the euphoria, however, is growing
concern. The entire sector is growing 6% a
year with 450 new schools opening annually,
boosting demand for high-quality staff:
in the next decade, British international
schools will need an estimated 230,000
more teachers. So where will they come
from, particularly given teacher shortages
in the UK with pupil numbers predicted
to rise by 530,000 over the same period?
COBIS has just undertaken a major
survey analysing the flow of teachers in
and out of the sector. The data, based
on more than 1,600 responses from
international school leaders and teachers
on the move suggests that although many
schools find recruitment ‘challenging’,
the overall picture is complex. New
initiatives are underway to make up the
shortfall: increased marketing, portraying
teaching as a high-flying international
career, enhanced professional development
and greater training of local teachers, to

boost supply in Britain and abroad.
“Almost a third of British teachers
moving into the international sector had
been considering leaving the profession
beforehand,” explained COBIS CEO
Colin Bell, “and over 70% of those who go
abroad return to teach in Britain within 10
years. High-quality teachers are the most
important resource in any school. We’re
talking about a precious cargo: children’s
lives and futures and we’re devising
innovative solutions to ensure far greater
numbers of teachers are trained in the British
system to supply the entire profession.”
Michael Wilson, soon-to-be-head of
the fast-growing Cranleigh, Abu Dhabi,
has been involved with recruiting its
teachers since late 2013. He believes the
overseas sector offers opportunities to
bring in talented graduates who might
not normally come into the profession.
“I’m convinced that offering tax-free
salaries together with accommodation and
training could actually help showcase a
profession that is struggling to fi ll teacher
training places,” he said. “When we
initially began our recruiting, we brought
in a specialist to help us. He said that if
you look at a candidate’s CV and ring their
referees, they won’t say nasty things. Instead
he recommended asking the applicant
which people have inspired them in their

career to date, then contacting them. If
they say ‘Yes, huge potential,’ that’s great.
But if they say ‘Who?’ you need to do
more work on checking out the candidate.
Speaking to these people after the interview
gave us a much clearer view of who we
were dealing with. I’ve also noticed that
candidates who were described, or described
themselves, as conscientious, ‘working
hard with a purpose’, have been the ones
who have stayed and risen to the top.”
Anne Howells, Headmistress of the
British International School in Stavanger,
faces entirely different obstacles, relying on
quality of life to offset Norway’s cripplingly
high taxes when recruiting staff.
“It’s frustrating and time-consuming,”
she explained. “I’ll often get six or seven
good people applying but my heart sinks as
I get call after call saying, ‘I’d love to come
but I’ve worked out what the tax is!’ The

@ie-today | ie-today.co.uk | 19

Picture Credit © Brighton College Abu Dhabi
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Picture credit © Jess Dubai
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their carbon footprint – eco-tips and case
studies galore
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Features list & deadlines
NOVEMBER 2018

THE CATERING ISSUE
EDITORIAL DEADLINE:
28 SEPTEMBER
ADVERTISING DEADLINE:
5 OCTOBER

DECEMBER 2018

REVIEW OF THE YEAR
EDITORIAL DEADLINE:
2 NOVEMBER
ADVERTISING DEADLINE:
9 NOVEMBER

JANUARY/FEBRUARY
2019
THE STEAM ISSUE
EDITORIAL DEADLINE:
30 NOVEMBER
ADVERTISING DEADLINE:
7 DECEMBER

MARCH 2019

THE MONEY ISSUE
EDITORIAL DEADLINE:
1 FEBRUARY
ADVERTISING DEADLINE:
8 FEBRUARY

SPECIAL REPORT: Out of the canteen, and into the classroom: how schools
promote healthy eating throughout the school day
FOCUS: SEND schools
INSIGHT: Creating the best sporting facilities
EVENT PREVIEW: GSA Annual Conference

SPECIAL REPORT: What challenges and opportunities have occurred for
the independent education sector in 2018?
FOCUS: New education technology in 2019
INSIGHT: How UK independent schools are planning for further
international expansion
EVENT REVIEW: GSA Annual Conference
SPECIAL REPORT: STEM or STEAM? Independent school headteachers
share their thoughts…
FOCUS: Why is school uniform still successful in 2019?
INSIGHT: How is the curriculum changing?
EVENT PREVIEW: Bett 2019
PLUS: Independent School Sport, Spring 2019
SPECIAL REPORT: How are scholarships and bursaries changing the
independent education sector?
FOCUS: Ground-breaking facilities
INSIGHT: How can headteachers make the most of conferences/events?
EVENT PREVIEW: Education Show and ISPEC
EVENT REVIEW: Bett 2019

APRIL 2019

THE CATERING ISSUE
EDITORIAL DEADLINE:
1 MARCH
ADVERTISING DEADLINE:
8 MARCH

SPECIAL REPORT: How can independent schools ensure their school
lunches remain attractive to all pupils?
FOCUS: Innovative ways of addressing mental health and wellbeing
in schools
INSIGHT: Headteachers share their fundraising tips and tricks
EVENT PREVIEW: BSA Annual Conference and COBIS Annual Conference
PLUS: Independent School Sport, Summer 2019

RETURN TO CONTENTS
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Features list & deadlines
MAY 2019

THE INTERNATIONAL
ISSUE
EDITORIAL DEADLINE:
29 MARCH
ADVERTISING DEADLINE:
5 APRIL

JUNE 2019

THE TECHNOLOGY ISSUE
EDITORIAL DEADLINE:
26 APRIL
ADVERTISING DEADLINE:
3 MAY

JULY/AUGUST 2019
THE PEOPLE ISSUE
EDITORIAL DEADLINE:
31 MAY
ADVERTISING DEADLINE:
7 JUNE

SEPTEMBER 2019

THE RECRUITMENT ISSUE
EDITORIAL DEADLINE:
26 JULY
ADVERTISING DEADLINE:
2 AUGUST

OCTOBER 2019

THE UNIFORM ISSUE
EDITORIAL DEADLINE:
30 AUGUST
ADVERTISING DEADLINE:
6 SEPTEMBER

SPECIAL REPORT: How international schools offer unique opportunities
to UK independent schools
FOCUS: Are more female pupils engaged in STEM compared with 10
years ago?
INSIGHT: How to ensure your independent school is ready for exam season
EVENT PREVIEW: HMC Spring Conference, Facilities Show and IFSEC
EVENT REVIEW: Education Show 2019
SPECIAL REPORT: How is social media impacting today’s young people?
FOCUS: Smart school facilities
INSIGHT: Is the tradition of sports day still relevant?
EVENT REVIEW: BSA Annual Conference and ISPEC

SPECIAL REPORT: Inspirational teachers at home and away
FOCUS: Rebranding schools
INSIGHT: International recruitment – what needs to change?
EVENT REVIEW: HMC Spring Conference and COBIS

SPECIAL REPORT: How to recruit and retain teachers in independent schools
FOCUS: How are independent schools keeping in touch with alumni?
INSIGHT: The art of refurbishing facilities
EVENT PREVIEW: HMC Autumn Conference and Education for the Soul

SPECIAL REPORT: The positive impact of school uniforms
in independent schools
FOCUS: Should schools organise more school trips?
INSIGHT: Housemasters and housemistresses share their thoughts
about pastoral care in boarding schools
EVENT PREVIEW: Education Forum 2019 and GSA Annual Conference
PLUS: Independent School Sport, Autumn/Winter 2019
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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

RETURN TO CONTENTS

12

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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ANNUAL CAMPAIGNS
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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 (2K reads per edition)

● x1 blog hosted by www.ie-today.co.uk

(use magazine editorial – 8K users p/m).

● Leaderboard on homepage
● Blog to receive social media support

from iE (3.4K followers)

● x1 newsletter sponsored story

(sent to 6K opt in subscribers)

● Enhanced marketplace listing in applicable

category (active all year)

● Partners preferentially approached to contribute

50%
SAVE

OFF
RATE CARD

iE

Issue 91 | July/August 2018 | £3.99 where sold

w: ie-today.co.uk t: @ie_today

on in-house articles as industry experts

● Further ad placements across all publications to

Celebrating the UK's independent schools

receive 20% discount for the duration of the year.

Annual partner rate per edition:
£1,600+VAT per edition. RRP £4,000 per edition
Per annum: £16,000+VAT

Home and away

The challenges and opportunities
facing schools in overseas recruitment

THE
ISSUE

iE

Issue 91 | July/August 2018 | £3.99 where sold

w: ie-today.co.uk t: @ie_today

PLUS
+ Could you pass
today's GCSEs?
Celebrating the UK's independent schools

+ Best of Bake Off
+ Pixar's co-founder
talks tech
+ Sports for all

Home and away

The challenges and opportunities
facing schools in overseas recruitment

THE
ISSUE

PLUS
+ Could you pass
today's GCSEs?
+ Best of Bake Off
+ Pixar's co-founder
talks tech
+ Sports for all

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 months

iE’s newsletter (6K opt ins)

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

blog (4.3K followers)

● Leader board on www.ie-today.co.uk homepage

for the duration of the year.

● x6 solus mail shot to iE’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

RETURN TO CONTENTS
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PRINT ADVERTISING
RATE CARD
PRINT RATE CARD

18

CREATIVE OPTIONS:

19

Gatefolds, Belly Bands & Wraps

MAGAZINE SPONSORSHIP
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Print Rate Card
SIZE

1 ISSUE

3 ISSUES

6 ISSUES

12 ISSUES

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

DISPLAY

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

RETURN TO CONTENTS
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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

RETURN TO CONTENTS
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PRINT ADVERTISING
& EDITORIAL SPECS

RETURN TO CONTENTS

PRINT AD SPECIFICATIONS

23

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.

RETURN TO CONTENTS
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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
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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.
RETURN TO CONTENTS
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DIGITAL ADVERTISING,
RATE CARDS & SPECS
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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)

RETURN TO CONTENTS
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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.

RETURN TO CONTENTS
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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

iE
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VIDEO CREATION,
PRODUCTION & EDITING
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CORPORATE AND PROMOTIONAL VIDEOS
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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

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.

SIGN OFF

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

REVIEW

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

IET SOCIAL MEDIA STATS
TWITTER FOLLOWERS

4,300

TWEET IMPRESSIONS

107k p/m

VIDEOS ON ET SITE

8,000 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

£
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CONTACT US
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OUR OTHER TITLES
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Contact us

Fiona Cowan

Jason Hewitt

fiona.cowan@wildfirecomms.co.uk

jason.hewitt@wildfirecomms.co.uk

KEY ACCOUNT DIRECTOR

ACCOUNT MANAGER

Sophie Postma

Emily Gingell

sophie.postma@wildfirecomms.co.uk

emily.gingell@wildfirecomms.co.uk

MARKETING MANAGER

MARKETING ASSISTANT

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

universitybusiness.co.uk

edtechnology.co.uk

ie-today.co.uk/iSS-Magazine

b4ed.com

academytoday.co.uk
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