
 
PROMOTING YOUR LICENSED TUTOR OFFER TO TEACHERS 
 
We all receive on average around 3,000 advertising messages a day; and schools are not 
immune from this barrage of communication messages. So why would a teacher read any 
of your materials? And if they read your leaflet or letter, why should they then book your 
course rather than somebody else’s? 
 
The answer to these questions can be split into four areas:  
 

a) How to get your materials to the right person 
b) How to get the decision maker to then read your materials 
c) How to get them to decide they need this training 
d) How to get them to choose you to train them 

 
a. Getting your materials to the right person 
 
Who are you writing to? 
If you wish to target several school staff members with one mailing, ensure your leaflet gets to the right 
people by labelling it correctly for their pigeon hole. If your leaflet says: “For the attention: Early Years 
Teachers, please circulate’, no one believes it is for them and the reach will be minimal.  
 
Ideally include several leaflets in one envelope together and label each for each different teacher, for 
example, FAO: Early Years Coordinator, FAO: Year Two Teacher, FAO: Year One Teacher etc. 
 
When to mail, how often to mail? 
You can use direct mail (by post) and/or email to promote your courses. When you use direct mail you 
have several options. The most expensive but with highest response rates is a bespoke, personalised 
mailing containing only your materials. A shared mailing whereby you ‘piggy back’ with other 
organisations sending out a mailing offers lower costs but also lower response rates.  
 
Email is another option. You can source contact details for free online. This is time consuming so an 
alternative is to purchase one of the many mailing lists available, ranging from those with teachers’ 
personalised email addresses to those one general address per school.  
 
Choosing the right media and having exactly the right message, presented in the right way, are key to 
your success. Otherwise the promotion will fail even though you are offering an excellent course. 
 
Teachers and school decision-makers need time to plan their attendance. Off-site courses will require 
teachers not only to find time in their diary but also to gain permission from a member of the Senior 
Leadership to be released to attend and for cover to be arranged. 
 
Consider promoting your course/s in two parts:  
1.  6-8 weeks (or a term) in advance for those schools and teachers that are keen to forward plan 
2.  3-4 weeks in advance for those last few places 
 
To make your budget stretch, you could send an email six weeks before, supported by a postal mailing 
one month before.  
 
b. Getting the decision maker to read your materials 
 
Your materials need to stand out, to be original and supported by evidence that what you are offering 
works. If the teacher misunderstands or doesn’t appreciate these facts then the uniqueness of your offer 
will be lost and you will receive disappointing take up.  
 
c. Getting the decision maker to decide they need this training 
 
Whilst school budgets are being stretched, your promotional materials need to reflect that your course/s 
are an essential, rather than a desirable, part of a teacher’s CPD.  
 
Use statements such as, “at the end of the course you will be able to”, rather than saying that the course 
will be “looking at” or “exploring” a particular issue. Support your offer with evidence and if you can, 
include a case study to show how your training made a difference. This will help increase your take up. 
 
 
 
 



 
d. Getting the decision maker to choose you  

 
Try to avoid statements that just answer the following questions, an error made by many 
competitors. 

a) What is the course title? 
b) What does it aims to do? 
c) Who would benefit from attending? 
d) What are the locations and dates of training? 

 
Such messaging works well for large numbers of people who are already ‘sold’ on your course, but just 
need diary dates and location. However most of your audience will receive announcements like these 
weekly and most will bin or delete. You need to ensure that your materials are read and digested and this 
requires more effort than just sending out a leaflet or email now and again and crossing your fingers.  
 
SOME ADDITIONAL TIPS 
 
Here are some further suggestions to help make marketing your offer smarter. 
 
Use various media 
Many schools will say they ‘don’t forward emails to teachers’, yet some more environmentally friendly 
schools will welcome email. Try both in tandem and remember that email can link directly to a website 
and direct mail will need a different but complementary approach. 
 
Test ‘copy’ 
There is no one way of advertising but your ‘copy’/text is going to be of more interest than pictures. The 
teachers you are targeting are educated, literate people who place importance on the written word. …but 
what copy should you use to describe the product? 
 
There are number of ways of writing copy – but you will need to focus on what is in it for the schools you 
are targeting. The I CAN courses you are offering are new. However, most people will not book on a 
course because it’s ‘New’ but because they perceive they will receive a benefit from it. Try to enthuse 
your reader about the course content and outcomes to the point that they will not worry about ‘where it is 
on?’ or ‘who is presenting it?’ but rather say, ‘I must be there’.   
 
Copy that is written in a professional tone, reflecting how we speak with teachers, will help maximise 
response rates. Remember to modify your copy each time you send a communication. Experiment 
repeatedly so when response rates start to tail off you are ready to replace the advert. 
 
Focus on promoting one course at a time 
Try to focus on one course at time, however tempting it is to tell all about everything you offer. If you do 
want to feature two courses in one leaflet, show how these complement each other and consider offering 
a promotional discount if schools book both courses together. Your website is an ideal way to reference 
the other courses you are offering. Too much choice can delay the reader in booking here and now.   
 
How will you be perceived?  
Supermarkets and stores like IKEA invest in understanding how their customers orientate themselves 
physically around the shop floor. This allows them to position this or that product in best place to make 
the sale. In planning the look and layout of your leaflets/adverts, so it’s important to consider how your 
audience will view your copy and materials.  
 
This is a whole industry in itself but here are a few things to bear in mind. 
 
- On a sheet of A4 the eye starts about 30% of the way down the page –where you need your 

headline in large type 
- Don’t cram pages with too much copy; the eye finds it easier to read a page which has plenty of 

white space around copy – include large margins, short paragraphs with a double space in between  
- Restrict the use of bold text and italics 
- Try to limit having pictures behind the text or different colours. Use black text on a suitably coloured 

background. If you are using any pictures don’t let them get too close to the text. 
 

More help and support 
 
If you would like our marketing team to review any of your materials and ideas, or discuss specific 
aspects of your promotional campaigns, please email: LicensedTutors@ican.org.uk or call 020 7843 
2515.           
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