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I am often asked the same question – “When is the right time to call on educators?”  

The education industry continues to change and timing continues to be important when 
selling to the K-12 Market.  Long sales cycles, multi-leveled decision-making and short periods 
of rapid seasonal purchasing define the K-12 market, and the prime-time selling season is 
right now.  

The months of January through May are extremely important months for qualified sales calls, 
product presentations and committee meetings.  This leads into the most active period of 
spending and decision making for the district, which is the start of the school fiscal year.  
June is a key month for capitalizing on “use or lose” discretionary fund reserves before the 
next budget cycle begins.  Typically in July is when an increase of new spending begins.  
Laying the groundwork with focused, active efforts during the prime selling season ensures 
that your deals close on time, your offering is included in new fiscal year budgets and you 
are positioned to capitalize on low-hanging sales opportunities during the rest of the year.

Keep these 4 things in mind when targeting the education category:

1. Target the right person 
Understanding who the right person or key decision maker is for purchasing your products 
is the first rule of marketing to schools. Every school is given budgets at the beginning of a 
financial year and each department within the school will usually have its own budgets.  
Maximize your time and know who you’re calling on. You don’t want to spend your time 
trying to convince the PE Teacher that you have the best arts and crafts or talking to the 
Reading Coach about sporting equipment. Knowing the decision making responsibility of 
the person you’re speaking with is important to saving time and closing the sale. 

2. Give the educator what they want 
Teachers, like the rest of us, are busy people. Approaching them with a value proposition 
is vital if you want to get noticed. I often say “Just dropping off a catalog isn’t enough.”  
Educators receive a lot of marketing material from various companies. Make sure that your 
marketing stands out. Put sticker blasts on catalogs with a call to action. Utilize the free S.P. 
Richards editable marketing flyers here. Don’t just send an email with the title “Big Sale” or 
“Huge Savings” educators see these types of emails all the time. Catch their attention with 
something like “Classroom Books and Readers to Engage Students!”  or, “Next Day Delivery – 
Making Your Job Easier”

3. Choose the right method of communication 
There are 4 main approaches to consider when selling to educators – Mail, Email, Telephone, 
and In-Person. It is always important to try to schedule a face-to-face meeting when 
possible. Maximize your time by utilizing all 4 approaches, with the end goal of meeting 
with the decision maker. Your goal should be constant and consistent communication 
throughout the year, with a focus and emphasis on the key purchasing months. 

http://heroes4education.com
http://heroes4education.com/marketing-flyers


4. Build a relationship 

A lot of purchasing in the education category today is still relationship driven. Sure you have 
to have a competitive price, but most educators like to purchase from someone they know 
and trust. Start building your relationships now, so they think of you when cutting a PO.  

Never stop selling or marketing to educators, however keep in mind the prime time of 
decisions and purchasing. Also, it is OK to ask an educator what their budget is and if they 
have a deadline to spend their funds. The answers to these questions will help you better 
prepare.

As always, the S.P. Richards Education Team is here to support your efforts and ensure your 
success in selling in this category. Let us know how we can help!
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