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Introduction 
Market Data Retrieval (MDR) commissioned Teachers as Consumers: 2013 to provide insight about how 
teachers and other educators act as consumers in the national marketplace. It is based on data collected 
as part of the Simmons National Consumer Survey, which was conducted between April 2011 and June 
2012. From a total of 25,207 respondents in the national survey, 804 were identified as teachers or others 
involved in the education services industry. Educators from both PreK-12 and higher education, as well as 
public and private institutions, are included. 

In this report, the terms “educator” and “teacher” are used interchangeably. While most are indeed teachers, 
the sample also includes some administrators and other non-teaching personnel. The comparison group is 
referred to as the “general population,” “overall group,” or simply “total.” Educators have not been excluded 
from this comparison group.

This is MDR’s second compilation of data about teachers as consumers. Teachers as Consumers: 2008 was 
based on the Simmons National Consumer Survey conducted in 2007. Thus, selected five-year trend data is 
available and included in this report. 

MDR is a leading provider of marketing solutions and research for the education market. From 
comprehensive marketing programs through direct mail, email, web advertising, and social channels 
to sales contacts, actionable leads, and custom market research, MDR has the tools to help marketers 
achieve their goals. The data in this report can help consumer direct marketers identify new and 
potentially worthwhile prospects and can also assist education marketers gain new insights about their 
primary audience.

MDR, a D&B Company, is headquartered in Shelton, Connecticut. 

Highlights
The demographic profile of educators shows them to be more affluent, more highly educated, more 
likely to be married, to have children, and to own their own homes than the general population. Mean 
household income of educators is $114,800—more than 40% higher than the total, but educators are also, 
on average, somewhat younger.

Teachers tend to be family-oriented, with a strong sense of values and doing the right thing. They are 
extremely interested in the world around them, and they seek out information in multiple media on a 
regular basis. They are educated consumers, valuing quality and being loyal to particular brands of goods, 
but also interested in special offers and bargains. Their favorite leisure activities are reading books, dining 
out, and listening to music. 

Most educators use the Internet regularly and more often than the general population. This is also true 
for making online purchases: over the past year, 81% of teachers made an Internet purchase, compared to 
only 51% of the total group. More than one-quarter (26%) of teachers spend more than $500 in a year on 
Internet purchases, compared with 16% of the general population. Given educators’ proclivity to use the 
Internet for significant purchases, it is not surprising that they are more likely to believe that it is safe to 
make purchases online than the overall group (63% compared with 42%).

Key findings about specific industries reveal that teachers’ experience and attitudes differ from the general 
population in significant ways. 
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Apparel. Teachers tend to be conservative and traditional in their attitude about clothing—and they hold 
comfort, traditional styles, and function as important factors when deciding what to buy. 

Retail Preferences. Walmart is the most frequented store by both educators and the general population. 
Target, JCPenney, and Kohl’s are next most popular, with teachers considerably more likely to shop at those 
stores than the overall group. Although frequented by smaller numbers overall, teachers are much more 
likely than others to shop at mid-priced traditional stores.

Arts and Cultural Activities. Teachers are twice as likely as others to visit museums and are also more 
likely to attend concerts, dance performances, and live theater.

Books, Newspapers, and Magazines. Teachers are avid readers. More than four out of five bought books 
in the past year; they read books, newspapers, and magazines in a variety of media at higher rates than the 
overall population.

Financial Services. Most teachers have credit cards (89%) and nearly two-thirds own investments. They 
are also more likely to have health insurance, automobile insurance, and home owner’s insurance than 
others. 

Health and Wellness. Educators are more likely to take the initiative about their health than the general 
population—with higher percentages eating healthy foods, exercising regularly, and getting vaccinations. 
They are also more likely to believe that vitamins/minerals are good for long-term health. 

Sports and Fitness. More than two-thirds of teachers do some sort of sport or exercise on a regular basis, 
and they take part in a wide range of recreational activities. Consequently they are good customers for 
sporting equipment for themselves and their families. 

Restaurants. “Eating out” is one of teachers’ favorite activities. They tend to frequent popular family-
oriented chains.

Travel. Nearly nine out of ten educators traveled domestically—for business and personal reasons—over 
the past year, and more than a third travelled internationally. Most (70%) use the Internet to help them 
plan and book travel, considerably more than the general population. As far as vacations are concerned, 
teachers travel more—both domestically and internationally.
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How Do Educators Differ From the General Population?

Demographic and General Characteristics 

In many ways, the roughly 7 million teachers and other educators in the U.S. represent ideal consumers 
for most businesses. As a group, educators live in households with higher incomes, have more formal 
education, and are more likely than the overall population to be married, have children, and own their 
homes. The mean annual household income reported by educators was $114,800—$33,700 or 42% higher 
than that reported by all survey participants. All educators have at least a four-year college degree, two-
thirds are married, nearly as many have at least one child, and most own their homes. The percentage of 
the overall population with similar characteristics is considerably smaller. 

Demographic Educators General Population

Mean household income $114,800 $81,100

Graduated from college 100% 28%

Married 68% 54%

Parent or guardian 66% 53%

Own residence 85% 70%

Mean age 44.3 46.4

On average, teachers are also somewhat younger than the population at large. While the difference in the 
mean age of the two groups is only slightly more than two years, there are more meaningful differences 
when viewed by age categories. Educators are considerably more likely to be in their thirties and forties 
than the general population; fewer educators are 18 to 29 years old and 65 and older. 

Age Categories
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General Attitudes

In general, teachers are a stable, family-oriented segment of the market, with a strong sense of values and 
doing the right thing. Teachers tend to be religious, with 50% belonging to a church, synagogue, or other 
religious organization compared with 30% of the general population. They have high standards—and 
expect others to follow suit. More than nine out of ten teachers agreed with the statement: “It is important 
that a company acts ethically.” In addition to family and religion, teachers care about good causes and the 
environment, and they have healthy habits and a healthy attitude toward their work.

 General Attitudes and Values

0 20 40 60 80 100

  General Population  Educators

 I always try to eat healthy foods and
maintain a balanced diet.

I believe that the bene�ts of a preventative
vaccine outweigh the risks.

I do some sport/exercise at least once a week.

 People have a duty to recycle.

 I consider myself to be a spiritual person.

 I look at the work I do as a career rather
than just as a job.

 It is important to respect traditional
customs and beliefs.

 Packaging for products should be recycled.

 I am willing to volunteer my time for
a good cause.

 Family life is the most important thing to me.

 It is important that a company acts ethically.

  76%
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  86%

  86%

  68%

  77%

  76%

  73%
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  64%

  76%
  42%

  71%
  57%
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  64%
  49%
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Educators are also extremely interested in the world around them. Nine out of ten teachers agree that 
it is important to be well-informed and to continue to learn new things throughout their lives—higher 
responses than the general population. Teachers report also being considerably more interested in other 
cultures and in international events. As will be seen throughout this report, teachers seek out information 
in multiple media and engage in “lifelong learning” through a variety of both traditional coursework and 
informal activities.

Educators
General 

Population

It is important to continue learning new things throughout your life. 92% 81%

It is important to be well-informed about things. 91% 80%

I am interested in other cultures. 71% 52%

I am interested in international events. 53% 39%

Leisure Activities

Reading books is the most popular leisure activity for nearly three-fourths (73%) of teachers, followed by 
dining out (70%), and listening to music (69%). These are also the top three most popular leisure activities 
for the general public but at considerably lower rates. Overall, the list of how teachers like to spend their 
leisure time paints a picture of solid citizenry and traditional social interaction. Teachers are engaged in the 
world around them in many different ways—exploring and enjoying ideas, nature, the arts, and spending 
time with family and friends. 

An interesting finding from this survey question is the fact that teachers tend to participate in almost 
all leisure activities at a higher rate than the overall group. In fact, from a list of 29 leisure activities and 
hobbies, there were only three activities in which teachers participated at lower rates than the general 
population: woodwork/furniture refinishing, reading gaming magazines, and go-carting. It should be 
noted, however, that very small percentages of both groups participate in these three activities.
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Most Popular Leisure Activities
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Consumer Attitudes, Habits, and Attributes

Two characteristics help define the consumer attitudes and habits of educators: quality and loyalty. More 
than three-fourths (79%) of teachers enjoy owning good quality things, and 75% agree with the statement 
that it is worth paying extra for quality goods. Teachers are also loyal to stores and brands they have 
learned to trust, with 77% reporting that they usually shop at their favorite stores because they carry the 
brands they like and 57% reporting that they shop at their favorite stores because they know what kind of 
service they will receive. It is also noteworthy that about a third of teachers say they will travel an hour or 
more to shop at their favorite stores.

Educators
General 

Population

I enjoy owning good quality things. 79% 63%

I usually only shop at my favorite stores because I know they have the brands I like. 77% 67%

It is worth paying extra for quality goods. 75% 58%

I usually only shop at my favorite stores because I know what kind of service I will 
receive.

57% 48%

I am willing to travel an hour or more to shop at my favorite stores. 32% 23%
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But teachers also exhibit willingness to look beyond their favorite store and brands. Two-thirds report that 
they shop around to take advantage of specials or bargains, and just over half report that they usually visit 
a variety of stores. 

Educators
General 

Population

I shop around a lot to take advantage of specials or bargains. 68% 53%

I always look out for special offers. 68% 57%

When I shop, I usually visit a variety of stores. 53% 44%

Educators are sophisticated consumers. Eight out of ten teachers (83%) describe themselves as intelligent, 
smart, bright, and well-informed, compared with 67% of the general population. They work at being 
educated consumers, gathering information about the products they intend to purchase. For example, 
64% report that they like to know as much as possible about a financial service or investment before 
committing to it, 63% ask people for advice before buying new things, 62% like to get as much information 
as possible about an electronic item before buying it, and 61% find out about a car’s safety rating before 
buying it.

Teachers as Educated Consumers
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  General Population  Educators

I look for health information so that I can
choose from di�erent healthcare treatments.
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 I like to know as much as possible about a �nancial
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Credit Card Usage and Mail, Phone, and Online Purchases

Nine out of ten teachers (89%) have or use credit cards, compared with only 62% of the general population. 
More than half of teachers (55%) have a Visa card, 37% have MasterCard, 25% have Discover, and 18% 
have American Express. In all of these cases, teachers are more likely to have these cards than the general 
population.

General Purpose Credit Cards 
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In addition, teachers and the population at large use a variety of other types of credit cards, including 
those issued by department stores and gas companies. For most of these cards, there are only slight 
differences in usage by teachers and others. Two exceptions are “other” department store credit cards and 
clothing/specialty store cards, which teachers are twice as likely to have as the general population. 

Credit Card Educators
General 

Population

Sears 12% 10%

JCPenney 11% 10%

Other department store credit cards 30% 15%

Clothing/specialty store cards 18% 8%

Gasoline credit card 7% 5%

Other credit cards 13% 10%

Teachers make many types of purchases that often require credit card use. For example, they are 
considerably more likely than the public at large to make purchases through the Internet or by telephone 
or mail (84% of teachers compared with 63% of the general public). The difference is even more 
pronounced for Internet purchases: 81% of teachers compared with only 51% of the overall population 
used the Internet to buy something in the past year. 
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Ordered Merchandise or Service by Mail, Phone, or Through the Internet in the Past 12 Months
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Internet 

The Internet has transformed how much of the world works, and educators have embraced this 
transformation even more than the U.S. public at large. Eight out of ten educators say that the Internet has 
changed the way they get information about products and services, and some two-thirds report that the 
Internet has changed the way they shop for products and services, the way they work, and the way they 
spend their free time. More than half of teachers report that they do more of their shopping online than 
ever before and that they rely on the Internet to communicate with friends and family. And a third report 
that the Internet has become a primary source of entertainment for their family.

How the Internet Has Changed What People Do Educators
General 

Population

The Internet has changed the way I get information about products and services. 81% 56%

The Internet has changed the way I shop for products/services. 66% 39%

The Internet has changed the way I work. 65% 30%

The Internet has changed the way I spend my free time. 64% 42%

The Internet has increased my desire to learn/search for information. 63% 46%

I am doing more of my shopping on the Internet than before. 60% 37%

I rely on the Internet to communicate with friends and family. 54% 35%

I spend less time reading newspapers in print because of the Internet. 46% 31%

I spend less time reading magazines in print because of the Internet. 42% 28%

The Internet has become a new way for me to socialize or meet people. 36% 25%

The Internet has become a primary source of entertainment for my family. 34% 22%

I spend less time watching television on my television set because of the Internet. 33% 24%
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The flip side of the Internet transformation is to examine what people are doing less frequently. As the 
publishing, communications, and entertainment industries are well aware, use of the Internet is replacing 
traditional media—and educators are in the vanguard of moving away from many of the older media to 
the Internet. Nearly half of teachers (46%) report that they spend less time reading newspapers in print, 
and 42% spend less time reading magazines in print because of the Internet. While less pronounced, a 
third of teachers say they are watching less television on their TV sets because of the Internet.

Educators are also highly interested in protecting their personal information on the Internet, with 
the overwhelming majority saying they like websites that take special care to protect their privacy—
considerably higher than the general population (92% compared with 74%). Perhaps because they pay 
attention to privacy policies, educators also tend to believe that it is safe to make purchases online—again, 
more so than the overall group (63% compared with 42%). 

General Attitudes About the Internet Educators
General 

Population

I like websites that take special care to protect my privacy. 92% 74%

I go back to websites that make it easy to find what I need. 85% 63%

like websites that show me local information. 83% 62%

When I need Information, the first place I look is the Internet. 76% 52%

The Internet helps me plan and book travel. 70% 43%

It is safe to make purchases online. 63% 42%

I tend to trust the information on websites that I have heard a lot about. 54% 41%

It is important for me to have Internet access when I am “on-the-go”—away from 
home or work.

54% 33%

I like to look for new and interesting websites. 49% 33%

I like to go to websites that I have never been to before. 41% 30%

I enjoy posting photos, videos, songs, and other content on social networking/
community websites.

33% 25%

The Internet has become a primary source of entertainment for me personally. 31% 23%

I like to hear about new products and services via email. 28% 23%

Educators use the Internet more than the general population, both at home and at work. Nearly nine out of 
ten teachers (89%) reported using the Internet at home in the past seven days, compared with 68% of the 
general population. At work, teachers are twice as likely to use the Internet in comparison with the overall 
population (66% and 34%, respectively). Educators are also more likely to make Internet purchases (44% of 
teachers compared with 25% of the general population). Not surprisingly, Internet usage by both groups 
has increased over the past five years. 
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Internet Use: 2012 and 2007
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Survey participants were also asked to indicate the specific online activities they conducted during the past 
30 days. Email tops the list for everybody. Educators, however, are considerably more likely to use email (90% 
do) than the general population (64%). The next most popular Internet activities for both groups are news/
weather, banking, and making purchases. Research/education was listed next most frequently by teachers 
(43%) but considerably less frequently by the general population (18%). This is understandable given that 
many educators use the Internet to find material they incorporate in their teaching or other professional 
responsibilities, as well as their general inclination to obtain information and to be well-informed. For almost 
all activities, educators rely on the Internet more than the overall group. The only exception is for online 
game playing, where educators lag ever so slightly behind the general population. 
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Online Activity in the Past 30 Days Educators
General 

Population

Email 90% 64%

News/weather 63% 44%

Banking 58% 41%

Made a purchase 44% 25%

Research/education 43% 18%

Gathered information for shopping 32% 22%

Airline/car/hotel info or reservations 31% 23%

Movie information/reviews/show times 29% 19%

Read magazines/newspapers 27% 17%

Sports 24% 17%

Blogs/blogging (read/write online diaries) 21% 12%

Play games online 21% 22%

Digital imaging/photo albums online 20% 13%

While this list of monthly online activities from the 2012 survey differs somewhat from the 2007 list, it is 
interesting to look at the changes over time for the most popular Internet uses. Email, news/weather, and 
banking remain the top three uses, and all three experienced growth over the past five years. In 2012, 44% 
of teachers made an online purchase in the prior 30 days, a 22% increase over the past five years—moving 
it to the fourth most popular online activity in 2012.

Educators’ Online Activity in Prior 30 Days: 2012 and 2007
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During the course of a full year, 81% of teachers made an Internet purchase, compared with only 51% of 
the general population. The two types of products purchased by teachers most frequently were books/
music/video (by 39%) and women’s apparel (by 26%). The general population purchased these two 
categories of products online at half those rates: 19% for books/music/video and 13% for women’s apparel. 

Internet Purchases During the Past 12 Months

0 5 10 15 20 25 30 35 40

  General Population  Educators

Electronics/appliances

 Tickets for events other than movies

 Apparel – men’s

 Travel services/packages

 Footwear

 Toys/games

 Apparel – women’s

 Books/music/video

  13%

  39%
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  26%

  9%

  16%

  16%

  19%

  8%

  10%

  14%
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  10%

Since teachers are more likely than the total group to make Internet purchases, it is not surprising that they 
spend more. Fifteen percent of teachers report spending more than $1,000 in the past year, 11% spent 
between $500 and $999, and 24% spent  between $150 and $499. This compares with 9%, 7%, and 16% of 
the general population in each of the top three spending categories.
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Amount Spent on Internet Purchases in the Past Year

  No Internet purchases reported

  Less than $50

  $50-$149

  $150-$499

  $500-$999

  $1,000 or more

Educators General Population
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Experience and Attitudes About Specific Products, 
Services, and Industries

Apparel 

Retailers that feature classic styles that are comfortable and wear well will find it easy to market to 
educators. Their attitude about apparel is conservative and traditional. While looking attractive to others is 
important to nearly three-fourths of educators, they are more concerned with comfort and function than 
wearing the latest fashions. Specifically, 85% of teachers cite comfort as an important factor when buying 
clothing. Seventy-six percent say that they prefer traditional styles that “have stood the test of time,” and 
the same percentage lists functionality as an important factor. 

Important Factors in Apparel
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As noted in the section on Consumer Attitudes, Habits, and Attributes, teachers are loyal to their favorite 
brands. This is definitely true when it comes to apparel, with 62% saying that they have a few favorite 
clothing brands that they always stick with. 
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Stores Visited

Walmart is the most popular store for both educators and the general population, with more than two-
thirds of both groups shopping there during the prior three months. Almost the same number of teachers 
(67%) shopped at Target, but only 42% of the general public reported shopping there. JCPenney and Kohl’s 
were the next most frequented stores by both groups, but teachers also are more likely to shop at these 
stores than the general public.

Top Ten Stores Frequented by Educators 
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The stores that teachers are much more likely than the general public to visit are primarily mid-priced 
traditional clothing stores. For example, although the numbers for both groups are relatively small, 
teachers are more than twice as likely to visit these stores as the general population: Jos. A. Bank, the Gap, 
Christopher & Banks, Ann Taylor, and Ann Taylor Loft. 
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Arts and Cultural Activities

Educators are more likely to describe themselves as being interested in the arts than the overall population 
(65% and 40%, respectively). While the numbers are small, teachers are twice as likely to have memberships 
in art associations, such as museums, symphony, opera, and dance (7% of teachers and 3% of the general 
population). In terms of specific activities, 42% of educators visit museums, 41% attend concerts, and 15% 
attend dance performances and live theater. 

Participation in Arts and Cultural Activities
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Books, Newspapers, and Magazines

Teachers are avid readers. They read books, magazines, and newspapers in print—and through other 
media—including the Internet. And they tend to read considerably more than the general population. 
Teachers also are more likely to buy books, with 81% reporting that they purchased a book (not including 
ebooks) in the past 12 months. This includes paperbacks (which 73% of teachers purchased), hardcover 
books (purchased by 48%), and audiobooks (by 9%). 

Reading and Book Purchasing Behaviors
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Sixty percent of teachers report reading some type of newspaper on most days, with 42% regularly reading 
a daily paper (Monday through Friday) and 50% reading newspapers on Sundays or weekends. Newspaper 
reading rates for the general population are slightly lower. Teachers are most likely to read the front page, 
general news, editorial, entertainment, and sports sections. 

Teachers are also regular magazine readers. Forty-two percent read weekly magazines and 67% read 
monthly magazines. This compares with 35% and 60% of the overall population. For both groups, 
Smartsource, Parade Magazine, USA Weekend, and People are the most popular. For teachers, Better Homes 
and Gardens is in fifth place; while for the overall population, AARP is listed in that position. This is not 
surprising since the teacher group by definition includes only people working as educators, while the 
overall group includes retirees from all professions.
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Looking just at magazines that at least 5% of teachers read, there are 12 that teachers are more likely to 
read than the general population. 

Magazine Educators
General 

Population

Smartsource (carrier method) 47% 39%

Parade Magazine (carrier method) 31% 26%

USA Weekend (carrier method) 18% 16%

People 14% 11%

Better Homes and Gardens 14% 9%

National Geographic 10% 7%

Time 9% 7%

Good Housekeeping 8% 6%

Sports Illustrated 7% 6%

Woman’s Day 6% 6%

Consumer Reports 5% 4%

Southern Living 5% 4%

Financial Services 

Educators are more likely to take advantage of a variety of financial services than the overall population. 
Forty percent report that they feel financially secure, compared with 29% of the total group. While this 
may have some basis in the fact that educators have comparatively high household incomes, it probably 
also reflects the types of financial products they have invested in. In addition, educators work at being 
financially savvy, with 64% saying that they like to know as much as possible about a financial service or 
investment before committing to it, compared with 52% of the general population. More than a third 
(36%) of teachers say they always shop for the best deal in financial or investment services, compared 
with 29% of the total group. Educators are considerably more likely to have savings accounts and to own 
investments of any kind—and this is particularly true for mutual funds, IRAs, and tax shelter annuities. 

As noted in the section on Credit Card Usage, nine out of ten educators have or use credit cards. Half of the 
teachers surveyed have debit cards, compared with only 32% of the total population. In fact, educators are 
less likely than the general public to use cash, with 50% of the total group saying they often prefer to pay 
cash for things they buy, compared with only 40% of the educator group. 
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Use of Financial Services
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Educators are also more likely than the general population to have insurance, with 90% or more of them 
having health insurance and automobile insurance. And since educators are more likely to own their 
homes, it is not surprising that they are also more likely than the overall group to have home owner’s 
insurance.

Types of Insurance Educators Currently Have
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Health and Wellness

Educators tend to be interested in and concerned about health issues, and they approach medical and 
pharmacy purchases with a generally conservative and traditional approach. They are more proactive than 
the general population—exercising regularly, getting vaccinated, and eating healthy foods and a balanced 
diet. And they actively research health information from a variety of sources, including websites and 
newsletters. Despite their overall healthy habits, more than three-fourths of educators admit that they drag 
themselves to work when they are sick. 

Attitude Toward Health and Medicine Educators
General 

Population

When I am sick, I still drag myself to work. 79% 55%

Vitamins/minerals should be taken for long-term health benefits. 65% 54%

I believe that the benefits of a preventative vaccine outweigh the risks. 64% 49%

I always try to eat healthy foods and maintain a balanced diet. 64% 53%

I gather health information from websites. 63% 39%

I actively seek information about nutrition and a healthy diet. 55% 39%

I rarely consult my physician about the non-prescription medication I take. 47% 38%

I look for health information so that I can choose from different healthcare 
treatments.

44% 36%

I research treatment options on my own and then ask my doctor about them. 38% 33%

I gather health information from newsletters. 36% 26%

I trust homeopathic medicine. 29% 20%
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Sports and Fitness

Teachers are physically active. As noted in the section on General Attitudes, 68% of educators do some 
type of sport or exercise on a regular basis. Their favorite activities are walking for fitness (by 58%) and 
swimming (49%), followed by jogging (33%) and weight training (31%). Other popular activities for at least 
one-fifth of teachers are bowling, using cardio machines, aerobics, yoga, and bicycling. Teachers are more 
likely to engage in almost all sports and fitness activities than the general public. This is particularly true for 
yoga (twice as many teachers do yoga than the overall group) and aerobics, weight training, and jogging. 

Favorite Physical Activities
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Teachers are good customers for sporting equipment. While the percentage of teachers purchasing 
sporting goods through catalogs and over the Internet is small (8%), they do shop at stores specializing in 
sporting goods in larger numbers and more frequently than the general population. For example, 15% of 
teachers report shopping at Dick’s Sporting Goods (compared with 8% of the general public), and 7% of 
teachers shopped at Nike (compared with 4%) in the past three months. 
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Educators are generally interested in getting information about sports, and they are more likely to look for 
it on the Internet and in publications than the general public. Nearly a fourth (24%) of educators visited 
sports-related websites, and about one in five read at least part of the sports section of daily and Sunday 
newspapers. 

Sources of Information About Sports Educators
General 

Population

Sports-related websites 24% 17%

Sports section in daily newspapers 18% 16%

Sports section in Sunday newspapers 20% 15%

Sports Illustrated magazine 7% 6%

Restaurants

As noted in the section on Leisure Activities, the majority (70%) of educators enjoy eating out. Since 
some two-thirds of teachers are married and have children, it is not surprising that family restaurants and 
steakhouses are particularly popular, with 88% of teachers reporting that they visit these establishments 
(compared with 79% of the general population). The two most popular chains for both teachers and the 
total group are Applebee’s and Olive Garden.

Family Restaurants and Steakhouses  
Visited in Prior Month Educators

General 
Population

Applebee’s 32% 28%

Olive Garden 31% 21%

Red Lobster 19% 16%

Cracker Barrel 18% 13%

Chili’s Grill & Bar 16% 13%

IHOP (International House of Pancakes) 15% 14%

Denny’s 14% 13%

Outback Steakhouse 14% 12%

The Cheesecake Factory 13% 9%

T.G.I. Friday’s 12% 10%
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Travel

Educators tend to travel more—particularly for vacations—than the general population. Nearly nine out 
of ten educators (85%) travelled domestically for business and personal reasons combined, compared with 
only 65% of the general population. Total foreign travel for all reasons was 39% for both groups.

However, when looking at vacation travel separately, there are differences between the groups in both 
domestic and international travel. Fifty-eight percent of teachers compared with 39% of the overall group 
travelled domestically in the past year, while 24% of teachers compared with 20% of the overall group took 
vacations outside the U.S. in the past three years.

Vacation Travel
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Seventy percent of educators use the Internet to help them plan and book travel, compared with 43% of 
the total group. Three out of ten teachers (31%) reported that they had sought information and/or actually 
made airline, car, or hotel reservations over the past 30 days, compared with 23% of the total. Specific 
websites visited most frequently over the course of a month include Expedia, Travelocity, Orbitz,  
Hotels.com, Priceline, and TripAdvisor. 

Travel Websites Visited in a Month Educators
General 

Population

Expedia.com 9% 7%

Travelocity.com 7% 5%

Orbitz.com 5% 4%

Hotels.com 5% 4%

Priceline.com 4% 4%

TripAdvisor.com 3% 3%
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Conclusion 
Educators represent a prime market for a wide range of consumer goods and services. As a group, they are 
affluent, active, well-informed, and interested in the world around them. They are educated consumers 
who are willing to pay for quality but who also appreciate a good bargain. 

Because educators have such a broad range of interests, they are likely to be interested in a wide variety 
of products and services—from fitness clubs, museum and concert subscriptions, books and magazines, 
investment opportunities, traditional and functional clothing, discounts from family restaurants, and travel 
offerings. This report also shows that teachers are more likely to purchase, apply for, and use many of these 
types of products and services—from sports equipment to books and music to credit cards and other 
financial services.

The fact that educators utilize the Internet for so many different purposes makes them an ideal target 
for email promotions and other forms of Internet-based campaigns. More than three-fourths report that 
the Internet is the first place they look for information. Eight out of ten educators report having made 
purchases through the Internet in the past year. Among the types of products and services they purchased 
are books, music, and video; apparel; toys and games; footwear; travel services; tickets for events; and 
electronics and appliances.
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Teachers and Media Preferences

Introduction
This report is a supplement to Teachers as Consumers: 2013 and provides additional information about 
teachers’ use and preferences for various media channels. It is based on data collected through a national 
New Media Survey conducted by Simmons in July 2012. All survey participants had spent at least an 
hour on the Internet for something other than email at home and/or work during the prior week. From a 
national sample of 16,217 respondents, 697 educators were identified—and their responses form the basis 
for this report.  

Some of the questions in the New Media Survey (referred to in this report as “Media Survey”) are similar to 
questions in the National Consumer Survey reported on in Teachers as Consumers: 2013. Comparisons of 
the results from the two surveys are provided where appropriate. Because of intentional variances in the 
samples included in each survey, as well as differences in the specific questions asked, the findings are not 
identical, but the bottom-line conclusions are consistent across the two surveys.

While most of the educators in the survey are teachers working in the public and private PreK-20 education 
spectrum, some administrators and other non-teaching personnel are also included. Throughout this 
report, the terms “educator” and “teacher” are used interchangeably. The comparison group is referred to 
as the “general population,” “overall group,” or simply “total.”  Educators have not been excluded from this 
comparison group.

Traditional, Modern, and Emerging Media:  
Which Do Teachers and Others Use Now?

From a list of 45 activities involving various types of media, survey participants were asked to check all that 
they had done in the past 30 days. A complete table listing all 45 activities and the percentage of educators 
and the general population engaging in each is provided in the Appendix. 

The six most popular media uses by both teachers and the overall group are activities utilizing both 
traditional and relatively modern media—watching cable and network TV, listening to the AM/FM radio, 
using cell/wireless phones, and sending and receiving email and text messages. While the differences 
between the two groups are not large, teachers do most of these things at higher rates than the general 
population.  

Activities Engaged in During the Past 30 Days:  
The Six Most Popular Media Uses Educators

General 
Population

Watched cable television networks (e.g., CNN, TBS, MTV, Food Network) 97% 96%

Used a cell/wireless phone 96% 95%

Sent or received email 92% 84%

Sent or received a text message 88% 80%

Watched broadcast television networks (e.g., ABC, CBS, Fox, NBC) 88% 79%

Listened to AM/FM radio 87% 80%

Differences begin to emerge in the remaining activities that teachers and the total group engage in. The 
largest difference in the entire list of activities is for reading books in print. More than three-fourths of 
teachers (77%) read books in print, compared with only 56% of the general population. Teachers are also 
more likely than the total group to visit newspaper and magazine websites, photo sharing websites, and 
online blogs—and also to use RSS feeds.   
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Media Uses Which Educators Are More Likely to Engage in Than the General Population
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There are also a number of activities that the general population is more likely to engage in compared with 
educators. At the top of this list are two entertainment activities: streamed Internet video and watching TV 
programs online, which 27% of the general population does, compared with only 19% of educators.  There 
are similar differences in the use of location-based or check-in social networking. 
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Media Uses Which the General Population Is More Likely to Engage in Than Educators
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It should be noted that this information about media uses does not differentiate between business and 
personal use. Nor does it necessarily indicate preferences for different types of media by teachers and 
the general public. The next section discusses a broad range of activities (including media use) from the 
perspective of what teachers and others actually enjoy doing.
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Activities Enjoyed 
Survey participants were asked to identify the three activities they enjoyed the most. For educators, the 
activities they enjoy the most are eating at restaurants (38%) and reading books (36%); while for the general 
population, the top activities were using the computer with Internet access (38%) and watching TV (36%).

Other activities that teachers enjoy doing more than the general population are exercising (30% and 20%, 
respectively) and attending music concerts and visiting museums. On the other hand, the general public is 
more likely to enjoy playing sports and reading magazines.

Activities Enjoyed Most Educators
General 

Population

Eating at restaurants 38% 31%

Reading books 36% 31%

Watching television 31% 36%

Exercising 30% 20%

Using the computer with Internet access 29% 38%

Shopping 21% 19%

Cooking 21% 19%

Seeing movies at movie theaters 16% 19%

Listening to the radio 13% 13%

Playing video games (console or computer) 12% 16%

Attending music concerts 11% 9%

Visiting museums 9% 8%

Participating in online social networking sites 8% 8%

Playing sports 8% 12%

Frequenting bars/clubs 7% 7%

Reading newspapers 5% 6%

Reading magazines 5% 7%

In interpreting this list, it is important to keep in mind that respondents were permitted to select only three 
activities they enjoyed most. Thus, these data should not be interpreted to mean, for example, that only 
21% of teachers enjoy shopping. It means that only 21% of teachers ranked shopping as one of their three 
most favorite activities.

Internet Purchases
The Media Survey asked individuals who own a desktop and/or laptop computer if they had ever 
purchased any of the following items online using their computers. (Responses do not include any online 
purchases using tablets or smartphones.) Since the question in the Media Survey did not specify a time 
period, responses are considerably higher than data collected in the National Consumer Survey, which 
asked about Internet purchases made during the past year and which did not restrict the device used to be 
a personally owned desktop or laptop.1 However, on both surveys, the educator group was more likely than 
the overall population to have made Internet purchases of most product/service categories.

1See the chart “Internet Purchases During the Past 12 Months” in the Internet section of Teachers as Consumers.
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Apparel/accessories tops this list of Internet purchases from the Media Survey, with nearly two-thirds of 
teachers (64%) reporting having made such purchases. Travel services/reservations claims second place, 
with 56% of teachers using the Internet for these services. Clustered just below 50% are electronics, toys/
games, and tickets to movies/events. Perhaps the most interesting statistic from this table is at the bottom: 
Only 5% of educators and 6% of the general population report they had made no such online purchases.  

Types of Internet Purchases Made
(No Time Period Specified) Educators

General 
Population

Apparel/accessories 64% 54%

Travel services/reservations 56% 48%

Electronics 47% 47%

Toys/games 47% 35%

Tickets to movies/events 46% 42%

Personal care/toiletries 25% 17%

Food 24% 19%

Auction items 17% 15%

Charitable donations 15% 15%

Pharmaceuticals/drugs 14% 14%

Stocks/bonds/mutual funds 13% 13%

Other 12% 10%

None of these 5% 6%
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Devices Used for Various Activities
Survey participants who owned various electronic devices were asked to indicate which devices they used 
for a number of listed activities (mostly entertainment-related). While the percentages are highest—by 
far—for desktop/laptop computers, cell phones, tablets, and other devices have their followings.

Percentage of Teachers Who Used Each Device for Various Listed Activities

Activity
Desktop/

Laptop Tablet Cell Phone

Internet-
Connected 

Blu-Ray 
Player

Internet-
Connected 

TV Set
Video Game 

Console

Digital 
Video 

Recorder

Internet-
Connected 

Video 
Device

Streaming 
music

48% 5% 25% 3% 3% 7% 2% 4%

Download 
music

49% 3% 20% 1% 3% 2% 1% 1%

Streaming 
movies

30% 4% 6% 8% 7% 7% 5% 5%

Download 
movies

23% 2% 7% 4% 5% 3% 3% 2%

Streaming 
TV shows

27% 4% 7% 6% 6% 6% 3% 2%

Download 
TV shows

28% 2% 3% 2% 2% 1% 4% 3%

Play games 
online

47% 5% 16% 1% 4% 7% 1% 3%

Visit 
websites

82% 6% 34% 5% 6% 2% 2% 3%

None of 
these

2% 16% 33% 82% 81% 79% 43% 12%

Blogs
More teachers (23%) than the overall population (18%) report that they visited online blogs in the past 
month. Six percent of teachers read blogs on a daily basis and twice as many do so at least several times 
a week, with the remainder looking at blogs less frequently. Relatively few educators post comments on 
blogs written by others, and only about 8% write their own blogs. See the Appendix for a list of the types  
of blogs read and the reasons for blogging.

Educators’ Blog Activity Read Blogs
Post 

Comments
Write Their 
Own Blogs

Every day 6% 0% 1%

4-6 Times per week 7% 1% 1%

1-3 Times per week 6% 2% 1%

2-3 Times per month 4% 4% 1%

Once a month or less 1% 8% 4%

Never 0% 7% 14%

Total educators who read blogs 23% 23% 23%
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Networking 
Three-quarters of both educators and the general population visit social networking sites. Considerably 
fewer of both groups participate in other types of networking activities—online forums/message boards, 
professional networking, and location-based/check-in social networking sites. Except for location-based/
check-in social networking, which teachers are less likely to visit compared with the total group, the two 
groups visit networking sites at approximately the same rates. 

Percentage of Educators and the General Population Who Visited  
Various Networking Sites in the Past Month
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  21%

  76%

  12%

  18%

  20%

  76%

  16%

  15%

Nearly half of educators visit social networking sites at least once a day and 16% visit them at least several 
times a week. In terms of frequency, online forums/message boards are visited next most often, with 5% 
doing so multiple times a day. Professional networking and location-based check-in social networking sites 
are visited much less often.
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Frequency Educators Visit Various 
Networking Sites

Social 
Networking 

Sites

Professional 
Networking 

Sites
Online Forums/
Message Boards

Location-Based 
Check-In Social 

Networking

Multiple times a day 34% 1% 5% 1%

Once a day 14% 0% 2% 1%

4-6 Times per week 6% 3% 2% 2%

1-3 Times per week 10% 4% 2% 1%

2-3 Times per month 7% 6% 3% 1%

Once a month or less 5% 2% 4% 6%

Percentage of all educators who visit 
these sites

76% 16% 18% 12%

Although the primary reasons educators use social networking sites are personal, they do cite several 
reasons that may be related to their teaching responsibilities—to find personally relevant information, to 
get recommendations, to keep in touch with professional contacts, and for professional development.  

Reasons Educators Use Social Networking Sites 
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Sixty-one percent of teachers report they have shown their support for a product, service, company, 
musical group, etc., by becoming a “fan,” “friend,” or “follower” on a social networking site. The most 
frequently citied reason for doing so is to get coupons or discounts.

Reasons Educators Have Shown Support Educators

To get discounts and/or coupons 41%

To get product information 23%

Because it says something about me 17%

To get a sneak peak at new products 12%

To meet other consumers like me 9%

To get better customer service 7%

Other 6%

None of these 5%

Teachers’ interest in discounts is evident in their use of social discount websites (like Groupon, Woot, and 
Living Social). More than half of educators and the general public have had some level of interaction with 
social discount sites.  

Use of Social Discount Websites Educators
General 

Population

Visited a social discount site 30% 29%

Purchased a discount/coupon from a social discount site 24% 22%

Signed up for daily alerts from a social discount site 22% 27%

Followed a social discount site on a social networking site 12% 11%

Downloaded a mobile app for a social discount site 7% 8%

None of these 45% 45%



Copyright 2013 Market Data Retrieval 41

Teachers and Media Preferences

How Teachers Learn About New Websites
The survey asked respondents to indicate the one way they most often learned about a new website. 
Search engines were listed by 46% of teachers, followed by recommendations from friends/colleagues 
and other websites, at 17% and 13%, respectively. The priority order of how teachers and the general 
population most often learn about new websites are almost identical.  

How Educators and Others Most Often Learn 
About New Websites Educators

General 
Population

Using a search engine 46% 42%

From friends/colleagues 17% 18%

From another website 13% 13%

From TV 7% 8%

From family members 5% 6%

From a link that was sent to me 5% 7%

From a magazine 4% 3%

From a newspaper 2% 2%

From the radio 1% 1%

Likelihood of Opening Email Items Received From a 
Trusted Source 

When educators receive an email from a trusted source that includes an attachment, link, or something 
similar, they are likely to open certain types of information, but not all. The survey question asked: If each of 
the following were forwarded to you in an email from a trusted source, how likely would you be to open and 
view it? Responses were very likely (5), likely (4), somewhat likely (3), not too likely (2), and not at all likely (1).

More than half of educators (55%) say they are likely to open promotions or coupons, and 45% are likely 
to open news stories. Close behind are newsletters, links to websites, and jokes. Information about new 
products/services is in the middle of the list, with roughly a third of teachers saying they are likely to open 
this material, a third in the middle category of being somewhat likely to open it, and a third taking no action. 
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Educators’ Likelihood of Opening Items Sent to Them From Trusted Sources Via Email 

0 50 100

  Likely (4 + 5)  Somewhat Likely (3)  Not Likely (1 + 2)

Links to online games or information
about gaming

Blog posts

Podcasts

Information about new products/services

Online videos

Jokes

Links to websites

Newsletters

News stories

Promotions or coupons 20% 25% 55%

17% 39% 45%

29% 29% 42%

23% 37% 40%

41% 20% 39%

40% 27% 33%

33% 36% 31%

47% 28% 25%

52% 25% 23%

61% 22% 17%

Trustworthiness of Content From Different Media
In order to gauge how much people trust content presented in various media, the survey asked 
participants to rate 28 different media on a 5-point scale, with 5 representing “very trustworthy” and 1 
being “not at all trustworthy.” Both educators and the general public are more likely to trust traditional 
media—such as books, newspapers, and magazines in print, as well as broadcast and cable television 
and AM/FM radio—than most digital media. Exceptions are websites of newspapers and TV networks or 
programs, which also have high trustworthy ratings by at least 50% of educators. Also high on educators’ 
list are email (trusted by 47%), ebooks (41%), and professional networking websites (39%).

Educators are more ambivalent about social networking sites, blogs, podcasts, social tags or bookmarks, 
and other similar media. At the bottom of the list are torrent websites (ranked 1 or 2 by 60% of educators), 
virtual experience sites, and video games. The general population is somewhat more likely than teachers to 
trust (or at least not to distrust) these three media.
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Trustworthiness of Content From Different Media

0 50 100

  Trustworthy (4 + 5)  Neutral (3)  Not Trustworthy (1 + 2)

 Video games 

Virtual experience websites 

Torrent websites 

RSS feeds 

 Video sharing websites 

 Location-based check-in social networking 

Online forums/message boards 

 Social tags or bookmarks 

 Podcasts 

 Blogs 

 Social networking websites 

Multimedia messages 

 Internet radio 

 Photo sharing websites 

 Magazine websites 

Text messages 

 Satellite radio 

 Professional networking websites 

Ebooks (on an electronic device)

 Email 

 TV network or program websites 

Print magazines 

Cable television networks 

AM/FM radio 

 Newspaper websites 

Print/paper newspapers 

 Broadcast television networks 

 Books in print 12% 23% 65%

9% 28% 63%

11% 28% 61%

9% 30% 61%

8% 38% 54%

15% 33% 52%

18% 31% 51%

15% 35% 50%

17% 36% 47%

19% 39% 41%

16% 45% 39%

25% 39% 36%

27% 38% 35%

26% 41% 33%

32% 38% 31%

25% 46% 29%

29% 45% 26%

47% 30% 23%

52% 25% 23%

41% 38% 21%

50% 29% 21%

41% 40% 19%

50% 35% 15%

48% 38% 14%

42% 45% 14%

60% 27% 12%

52% 39% 9%

51% 40% 9%



Copyright 2013 Market Data Retrieval44

Teachers and Media Preferences

Factors Influencing Educators’ Decisions to Purchase a 
Product or Service

Personal recommendations have the most influence on purchasing decisions, with 58% of educators 
saying that something someone they knew told them would be influential in their decision to purchase a 
product. Similar responses were reported about links sent in an email by someone they know. Information 
obtained from a specific website is also influential for nearly half of teachers. 
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Factors Influencing Educators’ Decisions to Purchase a Product or Service

5%

0 50 100

  In�uential (4 + 5)  Somewhat In�uential (3)  Not In�uential (1 + 2)

Something someone you know told you

Information obtained from a
speci�c website

A link sent to you in an email by
someone you know

Something you received in the mail

Something you saw or read in a
magazine advertisement

Something you read/saw in a review
posted online

Something you heard on the radio

Something you saw or read in a
newspaper advertisement

Something you saw or heard in a 
TV advertisement

Information sent to you in an email by an 
advertiser or company

Something you saw or read in an
online advertisement

Something you saw or read via social media

Something you saw on an infomercial

Something you saw from a bar code or
QR code scan from an advertisement

Something you saw in a video
game advertisement

Something you saw in a mobile
phone advertisement

A product that was used by a character in a
video game 75% 19% 5%

69% 22% 8%

60% 29% 11%

57% 30% 13%

59% 25% 16%

55% 29% 16%

30% 49% 20%

42% 36% 22%

28% 45% 27%

31% 39% 30%

30% 39% 31%

25% 43% 33%

24% 42% 35%

25% 41% 35%

16% 37% 47%

14% 37% 49%

15% 27% 58%
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Attitudes and Opinions About Various Media Topics
As the National Consumer Survey showed, teachers are educated consumers, gathering information about 
potential purchases from a variety of sources, comparing prices, and taking advantage of specials and 
bargains.2 The Media Survey asked for reactions to similar topics—with a focus on various online activities. 
Significant findings are that the majority of educators compare prices and research prices online before 
making a purchase. However, after conducting this online research, more than half then go to a bricks-and-
mortar retail store to make the purchase. 

Attitudes and Opinions

% Agrees

Educators
General 

Population

I price compare online before making a purchase. 81% 72%

I research products online before I make a purchase. 76% 70%

After I research products online, I then go to the physical retail store  
to purchase them.

59% 51%

Customer reviews on social network sites encourage me to try new products. 27% 24%

I search blogs for information on products before I make a purchase. 23% 18%

I share comments about specific products or services via social networking sites. 21% 20%

I find advertising on social networking sites useful. 18% 20%

I research products using my cell phone before I make a purchase. 17% 20%

I search social networking sites for information before making a purchase. 16% 19%

I compare prices using my cell phone before making a purchase. 15% 18%

I use the search function on social networking sites to search the Internet. 11% 17%

2See the section on Consumer Attitudes, Habits, and Attributes in Teachers as Consumers.
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Appendix
Media Uses by Educators and the General Population in the Past 30 Days

Which of the following have you done in the past 30 days? Educators
General 

Population

Watched cable television networks (e.g., CNN, TBS, MTV, Food Network) 97% 96%

Used a cell/wireless phone 96% 95%

Sent or received email 92% 84%

Sent or received a text message 88% 80%

Watched broadcast television networks (e.g., ABC, CBS, Fox, NBC) 88% 79%

Listened to AM/FM radio 87% 80%

Read a book in print 77% 56%

Visited social networking sites (e.g., Facebook, Twitter, Formspring) 76% 76%

Read or looked into print magazines 69% 61%

Read or glanced through print/paper newspapers 66% 62%

Talked on a landline telephone (not a cell/wireless phone) 66% 64%

Used an MP3 player/iPod 65% 64%

Used a DVR (Digital Video Recorder; e.g., TiVo) 59% 56%

Visited newspaper websites (e.g., USAToday.com) 56% 49%

Visited video sharing websites (e.g., YouTube) 56% 55%

Sent or received a multimedia message (picture or video message) 52% 50%

Visited magazine websites (e.g., People.com) 52% 43%

Played video games on a console (e.g., Xbox, PlayStation, Wii) 44% 44%

Visited photo sharing websites (e.g., Flickr) 42% 37%

Listened to satellite radio (e.g., XM/Sirius) 38% 39%

Visited TV network or program websites (e.g., ABC.com or AmericanIdol.com) 35% 40%

Made a phone or video call through your computer (e.g., Skype) 33% 33%

Watched movies online 32% 38%

Used GPS/personal navigation system (e.g., TomTom, Garmin) 31% 28%

Visited online blogs 23% 18%

Used RSS feeds 22% 18%

Played video games on a computer 21% 23%

Downloaded a TV program or movie 21% 22%

Streamed Internet video (TV shows, movies, clips, etc.) through a device other than your 
computer (e.g., Roku, Wii, Boxee, Xbox) connected to your television set

20% 22%

Listened to Internet radio 19% 24%

Played video games on a portable gaming device (e.g., PSP, Nintendo DS) 19% 22%

Watched TV programs online 19% 27%

Streamed Internet video (TV shows, movies, clips, etc.) through your computer 
connected to your television set

19% 27%

Read an ebook 18% 18%

Visited online forums/message boards 18% 21%

Visited professional networking websites (e.g., LinkedIn) 16% 15%

Used Instant Messenger 14% 17%
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Used location-based/check-in social networking (e.g., Foursquare, Facebook Places) 12% 20%

Listened to or watched podcasts 11% 12%

Used Internet- or “cloud”-based online storage (e.g., Mobile Me, Dropbox) 7% 12%

Visited virtual experience sites (e.g., Second Life) 6% 11%

Used social tagging or bookmarking (e.g., Digg or Del.icio.us) 6% 11%

Visited Torrent websites (e.g., mininova) 6% 11%

Used a TV redirector (e.g., Slingbox or LocationFree) 6% 11%

Reasons Why Educators and Others Blog Educators
General 

Population

To share my opinion 23% 25%

To connect with new people 15% 16%

Other 15% 12%

For educational reasons 14% 15%

To practice writing 13% 16%

To keep family/friends informed of my life 13% 19%

For political reasons 12% 10%

To make money (from advertising, other) 10% 10%

For professional development 5% 7%

It is part of my job 3% 4%

For public service 3% 6%

I want to be famous 2% 5%

Media Uses by Educators and the General Population in the Past 30 Days (continued)
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Types of Blogs Read by Educators and  
Others Who Read Blogs Educators

General 
Population

Personal 52% 45%

Parenting 34% 24%

Television shows 29% 23%

Food/cooking 27% 29%

Gossip/entertainment 26% 29%

Product reviews/consumer feedback 26% 24%

Hobby 24% 22%

News/current events 24% 28%

How-to 23% 24%

Political 21% 30%

Travel 17% 16%

Home/design 17% 16%

Science 17% 19%

Business 16% 19%

Technology 16% 27%

Movies 15% 27%

Religion 10% 11%

Music 9% 16%

Sports 8% 26%

Art and literature 6% 11%

Video games 5% 17%

Environmental 5% 9%

Other 4% 9%
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