Teachers as Consumers:
Background, Interests, Buying
Patterns, and Media Uses

TEACHERS AS CONSUMERS

Teachers as Consumers: Background, Interests, Buying Patterns, and Media Uses
Published by MDR
A D&B Company
6 Armstrong Road
Shelton, CT 06484
www.MDReducation.com
© Copyright 2017 Market Data Retrieval.
All rights reserved. No part of this report may be reproduced or transmitted in any form or by any means, electronic or mechanical, including
photocopying and recording, or by any information storage or retrieval system, except as may be expressly permitted by the 1976 COPYRIGHT ACT,
or in writing by MDR, 6 Armstrong Road, Shelton, CT 06484.
MDR and its agents have exercised reasonable efforts in gathering and preparing data and information published in Teachers as Consumers:
Background, Interests, Buying Patterns, and Media Uses. MDR does not assume and hereby disclaims any liability for any loss or damage caused by
errors or omissions resulting from negligence, accident, or other causes.
ii

TEACHERS AS CONSUMERS

Introduction...........................................................................................................................................................2
Part I:
Overview...................................................................................................................................................................3

Part III:
Educators’ Usage of Different Media.................................................................................. 31
Media Quintiles............................................................................................................................. 31

Methodology.......................................................................................................................................3

Media Usage by Educators and the National Population..... 34

Highlights.................................................................................................................................................3

Print Media and Television............................................................................................... 35

Background, Interests, and Buying Patterns............................................3

Magazines.................................................................................................................................... 35

General Media Habits........................................................................................................4

Newspapers............................................................................................................................... 35

Mobile and Computing Devices and Activities....................................5

Television Programs.......................................................................................................... 36

Demographic Profile of Educators in the U.S................................................6

Online Activities............................................................................................................................ 39

Part II:
How Do Educators Compare with the General U.S. Population?...........9

Home Computer Activities....................................................................................... 40

Attitudes and Opinions About Life Beyond the Classroom..........9

Smartphone and Tablet Activities..................................................................... 42

Banking and Finance............................................................................................................... 14

Websites Visited................................................................................................................... 42

Credit Cards............................................................................................................................... 14

Online Advertising............................................................................................................. 43

Bank Products and Investments.......................................................................... 16

Media Formats and Devices Used........................................................................... 45

Insurance....................................................................................................................................... 17

Mobile and Computing Devices................................................................................ 46

Travel......................................................................................................................................................... 19

Brands............................................................................................................................................... 46

Restaurants................................................................................................................................. 22

Apps Used on Mobile Devices............................................................................. 48

Interests and Non-Work Activities........................................................................... 23

A Teacher’s Day with Mobile Devices........................................................... 51

Memberships............................................................................................................................ 24

A Focused Look at New Media................................................................................... 53

Leisure Activities................................................................................................................... 25

Social Networks..................................................................................................................... 54

Sports and Fitness.............................................................................................................. 26

A Matter of Trust................................................................................................................... 56

Buying Habits................................................................................................................................... 27

Decision Making About Purchasing............................................................... 59

Stores................................................................................................................................................. 27

A Closer Look at Tablets and Tablet Uses............................................... 60

Online and Phone/Mail................................................................................................. 28

Conclusion.......................................................................................................................................................... 63

A Look at Select Products: Books and Toys/Games.................... 29

Appendix.............................................................................................................................................................. 64

Copyright 2017 MDR

Contents

Contents

Smartphone Activities.................................................................................................... 41

1

TEACHERS AS CONSUMERS

Introduction
Are teachers different from other consumers? Does that make them a
more desirable audience for business? Are there specific industries that
should be targeting teachers? Can educator behavior guide brands in
engaging with them? This report answers these questions.
We’re MDR, and marketers, non-profits, consumer brands, and
corporate foundations partner with us because we know educators.
As a division of Dun & Bradstreet, we are the marketing experts who
have helped our clients connect to educators and connect the dots in
understanding the education universe for nearly 50 years. We partnered
with Simmons Market Research on this report to help businesses see
the value and potential of teachers as a target audience.
It’s a maxim in marketing: know your audience. This report gives you
hard facts and priceless insights into how teachers live, work, and shop.
If you’re already focused on teachers, inside you’ll find information you
can immediately turn into effective outreach strategies. If this is your
first introduction to teachers as a unique subset of consumers, we’re
confident this report will convince you that among the 7+ million U.S.
educators lies an untapped opportunity for you.
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Methodology
Educators comprise a vital sector of the U.S. consumer marketplace.
Market Data Retrieval (MDR) commissioned this report to provide a
comprehensive picture of these individuals as consumers—who they are
and what they do when not in their classrooms and offices. It is based
on a variety of surveys and analyses conducted by Simmons Market
Research. Most of the data in this report comes from the Simmons
National Consumer Survey (Fall 2016), enhanced with information from
actual digital media use (based on passive monitoring). Select data
from the Simmons New Media Study provides insights into educators’
use of new and evolving mobile devices.
The educators described in this report include teachers, instructors,
professors, administrators, and specialists in both public and private
settings and at all levels of education—PreK through higher education.
The specific criteria used to define educators is based on how survey
participants described themselves—as being employed in “educational
services,” their occupation being “professional: legal/education and
training,” as being employed full or part time, and having at least a
four-year college degree. These educators are frequently compared
with a general population which, for the purpose of this survey, is
defined as all adults (over the age of 18 years).
It should be noted that the educators have not been excluded from
the general population—so the differences described in this report are
actually somewhat larger if one were comparing two entirely separate
groups (i.e., educators compared with non-educators). Throughout this
report, the words “educator” and “teacher” are used interchangeably.
And the general population is often referred to as “total group,” “all
U.S. adults,” or similar.
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MDR is a data- and research-driven marketing services agency with
unique digital, creative, and branding capabilities. The company
leads the industry in helping clients achieve their business goals
by connecting with highly targeted education professionals
through market intelligence, school data, and multi-channel digital
communities.

Overview

Part I: Overview

Highlights
Educators represent an ideal market for many businesses as
demographically, they outperform their neighbors in key metrics
that define attractive consumers. Compared with the total U.S. adult
population, educators report higher household incomes, are more likely
to be married, to own homes, and to have children. Well over half have
graduate degrees—and they exhibit a wide range of interests in the
world around them—often at higher levels than the general population.
They are considerably more engaged with current technology in their
work, as well as in their personal lives. Educators are savvy shoppers—
on the lookout for good deals and value.

Background, Interests, and Buying Patterns
• Educators’ average household income is $142,720, 42% higher
than the overall population.
• Three-fourths (76%) of educators own their homes, compared with
two thirds (67%) of the total.
• The Internet has had a major impact on teachers—particularly on
the way they work, but also about how they look for information,
how they shop, and the ways in which they spend their free time.
• Teachers rely on their smartphones to get the information they
need (78%), to connect with their social world (62%), and to get
work done where and when they want (61%).
3
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Overview

• Nearly nine (86%) of ten teachers have or use credit cards—
compared with 66% of the general population—and they use their
cards more frequently.
• Higher percentages of educators have various kinds of bank
products, investments, and insurance than the overall group.
• Teachers travel more—both domestically (83%) and internationally
(49%)—than the general population (67% and 42% respectively).
When traveling, teachers like sightseeing, going to the beach,
shopping, fine dining, and outdoor activities.
• All Americans eat out frequently at “family and sit-down
restaurants,” and educators do so at a somewhat higher rate
(94% compared with 85%).
• Educators are much more likely than the overall group to be active
in organized religions (48% compared with 29%).
• A quarter (26%) of all educators are members of or are active in a
union—more than four times the rate of union participation by the
overall population (6%).
• Educators tend to be more engaged in almost all types of leisure
activities compared with the general population—with the most
popular activities being listening to music, dining out, reading
books, going to the beach or lake, playing card games, visiting
museums, and cooking for fun.
• Educators are also more likely to engage in many sports and
fitness activities. The two most popular activities for both groups
are walking for fitness (55% of teachers and 42% of the overall
group) and swimming (50% and 35% respectively). Six of ten (62%)
of teachers exercise regularly compared with 52% of the general
population.

• Not surprisingly, more teachers buy books compared with the
overall population (78% versus 53%). They also buy toys and
games at higher rates (48% compared with 36%)—with board
games being most popular.

General Media Habits
• Teachers are somewhat less likely than the total group to spend a
great deal of time watching or listening to most types of television
and radio, but they do focus more attention on newspapers and
the Internet (as measured against the top national quintile).
• Magazines are more popular with teachers—with the top 5 being
Parade Magazine (read by 21%), Time and People (both 11%),
Better Homes and Gardens (9%), and National Geographic (7%).
• The difference in overall newspaper readership is not great (about
three percentage points higher for educators), but teachers are
more likely to regularly read the front page (35% compared with
23%) and most other sections.
• There are only minor differences in the overall TV viewing habits
of educators compared with the general population—except that
teachers are considerably less likely than the total group to watch
daytime network programs.
• Teachers engage in online activities considerably more than the
general population—and for almost everything that can be done
on the Internet—email, banking, shopping, using social network
sites, and so forth.

• Shopping is another frequent activity experience for teachers, with
97% doing some shopping in department stores or similar and
85% doing some of their shopping online.

4
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• Most educators own or otherwise have access to smartphones and
home computers (91% for each) and 68% have tablets—roughly 20
percentage points higher than the overall group.
SMARTPHONES

91%

Educators

HOME COMPUTERS

91%

Educators

TABLETS

68%

Educators

• Not surprisingly, educators encounter a fair number of online
advertisements in their various formats. Email ads influenced the
highest percentage of both teachers (22%) and the total group
(15%) to make a purchase. Webpage links are the next most
influential—leading to a purchase by 10% and 7% respectively.
• Apple products (Mac computers, iPhones, and iPads) are more
popular with educators compared with the general population—
with 55% of smartphone users owning an iPhone, 40% of tablet
users owning an iPad, and 21% of home computers being Macs.

Overview

Mobile and Computing Devices and Activities

• On smartphones, the browsing app most often used by teachers
is Apple’s Safari (by 52%), followed by Chrome (39%), and Browser
(16%). The most popular individual apps are Facebook Messenger
(used by 69%), Google Maps (45%), Camera (43%), Apple Maps
(37%), and Gmail (37%).
75% General
Population

70% General
Population

48% General
Population

• All people use their smartphones much more frequently for
activities other than talking—and teachers do this even more.
Nearly nine of ten teachers use their phones to visit websites
(88%) and send text messages (87%), and eight of ten take
pictures (80%), engage in social networking (80%), watch/
download videos (79%), and listen to music (78%). Only 62% report
that they regularly talk on their phones.
• Looking at teachers’ actual use of their mobile devices in a typical
day shows that the activity that most are engaged in throughout
the day is social networking—most active between 1:00 PM to
10:00 PM with usage at or above 60%. Website usage is similar,
followed by text messaging.
• Websites visited (on any device) most frequently by both
educators and the general public are Facebook (71% and 55%),
Google (67% and 51%), Amazon (67% and 44%), and YouTube
(62% and 44%).
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• The most popular tablet apps for teachers are iTunes (38%),
iMessage (36%), and Facebook (34%).
• Focusing on individuals who report being online on a regular
basis, both educators and the overall group engage in many of
the same activities, including visiting social networking sites
(by 75% of educators and 67% of the total).
• Slightly more than half (52%) of teachers who are online regularly
report that they are likely to open a link with promotions or
coupons sent to them from a trusted source, and 48% report that
they are likely to open news items. But teachers are much more
cautious when it comes to opening links to websites, jokes, and
other content.
• In response to emails sent from a retailer or business, teachers
are more willing than the general population to actually make a
purchase—both online (42% and 32%) and offline (22% and 16%).
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Overview

Demographic Profile of Educators
in the U.S.
While educators spend a great deal of their time teaching, doing
research, working with individual students, and managing various
education enterprises, they also lead active lives outside the walls
of academia. U.S. educators represent a broad and diverse range of
background characteristics. At the same time, the 7+ million individuals
who work in the nation’s education institutions differ from the overall
U.S. population in significant ways—and in ways that make them ideal
prospects as consumers for many businesses. On average, their
household income is higher, they are more likely to own homes, a
high percentage are married, and many are parents—with all of
the related responsibilities and needs.
Educators report an average household income of $142,720,
representing 42% more than the average household income reported
by the overall population. They are all college graduates and 62% have
graduate degrees (compared with just 11% of all adults in the country).
More than three-fourths own their residences (compared with twothirds of the total population). Educators are considerably more likely
to be females, and they are somewhat more likely to be married, and
to be parents.

Demographic Characteristics

Educators

General
Population

$142,720

$99,920

College Graduate

100%

30%

Graduate Degree

62%

11%

Own Their Residence

76%

67%

Married

66%

53%

Parent/Guardian

47%

41%

Female

71%

52%

43.6
years

47.1
years

Average Household Income

Average Age
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Age of Educators Compared with General Population

1824

2534

years

5%

3544

years

12%

22%

4554

years

17%

30%

years

17%

Educators are also younger than the total population by three and a
half years, placing them firmly in the Millennial cohort that is desirable
to businesses. While this average difference is relatively small, the
difference is considerably larger in the middle ranges—with 30% of
teachers falling in the 35- to 44-year range compared with only 17% of
the total population.
Copyright 2017 MDR

5564

20%

65

and
older

years

17%

17%

17%

6%

20%

General
Educators Population
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Household Income of Educators Compared with General
Population
Looking at household income by range shows a larger annual income in
teachers’ households compared with the overall population in all of the
higher ranges—particularly the $150,000 to $249,999 range. While these
differences reflect the individual salaries of faculty and administrators
in comparison with other professions, it is important to keep in mind
that in many cases these figures are from households with two income
earners. All of the educators described in this report are, by definition,
employed (84% full time and 16% part time), while only 50% of the
general population are employed full time and 11% are employed part
time. As noted above—a fifth of the general population is over 65—
many of whom are retired.
Other demographic data shows that educators are somewhat more
likely to be White and Asian American than the general population,
and less likely to identify themselves as Black or African American,
Hispanic, or other racial/ethnic groups. In terms of geographic location,
educators tend to be more concentrated in the Northeast than in other
parts of the country.

Educators’ average
household income is

$142,720

15%

2%

11%

7%

4%

$25,000$49,999

Less than

$25,000

10%

19%

15%

9%

$60,000$74,999

$50,000$59,999

24%

14%
$75,000$99,999

25%

12%

$100,000$149,999

10%

$150,000$249,999

17%

6%

$250,000
or more

42% higher than the
overall population
8

General
Educators Population
Copyright 2017 MDR

TEACHERS AS CONSUMERS

Part II: How Do Educators Compare with the
General U.S. Population?
The Simmons National Consumer Study covers background
information about people’s views on a broad range of topics, as
well as very specific data about particular habits—such as what
restaurants and retail stores they visit, what credit cards are in their
wallets, what leisure activities they engage in, what TV programs they
watch, what they read, and so forth. Most of this section of the report
will examine the responses from educators—and in most cases in
comparison with the general adult population over the age of 18. Data
is generally presented as percentages of each group responding to a
particular question or statement. Areas where there are considerable
differences between the two groups are highlighted. In most cases this
information is simply presented as two percentages with educators
represented by the first percentage and the general population by
the second —for example, 47% by educators and 31% by the general
population or simply 47% :: 31%.

Attitudes and Opinions About Life Beyond
the Classroom
Survey participants were asked to react to an extensive list of
statements and situations in order to gauge their views on a broad
range of topics—covering basic consumer matters (i.e., apparel,
automobiles, food, health, personal finance, and travel) and more
current issues (such as the Internet, technology, and social media). The
survey also probes general media habits, shopping preferences, social
interaction, and similar subjects.
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On the general topic of shopping, the primary difference between
teachers and the total population is that teachers have stronger
opinions. For example, both groups agree with the same top three
statements about shopping; however, teachers are more likely to
agree—particularly about topics related to finding the best price. In
general, educators appear to be savvy shoppers—on the lookout for
good deals.

Agreement with Statements About
Shopping

Educators

General
Population

A store’s environment can make a
difference in whether I shop there

80%

69%

For relatively expensive items, I’ll shop
at different stores to make certain I get
the best price

79%

65%

I usually only shop at my favorite
stores because I know they have the
brands I like

76%

70%

9
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Agreement About Topics Related to the Internet

76%

53%

The Internet helps me plan
and book travel

76%

61%

68%

53%

The Internet has changed
the way I spend my free
time

When I need information
the first place I look is the
Internet

65%

47%

60%

69%

51%

The Internet has changed
the way I shop for
products/ services

I get more and more of my
news from the Internet

69%

44%

42%

I spend less time reading
newspapers in print
because of the Internet

I am doing more of my
shopping on the Internet
than before

54%

40%

It is safe to make purchases
online

42%

If I find something I want in
a store, I go to the Internet
to see if I can find a better
deal

49%

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

62%

37%

The Internet has changed
the way I work

57%

44%

61%

43%

I rely on the Internet to
communicate with friends
and family

When I see something
interesting on TV, I often
go online to find out more
about it

55%

41%

I spend less time reading
magazines in print because
of the Internet

59%

41%

68%

55%

51%

At times, I feel like I need to
disconnect or take a break
from the Internet

44%

Nowadays, I access the
Internet more through my
mobile/ handheld device
than a computer

35%

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

Shopping Topics

Information Topics

Lifestyle Topics

53%

LEGEND

Educators

General
Population

While the responses from educators and the overall population show similarities in many areas,
there are a few noteworthy differences. One topic that stands out is the way teachers view and use
the Internet compared with the general population. Teachers were 25% more likely to agree with
most of the statements included on the survey about the Internet. The largest difference between
educators and the overall population is that the Internet has changed the way they work (for 62%
of educators compared with only 37% of the overall group.) Beyond that, however, the Internet has
become central to many different aspects of teachers’ daily lives—for finding information about all
kinds of things, for communication, for purchasing, and for a variety of other transactions.
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LEGEND

Educators

General
Population

78%

62%

I use my cell phone in
many different ways
to get the
information I need

62%

47%

My cell phone
connects me to my
social world

61%

44%

My cell phone
should help me get
work done when
and where I want

46%

34%

I rely on my cell phone
to keep up with
news or sports

44%

30%

I use information
from my cell phone
to decide where to
go or what to do in
my free time

30%

22%

I am willing to accept
advertisements sent
to my cell phone if I
were to receive
something of value
in exchange

A related set of statements focuses on cell phones/smartphones—and
here, too, teachers are more dependent on current technology than the
general population. They use their phones to get the information they
need, to connect with their social world, and to get work done where
and when they want.

Everyone uses their smartphones much more frequently for activities other than talking—
and teachers do this even more, using their phones to:
Visit websites | Send text messages | Take pictures
Engage in social networking | Watch/download videos | Listen to music

Copyright 2017 MDR
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Agreement About Use of Cell Phones/Smartphones

11

TEACHERS AS CONSUMERS

How Do Educators Compare?
12

Agreement About Social Media Topics

Educators

General
Population

54%

36%

I would rather read other people's comments
on social media/ networking websites than post
my own

53%

39%

I talk about things I see on social media/
networking websites in face-to-face
conversations

47%

31%

I often click on links or items posted by other
people on social media/ networking websites

44%

29%

I pay attention to ratings and reviews posted
online by other consumers

35%

28%

I often access social media/ networking
websites from different devices

33%

24%

I often post or comment on social media/
networking websites

23%

18%

I am more likely to purchase products I see
used or recommended by friends on social
media/ networking websites

21%

17%

I sometimes post ratings or reviews online for
other consumers to read

15%

12%

Without access to social media/networking
websites, I would feel less connected to other
people

14%

10%

I am more likely to purchase products I see
advertised on a social media/ networking
website

Social Media Topics

Social media is another area where teachers are more engaged than
the general population—although the overall percentages are not as
high as Internet and cell phone/smartphone usage. They pay attention
to comments posted by others—and not only from friends. And the
information they pick up from social media is frequently passed along
in face-to-face interactions with friends. This behavior makes educators
important influencers for businesses to recruit; as cited later in this
report, recommendations from peers play a powerful role in educator
purchase decisions.
There are some interesting differences in other areas addressed in
this section about attitudes and opinions and the following table
itemizes the individual statements about which teachers were more
likely (at least 25% more likely) to agree in comparison with the general
population. Not included are statements related to the Internet,
cell phones/smartphones, social media, and shopping which are
discussed above.
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Educators

General
Population

Educators

General
Population

78%

62%

I use my cell phone in many different ways to get
the information I need

60%

40%

I usually head right for the clearance rack when I
enter a store

76%

53%

The Internet helps me plan and book travel

41%

76%

At times, I feel like I need to disconnect or take a
break from the Internet

61%

When I need information the first place I look is the
Internet

59%

44%

69%

When I see something interesting on TV, I often go
online to find out more about it

51%

The Internet has changed the way I shop for
products/ services

57%

44%

69%

Nowadays, I access the Internet more through my
mobile/ handheld device than a computer

44%

I am doing more of my shopping on the Internet
than before

55%

41%

68%

I spend less time reading magazines in print
because of the Internet

53%

The Internet has changed the way I spend my free
time

55%
54%

40%

It is safe to make purchases online

68%

49%

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

54%

36%

I would rather read other people’s comments on
social media/networking websites than post my own

67%

48%

I tend to hold out on buying things I want until they
go on sale

53%

39%

I talk about things I see on social media/
networking websites in face-to-face conversations

65%
62%
62%

47%

I get more and more of my news from the Internet

42%

37%

The Internet has changed the way I work

53%

If I find something I want in a store, I go to the
Internet to see if I can find a better deal

47%

My cell phone connects me to my social world

51%

35%

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

61%

43%

I rely on the Internet to communicate with friends
and family

50%

38%

When shopping with others, I prefer splitting up so
I can do my own shopping

61%

44%

My cell phone should help me get work done when
and where I want

48%

31%

When I am shopping, I often use my mobile/
handheld device to search for local deals

60%

42%

I spend less time reading newspapers in print
because of the Internet

47%

31%

I tend to trust the information on websites that I
have heard a lot about

Copyright 2017 MDR

How Do Educators Compare?

Differences in Attitudes of Educators and the General Population on Select Topics
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Banking and Finance
Credit Cards
Teachers are more likely than the overall population to have or use
credit cards. Clearly, this makes it easier for them to make Internet
and/or phone purchases—and to spread out payments over time in
some circumstances. A third (34%) of teachers are the sole card user,
somewhat higher than 28% for the overall group.

The general rank order of popularity of types of credit cards is similar
across the two groups, with a few interesting exceptions. Teachers
are twice as likely as the overall group to have credit cards from
stores other than department stores. (The survey asked two separate
questions about store credit cards: “Department Store Credit Cards”
and “Other Store Credit Cards.”) They are also much more likely to
have other bank credit cards, and department store cards.

Types of Credit Cards People Have

Have or Use a Credit Card
86%
Yes

Educators

General
Population

66%

52%

40%

Visa

Yes

28%

25%

MasterCard

27%

18%

Department store credit cards

22%

16%

American Express

20%

9%

Other store credit cards

19%

12%

Other bank credit cards

18%

13%

Discover

11%

11%

32%
12%
No
Educators

No
General Population

Card Types

*Note: 2% of respondents in each group reported Don’t Know/No Answer.

Visa is by far the most popular credit card for both groups, and
more than half of the teachers carry or use Visa cards, while only
40% of the general population do so. The type of Visa card that most
teachers carry is a standard Visa card (25%) or a Visa signature card
(15%). While the percentages are tiny, it is noteworthy that 3.3% of
educators have a Visa business card—presumably for purchases for
the educational entity for which they work.

Other credit cards
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Number of Times Credit Cards Used
in Last Month

18%
20 or more times

31%
20 or more times

11%
20%

6 to 19 times

41%

6 to 19 times

32%

86% of teachers
have or use credit cards
compared with

66% of the general population
and they use their cards more frequently.

1 to 5 times
Educators
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Educators use credit more often than the overall population—with 90%
of educators reporting at least one use in the preceding 30-day period
compared with 63% of the total group. Educators also use their cards
much more frequently. While it is impossible to calculate average use
with precision, the data suggests that teachers use credits cards
nearly twice as often in comparison with the general population.

1 to 5 times
General Population
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Bank Products and Investments
Three-fourths (77%) of teachers have at least one type of banking
product or investment, compared with 58% of the general population.
The most common bank product—for both groups—is a savings
account; however, teachers are about twice as likely to have a savings
account (62%) as is the general population (47%). About the same
percentage of teachers and the overall group also have a checking
account. The survey, however, asked about interest-bearing and
non-interest-bearing checking accounts separately, so these data
points are presented as two different items. In both cases, however, a
higher proportion of teachers have checking accounts than the total
population.
Four out of ten (38%) educators have a 401k, 403b, 457b, Thrift Savings
Plan, or Tax Sheltered Annuity, compared with just 27% overall.
Educators are also more likely to have traditional and Roth IRAs
(24% :: 16%), mutual funds (17% :: 8%), and SEP/SIMPLE IRAs
7% :: 8%). And while the numbers are relatively small, educators are
much more likely to have various types of college savings plans.

Higher percentages of educators
have various kinds of:
bank products | investments | insurance
than the general population
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Educators

General
Population

62%

47%

Savings Account(s)

41%

34%

Non-Interest-Bearing Checking Account(s)

38%

27%

401k/403b/457b/Thrift Savings Plan/Tax
Shelter Annuities

35%

27%

Interest-Bearing Checking Account(s)

24%

16%

Traditional IRA/Roth IRA

19%

12%

Mutual Funds

17%

8%

SEP IRA/Simple IRA

16%

8%

Other College Savings Plan
(Coverdell ESAs, UGMA/UTMA, etc.)

10%

9%

Money Market

6%

6%

5%

2%

529 Plan (College Savings or Prepaid)

5%

7%

Common or Preferred Stock/Not Own
Company

5%

5%

Certificate of Deposits (CD) Long Term
(More than 6 Months)

4%

3%

Certificate of Deposits (CD) Short Term
(6 Months or Less)

Bank Products and Investments

U.S. Savings Bonds
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Most teachers (95%) have car or property insurance, as does the
general population—although at a lower rate (82%). Similarly, 94% carry
some sort of basic health, hospital, and/or life insurance in comparison
with 84% of the overall population. A reasonable generalization about
insurance is that roughly 10% more teachers carry insurance in
comparison to the general population.
Looking just at the general category of health, hospital, and/or life
insurance, basic health/hospital insurance is most common for all
respondents—with a 10 percentage point difference (88% for teachers
compared with 78% for the total group). Dental insurance is the next
most popular for teachers, which 66% have—a considerably higher rate
than the general population, at 48%. Life insurance is close behind for
both groups (64% :: 50%), followed by vision care (50% :: 38%). At the
bottom of the list is insurance for loss of income (disability/medical)—
and even though the percentages are small, teachers are much more
likely to have this type of insurance than the total group.

Percentage with Different Types of
Health/Life Insurance

88%

78%

Health/Hospital

38%

50%

Educators

50%

64%

Dental

Vision Care
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48%

66%

Life

19%

14%

Loss of Income

(Medical Causes/Disability)

General
Population

How Do Educators Compare?

Insurance
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As these percentages indicate, most people carry several kinds
of insurance. Relatively few (of both groups) have just one kind of
insurance (16% of educators and 17% of the overall group). The bottom
line is that teachers tend to have better protection for themselves
and their families compared with the total—likely related to the
importance of health insurance to the unions representing many
teachers.
Some interesting observations about the specific types of insurance
that people have:
• Educators are much more likely than the overall group to carry
term life policies (36% :: 24%).
• The most prevalent form of health insurance are PPOs (preferred
provider organizations) used by 38% of teachers and 29% of
the general population. Next most common are HMOs (health
maintenance organizations) used by 30% of teachers and 21% of
the overall group.
Significantly more teachers have their medical insurance through
their employment or union (72%) than the overall population (42%).
The general population is more likely to have their medical insurance
through individual purchase (19% teachers versus 27% total) and
various government programs, such as Medicare, Medicaid, or military
programs. The lower percentages of teachers in some of these
government programs is to be expected—given their age and working
status as opposed to the overall population—of which a fifth is over 65.

Source of Medical Insurance

Educators

General
Population

72%

45%

19%

27%

4%

9%

Basic/Original Medicare

2%

3%

Military/Tricare

1%

8%

Medicaid

1%

7%

Medicare Part D

1%

6%

Medicare Advantage/Medicare+Choice

1%

2%

Medigap/Medicare Supplement

1%

2%

Fraternal or Other Membership Group

Medical Insurance Sources
Your/Your Spouse’s Place of Work or Union
Individual Purchase
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Teachers are more likely than the overall population to travel. In
response to a question about whether they had traveled domestically
in the last 12 months, 83% of teachers said yes compared with 67% of
the total group. The survey also asked about foreign travel and cruises
taken over the last three years. Again, educators were more likely to
have engaged in these activities—although the difference was less
pronounced.

Recent Travel Experience
DOMESTIC

FOREIGN

(in last 3 years)

(taken last 3 years)

83%

49%

13%

67% General
Population

Educators

42% General
Population

Educators

12% General
Population

One unique characteristic about the teaching profession relates to
the academic calendar—generally extending from late summer/early
fall through late spring. For many classroom teachers, this means they
usually have most of the summer off—or at least freedom from the
daily routine of regular classes. Many teachers use this unscheduled
time to engage in various types of research—which often entails some
level of travel. Others take advantage of free time for vacations. Thus,
the increased level of travel by educators may be a mixture of interest
and opportunity.
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Reasons for Domestic Travel

CRUISE SHIP

(in last 12 months)

Educators

Looking just at domestic travel, the primary reason for these trips for
both teachers and the total group is vacation (60% for teachers and
41% for the total group), followed by personal reasons, a combination
of both business and personal, and business only. Teachers travel for
all these reasons at a higher rate than the overall group. Additional
information about the reasons teachers travel and the activities they
engage in while on vacation are included in the section below on
Interests and Non-Work Activities.

Educators

General
Population

60%

41%

Vacation Only

28%

20%

Personal (Excluding Vacation)

12%

6%

Both Business and Personal

11%

7%

Business Only

Domestic Travel Reasons

Teachers tend to spend more on domestic travel than the overall group.
Looking just at the last trip taken, 23% of teachers spent $1,000 or more
(compared with 17%) and 19% spent $500 to $999 (compared with 12%).

How Do Educators Compare?

Travel
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Cars are the transportation mode of choice for both groups
(67% educators and 49% total), with plane travel in second place
(40% :: 27%). Buses, trains, boats or ships, and motor homes round out
the list—all below 6% for both groups. Even though the percentages
are very small, it is interesting that educators are twice as likely as the
total group to choose to travel by bus, train, and boat.

Transportation Used in Domestic Travel

49%

67%
Car

Train

4%

3%

6%

Plane

2%

5%

27%

40%

Bus

2%

Boat/Ship

1%

1%

Motor Home/RV

Educators

General
Population

39%

24%

South Atlantic

21%

15%

Pacific

21%

11%

Middle Atlantic

19%

14%

Mountain

17%

11%

East North Central

15%

11%

West South Central

14%

7%

East South Central

12%

7%

West North Central

10%

5%

New England

U.S. Regions Traveled

LEGEND

General
Educators Population

Educators and the general public tend to travel in more or less
the same regions of the country, with a few interesting exceptions.
Educators are twice as likely to travel in the Middle Atlantic, East South
Central, and New England regions—possibly because the Northeast is
home to a higher proportion of educators.
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U.S. Regions Traveled to in Past 12 Months

When traveling internationally, the most popular regions are other
North American and Caribbean countries and Europe for teachers
(as well as for the total group). Looking at specific countries, Mexico
and Canada top the list for both groups. The next most popular
destinations for educators are the U.K. and Italy, while the overall
population is slightly more likely to head for the Bahamas than for
Europe. Even though percentages by country are small, educators are
considerably more likely than others to visit China as well as Colombia,
Costa Rica, Switzerland, Peru, Greece, Israel, and African and other
Asian nations.
Copyright 2017 MDR
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Educators

General
Population

12%

10%

Mexico

9%

6%

Canada

6%

2%

United Kingdom (England, Scotland, Wales)

5%

3%

Italy

4%

4%

4%

1%

China

4%

2%

Costa Rica

4%

3%

France

International Travel

Bahamas

As with domestic travel, educators spend more on international travel
than the overall group—with 9% spending $5,000 or more (compared
with 5% for the total), 10% spending $3,000 to $4,999 (compared with
6%), 12% spending $1,500 to $2,999 (compared with 10%), and 15%
spending less than $1,500 (compared with 12%).
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Teachers travel more—both

domestically (83%) and
internationally (49%)—than the
general population and like:
sightseeing | going to the beach
shopping | fine dining | outdoor activities

How Do Educators Compare?

International Travel in Last Three Years
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Restaurants
The survey asked participants if they visited “family and sit-down
restaurants” in the past month. Both teachers (94%) and the overall
group (85%) responded with a resounding “yes.” From a listing of 30
restaurants, 15 were selected by at least 10% of teachers and/or the
general population. The Olive Garden and Applebee’s were at the top
of both lists. Interestingly, both groups (51% of teachers and 43% of the
general population) also indicated that they often ate at “other” family
restaurants. Clearly, Americans eat out frequently—at both national and
regional chain restaurants—and presumably also at local family sit-down
eateries. And teachers are likely to do so at somewhat higher rates.

All Americans eat out frequently
at “family and sit-down restaurants”
Educators do so a bit more
94% compared with 85%

Restaurants Visited

Educators

General
Population

Educators

General
Population

31%

20%

Olive Garden

17%

13%

Red Lobster

31%

25%

Applebee’s

16%

8%

Red Robin

20%

12%

Buffalo Wild Wings Bar & Grill

15%

12%

Chili’s Grill & Bar

20%

15%

IHOP (International House of Pancakes)

15%

7%

Ruby Tuesday

19%

10%

The Cheesecake Factory

13%

13%

19%

12%

Outback Steakhouse

11%

8%

19%

13%

Cracker Barrel

8%

10%

18%

13%

Texas Roadhouse

Restaurants

Restaurants

Denny’s
TGI Friday’s
Golden Corral
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For an overview of teachers’ interests outside the classroom, it is
instructive to examine the types of activities that teachers and others
engage in while on vacation. While the rank-order of the top eight
activities is the same for educators and the general population, the
educator group is considerably more likely to participate in these eight
activities. For activities that are less popular for both groups, gambling,
boating, fishing, and golf are of somewhat less interest to teachers.
While tennis is the least popular activity for both groups, twice as many
teachers want to play tennis while on vacation than members of the
general population.
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What People Like to Do While on Vacation

Educators

General
Population

75%

57%

Sightseeing

64%

45%

Go to the beach

58%

41%

Shopping

47%

33%

Fine dining

42%

31%

Other outdoor activities

30%

22%

Camping/hiking

21%

15%

Other non-outdoor activities

13%

9%

Visit a spa

13%

14%

Gambling

11%

11%

Water sports

11%

12%

Boating

8%

6%

8%

13%

5%

6%

4%

2%

Vacation Activities

Snow skiing/snow boarding

How Do Educators Compare?

Interests and Non-Work Activities

Fishing
Playing golf
Tennis
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Memberships
Another useful indicator of a group’s interest is the type of
organizations in which they hold memberships. Religious organizations
are at the top of the list for both educators and the general public.
However, educators are much more likely than the overall group to be
active in a church, temple, synagogue, or mosque. In second place for
both groups are unions, but educators are four times as likely as the
overall group to be members of this type of organization. This is not
surprising given that the National Education Association (NEA) and
American Federation of Teachers—both of which represent public
school teachers—are two of the largest unions in the U.S. It is also not
surprising that so many educators are active in PTA/PTO or parent
organizations (remember that the demographic overview reported
that 47% of teachers are also parents). Other organizations in which
educators have much higher levels of participation relate to the arts
and culture (9% :: 3%), sports associations (8% :: 4%), and the boards of
schools or colleges (5% :: 2%).

organized religions | a union
art and sports associations

Organizations in Which Teachers and Others Participate and/or Have Memberships

Union

PTA/Parents
Association

American
Association of
Retired Persons
(AARP)

Art Associations
(Museum,
Symphony,
Opera, Dance)

Sports
Associations
(NRA,WTA,
ASFA)

School or
College Board

Environmentalist
Organization

A Body of Local
Government

Veterans Clubs
(VFW, American
Legion)

48%

26%

12%

9%

9%

8%

5%

3%

3%

3%

29%

6%

3%

12%

3%

4%

2%

2%

2%

3%

Church/Temple/
Synagogue/
Mosque

Educators

General
Population
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Educators are much more likely than the
overall group to be active in:
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Educators have wide-ranging interests outside the walls of their
classrooms and offices. At times, they engage in activities that are
rather solitary and introspective—but they also enjoy doing things
that are more outgoing and social. Overall, educators tend to be more
involved in almost all types of activities compared with the general
population.

Activities Done in the Past 12 Months

Educators

General
Population

30%

12%

Education courses

26%

22%

Going to bars/nightclubs/dancing

21%

16%

Photography

21%

14%

Visiting an aquarium

19%

12%

Painting, drawing, sculpting

18%

15%

Antique shopping/shows

Leisure Activities

Educators

General
Population

78%

67%

Listening to music

15%

9%

Playing a musical instrument

72%

58%

Dining out (not fast food)

12%

8%

Tailgating

72%

49%

Reading books

12%

12%

56%

41%

Going to a beach/lake

11%

8%

Needlework/quilting

51%

39%

Card games

11%

5%

Scrapbooking

49%

31%

Board games

11%

11%

Bird watching

46%

23%

Visiting museums

9%

8%

Playing bingo

44%

36%

Cooking for fun

9%

8%

Fantasy sports

39%

32%

Baking for fun

8%

7%

Reading comics

39%

38%

Barbecuing

8%

5%

Go carting

35%

31%

Gardening

7%

10%

32%

21%

Visiting a zoo
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Leisure Activities

Visiting state fair(s)

How Do Educators Compare?

Leisure Activities

Woodwork/furniture refinishing
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Sports and Fitness
Educators are also more likely than the overall group to engage in
many sports and fitness activities. The two most popular activities for
both groups are walking for fitness (55% of teachers and 42% of the
overall group) and swimming (50% :: 35%). All other activities were done
by less than 30% of both groups. Sixty-two percent of teachers say
they have exercised regularly over the past 12 months compared
with 52% of the general population.

Sports and Fitness Activities Done in Past 12 Months

15% General
Population

Cardio Machines

16%
Educators

18% General
Population

15%
Educators

Aerobics

17% General
Population

Bowling

14% General
Population

18%
Educators

22%
Educators

22% General
Population
Camping Trips

18%
Educators

23%
Educators

16% General
Population
Billiards/Pool

13% General
Population

19% General
Population
Bicycling

19%
Educators

Yoga

Basketball

21%
Educators

22% General
Population

24%
Educators

Backpacking/hiking

35% General
Population

26%
Educators

Weight Training

42% General
Population

29%
Educators

Jogging/Running

50%
Educators

Swimming

55%
Educators

17% General
Population
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and aquariums; and painting, drawing and sculpting. The only activity
that teachers are less likely to engage in compared with the total group
is woodworking/furniture refinishing.

Not surprisingly, in comparison with the general population, teachers
are much more likely to take education courses (the context suggests
this refers to any type of course in an educational setting—not just
specific courses about education). Other activities they are more likely
to take part in are reading books; board games; visiting museums, zoos,

Exercise/Walking

How Do Educators Compare?

The more than three-fourths (78%) of teachers who listen to music have
eclectic tastes. More than 20% of teachers say they like the following
types of music the most (multiple responses were permitted): ‘80s Pop/
Rock (such as Madonna and Bryan Adams), ‘60s to ‘70s Pop Classic
Rock (The Beatles, The Eagles), Mainstream/Pop Country (Carrie
Underwood, Taylor Swift), Traditional Country (Keith Urban, Martina
McBride), Pop and R&B (Jason Derulo, Rihanna, Usher), and Pure Pop
(Katy Perry, Kesha). Next on the popularity list is the Classical Music
category at 19%.

11% General
Population
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Stores

Despite numerous articles about the demise of brick and mortar retail
establishments and dire financial reports about several struggling retail
giants, Americans are still shopping in stores. Teachers in particular
continue to be drawn to stores—with 97% reporting having shopped in
a department or large chain store within the past 3 months, compared
with 91% of the general population. Nonetheless—as will be seen in the
section below—there has been some erosion in the number of people
shopping at many stores during the past few years, though a few have
seen gains. Clearly, the market is not stagnant.

Walmart tops the list for both teachers and the general population, with
nearly two-thirds shopping there during the prior three months. Target
is in second place for both groups, but teachers are much more likely to
shop in Target stores (57%) than is the overall group (37%).

Top Ten Stores Frequented by Educators
63%
63%

Walmart

57%

Target

37%
30%
26%

Dollar Tree

29%
23%

Kohl’s

27%
21%

Costco
JCPenney

25%
20%

Macy’s

25%
18%

Bath & Body Works
Sam’s Club
Dollar General Store
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21%
12%
21%
19%
18%
20%

Educators

How Do Educators Compare?

Buying Habits

General
Population
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Looking just at teachers’ store visitation habits, we see that a number of
stores have experienced losses—and a few have seen gains—between
the current survey and the survey published in MDR’s 2013 report on
Teachers as Consumers.

Percentage of Educators Shopping at
Popular Stores: 2017 and 2013
2017

2013

Store

63%

70%

Walmart

57%

67%

Target

30%

27%

29%

39%

Kohl’s

27%

20%

Costco

25%

40%

25%

24%

Macy’s

21%

19%

Bath & Body Works

21%

26%

Sam’s Club

18%

20%

Dollar General Store

Online and Phone/Mail
Educators are considerably more likely to do some of their shopping
over the Internet (or by phone or mail) than is the overall group
(85% :: 65%). Looking just at online purchases, the most popular items
bought online are women’s apparel—by 24% of teachers, compared
with just 12% of the total group. Not surprisingly, given the professional
interests of educators combined with the scarcity of bookstores in many
locales, books are the next most frequent online purchase (23% :: 10%).
Travel (hotels, tours, and airline tickets), other types of apparel (for men
and children, as well as footwear/shoes, and accessories), toys and
games, and music (downloads and CDs) round out the top ten list.

What Gets Ordered Over the Internet

Dollar Tree

JCPenney

Educators

24%

Women’s
Apparel
12%

General Population

Educators

12%

Footwear/
Shoes
8%

General Population
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Educators

23%

Books/
Ebooks

20%

Hotels/
Tours

10%

General Population

Educators

Educators

12%

Accessories
7%

General Population

15%

Airline
Tickets
8%

General Population

Educators

Educators

12%

Toys/
Games

9%

10%

General Population

10%

Music
(Downloads/CDs)

5%

General Population

15%

Men’s
Apparel

General Population

Educators

Educators

7%

General Population

Educators

9%

Children’s
Apparel
5%

General Population
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To gain a better understanding about some of the products that
teachers buy, MDR reviewed data about the types of books and
toys/games that teachers purchase. This information covers material
purchased over the last 12 months from any source—stores, online,
mail, home-shopping parties, or any other form of commerce.
More than three-fourths of teachers (78%) purchased some sort
of books in the last year, compared with only 53% of the general
population. Paperbacks were the most popular format (purchased
by 63% of educators), followed by hardcover books (44%), eBooks or
digital formats (36%), and audiobooks (11%). Teachers purchase about
twice as many of all of these types of books than does the general
population (34%, 26%, 16%, and 5% respectively.)
Children’s books are purchased by 25% of teachers (compared with
9% of the general population). While some of these purchases may
be for family children, it is also possible that some teachers purchase
children’s books for use in classrooms or to keep informed about what
their young students may be reading. The two next most popular topics
are biographies/memoirs and mystery /thriller/horror. Least popular are
books about business and money, which the general population buys at
a just slightly higher rate than teachers (3.6% by teachers and 4.3% by
the general population).
Survey participants were also permitted to check “other” if the
particular subject area was not included on the list. Nearly a fourth of
educators (24%) said they bought “other” subjects/genres. While it is
impossible to know exactly what other types of books educators might
have purchased, it is reasonable to assume that these might include
books related to education in general and the subjects that educators
are teaching.
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Subjects/Genres of Books Purchased
in Last Year

Educators

General
Population

25%

9%

Children

22%

11%

Biographies/Memoirs

21%

14%

Mystery/Thriller/Horror

19%

10%

Religion and Spirituality

17%

11%

Action/Adventure

16%

8%

History/Political

14%

5%

Classics

14%

9%

Science Fiction/Fantasy

12%

8%

Romance/Erotica

11%

6%

Self-Help

11%

6%

Health/Fitness

7%

4%

Travel

4%

4%

Book Subjects

How Do Educators Compare?

A Look at Select Products: Books and Toys/Games

Business and Money
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As with books, some of the purchases of toys and games by teachers
might be work-related. A recent MDR survey1 found that almost threequarters of K-12 teachers used personal funds to buy products to be
used as student incentives and rewards. Possibly some of these toys
and games might be destined for teachers’ classrooms.

Types of Toys and Games Purchased in Last Year

6%

Educators

Word Games

8% General
Population

8% General
Population

Electronic Educational Toys

11% General
Population

10%
Educators

16%
Educators

Other Educational Toys

12% General
Population

1

30

16%
Educators

Action Figures

13% General
Population

13%
Educators

12% General
Population

Plush Toys

15%
Educators

Dolls

10% General
Population

Construction Toys

16%
Educators

12% General
Population

16%
Educators

Cars/Trucks

15% General
Population

19%
Educators

Infant/Pre-School Toys

27%
Educators

Board Games

How Do Educators Compare?

Close to half (48%) of educators and a third (36%) of the total group
bought toys and games over the past year. Board games were the
most popular, purchased by 27% of teachers and 15% of the total
population. Infant/Pre-school toys were next in popularity at 19% and
12%. Five different types of toys and games were purchased by around
15% and 16% of educators: dolls, action figures, other educational toys/
games, construction toys/builder sets, and cars/trucks. Least popular
were plush dolls/animals, electronic educational toys, and word games.
Some 17% of teachers (and 13% of the total group) reported buying
other types of toys or games not listed on the survey.

5% General
Population

Market Data Retrieval, Classroom Trends: Teachers as Buyers of Instructional Materials
and Users of Technology, State of the K-12 Market, 2016.
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Part III: Educators’ Usage of Different Media
The earlier sections of this report have already highlighted various ways
in which educators are more attuned to contemporary technology in
their everyday lives than the general population. This part of the report
will explore, in greater detail, teachers’ use of different types media—
and how they get information and interact with their friends, family,
co-workers, and the world around them.

Percentage of Teachers in Each National
Quintile of Television Watchers
18%

21%

Media Quintiles
One way of viewing the popularity of a particular medium is to classify
survey respondents according to their relative volume of usage—in this
case in five equal groups or quintiles, with the heaviest users in the top
fifth, and the lightest or non-users in the bottom fifth. For this analysis
about educators and their usage of media, it is instructive to
examine how educators compare with the national population.
Quintiles were established first for the national population—
yielding a national yardstick, of sorts. Educators were then
evaluated in relation to these national quintiles.
Looking first at television viewing habits, it is clear that fewer teachers
are in the top national quintile of most types of TV viewing. For
example, only 15% of teachers are in the top quintile of cable TV
watchers (that is the heaviest watchers). Another way of looking at
these data is to note where the percentages are smaller or larger
than 20% (the percentage of the national group in each quintile). For
example, looking at prime-time TV viewing, 21% of teachers are in the
top quintile and 24% are in the second quintile—meaning the teachers
have somewhat higher viewing habits when it comes to prime time TV
than the general population. Marketers interested in using TV to target
educators might concentrate on prime time (all things being equal) as
opposed to the early and late fringes. A holistic view of teachers’ TV
viewing shows that they are generally moderate watchers: they
watch, but are generally not among those that watch the most
nor are they among the very low or non-users.
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16%

25%

21%

20%

18%
24%

20%

19%

Top
5th

15%

24%

23%

TV Early and
Late Fringe

14%

17%
TV Prime Time

2nd
5th

22%

22%

19%

17%

TV All Day

Middle
5th

25%

4th
5th

Cable TV

Bottom
Fifth
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Teachers are not well represented in the top percentile of radio
listeners, but they are very well represented in the second and third
percentiles—particularly for drive time (56% compared with 40%).
Teachers’ magazine reading habits rather closely parallel the national
population, although fewer educators are in the bottom percentiles.
Looking just at the top quintile, teachers are heavier newspaper readers
than the overall group, but this is somewhat balanced in the opposite
direction with slight over-representation in the bottom quintile.
The outside category represents a broad array of advertising beyond
the borders of home, work, or mobile devices—such as videos in
doctors’ offices, taxicabs, elevators, and airports; displays at bus
shelters or sports arenas; and signs flown by airplanes and blimps.
Educators seem to observe this type of outside advertising more
frequently than the overall population—possibly because they are
more observant—or simply because they spend more time traveling
(which we have already seen that they do) and in other locations where
advertising is shown.

Percentage of Teachers in Each National
Quintile Engaging in Various Types of Media
18%

16%

27%

25%

29%

23%

23%

22%

19%

24%

23%

19%

22%

23%

22%

14%

15%
10%
Radio
Drive Time

Top
5th
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21%

12%
Radio
All Day

2nd
5th

16%

19%
20%

22%

16%

Magazine Newspapers

Middle
5th

4th
5th

Outside
Advertising

Bottom
Fifth
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Percentage of Teachers in Each National
Quintile Who Use the Internet
25%

28%

16%
25%

25%

28%
28%

18%

21%

19%

12%
14%

19%
12%
Internet at Home

Top
5th
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2nd
5th

9%
Internet at Work

Middle
5th
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Educators are heavier users of the Internet at home—and the
combination of home and work—compared with the general
population, but they are under-represented in the top quintile in their
use of the Internet at work. This is likely since most educators are
classroom teachers or professors who occasionally use Internet content
as part of classroom activities, but predominately spend time working
directly with students—in front of the classroom or individually or with
small groups. Because of this, they generally have limited time during
the day to use a computer or mobile device.

Internet at Home/
Work

4th
5th

Bottom
Fifth
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Media Usage by Educators and the National Population
Another way to look at teachers’ interaction with different media is
to focus only on the top two national quintiles—a measure of how
much a particular medium is actually used. The figure below provides
information about how much educators use various forms of media
in relation to the usage patterns of the general U.S. population. For
each of the categories presented below, the top two quintiles would
comprise 40% of the total group. This figure shows the percentage of
educators that are in those top two quintiles. The bottom line is that

educators are heavier users of the Internet at both home and
office, and are somewhat more likely to pay attention to outside
advertising, listen to the radio while driving, watch TV during
prime time, and read magazines and newspapers than the general
population. At the other end of the spectrum, they are quite a bit less
likely to watch early and late TV—possibly because many of them work
in K-12 school settings which tend to begin relatively early. And many
teachers are frequently grading papers and developing tomorrow’s
lessons plans during this time.

Media Usage: Percentage of Educators in the Top Two National Quintiles
Internet Home/
Work

Internet
at Home

Outdoor

56%

50%

46%

Radio Drive
Time

TV Prime Time

46%

45%

Magazine

Newspaper

Radio All Day

Internet at Work

42%

41%

(Weekday and Sunday)

43%

43%

TV All Day

Cable TV

Yellow Pages

TV Early and
Late Fringe

39%

36%

36%

33%
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Magazines
Americans look at an amazingly long and varied group of magazines.
From a list of well over 100 magazines, survey respondents identified
only nine titles read by at least 5%. At the top of the chart is Parade
Magazine, looked at by about one in five adults in the U.S.—
not surprising since this publication is an insert in many Sunday
newspapers. For educators, Time is the next most popular, looked at by
twice as many educators (11%) in comparison with the total population
(5%). People and Better Homes and Gardens follow, each looked at by
about one in ten of both groups.

Most Popular Magazines Read

Educators

General
Population

21%

19%

Parade Magazine

11%

5%

Time

11%

9%

People

9%

8%

Better Homes and Gardens

7%

6%

National Geographic

5%

5%

5%

2%

5%

8%

AARP, The Magazine

5%

4%

Good Housekeeping
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Most of the same titles appeared on a similar list prepared in 2013—
although nearly all appear to have lost readership over the past
few years. The only exception is Time, which gained some modest
readership among teachers (from 9% in 2013 to 11% in this study).

Newspapers
Educators are just a bit more likely than the total population to read
print editions of newspapers. About a third of each group look at
daily newspapers (33% :: 30%) and slightly more (37% :: 33%) look at
weekend papers. Combined readership shows 45% of teachers reading
newspapers at some point from Monday through Sunday, compared
with 42% of the overall group.
The most popular sections for all newspaper readers are the front
page and general news sections of both the daily and Sunday papers
(which teachers are much more likely to read), followed by sports
and entertainment on a daily basis and entertainment and comics on
Sundays.

Magazines

Sports Illustrated
Entertainment Weekly

Teachers are somewhat less
likely to spend a lot of time
watching or listening to
most television and radio

Usage of Different Media

Print Media and Television

focus more
attention on newspapers
and the Internet
they do
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Read Regularly Newspaper Sections
Daily vs. Sunday Editions
DAILY

Networks Watched During Prime Time
49%

SUNDAY

ABC

Section

10%

10%

Business/Finance

—

—

12%

9%

Comics

17%

12%

13%

9%

Editorial

12%

8%

16%

11%

Entertainment
(Movies, Restaurants, etc.)

20%

14%

11%

9%

Food/Cooking

15%

10%

35%

23%

Front Page

30%

22%

25%

20%

General News

23%

19%

10%

5%

Science and Technology

11%

6%

19%

14%

Sports

14%

14%

—

—

Travel

10%

7%

Television Programs
Network TV
The Big Three (ABC, CBS, and NBC) top the list of networks viewed by
both educators and the general population, with very small differences
between the two groups. There is a bit more variance for Fox, PBS, and
The CW—with teachers somewhat less likely to view these channels.
36

Educators

46%
Educators

CBS

35%
Educators

NBC

48% General
Population

49% General
Population

37% General
Population

27%
Educators

13%
Educators

10%
Educators

Fox
33% General
Population

PBS
16% General
Population

The

CW
14% General
Population

Prime time program preferences for educators and the general
population are very similar. During the 7:00 PM to 9:00 PM segment,
57% of educators and 60% of the total group are watching at least
some programs; and during the 9:00 PM to 11:00 PM, 61% of both
groups have their TVs on some time.
The types of programs viewed are also similar, with general drama and
reality programs at the top of both lists. Situation comedies are in third
place for both groups—although teachers are a bit more likely to watch
these programs. The only type of programming with a significant
difference between teachers and the total is evening animation,
watched by 10% of the general population, but only 5% of
educators.
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Educators

General
Population

50%

51%

General Drama

40%

40%

Reality

38%

33%

20%

21%

7%

6%

5%

7%

5%

10%

3%

5%

Game Show/Contest

2%

4%

Science

2%

2%

Music/Variety

2%

3%

History/Biography

Prime Time TV

Teachers reported viewing 22 cable networks during the 7 days prior
to answering the survey. By and large, the general order of the list
is similar for teachers and the general population—with just a few
exceptions: HGTV and Bravo are more popular with teachers, while
The Weather Channel, the History Channel, AMC, Fox News, National
Geographic, and A&E are less popular.

Cable Networks Viewed Weekly

Situation Comedy
News/Documentary
Sports
Comedy
Evening Animation

Teachers are considerably less likely than the total group to watch
daytime network programs. This holds for early morning programs
(18% teachers, 22% total), as well as all programming from 10:00 AM
to 4:30 PM (7% :: 17%).
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Cable TV

Educators

General
Population

24%

18%

20%

21%

ESPN

17%

16%

HBO

16%

19%

TNT

16%

16%

TBS

16%

17%

CNN (Cable News Network)

15%

13%

15%

15%

Food Network

14%

18%

USA Network

14%

18%

The Weather Channel

Cable Networks
HGTV (Home & Garden Television)

Usage of Different Media

Types of Prime Time Network TV Viewed

TLC
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Educators

General
Population

13%

21%

History

13%

12%

ESPN2

13%

17%

AMC (American Movie Classics)

12%

15%

Hallmark Channel

11%

9%

Bravo

11%

10%

Lifetime

11%

19%

Fox News Channel

11%

15%

National Geographic Channel

11%

10%

10%

11%

Freeform (Formerly ABC Family)

10%

13%

A&E

10%

9%

MTV

Cable Networks

Disney Channel

A review of the full list of more than 90 cable channels shows that the
majority of channels are less popular with teachers than the overall
population.
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Teachers engage in online activities considerably more than the general
population—and for almost everything that can be done on the
Internet. Looking just at the differences in percentages between these
two groups, it is clear that online activities are a central part of
educators’ daily lives. It should be noted that some of the differences
(for example—the high email usage) might be related to educators’
work rather than their leisure activities. But many of the items on this
list (banking, shopping, finding recipes, and movie showtimes) are not
work-related.

Online Activities Engaged in a
Recent Month

Educators

General
Population

40%

27%

Airline/car/hotel info or reservations

36%

21%

Movie information/reviews/showtimes

36%

26%

Listen to Internet-only radio stations
(Pandora, etc.)

32%

21%

Shopping; gathered information for
shopping

30%

25%

Instant messaging (IM)

28%

16%

Find/print coupons from websites

27%

16%

Digital imaging/photo albums online

26%

24%

Play games online

Online Activities

Educators

General
Population

90%

68%

Email

25%

18%

Watch TV programs (download or stream)

69%

53%

Check the weather

25%

21%

Watch videos or other video content

67%

48%

Banking
(check financial accounts/pay bills online)

24%

19%

Watch movies (download or stream)

65%

50%

Look up directions or maps

24%

16%

Search restaurant reviews/reservations

50%

33%

Shopping: made a purchase

24%

16%

Medical services and information

49%

35%

Use search engines

23%

13%

Read magazines/newspapers

46%

32%

Visit social networking websites

21%

19%

Follow sports news

45%

33%

Look for recipes

21%

15%

Download music files

45%

31%

Read latest news/current events

20%

15%

Video chat/call
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Although mentioned by fewer than 20% of educators, several other
activities stand out as being engaged in more frequently than the
general population: download/listen to podcasts (15% :: 9%), read
blogs/online diaries (15% :: 8%), visit daily-deal websites, such as
Groupon.com, LivingSocial.com (13% :: 7%), and take online courses/
classes (10% :: 6%).

Home Computer Activities
The majority of educators and the overall adult population (76%
and 58% respectively) use their computers for accessing the Internet
and for email. Educators are considerably more likely to use their
home computers for word processing and education/training—which
probably includes providing education to others, as well as engaging in
online education and training for themselves.

Home Computers Uses
76%

Internet/Email

58%
55%

Word Processing
Education/Training

27%
42%
18%
40%

Manage Personal Finances
(Banking, Investments, Budgeting)

31%
37%

Listen to Music
Travel Planning
Retrieval of News/Information/
Data Services
Watch TV or Movies
Telecommuting
(Work from Home/Road)
Graphic/Presentation
Desktop Publishing

28%
33%
21%
32%
23%
30%
20%
16%
6%
15%
5%
14%
6%

Time Management

12%
4%

Filing/Database Management
Business Analysis/Forecasting

10%
7%
4%

Educators

4%
Programming

40

4%
3%

General
Population
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Visiting websites and messaging are the two top uses of smartphones
for both educators and the general population—although educators
do both activities more frequently. In third and fourth place—again
for both groups—are using their phones as a camera and for social
networking/blogs.
As we have seen in Part II, educators are considerably more likely to
engage in social networking activities than the total group. Part of the
reason for this is because many teachers use a variety of informational
and social networking for work, as well as for personal reasons.

Teachers more often use their phones to:
Visit websites | Send text messages
Take pictures | Engage in social networking
Watch/download videos | Listen to music

Smartphones Uses
Educators

General
Population

74%

58%

GPS

Smartphone Uses

Educators

General
Population

88%

71%

Visit websites

70%

52%

IM/chat

87%

70%

Messaging

64%

49%

Read periodicals

80%

67%

Camera

62%

53%

Talk

80%

61%

Social network/blog

55%

45%

Play games

79%

62%

Watch/download/stream video

46%

44%

Email

78%

58%

Listen to music

43%

42%

Download
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Smartphone and Tablet Activities
Because smartphones are generally more widespread than tablets, it is
not surprising that phones are used more often for most activities—at
least for now. But, with the exception of talking, educators appear to
use their tablets for just about anything they also do with their phones.
When designing a message to be delivered either through email or
websites, it is important to keep in mind that a sizable portion of the
intended audience might be viewing it on smartphones or various sizes
of tablets.

Educators’ Use of Smartphones and Tablets

Smartphones

Activities

Tablets

88%

Visit Websites

54%

87%

Messaging

39%

80%

Camera

28%

80%

Social Network/Blog

38%

79%

Watch/Download/Stream Video

38%

78%

Listen to Music

46%

74%

GPS

17%

70%

IM/Chat

25%

64%

Read Periodicals

35%

62%

Talk

4%

55%

Play Games

42%

46%

Email

23%

43%

Download

26%

Further information about home computers, smartphones, and tablets
is provided below in the section, “A Focused Look at New Media.”

Websites Visited
In a series of questions about the Internet, participants were asked to
identify websites they visited with any device—ranging from gaming
systems, MP3 players, and televisions, to desktops, laptops, tablets,
and smartphones. The top four websites—visited by both teachers
and the general population—are Facebook, Google, Amazon,
and YouTube. Most of these sites are used by considerably higher
percentages of educators compared with the total group. More
moderate differences are seen at the bottom of this top 10 list—
particularly Weather.com and Netflix. Yahoo is the only site in the top 10
with identical percentages of users in the two groups.
Some of these sites are ones that many teachers use as part of their
work in addition to personal activities. In fact, MDR’s report, Classroom
Trends, identifies five sites that K-12 teachers use at least weekly:
YouTube (42% of teachers), Pinterest (31%), Facebook (29%), Twitter
(10%), and Instagram (9%). The MDR report notes that YouTube and
Pinterest are used primarily for classroom or homework resources, while
Facebook and Twitter are frequently used to connect with colleagues
and a variety of professional communities.
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71%
Educators

67%
Educators

Facebook.com

Google.com

55% General
Population

31%
Educators

67%
Educators

Pandora.com

20% General
Population

Amazon.com

51% General
Population

31%
Educators

62%
Educators

Netflix.com

23% General
Population

YouTube.com

44% General
Population

30%
Educators

35%
Educators

44% General
Population

29%
Educators

Weather.com

22% General
Population

Pinterest.com

Yahoo.com

29%
General Population

15% General
Population

27%
Educators
Wikipedia.org

16% General
Population

Because many readers of this report will be interested in knowing more about educators’ interactions with other websites, a complete listing of the
70 websites visited by at least 5% of the educators in the survey is provided in the Appendix. A few of these sites are particularly popular (nearly twice
as likely to be visited) with teachers: Wikipedia, Allrecipes, Verizon, IMDb, Twitter, Expedia, HuffingtonPost, Barnesandnoble, Yelp, NYTimes, Zappos,
Travelocity, Priceline, MLB, About.com, Orbitz, USAToday, Evite, Livingsocial, and Consumerreports.org.
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Online Advertising
Simmons National Consumer Survey asked participants which forms of
Internet advertising influenced them to purchase a product or service in
the last three months.
• Email influenced the highest percentage of both teachers
(22%) and the total group (15%) to make a purchase. Given the
amount of email advertising that many people receive, it seems
remarkable that more than one in five teachers responded
positively to email advertisements. Clearly, there are purveyors of
goods and services who are doing an excellent job of identifying
potential market segments and targeting their email messages to
teachers.
• Webpage links are the next most influential—leading to a
purchase by 10% of teachers and 7% of the total population.

Forms of Internet Advertising That
Influenced People Over a Three
Month Period
Educators

22% Educators

Email Ads
15%
General Population

Educators

3%

10% Educators

Webpage
Links
7%
General Population

Educators

3%

Full-Motion
Video Ads

Floating Ads

2%
General Population

1%
General Population

7%

Sponsored
Websites from
Search Results
6%

General Population

Educators

2%

Other

4%

Educators

Banner Ads

5%

General Population

Educators

1%

Pop-Up/Under
Window Ads

3%

General Population

2%

General Population

The survey also gave participants the option of responding that
none of the listed online advertisement methods influenced them.
Fifty-six percent of educators checked this box, suggesting that 44% of
educators had indeed been encouraged to purchase a product or
service as a result of online advertising.
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While most of this section will focus on various types of mobile and computing devices—smartphones, tablets, laptops, PCs, etc.—it is useful to
be reminded about the array of different media formats available to most of the U.S. population. Virtually everybody uses TVs and mobile phones.
Desktop computers/laptops are used by more than 90% of educators at both work and home versus only 47% of the overall group in their offices and
70% in their homes. Note also that two-thirds of teachers use digital tablets—again markedly higher than the total. The only device that educators
are less likely to use than the general population is game consoles.

Media Formats Used in Past 30 Days
TELEVISION SET

MOBILE PHONE

WORK DESKTOP/LAPTOP

HOME DESKTOP/LAPTOP

RADIO

MAGAZINES

98%
Educators

98%
Educators

93%
Educators

91%
Educators

90%
Educators

68%
Educators

97% General Population

92% General Population

47% General Population

70% General Population

84% General Population

60% General Population

DIGITAL TABLET

NEWSPAPERS

STREAMING MEDIA DEVICES

GAME CONSOLES

eREADER

68%
Educators

62%
Educators

60%
Educators

28%
Educators

23%
Educators

48% General Population

58% General Population

51% General Population

Usage of Different Media

Media Formats and Devices Used

33% General
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Mobile and Computing Devices
This section will focus on three primary types of devices: computers/
laptops, tablets, and smartphones. This information is derived from the
Simmons Connect analysis, which asked questions in a slightly different
(and more up-to-date) format than their National Consumer Survey.
A major difference in the Connect data collection was to specifically
ask about smartphones, while the NCS asked about mobile phones.
The difference in responses to these two definitions (98% of teachers
using mobile phones in the figure presented above and 91% using
smartphones in the figure below) presumably means that about
7% of teachers are using earlier phone models, such as flip phones.
And using the same logic, 17% of the general population are still using
basic models of mobile telephones.

Overall Usage of Mobile and Computing
Devices
91%

70%

68%

75%

48%

Tablets

46

91%

Home Computers

General
Educators Population

And while these devices will be reviewed separately, it must be
acknowledged that the differences between them are extremely
blurred, particularly in terms of functionality. As is clearly illustrated
in the section above about the various ways people use their home
computers, tablets, and smartphones, many people use all of their
devices for many of the same activities. This is particularly true in the
case of email, social media and other online activities. For some, the
legacy-type desktop computer is being replaced by tablets of various
sizes and even smartphones. Others use all three types of devices—
depending on place, time, and type of task.

Brands
Home Computers
Apple (MAC) is the most popular brand among educators—
edging out HP for the top spot by 0.6%. Apple computers were
some of the earliest in classrooms (some readers may remember the
Apple IIe) and Apple has engaged in many initiatives (as have many
other companies) to put more of their devices and related products in
the hands of students, teachers, and administrators. Dell is the third
most popular brand of computer for teachers. Still, these top three
brands for teachers are all relatively close together (19% to 21%).
Interestingly, the general population has some different preferences—
with Dell in first place, followed by HP and Apple—and the spread
between them is greater (19%, 17%, and 12%).

Smartphones
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Tablets
The iPad tops the list of tablets owned by both educators and the total
group, followed by Samsung Galaxy and Amazon’s Kindle Fire.

Educators

General
Population

21%

12%

Mac (Apple)

21%

17%

Hewlett-Packard

19%

19%

Dell

5%

6%

Acer

5%

7%

Toshiba

4%

3%

Lenovo

2%

3%

2%

1%

Compaq

1%

1%

Gateway

1%

1%

eMachines

1%

1%

Sony Vaio
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Asus

Brands of Tablets
40%

12%

9%

Educators

Educators

Educators

iPad
(Apple)

Samsung
Galaxy

Kindle
Fire
(Amazon)

24% General Population

11% General Population

7% General Population

4%

2%

Educators

Educators

Other

Asus

5% General Population 2% General Population
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Smartphones

Apps Used on Mobile Devices

Apple also tops the list of smartphones, with 55% of educators using
one, compared with only 34% of the general population. Samsung is
the clear second—at 26% for both.

Smartphone Apps

Brands of Smartphones
55%

26%

6%

Educators

Educators

Educators

iPhone
(Apple)

Samsung

LG

34% General Population

26% General Population

7% General Population

2%

Educators

Other

4% General Population

2%

Educators

Motorola

3% General Population

The Simmons survey asked detailed questions about the apps that
educators and others use on their smartphones. The browsing app most
often used by teachers is Apple’s Safari (by 52% compared with 32%);
however, there were no major differences for Chrome (39% :: 37%),
Browser (16% :: 17%), and Firefox and WEB (both under 4%).
Facebook Messenger is by far the most popular app, used by two-thirds
(69%) of the educator group and half (50%) of the general population.
Google Maps and Camera come in at second and third place by both
groups—with Apple Maps and Gmail rounding out the top five.

Individual Apps Used with Smartphones

1%

Educators

HTC

1% General Population

Educators

General
Population

69%

50%

Facebook Messenger

45%

41%

Google Maps

43%

40%

Camera

37%

23%

Apple Maps

30%

31%

Gmail

24%

23%

Email

22%

14%

Stocks

12%

8%

Waze

Smartphone Apps
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General
Population

11%

8%

Starbucks

9%

6%

Bible by Lifechurch

Tablet Apps

9%

6%

PayPal

9%

7%

Yelp

9%

5%

New Words with Friends

8%

8%

7%

5%

Fitbit

7%

4%

Credit Karma

6%

6%

6%

3%

Apple Health

6%

3%

Argo

Educators

General
Population

6%

3%

Raven

38%

22%

iTunes

6%

4%

Sparkle

36%

22%

iMessage

5%

5%

Samsung Health

34%

21%

Facebook

5%

2%

Toy Blast

25%

13%

Family Circle

5%

6%

Solitaire

24%

16%

Facebook Messenger
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Smartphone Apps

Yahoo Mail

As with smartphones, the most common browser used with tablets is
Safari (used by 31% of educators and 20% of the general public.
In second and third places are Chrome (15% :: 12%) and Browser
(13% :: 12%). Only 1% of both groups use Firefox or Web browsers on
their tablets.
The list of apps used with tablets looks remarkably similar to the list
of popular websites visited with any device, which is not surprising
since tablet users engage in many of the same activities as laptop/
desktop users.

Individual Apps Used with Tablets

iBooks

Tablet Apps

Usage of Different Media

Educators

While the percentages are low, there are several apps that teachers are
considerably more likely to use than the general population. Google
Earth, for example is used by 4.5% of teachers, but only 1.7% of the
total group. Others in this category include Bitmoji (4.4% :: 1.5%), Geico
App (3.7% and 1.5%), Family Locator by Life 360 (3.2% :: 1.3%), and
Cookie Jam (3.1% :: 1.3%).
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Educators

General
Population

Educators

General
Population

21%

17%

YouTube

7%

5%

Camera

19%

11%

Spotlight

7%

5%

Apple Maps

16%

14%

Google Search

7%

4%

Notes

16%

10%

Amazon Shopping

6%

3%

iBooks

13%

8%

Siri

6%

5%

Instagram

12%

7%

Photos

6%

3%

Groupon

12%

6%

Apple News

5%

6%

11%

6%

Pinterest

5%

4%

S Voice

11%

8%

Gmail

5%

4%

The Weather Channel

11%

9%

Email

5%

2%

Pandora

11%

7%

Netflix

9%

7%

Google Play Services

8%

6%

Google Maps

8%

6%

Native Media Player

8%

5%

Yahoo!

7%

4%

Twitter

Tablet Apps

Tablet Apps

Gallery 3D
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then builds throughout the day. The most active time on social media
(with usage at or above 60%) starts in the early afternoon (around 1 PM)
and ends around 10 PM—with the peak around 5 PM.

The Simmons Connect data also includes information about what sorts
of things individuals do with their mobile devices throughout the day—
information derived from passively metering the actual activities in
which individuals are engaged. The data presented in the figure below
represents average usage over a 7-day period measured between late
2015 and late 2016. Clearly, phones or tablets are generally “at the
ready” just about all the time.

Visiting websites is the second most frequent use of mobile devices,
but usage falls off considerably after midnight (when about 50% of
teachers are visiting websites) to just 25% at 6 AM and 7 AM. Website
usage then gradually increases throughout the day to be slightly less—
but generally parallel to social networking.
Messaging is the third most popular activity on mobile devices—
moving from 35% at midnight down to just 20% at 4 AM and then rising
throughout the day to 55% at 6 PM. There is a brief time in the morning
(between 7 AM and noon) when educators appear to be sending more
text messages than looking at websites.

Social media is used on mobile devices by the highest percentage
(ranging from 42% to 64%) of educators throughout the entire day.
The fact that 53% of teachers are interacting with a social media site
at midnight does not necessarily mean that they are all on these sites
non-stop between 12 AM and 1 AM, but it does show that there is at
least some connection during that time by about half of the nation’s
educators. Social networking gradually falls off until about 7 AM and

Day in the Life of Educators Who Use Mobile Devices
70%
60%
Social Network
50%

Websites

40%

Messaging

30%

Play Games

Usage of Different Media

A Teacher’s Day with Mobile Devices

Email

20%

Talk

10%

Download App
0%

12
AM

1
AM

2
AM
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4
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5
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6
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7
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9
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10
PM

11
PM

51

TEACHERS AS CONSUMERS

Usage of Different Media
52

Rounding out important mobile device activities are playing games
(16% to 32% of each hour), reading, writing, or sending email (9% to
28%), talking (5% to 34%—and hardly at all in the middle of the night),
and downloading apps (relatively flat between 1% and 8%). Other
mobile activities not shown on the figure above include using the
device as a camera (used 22% to 44% of each hour), listening to music
(23% to 37%), IM/chat (12% to 34%), videos (19% to 34%), and GPS
(6% to 22%).
In thinking about the information presented in this “Day in the Life”
presentation, it might be helpful to consider how much of this activity
with mobile devices might be work-related. One possible clue about
why teachers are using social networking sites or looking at websites
during all hours might be found in some relatively new responsibilities
that teachers have taken on. Classroom Trends, MDR’s survey of K-12
classroom teachers, found that—on average—teachers spend 5.2 hours
per week creating instructional resources, 4.3 hours per week searching
for free resources, 3 hours searching for paid-for resources, and 2.9
hours participating in online professional learning opportunities. While
teachers have always had to prepare lesson plans and seek out useful
classroom resources, the introduction of Common Core State Standards
and related state standards have put more pressure on teachers to
develop their own resources. Some of the curriculum-development
work might be done while teachers are in school—but it is probable
that much spills over to home settings. Thus—even though this report
focuses on educators as consumers—specifically looking at who they
are when not in their classrooms and offices—the truth is that for many,
if not most, work spills out beyond the last school bell of the day.

Average Hours per Week Teachers
Spend on Tasks
CREATING

5.2

hours

SEARCHING

4.3

hours

SEARCHING

PARTICIPATING

3.0

2.9

hours

hours

Paid-for
instructional
resources

Online
professional
learning

FREE

Instructional
resources

Free
instructional
resources

Source: EdNET Insight Survey © 2016, Market Data Retrieval.
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In recent years, Simmons has conducted separate data collection from
consumers who were online (other than email) more than one hour
in the preceding seven days. Information from this online survey—
named New Media—focuses on a more tech-savvy (or at least more
tech-active) group of the total population as well as educators. While
there are differences in the specific data reported from the National
Consumer Survey and the Connect Survey, the overall findings are
directionally comparable to the data reported in the preceding sections
of this report.
To put this New Media universe in context, participants indicated if they
had engaged in 50 different media activities during the prior 30 days.
For the majority of these statements, both groups reported similar
levels of usage—and, in most cases with teachers, with somewhat
higher percentages. For example, 94% of teachers reported sending or
receiving text messages, compared with 85% of the total group. Other
similar findings are listening to AM/FM radio (90% :: 85%), visiting social
networking sites (75% :: 67%), playing video games on mobile device
(59% :: 57%), using photo-sharing websites ( 44% :: 40%), using instant
messenger (31% :: 30%), and social tagging or bookmarking
(16% :: 14%).
Nonetheless, there are a number of activities in which educators
are between 20% and 50% more likely to participate. Although the
overall percentages are not high, it is noteworthy that educators
are considerably more likely than others to visit professional
networking sites (34% :: 23%) and online forums/message boards
(30% :: 22%).
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What People Used, Watched, Read in
Prior 30 Days: Activities with the Greatest
Difference Between Educators and the
General Population

Educators

General
Population

Activities

74%

53%

Read a Book in Print

70%

55%

Visited Newspaper Websites

56%

40%

Read an eBook

53%

41%

Sent or Received a Multimedia Message

52%

42%

Visited Magazine Websites

50%

42%

Listened to Satellite Radio

34%

23%

Visited Professional Networking Websites

30%

22%

Visited Online Forums/Message Boards

23%

18%

Made A Video Call Through Cell Phone/
Smartphone

22%

17%

Used Internet- or “Cloud”-Based Online
Storage

20%

16%

Visited Online Blogs

17%

13%

Listened to or Watched Podcasts

17%

11%

Visited an Image-Sharing Website

17%

11%

Used RSS Feeds

Usage of Different Media

A Focused Look at New Media
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Social Networks
As indicated above, 75% of educators and 67% of the general
population visit social network sites on a regular basis. The New Media
survey explored why and how respondents interact with different types
of social media. Several general questions applied to social networking
sites in general.
The primary reasons people use social networking sites are to keep in
touch with friends and family—and just for fun. Educators and the total
population are in general agreement about the reasons they participate
in social networking.

Reasons for Using Social Networking Sites

Educators

General
Population

80%

75%

To keep in touch with friends

77%

72%

To keep in touch with family

67%

62%

For fun

50%

49%

To reconnect with/find people with whom
I’ve lost touch

33%

32%

To express myself and my views

28%

28%

To communicate with like-minded people

20%

21%

To get recommendations (e.g., on music,
entertainment, or products)

20%

23%

To find information relevant to me

Professional networking sites are used primarily to keep in touch with
professional contacts (by 23% of teachers and 20% of the general
population), for professional development (22% :: 16%), and to make
new professional contacts (22% :: 19%).
Forums and message boards are used by less than one in five
participants in the New Media survey—with the primary reasons for
use being “to find information relevant to me” (18% by educators and
17% by the general population) and to communicate with like-minded
people (15% :: 13%).
About two thirds of respondents indicate that they have
expressed support for a product, service, company, musical
group, etc. by becoming a friend, fan, or follower on these sites.
Their primary reasons all deal with information about products, sales,
and discounts—with the latter being most important. Nearly half (46%)
of teachers check the support button in order to receive discounts and
coupons, as do 40% of the general public.

Social Networking Reasons

In a typical day teachers are
most engaged with social
networking on their
mobile devices...
and are most active
from 1:00 PM to 10:00 PM
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46%

Educators

23%
Educators

Discount Deals Purchased Through Social
Discount Sites
22%

24%

General
Population

Educators

To Get
Discounts
and/or
Coupons

To Get
Product
Information

40% General Population

General Population

27%

Dining/Food

14%

18%

General
Population

Educators
Entertainment

21%

Educators

21%

Educators

11%

12%

For Sales
Announcements

20% General Population

To Get a
Sneak Peek at
New Products

19% General Population

General
Population

Educators
Health/Beauty

Usage of Different Media

Reasons People “Follow,” “Friend,” or
“Fan” on Social Networking Sites

Both educators and the overall group use social discount websites
(e.g., Groupon)—with a fair number actually purchasing discount deals
for dining (24% :: 22%), entertainment (18% :: 14%), and health/beauty
products and services (12% :: 11%).
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A Matter of Trust
Survey participants were asked to identify the top two most trustworthy
media sources of information. Educators and the general population
were mostly in agreement. Books in print tops both lists, followed
closely by newspaper websites, broadcast television networks, print/
paper newspapers, cable television networks, AM/FM radio, print
magazines, and health-related websites.

Media People Trust Most

Educators

General
Population

54%

57%

53%

50%

Newspaper websites

53%

48%

Broadcast television networks

48%

49%

Print/Paper newspapers

44%

48%

Cable television networks

42%

40%

42%

42%

Print magazines

41%

44%

Health-related websites

39%

32%

Professional networking websites

39%

40%

TV network of program websites

38%

39%

Email

36%

33%

Trusted Media
Books in print

AM/FM radio

eBooks

Educators

General
Population

34%

27%

Satellite radio

34%

33%

Text messages

31%

30%

Magazine websites

27%

26%

RSS feeds

26%

28%

Blogs

23%

33%

Internet radio

21%

22%

Video-sharing websites

21%

31%

Photo-sharing websites

20%

27%

Multimedia messages

18%

30%

Podcasts

17%

20%

Location-based check-in social networking

17%

22%

Video games

15%

25%

Online forums/message boards

13%

19%

Virtual experience websites

13%

20%

Social tags or bookmarks

11%

20%

Social networking websites

10%

20%

Torrent websites

Trusted Media
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Another survey topic related to the types of links participants are
likely or unlikely to open if forwarded from a trusted source, such as a
family member, friend, or business that they frequent. (It is a 5-option
question ranging from very likely to very unlikely.) Only two types of
links are likely to be opened by about half of educators—promotions or
coupons and news stories. Less than a third are likely to open links to
websites, and all other types of links are more likely to be ignored.

When teachers who are online
regularly receive links from a

trusted source:

52% are likely to open
promotions or coupons
48% are likely to open
news items

Educators Likelihood of Opening Items Sent
to Them From Trusted Source
Promotions
or Coupons

19%

News Stories

21%

Links to Websites

30%

Jokes

45%

Online Videos

51%

Newsletters

41%

Blog Posts

69%

Information About
New Products/Sites

43%

Links to Online
Games/Information
About Gaming

72%

16% 12%

Podcasts

79%

12% 9%

32%

Not Likely
(1 + 2)
Copyright 2017 MDR

52%

28%

48%

39%

31%
29%
30%
41%

26%
19%
18%
13% 18%

42%

Somewhat
Likely (3)

15%

Usage of Different Media

At the bottom of the trustworthiness list for educators (all below 15%)
are online forums/message boards, virtual experience websites, social
tags or bookmarks, social networking websites, and torrent websites. It
is indeed interesting—perhaps telling—that this tech-savvy group tends
to rely mostly on old-fashioned, traditional media instead of the latest
media formats.

Likely
(4+5)
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Percentage of People Who are Very Unlikely or Unlikely to Open Different Kinds of Links
79%
Educators

72%
Educators

69%

Educators

51%
Educators

45%
Educators

Podcasts

Links to Online
Games/
Information
About Gaming

Blog Posts

Online Videos

Jokes

72% General
Population

72%
General Population

62% General
Population

45%
General Population

48% General
Population

43%
Educators

41%
Educators

30%

21%
Educators

19%

Information
About New
Products/Sites

Newsletters

Links to
Websites

News Stories

Promotions
or Coupons

42% General
Population

Educators

40% General
Population

Viewing these data from a different perspective focuses on the types
of links that individuals are unlikely to open. The three links that
60% to 80% of both educators and the general public are unlikely to
open are podcasts, links to online games or about gaming, and blog
posts. About 40% to 50% of both groups shun online videos, jokes,
information about new products or new sites, and newsletters.

33%
General Population

21%
General Population

Educators

29%
General Population

As we have already seen, educators are generally positive about
promotions and coupons. Interestingly, however, they appear
considerably less cautious about opening these types of links than
the general population (19% :: 29%).
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Despite a lack of trust of many sources of information, there are sources
of information that do influence purchasing decisions. At the top of
the educators’ list (which includes respondents’ top two factors) is a
link sent in an email by someone they know. At the top of the general
population’s list is “something someone you know told you.” But below
these two factors there is a long list of sources of information that were
ranked in the top two by just 20% to 35%. There are many different
factors that influence some of the people some of the time—but there
certainly is no clear-cut path to get either educators or the general
population to a “buy” decision.

Top Factors Influencing Purchases

Educators

General
Population

43%

36%

Link sent in email by someone you know

36%

42%

Something someone you know told you

34%

35%

Information obtained from a specific
website

31%

32%

Something you saw/read in a newspaper ad

28%

30%

Something you saw/read in a review posted
online

27%

30%

Something you saw/read in a magazine ad

26%

27%

Something you saw/read in a digital
outdoor ad

26%

23%

26%

33%
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Educators

General
Population

25%

26%

25%

24%

24%

28%

Something you heard on the radio

24%

26%

Information sent in an email by an
advertiser/comp

20%

21%

Something you saw in a video game ad

20%

24%

Something you saw from bar code/scan
from ad

17%

24%

Something you saw on an infomercial

15%

26%

Something you saw in a cell/smartphone ad

15%

26%

Something you saw/read in an online ad

10%

20%

A product used by a character in a video
game

Purchase Influences

Something you saw/read via social media
Something you received in the mail

Purchase Influences
Something you saw/heard in a TV ad
Something you saw/read in a mobile app

Probing this issue a bit further, the New Media survey asked if emails
sent from a retailer or business influenced them to take a variety
of actions. Multiple responses were permitted—and the responses
clearly show that individuals engage in many different actions as a
result of emails from retailers and businesses. The two most frequent
actions (by 42% of teachers) are to delete the message, either without
opening it or after opening it. However, a virtually identical percentage
of teachers report that this type of email has also influenced them to
make a purchase, and nearly as many said they clicked on a website
link. Although it does not occur as often, 22% of teachers report having
made a purchase offline.

Usage of Different Media

Decision Making About Purchasing
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Educators appear to be considerably more willing than the general
population to actually make a purchase—both online (42% :: 32%)
and offline (22% :: 16%). Whether this is a general openness to email
promotions on the part of teachers or more targeted and appropriate
emails from businesses to this audience is an open question.

Actions Taken As a Result of Emails Sent
from a Retailer or Business
42%

Delete email
without opening

40%

More than half (56%) of the educators included in the New Media
survey report owning a tablet, as did about 45% of the general
population. This section describes the types of tablets these owners
have, what they use their tablets for, and the types of content accessed.
As we have seen elsewhere in this report, educators are somewhat more
likely to own some type of Apple product (iPad) compared with the
general population. It is also interesting to note that many tablet owners
own two or more tablets—often with different operating systems.

Tablet Operating Systems

42%

Delete email
after opening

39%

68%

58% Educators

19% Educators

Android

Other

61% General

21% General

Educators

42%

Purchase online

Apple
iOS

32%
40%

Click on website

37%

Purchase offline

Download an app

None of these

59% General
Population

22%

Population

Population

16%
18%

Forward email to
friends and family

60

A Closer Look at Tablets and Tablet Uses

17%
13%
11%

Educators

9%
15%

General
Population
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Tablet owners use these devices for just about everything they might
use their laptop or desktop computer for. Accessing the Internet is
top of the list for both groups—and close behind are accessing social
networks, playing games, doing email, and shopping. Teachers are
somewhat more likely than the general population to access their social
networks, to do business email, and to shop.

2

Activities People Conducted with Their
Tablets in Last 30 Days

Educators

General
Population

76%

66%

Accessed the Internet

66%

55%

Accessed your social network

65%

65%

65%

57%

Sent or received personal email

64%

53%

Shopped

57%

53%

Watched video streamed to tablet

51%

46%

Did online banking

45%

39%

Listened to music or other

45%

37%

Sent or received business email

44%

39%

Uploaded pictures/video social network/
photo share site

39%

35%

Read an eBook

38%

38%

36%

31%

32%

33%

Tablet Activities

Played games

Usage of Different Media

While there are significant differences between the desired
functionality of tablets used in school settings and those used by
individual adults, it is interesting to compare the data presented above
with information reported by public school district technology directors
about the tablet operating systems in use with tablets deployed to
students in their districts. According to MDR’s 2016 report, Educational
Technology Trends, tablets using the iOS operating system have the
highest district penetration (79%), followed by Windows at 44%, and
then Android at 29%.2 These data from school districts corroborate
the supposition that many educators—particularly those in the public
K-12 environment—are more comfortable with products using iOS than
other operating systems.

Took photos
Researched products/compared prices
Listened to music streamed to your tablet

Market Data Retrieval, Educational Technology Trends, State of the K-12 Market, 2016.
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Types of Content Accessed on Tablets
Educators

General
Population

30%

28%

Watched video down/uploaded to tablet

28%

26%

Accessed GPS

28%

27%

Maintained calendar/appointments/
meetings

28%

26%

Read a magazine

22%
21%
21%

21%

24%
26%

Tablet Activities

Paid credit card bills
Video chatted
Downloaded music

Paralleling the activities tablet owners engage in, the two top types
of content they access are email and social networks. After that, the
primary subjects of interest are weather, games, shopping, music, news
and maps—all accessed by about 50% to 60% of teachers and the total
group. Educators are somewhat more interested in shopping, food/
health, movies, and magazines—and less interested in content about
sports.

85%

71%

Educators

Educators

Email Services

Social Networking

Weather

80% General Population

61% General Population

60% General Population

62%

59%

Educators

53%

Educators

Educators

Games

Shopping

Music

58% General Population

49% General Population

48% General Population

52%

52%

Educators

44%

Educators

Educators

News

Maps

49% General Population

47% General Population

43%

40%

Educators

Finance

44%

General Population

36%

Educators

Educators

Food/Health

Movies

Entertainment

35% General Population

29% General Population

32% General Population

34%

34%

Educators

31%

Educators
TV Shows

32% General Population

28%

Educators

Books/Libraries

Travel

27% General Population

Magazines

34%

General Population
26%
Educators

Educators

62

62%

Educators

22% General Population
21%
Educators

Photos

27%
General Population

Sports

29%
General Population
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Conclusion
Whether you identify target audiences by demographics,
lifestyle interests, buying patterns, or media habits, there’s
no denying that teachers outshine the general public as
consumers. For specific industries like travel or health and
wellness, teachers stand out as an ideal audience.
But what makes teachers uniquely attractive is their
accessibility. MDR’s decades of experience with educators
has proven that when approached with relevant, useful offers
in the channels that they prefer, teachers can be a responsive
audience for marketers. Once convinced of the value of your
offering, teachers are extraordinarily brand loyal and make
persuasive brand advocates.
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Appendix
Websites Visited by at Least 5% of Educators During Recent 30 Days
The survey asked participants to identify websites they visited. This table expands on the top 10 list presented on page 43.

64

Educators

General
Population

Educators

General
Population

71%

55%

Facebook.com

18%

10%

Verizon.com

67%

51%

Google.com

18%

14%

Paypal.com

67%

44%

Amazon.com

17%

21%

Ebay.com

62%

44%

YouTube.com

16%

8%

IMDb.com

35%

15%

Pinterest.com

16%

9%

Groupon.com

31%

20%

Pandora.com

15%

8%

Twitter.com

31%

23%

Netflix.com

15%

9%

WebMD.com

30%

22%

Weather.com

14%

12%

ESPN.com

29%

29%

Yahoo.com

13%

7%

Expedia.com

27%

16%

Wikipedia.org

13%

11%

BestBuy.com

25%

15%

Allrecipes.com

13%

6%

Huffingtonpost.com

20%

17%

MapQuest.com

12%

5%

Barnesandnoble.com

19%

14%

Instagram.com

12%

6%

Yelp.com

19%

19%

Accuweather.com

12%

9%

Apple.com

19%

21%

Craigslist.org

12%

9%

Linkedin.com

19%

12%

Zillow.com

11%

9%

CNN.com

Websites

Websites
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General
Population

Educators

General
Population

11%

9%

Att.com (AT&T)

7%

2%

About.com

11%

8%

Foodnetwork.com

7%

6%

Overstock.com

11%

7%

ABC.com

7%

5%

Cheaptickets.com

10%

6%

AOL.com

6%

4%

Orbitz.com

10%

8%

Outlook.com

6%

7%

9%

5%

CBS.com

6%

3%

USAToday.com

8%

6%

Fandango.com

6%

4%

Kayak.com

8%

4%

NYTimes.com

6%

6%

8%

6%

Ticketmaster.com

6%

4%

T-Mobile.com

8%

5%

Coupons.com

6%

4%

TMZ.com

8%

5%

Hotels.com

6%

4%

NBC.com

8%

5%

Tripadvisor.com

5%

5%

Ask.com

8%

3%

Zappos.com

5%

3%

WashingtonPost.com

8%

4%

Travelocity.com

5%

2%

Evite.com

7%

7%

Bing.com

5%

2%

Livingsocial.com

7%

6%

Xfinity.com

5%

3%

BBC.com

7%

7%

Foxnews.com

5%

6%

7%

3%

Priceline.com

5%

3%

ConsumerReports.org

7%

4%

MLB.com

5%

4%

CBSSports.com
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Educators

MSN.com

Hulu.com

Realtor.com
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More Educator Insight
MDR is a data- and research-driven marketing services agency with unique digital, creative, and branding
capabilities. We lead the industry in helping clients achieve their business goals by connecting with highly targeted
education professionals through market intelligence, school data, and multi-channel digital communities including
WeAreTeachers, WeAreParents, SchoolLeadersNow and EdNET.
Our EdNET Insight State of the K-12 Market report series includes four reports based on annual large-scale
surveys, secondary research, interviews, and expert author’s insights in the field of education. Learn more about
trends in education with these reports:
• Classroom Trends: Teachers as Buyers of Instructional Materials and Users of Technology
• Educational Technology Trends
• Educational Materials Trends
• School Trends: Principals’ Perspectives on Instructional Initiatives and Purchasing Decisions

MDReducation.com
800-333-8802
mdrinfo@dnb.com

