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Educator Buying Trends: A National Survey 2010 provides detailed information about what,
how, and when teachers purchase various types of education-related products. Based on
results from a national survey of public school teachers across the U.S., this report
describes the types of materials teachers purchase and provides information about
teachers’ interactions with various marketing channels and their preferences about seeking
out and/or receiving product information. Specific data about the amount of teacher
spending, both with classroom budgets provided by their schools and their personal funds,
is included. Additional topics cover budget timing, how and where teachers make their
purchases, and influences on decisions about instructional materials.

This is the third survey and report about educator buying patterns conducted by Market
Data Retrieval (MDR). Information from those earlier (2002 and 2007) reports is combined
with the current data to provide trend data where appropriate. While many of the questions
are similar across the three surveys, the 2010 survey has been updated to reflect the
current environment. For example, questions about teacher use of social and professional
networking websites have been included. Another new question relates to education-
related spending of stimulus funds from the American Reinvestment and Recovery Act
(ARRA).

For more than 40 years, MDR has been the market’s first choice for marketing information
and services for the K-12, higher education, library, early childhood, and related education
markets. Powered by the most complete, current, and accurate education databases
available in the industry, MDR provides email contacts and deployment, direct mail lists,
sales contact and lead solutions, along with web and social media marketing services.
Through the EANET suite of products, industry leaders can gain insight and opportunity
through comprehensive market intelligence and analytical reports, custom research
services, high-profile networking opportunities, and professional events. When business
objectives call for growth, market leaders call on MDR.
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