	

	
	Boys 15-19 Show Far Greater Interest
Than Girls in New Technology and Products 

--44% More Likely to Share Electronic Product Advice--
NEW YORK, NY, February 8, 2010 -- Teenage boys ages 15-19 are much more likely to be interested in technology and electronic products than girls in the same age group, according to new psychographic data from MRI's 2009 TeenMark Study. 

For example, they are 10% more likely than the average teenager to agree that, "I'm fascinated by new technology," while girls are less likely (-11%) than the average teenager to agree with this statement.

Moreover, 15-19 year old boys are much more willing to share and seek advice about technology and electronic products.  They are 44% more likely than the average teenager to give others advice when they are looking to buy technology/electronic products, 34% more likely to discuss their knowledge of these products with others, and 16% more likely to enjoy learning about technology products from others.

Teenage boys in this age group are also 28% more likely to be among the first of their friends and colleagues to try new technology products.  On the other hand, teenage girls of the same age are less likely (-26%) than the average teenager to adopt new technology, and the numbers follow a similar pattern for the majority of the technology statements.  One attitude teenage boys and girls do seem to agree on, however, is that technology helps make their lives more organized.
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Percent more/less likely than the average teenager to agree with the

ety Boys | Girls
1 give others advice when they are looking to buy technology or electronic products. 4% | 23%
1 often take the opportunity to discuss my knowledge of technology or electronic 3% | 29%
products with others.

1 am among the first of my friends and colleagues to try new technology products. ~28% | -26%
1 enjoy leaming about technology or electronic products from others. 6% | 1%
When | find technology or electronics product | like, | typically recommend itto people | | 4165 | -02%
know.

T fascinated by new technology. 0% | 1%
Technology helps make my iife more organized. 0% | +06%
| want others to say "wow” when they see my electronics. 7% | 14%
‘Computers can be a good source of entertainment +04% | 04%

Source: MRI TeenMark Study 2009





"MRI data clearly indicate that 15-19 year old teenage boys are a key segment for marketers of technology products, since they are highly interested in acquiring new technology as well as eager to share their opinions with others," said Anne Marie Kelly, SVP, Marketing & Strategic Planning at MRI.  "Technology marketers who are not doing so already would be wise to target this group by implementing strong word-of-mouth campaigns using social media such as Facebook and ad platforms like interactive gaming." 

MRI's TeenMark Study captures data from 12-19 year old participants from households included in the Survey of the American Consumer.  In addition to product, media, and demographic data, MRI's TeenMark Study also offers a wealth of psychographic data.  To date, TeenMark 2009 includes 22 psychographic batteries covering topics such as beauty, finance, food, leisure, technology, & lifestyles, and 9 segmentations. 

CONTACTS: Anne Marie Kelly, Senior Vice President, Marketing and Strategic Planning, MRI: 212-884-9204, annemarie.kelly@mediamark.com; Steve Ellwanger, Press Counsel Group: 203-856-8303, steve@presscounselonline.com 

********

About MRI... 

Founded in 1979, MRI interviews approximately 26,000 U.S. adults in their homes each year, asking about their use of media, their consumption of products and their lifestyles and attitudes.  Because these interviews are structured as an area probability study, the results are projectable to the entire U.S. adult population. 

MRI is the country's leading provider of magazine audience and multimedia research data. The company releases data from its Survey of the American Consumer (adults 18+) twice yearly, in the spring and fall. MRI data have become the basic media-planning currency for the majority of the media plans that are created each year by national advertisers and their agencies.  

MRI Starch, a leader in providing marketing intelligence on print advertising effectiveness, is a division of MRI. 

MRI is part of GfK Group AG, Nuremberg, Germany. The GfK Group is the No. 4 market research organization worldwide. Its activities cover the three business sectors of Custom Research, Retail and Technology and Media. The Group has 115 companies covering more than 100 countries. Of a total of approximately 10,000 employees, more than 80% are based outside Germany. 

For more information, please visit www.mediamark.com. 
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