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Direct Access: College Market Research

Qurresearch team at Alloy partners with Harris Interactive every year to create the Alloy College Explorer:
aresearch study to help us better understand the college market —their spending hakits, media and
technology consumption, brand awareness and family connection.

Farthis month's alloy Direct newsletter, we would like to share some of our key findings:

# College students consume an average of 12 media hours every day thanks to their media-
multitasking skills, with 5 hours deveted to their computer and 2.4 hours on their cell phane.

# Female college students continue to value brands that are socially conscious at rates higher than

male college students. They are maore likely to kuy products that are envircnmentally friendly (40%
vs. 26% of males) and buy crganic food (36% vs. 24% of males).

» College students keep in touch with their parents regularly. Eight in 10 {33%) college students 18-
24 talk with their parents atleast a few times per week.

You can access the Alloy College Explorer whitepaper here or if you would like more info you can email
us at CollegeExplorerg@alloyMarketing.com

Direct Contact

Toreach the college market - contact us at: dmsales@alloymarketing.com or 212.401.0066
Mot signed up to receive alloy Direct? Contact us today and we'll get you an the list

Direct Download

Check out our website: www allovdirectmarketing.com for rate cards, database information, contacts and
more!

Generate the strangest response through the maost comprehensive, response driven database available.
High school, college, young adults, and even Mom and Dad - 40+ millicn active consumers and growing.

Source: Alloy's College Explorer 2003
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