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EXECUTIVE SUMMARY

Tweens are a wily bunch. Just as soon as a marketer figures out a formula to connect with
them, tweens — which this report defines as 8-14 — prove resistant to it. After the success of
High School Musical and Hannah Montana, it appeared as though Disney had discovered the
secret recipe, yet the entertainment company has struggled ever since. No luck with turning
KSM, Honor Society, or Allstar Weekend into the next tween franchise. (Perhaps the secret

formula mandates a franchise must include an H and an M.)

$43 Billion In Annual Spending Power

Despite tweens’ elusiveness to marketers, and well-intentioned if sometimes impractical
efforts to restrain advertisers’ attempts to reach them, they remain a prized demographic.
Collectively this 21 million strong demographic wields $43 billion in annual spending power.'
Individually, tweens earn around $12 a week in allowance.?

In the wake of the recession, tweens have proven themselves surprisingly savvy about
finances. They understand the importance of saving and restraint. One in five have advised their
parents to curb unnecessary purchases.” Nevertheless, they are still impulsive, apt to blow
their entire weekly allowance on candy or the latest fad. In fact, 47% of parents dole out their

children’s allowances knowing it will be spent rather than saved.*

The Transition Between Child And Teen

Today’s tweens are happy and digitally-savvy. As their name suggests, tweens are transition-
ing from child to teen, which means they still cling to some child-like behaviors, while adopting
older-skewing ones. For instance, they start purchasing a lot more videogames, while forgoing
toys and crafts.” The top website among those under age 15 is the adult-favored YouTube, yet
this same group’s top TV channels are the Disney Channel and Nickelodeon. PBS Kids attracts

three times as many tween viewers as MTV (25% vs. 8%).

Parents Can Never Be The ‘Bad Guy’ Or Villain

Unlike their teen counterparts, tweens are a combo package when it comes to capturing their
spending and purchasing habits. Marketers need to address both tween and parent. For exam-

ple, one recent campaign by Chef Boyardee highlights its “tasty” kid-friendly ravioli, while simul-

© Copyright 2010, EPM Communications, Inc. May not be reproduced without written consent of publisher.
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taneously telling mom that the dish offers full servings of vegetables. Importantly, when adver-
tising to tweens, parents should never be portrayed as villains. Parents may be clueless and
need to be “educated” by the tween — a familiar scenario in cellphone ads — but they are never
the antagonists. Tweens don’t accept or support that type of representation. The “bad guy”
needs to be a store clerk or principal.

Parents may be tough gatekeepers, but the tween rule their households. If there is ever any
doubt on who rules the house, consider this: a tween girl has more influence over where her

family dines out and the family’s grocery purchases than she does over her own clothing.”

'C&R Research
American Express
*American Express
“American Express
*NPD Group

*NPD Group
’AllyKatzz.com
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areas are least likely to feel this way.

Nearly half of U.S. 7-12-year-olds (46%)
“always” eat their main meal at home with
their family, according to Ikea. Only two in 10
parents (21%) say they rarely have time to
eat together as a family. Even though 56% of
tweens feel it’s more fun to eat while watch-
ing TV, only 26% of parents say their children
regularly are allowed to do so.

More than three in four U.S. parents (77%)
encourage their children to have lots of
friends, rather than just one best friend. One
in three parents (33%) say they always organ-
ize play dates in advance and 39% regularly
arrange sleepovers so their children can
maintain their friendships outside of school.

Tweens don’t need their parents help in
making friends. More than half of 7-12-year-
olds in the U.S. claim they are “very good at
making friends,” according to lkea. Tweens in
Hungary are even more confident with their
friend-making skills (75%) while those in
Japan are least confident (37%).

SOURCE: lkea, Mona Astra Liss, 420 Alan Wood Rd.,
Conshoshocken, PA 19428; 610-834-0180, x5852;
mona.liss@memo.ikea.com; www.playreport.org

MEDIA USE

Tween, Teen Online Habits
Vary By Age And Gender

Tweens and teens, regardless of their age,
primarily access the Internet via their desk-
top computer. according to McAfee and Har-
ris Interactive. Those ages 13-15 are more
likely than ages 10-12 and 16-17 to go online
via a cell/smart phone (31%, 11%, 27%) and
videogame console (24%, 20%, 18%).

There are significant gender differences in
Internet habits and behaviors. Girls, for
instance, are more likely to access the Inter-
net at a friend’s or relative’s house via laptop
computer, or on a cell/smartphone. Boys are
significantly more likely to go online using a
videogame console.

Nine in 10 teen girls (90%) and 80% of teen
boys regularly engage in online communica-
tion, with the percentage of those using
social networks and instant messaging regu-
larly increasing as they age. Those who blog

Exhibit 1.12

TWEENS' AND TEENS' ONLINE ACTIVITIES,
BY AGE GROUP, 2010

Research school
assignments

Play games

Download music, videos
from free service

Download music, video
from paid service

View, download X-rated
‘adult’ content

SOURCES: McAfee, Harris Interactive

or post comments on other blogs doubles
between ages 10-12 (7%) and 13-15 (14%).
Similarly, those who chat online with people
they don’t know also significantly rises
between ages 10-12 (3%) and ages 13-15
(13%).

More than half of 10-17-year-olds down-
load some kind of media online. The number
of those who download music or videos free
nearly doubles from 26% among 10-12-year-
olds to 47% among 13-15-year-olds. Younger
tweens 10-12 (75%) are more likely than ages
13-15 (58%) and ages 16-17 (46%) to play
games.

Even though 69% of moms say their 13-
and 14-year-old daughter is their best friend,
according to Just Kid, tweens and teens still
maintain secret lives away from them. More-
over, they are more likely to break away as
they age. Only 27% of 10-12-year-olds hide
what they do online from their parents, com-
pared to 54% of 13-15-year-olds and 56% of
16-17-year-olds, according to McAfee and
Harris Interactive.

While teens are more likely to hide their
online actions, parents are less likely to keep

© Copyright 2010, EPM Communications, Inc. May not be reproduced without written consent of publisher.
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Exhibit 2.3

WAYS MOMS OF TWEENS, ADULTS DISCUSS
BRANDS, PRODUCTS, SERVICES

73%
68%

Face-to-face

Email

Telephone

Cellphone

Text messages

Online community
(Facebook, MySpace)

Moms of
Instant 13% u tweens
messaging 14% B Adiss

Blogging

SOURCE: Retail Advertising & Marketing Association

SOURCE: Retail Advertising & Marketing Association,
National Retail Federation, Kathy Grannis, 325 7th St. NW,
#1100, Washington, DC 20004; 202-626-8189;
grannisk@nrf.com; www.rama-nrf.org.

Tweens Look To Parents For
Back-To-School Shopping Style

Nearly two in three moms of 6-12-year-
olds (62%) have purchased back-to-school
clothing for their child specifically because it
reminds them of something they wore as a
child, according to Parents magazine and
Lands’ End. At the same time, a similar per-
centage (65%) feel back-to-school wardrobes
need to reflect their child’s personality. Also:

P 94% of children are “somewhat” or

“very involved” in back-to-school
shopping.
P Parents are the most influential in
helping children select back-to-
school clothes (81%), followed by
friends (55%), and celebrities/sports
figures (17%).

P 17% of kids will use their own money
to help purchase back-to-school
items.

» 20% of kids wear uniforms to school.
Among those who wear uniforms,
girls are most likely to customize
them via accessories such as scarves
and jewelry. Boys rely on shoes to
spruce up their uniforms.

» 79% of moms of uniform-wearing stu-
dents purchase clothes online.

» Price (99%) and quality/durability
(98%) are the most important factors
in purchasing back-to-school attire.
Fewer than one in four moms (22%)
purchase less expensive items
because they believe their kids will
swiftly outgrow or damage them.

» 55% of moms purchase items that
can be worn or passed down to their
other children; 85% of kids’ current
wardrobes contain previously worn
items.

SOURCES: Lands’ End, Molly Hawkins, 5 Lands' End Ln.,

Dodgeville, WI 53595; 608-935-6089; molly.hawkins@
landsend.com; www.landsend.com.

Parents magazine, Chandra Turner, Executive Editor, 375
Lexington Ave., 10th Fl., New York, NY 10017; 212-499-
2000; chandra.turner@meredith.com; www.parents.com.

When Shopping With Tweens,
Parents Keep Tight Rein On Girls’
Apparel Choices

Nearly all tweens aged 8-12 (94%) have a
parent with them when they shop for
clothes, says the NPD Group. Parents tend to
be more lenient with their sons than daugh-
ters in deciding where they shop and what
they buy. More than one in three girls (36%)

Exhibit 2.4

KEY DECISION-MAKER IN TWEEN CLOTHING BUYS

44%

Tween decides
46%

Parents provide B Boys
opinion, but
tween decides B Girls

Parent makes 48%

final decision

NOTE: More than one response permitted.

SOURCE: NPD Group
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