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*Flux Generation

Understanding the cultural
influences on tweens, teens and
all that falls between.

ny adult raising an adolescent can tell you it’s tough to get a good
aread sometimes. And with nearly 54 million U.S. children ages 8 to

19, marketers targeting these lucrative consumers have the same
problem: How do they attract this tween and teen demographic?

Raging hormones are enough of a challenge to navigate, but today’s
youth also are immersed in an intense, constantly changing, integrating and
upgrading technological society. They have to keep up with a sophisticat-
ed, in-your-face pop culture, so it’s no wonder today’s average kid has a
short attention span and, often, a volatile personality.

Global brands and national retail chains spend a lot of money to
research what drives the purchase impulse in teens and tweens. And even
though custom apparel decorators don’t sell directly to these kids via retail,
you can bet your bottom dollar that style-focused kids influence what T-
shirts and uniforms are ordered by coaches and parents.

So, Impressions has collected some teen and tween market research for
you. In the following pages, we present the low-down on teen/tween
trends in a visual style your young end-users would recognize.

Here, we present some overview information, followed by details of

The Market (p. 30), The Message (p. 32) and The Merchandise (p. 34).

This information was compiled by contributing writer Danielle Cohen,
and organized and presented by the Impressions staff

For more information or to comment on this article, e-mail Senior Editor
Terry Murphy at tmurphy@impressionsmag.com.
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By Danielle Cohen,
Contributing Writer
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FLUX GEN?

Due to the rapid rate at which today’s 8- to 18-year-
olds react, adapt and move on to new technology,
they’ve been dubbed “The Flux Gen” by GTR
Consulting Corp., Sausalito, Calif., a market research
firm that specializes in the teen/tween demographic.
GTR issued a special Gtrend Report full of insight on
these kids.

“These young adults have grown up in an environ-
ment of accelerated change where the evolution of
technology has become the primary force behind
popular culture,” explains the 2006 report, based on
a survey of 100 handpicked, trend-leading 14- to 18-
year-olds. “Today’s teens are more style-conscious
than any other living generation. Style factor should
be considered price of entry for any communication
or product aimed at teens, especially as teens have
become more visually ‘literate” Teens now expect
more stimulation from communication to them, so
in this case, seeing is believing.”
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theMarket

DEMOGRAPHICS

TWEENS (AGES 8 TO 12) 4.6 million
* 19.8 million .
* Skews slightly male: 51% male, 49% female American
* Racially diverse: 1in 3 is non-white children ages
JprinetL 6 to 17 hold

* Hispanic — 16% .
* African American — 13% memberships
* Asian — 5% in health clubs.
— GTrend Report
TEENS (AGES 13 TO 19)
* 33.9 million
* Skews slightly male: 51% male, 49% female [Ee——eeeel. —_____-=.—
* Racially diverse: 1in 3 is non-white
* White — 65%
* Hispanic — 16%
e African American — 16%
e Asian - 1%
— Source: Alloy Media + Marketing

Teens' projected spending for

2007: $176 billion
— Source: "The TRU Study 2008" surveyed
1,710 feens ages 12 to 19

—

"\ WHERE TEENS LIVE

* Urban 29%
* Suburban 45%
* Rural 26%

— Source: “The TRU Study 2008 released Fall
2007 surveyed 1,710 teens ages 12to 19

B

Year-old popylq-
tion: 42,215,186
— Source: U.s.

Census Bureqy,
2006 American
Community
Survey, updated
Sept. 12, 2007
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the Message 8

“The combined efforts of magazines, television
programs, MTV and models in teen stores have
fabricated an image of what teens should be and
look like. The only problem is that it’s impossi-
ble for teens to live up to the expectations of
this “MTVneer” ... There isn’t a real teen on tel-
evision. Dramas — and sitcoms — feature teens
whose vocabulary, complexion, fashion sense
and wise-cracking comedic timing well exceed
their supposed years. ”

— Source: Gtrend Report
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TEENS FAVORITE MAGAZINES BY GENDER

BOYS: GIRLS
* Sports lllustrated 18% « Seventeen 29%
e Game Informer 9% e CosmoGirl 14%
e ESPN The Magazine 7% * People 12%
* TIME 5% * Teen Vogue 8%
* Nintendo Power 4% e Teen 6%
* Maxim 4% * Vogue 6%
e Popular Science 4% * J144%
e Game Pro 3% e Teen People 4%
* Vibe 3% o TIME 3%
* People 3% * Vibe 3%
e Electronic 3% * Nickelodeon 3%
e Sports lllustrated for Kids 3% e Glamour 3%
e PC Gamer 3% e Us Weekly 2%
* National Geographic 3% — “The TRU Study 2008 — Spring Update”

TOP WEB SITES VISITED
* MySpace 46%
 Facebook 24%
* YouTube 19%
¢ Yahoo 19%
* Google 16%
 Hotmail 8%

— “The TRU Study 2008 — Spring Update”
surveyed 859 teens ages 12 to 19
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approval from theip
Immediate peer
group and the larger
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accessible by the

Web. Blogs are one
of teens’ favorite
Spots to fish for
compliments.”

%

28% of online teens
blog; 35% of teen
girls blog: 20% of
teen boys blog.

— Pew Internet and
American Life Project
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the Merchandise

The decorated apparel industry is well aware of
how universal personalization has become in
recent years. And in relation to the tween and teen
markets, it is a critical option in helping to shape
their identities. According to the Gtrend Report,
“While customization has grown in popularity, it
remains critical to teens that they not stand too far
out from the mainstream. They may shop at the
same stores, but mix and match the clothing in a
different way.” Zuri, a 17-year-old participant in the
Gtrend Report’s study indicated, “No one admits to
wanting to be like someone else. It's more like, T am

so cool because I am so unique, yet I am going to *
shop where unique person 89 shops, but get it in a Nar
different color.” UDI;SLIILE A

Jordan “Ashleigh” Hausburg, 13, Ellijay, Ga., says  Appq ’achianLll
she is influenced by pop culture, but likes to be  ton, N.c, gy,
unique. “Sometimes, [ will use other people’s [style] ~ Mame of 5 13.
ideas and change them to fit me.” This is a common their town gpy
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practice in one U.S. high school where Converse

sneakers are the latest trend. “Almost everyone has a

pair, and they wear them with anything” says W
Alexandra, 16, a participant in the Gtrend Report’s 93k 0 i

market research study. “Sometimes people buy use the Internet.

them to match their outfits, and sometimes people 55% of online

wear colors that do not match on purpose. Some teens have

people put funky shoelaces in them so that their pr ofiles.

pair will be different than everyone else’s. Also, _ pew Internet and

people sometimes draw on them or have people American Life Project,

sign them.” 4 a non-partisan, non-
profit research center

CHAIN CLOTHING STORES that f’—Xﬂm';‘ii';:Z

SHOPPED IN PAST 12 MONTHS | seealimeecic

« 0ld Navy 35% /

e American Eagle 29%
* Aeropostale 23%

* Hollister 20% SPENDING

L POWER

e Abercrombie and Fitch 19%

* Victoria's Secret 18% TWEENS: ]

* Hot Topic 16% * Forecasted to influ-

« Forever 21 15% ence $150 billion of

* PacSun 14% parents’ money in
— “The TRU Study 2008 — Spring Update” 2007

* Will spend up to $51
billion annually of
their own money

surveyed 859 teens ages 12 to 19
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