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MAKE WAY FOR GENERATION Z: MARKETING TO 
TODAY’S TWEENS AND TEENS 
 
 

EXECUTIVE SUMMARY 
 
Key Characteristics 

• Definitions of “Generation Z” vary according to source, but for the purposes of this report Euromonitor 
International defines them as today’s group of tweens and teenagers, ie those aged 8-19, who were born 
between 1991 and 2002. 

• Gen Zers are typically the offspring of Generation X (often dubbed the “latchkey children”), ie the 
generation following the baby boomers. Gen Z follows on from Generation Y, who are now in their 20s. 

• Generation Z is also known by various other terms, such as the “iGeneration” or “Net Generation”, due to 
the fact that they have been brought up in an age of digital technology. 

• Despite being a diverse group in terms of life stage, nationality and creed, the globalisation and 
digitalisation of society means that Gen Zers the world over share traits such as their technological prowess, 
sense of community and the age compression phenomenon. 

• Today’s tweens and teens have a higher living standard than ever before, and are often spoilt by parents and 
grandparents who have money to spend, feel guilty about working, or – in the case of Chinese parents, 
where the one-child policy is in place – dote on their only child. 

• Gen Zers were born into the digital world, and do not know a time without the Internet, laptops, graphic 
video games and mobile phones. Using such devices is second nature to them and they are accustomed to 
processing huge amounts of bite-size information at high speed. 

• Gen Zers are highly individualistic and self-absorbed, but their large amount of time spent communicating 
on-line means they are sometimes lacking in social skills. Their constant exposure to media also means they 
are highly sceptical and discriminating. 

• While Generation Y are said to be group and team oriented, today’s youth are more self-directed. This is 
partly because they have more one-to-one interaction with parents or other family members, rather than 
being put into day care facilities from an early age. 

• Teenagers tend to have a stronger connection with their parents, as age blurring means the latter often share 
their children’s tastes in music or fashion, and the trend towards “helicopter parenting” means they are 
rarely out of their parents’ sight in the real world. 

• However, at the same time, high divorce rates, over-parenting, the pressure to succeed and a lack of clear 
boundaries can be a cause of anxiety and depression for young people. 

• Age compression means that toys are largely off the radar for this generation, who prefer mobile phones, 
iPod Touches and video games instead. Tween girls are into make-up, hair care and fashion, and are keen to 
emulate their older siblings and pop idols. 

• Intellectually, children are smarter than ever before, with high IQs and a strong business sense learnt from 
playing social media games and negotiating in virtual worlds. They are calculated and practical, used to 
taking risks and making instant decisions. 

• Gen Zers tend to be highly brand conscious and loyal to brands they consider “cool”, such as the American 
fashion brand Hollister or the latest Disney franchises, such as High School Musical. Manufacturers 
targeting this segment therefore invest heavily in brand-building marketing programmes. 

• Living at a time when money transactions are largely invisible, Gen Zers are somewhat removed from the 
reality of money management. Nevertheless, they have learnt to be bargain-savvy by seeking out the best 
deals on-line for their parents or themselves. 

• Gen Z is less discriminatory and more inclusive than previous generations, having been brought up in a 
politically correct, multicultural society that promotes social harmony. They have a community-minded 
attitude and take environmental issues seriously. 
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• While teenagers may spend most of their time at home in front of their computers or video games, other 
important social activities for them include going to the cinema, shopping with friends, and visiting cafés 
and fast food restaurants. 

• Gen Zers in emerging markets have less freedom than in the West. In countries such as China and South 
Korea, young people are heavily focused on their education and have little time for other pursuits, while in 
India, poorer children are forced into employment from an early age. 

 

Summary 1 Gen Z Characteristics 

Characteristics Reasons 

Independent and individualistic Unlike Gen Y, who are more team orientated, Gen 
Zers do their own thing and are encouraged to speak 
their mind and express opinions freely, whether on the 
Internet, at home or at school. 

Digital natives Born into the digital world, they are highly tech-savvy 
and always connected, able to multi-task, and desire 
instant results and instant gratification.  

Impatient This generation lives for speed. Attention spans are 
much shorter, with information condensed into bite-
size, manageable pieces. 

Materialistic They were brought up in times of prosperity and are 
used to having it all. Due to rapid economic progress, 
Gen Zers in developing markets enjoy lifestyles that 
were only dreamed of by those before them. 

Open Unlike previous generations, Gen Zers will willingly 
give up personal information in return for free content, 
and see little value in privacy. 

Family-orientated Due to age blurring, Gen Zers have a greater 
connection with their parents, spending more time with 
them, sharing interests and being in more constant 
communication. 

Older than their years Children are maturing at an earlier age, with tweens 
acting like teenagers. They are also smarter than ever 
before, with teenagers showing higher IQs and greater 
achievements than previous generations. 

Brand-aware Highly influenced by their peers, brands are seen by 
Gen Zers as status symbols, and they are not 
prepared to compromise on the coolest items and 
“must-haves”. 

Possess a sense of fairness Gen Zers are less discriminatory and more realistic 
than other generations, with a strong sense of duty 
and fairness. “Girl power”, environmental awareness 
and acceptance of diversity are at an all time high. 

Source: Euromonitor International, webflyer.com 
 
 
Demographic Trends 

• Despite the ageing of the world’s population and the fact that this age group spans only 12 years, 
Generation Z represented the world’s largest demographic grouping in 2009. There were some 1.4 billion 8-
19 year-olds in that year, equal to 21% of the global population. 

• Growth in this age group has, however, stagnated in recent years, as a result of a long-term fall in birth rates 
and declining family sizes across most countries. 

• Asia-Pacific holds by far the greatest number of tweens and teens, with this region accounting for almost 
56% of the global total in 2009. However, the number of people in this age group declined by over 3% 
between 2004 and 2009, partly as a result of China’s one child policy. 
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• The strongest growth in this segment occurred in Africa and the Middle East, where the number of 8-19 
year-olds rose by almost 8% between 2004 and 2009. They accounted for as much as 27% of the total 
regional population in 2009, down slightly from 2004. 

• The only other region to see a rise in the number of tweens and teens over the review period, albeit by just 
3%, was Australasia. However, this region accounted for a tiny 0.3% of the global population for this age 
group. 

• In North America and Western Europe, the 8-19s population fell slightly between 2004 and 2009, by 1%. 
However, in terms of marketing worth, these regions currently hold the greatest potential for marketers of 
products aimed at Generation Z, due to the high level of wealth. 

• Tweens and teenagers accounted for 22% of the Latin American population in 2009. This region also has a 
fairly young population and is seeing strong economic development, thus it offers strong growth potential 
for products targeting Gen Z consumers. 

• By contrast, the proportion of 8-19 year-olds in Eastern Europe reduced from 17% in 2004 to less than 14% 
in 2009. Their number plunged by 21% over the period as a result of rapidly declining birth rates in the 
region throughout the 1990s. 

• In absolute terms, India and China counted the largest numbers of teens and tweens in 2009, at 286 million 
and 215 million, respectively. While this segment experienced growth of 4% in India between 2004 and 
2009, their number fell significantly in China, by 25%. 

• Despite the large number of potential Generation Z consumers in these developing markets, it should be 
noted that the majority of children of this generation still live in poverty and do not have anywhere near the 
same level of empowerment as seen in the West. 

• The US ranked third in terms of total numbers of 8-19 year-olds in 2009, with just over 49 million, 
followed closely by Indonesia. Brazil was another significant market, with around 41 million teens and 
tweens in 2009. 

• In the Philippines, India, Egypt, Saudi Arabia and South Africa, 8-19 year-olds represented one quarter or 
more of the population in 2009, making them potentially very important consumers of the future. 

• Growth in Israel was particularly strong between 2004 and 2009, at 8%, reflecting the rapid population 
growth as a result of the immigration of Jewish people from all over the world, as well as the high birth 
rates among Israel’s Muslim population. 

• The steepest decline in the Gen Z population between 2004 and 2009 was seen in Russia, of 25%. This was 
partly due to the mini baby boom that occurred in Russia during the 1980s, when “Perestroika” was 
introduced, which subsided during the early 2000s. 

• In ageing populations, such as Italy, Spain and Japan, the tweens/teens market has less clout, accounting for 
only 11-12% of the population. However, given that these countries rank among the world’s richest nations, 
their economic impact will still be significant. 

 

Chart 1 Populations Aged 8-19 and % Growth 2004-200 9 
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Source: Euromonitor International 
 
Gen Zers As Consumers 

• The purchasing power of today’s tweens and teenagers rose to unprecedented levels over the review period, 
as economic growth led to larger parental allowances and financial gifts. Some teenagers gained access to 
credit cards; and there were plenty of part-time jobs available. 

• Despite the fact that children remain a priority and are often the last to suffer in times of economic hardship, 
many are now starting to see their pocket money curtailed as people cut their expenditure, while jobs for 
teenagers are dwindling as the recession bites. 

• Since tweens and teenagers rarely have expenses, all of their income is discretionary, making them an 
attractive market. Furthermore, “pester power” is strong, and tweens and teenagers play a growing part in 
family purchasing decisions. 

• The “kids getting older younger” (KGOY) phenomenon has opened up a new market of tweens and 
younger teenagers for items such as electronics, music, fashion and beauty products, such as fragrances and 
make-up. 

• Gen Zers’ need to be permanently connected and entertained is driving the market for mobile phones, 
gaming devices, laptops, tablet PCs and content aimed at this market. 

• Studies have shown that tweens and teenagers are, on the whole, unwilling to pay for media and content, 
being prepared instead to tolerate advertisements in order to obtain free content and music across platforms 
and devices. 

• Social networking is one of the most popular activities of young people, which they use to stay in contact 
with friends, make new friends, join groups and play social games. They are also quick to endorse their 
favourite brands by clicking on the “Like” button. 

• While Facebook is the world’s most widely used social networking site, other local sites are heavily used, 
such as Orkut in Brazil; Kaixin001, Xiaonei and 360quan in China; and mixi in Japan. 

• On-line gaming is another hugely popular activity among Gen Zers, including MMORPGs (massively 
multi-player on-line role-playing games, or virtual worlds) such as Habbo Hotel and World of Warcraft, or 
social games, such as Farmville and Café World. 

• Most teenagers and many tweens are now equipped with mobile phones, with smartphones gaining 
popularity as they become more affordable. Gen Zers use these devices largely for texting, listening to 
music, playing games, and taking photos and videos. 

• Tween and teenage fiction has experienced an explosion in popularity in recent years, starting with the 
successful “Harry Potter” novels. Stephanie Meyer’s “Twilight” series had sold over 100 million copies 
worldwide by March 2010, and had been translated into around 38 languages. 
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• Although the young generation seems more “grounded” than Generation Y, they are still influenced by 
celebrities, such as pop star Lady Gaga or teen idol Justin Bieber, who rose to fame largely on the back of 
Twitter and YouTube. 

• For this reason, celebrity brands targeting teenagers are big business, with new celebrity fragrances being 
launched constantly. 

• The teen fashion market is particularly well developed in the US, where “destination stores”, such as 
Hollister and Aéropostale, jostle for share of the teen dollar. Elsewhere, many chains, such as the UK’s 
New Look, cater to teenagers with dedicated departments within their stores. 

• Despite a general trend towards healthier eating, tweens and teenagers’ fast lifestyles and love of junk food 
makes them an important market for products such as confectionery, sweet and savoury snacks, and fast 
food. 

• Snack and fast food companies are facing a backlash from parents and governments, as a result of rising 
levels of childhood obesity and eating disorders, and are thus developing healthier alternatives within these 
categories. 

• Gen Zers are sceptical of traditional advertising methods and wary of hard sell techniques, but embrace all 
forms of new technology and are open to innovative marketing techniques. This makes them particularly 
receptive to innovative word-of-mouth (WOM) campaigns. 

• Gen Zers have been found to respond favourably to having control over, or being able to create, their own 
experiences, and it is those companies that offer “mass personalisation” or customisation that are often the 
most successful in targeting this generation. 

 
Outlook 

• Over the next five years, the lives of current Gen Zers will be transformed as the younger tweens enter their 
teenage years, and teenagers enter into further education or join the workforce. 

• Research suggests that Generation Z will be characterised by career stability in their adult lives, as well as 
ecological responsibility and social justice. The impact of the recession means this generation will be less 
likely to take risks, and less keen to travel or work abroad. 

• The inability of many members of the new generation to concentrate for large periods of time, combined 
with ongoing technological developments, may lead to a more efficient and flexible work environment in 
the future, where flexi-time and working at home are the norm. 

• The defining feature of Generation Z as they move into the workforce will be their ability to process 
information at high speed. They may, nevertheless, be less creative than in the past, as they are no longer 
required to use their imaginations as much as children. 

• As developed markets continue to be affected by joblessness and other lingering effects of the recession, 
these factors are expected to play a continuing role in the expenditure patterns of teenagers, who will be 
anxious to avoid making the same mistakes as their parents. 

• With the major markets facing increased tuition fees for tertiary education to ease government burdens, Gen 
Z students of the future will accumulate large debts while at university which they will have to pay off over 
time. This may further affect their spending power in the future. 

• In emerging markets such as China, India and Brazil, continuing economic development will provide plenty 
of opportunities for young people, who will be more prosperous than their predecessors, with more 
opportunities to study, make money and travel. 

• Gen Z will take its aptitude for technology into the future, which will change the way people work and play. 
This may lead to the demise of desktop computers and email in favour of mobile devices and convergence. 

• Gen Zers will continue to be very strong users of social networks, which will evolve over time to suit their 
changing needs. “Fast blogging” websites with opportunities for customisation, such as Tumblr, may take 
over as the next big thing among the younger generation. 

• As Generation Z becomes more accustomed to downloading games from the Internet onto their PCs, 
consoles or portable devices, physical video games and consoles will lose share to free-to-play or 
subscription-based on-line gaming services. 
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• Today’s tweens and teens are expected to conduct most of their shopping on-line in the future. The years 
ahead may also see the further development of augmented reality and “digital environments”, whereby 
people will be able to interact with live space, for example by trying on clothes virtually. 

• Beyond Generation Z, it has been suggested that the next generation will be labelled “Generation Alpha”. 
This will be the first generation to be entirely born into the 21st century, who are likely to be less 
materialistic and totally at ease with digital technology. 

 
 

INTRODUCTION 
 
Definitions 
 
In marketing terms, today’s tweens and teens are collectively known as “Generation Z”, the cohort that follows 
on from Generation Y. The exact definition of Generation Z – as for all generational cohorts – varies according 
to source. As the most recent generation, the earliest birth year commonly noted is 1991. Some consider that the 
cut-off period for Generation Z is as late as the late 2000s, others that it stops in the early 2000s. 
 
For the purposes of this report, Euromonitor International defines Generation Z as those born between 1991 and 
2002. This makes the youngest around eight years old in 2010 and on the cusp of becoming consumers in their 
own right, while the oldest were 19 and therefore adults in the name of the law in most countries. 
 
Many Gen Zers are the children of Generation X, the cohort born between 1965 and 1980. This generation, 
sometimes known as the “latchkey children” (due to the fact that they were often left alone while parents 
worked) differ significantly in character from the Baby Boomers who came before them, giving Gen Zers a 
different set of values and characteristics. 
 
Generation Z follows immediately on from Generation Y, a cohort of people who are now in their 20s, and who 
are sometimes referred to as Millennials or Echo Boomers (though again, the age definitions for these terms 
vary between sources). Most members of Generation Y are the offspring of the baby boomers, the large cohort 
born immediately following World War II. 
 
Generation Z is also sometimes known by various other terms, such as the “iGeneration” or “Net Generation”, 
due to the fact that they have been brought up in an age of digital technology. They are also referred to as 
“Generation Next”, or the “Quiet Generation” (in this respect making them similar to the pre-war “Silent 
Generation”). 
 
The table below shows the current generational groups, as defined by Euromonitor International in 2010. 
 

Summary 2 Consumer Groups 2010 

Name of cohort Year born Age in 2010 

Swing Generation Pre-1946 65+ 

Baby Boomers 1946-1964 46-64 

Generation X  1965-1980 31-45 

Generation Y 1981-1990 20-30 

Generation Z 1991-2002 8-19 

Source: Euromonitor International 
 
 
Profile of Generation Z 
 
A diverse group 
 
Because of the great cultural, regional and economic diversity of the world’s tweens and teens, it is difficult to 
define and determine precise attributes and patterns amongst all of the members of this age group. There are 
certainly also distinct differences between the consumer preferences of an eight year-old and those of a 19 year-
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old. Nonetheless, there are certain traits common to many young people of this generation, caused by the 
globalisation and digitalisation of society, the sense of community brought about by social networking, and the 
age compression phenomenon. 
 
Materialistic 
 
Today’s tweens and teens spent their early years in times of prosperity, and are used to having it all. Until 
recently, they had never experienced financial hardship and are too young to remember the last major recession 
of 1991. Those from developing markets have seen rapid economic growth, and enjoy lifestyles that were only 
dreamed of by their parents and grandparents. As a result, many young people are still oblivious to the bleak 
reality of the current economic situation. 
 
Tech-savvy 
 
In developed markets, many Gen Zers have grown up in households where multiple cars, TVs and computers 
are the norm. Born into the digital world, they have not known a time without the Internet, laptops, video games 
and mobile phones. This has resulted in their being highly tech-savvy and always connected; able to multi-task; 
and impatient for instant results and instant gratification. This generation lives for speed and will not tolerate 
sluggish technology. 
 
A mind of their own 
 
It has been observed that Gen Zers are highly individualistic and self-absorbed, and do not believe in living 
according to social norms, since their society exists on the Internet where they can speak their mind and express 
their opinions freely. Young people are also evolving to cope with the ever-increasing volume of media by-
products by becoming increasingly sceptical and discriminating. 
 
Whereas Generation Y are said to be more group- and team-oriented, the new generation is more self-directed. 
In some cases, this is because parents are spending more time at home with their children, or leaving them with 
family members rather than putting them into day care facilities. 
 
At the same time, some psychologists say that with most of their communication taking place on the Internet, 
Gen Zers are lacking in verbal communication skills, interpersonal skills and confidence compared to their 
predecessors, Generation Y. Attention spans are much shorter, with information condensed into bite-size, 
manageable pieces. Multi-tasking may be affecting children’s ability to carry out tasks efficiently because they 
are distracted. Nicholas Carr’s recent book “The Shallows” suggests that the Internet is rewiring people’s brains, 
making them think more superficially at the expense of deep reading and analysis. 
 
Generation Z is a more open group than ever before. Despite constant warnings from their elders about 
disclosing personal information, they rarely activate privacy settings on their social networking sites and see 
little value in privacy. Thus, companies like Facebook are able to glean a wealth of information about this 
demographic. 
 
Desire to succeed 
 
Teenagers these days tend to have a greater connection with their parents, with whom they are in more constant 
communication than ever before. Age blurring means that parents often share their teenagers’ tastes in music or 
fashion to some extent, which was generally not the case for other generations. 
 
A collective rise in confidence has given many young people a desire to succeed, which in many cases been 
made possible, or at least inspired, by the Internet. There has been a recent spate of teenagers achieving world 
records, such as 13 year-old Jordan Romero becoming the youngest person to climb Mount Everest, in 2010, 
and 16 year-old Jessica Watson completing her solo sail around the world. Social networking sites, such as 
YouTube, are also creating instant fame for young people. For example, in the US, sixth-grader Grayson Crouch 
went straight from a school recital to a major recording contract, after posting his Lady Gaga cover on 
YouTube. 
 
Unlike the child stars of the past, who were pushed into the limelight by their parents and had little say in their 
management, today’s young stars seem to be more composed and self-directed. This may be linked with their 
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constant exposure to information and entertainment since they were born, as well as the broader opportunities 
for personal exposure today. 
 
Nevertheless, some psychologists claim that despite the trend towards positive parenting and their more wealthy 
upbringings, there has been an increase in anxiety and depression among children, many of whom have had to 
endure family break-ups, the stress of being given no boundaries and lack of parental attention. This may lead to 
depression in the future for this generation, especially when they find that their unrealistic expectations are 
going to go unmet. 
 
Getting older younger 
 
Generation Z are a hot market for clothes, music and entertainment. Age compression means they are maturing 
at an earlier age, and thus the lines between tweens and teens are becoming increasingly blurred. Toys are 
largely off the radar for this generation; instead, mobile phones, video games and a Facebook page are de rigeur 
for children as young as eight. 
 
Tweens are said to be like the teenagers of 20 years ago. They are starting to develop their sense of identity and 
are anxious to cultivate a sophisticated self-image. Tween girls look to teenagers as role models, typically 
beginning to use and experiment with cosmetics, toiletries and hair care products. They already have a sense of 
fashion that was previously not evident in this age group, and are just as tech-savvy as their older siblings. 
 
The “kids getting older younger” (KOGY) phenomenon has been blamed largely on marketers and the media, 
which sow the seeds of anxiety in children from an early age by encouraging them to conform to media images 
of what they should or should not look like, how they should behave and what they should listen to. 
 
Intellectually, young people are smarter than ever before, with studies showing that children obtain higher marks 
in aptitude tests than any other generation. Moreover, growing up with on-line and social media games, such as 
Tribal Wars, Runescape and Farmville, Generation Z has acquired a taste for business from a very early age. 
These young people are calculated and practical, used to taking risks and making instant decisions. 
 
Au fait with technology 
 
It is well documented that Generation Z is the most technologically-orientated generation in history. Having 
been born into a digital world, these consumers do not have the sense of fear of technology that is common 
among older generations. Designers note that children will go straight into applications and menu structures 
instinctively, whereas an adult will tentatively work their way through. According to research carried out in 
March 2010 by the UK’s communications regulator Ofcom, 61% of parents think their children know more 
about the Internet than they do. 
 
Brand-aware 
 
Gen Zers tend to be highly brand conscious and loyal to “cool” brands. They know exactly what they want, their 
preferences being based in large part on what they see in the media and what their peers own. Brands are seen as 
status symbols for teenagers, and they are not prepared to compromise, even in hard times. 
 
Therefore, manufacturers looking for success in this market often invest heavily in brand-building marketing 
programmes. Licensing popular TV, movie and cartoon characters and adapting them to their products is also an 
important tool for manufacturers and retailers wanting to reach the tween and young teen market. 
 
Living at a time when money transactions are largely invisible, Gen Zers are somewhat removed from the 
reality of money management. Nevertheless, many have learnt to be bargain-savvy by seeking out the best deals 
on-line for their parents or themselves. According to a UK survey by ICM, almost half of parents ask their 
teenagers for advice when it comes to minor financial decisions such as which mobile phone contract to sign up 
for, which laptop to buy or when booking a cheap holiday on-line. 
 
A sense of fairness 
 
Analysts say that where Gen Y had a sense of entitlement, Gen Z are realistic and have a strong sense of duty 
and fairness, as well as the will to carry things out. Girl power among Gen Zers is stronger than ever, and this 
group is more environmentally aware and accepting of diversity than any of its predecessors. 
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Today’s younger generation is non-discriminatory and inclusive, having been brought up in a politically-correct 
society that is more multicultural than ever before. In the US, for instance, while non-Hispanic whites accounted 
for 82% of those aged 65 and over, they comprised just 61% of those in the 14-17 year-old age group. A number 
of studies indicate that, in terms of consumer expenditure patterns and product preferences, Hispanic teenagers 
often have more in common with other American teenagers than they do with their own parents, many of whom 
are first-generation immigrants. 
 
For Gen Z, the world is small. Thanks to Facebook, Skype, Google and video gaming, tweens and teenagers are 
communicating in real time with family members, friends and strangers across the country or around the world, 
without being in the same physical space. 
 
Community-orientated 
 
A common myth concerning teenagers is that they are rebellious. However, studies show that today’s teenagers 
are among the least rebellious in history, and that they interpret power/authority relationships very differently 
from previous generations. 
 
An Australian study by Habbo Hotel in late 2009 into the attitudes and behaviour of Generation Z confirms that 
a more cautious, conservative and community-minded group of young adults is emerging, in contrast to the 
fame and fortune seeking Generation Y. Due to the power of social networking, Gen Zers tend to mobilise 
around causes that they care about, and are more socially aware and concerned than Generation Y. Their sense 
of realism means that they tend to see through the superficial fairly quickly. For example, they are more likely to 
see their parents as role models, rather than looking to celebrities or sporting stars. They also regard fairness and 
the absence of discrimination in the workplace as more important than money or status. 
 
According to The Habbo Hotel survey, 81% of teenagers said they were concerned about the environment, and 
almost one third claimed they were more worried about global warming than their parents. Only 11% were 
happy about the job world leaders are doing about global warming issues. 
 
Going out 
 
While today’s young people appear to spend most of their time at home in front of their computers or video 
games, other important social activities for them include going to the cinema, shopping and visiting cafés. Many 
teenagers “hang out” in their local shopping malls, and are therefore important target markets for fast food 
outlets and trendy stores. Since most people of this generation are not old enough to drive, many rely on public 
transport or family to reach their destinations. 
 
Emerging markets lag behind 
 
The Gen Z profile, as outlined above, relates largely to young people in developed markets, who generally enjoy 
a high standard of living and a high level of personal freedom. In many developing markets, however, 
purchasing power has not yet reached a high enough level to have filtered down to this age group. Many tweens 
and teens in markets such as China and South Korea are heavily focused on their education and have little time 
for other pursuits, while many children from poorer areas of China or India are forced onto the workplace at an 
early age. 
 
Although Chinese society is increasingly open, and traditional culture is being impacted every day by foreign 
and modern influences, Chinese tweens and teens are influenced above all by the mainstream culture, which 
encourages humility, obeying discipline, selflessness and respect. Individualism is advocated by some scholars 
but is not generally accepted by the Chinese public. Consumer demand from Gen Z is therefore more limited in 
this important and growing market. 
 
In South Korea, a 2006 survey by the National Statistical Office revealed that the main concern of 57% of 
teenagers aged 15-18 was “study”, while only 15% cited “appearance and health”. 
 
According to the Arab Youth Survey conducted by Asda’A, a public relations consultancy in the Middle East, 
consumer and lifestyle habits of Arab and Western tweens and teens have become very similar. Arab teenagers 
spend the majority of their disposable incomes on electronic gadgets, going out and shopping for clothes, and 
show a high concern for their appearance, while saving has a low priority. 
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Chart 2 Generation Z Characteristics 2010 

 
  

 
Source: Euromonitor International 
 
 

DEMOGRAPHIC TRENDS 
 
Share of Population 
 
Despite the rapid ageing of populations in developed markets, on a global level Generation Z represents the 
world’s largest demographic grouping. This is all the more remarkable given that, according to Euromonitor 
International’s definitions, this age group spans only 12 years, compared to 15 years for Generation X and 19 
years of Baby Boomers. 
 
In total, there were some 1.4 billion Gen Zers in January 2009, representing 21.0% of the global population 
(down from a share of 22.5% in 2004). This was very slightly ahead of the 1.4 billion Gen Xers, with a share of 
20.9%, while Gen Y and Baby Boomers accounted for just 18.1% and 17.8% of the population, respectively. 
There was virtually no change in the size of the 8-19s age group over the review period. Their number fell by 
just 1% between 2004 and 2009, and is predicted to decline by a further 1% between 2009 and 2014. 
 
The main reason for the relative stagnation of the 8-19s age group is that, for a number of years, birth rates have 
been falling around the world. In more affluent countries, young adults can now afford interests and lifestyles 
that are not compatible with large families, and they often choose to postpone childbirth or have just one or two 
children. In developing countries, the growing tendency for young adults to relocate from rural to urban areas, 
and even to work abroad for a number of years, has created a higher degree of mobility among younger 
generations, which in turn means that parenthood is often postponed and family sizes reduced. These factors, 
coupled with higher levels of education and training, especially among women, have led to lower birth rates 
worldwide. Furthermore, with birth control now widely available, the number of unplanned births is falling. 
 
Declining family sizes have meant that discretionary spending per child has increased, thereby creating an 
affluent tween/teen consumer base. 
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Chart 3 Global Population by Generational Breakdown  2009 

 
% total population 

 
Source: Euromonitor International 
 
Regional Trends 
 
Asia-Pacific home to more than half of all 8-19 yea r-olds 
 
In line with overall population patterns, Asia-Pacific holds by far the greatest number of tweens and teens, with 
this region accounting for almost 56% of the global total in 2009. However, the number of young people in this 
age group declined by over 3% between 2004 and 2009, partly as a result of China’s one child policy. 
 
Also reflecting overall demographic trends, the greatest tween/teen population growth over the 2004-2009 
period occurred in Africa and the Middle East, where their number increased by almost 8%. The region has a 
young and rapidly growing youth population, although again purchasing power remains relatively low among 
the majority of consumers. The 8-19s age group accounted for as much as 27% of the total population in the 
region, although this percentage declined slightly over the review period. 
 
The only other region to see a rise in the number of tweens and teens over the review period, albeit of just 3%, 
was Australasia. However, this region accounted for a tiny 0.3% of the global population for this age group. 
 
Young populations stagnate in developed regions 
 
In the other developed regions of North America and Western Europe, the 8-19s population fell slightly, by 1%, 
between 2004 and 2009. However, in terms of marketing worth, these regions currently hold the greatest 
potential for marketers of products aimed at Generation Z. Although North America and Western Europe 
together accounted for only 9% of the 8-19s population in 2009, the greatest amount of parent and child wealth 
still resides in these regions. 
 
Behind Africa and the Middle East, Latin America had the highest proportion of teens and tweens, with these 
accounting for 22% of the total population in 2009. This region also has a fairly young population, and holds 
strong growth potential for products targeting Generation Z consumers. 
 
By contrast, tweens and teens do not hold much sway in Eastern Europe. The share accounted for by this age 
group contracted from 17% in 2004 to less than 14% in 2009, as the number of 8-19 year-olds plunged by 21% 
over the period. This was the result of rapidly declining birth rates in the region throughout the 1990s. 
 

Chart 4 Regional Breakdown of 8-19 Year-olds 2009 
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Source: Euromonitor International 
 

Chart 5 % Growth in the Number of 8-19 Year-olds by  Region 2004/2009 

 
  

 
Source: Euromonitor International 
 

Chart 6 % Share Accounted for by 8-19 Year-olds by Region 2009 

 
Gen Z as % total population 
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Source: Euromonitor International 
 
Country Trends 
 
China’s one-child policy causes drop in young popul ation 
 
In absolute terms, due to their vast overall populations, India and China count the largest numbers of teens and 
tweens, at 286 million and 215 million, respectively, in 2009. However, the two countries have experienced very 
different growth patterns. While the number of 8-19 year-olds in India grew by 4% over the 2004-2009 period, 
in China their number fell significantly, by 25%. This is because, while India has one of the world’s youngest 
and fast growing populations, China is feeling the effects of its one-child policy, brought in to control 
population growth more than 30 years ago, which is causing its population to age. There is still a gender 
imbalance in India, but this is not as pronounced as in China. As more people in both markets can afford to pay 
for ultrasound scans and illegal selective abortions, they choose to avoid the longer term expense of having girls, 
who require a substantial dowry. 
 
Despite the large number of potential Generation Z consumers in these developing markets, it should be noted 
that the majority of children of this generation still live in poverty, and do not have anywhere near the same 
level of empowerment as seen in the West. In India, the number of young people living on the streets is rising, 
while their average age is declining. The country also has a very large number of workers aged under 15. 
According to International Labour Organization (ILO) estimates, working children earn only about 20% of the 
income of adults living in the same household. 
 
Due to the ageing populations of most major industrialised markets, many of these countries saw the number of 
tweens and teens remain stable at best or decline over the review period. The US ranked third in terms of total 
numbers of 8-19 year-olds in 2009, with just over 49 million, followed closely by Indonesia. Brazil was another 
significant market, with around 41 million teens and tweens in 2009. 
 
Strongest growth seen in Southeast Asia and Middle East 
 
Most of the growth in this demographic between 2004 and 2009 occurred in Southeast Asia and the Middle 
East, for example the Philippines (6%), Egypt and Turkey (both 3%), Malaysia (6%) and Saudi Arabia (7%). 
These are also the countries with the youngest populations. In the Philippines, India, Egypt, Saudi Arabia and 
South Africa, 8-19 year-olds represented one quarter or more of the population in 2009, so these are very 
important consumers of the future. 
 
Growth in Israel was also strong, at 8%, reflecting the rapid population growth in this country. Israel’s 
population has traditionally grown strongly due to immigration of Jewish people from all over the world, in 
particular, more recently, from the former Soviet Union. However, recent growth is also attributable to high 
birth rates among Israel’s Muslim population. 
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The steepest decline in the Generation Z population over the 2004-2009 period was seen in Russia, of 25%. This 
was partly due to the mini baby boom that occurred in Russia during the 1980s, when “Perestroika” was 
introduced. This caused a peak in the number of tweens and teens during the 1990s, which subsided during the 
early 2000s. 
 
In ageing populations, such as Italy, Spain and Japan, the tweens/teens market has less clout, accounting for 
only 11-12% of the population. However, given that these are among the world’s richest nations, their economic 
impact is still significant. 
 

Table 1 Number of 8-19 Year-olds by Country 2004/20 09 

 
‘000 
 2004 2009 % growth 
   2004/2009 
 
India 276,053 286,038 3.6 
China 253,672 214,877 -15.3 
US 49,773 49,486 -0.6 
Indonesia 49,645 49,249 -0.8 
Brazil 41,429 40,725 -1.7 
Mexico 25,098 24,769 -1.3 
Philippines 22,533 23,846 5.8 
Vietnam 21,381 19,754 -7.6 
Egypt 18,262 18,774 2.8 
Russia 24,662 18,585 -24.6 
Turkey 14,818 15,306 3.3 
Japan 15,219 14,373 -5.6 
South Africa 11,984 12,030 0.4 
Thailand 11,732 11,597 -1.2 
Colombia 10,271 10,499 2.2 
Germany 10,762 9,996 -7.1 
France 9,118 9,066 -0.6 
UK 9,250 8,976 -3.0 
Argentina 8,078 8,166 1.1 
South Korea 7,957 7,826 -1.7 
Morocco 7,828 7,453 -4.8 
Italy 6,799 6,880 1.2 
Venezuela 6,506 6,614 1.7 
Malaysia 6,216 6,596 6.1 
Saudi Arabia 5,887 6,301 7.0 
Ukraine 7,829 6,074 -22.4 
Poland 6,638 5,500 -17.2 
Spain 5,251 5,185 -1.3 
Canada 5,058 4,946 -2.2 
Taiwan 3,904 3,754 -3.8 
Australia 3,326 3,438 3.4 
Chile 3,508 3,369 -4.0 
Romania 3,551 2,930 -17.5 
Netherlands 2,375 2,394 0.8 
Israel 1,408 1,521 8.1 
Belgium 1,484 1,499 1.1 
Sweden 1,397 1,342 -4.0 
Portugal 1,391 1,337 -3.9 
Hungary 1,471 1,328 -9.7 
Greece 1,413 1,320 -6.6 
Czech Republic 1,494 1,293 -13.4 
Austria 1,155 1,133 -1.9 
Switzerland 1,033 1,020 -1.2 
Source: Euromonitor International 
 
 

Table 2 Gen Zers as % Total Population by Country 2 004/2009 
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8-19 year-olds as % population 
 2004 2009 
 
Philippines 27.1 25.9 
India 25.4 24.5 
Egypt 26.2 24.5 
Saudi Arabia 25.5 24.5 
South Africa 25.2 24.0 
Malaysia 24.3 23.5 
Morocco 26.0 23.3 
Venezuela 24.8 23.1 
Colombia 24.2 23.0 
Mexico 24.4 23.0 
Vietnam 26.0 22.9 
Indonesia 22.9 21.4 
Turkey 22.1 21.4 
Brazil 22.5 21.0 
Israel 20.7 20.5 
Argentina 21.1 20.3 
Chile 21.8 19.8 
Thailand 18.8 17.9 
Taiwan 17.3 16.3 
China 19.6 16.2 
South Korea 16.6 16.1 
US 17.0 16.1 
Australia 16.5 15.8 
Canada 15.8 14.7 
Netherlands 14.6 14.6 
Sweden 15.6 14.6 
UK 15.5 14.6 
France 15.1 14.5 
Poland 17.4 14.4 
Belgium 14.3 13.9 
Romania 16.4 13.7 
Austria 14.2 13.5 
Switzerland 14.0 13.5 
Hungary 14.5 13.3 
Ukraine 16.5 13.2 
Russia 17.1 13.1 
Portugal 13.3 12.5 
Czech Republic 14.6 12.4 
Germany 13.0 12.2 
Greece 12.8 11.7 
Italy 11.7 11.5 
Spain 12.4 11.4 
Japan 11.9 11.3 
Source: Euromonitor International 
 
 
 

MARKET DRIVERS 
 
Purchasing Power 
 
They’ve never had it so good 
 
The purchasing power of today’s tweens and teenagers rose to unprecedented levels over the review period. Gen 
Zers enjoy a lifestyle undreamt of by previous generations, which may include weekly trips to the cinema, a 
bowling alley, restaurants and clubs, shopping for new clothes, buying music and mobile phones, and for many 
over driving age, owning their own car. 
 
The changes that have fuelled this trend vary according to country, location (urban or rural), socioeconomic 
status and education, but the main factor behind the growing independence and purchasing power of Gen Z is 
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economic development. The general rise in GDP per capita in developed markets has trickled down to children 
in the form of larger allowances and bigger financial gifts from the “bank of Mum and Dad”. 
 
The situation has been tempered somewhat by the global recession, but studies show that children remain a 
priority in times of financial hardship, and that, while allowances may have been cut slightly, many young 
people are unaware of the severity of the downturn. This, in addition to the fact that virtually all of their income 
is disposable, makes Generation Z a key focus for marketers at a time when other consumers groups are making 
more significant cut-backs. 
 
Tweens exert pester power 
 
In general, allowances and income increase with age. Therefore, the purchasing power of tweens is much lower 
than that of older teenagers. Nevertheless, there are areas of spending that extend beyond a tween’s deployment 
of his or her own resources: “pester power” is exerted on parents, grandparents or other relatives to purchase 
items in direct response to persistent persuasion. Enfranchisement of the child has been a key development of 
the later 20th and early 21st centuries, with tweens being listened to more than ever. 
 
Children of this age group vary from country to country with regard to their level of empowerment. While 
tweens in the US and the UK are usually given a fair amount of independence, in Latin America, continental 
Europe and Asia, parents are more involved in their children’s lives and have more influence on their choices. 
 
Teenagers more independent 
 
While younger teenagers may also exert a certain amount of pester power, older teenagers have more financial 
independence, with some supplementing their parental income by having part- or full-time jobs. According to a 
2007 report by Packaged Facts, the teen market (ie products bought by and for teenagers) in the US was 
expected to grew by 10% between 2006 and 2011, to reach US$208.7 billion. The report also made the 
following findings: 

• Teenagers’ spending money was worth US$79.7 billion in 2006, which included money earned from jobs, 
allowances by parents and monetary gifts. 

• 12-14 year-olds had an average annual income of US$2,167, which rose to US$4,023 for those aged 15-17. 

• The amount spent by families on teenagers for food, clothing, personal care items and entertainment was 
estimated at US$110 billion in 2006. 

• Around 40% of teens live in a household with an income of less than US$50,000, while 40% are in 
households with an income of US$75,000 or more. 

 
The recent recession has, nevertheless, had an impact on the spending power of teenagers, with part-time jobs 
becoming harder to find and parents reducing, or in some cases eliminating, their teenagers’ spending 
allowances. In 2009, a report by investment bank Piper Jaffray, entitled “Taking Stock with Teens”, indicated 
that while American teens still reported buying clothing and footwear, like their parents they were increasingly 
considering value as a prime factor in the purchasing decisions, leading to a decline in value sales of fashion 
items to US teenagers. Similarly, in terms of restaurant choices, the same report indicated that more teens 
ranked value above convenience when it came to dining out. 
 
This was confirmed by a March 2010 study of teenage girls by Euro RSCG, which found that although the 
recession has not had a significant impact on their shopping habits, teenagers’ allowances had been reduced 
slightly. They nevertheless revealed themselves to be practical, and prepared to wait for the right price before 
parting with their money. 
 
According to the Nordea Bank, Swedish teenagers spent on average SEK750 per month in 2009, somewhat 
lower than the SEK890 they spent in 2007. 22% of teenagers reported having some kind of part-time work but 
lately this has been harder to find due to a tightening labour market. 
 
In Germany, a study by Egmont Ehapa Verlag (Kids Verbraucher Analyse 2009) revealed that sales to children 
between the ages of six and 13 years were worth a total of some €6,000 million in 2009, which was 6% less than 
the previous year. Of this, around €3,600 million consisted of savings deposited in banks and building societies. 
Around 94% of children of this age receive pocket money, sometimes as a reward for helping around the house 
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or achieving good grades. However, in 2009, the average pocket money of children aged 6-13 was reduced by 
€1.42 per month, to €27.76. 
 
Income by country 
 
Average gross incomes of young people aged 15-19 were highest in Switzerland in 2009, at a phenomenal 
US$51,118. This was followed by the Netherlands and France, both showing average teen incomes of more than 
US$40,000 for this age group. The UK saw the lowest growth in all of the countries under review, at just 4%, 
causing it to drop below the levels of its European neighbours. 
 
Most countries showed a strong increase in the incomes of the 15-19 age group as their economies developed 
over the review period. While much of Venezuela’s massive increase was due to inflation, the doubling of 
teenagers’ incomes in Brazil, Russia and China was largely the result of economic development and a growing 
middle class. 
 

Table 3 Average Gross Income of Population Aged 15- 19 by Country 2004/2009 

 
US$ 
 2004 2009 % growth 
   2004/2009 
 
Switzerland 38,130 51,118 34.1 
Netherlands 33,072 42,567 28.7 
France 31,627 40,854 29.2 
Austria 28,415 37,725 32.8 
US 26,760 36,561 36.6 
Germany 29,298 36,557 24.8 
Spain 24,094 34,250 42.2 
Japan 28,393 32,930 16.0 
Australia 21,590 30,079 39.3 
Belgium 23,718 29,451 24.2 
Denmark 17,783 27,163 52.7 
Sweden 21,395 24,343 13.8 
Italy 19,813 23,534 18.8 
UK 22,388 23,370 4.4 
Greece 15,068 23,089 53.2 
Canada 17,268 21,302 23.4 
Israel 12,342 16,959 37.4 
Taiwan 13,016 13,879 6.6 
South Korea 10,271 12,052 17.3 
Hungary 9,628 11,273 17.1 
Venezuela 2,340 9,409 302.0 
Poland 5,438 8,864 63.0 
Turkey 5,491 8,446 53.8 
Chile 5,038 8,062 60.0 
Mexico 6,436 8,056 25.2 
Malaysia 4,667 7,291 56.2 
Brazil 3,012 7,285 141.9 
Czech Republic 4,778 6,909 44.6 
Russia 2,759 6,538 137.0 
Argentina 3,402 6,040 77.6 
Saudi Arabia 3,650 5,487 50.3 
Romania 2,359 4,635 96.5 
Colombia 2,528 4,487 77.5 
South Africa 3,104 3,547 14.3 
Thailand 2,109 3,113 47.6 
Morocco 1,946 2,977 53.0 
Indonesia 1,350 2,281 69.0 
Philippines 1,229 2,051 67.0 
Ukraine 989 1,973 99.4 
Egypt 933 1,822 95.3 
China 779 1,679 115.5 
Vietnam 605 1,136 87.7 
India 537 872 62.5 
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Source: Euromonitor International 
 
 
Attitudes Towards Finance 
 
Taking more control 
 
For young people of this generation, money transactions are typically not visible as cash. Even cheques are 
rarely used. Therefore, Gen Zers are somewhat removed from the reality of money management. On the other 
hand, this generation are bargain-savvy, having been used from an early age to surfing the Internet and finding 
the best deals on-line. According to a UK survey by ICM, almost half of parents ask their teenagers for advice 
when it comes to minor financial decisions, such as which mobile phone contract to sign up for, which laptop to 
buy or when booking a cheap holiday on-line. 
 
In some developed markets, such as the UK, there is a growing tendency among parents to prompt their children 
to take an active role in looking after their own finances from as early an age as possible. High-street banks in 
the UK have responded by introducing a range of products designed to suit customers from the youngest 
sections of society, including savings accounts and Visa debit cards. 
 
In the US, it is becoming more common for young people to have credit cards. According to the JumpStart 
Coalition for Personal Financial Literacy, almost one third of high school seniors in the US reported having a 
credit card of their own, or one co-signed by a parent. As people under 18 technically cannot apply for a credit 
card without a parent’s co-signature, it is not known exactly how many teenagers have credit, but it is certain 
that many young people start building up debt even before their adult lives begin. 
 
Impact of recession 
 
A survey from Seventeen and Bank of America, released in August 2009, revealed that teenagers are stressed 
about the economy. 85% of girls claimed to be worried about the economy, compared to 75% of teen boys. 
While many are worried about how to pay for items such as lip glosses and skirts, 69% are also worried about 
the cost of college, compared to 59% of boys. 
 
The survey, which included 2,000 young people aged 16 to 21, found that 38% had altered college plans in 
some way, while 20% had either had to go with their second choice or attend a state school in order to save 
money. Furthermore, 45% said their parents were worrying or fighting about money more often. Girls were also 
shown to worry that they spend more readily than they save. Only 34% said they believed they were in total 
control of their finances. 
 
Teenage Employment 
 
Youth unemployment on the rise 
 
Although an increasing number of teenagers choose to stay on in full-time education at school or university, 
many still leave school between the ages of 15 and 18. Of those who do stay on at school, some take on part-
time jobs or even multiple jobs in order to fund their lifestyles. 
 
Before the recession, when unemployment was falling, many jobs were being created, especially in fast-growing 
markets such as Spain and Ireland. This had a positive trickledown effect that saw jobs, especially part-time 
jobs, go to younger workers in the 15-19 age bracket. This put money into the pockets of teenagers, and 
contributed to much higher levels of disposable income than previously, thus boosting sales of clothing, 
computer games and discretionary products. 
 
However, the 15-19 age group has been worse hit than any other age group by the current unemployment crisis. 
This has implications for high-end retailers whose target audience is that age group, such as Abercrombie & 
Fitch; and for those whose products are aimed at the same demographic, such as audio-visual stores. 
 
In the US, the situation has become significantly more bleak. The unemployment rate for those aged 16-19 in 
July 2010 reportedly stood at just over 26%, up from around 15% before the recession. This compared to an 
overall unemployment rate of less than 10%. Because of their lack of skills, during this recession teenagers have 
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lost out to older workers with experience and skill who are willing to take an entry-level job with low wages. 
Furthermore, the government has cut back on federally funded summer jobs. 
 
Low-income teenagers living in urban areas, especially those of minority backgrounds, are most at risk of 
unemployment, since many low-wage, entry-level jobs are in the suburbs and few own cars. The difficult job 
market is potentially disastrous for the long-term prospects of young adults from low-income families. They are 
unable to afford college fees and are not learning job skills, while an ageing population is relying on this 
generation to pay taxes to help fund Social Security. On the positive side, teenagers in the US who are lucky 
enough to be in employment have benefited from the increase in the hourly minimum wage from US$5.15 in 
2007 to US$7.25 in 2009. 
 
College enrolment rates at an all time high 
 
Due to the dire job situation, an increasing number of young people in developed markets have been choosing 
university over employment since the start of the recession. In the US, college enrolment rates are currently at 
record levels, with more than 70% of recent high school graduates going to college (up by some 25% since 
1985). More than half of young people aged 16-19 were enrolled in summer school between June and August 
2009. Furthermore, affluent parents are willing to pay for extracurricular activities that may enhance a college 
CV, such as community service. 
 
On the other hand, high tuition fees are in many cases deterring some young people from going on to higher 
education – especially those from low-income backgrounds – as they face a life-time of paying back college 
debts. 
 

Table 4 Youth Unemployment 2004/2009 

 
15-19 year-olds as % unemployed population 
 2004 2009 
 
Indonesia 28.8 25.4 
Philippines 21.3 24.4 
Argentina 13.9 22.7 
India 21.8 22.3 
Brazil 24.4 21.8 
Malaysia 25.9 21.8 
Australia 22.6 21.6 
Denmark 9.1 20.0 
Netherlands 14.9 19.7 
Thailand 18.1 18.8 
Mexico 20.8 18.4 
UK 20.1 18.1 
Canada 16.5 17.1 
Vietnam 16.5 15.7 
US 14.8 15.5 
Russia 5.1 13.0 
Austria 13.0 12.7 
Turkey 11.5 12.5 
Switzerland 9.6 11.1 
Sweden 6.9 11.1 
Romania 11.6 9.9 
France 6.1 6.9 
Ukraine 7.1 6.9 
South Africa 6.9 6.1 
Spain 6.7 6.0 
Italy 7.4 5.7 
Germany 2.8 4.9 
Saudi Arabia 10.1 4.9 
Czech Republic 5.6 4.8 
Belgium 4.6 4.5 
Portugal 7.5 4.2 
Taiwan 5.1 3.9 
Poland 2.3 3.7 
Greece 4.8 3.2 
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Japan 4.2 2.9 
Hungary 4.7 2.7 
South Korea 4.9 2.2 
Source: Euromonitor International, International Labour Organization (ILO) 
Note: The ILO definition of unemployment is based on the following three criteria, which should be satisfied 

simultaneously: “without work”, “currently available for work” and “seeking work”. Accordingly, students 
are excluded from the above figures 

 
 
Age Compression 
 
The KGOY phenomenon 
 
The KGOY phenomenon, which has become more marked over the last 10 years, has had a profound impact on 
the market for child-orientated products and services. Industry research reveals that children aged 11 and older 
no longer consider themselves children. Indeed, the line between tweens and teenagers is becoming fuzzy, since 
many children cannot wait to grow up and start dressing and behaving like adults, while some youths at the 
older end of the spectrum head the other way to continue their hedonistic pursuits. 
 
The new generation of children rejects the traditional toy in favour of teenage or even adult products, such as 
mobile phones, video games and music players. This is illustrated by the transformation of the Barbie doll’s 
target group. When Barbie was introduced in the late 1950s, it was the toy of choice among six to 10 year-olds. 
Now, Barbie’s core market is aged three to five. For girls aged six to 10, Bratz are the popular choice, while 
above 10, children are increasingly unlikely to play with any toys. 
 
Tweens are starting to develop their sense of identity and are anxious to cultivate a sophisticated self-image. 
This is partly due to marketing initiatives that force children to grow up quickly, since marketers have 
discovered that treating tweens like teenagers is a lucrative business. One of the most significant effects of the 
KGOY trend is that this generation is becoming more interested in their appearance at an earlier age. 
Manufacturers and retailers are responding to this by developing ranges of clothing, toiletries and cosmetics 
aimed at children but with a more “grown-up” feel. 
 
Concerns over the sexualisation of tweens 
 
A growing concern is that tweens are being prematurely sexualised. A recent report by the British government 
stated that a lack of privacy settings on computers means that children are often exposed to pornography from 
an early age, and that marketers are encouraging young girls to present themselves in a sexual way. Tweens are 
bombarded with sexy images by the makers of clothes, toys, video games and music videos. These images have 
been perpetuated over the years by a string of teen idols, such as Britney Spears, Christina Aguilera and Katie 
Perry, with most pop videos now featuring bikini-clad women and packed with sexual innuendo. 
 
Padded bras, thongs and high heeled shoes are marketed and sold to children aged as young as eight, while the 
Playboy brand logo is seen everywhere, from children’s pencil cases to nightwear. A recent Australian report 
tells how padded bras and crop tops aimed at tweens can now be found on the racks of most department stores, 
sold under brand names such as Bratz, Barbie, Saddle Club, My Little Pony and Hi-5. Marketers and retailers 
have reacted to these claims by saying that they are simply responding to demand. 
 
Similarly, once limited to teenagers, concerns about underage drinking have now fed down to the tween 
segment, with sporadic media reports of children as young as 10 or 11 years old needing hospital treatment after 
consuming alcohol. 
 
Children under pressure to conform 
 
The negative outcome of all this is that children feel pressurised from an early age to conform to media images 
of how they should look and behave. One article tells how, according to Dr Rick Kausman of the Australian 
Medical Association, girls as young as six are being treated for eating disorders and form “no-eating clubs”. 
Psychologists say that the fact that children are pressurised into looking and acting older than they are is a 
considerable source of stress for them, since their brains are not developing any earlier than before. They claim 
that children will often play with childhood toys, but do not want other people to see them doing so, due to 
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pressure to “look cool”. In other words, their minds are not developed enough to digest what they are exposed 
to. 
 
Parental Influence 
 
Everyone’s a winner 
 
Gen Zers are mainly the children of Generation X, the “latchkey children” who were anxious to avoid the 
mistakes of their own parents by adopting a positive parenting approach. Branded by British psychologist Dr 
Aric Sigman as the West’s “little emperors”, these children have grown up being doted on by older parents, in a 
world where no-one is deemed a failure, everyone is praised and happiness is the ultimate goal. With the focus 
being very much on boosting children’s self-esteem, many schools no longer have an “F” grade, while there are 
no longer any winners or losers on school sports day. As one article points out, the BBC even rewrote the 
children’s nursery rhyme Humpty Dumpty so that Humpty is put back together again, to avoid hurting 
children’s sensibilities. Some psychologists are concerned that such a generation will not be adequately prepared 
to face adulthood. 
 
Hardship is not expected by anyone, and Gen Zers tend to be spoilt by parents and grandparents, partly because 
they can afford to and partly to assuage their guilt at working full-time. An Australian study commissioned by 
Bankwest in 2009 found that half of all parents admitted to trying to “buy” good behaviour with toys (10% to 
improve “immediate behaviour”, such as a tantrum). 
 
“Helicopter parenting” 
 
Despite the KGOY phenomenon, which would suggest that children are becoming more independent and adult-
like, at the same time they are today denied many of the freedoms enjoyed by children in the past, and could 
therefore be considered to be more dependent than ever on their parents, schools or carers. 
 
Over-parenting, or helicopter parenting, has been a growing phenomenon in recent years. It is a characteristic of 
Gen X parents, who tend to be older, marry later and have fewer children. Psychologists claim that in today’s 
culture, parents believe they have to be a friend to their children and are scared to be a parent. Generation X 
parents are over-protective, anxious and busy. Therefore, they give in to their children but shield them at the 
same time to make things easier for themselves. Helicopter parenting is also symptomatic of the new type of 
protective society, which puts health and safety above everything. 
 
Despite the fact that crime has gone down, parents and teachers no longer let children out of their sight, for fear 
of them being harmed by strangers or objects. They complain of “bullying” for minor incidents. In the US, it is 
reported that the percentage of children walking or cycling to school dropped from 41% in 1969 to 13% in 2001. 
 
Keeping a close rein 
 
The “stranger danger” culture means that children are often not even allowed to play in their gardens, let alone 
in the street. Many are put into after-school clubs, where they can be observed at all times. All this makes 
children less independent and therefore less prepared for the outside world when they are older. Psychologists 
have noted that when children do not have the opportunity for free and creative play, when their lives are highly 
structured and supervised, they are unable to learn by making mistakes, solving problems and testing their 
boundaries. 
 
As parents try to keep their children close, they are spending more of their time in front of televisions, surfing 
the Internet and playing video games. Psychologists say that screen entertainment can make children less aware 
and concerned about their effect on other people if it replaces face-to-face relationships, because eye contact and 
real conversation increase oxytocin, a hormone important for establishing social behaviour, as well as teaching 
children how to read facial expressions. Some believe that constant stimulation from screens will rewire 
teenagers’ brains into those of young children, who are attracted by buzzing noises and bright lights, with low 
attention spans and who live for the moment. 
 
Parents are also taking increasing control over their children’s lives and education, such as through hiring tutors 
and helping with coursework, and becoming involved in their university or work life. It was reported in the US 
that colleges have begun installing “Hi, Mom!” webcams in common areas, and employers such as Ernst & 
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Young were creating “parent packs” for recruits to give to their parents, since they were involved in negotiating 
salaries and benefits. 
 
However, there appears to have been a recent backlash against over-parenting. No longer able to afford tutors 
and extracurricular activities, parents themselves have had to pull away a little, as a result of the recession. A 
CBS News poll in 2009 showed that one third of parents had reduced their children’s extracurricular activities. 
 
A collaborative research project conducted by the University of Montreal, the University of Rennes in France 
and the Universitá Católica del Sacro Cuore in Milan in 2010 concluded that teenagers in Quebec enjoy more 
freedom than their French and Italian counterparts, as their parents are more tolerant and set fewer boundaries. 
552 Quebecois, 336 French and 398 Italian teenagers answered questions on such issues as emotional bonding, 
communication, frequency of arguments and parental rules. Canadian parents were found to be the most tolerant 
and the least likely to discipline their teenage children. 
 
Generation Z and the Internet 
 
Forever connected 
 
According to a 2009 report by Morgan Stanley Research, teenagers are at the vanguard of the digital revolution. 
Tweens and teenagers are constantly connected, whether via mobile phone, the Internet or gaming devices. This 
has in many ways contributed to the general trend towards cocooning that intensified during the recession, as 
people stayed at home to save money. Many teenagers are content to communicate from their bedrooms rather 
than leave the house. 
 
As they become more Internet savvy, Gen Z are less willing to pay (or to ask parents to pay) for media and 
content. They are happy to chase free content and music across platforms and devices, including iPods, tablet 
computers and mobile phones. Indeed, a global study by the world’s largest virtual world for teenagers, Habbo 
Hotel, in 2010, found that 32% of respondents currently never pay for content, whilst a further 26% are only 
willing to pay if there are no free channels available. In Spain and Italy, 48% teenagers claimed to never pay for 
content, compared to only 21% in the UK and 28% in Australia. 
 
The net generation 
 
Internet use among Gen Zers has grown strongly the world over, reflecting the increased penetration of 
broadband in most countries. According to a US-based study by Pew Internet Project, published in February 
2010, entitled “Social Media & Mobile Internet Use Among Teens and Young Adults”, among American 
families with children aged between 12 and 17, 76% now have broadband Internet access at home, up from 71% 
in 2008 and just 50% in 2004. Broadband is also increasingly common in developing markets. In China, the 
problem of Internet addiction has arisen among teenagers, many of whom have no siblings and spend much of 
their time playing on-line virtual world games. 
 
The Pew Internet report showed that teenagers in the 12-17 years age bracket were the most prolific users of the 
Internet. The study found that 69% of people aged 12-17 owned a computer (73% of those aged 14-17 and 60% 
of those aged 12 and 13). 92% of users in this age group used the Internet, with use declining by age (see chart 
below). Male and female teenagers are equally likely to go on-line, but older teenagers aged 14-17 are slightly 
more likely to go on-line (95%) than younger teens aged 12 and 13 (88%). According to the report, 63% of 
American teenagers go on-line every day, with 36% going on-line several times a day. 
 
The study showed that access to the Internet is changing. Teenagers are going on-line via mobile phones, game 
consoles and portable gaming devices, as well as via desktop PCs and laptops. Among teenaged mobile phone 
users, 27% use their mobile phone to go on-line, while 24% of teenagers with a game console do so. 
 
The Pew Internet Project study confirmed that American teenagers are avid users of social networking websites. 
As of September 2009, 73% of those aged 12-17 who went on-line used a social network website. Older 
teenagers were more likely to use social networking sites (just 35% of 12 year-olds used one, compared to 62% 
of 13 year-olds and 82% of those aged 14-17). 
 
Blogging declines in favour of social networking 
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A notable finding of the Pew Internet Project research was that blogging by teenagers had declined from 28% of 
Internet users in 2006 to just 14% in 2009. A perhaps surprising statistic was that teenagers from lower income 
families (those earning below US$50,000 annually) were far more likely to report keeping a blog than those 
from households earning more than US$50,000 (23% versus 8%). 
 
Many teenagers – especially older ones – use the Internet as a source of information. 31% of those aged 12-17 
claimed to use the Internet to seek health, dieting or physical fitness information, a proportion that has remained 
broadly stable for a number of years. Girls, in particular, tend to use the Internet to search for information on 
sensitive health topics like drug use, sexual health or depression. Teenagers from the lowest income families 
were found to be the most likely to seek health information on-line. 
 
It appears that recently, the Internet has helped politicise young people. For example, in the UK, during the 
student tuition fee protests of December 2010, it was reported that a large percentage of the protestors were 
children, some as young as 13, who had mobilised on Facebook. 
 
Furthermore, the Pew Internet Project survey showed that 62% of Internet-using teenagers in the US consume 
on-line news about current events and politics. Older teenagers are more likely to visit sites for news or political 
information (68%, compared with 49% of 12-13 year-olds). White teens and teens from families with higher 
income and education levels were more likely to report visiting sites for on-line news or political information. 
 
Pew Internet Project’s research showed that the percentage of teenagers who make on-line purchases has been 
steadily growing for a number of years. In 2009, 48% of teenagers bought items such as books, clothing or 
music on-line. The trend is being driven by older girls, with 57% of girls aged 14-17 making on-line purchases, 
compared with 48% of boys of the same age. 
 

Chart 7 Internet Use in the US by Age Group 2009 

 
% using Internet 

 
Source: Euromonitor International from Pew Internet Project 
 
Social Networking 
 
Facebook rules 
 
Social networking is something that has fast become the favourite activity of Gen Zers the world over. It allows 
them to stay in contact with friends at all times, make new friends, join groups and play social games. Facebook 
is the world’s most popular social networking site, announcing 500 million users in July 2010. However, 
different sites are popular in different countries. In Brazil, for example, many teenagers use Orkut, while in 
South Korea, many teenagers have personal websites or blogs through local web services like Cyworld and 
Naver. 
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In China, the leading social networking site is Kaixin001. The domestic site flourished after Western social 
networking websites such as MySpace, Facebook, Twitter and YouTube were blocked by the “Great Firewall of 
China” following the Ürümqi riots of summer 2009. Next in terms of popularity are Xiaonei, which is used 
mainly by university students, and 360quan, which is used more by school children. 360quan literally means 
“360 degrees circle”, and is essentially a concept that groups users into “circles” with similar tastes and 
preferences, based on the information they post. The main advertisers on 360quan are those that offer products 
suitable for the Gen Z audience, such as bottled green tea drinks, weight loss products, Johnson & Johnson 
contact lenses and other fashionable, disposable goods. 
 
In Japan, where 75% of people access social networks through their mobile phones (according to a 2009 study 
by Mobile Marketing Data Labo), the market is dominated by domestic social networks. The most successful of 
these are mixi, Mobage-town and Gree. Mixi had a reported 17 million users in early 2010, compared with 1.4 
million Facebook users in Japan. Furthermore, like Cyworld in South Korea, Japanese social networking sites 
put a heavy emphasis on gaming. 
 
Posting comments and sharing content become more po pular 
 
In the US, Pew Internet Project’s “Social Media & Mobile Internet Use Among Teens and Young Adults” study 
revealed that the way in which teenagers are using social networking sites is changing, in that they appear to be 
using them less for the purpose of sending messages to friends. In 2009, only 37% of teenagers using social 
networks said they send messages to friends every day through the social sites, down from 42% in 2008. 
 
Furthermore, fewer teenagers are posting comments to a friend’s blog within a social networking site (52%, 
down from 76% in 2006). This corresponds with findings that teenagers are using blogs less in general. By 
contrast, posting comments, either to a picture, page or wall remain popular with teenagers who use social 
networks, with 86% of them posting comments to a friend’s page or wall. The report also suggested that 
teenagers do not use Twitter in large numbers. While 19% of adult Internet users used Twitter in 2009, this 
dropped to just 8% for those aged 12-17. 
 
Teenagers enjoy sharing self-created content on-line like photos, videos, artwork or stories, hence the 
phenomenal success of YouTube. In 2009, 38% of Internet using teenagers said they shared content on-line. 
Furthermore, 21% of teenagers reported remixing on-line content (ie taking material they find on-line such as 
songs, text or images, and remixing it into their own artistic creations). Girls were found to be more likely to 
remix content than boys (26% versus 15%). 
 

Table 5 Social Networking Activities in the US 2006 /2007/2009 

 
% teenage social networking site users doing: 
 2006 2007 2009 
 
Commenting on friend’s page or wall 84 77 86 
Commenting on a friend’s picture n/a 83 83 
Sending private messages 82 71 66 
Sending IMs or text messages through n/a 54 58 
    site    
Posting comments to a friend’s blog 76 66 52 
Sending group messages 61 54 50 
Joining groups n/a n/a 37 
Accessing profile through mobile phone n/a n/a 25 
Source: Euromonitor International from Pew Internet Project 
 
 
On-line Gaming 
 
MMORPGs 
 
Another on-line activity common to Gen Zers the world over is on-line gaming, including both MMORPGs 
(massively multi-player on-line role playing games, otherwise known as virtual worlds), such as Gaia, Habbo 
Hotel, Second Life, Runescape and Club Penguin; and social games, such as Farmville and Café World. 
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According to K Zero, a virtual world consultancy service, there are currently around one billion people 
worldwide registered in virtual worlds. Users usually pay to become members, but limited free membership is 
often available if users are prepared to watch pop-up advertisements. MMORPGs have their own financial and 
economic systems, in which players choose different careers and manage resources according to the supply and 
demand situation within the virtual world. This means that young people are becoming business-savvy from an 
early age. 
 
Habbo Hotel claims to be the world’s largest virtual world for teenagers. It is targeted at those aged 11-19, and 
there are currently Habbo communities in 31 countries around the world. By October 2010, over 165 million 
characters had been created, and over 16.5 million unique users worldwide visited Habbo Hotel each month. 
 
MMORPGs are particularly popular in Asia. In South Korea, a large proportion of young people play Cyworld, 
a highly profitable virtual world/social network that reportedly has an annual turnover of over US$110 million, 
mainly earned from selling virtual furniture. The site is owned by a division of SK Communications, a mobile 
wireless provider. The company has already expanded into China and Japan, but failed to penetrate the US and 
European markets. 
 
Pew Internet Project’s study found that in 2009, virtual worlds were used by only 8% of on-line teenagers in the 
US. Younger teens continue to be more enthusiastic users of virtual worlds, with 11% of those aged 12-13 using 
them, compared to just 7% of those aged 14-17. 
 
Children of a young age are becoming increasingly involved in MMORPGs, via games such as Club Penguin, 
Moshi Monsters and Neopets. Club Penguin, a game designed for children aged 6-14, was so successful that its 
owner, New Horizon, was purchased by The Walt Disney Company in 2007. Cartoon penguins are used as 
avatars, which waddle around chatting, playing mini-games and participating in other activities with one another 
in a snow-covered virtual world. In response to concerns about child safety, security features have been 
introduced, such as “Ultimate Safe Chat” mode, whereby users select their comments from a menu. However, 
the game has still been criticised for introducing consumerism to young children. 
 
Social gaming 
 
Social gaming is a trend that has arisen along with the growth in social networking. Social gaming works in a 
similar way to MMORPGs, in that it consists of virtual economies, which produce real profits as consumers 
purchase points and virtual goods for games. However, a good part of business is also generated by 
advertisements and partner offers. For example, players can fill out a survey or buy services from the game 
developer’s partners in order to obtain more points. Social gaming is very popular among Gen Zers, since games 
are usually free to play. 
 

Case Study: The Rapid Growth of Zynga 
 

San Francisco-based Zynga fast emerged as the leading player in the field of social gaming, and has taken 
the world by storm since it was founded in 2007. By December 2010, Zynga claimed to have more than 215 
million monthly active users around the globe, many of whom are young people. Its games include 
FarmVille, FrontierVille, Mafia Wars, Zynga Poker, Café World, Treasure Isle, YoVille, FishVille and 
PetVille. Zynga’s games are now available on a number of global platforms including Facebook, MySpace, 
Yahoo, the iPad and iPhone. 

Zynga was founded in 2007 with the vision of “connecting the world through games”. It has since expanded 
rapidly via acquisition and partnerships. In 2010, it made several further acquisitions, including Serious 
Business, a creator of social games on Facebook; and Challenge Games, the creator of Warstorm, a 
collectible card game set in a fantasy universe, and Ponzi, a tycoon game. 

In August, Zynga acquired Boston-based social games company Conduit Labs, which has developed several 
free-to-play social games for the Internet. Zynga’s latest acquisition at the time of writing was Texas-based 
mobile game development company Newtoy, in December 2010. The company manufactures the Games 
With Friends franchise, which includes mobile games such as Words With Friends and Chess With Friends. 

Zynga also expanded into several new markets in 2010. In February, it announced that it had opened a new 
office in Bangalore, India, which would focus on game and large-scale infrastructure development. This was 
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followed in May by Zynga’s acquisition of Beijing-based social gaming company XPD Media, marking its 
first step into the Asian market. In July 2010, Zynga and Softbank announced a joint venture to develop and 
distribute social games across Japan, marking Zynga’s first foray into the rapidly growing Internet and 
mobile market in Japan. 

In February 2010, Zynga announced a partnership with MSN Games, which was the first step towards 
bringing Zynga’s social games to Microsoft’s platform; while in June 2010 it announced the launch of 
FarmVille for iPhone and iPod touch. 

Social gaming has proved to be more than a passing fad, and is expected to continue to be popular well into 
the future. This was demonstrated by the fact that Facebook committed itself to a five-year strategic 
relationship with Zynga from May 2010. The agreement increases the two companies’ shared commitment 
to social gaming on Facebook, and expands use of Facebook Credits in Zynga’s games. 

 
Mobile Phone Use 
 
Three quarters of American teenagers have mobiles 
 
For many teenagers, their mobile phone is their most prized possession, and is often cited by them as one of the 
top things they cannot live without. Pew Internet Project’s “Social Media & Mobile Internet Use Among Teens 
and Young Adults” study revealed that some 75% of Americans aged 12-17 had a mobile phone in 2009. 
Ownership rises with age, with only 58% of 12 year-olds owning a mobile phone, compared with 73% of 13 
year-olds and 83% of 17 year-olds. However, according to the report, much of the recent overall growth in 
mobile phone ownership among teenagers has been driven by uptake among the youngest teens. 
 
The study showed that boys and girls are just as likely to have a phone, although they may use it in a different 
way. Teenagers from lower income families were found to be less likely to own a mobile phone, with only 59% 
of those in households earning less than US$30,000 annually having a mobile phone, compared with more than 
75% of teenagers from wealthier families. 
 
According to Magid’s 2009 Mobile Content Study, among those aged 13-18, 69% said they text an average of 
55 minutes a day, while 87% said they talk an average of 45 minutes a day. The study found that teenagers are 
interested in having music videos, user-generated videos and TV shows available on mobile phones. 
 
Although they prefer not to pay, teenagers are not entirely against paying for content. According to the results of 
Magid’s study, 72% of teenagers use mobile content regularly in a typical week. 37% purchased content in the 
past month, with the average monthly spend on content being US$18.90. With regard to the type of content that 
teens pay for, the study revealed that in the previous month, 18% had purchased games (US$7.10 per month on 
average); 17% had purchased music (US$7.30 per month on average); 16% had purchased applications 
(US$5.10 per month on average); and 8% had purchased video (US$3.20 per month on average). 
 

Chart 8 Teenage Mobile Phone Ownership in the US 20 04-2009 
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Source: Euromonitor International from Pew Internet Project 
 
Mobile phone usage rises among Asia’s youth 
 
A study by Synovate – the Young Asians study of 2010 – which surveyed over 12,000 young people between 
eight and 24 years of age across Asia (China, Hong Kong, India, Indonesia, Korea, Malaysia, Philippines, 
Singapore, Taiwan, Thailand and Vietnam), revealed that mobile phone use has exploded across the region in 
recent years. Results showed that 64% of Asian youths owned a mobile phone in 2010, up from 60% in 2008. 
Ownership jumped from 82% to 87% in Hong Kong and from 80% to 85% in Singapore. 
 
The study also found that family was cited as the most important part of the lives of Asian youths, with 83% 
choosing it as their top priority in 2010. This was following by health (52%) and friends (39%). The preferred 
method of staying in touch with family and friends was found to be calling via mobile phones, rather than 
texting or social networking. 
 
Among the young people surveyed who owned a mobile in Asia, the average number of contacts on their mobile 
was 77 people. Indonesian respondents had the most contacts on their mobile phones (131), followed by 
Singaporeans (108) and Filipinos (102). 
 
Other activities enjoyed by young Asians on their mobile phones included listening to music, playing games and 
taking photos. Among Asian youths who owned a mobile phone in 2010, about half performed these activities, 
with 21% also using them to record video. A further 20% used their mobile to surf the Internet, 17% engaged in 
instant messaging and 15% visited and updated their profiles on social networking sites. Chinese and 
Singaporean youths showed the largest amount of on-line activities through mobile phones. 44% of Chinese 
respondents used their mobile to surf the Internet, 34% used it for instant messaging and 19% for email. 
 
Adapting products to Gen Z 
 
Given their limited incomes, price is key when teenagers are choosing a mobile phone. Parents are often 
unwilling to pay for expensive devices that might get lost. Therefore, mid-range handsets, such as those 
produced by Sony Ericsson, are popular with this market, while pay-as-you-go is preferred to contracts. With 
this in mind, several mobile phone companies have focused their efforts on the younger generation recently. 
One of the most active manufacturers in this respect is the South Korean company LG (see box below). 
 
In the US, two new products aimed specifically at the teenage market are Digital Lifestyles’ Hip-e, described as 
a “digital lifestyle platform”, and the SideKick II smartphone, marketed by T-Mobile. While other all-in-one 
media packages, such as Meedio Essentials, target the wider home entertainment demographic, the Hip-e is 
specifically designed and tailored to meet all the computer, entertainment and digital lifestyle needs of 
teenagers. The device combines instant messaging, Internet, phone communication and music – all the things 
that are important to a teenager. It is based on the “Hip-e node”, a Pentium-based computer which is the docking 
station for hip-e music players, mobile phones, speakers and notebooks. The node has a built-in TV tuner and a 
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flat 17-inch LCD monitor, which allows the unit to be wall-mounted or placed on the desktop. It can also be 
placed and accessed anywhere, thanks to built-in Wi-Fi capabilities, allowing for a wireless keyboard, and 
wireless speakers. Digital Lifestyle took a viral approach to marketing the product, with the campaign featuring 
teenage “squad leaders” spreading the word about the product to their peers. 
 
Similarly, following on from the successful T-Mobile Sidekick, the T-Mobile SideKick II is also an all-in-one 
wireless communications device for teenagers that focuses on communication and connectivity. The device 
offers mobile web browsing, email, instant messaging, a personal information manager, game unit, and digital 
camera. A 12-voice MIDI synthesizer plays ringtones, and a swivel screen opens up to reveal a two-handed 
thumb entry QWERTY keyboard. The Sidekick promotional campaign involves celebrity endorsement by the 
likes of skateboarding legend Tony Hawk and socialite Paris Hilton. 
 

Case Study: LG targets the teenage mobile phone use r 
 

Having identified Generation Z as an important mobile phone segment with specific needs, LG has launched 
a number of handsets in different countries that are aimed specifically at this market. 

In April 2010, LG added the low-cost LG Cookie Fresh to its LG Cookie line of mobile devices in the UK. 
The handset is compact and cased in plastic, which allows it to be very light (weighing only 89g), and 
therefore easy to fit into the pocket or school blazer of a teenager. In addition to its silver colour, it is 
available in other trendy two-tone colour schemes, including white & orange, blue & light silver and white 
& purple. The phone has a full touch screen and allows users to access social networking sites. Teenagers’ 
love of customisation and icons is catered to too, as custom animated characters can be set to the contacts 
they interact with most. The Cookie Speed Dial provides access to close friends with an updated version of 
the Cookie phone’s popular speed dialling home screen. The LG Cookie Fresh is equipped with a 3.5mm 
audio jack, a multi-format audio player and an RDS-capable FM radio. 

In September 2010, LG released further products in the LG Cookie series, designed to match the unique 
lifestyles of Generation Z. Three handsets, the Cookie, Cookie Style and Cookie 3G, featured more versatile 
texting functionality (with a virtual QWERTY keypad which can be switched to landscape mode); enhanced 
music options (a 3.5mm headphone jack, FM radio and microSD slot for easy sharing of music and movies); 
wider social networking support and a customisable, user-friendly interface and design. 

Designed to fit in the palm of the hand, LG Cookie is the most compact phone in the line-up, but still has a 
2.4-inch (6.1cm) display. The LG Cookie Style has a 2.8-inch (7.1cm) LCD display and a bold design. The 
Cookie Style is available in a variety of colour options, with accents on the front button panel. This is 
designed to appeal to the young mobile generation’s desire for self-expression. The LG Cookie 3G allows 
for faster connectivity and data transmission. It has an advanced e-mail feature which instantly alerts users 
when messages are sent to any of their e-mail addresses. 

Elsewhere, LG launched its Wink range, also specifically targeting Gen Z, according to the company’s 
marketing. The entry-level Wink has just a 2.4-inch (6.1cm) display, while the Wink Style has a 2.8-inch 
(7.1cm) display. The “high end” Wink 3G has high-speed data transfer. All three have 3.5mm headphone 
jacks, integrated FM radios and microSD expansion. The phone was due to be launched in Europe and the 
Middle East in August 2010, followed by Latin America, the CIS, and selected Asian countries later in the 
year. 

 
Cheaper smartphones rival iPhone 
 
The general trend in the mobile phones market is towards smartphones, which meet consumers’ demand for 
convenience, functionality and mobility. However, with few teenagers able to afford iPhones, similar 
smartphones are being developed that are cheaper, mainly using the Android operating system. 
 
Piper Jaffray’s latest “Taking Stock with Teens” survey revealed that 14% of teenagers stated that they already 
owned an iPhone in 2010, but this was down from 15% in 2009, partly due to the increase in other types of 
smartphone. Nevertheless, 33% of respondents expected to buy an iPhone in the next six months, up from 22% 
compared to the previous year. 
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In the US, the Blackberry and Apple operating systems have been joined by such brands as Android, Palm, 
Windows and Symbian to offer mobile phones that promise Internet access, mobile multimedia, email and more. 
In 2010, a five megapixel camera with flash, easily more than enough for posting on Facebook, became standard 
on smartphones, with many devices exceeding this number of megapixels. 
 
Leisure and Entertainment Patterns 
 
Staying close to home 
 
In addition to socialising on social networking sites, some of the most popular pastimes of Gen Zers the world 
over are gaming, music, TV and reading, all of which have experienced a strong trend towards digitalisation in 
recent years. 
 
With the trend towards cocooning having intensified since the start of the recession, films are also watched at 
home. According to Piper Jaffray’s “Taking Stock with Teens” survey of autumn 2010, 21% of teenagers 
claimed they currently use DVD-by-mail, with 29% indicating they will use DVD-by-mail in two years’ time. 
27% of teenagers said they download films, surpassing DVD-by-mail for the first time; while 39% expected to 
download films in two years. By contrast, DVD rental from retail stores showed a significant decline, with 59% 
currently using stores, but only 45% expecting to use stores in two years. 
 
When they do go out, however, young people enjoy visiting shopping malls or fast food outlets, going to the 
cinema or just “hanging out” in public areas. 
 
Music streaming becomes the new radio 
 
According to the Pew Internet Project study of 2009, 79% of young people aged 12-17 owned an iPod or other 
mp3 player. Indeed, many Gen Zers have never bought a CD. Music is increasingly downloaded or streamed to 
PCs, MP3 players or mobile phones, rather than purchased in a physical format, and this is especially true of 
tweens and teenagers. 
 
It was once a rite of passage for teenagers to illegally download music. There were numerous forums for doing 
so, whether it was Napster in the old days, Limewire, Kazaa, or simply sharing a friend’s CD or iTunes 
collection. However, research conducted by music research companies Music Ally and The Leading Question in 
2009 found that illegal music sharing is declining and that teenagers are now increasingly streaming music on-
line instead. The survey found that teenagers no longer want to download, they just want to play. Of the 1,000 
14-18 year-olds polled, only 26% admitted to sharing music files illegally, down from 42% in 2007. Instead, 
65% of respondents said they stream music on-line at least once a month. 
 
Legal music streaming sites, such as Spotify and We7, allows users to stream and listen to music for free on any 
device, without actually downloading and keeping it. Most young consumers are willing to put up with 
occasional advertisements if it means they are no longer breaking the law and are also obtaining free music. A 
large number of young people also use the video-sharing website YouTube to listen to and watch their favourite 
music videos for free. 
 
Interestingly, a survey conducted in Norway in mid-2009 found that music consumers who regularly download 
illegally pirated music tracks are also the largest purchasers of legitimate digital music files, by a factor of 10 
over non-pirates. In conducting the survey, the independent BI Norwegian School of Management looked at the 
music purchasing habits of 1,900 respondents, each over 15 years of age. 
 
According to Piper Jaffray’s “Taking Stock with Teens” survey of autumn 2010, 76% of American teenagers 
downloaded music, which was unchanged from the previous year; while 66% were still using free (P2P) file 
sharing networks rather than paying for their music. Among those who were paying, the vast majority (95%) 
used iTunes. 
 
Music is also a major form of entertainment for Asian teenagers. According to a Branded and Synovate survey 
from June 2009, 68% of Asian youth said that music plays a very important part in their lives. The survey 
included 8,841 respondents aged 15-24 years in China, Hong Kong, India, Indonesia, Japan, Malaysia, the 
Philippines, Singapore, South Korea, Taiwan, Thailand and Vietnam. The survey found that music was 
particularly close to the hearts and minds of the young in India (83%) and the Philippines (80%); followed by 
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Vietnam (77%), China (69%), Thailand (67%) and Indonesia (65%). The study showed that 25% of the 
respondents were listening to more music obtained digitally in the last year. 
 
Gaming moves on-line 
 
The Pew Internet Project study confirmed that American teenagers are enthusiastic consumers of gaming 
devices. It revealed that 80% of those aged 12-17 have a game console, such as the Wii, Xbox or PlayStation. 
Boys proved more likely to have a games console (89%) than girls (70%). The survey indicated that 51% of 
teenagers have a portable gaming device, such as a PSP, DS or Gameboy. These were more common among 
younger teenagers, with 66% of those aged 12-13 owning one, compared with 44% of those aged 14-17. 
 
According to Piper Jaffray’s “Taking Stock with Teens” survey of autumn 2009, video game spending 
represented 7% of American teenagers’ budgets. This was up from just 3% in 2004, but the 2010 survey 
indicated that interest in traditional video gaming may be waning: 81% of respondents claimed they planned to 
spend less time playing games in 2011, and 83% planned to spend less money on playing video games during 
2011. These were the highest percentages ever recorded in the survey series. According to the autumn 2009 
results, some 88% of American teenagers owned at least one video game console, while 58% owned two. 
GameStop remains the retail destination of choice, with a 38% share of retail value, as many teenagers use the 
company’s trade-in service. 
 
The video games sector has traditionally been labelled as “recession-proof”, since many parents and 
grandparents are not willing to cut back their spending on children, and gaming is seen as a relatively cheap and 
fun form of escapism during tough times. However, in 2009, the industry faced not only a lack of new 
development in the console sector, but significant growth in competition from the on-line and downloadable 
video games sector. As a result, Euromonitor International’s database shows that video game software sales fell 
by 3% in value in 2009, compared with value growth of 4% for hardware. 
 
According to NPD Group, casual gaming titles were the best performing games of 2009. Nintendo also 
continued to have the best-selling console and handheld gaming systems, with the Wii and Nintendo DS. In 
2009, Sony made the controversial decision to launch its new PSP Go as a download-only console, and several 
retailers across Europe refused to stock the console in protest. Their main concern was that since new games can 
only be added to the PSP Go as digital downloads, they are unable to derive further revenues from the product in 
terms of new or second-hand games. Most analysts predict that future video game sales will stem mainly from 
on-line sources rather than traditional physical game sales as broadband adoption rates increase. 
 
Perhaps the largest competition for video game software companies came from the iPhone App Store. Between 
July 2008 and March 2010, more than 30,000 games were released by Apple, some of which regularly dominate 
the top grossing game lists. Indeed, while NPD Group data show that combined physical software revenues 
were around US$11 billion in 2008, and just under US$10 billion in 2009, US research group Flurry estimates 
that iPhone and iPod Touch game revenues leapt from US$115 million in 2008 to US$500 million in 2009. This 
reveals the extent of the impact that game downloads have already had on the video games market. Experts 
believe that as prices come down for the iPod Touch, and games sold through the App Store continue to have 
lower price points, more of the young gaming generation may switch to Apple devices (including the new iPad) 
over Sony PSP and Nintendo DS for gaming. 
 
The Japan Telecommunications Carrier Association claims that of Japan’s 112 million mobile phone 
subscriptions in 2009, just over 76 million have regular subscriptions to mobile phone games systems. 
Addressing the need of gaming enthusiasts, manufacturers created new content, which again affected physical 
games sales. Konami acquired Blue Label Interactive and embarked on building additional mobile entertainment 
ventures, in addition to its software for traditional game consoles. 
 

Table 6 The Global Market for Video Games 2005/2010  

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Video Games Hardware 12,451 33,944 172.6 
Video Games Software 20,137 39,156 94.4 
TOTAL 32,588 73,100 124.3 
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Source: Euromonitor International 
Note: Forecast data for 2010 differ from Euromonitor International’s database due to revisions 
 
 
Developments in books and magazines 
 
Print media have traditionally been very important for tweens and teenagers. Magazines are popular, as they are 
cheap enough for children to be able to spend their pocket money on. With age compression, the nature of girls’ 
magazines has changed. Magazines aimed at tweens now tend to be based on teenage material, such as advice 
on make-up, fashion and boyfriend problems, rather than on innocent children’s characters. In the UK, teachers’ 
associations have called in the past for age restrictions on magazines such as “Bliss”, “Sugar” and “Cosmo 
Girl”, on the basis that they contain explicit sexual content and glamorise promiscuity. 
 
Tween and teenage fiction has experienced an explosion in popularity in recent years. Starting with the “Harry 
Potter” series of books, which gained phenomenal success in the late 1990s, a number of other authors have 
begun to write specifically for the Gen Z market. 
 
One of the most successful teenage novelists has been Stephanie Meyer, author of the “Twilight” series. 
“Twilight” is a series of four vampire-themed fantasy romance novels, which chart the life of Isabella “Bella” 
Swan, a teenage girl who moves to Washington and falls in love with a 104 year-old vampire named Edward 
Cullen. Since the release of the first novel, “Twilight”, in 2005, the books have gained immense popularity and 
commercial success around the world. “Breaking Dawn” won the 2008 British Book Award for “Children’s 
Book of the Year”, while the series as a whole won the 2009 Kids’ Choice Award for Favorite Book in the US. 
As of March 2010, the series had sold over 100 million copies worldwide, with translations into at least 38 
different languages. In addition, the first three books were made into a series of films by Summit Entertainment. 
The success of the “Twilight” series has spurred a plethora of paranormal-themed teenage fiction novels in the 
last few years. It has been reported that the next emerging trend in teenage fiction is dystopian novels, with 
series such as “The Hunger Games” being very popular in 2010. 
 
E-books are gaining popularity among children, but they would nevertheless not want to stop reading printed 
books entirely. According to a US survey carried out by the children’s book publisher Scholastic in late 2010, 
57% of children claimed they still want to read and would read even more if they had an e-book. However, two 
thirds of respondents said they were not willing to give up the printed book. 
 
According to Euromonitor International’s database, e-books witnessed phenomenal growth in 2009 and 2010, 
from a small base. Their arrival was surrounded by much publicity, as many commentators considered them the 
beginning of the end for paper books. This idea was reinforced by mid-2010 when Amazon, the global leading 
company in this niche with its Kindle device, announced that sales of electronic books had surpassed those of 
hardbacks. By value, the e-books category grew by 360% in 2009, and by an estimated 148% in 2010. 
 
“Hanging out” at the mall 
 
Window shopping is a favourite activity of teenagers when they are outside of the home. A US study by Eye (a 
small media company), carried out in late 2008, confirmed that the shopping mall plays a very important role in 
the social lives of American teens aged 14-17. According to the study, at a time when malls and retailers were 
reporting widespread downturns in both traffic and spending, the teenage respondents claimed they were still 
visiting the mall an average of five times a month, spending about two hours each trip, and visiting an average 
of five stores. The teenagers spent on average around US$150 per month in malls, with about half the cash 
coming from their own earnings and the other half from their parents. They reported that their average weekly 
income was US$75, including their allowance. 
 
According to the Eye study, only 14% of respondents said they usually go to the mall alone, while 27% said 
they usually shop with at least four people, but seldom with adults. Only 17% of the teenagers said they usually 
shop with their parents. Although teenagers go to shopping malls mainly to socialise out with friends, they do 
also spend money there. Almost 80% of the teens that said they go to the mall to see friends end up making a 
purchase. Clothing was by far the most common item, with 88% planning a clothing purchase in the next three 
months, followed by footwear (73%), drinks (62%), and CDs or DVDs (48%). 
 
A more recent study published in March 2010 by Euro RSCG found that for teenage girls in the US, shopping 
with a close friend or sister is an important part of their social lives. On trips with their best friends or sisters, 
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they admitted to spending 23% more than when shopping with two or more friends. Indeed, 72% said that their 
sister/best friend knows them better than anyone else, which rises to 84% among 15 year-olds and 87% among 
16 year-olds. Overall, 64% believe a sister/best friend is the most important relationship in life, which rises to 
74% among 15 year-olds. 
 
The RSCG study also found that while teenagers are influenced by national trends and brands, they place a high 
importance on local shops. Some 52% claimed to typically shop at places near home, and 75% preferred to shop 
in stores rather than on-line. 
 
Celebrity Culture 
 
Despite the fact that today’s younger generation seems more “grounded” than the previous generation of Gen 
Yers, they are nevertheless still influenced by the celebrities that grace their magazine covers and constantly 
appear in TV programmes, advertisements and even political campaigns. Indeed, celebrities often create 
inspirational reference points that tweens and teenagers use to help shape their behaviour, preferences and 
attitudes.  
 
Celebrities often owe their status to the way they look, promoting a familiar and endlessly replicated iconic 
image. Consumers buy into the image by adopting the clothes, hairstyle and overall “look” of their favourite 
icons. They may also buy into the products their favourite celebrity uses, for example the perfume, jewellery, 
deodorant or hair care preparations. The public image of the celebrity thus becomes the self image of the 
consumer. Even children as young as 10 are reported to be emulating their favourite teen idols by demanding 
similar hair styles and fashion accessories. 
 
Many teenagers are influenced by today’s “WAGs” (wives and girlfriends of famous footballers or other 
sportsmen). Originally a British phenomenon (with Coleen McLoughlin, for example, making a name for herself 
on the back of husband Wayne Rooney), the WAG culture has spread to other countries. Young teenage “WAG 
wannabes” are mesmerised by the glitz and glamour, and aspire to look and live like their idols. This has 
benefited retailers such as Asos (“As Seen on Screen”), a thriving on-line fashion site that helps its female 
clientele obtain the look of particular WAGs and other celebrities by selling replica products, and the UK’s 
Primark chain of “fast fashion” outlets. 
 
Leading educators have claimed that WAGs are a very bad influence on teenagers and that such women promote 
a culture of instant fame without skill or hard work. In the UK, The Telegraph reported that research by the 
Girls’ Schools Association (GSA), which represents top UK fee-paying schools, commented that parents 
believed WAGs, celebrity magazines and reality TV stars were the most damaging influences on their 
daughters’ lives. 
 
One example of the influence of celebrity culture on the beauty business has been the recent boom in eyelash 
extensions. With popular celebrities such as the UK’s Cheryl Cole making false eyelashes fashionable, this is 
providing a boon to make-up artists, salons and aestheticians everywhere. 
 

Case Study: The Justin Bieber phenomenon 
 

The success of Canadian 16 year-old teen idol Justin Bieber is an example of just how quickly a young 
person can become an international celebrity in today’s high speed society. It was YouTube that gave Bieber 
his original exposure in 2007, when he was just 13. His mother, who was a single Mum living on benefits 
when he was born, posted videos of his talent show performances in his native Ontario to enable distant 
relatives to view them, and the videos were then spotted by a talent agent, Scott Braun. Braun flew Bieber to 
Atlanta, where he auditioned for recording artist and actor Usher, who helped him get signed to Island 
Records. 

Within the space of a year, “Biebermania” has swept the world. Bieber has become one of the most 
successful pop stars in history, being the youngest male performer to place two albums simultaneously in the 
US Billboard’s Top Five, and the first solo artist to chart four singles from an album before it was released. 
His two CDs, “My World” and “My World 2.0”, went multiplatinum. 



Strategy Briefings World 

 Euromonitor International Page    33 

Bieber’s success has been largely attributable to his exposure on social networking sites such as Facebook 
and Twitter (where he tweets regularly to fans, giving them the impression of an immediate connection), and 
YouTube. His video for “Baby” had had more than 380 million views by November 2010, making it one of 
the most watched on-line video clips of all time. However, fame these days is fleeting, and Bieber’s success 
may turn out to be short-lived once the next teen idol comes along. 

 
Commercial opportunities 
 
From a commercial point of view, celebrity brands targeting teenagers are big business. For example, in 2010, 
Justin Bieber expanded into the colour cosmetics and fragrances segments, initially launching a range of nail 
polishes in conjunction with beauty company OPI. The products are all named after his hit songs and are retailed 
exclusively at Wal-Mart. Following on from this launch has been a unisex fragrance launch by Justin Bieber, in 
conjunction with Etoile Nation Beauty. The range is a collection of four unisex scents called My World, which 
come in the form of a dog tag or wristband, as opposed to a traditional glass bottle. Priced at US$10 each, the 
manufacturer is clearly targeting the pocket money budgets of young consumers. 
 
The celebrity fragrances trend shows no sign of abating, as there are still A-list stars who are putting their names 
to fragrances worldwide. However, these brands typically have a very short shelf life, as young consumers are 
quick to move on to the next “hot” star. 
 
The desire for celebrity fragrances does not stop at women. A report published by Mintel in late 2010 found that 
interest in celebrity fragrances has tripled among British men in the last three years, and is second only to Italian 
men across Europe. The survey showed that 6% of British men own a fragrance backed by a celebrity such as 
footballer David Beckham, compared to 2% in 2007. The figure for British women is 16%. 
 

Summary 3 Celebrity Fragrance Launches in 2010 

Celebrity Brand 

Peter André (singer, UK) Mysterious Girl 

Jordin Sparks (singer, US) Because of You 

Christina Aguilera (singer, US) Royal Desire 

Coleen Rooney (WAG/TV presenter, UK) Butterflies 

Katie Price (model, UK) Precious Love 

Katie Perry (singer, US, UK) Purr 

Shakira (singer, US) Shakira S 

Beyoncé (singer, US) Heat 

Fergie (singer, US) Outspoken 

David and Victoria Beckham (footballer, UK) Intimately Yours 

Kate Walsh (presenter, UK) Boyfriend 

Tilda Swinton (actress, UK) Like This 

Source: Euromonitor International, mimifroufrou.com website 
 
 
Beauty and Hygiene 
 
Self-conscious about hygiene 
 
According to research by Mintel, the teenage toiletries market is still very much a niche sector, and accounted 
for less than 1% of all global beauty launches in 2008. Nevertheless, an increasing number of smaller brands are 
tapping into this market. Activity is concentrated in the US and Europe, although there were also several teen 
launches in Japan. 
 



Strategy Briefings World 

 Euromonitor International Page    34 

Teenagers tend to be more self-conscious about their bodies than other age groups, which opens up considerable 
opportunities for deodorant manufacturers targeting this segment. According to Mintel, 15-24 year-olds account 
for around 25% of total deodorant sales in the UK, and some manufacturers have already responded to this, with 
brands such as Sure Girl, launched in 2008. Sure Girl claims to offer 24-hour protection against sweating and 
odour, and comes in scents that are appealing to young girls, such as Crazy Violet, Fun Spirit and Tropical 
Power. 
 
Segmentation in skin care 
 
The skin care market is increasingly being segmented to appeal to different age groups, including teenagers. In 
the UK, the Grace Your Face brand offers around nine skin care products specifically formulated for teenagers’ 
skin. Products include Pre Date Brightening Mask, containing mulberry, ginkgo biloba, algae, allantoin and 
green tea; Green Tea Eye Pads, said to soothe, smooth and moisturise the eye area; Tinted Anti Blemish 
Moisturiser, containing a sheer colour to help tone down blotchiness and salicylic acid to help clear spots; 
Extreme Lip Volumiser, a clear gloss containing vitamins A, C and E; and Spot Reducer Gel Patches, a night-
time treatment to help reduce the appearance of spots, containing allantoin, aloe, bisabolol and vitamin E. The 
products also appeal to the teenage budget, all retailing for less than £5. 
 
The US teen skin care brand Blossom features advice from four “sisters” – Bailey, Bexley, Brooklyn and Berry 
– who each have a range of skin and body care products named after them. The ranges include bath and body 
products, skin care treatments and a hair care line. 
 
With acne a key problem among teenagers, medicated skin care has also been adapted to suit this segment. For 
example, Oxy’s new spot treatment range includes Emergency Zit Blitz Gel, Emergency Zit Blitz Pads, Anti-
Spot Balm, Daily Face Wipes and Maximum Face Scrub. The range is primarily targeted at teenage boys. 
Similarly, Clearasil’s Ultra Rapid Action Treatment Cream is designed to deliver rapid treatment of spots. 
 
Multipurpose products are also popular with teenagers who are too busy to apply a complicated beauty regime. 
Recent years have seen the launch of products such as Amie’s Spring Clean Cooling Clay Mask and Garnier 
Pure’s 3-in-1 wash, scrub and mask. 
 
Teen beauty on the rise 
 
Cosmetics are highly sought after by Gen Z, as the age compression trend and today’s culture of placing 
enormous value on physical appearance means that young girls are wearing more make-up than ever before. 
 
The UK and the US are among the most developed markets for teenage cosmetics. According to a report on 
FT.com in 2009, in the UK, tween and teenage beauty represented 13% of the total beauty and personal care 
market in the UK, and was worth some £784 million. British girls are exposed to make-up and manicure tips 
from an early age in magazines such as Sugar and Bliss, which frequently offer a free cosmetic gift with every 
purchase; and the strong celebrity culture there means that girls want to emulate highly made-up idols, such as 
glamour model Katie Price and singer Cheryl Cole. In the US, teen programmes such as Gossip Girl, The Hills 
and The City are interspersed with advertisements for beauty products and fragrances. 
 
Tween girls in the UK are increasingly choosing “make-over parties” to celebrate their birthdays. As a result, an 
increasing number of products are being launched to cater to this segment. Barry M and 17 are the major sellers 
of tween and teen make-up, with Pout a recent entrant. Miss Sporty is another popular teenage make-up brand, 
which has capitalised on the trend among tweens and teens for customisation. Its Be Connected line allows the 
user to choose between a selection of mascara, lip gloss and liquid eye shadow colours, which can then be 
connected together to create a personal make-up look, housed in a slim-line tube. 
 
Spanish tweens are also keen users of cosmetics and fragrances. A study in 2007 found that 60% of Spanish 
tweens stated that they frequently used fragrances. Skin care products came second, with just under 50% of 
tweens admitting to using various skin creams and treatments. This was followed by cosmetics, with nail 
varnish and lip gloss being the most popular items. Indeed, 60% of tween girls in Spain said they used lip gloss 
frequently. 
 
Other European countries are more conservative, however. Research by Kiss, a US brand of adhesive nails for 
children, found that feedback about nail products for children was negative in Finland, France and Sweden. 
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A study by NPD Group found that in the US, tween aged girls (8-12 years old) are using more beauty products, 
while usage has declined among teenagers (13-17) and young women (18-24). According to the report, mascara 
was used by 18% of tween girls in 2009, compared to 10% in 2007. Similarly, the use of eyeliner rose from 9% 
to 15% over the same period. The percentage of tween girls using lipstick also rose, from 10% to 15%. The 
study claims that tweens often use an average of 4.5 different beauty products. It also found that women of all 
other age groups, including teenagers, reported using less make-up, partly for reasons of economy. 
 
Piper Jaffray’s “Taking Stock With Teens” survey of autumn 2010 found that with regard to beauty spending, 
upper income teenagers continued to reduce their spend, while average-income respondents had increased their 
expenditure on beauty. The trend since the start of the recession has been towards lower price categories of 
fragrances and cosmetics, at the expense of skin care, while department stores have lost share to discounters, 
drugstores and speciality stores. 
 
In January 2011, it was reported that Walmart would launch GeoGirl, a brand targeting girls in the 8-12-year old 
range. Walmart already offers such tween products as Disney Princesses, LipSmackers, Lotta Luv, FAB Beauty 
and Crayola. 
 
According to Information Resources Inc (IRI), while the general market for artificial nails was sluggish in 2009, 
there was continued strong demand in this segment from tween and teenage girls, among whom nail art and 
artificial nails are seen as the ultimate fashion accessory. This was therefore the focus of an increasing number 
of new product launches and drugstore promotions in 2009. Kiss Brands Inc is one of the leading suppliers to 
the tween/teen market in the US, marketing an extensive line of artificial nails and accessories under the Kiss 
and Broadway Nails brands. Another company, Pacific World, markets its products under the Nailene, Fing’rs 
and Revlon brands, and has launched a number of products for teens and tweens, including the Girlie Nails line 
of pre-glued press-on nails, Fing’rs Edge and a line of pre-glued nails bearing the Bratz name. 
 
Parents have their say 
 
Parental endorsement is an important factor in tween/teen beauty purchases. TGI data reveal that 88% of 11-19 
year-olds confirm that their parents have a say in the cosmetics and toiletries they use, so manufacturers must be 
aware of appealing to parents too, for example by offering products that are natural, skin-friendly and not too 
garish. In the UK, Make-Up Factory’s Love Hearts brand achieved significant success in 2010, when it launched 
its lip glosses in retro-sweet flavours, including Refreshers and Rainbow Drops, which parents could identify 
with. The company claims that tweens are attracted by fresh and eye-catching packaging, exciting scents and 
flavours and affordable prices. Originally sold only in the Claire’s Accessories chain, the line was launched on 
the mass market in autumn, in supermarkets and in fashion chains, such as River Island. 
 
Similarly, parental concern for natural products is what is driving the premium teen skin care market. Brands 
such as Elizabeth’s Daughter are formulated using natural ingredients and are free of parabens, sulphates and 
petrochemicals. In 2009, both Rite Aid and the supermarket Giant Eagle began stocking the Australian natural 
skin care brand Bellaboo, which specifically targets the teenage segment. 
 
Teen fragrances go upmarket 
 
In the US, there has been a recent trend among teenagers towards prestige perfumes. Despite the recession, high 
school girls are turning away from fruity body sprays and are embracing more upmarket brands, such as Vera 
Wang Princess, which was voted the top fragrance by readers of Teen Vogue in 2009. Indeed, Teen Vogue has 
begun incorporating more fragrance features into its issues, from tips on how to wear them to designer profiles, 
and buying a fragrance is seen by teenagers as a more affordable way to engage with designer brands than 
buying their clothes or jewellery. 
 
Other recent perfume launches that have attracted the attention of teenagers include Marc Jacobs’ In the Air (a 
special edition of the successful Daisy perfume) and SJP NYC (the latest fragrance from Sarah Jessica Parker), 
Viva La Juicy from Juicy Couture and Miss Dior Cherie. Manufacturers targeting teenagers are careful not to do 
so overtly. For example, fragrances are packaged in novel ways that will attract the teen market, such as in 
rollerballs, as solids in pendants or in cartoon-like figurines such as Stefani’s Harajuku Lovers Sunshine Cuties. 
Scents are fresh and fruity, such as Vera Wang Princess collection, which include guava, vanilla, marshmallow 
and orange. 
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Researchers claim that brand loyalty among teenagers is higher than for the older age group. NPD Group found 
that 94% of 13-17 year-old girls who use fragrance said they had a favourite brand in 2009, up by two 
percentage points from 2007. According to NPD Group, the top five fragrances owned by teenagers in the US in 
2009 were: 
 
1. Curious By Britney Spears 
 
2. Glow By J. Lo 
 
3. Chanel No. 5 
 
4. Juicy Couture? 
 
5. Clinique Happy? 
 
In the UK, a trend has been observed recently away from individual celebrity fragrance brands towards those 
from groups or films, such as Disney’s High School Musical fragrances. The teen-orientated TV soap Hollyoaks 
has also launched male and female fragrances, as have nightclubs such as the Ministry of Sound and Hed Kandi. 
 

Table 7 The Global Market for Selected Beauty Produ cts 2005/2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Colour cosmetics 34,455 44,667 29.6 
Mass fragrances 11,519 17,799 54.5 
Styling agents 7,857 9,013 14.7 
Acne treatments 2,005 2,703 34.8 
Source: Euromonitor International 
 
 
Beauty services 
 
The beauty market for tweens and teenagers extends beyond make-up to include spas, hair styling and 
fragrances. It is reported that expensive hair treatments, like shiny glosses or dyeing plus highlights, have 
increasingly become the norm for young girls, as busy parents with the available discretionary income are 
willing to pay salon prices for treatments that were formerly carried out at home or not at all. According to 
analysts, Gen X parents are likely to have experimented on their own hair as teenagers, using at-home relaxers, 
colour kits or spray-in bleaching products, like Sun-In, and now want their children to have it done 
professionally. At the same time, children are inspired by idols such as Hannah Montana and are under pressure 
from their peers to look good. 
 
In the US, there are several hair salons that cater exclusively to tweens and teenagers, and many general salons 
are reporting that pre-teen clientele now account for around a quarter of business. While girls used to come in 
for their first colour treatment at the age of 15 or 16, the usual age is now reported to be around 10. In a report in 
the New York Times, the owner of the Toadly Kool Me chain of children’s hair salons, claimed that she had 
treated girls as young as six with relaxers and highlights, but that nine and 10 was “the norm”. 
 
In the UK, too, salons are introducing hair and beauty packages for tweens and teenagers. For example, in 
December 2009, a salon in Sunderland reported that it was offering 11-15 year-olds the chance to experience a 
total makeover in the likeness of their favourite icon, with its “Glamorise Me” package. 
 
In Brazil, teenagers are even turning to cosmetic surgery. It is reported that in the last 15 years, the number of 
teenagers in Brazil seeking plastic surgery has grown sevenfold among 14-18 year-olds. In 2009, 38,000 plastic 
surgery operations were carried out among this age group, with liposuction, nose surgery and silicone implants 
being the services in greatest demand. 
 
Teen Fashion 
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Destination stores attract young shoppers 
 
Tweens and teenagers place significant importance on fashion brands, as they want to fit in with their peers or 
emulate their favourite celebrities. The teen fashion market is particularly well developed in the US, where 
concepts such as Abercrombie & Fitch, Hollister (also owned by Abercrombie & Fitch) and Aéropostale jostle 
for share of the teen dollar. While their fashion lines are nothing out of the ordinary, these chains attract 
teenagers by creating a funky image and experience for young shoppers in their “destination stores”. For 
example, brands often create a back-story (see the Hollister case study below), employ young staff and play loud 
music and videos. One of the goals of teen-based retailers is to hook young people from an early age so that they 
can be directed towards other brands later on. For example, Hollister’s other sibling labels include Ruehl no 925 
and Gilly Hicks. 
 
In 2009, Aéropostale expanded its successful teen formula to the tween market, with P.S. by Aéropostale. The 
stores stock casual clothing and accessories for girls and boys aged 7-12 years. The store format is designed to 
be a fun and inviting shopping experience for both children and parents. The company announced in 2009 that it 
would spend US$55 million over the next year in opening 10 P.S. stores, in addition to 40 new Aéropostale 
units. At the same time, it recently closed down it Jimmy’z concept, aimed at the older Gen Y shoppers. 
 
Other American retailers targeting younger children include J. Crew, with Crewcuts, and Gap Kids; while the 
two teen retailers American Eagle Outfitters and Abercrombie & Fitch have also been experimenting with 
concepts for tweens. American Eagle launched the on-line brand 77kids, and A&F has abercrombie. 
 
The trend is also emerging in the UK, where teen fashion brand Jack Wills has doubled its revenue each year, 
reaching a turnover of £42 million in 2009. Nevertheless, it has deliberately remained niche, with only around 
35 stores. Several other UK retailers are content with offering teen brands within their stores, rather than 
introducing specific concepts. For example, the largest teen retailer in the UK is New Look, with its 915 range 
that targets young people in the 9-15 bracket. 
 

Case Study: The success of Hollister 
 

Abercrombie & Fitch-owned Hollister has emerged as one of the most popular brands among teenagers 
worldwide. Aimed at consumers aged 14-18, the California-based “surfer” brand was actually founded by 
Mike Jeffries in Ohio in 1992, but, as is the case with other Abercrombie & Fitch brands, Hollister Co has an 
“invented” history, designed to enhance the brand image. The story begins with the fictional character Bill 
M Hollister, who spends his youth practicing sports in the waters of Maine. On graduating from Yale 
University in 1915, at the age of 21, Hollister boards a succession of steamboats and finally arrives in the 
Dutch East Indies. Here, he buys a rubber plantation from the fictitious Gregory Van Gilder and falls in love 
with his daughter, Meta. Hollister sells the land and purchases a schooner on which he and Meta spend two 
years sailing the South Pacific Ocean. They land in Los Angeles and marry in 1919. Hollister founds 
Hollister Co in 1922 in Laguna Beach, as a purveyor of South Pacific treasures. Their son, John M Hollister 
Jr takes over the business in 1957, and diversifies into surf clothing and equipment. 

The first Hollister store was opened in 2000 in Columbus, Ohio, and the chain has since expanded to 1,100 
stores across the country. It entered Canada in 2006, where it now has eight stores, and the UK in 2008. By 
November 2010, the company had 14 stores in the UK. Elsewhere in Europe, the company is reportedly 
targeting Italy, Spain, France and Germany. In October 2010, Hollister Co opened two stores in Spain and 
planned to open a third in December. Hollister’s worldwide revenues amounted to some US$1.5 billion in 
2009. 

The opening in 2009 of Hollister’s 40,000 sq ft (3,700 sq m) flagship store in Manhattan (Hollister Epic) 
was billed as the company’s first real teen destination store. The store occupies four floors. Staff wear 
beachwear, while giant screens transmit live feeds from Huntington Pier, California. Hollister has its own 
“secret” language, with the store divided into an area for boys (“dude”) and for girls (“betty”). The 
temperature, scent and music for the store are coordinated by a designer, and parents are catered for with 
leather armchairs. The creation of a teenage theme park enables Hollister to create a point of difference for 
its merchandise, which otherwise is not particularly out of the ordinary. 
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Hollister Co’s stores stock a range of teen-orientated cosmetics and toiletries, as well as clothing. The brand 
regularly launches new fragrances for both men and women, the latest being the women’s fragrance Sadie, 
launched in late October 2010. 

 
Department stores fight back 
 
Department stores in the US are responding to competition from the likes of Hollister and Aéropostale by 
seeking alliances with “fast fashion” brands. For example, JC Penney recently announced a partnership with the 
Spanish fast fashion retailer Mango, while Sears has formed an alliance with Forever 21. In most cases, the fast 
fashion retailers operate as standalone stores within stores. By the autumn of 2011, there are likely to be around 
600 JC Penney stores featuring a standalone Mango outlet. 
 
Macy’s has also recently attempted to attract the teenage consumer by signing a deal with Madonna (and her 
teenage daughter Lourdes) to distribute the Material Girl fashion line. The brand’s on-line marketing site 
features a blog from Lourdes, which has reportedly already received over one billion hits. 
 
Impact of recession 
 
Fashion is an expense that many teenagers have been forced to curtail since the start of the recession, as incomes 
have been hit. Piper Jaffray’s “Taking Stock With Teens” survey of spring 2009 showed a 14% decline in 
fashion spending compared to the previous year. Spending in the junior clothing category fell by 19%, but this 
was offset to some extent by a 9% increase in spending on footwear and 8% growth in accessories. Senior 
research analyst Jeff Klinefelter claimed that while teenagers and their parents were still buying new clothes, 
footwear and accessories, they were more selective and increasingly price conscious, forcing retailers to 
discount prices and offer unique promotions. 
 
The more upmarket Abercrombie & Fitch responded to the fall off in demand by cutting its prices, albeit not 
drastically, during the first quarter of its 2010 financial year. The step boosted overall sales but dragged down 
the company’s margins, by 350 basis points, leading Abercrombie & Fitch to record a loss over the course of the 
quarter. Lower value concepts, such as Aéropostale, performed better, with net income for the chain rising by 
5% in 2009, to US$68.2 million, and sales increasing by 17% to US$690 million (same-store sales for the 
period rose by 6%). 
 
In the UK, the consensus among marketers is that the teenage fashion sector has fared better than other 
consumer segments during the recession, with teen-targeted retailers such as Primark, New Look, H&M, Asos 
and Hot Topic all weathering the recession better than rivals aimed at an older demographic. 
 
Surfer brands rule 
 
According to Piper Jaffray’s “Taking Stock With Teens” survey, what it terms as the “West Coast Brands” 
category (including Pacific Sunwear, Volcom, Quicksilver and Zumiez) constituted the leading clothing brand 
preference in the US in 2010, followed by the individual brands Hollister, Nike, Forever 21 and American 
Eagle. Hollister was the leading brand among teenage girls, with West Coast Brands appealing most to boys. 
 
In autumn 2010, the results of the survey pointed towards a further reduction in teenagers’ budgets, with a trend 
towards value brands and lower overall prices paid for fashion items at all income levels. This was partly as a 
result of significant discounting and partly due to the unstable employment situation. Nevertheless, fashion still 
accounts for around 40% of teenagers’ budgets, according to the survey. 
 
The survey showed that for upper income respondents, fashion budgets remained flat in autumn 2010 compared 
to the spring survey, but were down by 14% compared to the previous year. For average income teens, budgets 
were also flat compared to the spring survey, but were up by almost 1% on the previous year. 
 
The preferred brands of upper income teens in autumn 2010 were those in the “Action Sports Brands” category 
(13%), where Nike and American Eagle gained share. The Action Sports Brands category also included Pacific 
Sunwear, Zumiez, Volcom, Quiksilver, Hurley, Vans and Tilly’s. 
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For average income teens, Hollister became much more important, while American Eagle showed a slight 
improvement. Aéropostale entered the top five preferred brands for average income teens for the first time since 
autumn 2008. Nike continued to be very popular among both upper and average income teenagers. 
 
In a separate survey of parents of teenagers, Piper Jaffray found that average spending on clothing by parents for 
their teens was US$1,141 in autumn 2009, up from US$915 in spring 2009 and US$1,085 in autumn 2008. 
When shopping for themselves, parents cited Macy’s, Kohl’s and Nordstrom as preferred in autumn 2009, but 
when shopping for their teenagers, they chose American Eagle Outfitters, Kohl’s, Nordstrom and Hollister. 
 

Summary 4 Teenage Fashion Brand Preferences in the US 2009 

1. West Coast Brands (Pacific Sunwear, Volcom, Quicksilver and Zumiez) 

2. Forever 21 

3. Hollister 

4. Nike 

5. American Eagle 

Source: Euromonitor International, from Piper Jaffray’s “Taking Stock with Teens” Survey, Autumn 2009 
 
 
Eating and Drinking Habits 
 
Health versus junk food 
 
In some ways, Generation Z is healthier than previous generations, having been brought up bombarded with 
messages advocating the importance of healthy eating and fitness. They are also under pressure to gain the 
perfect body shape and image of their celebrity idols. However, at the same time, young people are surrounded 
by easily accessible junk food, sugary drinks and fast food, and despite the efforts of governments and the media 
to educate children to eat more healthily, childhood obesity is at its highest ever level. This is particularly the 
case among the lower income groups. Obesity can cause problems such as acne and depression in young people. 
 
American teens are among the highest consumers of fatty and salty snack foods and fast foods, but the problem 
is widespread and is also developing in emerging markets. An Australian study conducted by Deakin’s Centre 
for Physical Activity and Nutrition Research in 2007 found that the diets of a significant number of adolescents 
fell short of the recommendations outlined in the Australian Guide to Healthy Eating. Fast food, energy-dense 
snacks and sugary drinks were consumed on a daily basis by nearly 90% of those surveyed. 
 
While many Gen Zers are overweight and insufficiently active, at the same time they are increasingly worried 
about their appearance, weight and body image. Among girls obsessed by their body image, food disorders such 
as anorexia are common. According to the Nickelodeon/Youth Intelligence Tween Report, published in 2004, 
14% of 9-14 year-olds in the US said they worried about their weight, while 8% had been on a diet. According 
to the UK’s Vegetarian Society, around 10% of girls aged between 15 and 18 years claimed to be vegetarians, 
compared to just 1% of boys in the same age group. 
 
Childhood obesity on the rise 
 
Parents and doctors the world over are concerned about rising obesity rates in children and teenagers, coupled 
with the decrease in physical activity. This, doctors are warning, could give rise to a lifetime risk of coronary 
heart disease, hypertension, type 2 diabetes, osteoporosis and certain cancers, such as cervical and breast cancer. 
 
In the US, obesity is a major problem affecting almost one third of all teenagers. It is estimated that more than 
11 million US teenagers are overweight or obese, and diabetes, high blood pressure and high cholesterol are a 
growing problem in this age group. Indeed, First Lady Michelle Obama has taken up the cause of fighting 
childhood obesity. 
 
The increasing size of teenagers in the US has given rise to demand for plus size clothing for this age group, to 
which retailers have responded by launching niche concepts. For example, Torrid, which was launched in 2001, 
promotes itself as the destination for “trendy plus-size fashion”. The store offers teenage fashion in sizes 12-28, 
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including labels from Betsey Johnson and Jezebel, and plus-size jeans from Ed Hardy. In 2010, the chain 
opened its 156th outlet. 
 
In the UK, according to NHS data, by the end of primary school, one third of children in England are 
overweight or obese. Overweight children are twice as likely to be obese when they grow up as children of 
normal weight. Some hyper-obese UK teenagers in the UK have had surgery to fit gastric bands in order to aid 
their weight-loss efforts. 
 
Fragmented eating benefits snacks market 
 
Adolescents tend to eat differently to how they did as children. With after-school activities and active social 
lives, teenagers are not always able to sit down for a family meal. The extent of this trend varies by country. For 
example, according to a UK survey commissioned by Pinnacle Foods, owner of the Birdseye brand of frozen 
food, 26% of British teenagers often eat their evening meal alone in their bedroom, compared to just 12% in 
France. With the decline of family meals, teenagers are eating fewer meals in the traditional sense and are 
increasingly skipping meals, instead grazing on snacks or eating takeaways. This has boosted the market for 
categories such as confectionery and savoury snacks, which experienced growth in value of 32% and 34%, 
respectively, over the 2005-2010 period. 
 
Within the confectionery market, teenagers are significant consumers of chewing gum, which has seen a strong 
trend towards sugar-free varieties in recent years. Chocolate bars are also frequently consumed by young people 
as energy-boosting snacks. According to a recent report from Leatherhead Foods, the non-chocolate category 
has also seen growing demand for sugar-free sweets in Western Europe. In France, sugar-free varieties account 
for up to 70% of the pocket confectionery sector, which is largely made up of products geared towards children 
and teenagers. However, demand for sugar-free confectionery has declined in the US, due to concerns about the 
safety of artificial sweeteners such as aspartame, sucralose and saccharin. According to Leatherhead Foods, 
products containing natural sweeteners such as stevia are expected to see rapid growth over the forecast period. 
 
Savoury snacks become healthier 
 
Growth in the sweet and savoury snacks market in recent years has been fuelled largely by the efforts of 
manufacturers to improve the health credentials of their products. In the UK, for example, Walkers reduced the 
saturated fat content of its crisps by 70% through the use of blended vegetable and sunflower oils, whilst Kettle 
Foods has launched Kettle Crispy Bakes, containing fewer than 100 calories. 
 
Popcorn also became more popular, partly due to its healthier image and partly due to the rise in cocooning, 
which saw teenagers increasingly staying in with friends to play video games or watch films. Products that 
combine convenience and indulgence properties have performed particularly well. In the US, which accounts for 
around 60% of global retail value sales, microwaveable popcorn grew by 4% in value in 2009. In the UK, snack 
manufacturer Kohlico is trying to drive sales of popcorn through the introduction of unusual and ethnic flavours, 
such as chilli-flavoured popcorn, and chilli & lemon and Bombay masala versions, in supermarkets and 
hypermarkets. 
 
Growing awareness among parents of the need for their children to eat healthy meals and snacks, and especially 
to take breakfast, has benefited other categories in the packaged food market, such as breakfast cereals and 
cereal bars. Cereal bars are increasingly fortified with added health-benefiting ingredients, and are seen as 
acceptable breakfast substitutes by busy parents. 
 
Backlash against carbonates 
 
Children and teenagers are important consumers of soft drinks, which saw overall value growth of 42% over the 
2005-2010 period. With the backlash against sugary carbonated drinks, parents and tweens/teens have turned 
increasingly towards healthier alternatives, such as fruit juices and flavoured mineral water. Manufacturers have 
responded to this by launching a range of additive-free juice drinks for children and teenagers. 
 
A recent article published by Euromonitor International suggests that manufacturers have missed an opportunity 
to develop sports drinks for children, with sports drinks often being grouped with energy drinks in the adult 
section of the supermarket. PepsiCo has already made in-roads into this segment with its Gatorade Kids and 
Gatorade For Active Under 13s formats, which have low sodium content and zero preservatives, but few others 
have followed suit to date. One exception is US-based beverage company Crayons Inc, which launched what it 
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claimed to be the first all-natural sports drink for children in 2009. The brand contains a cocktail of vitamins and 
minerals developed specifically for the re-hydration requirements of children, using, for example, organic 
evaporated cane juice instead of high fructose corn syrup. 
 

Table 8 The Global Market for Selected Food and Dri nks 2005/2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Soft drinks 316,521 447,832 41.5 
Confectionery 130,080 171,155 31.6 
Sweet and savoury snacks 75,946 101,977 34.3 
Breakfast cereals 22,648 27,570 21.7 
Source: Euromonitor International 
 
 
Stricter regulations for children’s food 
 
Concern over obesity levels has led to intense scrutiny with regard to which food and drink products are served 
in school canteens or allowed in lunchboxes. In some countries, strict regulations have been put in place. In 
Australia, for example, where childhood obesity is now amongst the highest in the world, state schools operate a 
“traffic light” system for school cafeterias and lunchboxes. Products classified as “red”, which contain more 
than 300kJ or more than 100mg of sodium per serving, are banned; while amber products carry a caution, 
usually worded “select carefully”. Green coded drinks can be consumed freely. With regard to drinks, these 
include water, 99% fruit juices, high-fibre fruit juices and 99% fruit juice crushed ice frozen juice drinks. The 
changes have benefited the unfrozen nectars segment in particular, which saw relatively strong growth in 2009. 
 
In the US, carbonates and other sugar-sweetened drinks were reduced in schools starting in 2006, through a 
voluntary industry-wide initiative. A similar move was mandated by the government of Mexico in 2010. Also in 
2010, PepsiCo Inc pledged to eliminate full calorie carbonates in schools across the world by 2012. 
 
A new congressional bill introduced in the US in 2009, also aimed at reducing childhood obesity, could lead to 
restrictions on advertising on children’s programming. The legislation would place limits on advertisements 
targeting children and adolescents for foods with “low nutritional value”. The Healthy Kids Act would empower 
the Federal Communications Commission (FCC) to limit the amount of advertising for food/drinks with certain 
levels of trans fats, sugars and sodium to two minutes an hour on weekends and three minutes on weekdays. The 
proposed legislation would further allow the FCC to ban fully advertisements for foods that “do not contribute 
to a healthy diet for children and adolescents, and the consumption of which is discouraged”. 
 
Fast food remains popular 
 
Visiting fast food outlets, coffee bars or 24-hour convenience stores (in Asia) is a popular pastime among young 
people, who have limited options when it comes to meeting up with friends. 
 
According to Piper Jaffray’s “Taking Stock With Teens” survey of spring 2009, Starbucks was the most popular 
restaurant chain for American teenagers. The survey revealed that the average estimated teen restaurant spend 
had declined since the start of the recession, with value, as a factor of influence, ranking increasingly highly, 
above convenience. Furthermore, the lunch day-part gained share at the expense of dinner. As a result, operators 
with a value positioning are trying to attract the teen market. These include Starbucks, Chipotle and 
McDonald’s. 
 
In the autumn 2010 survey, teenagers opted for McDonald’s, Starbucks and Chipotle as their favourite 
restaurant brands, as well as Darden’s Olive Garden. Starbucks was less popular than both Chipotle in the upper 
income segment and McDonald’s in the average income segment. 
 
In South Korea, fast food outlets and convenience stores are often located around schools and colleges, and 
many teenagers visit these outlets to buy and consume snacks such as hamburgers, sandwiches, noodles and soft 
drinks. As a consequence, packaged food companies often introduce their new soft drinks and snack products 
first through convenience stores to collect and analyse responses from their target teenager consumers. 
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Table 9 The Global Market for Selected Consumer Foo dservice 2005/2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 374,488 510,501 36.3 
Specialist coffee shops 21,527 32,555 51.2 
Source: Euromonitor International 
 
 
The problem of underage drinking and smoking 
 
Several countries, including the UK, Australia, France and Spain, face the problem of underage drinking and 
smoking. This could potentially have long-term health implications, with studies showing that alcohol taken 
during adolescence can actually affect the key parts of the brain involved in memory and learning. 
 
A study from Germany, published in January 2011, shows that tobacco marketing encourages teenagers to 
smoke. Of the 2,102 German school students surveyed, all of whom were aged between 10 and 17, 277 who had 
never smoked before took up the habit after viewing tobacco advertising. Those who saw the most 
advertisements were 46% more likely to try cigarettes than those who saw none, according to the research. The 
researchers claimed that tobacco advertising to adolescents is effective because this age group is particularly 
susceptible to even the slightest hints that smoking is linked to masculinity in the case of boys and to thinness, 
sex appeal and independence for girls. 
 
According to a 2010 study conducted by the British Red Cross, 14% of British teenagers had been in an 
emergency situation as a result of a friend consuming an excessive amount of alcohol. During the previous 12 
months, more than 10% of children aged between 11 and 16 said that they had been left to cope with a drunken 
friend who was sick, injured or unconscious. The survey also found that 20% of teenagers have been drunk (on 
average three times over the previous six months) and that one third of 14-16 year-olds drink alcohol most 
weekends, consuming on average 11 units of alcohol. Recreational drug use is also reportedly commonplace 
among some teenagers in the UK, with cannabis especially popular. 
 
According to an article in The Observer in July 2010, tobacco manufacturers in the UK are circumnavigating 
British tobacco advertising bans by increasingly targeting young people through social networking sites such as 
Facebook and at major music festivals, in order to create a ‘buzz’ around their products. For example, the 2009 
Latitude festival in Suffolk was sponsored by Marlboro. This was the only cigarette brand available for sale, and 
was sold through illuminated black-and-red kiosks by young, attractive staff wearing ‘Marlboro Red’ T-shirts 
and sunglasses. Imperial Tobacco’s Rizla rolling paper brand, which is exempt from the ban on tobacco 
advertising, also sponsored a number of summer festivals in 2010. 
 
Spanish towns and cities now regularly see groups of teenagers gathered in groups drinking and smoking, 
usually at weekends. According to E Selgado, the Spanish Minister of Health, this new phenomenon called “el 
botellón” (“big bottle”), is getting out of control, as gangs of young Spaniards get drunk in the street and engage 
in dangerous behaviour. In a 2004 survey, 65% of teenagers admitted to getting drunk regularly. 38.8% said 
they drank every week, an increase from the 26.1% observed in 2002. 
 
In France, the health ministry reported that the number of children under the age of 15 admitted to hospital for 
drunkenness increased by 50% between 2005 and 2009. The government has recognised this problem, and in 
2009 increased the legal age for purchasing alcohol from 16 to 18, while municipal authorities have initiated 
programmes targeting teenage drunkenness by creating “dry areas”, where drinking on the streets is banned at 
night. 
 
In Australia, experts say that the practice by parents of introducing their children to alcohol at a young age, in 
the hope that it will encourage moderation, is not having the desired effect. Studies show that around 25% of 
Australian children aged 12-15 consume alcohol, and while that proportion has not changed significantly during 
the past two decades, the amount of alcohol they are consuming has. Some blame this increase on “alcopops” 
(alcoholic drinks that taste like soft drinks), some of which can have an alcohol content of 10% abv or more. 
Indeed, a study published in 2007 estimated that the alcohol industry makes A$200 million a year from 
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underage drinkers in Australia. This has led to calls to raise the minimum age for alcohol consumption from 18 
to 20. As a result of this pressure, the federal government increased excise duties on pre-mixed drinks from 
A$39.36/litre to A$66.67/litre in April 2008. 
 
In Brazil, social networking is said to be partly to blame for a rise in teenage drinking, as it makes it easier for 
teenagers to coordinate parties and events. In 2009, 35% of Brazilian teenagers aged 12 to 14 had consumed 
alcohol, the highest percentage of any country in Latin America. This percentage increased to 56% of teens 
between the ages of 15 and 16. 
 
 

MARKETING TO GEN Z 
 
The power of WOM 
 
In recent years, marketers have identified Gen Z as a crucial consumer segment, as they are highly brand-
conscious and receptive to advertising. However, a careful approach needs to be taken in marketing to this 
group, who are sceptical of traditional advertising methods and wary of hard sell techniques, but at the same 
time tend to embrace all forms of new technology and are open to innovative marketing techniques. 
 
Studies have found that tweens and teenagers resent intrusive advertising on billboards, TV and the Internet, but 
are happy to watch advertisements that are relevant and funny. For these reasons, most teenagers enjoy and 
support viral marketing (otherwise known as word-of-mouth, or WOM, and buzz marketing), which often 
creates humorous and interesting content. 
 
The success of viral marketing is often based upon the “cool factor”. Subtly branded video clips, images, 
interactive Flash games, interesting stories or special offers are launched on the Internet in the hope that 
consumers will feel compelled to pass them on to like-minded friends and contacts, making them self-
replicating. Piggybacking on-line communications, these advertisements thereby gain credibility from peer-to-
peer endorsement. The best examples of these advertisements take on an almost cult status, becoming the focus 
of real world discussion and re-telling – meaning more kudos and publicity for the relevant 
brand/product/service. 
 
By exploiting the power of peer-to-peer advertising, brands are able to raise awareness and achieve valuable 
dwell-time through attracting the full attention of their audience for minutes rather than seconds. Larger 
companies can use a viral marketing platform very cheaply in conjunction with traditional marketing, while 
smaller companies can use it as a standalone platform to market products without many of the associated costs. 
 
An example of a successful viral campaign in 2010 was for the correction fluid brand Tipp-Ex, which made 
headlines when it introduced an interactive YouTube video called “NSFW: A Hunter Shoots A Bear.” It features 
a man about to be attacked by a huge bear, who shouts out “Hey, I don’t wanna shoot this bear!” He then erases 
“shoots” and requests that the audience change the story by writing in their own verb, to which there are a 
number of pre-recorded responses. 
 
Reaction times speed up 
 
Generation Z, like those before them, look to their friends as the authority on products and brands, but they 
differ from previous generations in that reaction times are faster than ever before. Although the peer pressure of 
consumption remains unchanged, the rate at which social attitudes are broadcast has altered significantly, as 
well as their power to influence. As soon as a brand communication is made live it will immediately produce a 
publicised reaction. 
 
The spoken word-of-mouth is often as effective as on-line viral marketing among Gen Zers. A March 2010 
report from Euro RSCG claimed that while 80% of teenage girls in the US use social media, they prefer to share 
shopping tips via word-of-mouth. Some 65% of respondents (aged 13-18) said that when their favourite brand or 
store has a sale, they tell their best friend or sister; 57% said that when they find out about a new trend, they 
share it with a best friend or sister. However, only 5% do so via Facebook, and only 5% use instant messages 
(IMs). Even factoring in Twitter and email, only 25% of teenage girls turn to social or on-line media. The rest 
use WOM, usually via phone or text message. The study also found that just 19% of respondents said they 
become fans of favourite brands on Facebook, with 56% saying that they do not do so. 
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Humour and transparency reign 
 
Teenagers tend to view advertisements on websites, in the form of pop-ups and banner advertisements, as 
irritating and pointless, and therefore pay little attention to them. Nevertheless, they will often tolerate 
advertising for the sake of obtaining free content across platforms and devices (including iPods, mobiles and 
streaming sites). This generation understands the purpose of advertising and knows that it is the price they have 
to pay in order to receive free content. However, having grown up with Internet spam and scams, they worry 
about the consequences of clicking on advertising banners. Advertisers need to alleviate these fears and be 
honest and transparent about their advertising. 
 
The leading teen virtual world operator, Habbo Australia, carried out a series of surveys among 12-18 year-olds 
in 2009, which made the following findings: 

• 82% of Australian teenagers not only tolerate advertising, but actually welcome it. 

• 42% of respondents thought advertising improved their experience with a product, game, social networking 
site etc, by making it more entertaining. 

• 61% acknowledged that advertising makes them purchase products. 

• 79% said they would go to a website for further information about a product after watching an 
advertisement on TV, and 53% would purchase products on-line. 

• Teenagers prefer humour in advertising above other characteristics. 
 
Expert branders 
 
The largest mistake of marketers may be to underestimate the maturity of Generation Z consumers. These 
consumers understand the power of endorsing products by simply hitting the “Like” button. Marketers must 
therefore view young consumers as their allies, encourage their involvement and work to provide them with 
increasingly interesting and unique ways to customise and share information on their behalf. 
 
LG is one such company that has created innovative marketing initiatives aimed at Gen Z consumers. In 2009, 
LG’s mobile phone division introduced a tie-in promotion with the launch of the film “Fame”, which played to 
the desire of teens and tweens to perform as a method of self-expression. The promotion, dubbed “Get 
FameUs”, consisted of a dedicated website featuring exclusive film and photos from the film, as well as an on-
line contest in which consumers could submit a video of themselves singing or dancing to the original theme 
song. Entrants were encouraged to post links to their videos on social networking sites to attract votes, and the 
winning performer received US$50,000. In addition, for each vote cast, LG pledged to make a donation to 
VH1’s Save the Music Foundation, which is dedicated to restoring music education programmes in schools 
across the US. LG relied on viral sources to promote the contest, using sources such as MySpace and Facebook, 
as well as music sites like Pandora.com and radio to reach the Gen Z market. 
 
Mobile marketing 
 
Being early adopters, Gen Zers are ready to experiment with new technology, and have proved to be highly 
responsive to mobile phone marketing. Teenagers frequently take photos or videos of a shopping item with their 
mobile phones so that they can discuss the item with friends. A recent study showed that almost one third of 
teenagers in the US are interested in receiving marketing messages on their mobile phones, while 17% have 
responded to such advertisements and 7% have used text coupons. 
 
The 2010 Synovate Young Asians survey of young people aged 15-24 revealed that 30% of respondents in 
Hong Kong were open to receiving or responding to advertisements on their mobile phones in return for getting 
paid or incentivised, while a further 24% indicated they would like to receive more advertisements on their 
mobile, even with no incentives involved. This was similar to the regional average for Asia. This illustrates the 
willingness of young people to receive more information through this medium, with which they can impress 
their peers, suggesting that there are still plenty of opportunities for the development of mobile marketing in the 
future 
 
Customisation is key 
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Studies confirm that young people have conflicting desires to both fit in with their peers, but also to stand out 
from others. The March 2010 study from Euro RSCG shows that the tendency to be a little different from others 
increases with age. For example, while 59% of all female teenage respondents overall wished they could 
customise or personalise more of their clothing and accessories, this was true of 84% of 15 year-olds. A further 
74% of 15 year-olds considered themselves stylish, trendy, or cool, compared with 58% overall. 
 
Thus, Gen Zers have been found to respond very favourably to being able to have control over, or being able to 
create, their own experiences, and it is companies that offer “mass personalisation” or customisation that are 
often the most successful in targeting this generation. Business models that cater to mass personalisation for 
younger consumers including myTego, American Girl and Build-A-Bear; while on-line gaming sites that allow 
children to create their own characters and control their environments, such as Club Penguin and Moshi 
Monsters, are also very popular. 
 
The power of licensing 
 
The licensing of popular TV, film and cartoon characters is another important tool for manufacturers and 
retailers targeting younger Gen Z consumers. The success of Disney’s Hannah Montana and High School 
Musical franchises are testimony to this. High School Musical began as a film on the Disney Channel and soon 
reached cult status among tweens. It became a multimillion dollar franchise, with its own concert tour, ice show, 
best-selling album and Wii game, as well as all kinds of other merchandise. 
 
Disney announced at the 2008 International Licensing Expo in New York that its global retail sales of licensed 
merchandise were on track to reach more than US$30 billion for the year (up from US$27 billion in 2007), of 
which some US$2.7 billion would be derived from the Hannah Montana and High School Musical franchises. 
 
Given the influence of celebrities on the Gen Z market, several marketers also employ young celebrities to 
endorse products aimed at this segment. For example, in September 2009, US retailer Kmart used the 17 year-
old actress and singer Jennette McCurdy (star of the Nickelodeon show “iCarly”) as the celebrity behind its “Be 
a Schoolebrity” programme. McCurdy was set to turn up at the school of the winner, and escort them on a 
Kmart shopping spree. The Schoolebrity Web site featured on-line Mashup games, a Mix and Mash Dress-up 
Avatar, and the latest back-to-school fashions at the “Wowdrobe” page. 
 
 

MARKET SNAPSHOTS 
 
Brazil 
 
Population trends 
 
In total, Brazil’s current Generation Z demographic declined slightly in number between 2004 and 2009, by 
almost 2%. Nevertheless, Brazil had the world’s fifth largest population of 8-19 year-olds, at 40.9 million, 
which represented a substantial 20% of the total population. An acceleration in Brazil’s birth rate from the late 
1990s means that the number of tweens grew by almost 4% over the review period, to reach 17.0 million, while 
the teenage demographic fell by 5%, to 23.9 million. Therefore, an important group of young people are about 
to enter their teenage years, at the same time as the economy picks up speed. 
 

Chart 9 Brazil: Tweens/Teens Population Sizes and G rowth 2004/2009/2014 

 
‘000 



Strategy Briefings World 

 Euromonitor International Page    46 

 
Source: Euromonitor International 
 
Generation Z profile 
 
The purchasing power of tweens is currently not particularly high in Brazil, since children of this age rarely 
receive pocket money. However, tweens and teenagers are said to be contributing increasingly to family 
purchasing decisions, partly due to the fact that they are highly tech-savvy compared to their elders. It is 
reported that in nine out of 10 families which buy electronic items, it is teenagers who decide which product is 
taken home. 
 
Tweens from more wealthy families spend a significant part of their leisure time in extracurricular activities, 
such as learning the piano, language learning and soccer lessons, but teenagers are very sociable and many have 
experimented with alcohol and cigarettes. On-line relationships have made it increasingly easy to coordinate 
parties and events with other teenagers. In 2009, 35% of teens aged 12 to 14 had consumed alcohol, the highest 
percentage of any country in Latin America. This percentage increased to 56% of teens between the ages of 15 
and 16. 
 
Brazilian teenagers are also very image conscious and take a great interest in well-known brands. Furthermore, 
there is a growing interest in cosmetic surgery, which is very popular in Brazil in general and extends even to 
children. 
 
As is the case the world over, Brazilian Gen Zers are constantly in touch and communicating with friends either 
via the Internet or by phone, and enjoy playing video games. A recent report by Deloitte claimed that young 
people aged 14-25 are the “most active” game, music and on-line bonding consumers. According to research, 
80% of this group surfs, downloads and listens to music through the Internet, while 73% take part in social 
networks. Additionally, 59% use the computer as a means of entertainment, compared to 33% of the rest of 
consumers. 
 
Brazilian Gen Zers are greener than previous generations and are concerned about environmental issues in their 
country. For them, conservation of the environment is central because throughout their lives they have witnessed 
deforestation in the Amazon and pollution in Brazilian cities. Sustainability and the introduction of clean forms 
of energy engage their interest. According to Portal Educacional, 66% of Brazilian teenagers do not consider 
themselves individualistic, yet they prefer to spend time in their room alone and 60% have never undertaken 
volunteering work in their community. However, teenagers are generally not interested in developing and 
maintaining healthy eating habits – for them, visiting fast food chains and other restaurants is a way of 
socialising with friends. 
 
Teenagers are also very confident that they will experience higher living standards within the next 10 years. 
Teens believe that Brazil will continue to grow economically and will continue to provide opportunities for 
them to become better off. Nonetheless, they do not believe that politicians are going to improve the country. 
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Consumer market trends 
 
A combination of higher household incomes and increased interest in sophisticated products will spur sales 
growth in a number of categories targeting Generation Z over the forecast period. Apart from having more 
resources, this group consistently influences purchasing decisions regarding household items such as food, 
television, video games, beverages, clothing, cosmetics, DVDs, music players, computers and mobile phones. 
 
Looking at selected categories that are popular among Gen Z consumers, almost all of these enjoyed triple-digit 
growth in US dollar terms over the 2005-2010 period. Fast food topped the list in terms of value, with sales of 
US$20.7 billion in 2010, having grown by 124% since 2005. 
 
Consumption of mass fragrances and colour cosmetics also showed significant growth. According to the 
Associação de Indústria de Cosmeticos (Abihpec), there is strong demand for cosmetic products from teenagers 
between the ages of 14 and 17. There is also strong demand for pedicures, manicures, facial treatments, special 
shampoos, make-up, body lotions, perfumes and colognes, and these products will continue to attract consumers 
in this segment. 
 

Table 10 Brazil: Trends in Selected Categories 2005 /2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 9,227 20,687 124.2 
Soft drinks 7,736 18,878 144.0 
Confectionery 4,742 9,703 104.6 
Children’s clothing and footwear 4,487 6,731 50.0 
Mobile phones 2,593 6,110 135.6 
Mass fragrances 1,973 5,468 177.2 
Portable computers 396 3,390 755.4 
Sweet and savoury snacks 1,163 2,610 124.5 
Colour cosmetics 987 2,555 158.9 
Breakfast cereals 237 518 118.2 
Video games 131 302 130.5 
Portable media players 64 189 195.8 
Styling agents 76 168 120.4 
Acne treatments 31 62 100.3 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
China 
 
Population trends 
 
Despite the 8-19 year-old demographic shrinking by 15% over the review period, China still had the world’s 
second largest Generation Z population in 2009. Their number totalled 214.9 million in that year, representing 
16.2% of the Chinese total population (compared with 19.6% in 2004). The decline was seen equally in both the 
tween and teen populations, and is expected to continue in the forecast period. By 2014, it is predicted that the 
8-19s age group will account for just 13.2% of the population. 
 
The ageing of the Chinese population is largely the result of China’s one-child policy. As the most populous 
country in the world, the government made family planning a long-term national policy in order to prevent 
famine. The one-child policy was introduced in 1979, and stipulated that each couple living in cities may only 
have one child, unless one or both of the couple are from an ethnic minority, or they are both only children. In 
rural areas, a couple could have a second child after a break of several years. Additional children result in fines, 
or more frequently the families are required to pay economic penalties, such as education for the children that is 
otherwise free. 
 
In 2000, the government claimed that the policy had been very successful in preventing at least 250 million 
births. However, at the same time, it has caused many social problems. A high number of forced abortions and 
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female infanticide, due to the traditional preference for boys, has led to a gender imbalance, with the number of 
men outnumbering women by 40 million in 2009. Moreover, a declining birth rate and shrinking ranks of young 
workers will give rise to a rapidly ageing population without an adequate social security net. 
 
The one-child policy has gradually been relaxed in recent years, and is no longer strictly enforced among much 
of the population. Indeed, according to state media reports, less than 36% of the country’s population was 
subject to the policy as of 2007. There has been recent speculation that under pressure from other governments 
and humanitarian organisations, the Chinese government may abandon the policy completely after its extension 
expires in 2010, which would have important implications for the generation of children following today’s teens 
and tweens. However, Zhao Baige, deputy director of the National Population and Family Planning Commission 
of China, announced in February 2010 that China’s family-planning policy will remain unaltered during the 
12th five-year plan, which will run from 2011 to 2015. 
 

Chart 10 China: Tweens/Teens Population Sizes and G rowth 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
 
By Western standards, children up to the age of 18 in China are extremely dependent on their parents. Pocket 
money is scarce, and children are rarely allowed to venture out on their own or with friends. However, one 
positive impact of the one-child policy in marketing terms is that parents and grandparents often dote on only 
children, and are prepared to buy the best that they can afford for them in terms of food, toiletries, clothing, toys 
and educational material. As a result, tweens and teens are a pervasive force in the household decision making 
process when it comes to food and entertainment spending. 
 
Snacks and drinks, as well as fashionable foodservice, are areas in which tweens are able to encourage greater 
spending from their parents. Sports recreation also becomes important to children at this age, and parents in 
China are increasingly determined to push their children to be more proactive in this area. Detrimental factors 
associated with unhealthy lifestyles are a major driving force behind the increased propensity for sports in China 
today. This will push demand for after-school sports clubs and sports equipment, as well as nutritional drinks 
and foods. 
 
The rise of Western popular media culture is having a profound impact on the tastes of young Chinese in terms 
of dress, music, sports, recreational and eating habits. For teenagers, image is key, as this age group imagine 
themselves as part of modern China and are keen to exert the new-found freedoms afforded them by the open 
market. Whatever is “cool” in America is generally a must-have for Chinese teenagers, especially amongst girls, 
who are very well versed in fashion and pop cultural output from America. This is partly due to the broadcasting 
of popular US sitcoms, with huge amounts of product placement, as well as the rise of the American teen star. 
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Internet use among Chinese teenagers has grown strongly. In August 2010, it was reported that the first Internet 
café exclusively for teenagers had been launched, with Internet filtering software installed. The café offers a 
maximum on-line time of two hours, and computers are set up in pairs so that experiences can be shared. 
Internet use was to be well supervised. 
 
An article published in The Times in January 2007 claimed that around two million teenagers in China were 
addicted to the Internet. This was blamed partly on the one-child policy, which has created a generation of 
lonely, spoilt children. According to the Institute of Psychology of the Chinese Academy of Sciences, Internet 
addicts in China are on average 10 years younger than those in the West, at between 14 and 19. They also differ 
from their Western counterparts in that they are largely addicted to virtual world games (MMORPGs). This is 
causing psychological problems for these teenagers, many of whom have difficulty coping with life in the real 
world. 
 
Alcoholism has also begun to make its mark amongst this age group, and is a growing problem. The 
consumption of cigarettes is also fast becoming a major problem for Chinese teens. One third of all cigarettes 
manufactured in the world are consumed in China, and three out of every five Chinese smokers begin smoking 
between the ages of 15 and 20 years. A 2008 China Tobacco Control study claimed that 40 million of the 
country’s 130 million teens aged between 13 and 18 years have attempted smoking, and 15 million are addicted. 
The study goes on to claim that 68% of the 130 million smoked their first cigarette before the age of 13. 
 
Consumer market trends 
 
All the categories under review witnessed phenomenal growth over the 2005-2010 period, thanks to China’s 
economic growth and rising incomes. Fast food was the largest of these by value, with estimated sales of 
US$78.0 million in 2010. Sales grew by 124% over the review period. Fast food is becoming increasingly 
popular in China among all age groups, partly for reasons of food safety and partly due to its trendy image. 
Many parents take their tweens or teenagers to fast food outlets as a family treat. International chains are 
expanding rapidly, such that by 2010, there were over 560 Pizza Huts, 1,200 McDonald’s, and 3,000 KFCs 
across the country. 
 
China’s soft drinks market jumped by 131% in value over the review period to reach US$39.7 million. The 
increasing health concerns of Chinese consumers made healthy drinks such as fruit/vegetable juice and RTD tea 
the main drivers of the strong growth. A particular growth segment of note was vitamin-rich lemon juice drinks, 
initiated by Nongfu Spring’s launch of Shui Rong C100 in 2008. 
 
The strongest growth was seen in the video games category, where sales of hardware and software soared by 
242%, to US$3.3 billion. China’s video games market has been boosted by the so-called “Little Emperor 
Syndrome”, whereby only-children in urban areas are spoilt by parents and grandparents, and become addicted 
to gaming from an early age. 
 
Generation Z are the pioneers of the new digital China, and will propel consumer spending on technology to 
new heights over the forecast period. Laptops and desktop PCs are particularly important to this group, as 
socialising takes place largely over the digital medium in China today, especially via QQ, MSN and text chat 
programmes. Mid-priced electronics goods, such as MP3 players, video games systems, laptops and video 
players, are not outside of the realm of these new consumers, even without direct parental input. 
 
Fashion is also a huge market for teenagers, particularly amongst females, although young men’s fashion is 
catching up. This is particularly true in the casual and sports fashion industries, as marketing dollars and 
sporting celebrities lend themselves to the concepts of identity popular amongst young Chinese today, and will 
continue to do so over the forecast period. Chinese brands are slowly picking up market share, and even respect, 
amongst the fashion-conscious set, but foreign brands are still king in this marketplace, especially amongst the 
younger age groups. 
 

Table 11 China: Trends in Selected Categories 2005/ 2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
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Fast food 34,769 78,026 124.4 
Soft drinks 17,192 39,689 130.9 
Mobile phones 7,350 17,988 144.7 
Portable computers 7,287 15,326 110.3 
Children’s clothing and footwear 8,374 14,758 76.2 
Confectionery 5,672 9,239 62.9 
Sweet and savoury snacks 5,375 8,709 62.0 
Portable media players 1,839 3,569 94.1 
Video games 955 3,269 242.3 
Colour cosmetics 1,048 2,078 98.3 
Styling agents 127 207 62.4 
Mass fragrances 99 188 90.3 
Breakfast cereals 58 149 156.9 
Acne treatments 8 13 72.0 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
France 
 
Population trends 
 
France’s 8-19 year-old demographic was relatively small in 2009, amounting to 9.1 million. It remained 
virtually unchanged since 2004, though its share of the total population fell slightly, from 15.1% in 2004 to 
14.5% in 2009. However, this masks a rise in the tween population at the expense of teenagers, due to an 
increase in France’s birth rate from the late 1990s. the number of tweens increased by 3% between 2004 and 
2009 to reach 3.8 million, while the number of teenagers fell by 3%, to 5.3 million. 
 

Chart 11 France: Tweens/Teens Population Sizes and Growth 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
 
Not only has the number of tweens increased in France, they have also become more empowered, as parents and 
other family members continue to spend on their children, buying them not only necessities but also offering 
them gifts and allowances. According to a study by CSA for Crédit Agricole, children between seven and 15 
years old received on average €17.70 per month in pocket money from their parents in 2008. However, the study 
indicated that parents had become more cautious since the start of the credit crunch, with only 45% of parents 
giving their children pocket money and 75% of these closely controlling its use. These trends were in contrast to 
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the results of a similar study conducted in 2006, which showed both a significantly higher number of parents 
giving their children pocket money and a lower amount of control by parents. Many parents opt instead to give 
their children larger amounts of money for Christmas and birthdays, in exchange for help around the house, or 
for achieving good grades at school. 
 
Teenagers tend to have higher purchasing and decision-making power than tweens, but the earned income of 
teenagers in France is only a small portion of the national total. Very few teenagers enter the job market before 
they reach 17, and unemployment rates are high for this group. 
 
Among the Gen Zers, peer pressure dominates, and there is a strong desire to appear “cool” and to fit in with 
friends and social groups. 
 
Enfranchisement of children has been a key development in French society, and tweens are now listened to 
more than ever before when there are decisions to be made on, for example, video and DVD rentals, and 
expenditure on food, drinks, snacks and fast food. It was reported that 24% of French tweens make their own 
decisions with regard to clothing, while nearly 62% at least give their parents their opinions. Around 86% of all 
8-12 year-olds are thus directly involved in choosing the clothes they wear. 
 
Both tweens and teenagers are highly influenced by advertising, with branded products, from soft drinks to 
trainers, having a particular appeal to this segment. The age compression phenomenon means that today’s 
tweens have a great interest in product categories that were once the domain of teenagers, such as fashion 
clothing and footwear, cosmetics and toiletries, music CDs, video games, mobile phones, and personal stereos 
and MP3 players. The whims of tweens are forever changing, however, and customisable products, such as 
jewellery and mobile phone accessories, are very popular. Tween girls in France are avid readers of magazines 
containing tips on make-up, boyfriends and fashion, as well as celebrity gossip. 
 
Teenagers use their money for buying clothes, going out with friends and paying their mobile phone bills. They 
also buy consumer electronics products to listen to music or play video games. In addition to clothing and 
footwear, teenage girls buy a wide range of hair products, cosmetics and perfume. 
 
With more French women than ever before juggling work commitments with family life, the tendency is to give 
children and teenagers lunch money rather than taking the time to prepare them nutritious and balanced packed 
lunches. This is good news for the impulse food and drink channels, and fast food outlets like McDonald’s, a 
favourite amongst French teenagers. 
 
Using computers has become the favourite leisure activity amongst French Gen Zers, just ahead of watching 
TV. Social networking is an increasingly popular on-line activity, particularly among teenagers. According to a 
study by ARCEP (Autorité de Régulation des Communications Électroniques et des Postes), 98% of the French 
population aged 12-17 years old used the Internet in 2008, compared to 62% of those aged 40-59 years old. The 
same study found that 34% of French teenagers aged 12-17 years old used their mobile phones to download 
content, compared to only 9% of the population aged 25-39 years old. In 2008, 56% of the French aged 12-17 
years old and 59% aged 18-24 years old downloaded music from the Internet. This was compared to 30% of the 
French aged 25-39 years old. 
 
With regard to TV, French tweens and early teenagers are especially interested in cartoons, and programmers 
have responded to this by airing more TV shows aimed directly at this generation. The live-action sci-fi series 
“Cybergirl” has secured slots on French TV allowing it to reach 10-15 year-olds, while the animated series 
“Titeuf” has been a big hit, as it deals in a humorous way with issues that affect teenagers. 
 
Consumer market trends 
 
Fast food and soft drinks form the two largest categories among those under review, and both are popular with 
young people. Sales of fast food leapt by an impressive 75% over the 2005-2010 period. While American-style 
fast food foodservice outlets were initially met with resistance by the French, teenagers welcomed them with 
open arms, and they are now firmly and prominently placed in every French city and town centre. Unlike many 
of their elders, French teenagers are open-minded in terms of the snacks and drinks they consume and are 
willing to experiment with new cuisines and products. The significant impact of teens on fast food and the 
overall informal dining sector is expected to continue over the forecast period. 
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Despite the age compression trend, French tweens and teenagers still spend a significant proportion of their 
pocket money on confectionery. Overall, confectionery sales increased by 22% between 2005 and 2010, to 
US$7.5 million. The category continued to perform well in the recession, despite the threat of the rising obesity 
rate, as people looked to indulgence products in times of gloom. The market was also boosted by continued 
strong advertising by the likes of Nestlé. 
 
As in other markets, video games experienced the strongest growth over the review period, with sales of 
software and hardware soaring by 179%, to US$5.2 billion. The Nintendo Wii and DSi, and their associated 
software, have been particularly popular with this age group in the last few years. According to GfK, the 
Resident Evil 5 video game registered record sales in France within its first few days on the market in March 
2009, with 110,555 units sold and a turnover of €7.7 million. Portable computers was another very strong 
growth category, with sales up by 75% between 2005 and 2010. 
 

Table 12 France: Trends in Selected Categories 2005 /2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 7,448 13,017 74.8 
Soft drinks 8,597 10,302 19.8 
Confectionery 6,111 7,462 22.1 
Children’s clothing and footwear 5,685 6,047 6.4 
Video games 1,870 5,215 178.9 
Portable computers 2,040 3,564 74.7 
Mobile phones 3,059 3,317 8.4 
Colour cosmetics 1,377 1,809 31.4 
Sweet and savoury snacks 1,213 1,576 29.9 
Breakfast cereals 813 913 12.4 
Portable media players 777 872 12.3 
Mass fragrances 372 456 22.4 
Styling agents 453 419 -7.4 
Acne treatments 86 100 16.9 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
Germany 
 
Population trends 
 
Germany was home to around 10.0 million 8-19 year-olds in 2009, representing a decline of over 7% during the 
review period. This accounted for 12.2% of the total population, down slightly from 13.0% in 2004. The decline 
was more severe across the teen segment, which shrank by 9% between 2004 and 2009, compared with a 4% 
drop in the number of tweens. This reflects Germany’s declining birth rate since the 1970s, and similar trends 
are expected to continue over the forecast period. 
 

Chart 12 Germany: Tweens/Teens Population Sizes and  Growth 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
 
Generation Z forms an important consumer group in Germany, as children are encouraged to be independent 
from an early age. According to a study by Egmont Ehapa Verlag (Kids Verbraucher Analyse 2009), children 
between the ages of six and 13 years were worth a total of some €6,000 million in 2009 (down by 6% from 
2008), of which €3,600 million consisted of savings deposited in banks and building societies. 
 
Teenagers are currently one of Germany’s most targeted consumer groups, since they have even greater 
disposable incomes, whether from pocket money, gifts or work. According to the 2009 JIM-study, 77 % of 13-
19 year-olds had their own computer or laptop, while 97% of girls and 93% of boys also had a mobile phone. 
63% of girls had their own digital camera (though only 41% of boys). 
 
As in other countries, German Gen Zers enjoy spending time on the Internet. According to the Iconkids & 
Youth survey, Generation Network, teenagers are one of the most information-orientated groups, with 73% 
claiming that they cannot imagine their life without the Internet, and 30% using social networks like Facebook 
and Twitter. The survey revealed that half the Internet users purchased goods on-line, with 53% using EBay, 
47% Amazon and 9% H&M. 
 
In this age group, parents lose influence in favour of friends and the media. According to the survey, over 90% 
of teenagers thought that close friends were very important, and 38% wanted to have a lot of companions. 
 
Music and fashion play an even greater role among teenagers than tweens. Teenagers are very interested in self-
image and therefore brands. Most of their income is spent on clothing and footwear, followed by cameras, MP3 
players, mobile phones and cosmetics. More than the half of those surveyed claimed to be interested in new 
products and the latest fashion brands. 
 
According to Bauer Media Group’s 2009 survey BRAVO Factor Jugend, the most popular brands among 
German teenagers are McDonald’s, Burger King, Coca-Cola, Nintendo, PlayStation, iPod, SonyEricsson, Nokia 
and Nivea. Other popular cosmetic brands were Maybelline Jade, Manchattan and Bebe Young Care. The 
fashion universe of the teens was dominated by H&M, C&A and NewYorker. 
 
With football being popular both among boys and girls in Germany, sports goods are also big business among 
this age group. The most popular sport brands are Adidas, Nike and Puma. 
 
Consumer market trends 
 
In Germany, soft drinks was the largest of the categories reviewed, with sales reaching US$16.2 million in 2010. 
There has been something of a health drive in recent years, and demand for smoothies was booming before the 
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recession. However, their high prices caused consumers to turn to cheaper healthy alternatives in 2009, such as 
fruit juices and functional bottled water, which were driven by developments in exotic flavours. 
 
Confectionery and fast food are two other strong categories, with fast food achieving growth of 32% over the 
review period, to US$11.6 million. Confectionery sales reached US$12.3 billion. According to a 2009 study, the 
Dr Rainer Wild-Stiftung, children aged 10-13 spent more than 50% of their pocket money on chocolate and 
sugar confectionery, and a further 25% on fast food and snacks. The most popular fast food restaurant among 
those aged 10-13 years was McDonald’s, where 38% of respondents spent time in 2009. The preference for 
socialising in fast food outlets is believed to be a contributing factor to Germany’s growing child obesity 
problem, which affects some 15% of children in this age group. 
 
The most dynamic categories of those under review were portable computers and video games, which saw 
growth of 112% and 126%, respectively, over the review period. Germany is one of Europe’s largest gaming 
markets, despite a backlash by the German government against violent games. 
 
Other categories that performed well among those under review were colour cosmetics and sweet and savoury 
snacks, with review period growth of 47% and 45% by value, respectively. Demand for make-up remained high, 
despite the recession, driven by strong growth in eye make-up and nail products, in particular. These products 
are especially popular among the younger generations. Advertising in this category remained strong, and it was 
boosted in 2009 by L’Oréal’s launch of its Studio Secrets Professional range of upper mass-market products. 
 

Table 13 Germany: Trends in Selected Categories 200 5/2010 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Soft drinks 13,797 16,190 17.3 
Confectionery 10,934 12,266 12.2 
Fast food 8,816 11,591 31.5 
Portable computers 2,683 5,692 112.2 
Children’s clothing and footwear 3,793 4,082 7.6 
Mobile phones 4,870 3,882 -20.3 
Video games 1,262 2,854 126.1 
Sweet and savoury snacks 1,838 2,663 44.9 
Colour cosmetics 1,353 1,991 47.2 
Portable media players 1,173 1,115 -4.9 
Breakfast cereals 748 961 28.4 
Mass fragrances 771 886 14.8 
Styling agents 700 803 14.6 
Acne treatments 91 97 6.9 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
India 
 
Population trends 
 
India has the world’s largest Generation Z cohort, with 286 million 8-19 year-olds in 2009. This number 
continued to grow over the review period, by almost 4%, although its percentage of the total population declined 
marginally, to 24.5%. This is still a very high level – the highest share in the world behind the Philippines – and 
reflects India’s young and growing population. 
 
Nevertheless, India’s birth rate has slowed in recent years, and most of the growth in this generation took place 
among teenagers (almost 6%). By contrast, the number of tweens rose by just 1%, and is expected to remain 
static over the forecast period. 
 

Chart 13 India: Tweens/Teens Population Sizes and G rowth 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
 
In India, tweens often receive spending money from parents, relatives and grandparents, which can range from 
Rs50-100 per week in a middle class family, to Rs300-1,000 per week for wealthy families. These amounts, 
though not enough for big ticket expenses, give tweens sufficient disposable income to buy the latest types of 
sweets, books or toys. For big ticket expenses, parents generally make the buying decisions, but tweens are 
increasingly using pester power to persuade parents to buy them the products they want, such as the latest 
clothing and footwear, music, video games and other forms of entertainment. 
 
For teenagers, pocket money is higher, ranging from Rs300-500 per week for a middle class family, to Rs1,000-
3,000 per week for richer families. Many teens spend their pocket money on music and mobile phone bills, 
while urban teens also like to spend on fast food, and usually visit KFC and McDonald’s at least once a week. 
 
Indian tweens are often keen on sport, and many passionately follow cricket. Many boys play “gully cricket” on 
the streets with makeshift bats and stumps. Tween girls still enjoy playing with soft toys and dolls, and Barbie-
maker Mattel’s Indian line of Barbie dolls is very popular, though their price makes them affordable only for 
high and middle income families. Girls from low income families are likely to make do with unbranded dolls 
sold in small retail stores. 
 
With regard to teenagers, most consider themselves fashion-conscious to some degree, having been bombarded 
by advertising and pressured by their peers, and they seek to showcase their individuality. This is certainly the 
case for most teenage girls, but increasingly also for boys. Consequently, a number of personal grooming 
products focusing on teenagers were launched during the review period, including deodorants, hair styling gels, 
facial washes, soaps and hair oil. 
 
Urban teenagers tend to have more freedom than those living in rural areas. Teenagers living in rural areas are 
often prohibited by parents from wearing clothes such as jeans and T-shirts, because these are associated with 
Western culture and not viewed favourably by traditionalists. For safety reasons, Indian girls are also often not 
allowed to travel alone. 
 
As is the trend in the rest of the world, use of the Internet, and social networking sites in particular, is rising in 
India, and Gen Zers are the most active group in this regard. A 2008-2009 survey of 12-18 year-olds by the IT 
company Tata Consultancy Services revealed that 93% of respondents were aware of social networking, and 
63% of urban students spent over an hour on-line each day. Facebook, Orkut and YouTube are the most popular 
sites. Furthermore, 46% also used on-line sources to access news. Bangalore was the blogging capital of India, 
with 66% of students being a part of the blogging or social networking scene, compared to 39% nationally. 
 
According to the Internet & Mobile Association of India, on-line gaming has been expanding rapidly in India, 
with 41% of active Internet users playing on-line games in 2008, up by 89% from the previous year. With this in 
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mind, the world’s largest social games developer, Zynga, opened its first international office in Bangalore in 
February 2010. 
 
A few years ago the popularity of Hindi film music among teenagers made them a strong target market for CDs. 
However, piracy in music has now become rampant, with pirated CDs being available for as little as Rs20, while 
many websites offer free downloads of the latest Hindi film songs. With this increase in Internet penetration, 
downloading from the Internet is expected to grow at the expense of buying CDs and DVDs. According to a 
survey by “Outlook” magazine, the falling cost of broadband has resulted in 30-40 million Indians downloading 
and sharing music, software, films, TV shows and games on-line. Using peer-to-peer networks, Indians now are 
the largest down-loaders of illegal content in Asia and the fourth largest in the world, with many of these down-
loaders being teenagers. 
 
Consumer market trends 
 
By far the two largest markets under review in 2009 were fast food and mobile phones, with values of US$12.7 
billion and US$12.5 billion, respectively, and these experienced rapid growth over the review period. 
 
Teenagers are attracted to the major international chains, such as McDonald’s and KFC, due to their low price 
points and new menu items, introduced in the light of the recession. These chains have continued to expand 
strongly and have gained share from independent fast food outlets. Relatively new entrants, such as Bembos, Au 
Bon Pain and Cinnabon, also continued to build brand awareness in 2009. KFC launched new products such as 
wraps, corn on the cob and beverages and desserts, such as Krushers and warm chocolate cake, while 
McDonald’s introduced items such as its Chatpata McAloo Tikki Burger and its internationally popular Chicken 
McNuggets. 
 
Mobile phones have become the most widely accepted new-generation device in India. With per second pulse 
rates, call rates as low as 1 paisa per two seconds, and handsets retailing at less than Rs900, teenagers in urban 
areas can go mobile with their pocket money. Although the urban markets are saturated, it is expected that 
demand in this market will continue to grow in the rural areas of India. 
 
Higher income teenagers have grown up accustomed to computers, the Internet and technology-laden digital 
consumer electronics products, and they are very comfortable using nearly all of the new gadgets and 
technologies that enter the market. As manufacturers continue to integrate innovative technological features and 
provide more attractive services, demand amongst teens will continue to be strong over the forecast period. 
However, portable consumer electronics in India have to compete with the thriving black market, whereby 
goods are imported illegally without incurring customs duty and are thus sold at well below market prices. 
 
Portable computers also grew at a phenomenal rate between 2005 and 2010, albeit from a very small base, to 
reach US$1.2 billion, with some of this demand driven by parents buying laptops for their children. Portable 
computers are increasingly being viewed as an essential lifestyle product, driven in large part by falling prices, 
which now range from Rs15,000 (US$340) for a netbook to around Rs30,000 for a notebook, as well as by more 
aggressive advertising. A recent advertisement from Lenovo featured a son clinging to his father’s leg and being 
dragged along. All of his demands are rejected until he asks for a Lenovo laptop, something the father agrees to 
without any hesitation. According to the company, the advertisement was based on the notion that Indian fathers 
do not consider a computer for their children to be an extravagance, as they believe it will help their education. 
 
The Indian market for video games is being driven by a large and growing youth population who are educated, 
exposed to Western norms and financially independent. Better marketing by players such as Microsoft, Sony, 
Nintendo, Nokia and Zapak.com has also helped to make video games more popular in the Indian market. 
 
As a result of a growing consumer reliance on healthy and convenient breakfast and snacking solutions, and 
greater availability in modern retail formats, such as supermarkets and hypermarkets, breakfast cereals are 
increasingly being consumed by urban tweens in rich and middle income families. Kellogg’s India has been the 
main driver of this trend, positioning its Cornflakes brand as a wholesome breakfast and a nutritious snack for 
children after school. Other products popular among tweens are glucose biscuits and malt-based drinks. Given 
the popularity of cricket among children, these products are often endorsed by well-known cricketers. 
 

Table 14 India: Trends in Selected Categories 2005/ 2010 
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US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 6,238 12,665 103.0 
Mobile phones 4,548 12,536 175.6 
Soft drinks 1,583 3,109 96.3 
Confectionery 752 1,396 85.6 
Portable computers 170 1,170 588.3 
Children’s clothing and footwear 536 1,050 95.9 
Sweet and savoury snacks 407 742 82.2 
Colour cosmetics 112 363 223.0 
Video games 56 253 351.8 
Portable media players 62 158 155.9 
Breakfast cereals 44 124 183.9 
Mass fragrances 28 46 64.4 
Styling agents 11 37 232.1 
Acne treatments 4 5 27.8 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
Japan 
 
Population trends 
 
Due to its ageing population, Japan has the smallest Generation Z cohort as a proportion of its total population 
size. Generation Z’s share of the total population fell slightly over the review period, from 11.9% to 11.3%, 
while the number of 8-19 year-olds declined by almost 6%, to 14.4 million. 
 
Much of this decline was attributable to the teenage population, which shrank by 8% between 2004 and 2009. 
Thanks to a small recovery in the birth rate in the late 1990s and early 2000s, the tween demographic contracted 
by just 2% over the same period, but is expected to fall by a further 8% between 2009 and 2014. 
 

Chart 14 Japan: Tweens/Teens Population Sizes and G rowth 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
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Many Japanese teenagers have their own income, usually garnered from parents, but also through part-time or 
even full-time jobs, and so are able to make consumer decisions without parental consent. According to the 
website factsanddetails.com, 68% of all Japanese teenagers receive a monthly allowance of US$300 or more. 
They also receive regular “six pocket” cash gifts from their two parents and four grandparents. While boys tend 
to spend their money on video games, girls spend theirs on the latest fashions. The website claims that Japanese 
18 year-olds spend an average of US$100 a week on leisure activities, with much of the money coming from 
allowances provided by their parents. Karaoke is a popular leisure activity among teenagers. 
 
Japanese children and teenagers are very comfortable with new technology and like to spend their money on 
electronic items. The factsanddetails.com website states that according to one survey, 60% of middle school 
students had mobile phones in 2008, but they rarely use them to talk. Almost 50% of them used their phones to 
send 20 or more texts per day. 96% of high school students used them, with high school boys using their phones 
for an average of 92 minutes a day, and high school girls using theirs for an average of 124 minutes. As in the 
West, Japanese tweens and teens have their own form of text-speak. 
 
Increased expenditure on branded items and image-conscious shopping is also prevalent within this age group, 
including heightened awareness of foreign trends, celebrity endorsements and upcoming must-have items. 
Teenage girls are perhaps Japan’s largest trendsetters and are said to be slaves to fashion. Despite representing 
only a very small percentage of the population, they appear to have much influence in the marketplace and 
plenty of cash to spend. They are very fond of customisation, and spend a great deal of their income on “cute” 
accessories, such as stickers, cases and jewellery, and anything else than can be attached to their phones and 
other items. 
 
Teenagers are more susceptible to marketing than younger age groups, and products aimed at this demographic 
are marketed vigorously across various media, such as television and the Internet. However, as their number 
gradually declines over the forecast period, the influence that teenagers have on the marketing of products such 
as clothing, leisure, electronics, food and cosmetics will also decline. 
 
Although, in general, Japanese youths are more respectful towards their elders than in the West, due to cultural 
tradition, they have a reputation for being self-absorbed and inward-looking, which some blame on the rampant 
consumerism with which they have been brought up. Japanese teenagers are also considered to be more 
pessimistic, disillusioned and apathetic than the previous generation. They are said to be less ambitious and lack 
the traditional Japanese work ethic, and no longer seem willing to make sacrifices for company, family or 
country as their parents did. According to the factsanddetails.com website, one survey revealed that less than 5% 
of teenagers said they wanted to be businessmen, bankers, politicians or executives, while high-ranking 
professions included beauticians, TV presenters, musicians, athletes, video game creators and doctors. 
 
The legal age for adulthood in Japan is 20, so alcohol consumption in Japan is rarely a problem. Japanese 
teenagers tend to socialise less than in the West. They are not as independent as teenagers in the West. Indeed, 
many young people remain in the family home until well into their 20s and even 30s. 
 
Nevertheless, a number of Japanese youths are becoming rebellious, doing their best to stand out by wearing 
outlandish clothing, dyeing their hair bright colours and riding noisy motorbikes. Bosozoku (which literally 
translates as “speed tribes”) are members of teen motorcycle gangs who dye their hair and wear orange and red 
boiler suits with obscure Chinese characters painted on them. However, one survey found that the number of 
bosozuku had declined 15,086 in 2005 to 13,677 in 2006, and that members were becoming older. 
 
Consumer market trends 
 
Soft drinks formed the largest of the categories under review in 2010, with sales reaching US$67.1 billion. 
Japan had the world’s second largest market for soft drinks, largely due to the strength of Asian speciality drinks 
and RTD coffee in his market. The category’s value suffered from heavy use of price promotions and fierce 
competition among the key players during the recession, but sales still grew by 37% overall between 2005 and 
2010. 
 
Fast food also performed well over the review period, with sales up by 30%, to US$39.4 billion. Younger 
consumers form the majority of the customer base for Western fast food establishments, which have steadily 
been improving their offer in an attempt to increase footfall and average transaction spend. Notably, 
McDonald’s renewed its budget ¥100 menu line, which put an emphasis on thrift for an increasingly price-
conscious consuming public. New products also attracted young consumers, such as McDonald’s American 
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burger range, with the theme of big burgers associated with the flavours of Hawaii, New York and Texas. Rival 
Burger King also re-entered the Japanese market in 2007. 
 
The children’s clothing and footwear category suffered a decline over the review period, largely as a result of 
falling prices. “Fast fashion” has become extremely popular, due to the growth of chains such as American 
concept Forever 21, which offers rows of colourful racks of ¥350 (US$4) tank tops and ¥1,580 frilly skirts. 
Other fast fashion outlets include Swedish chain H&M, Zara of Spain, and Japan’s own fast-fashion retailer 
Uniqlo. 
 
Other sectors that performed particularly well over the review period include sweet and savoury snacks, 
confectionery and breakfast cereals. 
 
Acne treatments grew sharply from a very small base to reach a value of US$187 million in 2010. The success 
of this category was partly due to efforts by manufacturers to target specific age groups, for which the causes of 
acne vary. For example, Rohto Pharmaceutical’s Oxy caters specifically to the skin care needs of male 
teenagers. 
 
The mobile phones category was subject to a sharp decline in value between 2010 and 2015, of 27%, again due 
to falling prices. Nevertheless, new products continued to boost the category. The launch of Apple’s iPhone 4 
mobile handset in 2010 caused hundreds of consumers to queue outside shops across the country in a bid to get 
their hands on the latest must-have, leading to supply shortages. 
 
Table 15 Japan: Trends in Selected Categories 2005/2010 
 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Soft drinks 48,927 67,133 37.2 
Fast food 30,376 39,379 29.6 
Children’s clothing and footwear 15,790 14,768 -6.5 
Sweet and savoury snacks 9,559 12,646 32.3 
Confectionery 7,465 9,231 23.7 
Portable computers 7,269 7,488 3.0 
Colour cosmetics 5,974 6,680 11.8 
Mobile phones 7,803 5,662 -27.4 
Video games 3,412 3,347 -1.9 
Portable media players 1,563 1,561 -0.1 
Styling agents 1,120 1,128 0.7 
Breakfast cereals 371 504 36.0 
Acne treatments 61 187 204.9 
Mass fragrances 158 149 -5.8 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
UK 
 
Population trends 
 
The size of the UK’s Generation Z cohort was very similar to that of France in 2009, at 9.0 million, having 
shrunk by 3% over the review period. Generation Z represented just 14.6% of the total population in that year, 
down from 15.5% in 2004. The decline was entirely attributable to the lack of tweens in recent years, as the 
UK’s birth rate slipped to an historic low of 11.3 births per 1,000 inhabitants in the early 2000s. This caused a 
fall of almost 7% in the number of tweens between 2004 and 2009, to 3.5 million. 
 
The teenage population remained virtually static over the 2004-2009 period, at 5.4 million, but is predicted to 
decline by 7% over the forecast period, as the current tween population goes into its teens. 
 

Chart 15 UK: Tweens/Teens Population Sizes and Grow th 2004/2009/2014 
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Generation Z profile 
 
In the UK, the spending power of tweens has generally increased significantly over the last decade, as pocket 
money and cash gifts from grandparents and other relatives give them significant spending power in their own 
right. However, the recent recession cramped the spending style of tweens. With disposable incomes squeezed 
in many households, many parents were no longer in a position to indulge their offspring. In 2010, the average 
UK weekly pocket money for 14-16 year-olds was reportedly £5.66. 
 
A survey of over 1,000 under-18s published in December 2010 by swapit.co.uk found that young people are 
clued up on money matters, with only 7% of under-18s being unaware of the recession. According to the survey, 
some 62% of teenagers discuss the family finances with their parents, and 89% of them said they were happy to 
receive fewer presents this year due to hard times, as long as they could spend time with their families. 
According to the Cost of a Child survey by insurance, investment and retirement group LV, the amount of 
money parents would spend on each child at Christmas in 2010 was £168, on average. 
 
Despite these trends, tweens are typically very brand-conscious, with peer pressure playing an important part in 
this. Tween girls are increasingly becoming interested in fashion at ever younger ages. Designer Stella 
McCartney has designed two ranges of clothing for GapKids, and in September 2010 she announced her own 
line of children’s clothing called Stella McCartney Kids, with prices starting at £15 for a T-shirt. Tween boys 
are also interested in fashion, albeit to a lesser extent than girls. For them, wearing the right brand of trainers 
(often Nike, Adidas or Puma) can be an important social statement. 
 
British Gen Zers are highly tech-savvy, having grown up with electronics products like mobile phones, iPods 
and Internet-enabled computers. As broadband Internet access has become increasingly available and affordable 
over the review period, Internet use amongst this generation has expanded rapidly. According to government 
data, one third of 8-11 year-olds in the UK use the Internet on their own, and 25% have a profile on a social 
networking site. For teenagers, social networks are often a major part of their social lives. With the advent of 
smartphones like the Apple iPhone, teenagers can now use social networks “on the go”. While iPhones are still 
quite expensive for many teenage budgets, cheaper smartphones are gradually entering the market, and the price 
of some entry-level models has now fallen to around £200. 
 
Due to young people’s preference for “junk food”, such as sweets and crisps, obesity is becoming a major 
problem among UK tweens and teenagers, especially among lower income groups. As a result, governments are 
considering introducing more regulations. Among the proposals considered by the Scottish Executive (the 
regional government) are the removal of displays of sweets in shops, and restrictions on the sale of high-calorie 
foods in the vicinity of schools. On the other hand, bombarded by positive healthy eating messages in schools 
and elsewhere, many teenagers are more conscious about living healthy lifestyles than previous generations. 
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Among older teenagers, worldwide travel is very popular. It has been reported that some 160,000 British school-
leavers take a gap year before entering university, either to enjoy themselves or to undertake some form of 
voluntary work. 
 
Smoking and binge drinking are reportedly becoming a growing problem among British teenagers. Of the 
teenage girls who took part in a 2010 Girl Guides Attitudes Survey, 82% said smoking was their top health 
concern, followed by binge drinking (81%). Eating disorders, drug abuse and teenage pregnancy were among 
the other major health issues raised in the survey, which also found that pressure to look attractive and to 
achieve good grades at school was causing some to turn to smoking and alcohol. 
 
Consumer market trends 
 
In the UK, spending on the categories under review is dominated by the three food and drink categories, fast 
food, soft drinks and confectionery, with respective sales of US$22.5 billion, US$12.9 billion and US$11.5 
billion in 2010. Gen Zers like to spend their pocket money on confectionery and receive it as presents. This is 
illustrated by a study conducted by Retail Active in 2010, which found that children aged between 10 and 14 
years old eat an average of 2.5kg of chocolate over the Easter holiday, consuming almost 13,000 calories and 
650g of fat. Nevertheless, all three categories saw sales decline over the review period, largely due to the 
recession. 
 
This contrasted with a 10% rise in sales of sweet and savoury snacks, driven by a higher propensity to stay at 
home and consume snacks rather than eat out during the recession. Value growth was also driven by 
premiumisation and buoyed new product developments, such as Walker’s Red Sky, United Biscuits’ recreation 
of Phileas Fogg, and Kettle Chips’ new flavour launches. Tortillas/corn chips and popcorn were the most 
dynamic niches in 2010, fuelled by interest in healthier eating and snacking. 
 
Children’s clothing and footwear suffered a 21% contraction in sales value over the review period, to US$7.1 
billion, partly due to declining prices. Getting value for money became more important than branding during the 
downturn, and parents began buying their children’s clothes in supermarket chains like Tesco and Asda, as well 
as “fast fashion” stores such as Primark. This dampened sales of up-market chains and boutiques and, to a 
greater extent, mid-market players like GapKids. This new frugality is expected to continue over the forecast 
period, as the lingering effects of the economic downturn and the impact of the government cuts affects 
consumer purchasing power. 
 
The most dynamic products over the review period were video games, portable computers and portable media 
players, which enjoyed growth of 82%, 83% and 71%, respectively. Video games are also popular amongst Gen 
Zers, particularly amongst boys. At the same time, girls are increasingly becoming gamers. This is due in part to 
the fact that manufacturers of game hardware and software are now more aware of the needs of young, female 
gamers. As a result, consoles such as the Nintendo Wii are now designed to have a much broader appeal, and 
playing games can now be considered a family activity. 
 

Table 16 UK: Trends in Selected Categories 2005/201 0 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 22,774 22,540 -1.0 
Soft drinks 13,816 12,911 -6.6 
Confectionery 11,711 11,521 -1.6 
Video games 4,129 7,517 82.1 
Children’s clothing and footwear 8,957 7,091 -20.8 
Sweet and savoury snacks 5,599 6,136 9.6 
Portable computers 2,887 5,286 83.1 
Mobile phones 3,375 3,534 4.7 
Breakfast cereals 2,559 2,566 0.3 
Colour cosmetics 2,009 2,353 17.1 
Portable media players 1,328 2,269 70.9 
Styling agents 484 454 -6.2 
Acne treatments 218 233 7.0 
Mass fragrances 236 217 -8.2 
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Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
US 
 
Population trends 
 
Reflecting its vast population size, the US had the world’s third largest population of 8-19 year-olds in 2009, at 
49.5 million. This remained virtually unchanged over the review period, with overall numbers declining by just 
1%, and was equal to 16.1% of the total population size. However, this masked a 3% fall in the number of 
tweens, to 19.9 million, while the teenage demographic increased by 1%, to 29.6 million. 
 
Over the forecast period, these trends will be reversed. The number of tweens is predicted to grow by 6%, due to 
a recent rise in the US birth rate, while the number of teenagers will fall by 3%, as the current tweens move into 
their teenage years. 
 

Chart 16 US: Tweens/Teens Population Sizes and Grow th 2004/2009/2014 
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Source: Euromonitor International 
 
Generation Z profile 
 
Tweens receive spending money from parents, which is generally entirely discretionary, as well as gifts. 
Although the recent recession has had an impact on the allowances many tweens receive, they are still adept at 
using pester power to get their parents to buy them the products they want, such as the latest clothing and 
footwear, portable consumer electronic products, music, video games and other forms of entertainment. 
 
Teenagers in general have higher incomes than tweens, although not all of it is discretionary, as they may have 
cars and other expenses. According to the US Census Bureau, teenagers between the ages of 13 and 18 spend 
more than US$216 billion annually. For the most part, teens’ spending money is derived from paying jobs, 
allowances from parents, gifts of money and one-off payments for specific purposes. 
 
The recent recession has had an impact on the spending power of US teenagers, with part-time jobs becoming 
harder to find and parents tightening their belts, decreasing or in some cases eliminating their teenagers’ 
spending allowances. As part of a 2009 on-line survey of American teenagers, commissioned by “Seventeen” 
magazine, 53% of respondents said that their parents gave them spending money regularly. Only 25% said 
parents had reduced their pocket money since the previous year, but 40% claimed the downturn had affected 
them in ways that included receiving less money, having an unemployed parent, losing their own job or having 
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their working hours cut back. Most teenagers admitted that they would not give up their mobile phones or 
clothing, no matter how bad things got. They would rather sacrifice entertainment than clothing: when given the 
choice between tickets to a concert or new jeans, 63% of respondents took the jeans. Similarly, when choosing 
between new shoes or 50 new MP3 files, 75% opted for shoes. 
 
The survey also revealed that looks are all-important to teenagers. When ask to compare their spending on 
certain categories compared to the previous year, respondents said they were spending more on skin care, 
mobile phones, clothing, hair products and cosmetics. However, 55% of the teenagers surveyed said that they 
waited for things to go on sale prior to purchase. 50% said they were making fewer impulse purchases, and 42% 
said they were doing more comparison shopping. With regards to brand loyalty, 35% of respondents said they 
were staying with their favourite brands, while 31% were shopping at less expensive stores. Despite continuing 
to spend, 79% of teenagers said they were saving money, mostly for clothing but also for college, a car, social 
activities and personal appearance products. 
 
Emulating teens, many tween girls are interested in popular music as well as the latest portable electronics 
products, idolising characters like Hannah Montana. Boys tend to seek out TV shows and films with themes of 
adventure, and in general are more keen on video games than girls. Research by Experian Simmons found that 
for teenagers, the most purchased products include clothing, music and films, while male teenagers are most 
likely to buy video games and electronics. According to a study by NPD Group, 82% of teenagers in the US 
regularly play video games. More specifically, younger teens spend much of their time playing with consoles 
(around 10.6 hours per week), while those aged 15-17 spend as much time on games as they do on sports and 
other leisure activities. Older teenagers tend to play more with their laptops and mobile phones than with 
desktop platforms. 
 
Generation Z in general is highly Internet savvy, and those in this age group spend a lot of their time 
communicating with friends on social networking sites like Facebook. They have mobile phones and often text 
their friends more frequently than they speak to them. A study by the Kaiser Family Foundation found that 74% 
of teenagers maintain a social networking page on Facebook or a similar site. According to recent research by 
the Pew Research Center, 75% of American teenagers own a mobile phone and 50% of that group send 50 or 
more text messages per day. In fact, now that mobile phones offer more functionality, it is reported that 
teenagers spend more time listening to music, playing games and watching TV on their phones (49 minutes 
daily) than they do talking on them (33 minutes a day). In contrast, teenagers use Twitter far less frequently. 
According to research compiled by Pew, only 8% of Internet users between the ages of 12 and 17 use Twitter. 
 
To some degree, most US teens, bombarded by advertising, pressured by their peers and seeking to showcase 
their individuality, consider themselves fashion-conscious. This is certainly the case for most teenage girls, but 
increasingly for teenage boys as well. Thus, not surprisingly, consumer research by Experian Simmons notes 
that the top category of products bought by US teenagers during the review period was clothing. 
 
For many teenagers, their fashion choice is influenced by the considerable number of teen magazines available 
on newsstands, which sport pictures of influential musicians, sports figures, actors and other popular culture 
superstars on their covers. According to a Neopets Youth Study, 80% of teenagers read teen magazines each 
year. 
 
Many tweens also enjoy spending time watching or participating in sports, including (American) football, 
basketball, baseball, soccer (football) and ice hockey. However, when they reach their teenage years, they tend 
to participate less in sport. A recent study found that the US has the highest prevalence of overweight teenagers 
in the world. In the richest country in the world, poor diets and sedentary lifestyles have led to a health crisis, 
particularly amongst poorer Americans. American teenagers are among the highest consumers of fatty and salty 
snack foods and fast food. 
 
With the wide diversity of the US population (20% of US tweens are Hispanic and 17% are African-American), 
cultural differences come into play, but generally there are common experiences and traits shared by Gen Zers 
in the US. Indeed, multiculturalism has become the norm among today’s Generation Z. A number of studies 
indicate that, in terms of consumer expenditure patterns and product preferences, Hispanic teenagers often have 
more in common with other American teenagers than they do with their parents, many of whom are first-
generation immigrants. However, Hispanic teenagers remain very aware of and proud of their heritage – feelings 
which strengthened during the recent rise of immigration-related debates. 
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African-American teenagers have had and continue to have a profound impact not only on the US teen culture 
but on overall American culture. According to research in a profile published in 2008 by the Magazine 
Publishers of America, African-American teenagers spent on average US$96 per month. Compared with the 
average US teen, they spent more on clothing and consumer electronics and, similarly to other US teens, they 
tended to be very brand loyal to a wide range of consumer products, including footwear, personal products and 
food. 
 
A study by research consultants Frank N Magid Associates revealed that today’s teenagers in the US differ from 
those of previous generations because they: 

• Are confident in their ability to succeed; 

• Are smarter than previous generations, achieving higher scores in aptitude tests; 

• Are collaborative team players who think in groups; 

• Like their parents; 

• Are optimistic about their place in the world; 

• Are not rebellious and tend to follow authority; 

• Grew up with mobile phones. 
 
Consumer market trends 
 
The US has the world’s largest market for fast food, and this far outweighed any other category under review in 
terms of value in 2010, with sales of US$185.9 billion. Moreover, the market continued to grow steadily over 
the review period, rising by 14%. The 2009 Piper Jaffray study found that teens ranked value above convenience 
when it came to dining out, eating out less but favouring chains such as Starbucks and McDonald’s. Demand for 
less expensive fast food, as well as for snacks and prepared meals, is expected to increase over the forecast 
period. 
 
Children’s clothing and footwear performed relatively well during the recession, with growth of 23% over the 
2005-2010 period. Although many parents may be cutting down on expenditure on clothing for tweens, 
teenagers are unwilling to forego their purchases of “cool” brands, such as Hollister. 
 
The most dynamic categories over the review period were digital products, such as video games and mobile 
phones, portable computers and portable media players. Sales of video games soared by an estimated 140% 
between 2005 and 2010, although the market is thought to be slowing due to a recent lack of new hardware 
developments and growing competition from downloadable games that can be used on devices such as iPhones. 
 
As manufacturers continue to integrate innovative technological features and provide more attractive services, 
demand for digital devices from teenagers will continue to be strong over the forecast period. At the same time, 
music and films will continue to be highly popular amongst teens over the forecast period, and downloading 
from the Internet is expected to grow at the expense of buying CDs and DVDs. 
 

Table 17 US: Trends in Selected Categories 2005/201 0 

 
US$ million 
 2005 2010 % growth 
   2005/2010 
 
Fast food 163,640 185,868 13.6 
Soft drinks 81,028 91,901 13.4 
Children’s clothing and footwear 31,745 39,121 23.2 
Confectionery 26,811 31,959 19.2 
Sweet and savoury snacks 26,220 31,897 21.7 
Video games 10,812 25,932 139.8 
Portable computers 11,997 17,071 42.3 
Mobile phones 5,425 11,997 121.1 
Breakfast cereals 9,479 10,229 7.9 
Colour cosmetics 8,561 8,948 4.5 
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Portable media players 5,229 7,489 43.2 
Styling agents 1,520 1,620 6.6 
Acne treatments 988 1,308 32.4 
Mass fragrances 1,289 1,060 -17.8 
Source: Euromonitor International 
Note: In some cases, 2010 data are forecasts 
 
 
 

FUTURE OUTLOOK 
 
Trends To Watch 
 
Entering new life phases 
 
Over the next five years, the lives of current Gen Zers will be transformed. Since many of them are still children 
and undergoing a period of rapid development, their lifestyles will change significantly over the forecast period 
as they enter their teenage years. Meanwhile, the current teenagers will be entering into further education or 
preparing to join the workforce. 
 
Despite the life changes that will take place among this consumer segment, their traits are likely to remain 
similar in the future, as has been the case of the generational cohorts before them. 
 
Gen Z in the workplace 
 
Unlike Generation Y, today’s teenagers are less likely to seek fame or fortune. Instead, research suggests they 
will be characterised by career stability in their adult lives, as well as ecological responsibility and social justice. 
The findings of a global study by the virtual world operator Habbo Hotel, published in October 2010, point to a 
much more conservative outlook in the new generation. The impact of the recession means that Generation Z 
are going to be much less likely to take risks, and are far less likely to travel or want to work abroad. 
 
Many analysts believe that Generation Z are more individualistic and self-directed than Generation Y, who are 
more team-orientated, and this is a trait that they will bring into the workplace as they get older. However, at the 
same time, some psychologists believe that children who are never told “no”, are allowed to fail or are made to 
face consequences, who are always praised and have never had to share or wait for anything, will grow into 
adults unprepared for the realities of life. 
 
What is certain is, however, that for Gen Zers, interacting on-line is second nature and is as important as 
interacting in the real world. The inability of many members of the new generation to concentrate for large 
periods of time, combined with developments in communications technology, may lead to a more efficient and 
flexible work environment in the future. Flexi-time and working at home will become the norm. According to 
the Habbo Hotel study of 2010, which included 49,000 “digital natives” aged between 11 and 18, 34% of 
respondents thought that in the future, physical meetings would decrease and be replaced with on-line 
interaction. 55% thought that virtual worlds will be used increasingly at home. 
 
The defining feature of Generation Z as they move into the workforce, then, will be their ability to process 
information at high speed. Neuroscientists claim that children’s brains are evolving rapidly to deal efficiently 
with large amounts of information. Indeed, it is said that Gen Z is the smartest generation ever, due to factors 
such as the pressure to succeed in school, the vast volume of information that is available on the Internet, their 
interest in strategic games from an early age and their higher propensity to stay on in further education. In the 
US, it is even being reported that neuro-enhancers are used increasingly by young people to heighten their 
ability to focus, and this is something that may become more widespread in the future. However, while their IQs 
may be higher, these young people may be less creative than in the past, as they are no longer required to use 
their imaginations to the same extent. 
 
Gen Z may also influence language at work. The Habbo Hotel study showed that 34% of those surveyed thought 
that the informal language they use on-line could be transferred into off-line situations and used as they grow 
up. 
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The age of frugality 
 
Over the forecast period, as developed markets continue to be affected by joblessness and other lingering effects 
of the recession, it is expected that these factors will continue to play a role in teen expenditure patterns and that 
the search for value will continue. 
 
Many of today’s Gen Zers have thus far been sheltered from the recession to a large extent, as the “bank of 
Mum and Dad” has remained open throughout hard times. However, this is likely to change as this group 
reaches adulthood. Young people of today face a somewhat bleak future as developed markets enter an age of 
austerity, and as the ageing of the world’s populations means that the young will be forced to play a greater role 
in supporting the world’s major economies in the long term. 
 
With many countries still harbouring massive debts, and Europe facing a potential currency crisis, consumers of 
all ages are expected to cling onto some of their more frugal ways of living over the forecast period, especially 
as wayward and lavish spending partly contributed to the credit crisis in the first place. As they enter adulthood, 
Generation Z will have to reform their spending habits if they want to avoid making the same mistakes as their 
parents, taking on unaffordable loans and running up credit card bills. 
 
The most successful companies of the future will be those that can offer young people affordable quality, along 
with the “cool” factor. Chains such as Hollister are ideally positioned to take advantage of this trend within the 
fashion segment, while fast food outlets that emphasise value, like Starbucks and McDonald’s, will continue to 
attract the young generation. Within cosmetics and toiletries, Gen Zers will be attracted to products that are fun 
and effective while aimed at mass-market budgets. 
 
For tweens going into their teenage years over the forecast period, incomes are expected to shrink as parents’ 
generosity begins to wane and part-time jobs for teenagers are harder to come by. Furthermore, according to 
virtually every measure, including salaries, conditions, debt and unemployment, young working people entering 
the working world in the near future will be less well off than previous generations. This will mean that Gen 
Zers are likely to stay for much longer in the family home, while buying their own property, marrying and 
having children will be increasingly delayed until they feel more financially secure. 
 
Gen Zers in developing markets will be better off 
 
The problems facing the major economies will be less pronounced among the new generation in developing 
markets such as China, India and Brazil, where economic development will provide plenty of opportunities for 
young people to better their lives. Life in China is changing at a rapid pace, and the teenagers of today will be 
more prosperous than their predecessors, with more opportunities to study, make and spend money, and travel. 
 
A generation saddled with debt 
 
With many countries facing increased tuition fees for tertiary education, Gen Z students of the future will 
accumulate large debts while at university, which they will have to pay off over time. This may further affect 
their spending power in the future. 
 
In the US, the cost of higher education is skyrocketing, and more college graduates are reportedly being saddled 
with debt after taking private student loans to fund their education. A report by The Project on Student Debt, 
published in 2009, revealed that 62% of American graduates from public (state) colleges had student loans, and 
that this rose to 72% for private non-profit colleges and 96% for private for-profit institutions. The survey also 
found that at public colleges, the average debt was US$20,200, up 20% from the level in 2004. 
 
Private loans in the US carry variable interest rates, with some reaching 18% in 2008, according to the report. 
Furthermore, students who take out private loans are not eligible for rights such as payment deferments, loan 
forgiveness programmes or income-based repayment options, which federal loans offer. The report found that 
the proportion of all undergraduates who took out such loans increased significantly from 5% in 2004 to 14% in 
2008. However, US federal loans have become much more affordable under guidelines that came into effect in 
July 2009. The US government now allows borrowers to set their monthly loan payment at 15% of their annual 
adjusted gross income, lowering monthly payments for millions of students. Single borrowers who earn less 
than the poverty level (US$16,245) are not required to make payments on their federal loans as long as their 
income remains low. 
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In the UK, MPs voted in December 2010 to approve a controversial rise in the tuition fees cap from £3,290 a 
year to £9,000. This is expected to hit students from middle income families, as they will receive no state aid 
and their parents will not be able to afford the higher fees. 
 
A digital future 
 
The Habbo Hotel study of October 2010 revealed Gen Z’s expectations for the future, as respondents shared 
their predictions on how the Internet would shape content consumption, on-line safety, language and education. 
Most respondents felt that the Internet is having an impact on education, with 46% of teenagers believing that 
virtual worlds will one day be used regularly in schools. 
 
While at present, the TV joins the mobile phone as the device that Generation Z would be most upset to live 
without, this is likely to change, as the trend towards convergence means that TV will become more widely 
available on portable devices such as tablet PCs. Furthermore, 55% of respondents agreed that the digital world 
will make traditional printed books, newspapers and magazines extinct, with only 18% believing that printed 
media would always have a place. 
 
The survey showed that digital safety is a priority for teenagers, with 61% of respondents feeling that on-line 
safety would become increasingly important in the future and 25% saying it will be as important in the future as 
it is now. 
 
Computing will become more mobile 
 
Gen Z will take its aptitude for technology into the future and will change the way people work and play. Some 
believe this could signal the end for desktop computers. Indeed, a Student Monitor study in the US found that 
only 2% of college students were planning on purchasing desktops in 2010, down from 7% in 2004. 
 
Young people will rely solely on mobile computing and communications in the future. Although smartphone 
and tablet PC penetration are currently fairly low among Gen Zers, given their limited incomes, this is likely to 
change quickly over the review period, as the category becomes more competitive. Already, at the end of 2010, 
a range of new tablet PCs based on Google’s Android operating system had been launched to rival Apple’s 
hugely successful iPad, at much lower prices. Gen Z parents and their offspring will be attracted to this option, 
as tablet PCs are more portable and less expensive than desktops and even laptop computers. 
 
Changing the way we communicate 
 
The future may also see the demise of email in favour of all-in-one messaging systems, a trend which is already 
being instigated by Gen Zers. Many studies show how email usage among today’s teenagers is significantly 
lower than text, mobile phones and social networking in terms of daily communications. Teenagers today 
already consider email to be a medium used by adults and not ideal for day-to-day communication with their 
peers. Moreover, most teenagers have their phones permanently with them, equipped with instant texting and 
access to Facebook. The rise in smartphone usage during the forecast period will accentuate this trend. It is, 
therefore, unlikely that this generation or the next will take up emailing as they get older. Instead, they will 
bring new communication habits into the corporate world. 
 
Google has already developed Google Wave, a real time messaging platform launched in May 2009, which is 
part email, part Twitter and part instant messaging. The system allows users to drag files from their desktop to a 
discussion, even showing character-by-character live typing. However, the service was not as successful as 
Google hoped, perhaps because the current generation of business people are not adept at adapting quickly to 
new technology. In August 2010, Google announced that it would stop any further development of Google 
Wave. 
 
It is more likely that the younger generation, who are more adaptable, will warm to Facebook’s new Facebook 
Messages system, announced in December 2010. If successful, this may change the way in which teenagers, in 
particular, connect and communicate, by combining text, IM and email messaging to produce a more instant 
“Social Inbox”. The new system will mean that all users will get an @Facebook.com “email” which is designed 
to be less formal and more instantaneous, like IM and text. For example, no formal subject lines will be needed. 
This is better suited to the way in which teenagers currently communicate. 
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Social networking 
 
Gen Zers will continue to be prolific users of social networks, and these will evolve over time to suit their 
changing needs. While Facebook is currently the global frontrunner, it is not certain that it will continue to hold 
its dominant position. The future could see the emergence of first- and second-tier social networks, the first tier 
being the power networks such as Facebook and Twitter; and the second being less wide-reaching networks 
which evolve around interests/passions, issues and geographies. The latter may have higher levels of 
commitment and loyalty among their members. 
 
Convergence of devices, platforms and information is the next stage of development. Social networks have 
already been transformed by mobile Internet access, and Facebook is extending its influence and adding new 
ways of connecting: Facebook Pages for commercial companies; Facebook Places for geolocation; and linking 
with social games companies to offer new reasons to spend time with them. 
 
While Twitter seems to be evolving into a news/information source, rather than solely as a source for gossip, for 
younger Gen Zers fast blogging may take over as the “next big thing” in the social networking world. The 
Tumblr website is an up-and-coming example of this. The website allows users to post and share text, photos, 
quotes, links, music and videos from their browser, phone, desktop, email, or wherever they are. Everything can 
be customised, from colours to the theme’s HTML, which appeals to today’s individualistic youth. A quote 
from the Daily Telegraph on Tumblr’s website says: “Weblogs? Been there, done that. Facebook? It’s full of 
children. Twitter? That’s so 2006, darling. No, the smart thing to be doing on-line these days is tumblelogging, 
which is to weblogs what text messages are to email – short, to the point, and direct.” 
 
Gaming will move on-line 
 
As Generation Z becomes more accustomed to downloading games from the Internet onto their PCs, consoles or 
portable devices, the future for physical video games and consoles is less bright. The trend towards MMORPGs 
has swamped Asian markets such as China and South Korea, and is gaining pace in the US, Europe and other 
developed markets, while social gaming such as those offered by Zynga are expanding into markets such as 
India, China and Japan. 
 
According to an article published in MediaPost in December 2010, the American on-line game publisher 
GamersFirst predicts that free-to-play video games will take over the video game market in 2011, bringing with 
them a wealth of marketing sponsorship opportunities. The company believes that there will soon be an 
MMORPG that caters to each niche of gamer. Meanwhile, Facebook demonstrated its commitment to the future 
of social gaming in 2010 by signing a five-year strategic relationship with Zynga. 
 
The shift towards on-line shopping 
 
A report by Nielsen, entitled “Building Great Brands in the Digital Age: Guidelines for Developing Winning 
Strategies”, revealed that today’s tweens and teens will conduct most of their shopping on-line in the future. 
According to the study, on-line sales are projected to grow by almost 200% between 2008 and 2012. This trend 
may have dire consequences for physical retailers – especially those located in town centres. However, it may 
benefit smaller/niche on-line retailers, as consumers have more control over what they are exposed to on-line 
compared to offline. 
 
In order to compete effectively with on-line retailers, stores will need to create experiences that cannot be 
replicated on-line, for example by becoming retail “destinations” in the same way as Hollister and others. 
However, even these may be at risk, as, according to a MediaPost article by Frank O’Brien in December 2010, 
the future could see the development of “digital environments”. These are virtual environments created through 
computers and technology, through which people can interact with live space. Early examples of this include 
augmented reality and QR codes, but the future may see people being able to fully interact with a piece of 
clothing in a store by simply using physical gestures. The clothing would actually be just a digital projection, 
but it would seem to the user as if they were really trying them on, thus eliminating the need to go to a physical 
store. The opportunities for marketers offered by this technique are considered to be vast. For example, they 
would be able to collect huge amounts of consumer data, such as Gen Z’s preferences and spending habits over 
greater areas, with minimal effort. 
 
The future of marketing to Gen Z 
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Gen Z consumers will be more demanding than ever as young adults. They will ignore all but the most engaging 
and entertaining of marketing efforts, and will be less brand loyal than in the past. As the marketplace becomes 
more competitive, social and referral based, consumers’ expectations will increasingly be driven higher. As a 
result, marketers will need to be on their toes in choosing the right strategy, creative director and media to 
engage this young audience. 
 
On the other hand, with privacy not an important issue for Gen Z, it will be easier for marketers to access data 
on this generation of consumers, and this will enable them to address their needs with more targeted advertising 
in the future. Furthermore, the growing use of mobile devices equipped with GPS will allow for the 
development of more location-based marketing in the future. 
 
The emergence of Generation Alpha 
 
Looking beyond Generation Z, it has been suggested that the next generation will be labelled “Generation 
Alpha”. These babies and children will be the first to be entirely born into the 21st century, and will be largely 
the children of Generation Y and the grandchildren of the older Gen Xers and younger baby boomers. 
 
These children will have grown up in more austere times than the current Gen Zers, and may have a more frugal 
and industrious attitude to life. At the same time, they will have been born into a totally digital age and will 
never have experienced a time without computers, broadband Internet, smartphones and digital entertainment. 
Indeed, studies have shown that on-line interaction has the potential for getting ever younger. In the University 
of Hasselt, Belgium, researchers have managed to enable toddlers to send “tweets” to their parents and relatives 
while they play with Fisher Price toys. Research is currently being undertaken by Sony on interactive digital 
music making for the under threes. 
 
The children of the future may do most of their reading from e-books, and download all of their games and 
music onto tablet computers and other mobile devices. They will be more multicultural and open to diversity 
than any generation before them, and will care more about saving the planet from environmental disaster. 
 
Forecast Demographic Trends 
 
Although today’s Gen Z cohort, ie those currently aged 8-19, will remain the world’s largest demographic 
grouping, low birth rates and ageing populations mean that in the future, the number of people aged 8-19 (ie part 
of Generation Z plus the upcoming “Generation Alpha”) is unlikely to increase significantly. Indeed, overall, the 
number of 8-19 year-olds is expected to decline by almost 1% between 2009 and 2014, as birth rates remain 
low. 
 
In absolute terms, India and China will continue to hold the largest numbers of teens and tweens. However, as 
Indian women have fewer children, the rate of growth for this age group will be just 1% between 2009 and 
2014, compared with 4% over the review period. In China, the continuing effects of the one-child policy will 
mean that the numbers of teens and tweens will dwindle by almost 17% over the forecast period. Nevertheless, 
improving economic conditions and growing middle classes in these countries will mean that the purchasing 
power of consumers in this age group will grow significantly over the next few years, making them an important 
market for items such as electronics, fashion and cosmetics. 
 
The ageing populations of Japan and the West mean that in most developed markets, the number of 8-19 year-
olds will at best remain stable (with growth of less than 1% forecast for the US and France, and zero growth 
predicted for Italy) and at worst decline substantially. In the UK and Japan, the numbers of people in this age 
group are predicted to shrink by 5% and 4%, respectively. Due to a recent rise in the birth rate, however, Spain 
is expected to see its population of tweens and teenagers increase by 5%. 
 
As in the review period, the countries with the youngest populations and highest birth rates are expected to see 
the most rapid growth in their 8-19 year-old demographics. Hence, the numbers of tweens and teenagers in 
Egypt and Israel are forecast to grow by 9% between 2009 and 2014, while Malaysia is predicted to see growth 
of 6%. 
 
Eastern Europe and South Korea will see the most severe declines in their young populations, with the number 
of 8-19 year-olds in Ukraine and Poland plunging by 17% and 15%, respectively, over the forecast period. 
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Table 18 Forecast Number of 8-19 Year-olds by Count ry 2009/2014 

 
‘000 people 
 2009 2014 % growth 
   2009/2014 
 
India 286,038 289,171 1.1 
China 214,877 179,403 -16.5 
US 49,486 49,786 0.6 
Indonesia 49,249 49,537 0.6 
Brazil 40,725 40,945 0.5 
Philippines 23,846 24,682 3.5 
Mexico 24,769 24,128 -2.6 
Egypt 18,774 20,500 9.2 
Vietnam 19,754 17,713 -10.3 
Russia 18,585 16,553 -10.9 
Turkey 15,306 15,281 -0.2 
Japan 14,373 13,750 -4.3 
South Africa 12,030 12,051 0.2 
Thailand 11,597 10,908 -5.9 
Colombia 10,499 10,555 0.5 
France 9,066 9,152 1.0 
Germany 9,996 9,065 -9.3 
UK 8,976 8,498 -5.3 
Argentina 8,166 8,081 -1.0 
Morocco 7,453 7,149 -4.1 
Malaysia 6,596 6,997 6.1 
Italy 6,880 6,884 0.1 
Venezuela 6,614 6,746 2.0 
South Korea 7,826 6,746 -13.8 
Saudi Arabia 6,301 6,554 4.0 
Spain 5,185 5,454 5.2 
Ukraine 6,074 5,020 -17.4 
Canada 4,946 4,654 -5.9 
Poland 5,500 4,653 -15.4 
Australia 3,438 3,454 0.5 
Taiwan 3,754 3,298 -12.2 
Chile 3,369 3,106 -7.8 
Romania 2,930 2,604 -11.1 
Netherlands 2,394 2,367 -1.1 
Israel 1,521 1,662 9.3 
Belgium 1,499 1,472 -1.8 
Portugal 1,337 1,334 -0.2 
Greece 1,320 1,305 -1.1 
Sweden 1,342 1,241 -7.6 
Hungary 1,328 1,206 -9.2 
Czech Republic 1,293 1,156 -10.6 
Austria 1,133 1,064 -6.1 
Switzerland 1,020 953 -6.6 
WORLD 1,421,865 1,409,909 -0.8 
Source: Euromonitor International 
 
 

Table 19 Share of 8-19 Year-olds by Country 2009/20 14 

 
8-19 year-olds as % population 
 2009 2014 % point 
   change 2009/ 
   2014 
 
Egypt 24.5 24.5 0.0 
Philippines 25.9 24.4 -1.5 
South Africa 24.0 23.4 -0.6 
India 24.5 23.2 -1.3 
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Malaysia 23.5 23.1 -0.4 
Saudi Arabia 24.5 23.1 -1.4 
Venezuela 23.1 21.9 -1.3 
Colombia 23.0 21.6 -1.4 
Mexico 23.0 21.3 -1.7 
Morocco 23.3 21.1 -2.2 
Israel 20.5 20.9 0.3 
Indonesia 21.4 20.5 -0.9 
Brazil 21.0 20.3 -0.7 
Turkey 21.4 20.2 -1.2 
Vietnam 22.9 19.7 -3.2 
Argentina 20.3 19.2 -1.1 
Chile 19.8 17.5 -2.4 
Thailand 17.9 16.4 -1.5 
US 16.1 15.7 -0.4 
Norway 15.8 15.0 -0.8 
Australia 15.8 14.8 -1.0 
France 14.5 14.3 -0.2 
Netherlands 14.6 14.3 -0.3 
Taiwan 16.3 14.1 -2.2 
South Korea 16.1 13.7 -2.3 
UK 14.6 13.4 -1.1 
Canada 14.7 13.3 -1.4 
Belgium 13.9 13.3 -0.7 
China 16.2 13.2 -3.0 
Sweden 14.6 13.2 -1.4 
Austria 13.5 12.5 -1.0 
Portugal 12.5 12.4 -0.1 
Switzerland 13.5 12.4 -1.1 
Romania 13.7 12.4 -1.3 
Hungary 13.3 12.2 -1.1 
Poland 14.4 12.2 -2.3 
Russia 13.1 11.8 -1.3 
Spain 11.4 11.5 0.1 
Greece 11.7 11.4 -0.3 
Germany 12.2 11.2 -0.9 
Italy 11.5 11.2 -0.2 
Ukraine 13.2 11.2 -2.0 
Japan 11.3 10.9 -0.4 
Czech Republic 12.4 10.9 -1.5 
WORLD 21.0 19.7 -1.3 
Source: Euromonitor International 
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