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Praise for BRANDchild

“Bless this book. It is full of the kind of eye-popping statistics and pacy case-studies that make reading a business book actually enjoyable.”

Rita Clifton, chief executive of Interbrand, writing in Management Today

“A real thought-provoker for marketing and business people. BRANDchild is a wonderful tool if you are marketing to kids and teens.”

Stan Davis, author of Blur and It’s Alive

“Fascinating insights into the world of tweens… BRANDchild looks at techniques and strategies that can help you reach and build relationships with this unique group.”

Marketing Business

“BRANDchild presents a fascinating portrait of these kids (9- to 13-year-olds), with insights for global marketers, as well as tweens, their families and teachers.”

USA Today

“Martin Lindstrom – the number-one brand builder!”

BBC World

“Innovative and novel approach to 21st century writing – a must read!”

AOL Time Warner
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About the study

 PROJECT BRANDchild: THE WORLD’S MOST EXTENSIVE STUDY OF TWEEN ATTITUDES AND BRAND RELATIONSHIPS

Over almost a year a team of 500 people at Millward Brown, the leading global brands and communications research agency, spread across eight countries, has worked on what has become the world’s most extensive study ever conducted on tween attitudes and their relationship to brands (see Figure 0.1 overleaf) – a study exclusively conducted for this book. Many of the figures quoted in this book are based on the unique findings resulting from this study. Further information on how it was conducted is contained in Appendix 1.

Figure 0.1Project BRANDchild: areas of study
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BRANDchild updated at DualBook.com

I would have loved to claim that I got the idea for BRANDchild, but in all honesty I didn’t. The inspiration came from thousands of readers of Clicks, Bricks & Brands who through the book’s online component, DualBook, helped me decide to make kids my next focus.

In line with my last book, BRANDchild lives as a DualBook™ between the covers of this book and online at DualBook.com. It’s a pioneering concept, the first of its kind in the world. It allows you to remain in touch with my latest views on the topic.

BRANDchild has no final page. It lives online fully able to accommodate its rapidly evolving subject of tweens and their relationship to brands. Every chapter in this book is open-ended, an invitation to go online and experience its interactive dimension.

Use the actual book as an entrée to the subject, then keep your involvement with it alive and relevant by visiting DualBook.com for all the updates every chapter promises.

How to activate your FREE membership

Visit www.DualBook.com and click on the Activate-your-membership icon. In the back of the copy you hold in your hand is a personal identification code enabling you to activate this personal membership. As soon as this happens, you not only have free access to all content related to BRANDchild but also to my last book, Clicks, Bricks & Brands (with Don Peppers and Martha Rogers PhD).

You can either visit each new BRANDchild article uploaded on DualBook in chronological order, type in the individual Web address written on every page, or secure access to the latest updated knowledge by typing in the Web addresses given on some pages, relating to the unique topics covered in this book.

BRANDchild is much more than this book. If you are passionate about the topic and want to dig even deeper, check out the executive BRANDchild workshops and the BRANDchild e-learning programs detailed at DualBook.com/bc and MartinLindstrom.com.

The next generation of kids have no borders between online, offline and wireless. To them it’s all transparent. I hope you will feel the same about BRANDchild, and that it will help you understand tomorrow’s generation. You will certainly be in a far better position to anticipate the world of branding.
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Foreword

For the past 30 years, Millward Brown’s mission has been to help marketers maximize their marketing and communications return on their investment. So, when Martin Lindstrom approached us and asked if we would be interested in providing the research findings to power his new book, BRANDchild, we readily accepted.

In today’s world, many marketers are finding that their tried and tested ‘rules’ no longer always apply. Across all segments, social relationships are changing, media is fragmenting, and everything is happening at warp speed. But it is amongst tomorrow’s consumers that the changes are having most impact.

By partnering in this groundbreaking project, our aim was to add to our understanding of the global consumer; particularly the one we will all face in the very different world of tomorrow. We believe this book and the associated research provide unique insights into the early origins of brand relationships and help us to understand what the future will hold with tomorrow’s new and demanding consumer.

As input for the book, Millward Brown undertook research with 8- to 14-year-olds across eight countries representing a cross-section of economies, as well as western and non-western cultures. We also undertook qualitative work, reviewed learnings from our own kids research databases, and conducted desk research on perceived wisdom on tweens in the marketplace in general. The findings from all stages of the research are fascinating. Some we expected; many more were a surprise.

The fact that the research clearly demonstrates that young consumers don’t just influence family purchases like breakfast cereals; but have an important say on big ticket items like cars and adult fashion has major marketing implications. Most importantly, the point to remember is that wherever you are based in the world, you should be thinking about whether your brand or service requires a ‘tween’ brand strategy.

However, if you do decide this is the route you want to go down, then prepare for the ride of a lifetime. You’ll have to get to grips with new ways of thinking and new ways of communicating. You’ll have to learn that when it comes to managing your brand or service, you have to be double jointed, not just flexible. You’ll have to learn to work in tween time, ie 24 hours a day, seven days a week, and talk tweenspeak.

The book Martin has written is full of really practical tips to help you do this. Certainly, understanding kids today isn’t child play. But we hope that this book will help you begin to get to grips with this increasingly influential consumer group.

Enjoy the read; I think Martin has written a stunningly interesting, entertaining and easy to read book and please feel free to contact Millward Brown with your thoughts and comments. We love feedback!

Robert D Meyers

Group CEO, Millward Brown

Mainboard Director Kantar – the information and consultancy arm of WPP
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1

Tweens

Dream as if you’ll live forever. Live as if you’ll die today.

James Dean

When James Dean swaggered onto movie screens in the 1950s, his rebellious image encapsulated the daring and dreams of an entire generation. During his short career he managed to dramatize the questions that were on the lips of every young person in the mid-20th century.

James Dean was as much a product of his time and place as the youth of today are of theirs. His acts of rebellion are not, however, today’s. And although his movies are as popular as ever, a rerun of a James Dean movie would barely raise a pierced eyebrow among a new generation weaned on special effects and digitized soundtracks.

Let’s call this generation the tweens. Tweens span the pre-adolescent years through to the age of about fourteen.

MEET THE NEW KIDS

It is not surprising that this generation has been tagged the ‘age of compression’. Almost every aspect of today’s tween-ager is different from what we have seen among past generations. They’ve grown up faster, are more connected, more direct and more informed. They have more personal power, more money, influence and attention than any other generation before them.

No other generation has ever had as much disposable income as this one. So it’s no coincidence that this emerging generation has become powerful enough to have a specific allotment in every marketing director’s budget. They spend money and time with a casual and carefree attitude: they get what they want when they want it. And there is a reason for this.

This is the first generation that’s been born and bred with an understanding of today’s economic world. They play the stock market as if it’s another version of a computer game. They talk about trading indices while they swap baseball or DragonBallZ cards, and they watch financial news as if it’s an ongoing soap opera.

It’s not surprising that 8 per cent of the teenagers in the United States have some or all of their money invested in stocks and futures. Twenty per cent have their own checking accounts, and 70 per cent would love a credit card if their parents (and the bank) would allow it. This is a generation that spends in excess of US $300 billion a year. And if this is not enough, then add another US $1.88 trillion, because that’s the amount that this generation actually controls when their parents are supposedly in the driver’s seat, holding on to the family purse strings.

From a purely monetary perspective, it’s no wonder that this generation has created such enormous attention and wielded so much influence among companies and their brands.

‘Where’s the cursor in my book?’

There can be no doubt that the steady diet of information, available 24 hours a day, 7 days a week, through a whole variety of channels, is playing a major role in shaping this new generation. Penetration through technology is a key factor in an unprecedented level of global integration.

This is the first generation born with a mouse in their hands and a computer screen as their window on the world. Tweens understood icons before they could read. They now surf the Net with an ease and speed that belongs only to those who are at home in cyberspace. They think in megabytes, pipeline sizes and screen resolutions, in the same way that previous generations thought about swapping stickers, memorizing football scores and perfecting wheelies on their bicycles.

Most of the barriers preventing older generations from fully embracing digital media do not apply to this new generation. In fact, electronic media is such an integral part of their life that it no longer holds any fascination in and of itself. In many ways, the heavy emphasis on technology we saw in the 1990s has shifted. The focus is now on content. The computer, with its awesome abilities, is now the vehicle for other activities. The emphasis is now on games, and how best to move through the levels, what mods (modifications) are available, and the release date of the next version. For the first time since computers entered our lives we’re encountering a generation that is tuned into interactive media – and far less preoccupied with the infrastructure behind the screen that makes it all possible. Tweens have no notion of the fear that you and I experienced when we first turned our hard drive on and tentatively typed our first keystroke.

In other words, for this generation being online is as comfortable as being offline. According to our BRANDchild study, close to half the world’s urban tween generation has access to the Internet, and about 20 per cent have their own mobile phone.

‘Why doesn’t this remote control work? I can’t find the cursor!’

Living in an interactive world involves so much more than having access to the Internet. It means a whole new way of seeing. This dramatic change can be compared to the advent of colour television. Once colour came to the small screen, there was no going back.

In fact it’s taken a mere four decades for everything that was once only available in black and white to be converted to colour. Brochures, newspapers, photocopiers, mobile phone displays. You name it. A black-and-white television set is a dinosaur. The only black-and-white movies you see are vintage reruns on late night television. And as for black-and-white computer monitors – well, they’re now collectable antiques!

The introduction of interactivity is set to follow the same pattern, the only difference being that the period of market penetration will be shorter.

And this is where today’s tweens have an advantage over previous generations. They think in an interactive dimension. The only mail they know is e-mail and they expect replies within hours. In fact, 13 per cent of wired urban tweens globally prefer to communicate via instant messaging or e-mails. A further 47.2 per cent of them enter chat rooms and engage in real-time conversations. They have long lists of contacts on their instant messenger service, which beeps them when a connected computer comes online. Of those who own mobile phones, 45.1 per cent will send several text messages a day, and expect replies within minutes. If they have to wait any longer, they give up and move onto something newer and more engaging.

‘Is “snail mail” when you are slow at replying to your e-mails?’

Traditional information channels are seen by tweens as plain cumbersome, if not somewhat bizarre. Think about it. Books don’t have clickable links offering further information. Music played on the radio is selected by someone other than themselves. Newspapers are far too general, and you have to wade through pages of print to find the odd snippet of information relevant to a tween’s world.

This interactive generation is used to things happening instantly. And a generation that’s only known instant gratification is a generation that’s hugely demanding.

These two characteristics – interactive and instant – will affect the way we build and maintain future brands. And any company that ignores this core detail is doomed to join the black-and-white dinosaurs on the scrap-heaps.

‘People in Japan speak English, but they write it in a very funny way’

As a reflection of online interactivity there’s a new twist for the emerging generation. Kids in the 1970s and 80s grew up independent of their counterparts in other countries. This is no longer the case, and it is one of the most dramatic changes that has taken place over the past decade.

Instant trends in the 1970s and 80s were created by the megastars of the time, the Madonnas, the Aquas and the Michael Jacksons. Like all bright stars, some faded while others are still burning. But because they were smash sensations on a global scale, they instantly influenced behaviour among their global audience.

Cast your mind back to the early 1980s when Madonna created her Material Girl. In no time at all we had girls wearing bras over their t-shirts. We had lots of lace and flesh and mussed-up hair. Ten years earlier, platform shoes kicked high on strobe-lit dance floors to the music of ABBA. And feluccas plied their trade to the sounds of Michael Jackson singing ‘Beat It!’

These trends, like others, appeared instantly, spread globally and survived for months. From the instant they appeared they were picked up by a well-orchestrated team of media channels and millions of teenagers everywhere were exposed to them.

In today’s world, this lofty power no longer belongs to a handful of celebrities. The instant communication across the globe between tweens has made it possible for the entire generation to adopt and develop certain trends and keep them alive for months. I call this phenomenon fish streaming. In theory, one tween can influence tens of others, and in almost no time at all millions of tweens are following.

This occurs with the globalization of brands, and also with the emergence of a truly global media. Instantly, a trend identified and adopted in one part of the world becomes commonplace over the rest of the planet.

MTV is one of the finest outlets for fish streaming. Its global message is channelled through 30 television stations sending the same message to its audience in more than 41 countries. Over the past few years, the Internet has played a major role in transforming local trends into global ones, within days. Of all urban tweens, 39 per cent have friends or relatives in other countries, and more of them use the Internet rather than snailmail to stay in touch. They do this several times a week. A gigantic tween network becomes a key driver in changing the direction of any given trend.

Of course, this phenomenon sets new challenges for the entertainment, fashion and computer industries, as well for most brands. Local product launches barely exist any more in the tweens’ world.

‘Is information overload when you load information?’

Do you remember the term ‘information overload’? To some extent, we’ve all fallen victim to this over the past decade. Well, the term is dead. The so-called overload happened because at the time we hadn’t yet developed the mechanisms required to handle the huge amount of information daily bombarding our senses.

Compare it to food shopping. Over the past 25 years, supermarkets have continued to develop. They started out as small kiosks, then small stores, then shopping markets. Then supermarkets became mega-markets became shopping centres. With each new growth spurt, they exposed an ever-increasing array of brands. And now this is what we expect.

Ultimately we’ve all managed to cope with the dramatic increase of brands – despite the fact that we’ve had no training in dealing with exposure to the explosion of items on the supermarket shelf. But the difference between our generation and the tweens is that they have grown up in a world of information overload. They know nothing else.

School-teachers of the 1970s and 80s spent a fair amount of energy teaching children to be critical of media messages, and how to be sensible consumers. These lessons are now irrelevant. The message-filter which most of us did not possess, but had to develop from scratch, is a integral part of the tweens’ world. Superman’s laser-beam eyes which were able to see through everything no longer belong to the realm of fantasy. Tweens have the ability to sift through the cornucopia of ads without appearing to so much as notice them. Whether it’s a banner ad on the Internet, a jingle on the radio, or a commercial on television, they have the situation under control. They’re aware of the intention of the communication, and more importantly they’re aware of its down-sides.

Brands are part of their lives. They are exposed to more than 8,000 brands a day. Almost by force of circumstance they have developed an internal filter which absorbs, selects and adopts some of these in a way never seen before. Anyone with a young child will know that they only have to whiz past the Golden Arches, and they’re guaranteed to hear ‘McDonald’s!’ screamed from the back of the car. The tweens may even let you know why you ‘deserve a break today’.

But it would be a mistake to think that children are merely regurgitating the myriad of messages they hear. This generation is also very skeptical. Tweens instantly question things that don’t feel right to them. They seemingly have an inherent understanding of the value of the message or the intention behind it.

We’re much less sophisticated. We still believe that James Bond actually chooses the bubbly he drinks in the movies. It doesn’t occur to us that Mr Bond’s choice of champagne is determined by a calculated product placement strategy. So just how many dollars did it take to get Luke Skywalker to take the Pepsi challenge in Star Wars?

Tweens are well aware of advertisers’ intentions. They accept them as part of the landscape, providing they make sense. Later on, I’ll discuss how the world of product placement is about to undergo some serious changes as a direct result of how tweens view communication. There was a time when children sat in the back seat of the car and played games like spot-how-many-blue-cars-you-can-see. Now kids play spot-the-brand. And more and more product placements are appearing in computer games, everything from Red Bull to Pepsi.

‘What is God?’

Many tween values are the same as earlier generations’. They want to be loved. They want to be rich and famous. But the BRANDchild study has clearly demonstrated how the cataclysmic events of September 11 have had a dramatic affect on their priorities. They are suddenly preoccupied with a different set of issues. First and foremost is fear, followed by issues of trust. They’ve become preoccupied with what’s permanent and what they can believe.

To be a solid citizen, someone who can be relied on and trusted, is becoming more important than being fashionable and trendy. September 11 contributed to this new set of values, but it’s not solely responsible. The ongoing crisis in the Middle East, the failure of so many global corporations, the shaming of so many business leaders and the increasing impermanence in adult relationships are reflected in the tweens’ critical perceptions of their world.

Brands also come under their critical microscope. Just how permanent a role can a product play in their lives? This will undoubtedly affect the way marketers will have to communicate to this super-critical generation.

‘Visit me at my home page’

Tweens have global address books and they share information freely. They have evolved a whole new definition of what’s private and what’s public. They’ve set new parameters. To every other generation, it appears that very little remains private, despite the fact that privacy is a far greater issue for this generation than it’s ever been before.

Media has had some effect on this, but in general the trend has been established more or less by the generation itself. Go to freeservers.com and you can see to what extent the privacy barrier has fallen. Here you can view thousands of personal Web sites representing tweens from all over the world. Our study shows that as many as 10 per cent of urban tweens across the globe currently have their own personal Web sites. And numbers are increasing.

The personal site phenomenon has evolved into several categories, including whole-family sites and personal diaries. The growth in personal Web sites offers a new venue for self-expression. Over one in five tweens who have one, share very personal information – including photographs and feelings – on their very public sites. They feel free to reveal their opinions, and there’s a common desire to find a perfect person who will understand their soul. The interesting fact is that this behavior is not confined to a couple of countries. It’s a truly worldwide phenomenon.

Personal Web sites are like detailed electronic business cards. URLs are exchanged in chat rooms, parties and on school playgrounds. Over time, the sites become more comprehensive, more detailed and more integrated with those of their network friends.

Members of older generations may find all this self-revelation exposes too much. But a Web site with personal details is a must-have for many tweens, as many as 42.7 per cent expressing the desire to have their own. It’s part of their identity. And not to have one would be too embarrassing!

‘Let’s talk – send me an SMS’
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Global communication, instant messaging, and in-your-face sharing is altering the very nature of communication. It is fascinating to observe a new type of shift between written to verbal, and back to written communication.

For decades, if not centuries, letters have been the primary form of communication across any significant distance. Young girls also poured out their secrets in the pages of diaries that came equipped with a little lock and key. Then the MTV generation took over. Writing became unfashionable. And reading was just plain boring. Talk dominated. Lengthy phone chats and in-depth conversations at the local mall characterized an increasingly verbal generation. Teachers despaired over a loss of written-word capabilities, including grammar, and the almost complete absence of book-reading.

Interestingly enough, this trend is poised to take another turn. Verbal communication is still alive and well – but certainly not to the extent it was some years ago. The venues have broadened. Tweens now have the options of chat rooms, video games and mobile phones. All require the ability to read and write.

Chatting is the preferred way to meet and greet new people. As a result, over the past couple of years, a uniform language which is easy to understand has emerged. Only 30 per cent of urban tweens across the globe use standard language for chat. Already 19 per cent use a totally new vocabulary not found in any of the great dictionaries of the world. Not yet, anyway. But most importantly, our findings show, this abbreviated form of language is regarded as a cool, if not the coolest way to communicate. It is a language no-one learned in school, but in many respects it directly mirrors spontaneous and colloquial speech, with all its short-cuts and idiosyncrasies. And like everything adopted by tweens, it has immediacy stamped all over it.
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Figure 1.1A chat room. Of all tweens worldwide, 47.2 per cent chat on the Web several times a week. Brazilian tweens lead at 70 per cent versus Japanese kids at 19.1 per cent.

On a recent visit to Japan I got talking to a group of young Japanese kids in a café. As tourists tend to do, I asked them what they recommended I do during my stay. I asked them where to go, what to see, and what to avoid. I expected them to think about this and to confer with one another before they replied. But without hesitation they pulled out their I-mode phones and typed in my question in Japanese. Within seconds they had a list of the 10 most popular attractions in Tokyo. There was a different list of the five events that would be most relevant to tourists that week, and the 10 places tourists should avoid. I asked for a pen to take down the details. No-one could help, but they asked for my e-mail address so they could send the information to my phone!

How this affects face-to-face communication is yet to be determined. Even at dance parties, tweens can be seen texting and talking on their phones. Perhaps it’s the loud music, but not too many words seem to be exchanged verbally. It’s all digital.

And this is where the personal Web pages come into play. A page in many ways acts as a brochure for the tween. It’s their personal ad or online brand. So instead of repeating the same information about themselves again in the chat rooms, they can simply let their personal Web page do the work.
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Figure 1.2A personal Web site. Brazilian (15 per cent) and American (13.5 per cent) kids have the most personal Web sites. However, globally, 42.7 per cent of all kids dream of having one.

But it doesn’t stop here. It wasn’t so long ago that it was considered impolite to call anyone before 8.00am and after 9.00pm. Well, those days are long gone. This is a generation which you can reach 24 hours a day, 7 days a week, if not via the land-line phone, then via the mobile one or the chat room or an SMS message.

And almost without exception, one of these devices will be active – because ‘what if something important comes up?’.

‘When I have the remote in my hands – I am in control’

Tweens constitute a very different and very demanding consumer group. Apart from being born to the interactive digital age, there is a range of other factors that define them. It’s to do with a trend that’s been labelled KGOY – Kids Grow Up Young, and it relates to the fact that they’ve been exposed to much more at a very young age – younger than any other generation. It’s all about more information, more entertainment, more communication and more brands.

Television has been instrumental in pushing these barriers. And soap operas have had a major hand in this. Think about it. All the soap families lurch from one crisis to the next. There’s divorce and adultery. Even murder. Problems are solved in a short half-hour. Judge Judy can work her way through five court cases in a mere 25 minutes. And as for the complexities of war – well, that may take a little longer. But 120 minutes in the cinema should solve it.

Now add the Internet to the mix. Despite numerous attempts to keep tweens’ eyes from certain Web sites, they still have access to content that neither you nor I would have seen by the age of 20, let alone 10. In fact, tweens have access to such a wide variety that, according to our study, 44.3 per cent find it acceptable that their access to the Internet is limited. But even if we could regulate children’s viewing, 12-year-olds can pass themselves off as any age they wish in a chat room and engage in dialogue that would make their parents blush.

In so far as soap operas reflect real life, 50 per cent of this generation have lived through their parents’ divorce. Divorce forces children to grow up faster. I don’t think we should underestimate the effects of the fear, anxiety, lack of trust and impermanence to which this generation has been exposed more than any other.

Their awareness makes the tweens a NOW generation. They want things to happen here and now. They want to solve their problems now, not tomorrow. They must make their purchase now, win the game now or learn what they want to know now.

This is a generation with little, if any, patience. That’s not surprising, given how few situations are available where they can learn it. The small screen presents a world where millionaires are made in half an hour, and pop stars are created in four weeks. Meals are whipped up in moments and babies only cry for a brief five seconds. In their world, the sky is the limit, as long as you can achieve it here and now.

‘Everything is possible – I’ve seen it on television’

This is a generation without mental barriers. How can there be room for inhibitions in a world where everything happens in minutes and everything appears do-able? The lack of barriers is reflected in every channel of the media to which this generation has been exposed. When PepsiMax was first launched it presented the notion of extremity. Extreme sports presented the ultimate challenge to an older generation which identified with the idea that they themselves were extreme.

It worked for some months, but ultimately created a more difficult challenge for the marketers at Pepsi. The emerging generation, the tweens, were singularly uninspired by notions of the extreme. Quite the contrary. The ads had absolutely no effect on them, since they don’t regard their sports as being at all extreme. It emerged that this generation is not easily provoked. Nor are tweens easily shocked. In fact, on the whole, they’re far less motivated than other generations. And to further aggravate the folks at Pepsi, game manufacturers who are in tune with the tween generation’s blasé attitude co-opted the term and gave it a deprecatory twist by applying ‘extreme’ to minor games. I mean, how big a whoop can you muster for the application of the Pepsi challenge to ‘extreme’ pinball?

‘I have played outside today! I created a whole city in SimCity’

A disturbing trend is emerging alongside the proliferation of computer games. The tween generation seems to be losing its creativity. The toy manufacturer LEGO has been struggling with this trend for the past few years. LEGO is based on a combination of creativity, imagination and fun. Ten years ago, the standard box of LEGO blocks contained 500 to 1,000 bricks. They have recently come to believe that this is simply too complex for tweens to use. Not only do they not have the patience to collect a castle, a boat or a car, but they also lack the necessary imagination to create new forms and shapes.

As a response to this troubling trend, LEGO has decreased the number of pieces in each box. However, they’ve increased the size of each block, to justify the change. So where you once needed 100 blocks to build a house, today you’ll need only 20.

The current lack of creativity and imagination can partly be blamed on the proliferation of computer games and the permeation of the media. Young people once spent hours outside playing in local parks and friends’ backyards. They invented games, created rules, shot a few hoops, batted a few balls and rode bikes with cards pegged to the wheels. Kids were once creative directors in neighbourhood fantasies.

 No more. These days, kids rarely leave their bedrooms. When friends come over they watch one another operating technology and give the odd instruction from the wings. Alternatively, they embark on multi-plays where individuals challenge an often faceless, nameless opponent from the comfort of their own bedroom.

Computer games most importantly require dextrous hand-eye co-ordination. Really challenging games that require flexible brain-power are few and far between. Computer games commonly provide all the creative solutions, and all that’s required of tweens is to choose which solution they prefer. Too few games ask them to create the environment or the rules of play.

Sadly, the situation is not very different with television, movies or game shows. They all offer a choice of solution, but too rarely offer the viewer any opportunity to create their own stories with their own individual outcomes.

This lack of creativity will present another challenge to the marketers of the future.

‘I trust brands as long as they have been on the telly’

So how is all of this going to affect the brand? So far, so good. A quick survey will reveal that brands are as hot as ever among today’s tweens. The familiarity of brands adds security and offers a framework to their world. And in the best spirit of the marketers, brands have become symbols for an identity, offering the opportunity to be trendy, cool, rich, outrageous, rebellious or just plain stylish.

Brands have become an integral part of the way tweens define themselves. It’s the way they express who they are at home, at school, at parties and even on the Net. Tweens are the most brand-conscious generation yet. Our numbers reveal that it is far more important to wear the right label than it is to wear the right clothes. It is largely through their choice of brands that tweens distinguish themselves from one another.

‘I am very loyal to a brand as long as I am not the only one wearing it’

This devotion to brands should reflect a high brand loyalty. But this is no longer the case. In fact, the opposite holds true. Loyalty is first created among the group, which then identifies with a particular brand. This means that if one or several people in the group shifts brand (usually the result of observing other tweens, or fashion magazines or something on television) then the whole group will follow. Even though a tween might be a huge follower of a certain brand, this would not prevent an instant loyalty shift. There’s no fear of the consequences of not shifting, either.

Quite simply, there is no similarity to the brand loyalty shown by 34 to 45-year-olds who rarely change their preferred brands, unless of course they yield to pressure from their tween!

Generally this lack of loyalty can be ascribed to the media which constantly define and redefine what’s hot and what’s not. It is a rare occurrence indeed to see a celebrity wearing the same outfit twice. They are constantly changing – clothes, cars, perfumes, homes and jewellery. Likewise the tweens want to change too.

‘I can’t stand Levi’s’

The big ongoing question that marketers have to ask is: what’s in it for us to appeal to an audience that constantly changes brands? Tactics have to be re-evaluated. Of course, not all businesses require a tween brand strategy. But many, perhaps up to 80 per cent of business-to-consumer brands do. You would be surprised to learn that most of these do not have a single tween product in their current portfolio!

Tween marketing is just as much about building a solid base for the future as it is about creating an ongoing dialogue with an audience that will, in a few years, become their major source of revenue. Many products aiming to create brand loyalty among the young might not have a huge market at the moment among tweens. But they should be laying the foundations of a relationship that could possibly last forever. Coke has succeeded in this area quite magnificently.

But this is not the whole story. Tweens are old enough to have formed clear brand preferences and young enough to be dependent on their parents. They form a perfect target group because of their ability to directly influence their parents’ spending. In fact, our study has revealed that a substantial number of brands purchased by parents are so influenced by tweens that in some cases they can be characterized as the primary decision makers. This despite the fact that they may never use the product! Increasingly, companies are using tweens to communicate with their parents, thereby securing a positive place within the family. Remarkably, in more than 50 per cent of the product categories we tested, this actually works. Tweens do manage to persuade their parents to try something new.

But no matter what decision you take within your organization, it is all about staying committed. Once you are on the tween train, you can’t get off. Tweens are so critical, so direct, so opinionated and so demanding, that at no point will they forgive you for establishing an image in the market merely to disappear shortly thereafter. It’s a bit like yesterday’s news. Once it has died in their consciousness, it’s almost impossible to resurrect. Brands like Disney and LEGO are mindful of this death trap, and do whatever they can to avoid becoming merely a passing fashion or trend. Not that this isn’t tempting. The instantly huge revenues are undoubtedly attractive. But the flipside is disastrous, because once a brand has peaked, it has nowhere else to go except down. With trend cycles lasting little more than four months, no established brand manufacturer can afford to drop.

So if you decide to go ahead with a marketing program aimed at appealing to tweens, ideally it should be fluid enough to prevent it from peaking and dying, and leave you with a point of return that will justify the investment.

PLANET KIDS

Tweens have just begun to be independent of the home. They live lives away from Mom and Dad or a carer for several hours each day. They’re old enough to form their own clear opinions about brands, can affect household decisions regarding shopping and brands, and are distinct enough as a marketing group to form a workable profile that will be useful to any marketer’s long-term plans. Generally tweens can be divided into four groups:
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Edges

These are the independent rebellious tweens who don’t necessarily see themselves as being on the cutting edge. In fact, they barely perceive themselves as members of the tween generation. They’re anti-fashion, and supposedly anti-brand. However, they often identify with brands that reflect their rebellious behaviour.

They’re the Wild Bunch. They tend to break the rules, slack off at school, are rarely home, partake in extreme sports, dismiss the norm and can in no way be classified as ordinary. But because they break the rules and run their own lives, they are perceived as independent trendsetters. They try products and brands long before everyone else – and they often combine old products in new ways, re-inventing them and making them cool.

Persuaders

Influencers are the most popular tweens. Their decisions are adopted by the group. This is the group that marketers vie to harness. Their influence is invaluable to any product.

Part of the reason they’re so admired is because of their speedy adoption of new trends. They are cool and they are popular in a way that is far more accessible to most of the kids than the Edges.

Influencers are conscious of style. They spend a lot of time working on their appearance. They dress well and are especially conscious of their hair. This group is substantially more mainstream than the Edges.

Followers

This group represents the mainstream and forms the bulk of today’s tweens. They listen to the Persuaders but also have an ear open to the Fringes. They’re never the first to try anything. They’re followers rather than leaders. Their self-esteem does not run terribly high and they don’t consider themselves cool.

Reflexives

This group tries to increase popularity and acceptance among their peers, often without much success. Reflexives are an out-group. They rarely pick up fashion trends and almost never go out. Like Followers, Reflexives are distinctly followers who lack self-esteem, don’t have many friends, but seek social acceptance.

‘We are all different – almost’

Despite attempting to organize tweens into distinct categories, there is huge variation within the four groups. However, categorization helps us understand that tweens have differences and an internal hierarchy, which to a large extent determines their relationship to brands and their adoption rate.

There is a social pecking order which is not necessarily overt, but is understood and accepted by all tweens. Being familiar with the hierarchy is extremely valuable when you need to identify the best possible tween group for a specific brand. The wrong choice, the wrong message or the wrong image could easily ruin the effect of the campaign. It is therefore essential that not only should careful attention be given to the age definition of the tween group, but it also needs to be defined according to the social hierarchy.

‘The world has five fashion kings who invent all fashion’

Each trend is set in the media. Peers learn about trends from lead-peers. Lead peers learn about trends from magazines. Many trends start their life on the street, but they’re quickly co-opted by magazines and television, which expose them to a global audience. They then enter conversation at private parties where the latest fashions and trends are discussed, exchanged and examined in detail.

A study conducted by TRU in 1996–98 explores pastimes tweens have considered ‘in’ since 1996. Among the perennials are sport, movies, computers, the Internet, shopping, music videos and partying.

‘My best friend lives a nine-hour flight from here – at least that’s what my dad says’

Tweens are much more global than you think, not only because they spend so much time on the Internet but because of their substantial exposure to television and magazines. This is the most global generation the world has ever seen. They’ve been exposed to both local and international trends, literally since birth. They speak to as many people online as they do in their neighbourhood – if not more. Another aspect of their global disposition is the way they share similar brands with their friends who live on other continents, often thousands of kilometres away.

Of the 100 most well-known and respected brands in the United States, 92 per cent are represented in more than 10 countries. Should you have the misfortune to be without local representation, you’re almost certainly able to access the brand on the Internet. E-commerce ensures that brands have wings even before the manufacturer has developed an international marketing strategy.

If you’re in any doubt about how brand knowledge travels, you only need to spend a while in a chat room where tweens are discussing brands. You’ll be privy to links to new sites, you’ll hear opinions about music, movies and pop stars, and you’ll soon find out the latest most desirable item to have in other countries. It’s conversation that pushes brand talk far beyond national boundaries.

Some marketers have already tried to gain leverage from this oasis of advertising exposure by creating ‘false’ Web sites. They construct their site so it looks as if it’s been created by a tween. It’s essentially an ad, but it masquerades as a tween talking personally about life, friends and hobbies. As part of the conversation, brands are mentioned, specific links are targeted and there are even images that are designed to look unprofessional. The average viewer would believe the site belongs to a real live tween!

False personal sites appear on the Net via agents who carefully monitor chat rooms for hours on end, and craft programs that contain all the relevant key words and slanguage of the tweens. These agents go further. They participate in the chat and share their views. They exchange URLs and help drive traffic to their site which is masquerading as a ‘personal’ homepage, but in reality is all about product placement.
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Figure 1.3A false Web site. Several thousand Web sites today are ‘product placement’ sites or ‘false’ Web sites claiming to be representing an individual’s opinion but are in reality built by companies.
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Figure 1.4A Blair Witch Web site. A $35,000 movie managed to generate US $100 million via viral marketing.

There are quite a few variations on this theme. Another ploy has two agents entering the same chat room and creating a conversation about a product. The idea is for others in the room to take heed of what they’re saying and follow their lead to the ‘false’ homepage.

Every day newer, more sophisticated marketing techniques emerge to spread the brand word. There was an amazing buzz surrounding the movie The Blair Witch Project. During the launch of the movie, A4 photocopied posters were strategically placed in major cities: London, New York, San Francisco, Sydney and Toronto. The style of the posters was similar to those used for missing persons. They created mystery.

The film was supposedly based on a true story of three student film-makers who disappeared in the woods near Burkittsville, Maryland in the United States in 1994. They were supposedly shooting a documentary about the legend (some say a true story) of the Blair Witch. A year later, their footage was found.

Each poster listed a Web address where people could find out more. Hundreds of thousands of people accessed the Web site during its online presence. So a movie that cost less than US $35,000 to make ended up one of the highest earners of 1999, grossing an astounding US $100 million at the box office. The marketing is rumoured to have cost less than US $100,000. In addition to the cost of the photocopied posters, the bulk of the expense involved paying students to put up the posters.

It is clear that creative branding campaigns have the capacity to push brands way beyond their national borders, often on a very limited budget. We’ve only just seen the beginnings of this trend. It is certain that the Internet will continue to contribute to the international growth of brands, as long as the marketers find the right buttons to push. On the other hand, the life-span of many an international brand will become shorter because of the reduced attention span of the tweens.

‘People who love Abercrombie love Britney Spears – I hate Britney Spears’

Like many generations before them, music represents a united voice among tweens. In fact, our research shows that 45.4 per cent of the world’s urban tweens prefer listening to music to watching television. But this is hugely paradoxical. On many levels music has become the province of the huge corporations. They put millions into individual-star packages. There’s the mega-million costs of the video and the CD. You’re blitzed with ads on the back of taxis, strategically placed billboards and posters in every bus stop.

But at the same time music is also more fragmented and offers more styles catering to more tastes and increasingly narrow segments. The online world offers downloads from others’ hard drives, and sites where you can access almost any sound at any time, anywhere on earth. On offer is greater diversity than ever before.

It is fascinating to see how the segmentation of tweens takes place purely on the basis of their musical taste. The Edges and the Persuaders dance to a different beat. The Followers tend to listen to whatever the Persuaders were listening to a few months ago. The Reflexives don’t seek anything out, but tend to pick up on the music that the commercial outlets play.

In the most general terms, the Edges like alternative music. They listen to trance, ska and metal. The Persuaders like rap, hip hop and rhythm and blues. The Followers tend to go with whatever everyone else is listening to.

Tweens’ all-round preoccupation with music is reflected in the tremendous growth of music available on the Internet. Our BRANDchild study shows that 49.2 per cent of all wired urban tweens frequently download music from the Web and, despite the 2003/2004 regulations, still couldn’t care less about the legal implications.

But it doesn’t stop there. From simply listening to music, many tweens have taken the next step and begun developing their own music online. Often it is a remix of their favourite songs combined with tunes they have composed themselves. And this is where it becomes fascinating. Several sites have created a place to air these self-composed tunes. Their individual melodies can be shared with anyone who has a speaker and an online connection, in any country anywhere in the world.

The path from home-composed music to fame has never been shorter. Several hits, particularly in the United States, were first played on these sites and were later picked up by radio stations to make the successful transition to becoming a major hit. This trend to underground music and guerilla production has united groups across the globe who share common tastes in music.

This has created a totally oddball scenario. There is a huge proliferation of ‘the same’. There’s also more difference than ever before. MTV uniformly blasts music into millions of homes, but even that has become more refined. MTV is no longer a single television channel. It’s now 30 different channels, each with its own content, style and brand images. Each one has the same critical mass to draw on, but has been individually programmed according to the culture for which its signal is destined.

However, MTV remains a recognizable world brand even if it does promulgate locally driven values that distinguish one station from another. It’s like different flavours of the same brand ice-cream. In distinguishing local stations and giving them their own flavour, MTV has also become part of the deglobalization trend. In fact, if the world of tweens were as global as their communications imply, then MTV would not have 30 representative stations. They would need only one! Cultural differences around the globe are still enormous, even among the tween market.

Despite the fact that there are still significant differences between tweens across segments of the population and across countries, music is still one of the best possible ways to identify and categorize them. It both separates and unites various groups. It is certainly a clear indicator of their brand preferences, and offers useful clues as to how to approach them from a marketing point of view.

Often brand preferences correlate with musical taste. Even though this technique is not 100 per cent accurate, you can count on the music choice 90 per cent of the time reflecting brand clustering.

‘I can write all my SMS messages without looking at the phone’

Music is merely one of the elements giving a good indication of tween behaviour around the world. Another area of great importance is how the use of icons and terminology has affected this generation. Icons were first used by England’s Royal Navy during the Napoleonic wars. They didn’t use smileys; they used flags. Each flag represented a letter, and each letter formed part of a code. The BRANDchild survey reveals that 13 per cent of all urban tweens prefer to use icons as their main language instead of more cumbersome words.

It is hard to believe that the ‘PLAY’ arrow and the ‘STOP’ square have only been around since the 1980s. Yet in two decades they have become a couple of the most highly recognized symbols in the world.

Apple was the first to develop computer icons. In 1984 their smiling-face screen icon greeted every proud new owner of the Apple Macintosh 128k. Icons were an instant hit. They crossed cultures with ease, they were easy to use and easy to understand. The little bin where you trashed irrelevant data and the little clock that told you to wait still form instantly recognizable icons on even the latest, most sophisticated Apple systems.

The icon trend continues to evolve. Almost all of today’s technology-based hardware and software systems are based on globally recognizable icons. They have even travelled across media, and are seen everywhere from mobile phone screens to pocket computers, and from television remotes to microwave programming displays.

Tweens have grown up using them with an ease and understanding that appears to be instinctive.

‘Italian food is from Minnesota’

One of the first signs of globalization emerged in our food consumption. Yesterday’s choices involved chicken or beef. Today’s decisions sound more like a global atlas. Chinese or Japanese? Vietnamese or Thai? It is not unusual to eat chow mein on Monday, pasta on Tuesday and couscous on Friday. We hardly give it a thought. We combine the global smorgasbord as if we were born with a sushi roll in one hand and a croissant in the other.

The proliferation of multicultural cuisines works both ways. Tweens around the world, from Bangkok to Beijing and Melbourne to Miami, like to tuck into a quick burger. Whatever we may think of it, the fast food culture has infiltrated every corner of the globe. We think in terms of meal packages. A burger is not just a burger. It comes with French fries, a drink and is served up in a colourfully branded cardboard box. After we’ve eaten, we wipe our hands on the branded serviette and dump the box and the branded cup in specially allocated garbage bins.

Food has become another way for tweens to understand and learn about other cultures. Fifteen years ago, I found Thai culture exotic, unusual and awe-inspiring in its difference. I was exposed to food, stores, clothes and a culture that I’d never encountered. A return visit a couple of years ago presented an entirely new picture. The cultural similarities were far greater. Most of what I saw already existed at home. Gap, Starbucks, Levis and McDonald’s logos were prominent features of the street landscape. The food was the same as back home, and even the pirated sounds blasted out of Bang & Olufsen speakers at the Bangkok Night Market were the same sounds as the music that was played on local radio stations at home.

I visited a local Thai family and was taken aback to see that the family owned a DVD player and had more than a 1,000 DVDs in their library – all pirated copies, of course. I found we had an instant rapport. I could talk to the children about pop culture. We discussed movies and celebrities and food and clothing. The only difference between us was that they were Thai, and shared a home the size of my Danish living room with 12 people.

Pop culture is now global culture. The boundaries between ‘them’ and ‘us’ are becoming increasingly blurred. The distance between Thailand and Timbuktu is only a click. And no-one is more familiar with it than the tween generation who travel these distances every day.
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SUMMARY

[image: ]This generation has been tagged as the ‘age of compression’ and has been called the KGOY (Kids Grow Up Young) generation. It’s a 24/7-generation, and it expects 24/7 brands!

[image: ]Tweens have more personal power, more money, and more attention focused on them than any other generation before them, influencing spending of up to US $1.88 trillion a year worldwide, and affecting close to 60 per cent of all brand decisions taken by their parents. Not surprisingly, they are exposed to some 40,000 commercials a year, in the United States alone.

[image: ]Brands are as hot as ever among today’s tweens. They have become an integral part of the way tweens define themselves. It’s the way they express who they are at home, at school, at parties and even on the Net.

[image: ]This is the first generation born with a mouse in their hands, and a computer screen as their window on the world. For this generation, being online is as comfortable as being offline. It is a truly interactive generation, and one that’s only known instant gratification. The term ‘information overload’ is irrelevant to them.

[image: ]Verbal communication is no longer the premium form of communication. Written communication is making a come-back.

[image: ]The two main features of this generation is that they require their lives to be interactive and instant. More than anything else, it is these two characteristics that will affect the way we build and maintain future brands.

[image: ]

ACTION POINTS

[image: ]Determine to what degree you believe your brand is dependent on the tween generation, either directly or indirectly. If possible, attempt to establish to what extent there’s a direct or indirect tween influence. Place a dollar figure on your estimate.

[image: ]How would you evaluate the future of your brand? Does its current profile, image and product offerings match the aspirations of this generation?

[image: ]How much influence do tweens currently wield in your category? And at what ages to they wield it?

[image: ]If the current degree of tween influence is limited, can you change it?

[image: ]Develop a list of the five points you believe are the major strengths of your brand. Also list the five weaknesses.

[image: ]Identify your two main competitors, and estimate their position regarding their five strengths and five weaknesses.

[image: ]Now decide how you’re going to beat them. First read Chapter 2, then make up your mind.
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Tween dreams for sale

‘I don’t wanna leave without my teddy’

There are no guidelines to getting inside the dreaming hearts of today’s tweens. We can only look back on recent marketing successes to see if we can find the formula that made the Ninja Turtles and Pokèmon the winners that they were.

Probably without even knowing it at the time, their inventors got the combination right and somehow pressed all the right buttons. Popularity and fame score high on tweens’ dream list. If they aren’t after it for themselves at this stage, they’re deeply in love with those who have it. Our BRANDchild study shows that more than half the tweens we interviewed worldwide – 52.7 per cent – want to be famous. Interestingly enough, Indian (90.3 per cent) and American tweens (60.9 per cent) topped the list with this desire. In sharp contrast, only 27.7 per cent of Japanese tweens and 47 per cent of Danish tweens share this ambition.

Along with fame, there’s the desire for fortune. This is hardly surprising with American Idol running on its third round across some 20 countries, in addition to Australian Popstar, The Trump Show and The Hilton Sisters,  and 64.2 per cent of urban tweens globally share this dream. Again, it was the Indian and American kids who topped the list, with 75 per cent wanting to be wealthy, whereas only 53.3 per cent of the Chinese tween population expressed the desire for riches.

A careful study will reveal that there are six distinct characteristics that go to make up the most successful brands and toys, worldwide. What we find is a recipe incorporating the right measures of fear, fantasy, mastery, humour, love and stability.

[image: ]

Figure 2.1The six core values driving all successful marketing to tweens.

FEAR

‘Can monsters see in the dark?’

The fear factor encompasses terror, horror, panic and war. Although many of the great marketing successes have appealed to both boys and girls, in their tween years, it’s the boys who are largely consumed by ideas of the fear that goes with horror, panic and war. And while their male counterparts are out on imaginary battlefields, the little girls are pledging their loyalty in friendship and love.

Boys also team up with their buddies. As many as 80 per cent of all boys want to be part of a group, not only when they’re playing at war but in almost all game situations. But according to our survey, the need for connection and relationship remains just as intense in girls.

Boys are more drawn to mastery than girls. They aspire to have the same control that they witness in their heroes and warriors. But this does not mean boys want to be leaders. Less than half the boys and girls surveyed liked to make the decision in their group. German tweens are the least comfortable about taking control, with only 20.5 per cent of them expressing a desire to do so. You may ask if this result draws on their historical heritage, or if it’s just coincidental.

There are no firm and fast rules in the wider game of growing up. The boundaries between the dreams and inclinations of boys and girls are often blurred. And the successful brand concepts embrace a variety of combinations of the elements that make a war hero and the love sought by their female counterparts. Humour easily reaches across the gender divide to find itself a winner in both camps, as does fantasy, providing the fantasy is not too unrealistic.

The Concise Oxford Dictionary defines fear as an unpleasant emotion caused by the belief that someone or something is dangerous, likely to cause pain, or a threat.

Fear is a primal reaction; it lies in wait for as long as it takes for the lights to go out, and appears just after children have been tucked into bed. That’s when the monsters that lurk behind closet doors take over. So being safe is important to 91.9 per cent of all urban tweens. It’s one of the most important values in their lives. So it comes as no surprise that successful marketers of tween toys have so far been smart enough to incorporate ‘fun fear’ and ‘scary fear’ in concepts aimed at boys.

Fear is also an essential part of the learning process. As tweens begin to understand how little influence they have in the big bad world, fear comes into play. Think about the various aspects of fear incorporated in toys, advertising, books, movies, and even the branding of candy.

The film, Monsters, Inc. produced by Disney Pixar, exemplifies fear building. The story is based on Monsters, Inc., the largest scream-processing factory in the monster world. It has a single mission: to scare children. Its enormous success is born not only of its incorporation of fear. It also provides space for the conquest of fear, showing children and tweens a way to overcome their bedtime nightmares.

Fear is invidious; it lies deep within the experience of all tweens and it is an emotion with which they obviously identify. A fight between Mom and Dad can be just as frightening as a confrontation with a monster or an unwelcome visit from a space invader. The idea of being kidnapped or being left entirely alone in the world without parents can be equally scary.

Teenage Mutant Ninja Turtles, invented in 1984 by Kevin Eastman and Peter Laird, is a brilliant example of a group of characters incorporating responses of fear and humour. The team of four heroes is named after four great classical artists. There’s Raphael, Donatello, Leonardo and Michelangelo, and they all have a mission to conquer evil.

In a style that is wonderfully reminiscent of stories such as Hans Christian Andersen’s, these creatures, dressed like turtles, behave like human beings. This infallible human-animal combination has universal appeal for children. The concept taps into the tweens’ deepest emotions and ideals. The Teenage Mutant Ninja Turtles are fun and intelligent, they have a strong friendship, they are in control, and they show all the characteristics of real heroes. Cleverly, the story is open-ended, leaving as much room for Teenage Mutant Ninja Turtles movies and comics as the market will allow.

Spider-Man is another hero who wrestles with fearful situations and presents children with tangible ways to conquer their worst nightmares. The merchandise offers something for each age and stage. There’s everything from a Sky Rider play set to Spider-Man electronic gloves which optimize touch and equip them with special powers. The Spider-Man concept travels seamlessly between the cartoon, creating its own life on the movie screen, energizing the play on the floor, and sparking the competitive element on the computer screen. The common link is to conquer the enemy.

The BRANDchild global survey determined that 37.7 per cent of the tweens interviewed considered the movie Spider-Man the hit of 2002. A further 24.3 per cent stated that they believed Spider-Man would stay popular forever. There’s an interesting twist here. Spider-Man was substantially more popular outside its home turf, the United States, where only 30.4 per cent considered it the best of the year, in contrast with Germany, where 57.5 per cent of tweens rated it Number One.

The similarity between the Spider-Man and Teenage Mutant Ninja Turtles concepts is clear. The only difference, probably explaining why the Ninja Turtles instantly rocked the box office, is that those feisty Turtles represented a whole variety of human characteristics with which children can easily identify.

The incorporation of fear to create thrills and chills is hardly confined to the tween segment of the market. James Bond movies, which first came to the big screen in the 1960s, are based on an almost identical set of emotions and experiences as Teenage Mutant Ninja Turtles and Spider-Man. The Martini-drinking, girl-chasing Bond uses highly-developed technological equipment in his fight against evil and terrorism. His transformable cigars and his secret weapons appeal to a sense of humour and require an active imagination. Many generations have been introduced to Secret Agent 007. To date there have been 20 Bond movies made.

Over the last 50 years there have, however, been vast changes in the fear-producing technology that outdo even Bond’s secret weapons. Turn-of-the-millennium technology has introduced multimedia and interactivity. Where toys of the past decades had only limited ‘feedback’, today’s tween products will bring new challenges.

Skannerz, a game concept based on a barcode scanner, allows any kid to scan UPC barcodes and, as the commercials say, unleash the world of monsters, magic and mayhem that has been trapped on earth from a distant planet. The idea behind Skannerz is once again the conquest of fear, made all the more intense by technological wizardry.

Coca-Cola has never been slow on the uptake, and they are right up there as far as interactivity goes. Coke’s advertising campaigns targeted at tweens in Europe and Asia all incorporate interactivity. Each Coke bottle contains a secret phone number and code. SMS the phone number with the secret code and you instantly become part of an online Coke competition. Winners receive notification immediately. For those who don’t win, there’s always the opportunity to enter the next round. The game also incorporates an element of chance: it’s the gamble one takes each time one takes part in the competition.

FANTASY

‘Is the moon made of cheese?’

Fantasy is liberating because it is unlimited. It expands the imagination. The younger the child, the greater the capacity for fantasy. This is because children are not yet affected by the restrictive boundaries of traditional thinking. Imagination is a key word. Tweens spend a lot of time pre-occupied with daydreams which often star themselves as a hero of one sort or another living in a boundary-free world. This happens habitually and increasingly, often when they experience their real worlds as boring or trivial.

The life of most urban tweens is one of routine. They rise early, eat an obligatory breakfast and walk or ride to school, where they’re holed up in a compulsory classroom for hours. Then they return home to do their homework. By this stage of the day, escape is their deepest desire. How do they do this? The best way to find out is to go online! One thing is common to tweens across the globe, regardless of nationality or even gender, and this is that the Internet is an overwhelming presence in their after-school lives.

A substantial 45.7 per cent of all urban tweens worldwide use the Internet regularly. The United States leads the way, with Internet penetration of 72.8 per cent. This is followed by 56 per cent in Japan and 52.5 per cent in Germany. The lowest penetration, although it can hardly can be characterized as low, is found in India. There, 23 per cent use the Internet regularly. In China, 31 per cent are on the Net.

Goodbye creativity

Despite the amazing change of media use that’s occurred among this generation over the past seven years, games still dominate as the major source of online appeal. Electronic games have clearly become the global factory of fantasy material, independent of any national borders. Our survey shows an astounding 68.3 per cent of tweens who are online buy or download games from the Internet. Indian tweens lead the way with 77.6 per cent, followed closely by the United States with 75.7 per cent. Surprisingly, 74 per cent of Chinese tweens who are online play right alongside their global contemporaries.

Critics have commented that tweens are increasingly absorbed with online entertainment, with the Internet merely a device for escapism. And they may be right. In fact, this may well provide a worthwhile clue to marketing success for this group. Capture the tween fantasy; provide the tools that will enable them to create the world of their escapist dreams, and voila, you’ve got it made in the proverbial shade.

However, as I discussed in Chapter 1, it would appear that with the development of new technological toys, the active fantasy life of tweens has decreased over the past decades and this has been a blow to more classic toy concepts now struggling to justify their existence.

The first time I noticed the decline of the tween imagination was eight years ago, when I was conducting field research designed to learn about the attitudes of children to their toys. Most importantly, I wanted to know what type of concepts continued to sustain their interest. It was depressing to learn that LEGO models tended to remain on the shelf, like trophies. Once built, they were never taken apart.

It seemed that once the tweens I visited had built the pirate ship, the castle or the LEGOLAND city, they lacked the motivation to start again. Why should they do so? What was the point of playing with LEGO if it offered no opportunity to score points or compete with friends?

At the time I did my research, the really popular games were all computerized. The question was whether to buy a GameBoy or a Nintendo, both hand-held and easily accessible. A box of LEGO was no longer enough. In reality, what was required was a box containing pre-programmed fantasy. LEGO became aware of this and in 1994 the company teamed up with MIT Laboratory to incorporate technology-driven interactivity in their toy products.

Since then LEGO has formed alliances with the marketers of some of the world’s most established tween fantasy concepts. Dreams that have already been established and recognized by tweens such as Winnie the Pooh, Star Trek, and Harry Potter can today be found in most boxes of LEGO. By understanding that this group of youngsters is no longer fantasy-driven but fantasy-receiving, LEGO secured its future success.

It is debatable whether or not this is the right kind of fantasy to push these days, since imagination is becoming increasingly restricted. It is no longer in the possession of creative toy manufacturers like LEGO, Fisher-Price or in the minds of tweens. Rather, dreams are held in the domain of media creators such as Disney Studios, Star Wars creator George Lucas, the Harry Potter license owner, AOL Time Warner or Steven Spielberg.

Goodnight Harry

The upside of not owning blockbuster concepts is that the company doesn’t have to weather the bust after the boom. In fact, our study reveals that a steady global decline of the Harry Potter brand has begun. Today only 27.4 per cent believe that Harry Potter is a happening trend, while 38.5 per cent consider him a fading phenomenon. It’s important to note that the tweens who consider Harry Potter still viable are mostly from countries where English is not the first language, so that the trend came later than in the English-speaking world. If brands like LEGO or Fisher-Price had been based on a Harry Potter platform, the future of their company would be in serious jeopardy.

Ownership of dreams is not, however, the sole issue. It is essential that every toy, every tween campaign, and whatever is communicated to this audience all appeal to the imagination in some way. This is precisely what JK Rowlings’s Harry Potter series succeeded in doing, for a while. The plot lines advance the principles of good fighting against evil, just as the classic Grimm and Hans Christian Andersen fairy tales did. In these stories, someone always receives powers or achieves wealth and success. The creation of Harry Potter’s new universe allows tweens to dream themselves out of their workaday routines. The strength of the concept is remarkable; and its power outshines the multifaceted brand merchandising. Quite simply, it unambiguously reinforces the dreams that tweens have about wanting to run the world.
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Figure 2.2A LEGO–Harry Potter co-promotion. The licence deal between Harry Potter and LEGO managed to turn around LEGO’s constant loss of market share.

MASTERY

‘I want to run the world’

Tired of lavishing attention on your little one? Just wait until their childish needs are replaced by control needs when the tween years come round. And be warned: the desire is just as intense. It’s all about testing boundaries. The question becomes inverted: ‘How far can I go before I attract Mom and Dad’s attention?’ ‘What will Grandma do if I place my spider monster in the hall?’ ‘Will my teacher freak out if I throw an egg bomb into the classroom before the lesson begins?’

From a statistical point of view this becomes even clearer, with 59.3 per cent of all urban tweens across the globe preferring to ‘do things their own way’. Japanese (82 per cent), Danish (81 per cent) and German (71 per cent) lead this trend, with a surprisingly low 35.9 per cent of tweens in the United States declaring their desire for independent behaviour.

For our imprudent tweens, the idea of pushing the limits without taking the rap is not the only reason for their actions. They need to know who’s in charge. If you want to understand the concepts of mastery and control, then listen to tween talk. ‘I bet you wouldn’t dare scream “idiot” at that man.’ ‘This is my room! Touch anything and you’re dead.’ If you want to connect with those who have recently untied their mothers’ apron strings you will need to make sure that they feel they are in charge.

Battlebot, a tournament game fought by real remote-controlled models, has swept the global game world with resounding success. The concept is based on a range of television shows where tweens take up cudgels against each other’s Battlebot. More often than not, the winner has the most innovative construction, the smartest navigation and the best strategy. But Battlebots come in the wake of a raft of merchandising providing tweens with a chance to fight and take control of their own game. Battlebots is currently the US’s third highest-rated sports program on basic cable. It is rated behind World Wrestling Federation and ESPN’s NFL Sunday Night Football. Every week more than 3.5 million people watch the Battlebots in combat.

The LEGO Company’s Vision Command, ideal for control freaks and secret hunters, gives tweens a chance to hold the reins. Vision Command comes in a box along with a LEGO cam. With this device it is possible to program a gamut of controlling tools, from motion-sensitive spy cameras to control-freak robots. The spy theme, a hot favourite on the entertainment circuit for almost a century, is still hot and looks set to remain that way. Now 12-year-old boys with a new home spy tool have the facility to check out their sister and her boyfriend catching up on a quick snog, right there on their own sofa.

Every tween knows that winning is about being in control. But the old idea of ‘winner takes all’ is no longer all that it’s about. The journey is just as important as the destination. Tweens still have all their senses sharp and keen, unpolluted by adult life. Cool graphics get tweens going, so they are fully tuned in to detail as they ascend each new giddy level of success in games designed for victory. Winning in a decent tween game should not be too difficult to achieve. But nor should it be too easy.

Take computer games, for instance. Surely it is not by chance that they have succeeded in capturing the imaginations of millions of tweens around the globe. Each new level of challenge is adjusted to match the player’s level. It’s hardly fun to win every game every time. But nobody wants to lose all the time either, especially when this is undeserved. Computer games for the Sony PlayStation and X-Box adjust their level of challenge according to a range of different factors, ensuring that the game is always a bit more challenging.

Tweens are captivated by the score list, which is publicized on the Net as well as at the PlayStation. It separates the masters from the losers, and makes winning a serious affair. Topping the score list is an honour beyond dreams. Whoever sees your name up there on the score list has the right to challenge you for your title. Ask any 11-year-old player what they dream of at night and they will answer: to be the master of the universe.

HUMOUR

‘Fun is when my dad forgets that everything he puts in my magic cup turns red’

Is humour important? What a question! Having fun was rated by 86.2 per cent as the most important element in tweens’ lives.

Tweens have their own special humour, intrinsically related to their own unique concept of fun. And what is this fun? Fun is when the legs of the chair on which Uncle Sol sits on give way beneath him. Want a good laugh? Hide an unwrapped hunk of cheese behind the toilet and let it ripen until Dad blows his top.

‘Fun is when Mom realizes all her credit cards in her wallet are gone!’

Tween humour develops from the naïve to the sophisticated. The idea of someone else losing control while they’re holding the reins is guaranteed to bring on a laugh, as the producers of Shrek, Toy Story and The Simpsons well know. Making your friends laugh also generates acceptance and loyalty.

You may recall that some years ago toy stores could not get enough stock of a nasty slimy green substance called Slimuck. It was amazing. Slimuck held together beautifully. You could slap it around and let it spread all over without the fear that this little green bit of goo would absorb anything. It was perfectly safe.

Heard the one about the writer, the floppy disk and the Slimuck? Well, the writer came home one day to discover a green slimy mass spread all over the floppy disks which stored the chapters of his first book. And over his papers and computer keyboard – more Slimuck! The writer turned green, and his nephews, who had plastered the strangely-textured stuff on the tools of his trade thought they were about to die of laughter. To gain control over the vulnerable adult, even for a few moments, was a peak experience for these youngsters.

The fundamentals of tween humour lie at the heart of cartoons like Tom and Jerry, Roger Rabbit and Road Runner. They involve pushing the limits, making fun of adults and doing crazy things that no one has done before. For over 50 years, Road Runner has been hunted down, and often been close to meeting his end. Yet he still survives. Shrek, a movie from DreamWorks, is also built on a combination of humour and fear, and closely resembles most of the movies that take place in a world parallel to ours.

LOVE

‘Love is a wedding with millions of roses’

When you scratch the surface of any thrill-seeking, fear-loving tween you will find the universal need for love. Children know there’s nothing quite like mother love. Many little boys start off life wanting to marry their mothers. In the natural course of events, this love is projected onto their teddy, who takes over the role as full-time, all-weather guardian. Some dads say it’s a losing battle competing with the teddy for attention from their little darlings.

Are girls really so different from boys? If love is what it’s all about for everyone, how different can they be? Are girls more able to express their love because they have communicated with their dolls? Or do the games they play with dolls simply make them appear more loving? Do boys lag behind in the love game because of something innate in their behaviour? In any event, the fact remains that girls express love more directly than boys.

Girl tweens began with Barbie. Barbie, the trusty blonde with down-home family values, has been the recipient of young-girl love for the past 40 years. Barbie is versatile. She comes with options. She can travel solo, or she can team up with her perfect husband, Ken, who of course comes with the perfect wedding. They have the perfect home and a permanently starry future. You can pick up the story at any stage of the game. Not unlike teddy, Barbie carries within her the dreams that guide little girls on life’s pathway. She is very reliable – well, that is until she was divorced by the end of 2003.

As we mature most of us feel the need to nurture those we love, particularly when the object of our affection comes in the shape of something small and cute, like a baby. This is one of the reasons the Cabbage Patch dolls are successful. Take the Cabbage Patch Kids, probably the most successful doll concept created after the Barbie doll. Each Cabbage Patch doll has been individually created. The dolls looked different, and not quite human. They had flat puffy faces but their behaviour was as close to human as dammit. But most intriguingly, Cabbage Patch Kids are not sold. They’re adopted. Each doll comes with its own name and adoption papers.

The success of this concept brings us back to basics: dolls fulfil a clear need to give love and nurture, and in turn to be loved and nurtured. Cabbage Patch Kids need children, and everyone wants to be needed. The Cabbage Patch Kids concept may sound simple, but it’s not everyone who has been able to crack a game that’s such a hit with little girls who are looking for love.

A more profound version of this need to nurture emerged in the Tamagochi craze, which first surfaced in Japan in the late 1990s. Tamagochi, which means cute small egg, is essentially a pocket-sized video screen with three buttons encased in a shell. When you put in the battery, the egg hatches and out comes a chick. From this moment on, you’re the chick’s official carer. It beeps when it is hungry, tired or needs to be cleaned up. If your response time is not up to par, there are consequences. It will stop playing and refuse to eat, and if neglected for too long, the chick will die. The battery has to be re-installed, a new chick is born and a whole new caring cycle begins. Needless to say, the shops were unable to keep up with demand. Interestingly, this was a game of love and nurture that not only appealed to girls. Boys were right in there changing diapers with the rest of them!

Since 1935, LEGO has dedicated huge resources to bringing the girls to a market that has been sustained by boys. But they fell short when they went all girly and pink with their Scala Necklace system. They simply did not think hard enough about their concept. The Scala Necklace system lasted only three years. It was clumsy and masculine, and its appeal for girls was zero. In 1999 LEGO cracked Belleville, a winning concept, by breaking the rules. Belleville compromised the LEGO guidelines. Pastel colours prevailed. For the first time there were pinks and light greens. Cotton materials were added to the Belleville sets, and girls loved them.

In contrast to all the other LEGO products, Belleville contained real items. And this was shown on the boxes. Carpets were made of real cotton, rather than stickers. There were thoroughly realistic plates and cups, curtains and pillows, ironing boards and stoves. So with the introduction of Belleville, LEGO moved from a geometric angular world to a more organic realistic one. It was a place where a girl could make a home.

STABILITY
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Visit DualBook.com/bc/ch2/stability to learn more about how tweens of the future will be affected by the value: stability.


‘Harmony is when Mom and Dad love each other’

The events of September 11 put an end to the stability the Western world took for granted. Before the Twin Towers attack, the search for stability had more to do with the equilibrium most families strive for, against a backdrop of challenges. Widespread financial instability came with the aftermath of September 11, as the job market suffered. Given the massive global coverage, the attack on the Twin Towers proved to have implications for tweens around the world.

Two years later, 52.5 per cent of all urban tweens state that terrorism still worries them. Only 11.6 per cent are less worried about it now, while at the same time another 11.7 per cent have more important worries. A small 5.2 per cent claim to have never been worried by terrorism. Japanese tweens are the most worried, and a full 70 per cent expressed their concern. Interestingly, Spanish kids were the most concerned about terrorism. The terrible terrorism attack that took place on a Madrid train a year after this survey would have done little to alleviate their fears.

In the world of tweens, stability usually means a safe and functional home, food on the table, clothes on your back and paid-up school fees. It means continuity; no moves away from friends to new schools, no divorce to break up homes.

But as things stand, the divorce rate among couples in the United States and Europe is currently as high as 50 per cent. In addition, 10 per cent of all people in the Western world are unemployed. Twenty per cent are struggling to make ends meet and run a household and 30 per cent are in credit card debt. No wonder tweens find stability a desirable state. For tween product manufacturers this is not as dramatic a concept to work on as fear, but stability is of growing importance, nonetheless.

As things stand, tweens tend to project their love and need for stability onto boy and girl pop bands. When the boy band Take That broke up in February 1996, 10 girls attempted suicide. They had put their trust in their favourite band members, and taken all the song lyrics of dreams and hopes very seriously. They had invested their pocket money in all the Take That merchandise.

Merchandise was a more than substantial source of income for Take That. On average, 20 per cent of the revenue at a typical boy or girl band concert would come from ticket sales. The remaining 80 per cent comes from merchandising products. This concert-product ratio is the norm.

Tweens spend thousands of dollars on posters, t-shirts, cups, badges, hats and their favourite band’s latest CD – since it buys them a piece of their hero, idol or star!

Beyond the six fundamental motivations that contribute to the success of tween products are three ‘drivers’ that are key to success in the tween market. These differ from the motivations that drive tweens subconsciously. They provide added appeal and attraction and have been around for as long as the tween market has existed. Concepts that incorporate the mirror effect, collection value and gaming ability individually or in any combination have enormous appeal for tweens.

THE MIRROR EFFECT

‘I love being Mom when playing grown-ups with my best friend’

Imitating the grown-up’s world has always been a tween occupation. Almost every aspect of parental life has been mirrored in various tween toys and entertainment concepts. Tweens acquire an understanding of what it would be like to be a real parent through observation and play that involves imitation. Imitation is the bedrock of the Fisher-Price range, which offers a total kitchen selection, plastic food, small appliances such as hair-dryers, living-room furniture and more.

The mirror effect works in two ways. It places tweens firmly in the centre of a world they admire and to which they aspire. The concept is bound to succeed if it ensures that the tween is firmly positioned in the centre of the dream, whether this involves becoming a super-cool pop star, a movie celebrity or a burly old Mr Plod.

[image: ]

Figure 2.3The mirror effect. There are three tactics that drive almost all successful tween concepts. Combining these with the six core values of successful tween marketing (Figure 2.1) will result in the basis of tween marketing.

COLLECTION VALUE

‘I have the biggest Yo-Gi-Ho! collection in the universe’

From way back, collection cards have been a hit among kids. The first sets of soccer cards came in a cereal box. The trend took off. There have been bubblegum cards, chocolate cards, newspaper collection cards, and later came Star Wars, Pokèmon, Ninja Turtle, Lord of the Rings and Harry Potter cards.

[image: ]

Figure 2.4Collectible card game. Trading cards are highly successful among tweens and are likely to continue to be so for the foreseeable future.

Collection requires perseverance, and to own the best card collection may help place the tween among a group of admiring classmates. The formula is simple: the more cards you collect the greater control you have, and the more attention you receive.

Let’s take a look at how far this trend has shifted. Up until the beginning of the 1990s, only celebrities ever appeared on cards. This has since changed, and your average everyday tween now occupies the spotlight. A team of talent scouts from Boy Crazy created a huge success in the late 1990s when looking for boys with appeal. With free Happy Meals at McDonald’s, the boys are persuaded to let themselves be included in the Boy Crazy concept. They answer a few questions about their lives and have their pictures taken. The result: collection cards which girls could purchase and exchange with each other. This has become an extension of the ‘swaps’ that they had been doing with pretty pictures and cartoon characters since the 1950s.

Based on the boys’ looks and their often less-than-modest self-descriptions, the girls started their own card collections. As the popularity of these cards grew, another dimension was introduced. This was the possibility of writing to, and later actually conversing with the boys featured on the cards.

Each card-boy was issued with a card e-mail address, which obliged them to answer questions from girls in the afternoon hours. To prevent this becoming a dating service, no personal contact details were to be exchanged, and certain topics were considered out of bounds. Cindy Thornbury, the inventor of the Boy Crazy concept today runs one of the worlds largest collection cards company, Decipher, the company behind successes such as the Star Wars collection cards.

So card collection is alive and well and equally popular with boys and girls. Small and large fortunes have been made by the card collection industry, and whoever may be entering it, as long as they offer the right formula.

GAMING ABILITY

‘I’m number 1, 3, 8, 13 on the high-score list in Circus Maximus: Chariot Wars’

Over the past 10 years, the world of games has grown exponentially. Board games have always had appeal, but their attraction paled into insignificance when we saw the passion for electronic games when they were first introduced in the 1980s.

The fundamental concept of a game is to challenge players and to create a winner and a loser. If the toy doesn’t initially build on high-score lists, level versions and points, you will still find that most tweens will create game rules around it. They will transform it into a game including at least one of these three evaluation criteria. If the competition is not to build a tower fastest, or to create the biggest collection, act fastest or create the most goals, it is unlikely that tweens will go mad to join in.

Almost all computer applications include a gaming component. However, some, if not most, are 100 per cent based on gaming, resulting in a winner, a loser and some sort of points system. There is no doubt that gaming is here to stay, and every indication is that it will become even bigger. As computer technology creates ever-more astounding graphics, faster reactions and cooler interaction with its players, games are set to move into the future.

Although incorporating any of these characteristics – fear, fantasy, mastery, humour, love and stability – is no guarantee of winning a prime spot in the tween market, without doubt each of the world’s most successful brands is built on one or several of them, and have at least one of the three key drivers. Barbie is based on love and the dolls mirror a dream world in which the girls see themselves taking part. Star Wars is based on fear and mastery, and players have to compete with the enemy in order to survive. All these successful brands have one thing in common: the play value of the brands becomes increasingly valuable as your collection grows. What more can you ask for?

[image: ]

SUMMARY

[image: ]The life of most tweens is one of routine. The role of your brand is to break this routine.

[image: ]For a brand to be successful among tweens, it needs to be based on fear, fantasy, mastery, humour, love or stability. But most importantly, the brand needs to ensure that the tween is placed in the centre of a world they admire and to which they aspire.

[image: ]Popularity and fame score high on tweens’ dream list. If they aren’t after it for themselves at this stage, they’re deeply in love with those who have it. Along with fame, there’s the desire for fortune.

[image: ]Boys are more drawn to mastery than girls. Not surprisingly, boys are mostly driven by the fear that goes with horror, panic and war. The winner-takes-all competitive model is no longer what it’s all about. The journey has become as important as the destination.

[image: ]Banal as it may sound, girls are still drawn to love. The success of this value brings us back to basics: dolls fulfil the young girl’s need to give love and nurture. Humour travels easily across the gender divide, and finds itself a winner in both camps. Fantasy travels as well as humour, providing it’s not too unrealistic. It involves pushing the limits, making fun of adults and doing crazy things that no-one has done before.

[image: ]

ACTION POINTS

[image: ]Outline all the different values your brand appeals to among kids. Use both the positive and the negative.

[image: ]Rank the values of your brand and compare these with the values described in this chapter. To what degree do you see a match?

[image: ]Would any tween be a proud owner of your brand? If so, it will generate sales among their peers. If not, work out what elements are missing in order to elevate your brand to such a level, and because of this generate sales among peers. What elements are missing to elevate your brand to this level?

[image: ]To what degree is your concept and communication open-ended? Does it leave room for fantasy and imagination? Is there room for another version?

[image: ]Is your concept suitable for an online, offline and radio presence? If so, what should the split be?

[image: ]Before you race ahead with your concept and communication strategy, read Chapter 3. It will help add new dimensions to your brand, particularly in regard to how it will affect the parents of tweens.

DualBook.com/bc/ch2








End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   


OEBPS/images/Child4-1_fmt.jpg





OEBPS/images/Child2-4_fmt.jpg





OEBPS/images/Child15-2_fmt.jpg
Voltage

High

=

Low

¥

High

Presence
(% relative to category average)





OEBPS/images/s02.jpg





OEBPS/images/Child2-2_fmt.jpg





OEBPS/images/Child6-2_fmt.jpg
40%

Per cent of normalized emotions
g

10 16%

Favourite t-shirt Plain t-shirt

[ % Passionate positive Il % Mild positive []% Mid negative Ml Passionate negative





OEBPS/images/Child3-7_fmt.jpg
25.0%

200%
© Mazda Miata (MX5)

- Oryoavs
O New Mini
o*! 10.0%|
i
MVWMO; O VW New Boetie
7 o ciie
o e MM O gm o wee o
Tota arota
OVW Golf ‘OFord Focus.
St
,|
Ronau Hogane Q5%

Nissan Alima O






OEBPS/images/binder1.jpg
MARTIN LINDSTROM

with Patricia B Seybold

BRAND
child

Remarkable insights into the minds
of today’s global kids and their
relationships with brands

Research and strategy support by

Millward Brown

London and Phiadelphia





OEBPS/images/Child13-1_fmt.jpg





OEBPS/images/Child9-2_fmt.jpg





OEBPS/images/Child8-6_fmt.jpg





OEBPS/images/Child1-4_fmt.jpg
R AT

The time has come o unlockth ecet. L

Hissen withinhe fi, e mypterious and auing

con et coes 0 the senrch o iddenmoges

1640 e sl o sccesafl nfiding all of the hidden
s s o of e o h by LN
ook The Secret OFEtever”Come bk i s

a5 new revention wil aper nchvek. Unrvel the

J———————

Book OF Shadows : laie Witch 2






OEBPS/images/Child3-3_fmt.jpg
85%

[JAutonomy B Conformity

80%

75%

70%

65%

60%






OEBPS/images/Child14-3_fmt.jpg





OEBPS/images/Child3-1_fmt.jpg
Bonding J High attitudinal loyalty
Advantage |

Peformance ||

Relevance [

Presence [ | Low





OEBPS/images/Child14-1_fmt.jpg
Customer Customer

Brand Brand





OEBPS/images/Child1-2_fmt.jpg
_....Mé.‘.-f.

e S

About Mo





OEBPS/MyCoverImage.jpeg
Phillp Kotler

MARTIN LINDSTROM
with Patricia B Seybold

c REVISED
EDITION

Remarkable insights into the minds
of today’s global kids and their
relationships with brands






OEBPS/images/Child5-2_fmt.jpg
HEROSHOMH SHAIRHMLIV G [MMX—2]
e BRSNS —AMNLL DK S LIHTEE" .






OEBPS/images/9780749447113_FC.jpg
Phillp Kotler

MARTIN LINDSTROM
with Patricia B Seybold

c REVISED
EDITION

Remarkable insights into the minds
of today’s global kids and their
relationships with brands






OEBPS/images/M001.jpg





OEBPS/images/Child17-5_fmt.jpg
Linear planning |

Campaign result

Iterative planning

Brand war
oo evaluation

Brand war
room evaluation

Brand war
oo evaluation





OEBPS/images/Child3-5_fmt.jpg





OEBPS/images/Child7-1_fmt.jpg





OEBPS/images/Child6-3_fmt.jpg
selfimage
wearing the shirt — overall
people’s reactions

how | look (style, cool)
comfort

brandiogo
shirt generally
designicolour

other

"mum

098 1.01 103 1.06 1.08 1.11 113 1.16 1.18

+—— Negatives Positive emotions ——





OEBPS/images/Child8-2_fmt.jpg





OEBPS/images/Child17-3_fmt.jpg





OEBPS/images/M000.jpg





OEBPS/images/s01.jpg





OEBPS/images/Child8-4_fmt.jpg





OEBPS/images/Child17-1_fmt.jpg





OEBPS/images/b04fmt.jpg
2101l
To 8 You fpoin ok e =
-2 8238822848 2 7
gt & ot

EED

] @ sevchiia Gesamchsie | P20 Qoo - 5 - S

DuaIBook

[re— sumeal | _toom

BRANDchid by Martin Lindstrom

Clicks, Bricks & Brands






OEBPS/images/Child15-4_fmt.jpg





OEBPS/images/Child6-5_fmt.jpg
self image (16% salience; 12% passionate positive) |

wearing the shirt — overall (12%; 8%) |

peoples’ reactions (17%; 6%) |

how ook (style, cool) (9%; 4%)
comfort (11%; 4%)

brandlogo (21%; 16%)
shirt generally (9%; 6%)
designicolour

(4%; 3%)

~—— Negatives Positive emotions ———






OEBPS/images/Child2-3_fmt.jpg
Stability
Collection value

Tween

Brands
Gaming
ability

Mastery





OEBPS/images/Child15-1_fmt.jpg
Low brand preference

High influence

Mobile[phone _Games _ Clothing
Media spom goar  ovies|
Stereo  Cars
L omputer " Cosmetics
Communication
"a"‘f: Breakfast
Decoration Fast food Soft drinks
Transportation
Financial services | Bank
. " Fuel
leaning product
o2 Music
Insurance
Medical

Low influence

High brand preference





OEBPS/images/Child15-3_fmt.jpg





OEBPS/images/Child2-1_fmt.jpg
&%

Tween
Brands

%y





OEBPS/images/Child6-1_fmt.jpg
[ Positive emotions

M Passionate emotions

Wearing my Drinking My public
favourite t-shirt ~ classic Coke school





OEBPS/images/Child9-1_fmt.jpg
e —
orld's #
cand
- = |

-
m:mm:* *
‘E% et B0






OEBPS/images/Child3-6_fmt.jpg
e St Lauror|
L G
200%
Tormmy itger
150% ©
Ot 1,
hanei
o
9% Bonetion
Cawin
o % *oxOow soe [ o
e
Deser
[ Ry
O -100%
prada Ogooss






OEBPS/images/Child11-1_fmt.jpg
B E8 Yo Fae Tob ton

1
PR — |

Become a Pepsi Advisor

FLELTE

“nctve sessons:

SoBE






OEBPS/images/Child3-8_fmt.jpg
v
Magazines

From friends

See on the street or

9
Newspapers

From parents

In showrooms or stores
Posters or outdoor ads
On the Internet

Radio

Catalogue or brochure.
Atthe movie theatre
Chat rooms.

Other

[m]

=

]
—

0%

10% 20% 30% 40% 50% 60% 70% 80% 90%





OEBPS/images/Child3-2_fmt.jpg
% Bonded age

Bonded

> N ® oo

o

T T T T T J
71010 11to14 15t024 251034 35t054 551070
% Bonded





OEBPS/images/Child14-2_fmt.jpg
Be B8 Yo fpie Lo Heo

PRI

& T Crosshin Coorifom ==

fes @smr koeuv

@ e o

@

SO
W

Hessor Batosam e
o e on s

Find Out Now!





OEBPS/images/Child1-3_fmt.jpg
TG Ty G
SodasgEm e

- v Gt D B

SubwayGirl2000
RweLcome Frienos

e

Visitors [t

N






OEBPS/images/Child5-1_fmt.jpg





OEBPS/images/Child8-5_fmt.jpg





OEBPS/images/Child3-4_fmt.jpg
1 do not have an opinion

90% (1 have an opinion, but
we dont discuss it

Wi il my parents what |
70% think they should buy

[y parents ask me for

40%
30%
20%
10%

0%
Cars  Fashion Phone





OEBPS/images/Child17-6_fmt.jpg
bbusa: Gonbumwo Com pras

ween A puntf (Lor o own
ual w bole” « gevla
(Mondibedk  Lepoae punf A0

ol wothumes wom
caleps

v
pam aowan

oot Al e WaR

Nenls o woALE (i






OEBPS/images/Child1-1_fmt.jpg
e st ok s ol san






OEBPS/images/Child8-1_fmt.jpg
Pro Riders

somEs
Clifford Adoptante

name: Ciford Adoptante

nickname: the FLYIN Hawsian

porticipont since 1575
competitor sinca :1995.
ithough s sat oot of






OEBPS/images/Child17-4_fmt.jpg
e £ Yo P Lt
.20 B Adla & IN6 I
P B i i | soi e iy | b B
s €T o i i

S e R

Mission: To make responsible sourcing* a business reality
that enhances workers lives.






OEBPS/images/Child6-4_fmt.jpg
self image (23% salience; 14% passionate positive)

wearing the shirt — overall (13%; 8%)

peoples' reactions (12%; 6%)

how | look (style, cool) (15%; 7%) ‘
comfort (5%; 3%)

~— Negatives Positive emotions ——=





OEBPS/images/b03fmt.jpg





OEBPS/images/b01fmt.jpg





OEBPS/images/Child8-3_fmt.jpg
Trend

USP ESP OSP BSP MSP

Year
1960 1970 1980 1990 2000





OEBPS/images/Child17-2_fmt.jpg





