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“The teen years are a unique middle ground; teen
consumers are not quite children, not quite adults. A big
part of being ‘not quite an adult’ is that teens rely heavily
on their parents to buy things for them. This means that
brands often have to gain the approval of both teens and

their parents.”

This report looks at the following areas:

• Teens' activities
• How to leverage the internet, social media, and mobile devices to reach teens
• Teens' shopping habits
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Figure 33: Top 15 activities done on week days, by age and gender, January-December 2014
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Key points

Watching TV is a family affair
Figure 37: Teens’ TV companions, by age and gender, January-December 2014
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Teens use internet for communication, information, and entertainment
Figure 41: Websites teens visited in the past week, by age and gender, January-December 2014

Figure 42: Teens’ use of social media platforms, September-March 16 2015

Figure 43: Adobe Marketing Cloud advertisement, “Woo Woo?,” 2014

Teens spend eight hours online each week, most likely to access internet via laptop, cell phone
Figure 44: Hours teens spent online each week – At home or other place, by gender and by age, April 2013-June 2014
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On average, teens carry $34 in cash
Figure 45: How much money teens have in cash, by age and gender, January-December 2014

Figure 46: Teens’ ATM/debit card and credit card ownership, by gender and by age, April 2013-June 2014

On average, teens have $931 in a bank account
Figure 47: How much money teens have in a bank/savings account, by age and gender, January-December 2014

The majority of teens do not have money in gift cards
Figure 48: How much money teens have in gift cards, by age and gender, January-December 2014

Figure 49: How much money teens have in other places, by age and gender, January-December 2014

Teens’ money given to them, not earned
Figure 50: Where teens’ money comes from, by age and gender, January-December 2014

Teens averse to debt, want to be rich
Figure 51: Attitudes toward finance – Any agree, by gender and by age, April 2013-June 2014

Key points

Teens most likely to be saving for college, the future
Figure 52: What teens are saving for, by age and gender, January-December 2014

Figure 53: What teens spend their money on, by gender and by age, April 2013-June 2014

Teens most likely to visit mass merchandisers, grocery stores
Figure 54: Where teens shop, by age and gender, January-December 2014

Teens and the Internet

Teens and Money

Teens and Shopping
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Drive me to the mall… or maybe to Starbucks instead
Figure 55: Teens who have visited the mall and mall companions, by gender and age, April 2013-June 2014

Key points

Targeting teens

Humor makes ads memorable for teens
Figure 56: “When you get caught bae watching” by Lele pons, March 2015

Figure 57: “When you see school supplies” by Kaylen Walker, July 2014

Figure 58: “When your parents try to be cool” by Dem_White_Boyz, April 2015

Figure 59: “How long it takes boys to send the right selfie vs. girls” Vine Stars# by Lele Pons, April 2015

Figure 60: “What REALLY should have happened...” by Lele Pons, February 2015

Figure 61: Taylor Swift GIF, April 2015

Multicultural teens more engaged

Special delivery
Figure 62: Favorite commercials, by age and gender, January-December 2014

Teens most influenced by discounts/special offers on social media
Figure 63: What teens want from their favorite brands/stores on social media, by age and gender, January-December 2014

Figure 64: Attitudes toward favorite brands – Any agree, by age and gender, January-December 2014

Key points

Teens and acceptance – teens tend to be tolerant
Figure 65: “It Gets Better Promo,” YouTube video, 2013

Teens’ in real life: an example of acceptance

Teens and health – eating healthy not a number one priority

Black teens are optimistic about the future
Figure 66: Attitudes toward life – Any agree, by age and gender, January-December 2014

The internet makes bullies feel ever bigger
Figure 67: Issues that concern teens most, by age and gender, January-December 2014

Teens’ Activities

On weekdays
Figure 68: Activities done on week days, by age and gender, January-December 2014

Figure 69: Activities done on week days, by household income, January-December 2014

Figure 70: Activities done on week days, by race/Hispanic origin, January-December 2014

Figure 71: Activities done on week days, by region, January-December 2014

Figure 72: Activities done on week days, by county size, January-December 2014

On weekend days
Figure 73: Activities done on weekend days, by age and gender, January-December 2014

Targeting Teens

Teens’ Attitudes and Opinions

Appendix – Other Useful Consumer Tables
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Figure 74: Activities done on weekend days, by household income, January-December 2014

Figure 75: Activities done on weekend days, by race/Hispanic origin, January-December 2014

Figure 76: Activities done on weekend days, by region, January-December 2014

Figure 77: Activities done on weekend days, by county size, January-December 2014

Teens’ and watching TV

Teens’ TV companions
Figure 78: Teens’ TV companions, by household income, January-December 2014

Figure 79: Teens’ TV companions, by race/Hispanic origin, January-December 2014

Figure 80: Teens’ TV companions, by region, January-December 2014

Figure 81: Teens’ TV companions, by county size, January-December 2014

How teens watch TV
Figure 82: How teens watch TV, by household income, January-December 2014

Figure 83: How teens watch TV, by race/Hispanic origin, January-December 2014

Figure 84: How teens watch TV, by region, January-December 2014

Figure 85: How teens watch TV, by county size, January-December 2014

Activities done while watching TV
Figure 86: Activities done while watching TV, by household income, January-December 2014

Figure 87: Activities done while watching TV, by race/Hispanic origin, January-December 2014

Figure 88: Activities done while watching TV, by region, January-December 2014

Figure 89: Activities done while watching TV, by county size, January-December 2014

Teens’ and the Internet

Websites visited in the past week
Figure 90: Websites visited in the past week, by household income, January-December 2014

Figure 91: Websites visited in the past week, by race/Hispanic origin, January-December 2014

Figure 92: Websites visited in the past week, by region, January-December 2014

Figure 93: Websites visited in the past week, by county size, January-December 2014

Teens and money

How much money teens have in cash
Figure 94: How much money teens have in cash, by household income, January-December 2014

Figure 95: How much money teens have in cash, by race/Hispanic origin, January-December 2014

Figure 96: How much money teens have in cash, by region, January-December 2014

Figure 97: How much money teens have in cash, by county size, January-December 2014

How much money teens have bank/savings accounts
Figure 98: How much money teens have in a bank/savings account, by household income, January-December 2014

Figure 99: How much money teens have in a bank/savings account, by race/Hispanic origin, January-December 2014

Figure 100: How much money teens have in a bank/savings account, by region, January-December 2014

Figure 101: How much money teens have in a bank/savings account, by county size, January-December 2014

How much money teens have in gift cards
Figure 102: How much money teens have in gift cards, by household income, January-December 2014
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Figure 103: How much money teens have in gift cards, by race/Hispanic origin, January-December 2014

Figure 104: How much money teens have in gift cards, by region, January-December 2014

Figure 105: How much money teens have in gift cards, by country size, January-December 2014

How much money teens have in other places
Figure 106: How much money teens have in other places, by household income, January-December 2014

Figure 107: How much money teens have in other places, by race/Hispanic origin, January-December 2014

Figure 108: How much money teens have in other places, by region, January-December 2014

Figure 109: How much money teens have in other places, by county size, January-December 2014

Where teens’ money comes from
Figure 110: Where teens’ money comes from, by household income, January-December 2014

Figure 111: Where teens’ money comes from, by race/Hispanic origin, January-December 2014

Figure 112: Where teens’ money comes from, by region, January-December 2014

Figure 113: Where teens’ money comes from, by county size, January-December 2014

Teens and shopping

What teens are saving for
Figure 114: What teens are saving for, by household income, January-December 2014

Figure 115: What teens are saving for, by race/Hispanic origin, January-December 2014

Figure 116: What teens are saving for, by region, January-December 2014

Figure 117: What teens are saving for, by county size, January-December 2014

Where teens shop
Figure 118: Where teens shop, by household income, January-December 2014

Figure 119: Where teens shop, by race/Hispanic origin, January-December 2014

Figure 120: Where teens shop, by region, January-December 2014

Figure 121: Where teens shop, by county size, January-December 2014

Targeting teens

Favorite commercial
Figure 122: Favorite commercial, by household income, January-December 2014

Figure 123: Favorite commercial, by race/Hispanic origin, January-December 2014

Figure 124: Favorite commercial, by region, January-December 2014

Figure 125: Favorite commercial, by county size, January-December 2014

What teens want from their favorite brands/stores on social media
Figure 126: What teens want from their favorite brands/stores on social media, by household income, January-December 2014

Figure 127: What teens want from their favorite brands/stores on social media, by race/Hispanic origin, January-December2014

Figure 128: What teens want from their favorite brands/stores on social media, by region, January-December 2014

Figure 129: What teens want from their favorite brands/stores on social media, by county size, January-December 2014

Attitudes towards favorite brands
Figure 130: Attitudes toward favorite brands – Any agree, by household income, January-December 2014

Figure 131: Attitudes toward favorite brands – Any agree, by race/Hispanic origin, January-December 2014

Figure 132: Attitudes toward favorite brands – Any agree, by region, January-December 2014
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Figure 133: Attitudes toward favorite brands – Any agree, by county size, January-December 2014

Teens’ attitudes and opinions

Attitudes toward life
Figure 134: Attitudes toward life – Any agree, by household income, January-December 2014

Figure 135: Attitudes toward life – Any agree, by race/Hispanic origin, January-December 2014

Figure 136: Attitudes toward life – Any agree, by region, January-December 2014

Figure 137: Attitudes toward life – Any agree, by county size, January-December 2014

Issues that concern teens most
Figure 138: Issues that concern teens most, by household income, January-December 2014

Figure 139: Issues that concern teens most, by race/Hispanic origin, January-December 2014

Figure 140: Issues that concern teens most, by region, January-December 2014

Figure 141: Issues that concern teens most, by county size, January-December 2014

Experian Marketing Services Tables
Figure 142: Teens’ cell/wireless phone ownership, by gender and by age, April 2013-June 2014

Figure 143: Kids’ cell/wireless phone ownership, by gender and by age, April 2013-June 2014

Figure 144: TV channels watched, by gender, April 2013-June 2014

Figure 145: Types of media followed on social media, by gender and by age, April 2013-June 2014

Figure 146: Frequency of social media use, by gender and by age, April 2013-June 2014

Figure 147: Number of unique websites visited each week, by gender and by age, April 2013-June 2014

Advertising Research Foundation (ARF)

American Advertising Federation (AAF)

American Association of Advertising Agencies (4A’s)

American Marketing Association (AMA)

Association of National Advertisers (ANA)

Digital Media Association (DiMA)

Generations United

Interactive Advertising Bureau (IAB)

International Advertising Association (IAA)

World Federation of Advertisers (WFA)

Appendix – Trade Associations
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