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“Companies or brands may be enticed to market directly to
kids and tweens because they exert influence over billions
in annual spending. However, smart marketers will avoid
this temptation and build lasting brand equity through a

more tempered approach. They will create positive brand
experiences that will create loyal customers for life.”

- Fiona O'Donnell, Category Manager

This report looks at the following areas:

• Why is it important to understand kids and tweens?
• Should kids or tweens younger than age 13 be on social media?
• Why are kids and tweens driven to distraction?Why are kids and tweens driven to

distraction?

Kids and tweens aged 5-14 account for 13% of the US population in 2014. They are responsible for
about $200 billion in sales a year including direct spending of their own disposable income. In addition
to spending almost every penny of their allowance, kids and tweens exert significant influence over
what their parents buy. Marketing successfully to kids and tweens has a big payoff, but is fraught with
risks. Do it right and, most likely, brands can create a lifelong customer. A mistake will have long-term
ramifications both in terms of selling to these kids and tweens when they are older and in terms of the
damage they can do today through word of mouth or social media.

This report builds on findings from Mintel’s Marketing to Kids – US, October 2012 and the November
2010 report of the same title as well as Mintel’s Marketing to Kids and Tweens – US, January 2008.
Other related reports include Kids as Influencers – US, April 2014 and Activities of Kids and Tweens –
US, November 2013.

This report will provide advertisers and marketers with insights into the attitudes, behaviors, and
activities of kids and tweens (and a topline comparison of kids and tweens) including their presence on
social networks. In addition, detailed analysis will be provided of kids’ and teens’ level of awareness of
advertising in traditional and nontraditional channels in order to guide marketers to the most effective
channels for reaching these young consumers.

For purposes of this report, kids are defined as those in the first through fourth grades. While their
ages can vary, they are generally about 6-9 years old. Tweens are those in fifth through eighth grades,
or about 9-12 years old.
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Figure 23: What kids spend their money on, by gender and age, November 2012-December 2013
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Tweens participate in more activities; tween girls participate the most
Figure 26: Activities done during most recent school day (tweens), by gender, January-December 2013
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Theme parks, museums, and plays most popular events
Figure 27: Events attended in the past year, by kids and tweens, January-December 2013

Nature or nurture? Boys more likely than girls to attend sporting events
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Not surprisingly, household income matters
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Figure 30: Events attended in the past year (tweens), by household income, January-December 2013
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Figure 32: Type of TV service in home (kids), by household income, January-December 2013
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Figure 37: Activities done while watching TV, by kids and tweens, January-December 2013

Kids most likely to eat, play with toys, or talk while watching TV
Figure 38: Activities done while watching TV (kids), by gender, January-December 2013

Tween girls keep busy while watching TV
Figure 39: Activities done while watching TV (tweens), by gender, January-December 2013

Household income has some impact on multitasking behavior
Figure 40: Activities done while watching TV (kids), by household income, January-December 2013

Figure 41: Activities done while watching TV (tweens), by household income, January-December 2013

Key points

Kids and tweens are online but with different frequency
Figure 42: Online usage, by kids and tweens, January-December 2013

Most kids do not have a social media presence, but most tweens do
Figure 43: Profile page on any of the social networks, kids and tweens, January-December 2013

Girls more likely than boys to have a Facebook page
Figure 44: Profile page on any of the social networks (kids), by gender, January-December 2013

Facebook equally popular with tween boys and girls
Figure 45: Profile page on any of the social networks (tweens), by gender, January-December 2013

Big jump in social media presence in seventh grade
Figure 46: Profile page on any of the social networks (tweens), by grade, January-December 2013

Facebook is king among those who visited a social media site
Figure 47: Visited any of the social networks, by kids and tweens, January-December 2013

Key points

Tweens much more likely to recall having seen advertising in the past week
Figure 48: Where advertising was seen in the past week, by kids and tweens January-December 2013

Kids are most aware of TV ads
Figure 49: Where advertising was seen in the past week (kids), by gender, January-December 2013

Activities Done While Watching TV

Online Usage and Social Media Presence

Awareness of Advertising
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Tween girls more likely to have seen ads in the past week
Figure 50: Where advertising was seen in the past week (tweens), by gender, January-December 2013

Tweens in households earning $75K+ see ads in more channels
Figure 51: Where advertising was seen in the past week (tweens), by household income, January-December 2013

Most recall seeing a TV commercial; product placement is influential
Figure 52: Types of TV ads seen or heard in the past week, by kids and tweens, January-December 2013

Video ads on the internet are noticed by kids/tweens
Figure 53: Types of internet ads seen or heard in the past week, by kids and tweens, January-December 2013

A captive audience notices movie theater advertising
Figure 54: Types of movie theater ads seen or heard in the past week, by kids and tweens, January-December 2013

In-game ads and product placements get some notice
Figure 55: Types of video game ads seen or heard in the past week, by kids and tweens, January-December 2013

Kids pay more attention than tweens to ads
Figure 56: Always or sometimes pays attention to advertising, by type of advertising, by kids and tweens, January-December 2013

Key points

Online shopping is not just for adults
Figure 57: Internet shopping in the past month, by kids and tweens, January-December 2013

Boys are more likely than girls to shop online
Figure 58: Internet shopping in the past month (kids), by gender, January-December 2013

Tween boys and girls equally as likely to shop online
Figure 59: Internet shopping in the past month (tweens), by gender and by grade, January-December 2013

Tweens of means are more likely to shop online
Figure 60: Internet shopping in the past month (tweens), by household income, January-December 2013

Kids shop online for toys/video games; tweens for apparel/electronics
Figure 61: Online shopping by product category, by kids and tweens January-December 2013

Older tweens more likely than younger tweens to shop for apparel and shoes
Figure 62: Online shopping (tweens), by grade, January-December 2013

Key points

Watching TV is universal
Figure 63: Activities during most recent school day (kids), by race/Hispanic origin, January-December 2013

Disney and Nickelodeon channels are most popular
Figure 64: TV channels watched in the last week (kids), by race/Hispanic origin, January-December 2013

More Black tweens watch most channels
Figure 65: Type of TV channels in home (tweens), by race/Hispanic origin, January-December 2013

Black, Hispanic, and White kids go online equally as frequently
Figure 66: Online usage (kids), by race/Hispanic origin, January-December 2013

Three in four tweens go online frequently

Online Shopping

Impact of Race and Hispanic Origin
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Figure 67: Online usage (tweens), by race/Hispanic origin, January-December 2013

Most kids are not on social media
Figure 68: Profile page on any of the social networks (kids), by race/Hispanic origin, January-December 2013

Hispanic tweens more likely to have a social media profile
Figure 69: Profile page on any of the social networks (tweens), by race/Hispanic origin, January-December 2013

Same share of kids shop online regardless of race/Hispanic origin
Figure 70: Internet shopping in the past month (kids), by race/Hispanic origin, January-December 2013

Black tweens more likely than Hispanics to shop online
Figure 71: Internet shopping in the past month (tweens), by race/Hispanic origin, January-December 2013

Activities during most recent school day
Figure 72: Activities done during most recent school day (kids), by 1st-2nd graders, by gender, January-December 2013

Figure 73: Activities done during most recent school day (kids), by 3rd-4th graders, by gender, January-December 2013

Figure 74: Activities done during most recent school day (kids), by area, January-December 2013

Figure 75: Activities done during most recent school day (tweens), by area, January-December 2013

Figure 76: Activities done during most recent school day (kids), by household income, January-December 2013

Figure 77: Activities done during most recent school day (tweens), by household income, January-December 2013

Figure 78: Activities done during most recent school day (tweens), by 5th-6th graders, by gender, January-December 2013

Figure 79: Activities done during most recent school day (tweens), by 7th-8th graders, by gender, January-December 2013

Figure 80: Activities done during most recent school day (tweens), by race/Hispanic origin, January-December 2013

Events attended in the past year
Figure 81: Events kids and tweens attended in the past year, by grades, January-December 2013

Type of TV service in home
Figure 82: Type of TV service in home (kids), by gender, January-December 2013

Figure 83: Type of TV service in home (kids), by grades, January-December 2013

Figure 84: Type of TV service in home (tweens), by gender, January-December 2013

Figure 85: Type of TV service in home (tweens), by grades, January-December 2013

Type of TV channels in home
Figure 86: Type of TV channels in home (tweens), by grades, January-December 2013

Figure 87: Type of TV channels in home (tweens), by household income, January-December 2013

TV channels watched in the last week
Figure 88: TV channels watched in the last week (kids), by grade, January-December 2013

Figure 89: TV channels watched in the last week (kids), by household income, January-December 2013

Figure 90: TV channels watched in the last week (kids), by area, January-December 2013

Activities done while watching TV
Figure 91: Activities done while watching TV (kids), by 1st-2nd graders, by gender, January-December 2013

Figure 92: Activities done while watching TV (kids), by 3rd-4th graders, by gender, January-December 2013

Online usage
Figure 93: Online usage (kids), by gender, January-December 2013

Appendix – Other Useful Consumer Tables
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Figure 94: Online usage (kids), by grades, January-December 2013

Figure 95: Online usage (kids), by household income, January-December 2013

Figure 96: Online usage (kids), by area, January-December 2013

Figure 97: Online usage (tweens), by gender, January-December 2013

Figure 98: Online usage (tweens), by grade, January-December 2013

Figure 99: Online usage (tweens), by household income, January-December 2013

Figure 100: Online usage (tweens), by area, January-December 2013

Profile page on any of the social networks
Figure 101: Profile page on any of the social networks (kids), by grades, January-December 2013

Figure 102: Profile page on any of the social networks (kids), by household income, January-December 2013

Figure 103: Profile page on any of the social networks (kids), by area, January-December 2013

Figure 104: Profile page on any of the social networks (tweens), by area, January-December 2013

Seen any advertising in the past week
Figure 105: Where advertising was seen in the past week (kids), by race/Hispanic origin, January-December 2013

Figure 106: Where advertising was seen in the past week (kids), by household income, January-December 2013

Figure 107: Where advertising was seen in the past week (tweens), by race/Hispanic origin, January-December 2013

Types of TV advertising seen or heard in the past week
Figure 108: Types of TV ads seen or heard in the past week (kids), by gender, January-December 2013

Figure 109: Types of TV ads seen or heard in the past week (tweens), by gender, January-December 2013

Internet ads seen or heard in the past week
Figure 110: Types of internet ads seen or heard in the past week (kids), by gender, January-December 2013

Figure 111: Types of internet ads seen or heard in the past week (tweens), by gender, January-December 2013

Online shopping
Figure 112: Internet shopping in the past month (kids), by household income, January-December 2013

Attitudes toward fashion
Figure 113: Attitudes toward fashion (kids), by gender, November 2012-December 2013

Appendix – Trade Association
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