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“Today’s teenagers represent an educated, technologically
savvy, optimistic, aspiring, pragmatic, active and socially
connected group. Marketing to teenagers not only means

providing products and services to fill the gap between the

market and their needs, but is also about new ways of
communication and interaction with young consumers to
empower them and build a sense of affinity.”

— Laurel Gu, Senior Research Analyst

This report looks at the following areas:

BUY THIS
= What are teenagers’ goals for the next three years? R EPO RT N OW
= Who do teenagers admire?
= What do teenagers do in their leisure time?
- What TV programmes are teenagers watching? VISIT:
= What do teenagers do on their smartphones? store. minte| .com
= What do they care the most about when choosing beauty and personal care products?
Teenagers are in the process of transitioning from being the ‘little emperor’ of their parents towards CALL
taking up more responsibilities in multiple aspects of their life. For example, they all need to manage EMEA
their monetary allowances appropriately so as to cover their own expenses, while older teenagers — +44 (O) 20 7606 4533
college and university students are actively getting themselves prepared for their future career
development and even for taking upon family responsibilities.
Brazil

Understanding the characteristics and the needs of teenagers at different stages during this 0800 095 9094
transitioning process can not only help brands identify and seize business opportunities, but also allow
them to optimise communications to their target teenagers more effectively.

Americas
This report goes into detail about understanding Chinese teenagers’ attitudes towards life and studies, _|_1 (312) 943 5250

their aspirations for the future, their product choice criteria and their leisure habits. It covers aspects
including out of home leisure activities, TV/video programme preferences, mobile apps usage, etc.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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