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THE IGENERATION: THERE'S A MARKET FOR THAT --
AND IT'S A BIG, INFLUENTIAL ONE, TOO

Armed With Cash, Bevy of Tech Devices and Unmatched
Marketing Savvy, the Mighty Under-18 Group Holds Strong
Influence With Peers, in Household-Buying Decisions
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They are intelligent and empowered consumers with tech knowledge and marketing sawy unlike any other
generation. They've got plenty of discretionary income, but their real power is the influence they hold with
peers and in household-buying decisions.

And none of them can legally vote.

The iGeneration, also called Generation Z, is a young but mighty group of consumers under the age of 18.
Their personal disposable income, aka allowance, is higher than generations before, ranging from $10 to $39 a
week, according to Fuse Marketing. However, the bigger point for marketers is this group's influence. By the
time they reach college, they have accumulated 300 or more friends on Facebook and they hold significant
sway with the purseholders, otherwise known as their parents.

"There's a real resurgence of connectivity between kids and parents. We see more influence, more
discussions on spending and more discussions about purchases including big investments like cars," said Ara
Finlayson, Fuse's director of agency insights.

And while Toyota used just that sentiment in a 2010-2011 TV campaign for its Highlander model -- remember
the curly blond little boy who helped his parents get cool by getting them to buy the SUV instead of a minivan?
-- one of the iGeneration's key categories of influences is technology. After all, as Ms. Finlayson pointed out,
"This generation is not just comfortable with technology; they're uncomfortable without technology."

Consider the 2011 top brands among 6- to-12-year-olds as measured annually by market research and consulting
firm Smarty Pants. While McDonald's, Oreo and Disney rank high, the top brand was the Nintendo Wii (Nintendo DS
was No. 6); the iPod touch was No. 7 and iPod was No. 10. Both the iPhone and the iPad had huge jumps in
popularity from 2010 to 2011, to No. 29 for the iPhone (up from No. 96) and to No. 25 for the iPad (up from No. 109,
and the biggestincrease in the survey) earning them the true title of iGeneration.

is changing the way [the iGen] consumes content, connects with each other and connects with their
parents," said Wynne Tyree, co-founder and chief at Smarty Pants. "Apps are the way children are consuming
content. There really is "an app for that' from math facts to comparison shopping to calling their mom on
FaceTime. The app world is changing the way that kids get content.”

TV networks such as Disney, Nickelodeon and Cartoon Network, in fact, all dropped year over year in the
Smarty Pants survey, and no longer hold the same portal and all-access brand for kids. Instead the devices
themselves have become the portals, Ms. Tyree said.

And they certainly own plenty of them. More than 75% of teens own cellphones, according to Pew Internet &
American Life Project research, with the overwhelming majority (69%) on family plans paid for by their parents.
They also own iPods (76%); hand-held gaming devices (66%); and laptop computers (29%), according to the
Kaiser Family Foundation's media study of 8-to-18-year-olds.

Of course, just because they own a lot of devices doesn't mean they use them like the rest of us, or even their
closest generation, Generation Y, aka the millennials. Take texting, for instance. We all know college
students lowve to text, but check out teens. Teens ages 13 to 17 sent an average of 3,364 messages per month
in the first quarter of 2011. That's more than double the 1,640 that 18- to 24-year-olds sent, according to
Nielsen Co. data.

"Most teenagers and many tweens are now equipped with mobile phones, with smartphones gaining popularity
as they become more affordable. Gen Zers use these devices largely for texting, listening to music, playing
games, and taking photos and videos," reported a recent global study of Generation Z by Euromonitor
International.

They also use the phones for watching videos, consuming seven hours and 13 minutes of mobile video content
vs. the average person's four hours and 20 minutes. So it should be no surprise that they watch less TV than
all other age groups -- about 24 hours of TV a month, vs. the average American's almost 35 hours every
month, according to Nielsen.
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