Kids as Consumers

You are what you own

Kids are trendy and aware of the market, and they do have money. According to the statistics of the German Institute for Trade and Industry in Cologne for 2002, German youngsters aged 13 to 17 received pocket money averaging 40 euros per month, which amounts to a total capital of nearly 2.3 billion euros a year.

Furthermore, these 4.7 million teenagers get another 3.2 billion euros as birthday gifts, under the Christmas tree or from visits to their grandparents. But this is not all: nearly each third of them earns money in a job. On average, they get 90 euros per month for gardening, delivering newspapers and clerking in shops. All in all, German youngsters each have approximately 1,440 euros per year at their disposal. This sum amounts to a purchasing power of well over 7.5 billion euros. No former generation had as much money in their pockets as German teenagers of today. 

But it does not mean that the young people of this generation live only from day to day. Two out of three young people save money. They have an average capital of 1,500 euros on account—all together they put 5.5 billion euros aside for a rainy day. Moreover, youngsters have more and more influence when families buy goods like TV sets, media players and so on. Sociologists have discovered that adolescents influence 20% of all car purchases. Children and young people are indeed a very important target group for retail businesses. 

The youth industry tries to closely bind these young consumers to their products or brands and for extended periods. They arrange large events for youngsters, such as competitions that are heavily sponsored and advertised to reflect corporate interests. The industry commissions studies in youth behaviour in order to recognize and promote new trends. Brands stand for certain lifestyles, express opinions and identify groups. “The more trendy the brand, the better”. Brands allow kids to find their peers. Special music fans (hip-hop, heavy metal) identify themselves by their clothing. Stars are the medium for orientation. Kids observe them very closely, their clothes, their jewellery, their habits (piercing, drugs, sex partners). Stars are held up as models for trends. The youth industry has adjusted itself to the kids and promoted extreme brand awareness, and with great success: in the last few years the American sports article manufacturer Nike has doubled its sales. 
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Your check

Make a choice out of the logos. Take four of them, those you like best. Justify your choice. Why did you choose your logos?

Compare your choices in the class: Which brands are most frequently chosen? Which less frequently or not at all? Make a hit list. 

Discuss the results in the class. Find out the reason for the selection.

Discuss the following questions:

Are famous brand articles better in any way than no-name products?

Why are brand articles usually more expensive than others?

Do brand articles give a happy feeling? To whom and why?

Do brand articles make people unhappy? To whom and why?

