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to shopping centers fou, 6001, 120-123;
shopping and, 4923

Competition: Boomer vs. Gen Y views on, 15;
competitive sport shoppers, 59-60

Concept stores, 43

Confidence: fashion and, 109-110; Gen Y, 2,
11-14; shopping to bolster, 54-55

Connections: among Gen Y, 14-16; bonding via
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transparency in marketing, 186-187,
200-201, 206; trend spotting methods,
203-205; unique retail displays, 170-171;
using technology, 186—187; virtual worlds
and gaming, 192-195

eHarmony, 15

Email vs. text messages, 85, 213

Emotional experience: shopping as, 122-123;
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and tween years’ development, 81-82;
transparency in, 186—187, 200-201, 206;
watching Gen Y trends, 203-205. See also
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