
Index

Abercrombie & Fitch, 9, 68
as a global power player, 189–190

Actors, as brands, 128
Ad campaigns

multicultural, 57
value associated with, 63

Adidas, 85
Advertising

attention to parents in, 65
power of, 73

Aéropostale, 9, 68
Aftab, Parry, 94
Age

categorization according to, 30
marketing based on, 47

Age-appropriate products, 142–143
Aguilera, Christina, 108
Alternative energy, 166
Alternatives

characteristics of, 39–41
creativity of, 41
as early-adopters, 49
as the future, 39
humanitarian leanings of, 40

Always-mellow Alternatives, 30. 
See also Alternatives

American Eagle Outfi tters, 9, 11, 
111–112

American Express (AmEx), as a global 
power player, 185

American Express Plum Card, 185
American Express Starwood Preferred 

Card, 185

And1, 114–115
Apple, 71–72

brand extension of, 114
reinvention of, 110–111

Apple devices, 88
Appointment shopping, 10
Apps, 88
App Stores, 88
Archives, looking for inspiration in, 123
Armani Exchange, 117, 118
Aspiration, selling, 145–146
Athletes, iconic, 72
Attention spans, shortened, 87
Attitude of optimism, 100
Audience, engaging, 144
Austin, Tom, 115
“Authenticitude,” 120
Axe, 73

“Badness,” fame and attention related 
to, 130

Bargain hunting/shopping, 67, 144
Barrymore, Drew, 129
BeingGirl.com, 137–138
Berger, Seth, 115
Bieber, Justin, 62, 80
Blackboard.com, 86
BoKlok, 188
Books, for tween boys, 9
Boys. See Tween boys
Brand experience, 113–116

creating, 111
importance of, 122
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Brand extension(s), 31, 113
celebrities as, 115
as a necessary part of marketing, 123
objective of, 114
quality and, 117

Brand fans, offering something 
exclusive to, 86

Brand loyalty, among tweens, 9
Brand messages, meaningful, 95
Brand messaging, handling, 119
Brand positioning, 38
Brand recognition, 99
Brands

control of, 22
creating with global values, 178, 

193–194
disruptive, 12
emotional connection to, 118–119
engaging with young consumers, 69
following on Twitter, 83
importance to tweens, 60
keeping simple, 122
key to becoming, 109
launching and sustaining, 48
nostalgic, 104
not-yet-popular, 42
online integration of, 58
refl ection and self-fulfi llment 

from, 40
reinventing, 105–110
relationships with, 61–62
staying true to, 192
tween, 8
ways of reinventing, 106–107
for young adults, 14–15

Brand staying power, 110, 118
Businesses, barriers to starting, 

155–156
Businesspeople, successful, 153
Buzz, The, vii
Buzzfl ashes, 5, 65–66, 121
Buzz Marketing Group, vii

focus groups at, 87
reports by, 87
research at, 191
surveys by, 16, 80

Buzz Marketing Group Political Pulse 
survey, 16

buzzSpotter panel, 63
buzzSpotter Profi les, 5, 55, 79, 103, 

127, 151, 175
buzzSpotters, x
buzzSpotter surveys, 82–83, 138
buzzSpotter tween surveys, 72
Buzzteen.com, vii

Campaigns
ad, 57, 63
against digital abuse, 93–94
Dove Real Beauty, 63
educational, 62–63
launching, 63
MTV, 93–94
Nike, 110
online, 59
political, 139–140, 164
quality marketing, 62–63
Rock the Vote, 139–140
spot-on, 110–113
“Thin Line,” 70, 93
viral, 62

Capital, amassing, 155–156. See also 
Money

Career choices, of Preppies, 35–36
Catazines, 7–8
“Cause consciousness,” 69
Cause marketing, 11, 15–16, 69
Celebrities

aligned with marketers, 140
as brand extensions, 115
positive impact of, 154
as role models, 130

Celebrity brands/lines, 61, 128–129
changes in, 107–109

bindex.indd   Sec1:202bindex.indd   Sec1:202 3/15/11   8:36:10 PM3/15/11   8:36:10 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



 Index 203

Chang, Dong-Wan, 10
Cheetah Girls, 139
Children. See also Millennials; Teens; 

Tweens
boundaries for, 142
differences among, 29
online exposure of, 80

Clikthrough technology, 117–118
Clothing

classical, 112–113
tween, 7–8

Clothing purchases
decline of, 16, 18

Club Monaco, 119
Coca-Cola, 70, 84
Coca-Cola II (“new Coke”), 109–110
Coca-Cola Classic, 110
Collaborative tools

effect on world travel, 99–100
in political campaigning, 164

Collectives, working in, 154–155, 
156–157, 171. See also Communal 
work centers

College educations, trends in, 152–154
Commitment, from brands, 15
Communal work centers, 163. See also 

Collectives
Communication, two-way, 86
Communication methods, 

impact of, 84
Company culture, 87–88
Consumers. See also Customers

ever-changing, 170
interaction with, 106
researching and understanding, 

111–112
Consumer spending, major shift in, 23. 

See also Money; Spending entries
Consumption, controlled 

methods of, 161
Content management systems, 155
Converse, 15

“Cool factor,” 15, 38
Cost-consciousness, 75
Cultural attributes, defi ning people 

based on, 30
Cultural exchange, 177
Cultural saturation, 136
Cultural shifts, 152–170
Customer feedback, direct, 24
Customer loyalty, 109

creating, 111
Customers. See also Consumers

contact with, 74
creating a lifestyle experience 

for, 110
getting to know, 191
interacting with, 119

Cutting-edge Independents, 30. See 
also Independents

Cyberbullying, 70, 80, 93
Cybersafety, 21
Cyrus, Miley, 7, 127–129, 130. See also 

Hannah Montana television series

Decision making, among teens, 12, 74
Depression thinking, 144
“Desperate Housewives effect,” 60
Devices, continual evolution of, 

175–176
Diary of a Wimpy Kid (Kinney), 9
Digital abuse, 21–22
Digital downloading, 11–12
Digital engagement, 24, 116–121, 

117–118
Digital persecution/harassment, 93
Disney World, 187. See also Radio 

Disney; Walt Disney Corporation
Disruption concept, 11–12
Disruptive innovation, 31, 34
Diversity, importance to tweens, 57
Dollhouse, 141
“Do me” attitude, 133
Dora the Explorer, 130–131
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Dove Real Beauty campaign, 63
Drupal, 155
DSXL platform, trading up 

to, 65–66

Early-adopter tribe, focusing on, 
48–49

Eco-consciousness, 166, 167
Economic environment, impact on 

young people, 67
“Edgy”

as a selling point, 141
success and, 143–144

Education
trends in, 152–154
of tweens, 6

Educational campaigns, 62–63
Educational technology, use in 

schools, 86
Education industry, 86
Electronic tools, tween use of, 6
Emerging brands, 14–15
Employment

of Millennials, 151
of teens, 17–18, 66
among teens and young adults, 

19–20
Empowerment, education and, 63
Entertainment, tween-related, 57
Entitlement issues, 20
Entrepreneurship, 153, 154

surge in, 155
Environment. See Economic 

environment; Green entries
Exchange, shortened forms of, 83

Facebook, 79, 192
Coca-Cola fan page on, 106
fastest growing demographic on, 31
grandmothers and grandfathers 

on, 97
interaction with Millennials on, 

85–86

quality content on, 84–85
war with members, 22

Facebook effect, 80, 91–96
positive aspects of, 94–95

Facebook pages, reinventing, 106
Facebook profi le, 5
Fame, obsession with, 92
Family

evolution of, 168
importance of, 138–139
as the key to success, 130

Family Mobile, 188
Family structure, focus on, 138
Fanning, Shawn, 13–14
Fashion-design trendsetters, 43
“Fast fashion,” 184–185
50 Cent, 154
Focus groups, full-time, 117
Forever 21, 10, 119
Foster, Jodie, 129
Foursquare, 33
[FREEUP], 37–38
Frugality, among young adults, 18–19
Frugal thinking, 144
Fuel-effi cient vehicles, 167
Fulfi llment, from brand interaction, 

15–16

Gaga, Lady, 191
Games, girl-friendly, 72
Gap, 142
GapKids, 9
Gap logo, change in, 62–63
Gates, Bill, 153
Generations, unique aspects of, 81
Gen Xers, 81
Gevinson, Tavi, 103, 104, 152, 181
Gilbert, Jay Coen, 115
Gilt.com, 55, 159–160
Girls, gaming culture of, 72. See also 

Tween girls
Girl Scout web site, 65
Gizmodo.com, 34
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Glee, 108
Global brands, 24–25

instant connection with, 178–179
Global icons, 177
Globalization, 177

adapting to, 14
Global market, potential for, 157–158
Global mobile generation, 100, 

192. See also Global mobiles; 
Millennials

Global mobiles, viii, 158, 177–178, 
179–184. See also Millennials

new generation of, 100
Global pop culture, 181
Global power players, 184–193

Abercrombie & Fitch, 189–190
American Express, 185
Google, 186
IKEA, 188
learning from, 190
McDonald’s, 189
Nokia, 186–187
Topshop, 184–185
Volkswagen, 188–189
Walt Disney Corporation, 187

Global travel, 182
Global trends, 179
Global values, creating brands with, 

178, 193–194
Global youth trends, 195–196
Google, as a global power player, 186
Gossip Girl, 135–136, 141, 180–181
Government, learning about, 164
“Green,” as an expectation, 166–167, 

171–172
Green trend, Alternatives and, 39, 40
Grof, Natalie, 105
Groups, being a part of, 133–134
Guerilla marketing, 40

HabboHotel.com, 58
Halvorson, Blaine, 105
Handheld devices, in classrooms, 87

“Hand-me-up” trend, 90
Hannah Montana television series, 7, 

127. See also Cyrus, Miley
Harassment, online, 93. See also 

Cyberbullying
Hempel, Kevin, 156
Hilton, Perez, 181
“Hip factor,” 15
Hip-hop artists, 103
Hollister, 120
Hughes, Chris, 164

iCarly, 82
IKEA, as a global power player, 188
“In crowd,” 35
Independent media companies, 99
Independents

characteristics of, 41–44
as early-adopters, 49
love of fashion, 43
political aspect of, 44
self-expression and, 44
values of, 43–44

Infl uence
of the tween market, 56
of tweens, 17

Information age, openness of, 95
Innovation, valuing, 34
“Instanity,” 45–46, 90

growing up in a world of, 176–177
power of, 49
role in marketing, 194

Instant access, 18
Instant fame, 92
Interaction, new ways of, 82
Interactivity, in marketing campaigns, 

61–62
Internal teams, for maintaining and 

updating social networking sites, 
116–117

International business opportunities, 
157–158

International relationships, 182
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Internet
engaging Millennials on, 116
shopping on, 68
tween use of, 64

“In the moment” living, 46
iPads, 79, 83, 89–90
iPods, 71, 114

in classrooms, 87
Issues, importance to tweens, 61
iTunes, 71, 114
iXL touch-screen computer, 86

J-14, 64
Jackson, Michael, 109

reinvention of, 106–107
Jacobs, Marc, 74
J. Crew, 112
Jersey Shore, 70
Jetsetter.com, 160
Junk Food Clothing, 104, 105
Justice, 7–8

Kamprad, Ingvar, 188
Kardashian, Kim, 92
Karmaloop.com, 15
KidZone report, 72
Kiley, Dan, 133
Kinney, Jeff, 9
Knowledge base, growth of, 98
Kohl’s, 61
Krupa, Joanna, 141
Kutcher, Ashton, 92, 99

L.A.M.B., 115
Laptops, 86
Learning. See also Education entries

from global power players, 190
about government, 164

Legalzoom.com, 154
Lego, 114

brand experience of, 113
Leisure time, of tweens, 57
Lieberman, Andrea, 115

Limited Too brand, 7, 9
Lindsay, Sibyl, 88–89
Logos

with appeal to Millennials, 194
recognizable, 178

Lohan, Lindsay, 130
Louis Vuitton, 74
Luxury labels, 119
Luxury market, 73–74

Magazines, versus blogs, 80
Malls

alternatives to, 18
diminishing popularity of, 61

Marc, 74
Market development, 31
Marketers

aligning with celebrities, 140
cause-conscious, 69–74
emerging opportunities for, 163
job of, 144–145
knee-jerk reactions from, 104
parent-pleasing, 139–140
separating the good from the 

bad, 140
tweens as the “golden egg” for, 6–7

Marketing. See also Buzz Marketing 
Group; Campaigns; Millennials; 
Tweens

based on age, 47
based on tribal needs, vii–viii
brand extension and, 123
“cause,” 11, 15–16, 69
changes in, 23–24
guerilla, 40
“instanity” and, 194
interactivity in, 61–62
Millennials and, 59, 120–121, 

181–182
to mind-set, vii, 20, 23–24, 71
Nike campaigns, 110
quality campaigns, 62–63
spot-on campaigns, 110–113
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trial-and-error, 7
to tweens, 7, 59
word-of-mouth, 84

Marketing campaigns, 57, 61–63. 
See also Campaigns

Marketing messages, questions 
concerning, 141–142

Marketing Moments, 20, 44, 69, 
90–91, 116, 170, 196

Martin + Osa, 112
Maybank, Alexis, 160
McCallum, Abe, 118
McDonald’s, as a global power 

player, 189
Media “instanity,” 45–46. See also 

“Instanity”
Media manipulation, in politics, 165
Media outlets, 99
Merchandise, boycotting, 130
Messaging, tween-related, 57
Microgiving, 89
Miley Cyrus properties, 7. See also 

Cyrus, Miley
Millennial consumers, vii. See also 

Millennials
Millennial generation, subsets of, 

22–23. See also Millennials
Millennial myths, vii
Millennial parents, 138–139
Millennials. See also Children; Teens; 

Tweens; Young adults
academic achievements of, 132
academic-related tasks of, 86
appealing to, 141
choices open to, 177
communicating with, 97
connecting with, 191
defi ned, 5–6
digital abuse among, 93–94
disposable income of, 55–56
economic awareness of, 16–25
educational trends of, 152–154
education of, 171

employment of, 151
engaging with, 68
entrepreneurship among, 154
fi ckle nature of, 104
future of, 190–191
highlighting the aspirations 

of, 135
information sources of, 180
interacting with, 20
as international ambassadors, 183
lifestyle expectations of, 151–152
listening to feedback from, 

105–106
love for marketing, 59
marketing to, 120–121, 181–182
maturing of, 107
monitoring online usage by, 95
online interaction with, 85–86
parental restrictions on, 137
pickiness of, 74
political attitudes of, 163–165
preoccupation with technology, 

79–80
productivity of, 158
rejection of iPads among, 89–90
reliance on retail therapy, 74
reluctance to marry, 132–133
shopping-savvy, 75
short attention spans of, 87
technology as defi ning, 81–82
teens as, 9
transition to adulthood, 131–132, 

134, 142, 145–146
as trend observers, 181
understanding the needs of, vii–viii
value and cost-consciousness of, 75
as the “wired generation,” 21
workday scheduling of, 162
as world citizens, 183

Mimran, Joe, 119
Mind-set, marketing to, vii, 20, 

23–24, 71
MixTape.me, 175
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Mobile devices
engaging Millennials on, 116
precedence of, 84

Mobile wallet, 88–89
Mobility, as a consistent technological 

theme, 83
Mochamoms.org, 65
Momlogic.com, 65
Moms

contending with, 65
satisfying, 23

Money. See also Capital; Consumer 
spending; Spending entries

Millennial attitudes toward, 
158–159, 171

receiving via text messaging, 
88–89

worries about, 16–17
Mozes, 95–96
MTV, 24, 69–70

campaign against digital abuse, 
93–94

MTV Rock the Vote campaign, 
139–140

“Multiple-screen” existence, 57
Multitasking, 90
Music

downloading, 161
passion for, 41

Music business, decline of, 191
Musicians, as brands, 128
Music industry, 13–14, 160–161
“My Grammy Moment,” 140

Napster, 13
Narcissism, Facebook effect and, 91. 

See also Self
Nature, integrating human life 

with, 166
Nerds, 32. See also Techies
New product lines, rolling out, 113
Nike, 72

marketing campaigns of, 110

Nintendo, 72
barter economy and, 65–66

No Doubt, 115–116
Nokia, as a global power player, 

186–187
Nokia Conversations, 186–187
Nostalgia, 104

Obama, Barack, 16, 165, 180
Older generations, products affi liated 

with, 111
Older groups, technology and, 90
Old Navy, 71, 141–142
Old Spice, 114–115
One-click shopping, 117–118
Online campaigns, for tweens, 59
Online integration, of brands, 58
Online presence, as a must-have, 99
Online retailers, 159–160
Online tools, opportunities associated 

with, 155
Online universities, 171
Originality, importance of, 108
Oversharing, 91

Palin, Sarah, 165
Paradoxical Preppies, 30. See also 

Preppies
Parent-child relationship, 137
Parents

buying decisions of, 145
power of, 59
wallet power of, 65

Parents Television Council, 136
Partnerships, offl ine, 58
Pepsi Refresh Project, 11, 61–62
PerezHilton.com, 181
Personal information, 

overexposing, 95
Peter Pan Syndrome: Men Who Have 

Never Grown Up (Kiley), 133
Phones, prepaid, 38
Plato’s Closet, 142
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Playtex Sport, 24
Political process, transparency 

of, 165
Political system, changes in, 163–165
Pop Quizzes, 5, 29, 55, 79, 103, 

127, 175
Pop trends, 104
Popular culture, trends in, 103
Pop-up stores, 179, 194–195
Portman, Natalie, 129
“Power of the purse,” 17, 138, 145
Predators, online, 93. See also 

Cyberbullying
Prepaid services, 38
Preppies

as brand managers, 37
characteristics of, 34–38
as early-adopters, 48
social aspect of, 36
wants and needs of, 36

Preppy women, 37
Price, importance to teens, 13
Price shopping, 75
Primary tribes, 47–48, 49
“Print is dead” argument, 63–64
Privacy, new perspectives on, 168
Private lives, exposing, 92
Procter & Gamble, 137
Product design, importance of, 72
Product lines

researching and planning, 117
retro, 123

Product offerings, shifting, 163
Products, age-appropriate, 142–143
P.S. brand, 9
Public realm, sharing lives in, 91
Purchasing process, new approach 

toward, 68

Quality
importance of, 119
importance to brand extension, 117
importance to Millennials, 122–123

Quality brands, creating and 
maintaining, 121

Quality marketing campaigns, 62–63

Rachel Zoe Project, The, 115–116
Radio, tween-oriented, 64
Radio Disney, 64. See also Disney 

World; Walt Disney Corporation
Reading, 63–64
Real Housewives of... series, 120
Reality shows, 120
Real-time data, 84
Real World, The, 69
Recession

cutbacks associated with, 16–17
impact of, 23
impact on teen spending, 66

Reinvention, unspoken rules of, 
108–109

Relationship management, via mobile 
devices, 84

Religion, withdrawal from, 
168–169

Research/communications 
strategies, 117

Retailing, tween, 9
Retail therapy, 74
Retro designs, 104, 105
Retro releases, 123
Road Rules, 24
Rock the Vote campaign, 139–140
Rudolph, Larry, 116
Ryan, Kevin, 159–160

Sales, working hard for, 74–75
Sarfati, Lea Michele, 108
Saving, 18

by tweens, 60
new ways of, 23

Scholastic market, technology in, 86
“Screenagers,” 90–91
Secondary tribes, 47–48, 49
Second Life, 58
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Secret Life of the American Teenager, 
136, 141

Self. See also Narcissism
focus on, 133
value of investing in, 154

Self-employed Millennials, 154–157
Self-employment, 171

allure of, 156
Self-made professionals, 153
Selkoe, Greg, 15
Selvadurai, Naveen, 33
Semester at Sea, 24
Seventeen, 70
“Sex sells” adage, 143
Sexting, 92, 93
Sexting in America: When Privates Go 

Public, 94
Shared experiences, 

intergenerational, 31
Sherrod, Shirley, 45–46
Shopping, online research 

related to, 67
Shopping centers, popularity of, 61
Shopping environment, for tweens, 8
Shopping experience

changes in, 176
restructuring of, 180–181
virtualizing, 181

Silent Generation, 81, 83
Silly Bandz, 121
Simpson, Jessica, 154
Skype, 175
Smashies Organic Applesauce, 139
Snowboarding, 103
Social concerns/matters

alignment of brands with, 69
importance to tweens, 61

Social networking, 98
in political campaigning, 164

Social networking sites, maintaining 
and updating, 116–117. See 
also Facebook; Texting; Tweets; 
Twitter; YouTube

Social omnipresence, downside 
of, 93

Social/relationship management, 
connectivity to entertainment, 85

Societal shifts, 152–170
Soler, Esta, 94
Sook, Jin, 10
Spears, Britney, 107, 116
Speed, addiction to, 45–46
Spending, of tweens, 6, 17. See also 

Consumer spending; Money
Spending behavior, changes in, 19
Spending habits

of tweens, 6, 17
of young adults, 14

Sponsorships, 114–115
Spot-on marketing campaigns, 

110–113
necessity of, 111

Starbucks, 85
Stardoll.com, 58–59
Staying power, 104. See also Brand 

staying power
building, 116
maintaining, 109

Stefani, Gwen, 115–116
Steve Madden, 161
Studyabroad.com, 100
Style Rookie, 152, 181
Sung, Alfred, 119

Talent, rebounding of, 107
Target, 61
Target market, fi nding, 24
Tea Party movement, 163
Tech addicts, 96–97
Techies

characteristics of, 32–34
as early-adopters, 48
importance of, 33–34
specialized skills of, 34
as trendsetters, 32–33
wants and needs of, 33
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Technical innovation, growth of, 84
Technical integration, positives 

of, 100
Technological tools, use of, 20
Technology

benefi ts of, 98
changes related to, viii
disruptive, 11–12
as a driver of global mobiles, 

99–100
easy access to, 167
full integration of, 90–91
impact on young people, 100
as an interesting dichotomy, 98
Millennials’ preoccupation with, 

79–80
as the new fashion, 33
preference for, 80
quality and quantity of, 82
as a threat to traditional media, 

98–99
as a way of life, 97–98

Technology companies, 33
Technology incentives, 87–88
Teenage Research Unlimited 

(TRU), 120
Teen celebrities, 129
Teen consumers, 11
Teen culture, 9
Teen girls, fashion/game community 

for, 58–59
Teen magazines, 11, 31
Teen pop icons, 9–10
Teen print media, 192
Teens, 9–13, 22–23

cautious spending by, 19
engaging with, 18
entertainment choices of, 57
getting the attention of, 23
impact on trends, 103
interrupting, 12
pay-as-you-go service, 37–38
Preppy, 37

selective purchasing by, 66–67
Visa Buxx prepaid card for, 59–60

Teen sensations, maturing of, 127–129
Teen Vogue, 71
Texting, 103. See also Text messaging

growth of, 82–83
Text messaging, 79

receiving money via, 88–89
TheOutNet.com, 159
“Thinking in code,” 96
“Thin Line” campaign, 70, 93
Timing, importance to relaunching, 112
T-Mobile, 72–73
Topshop, as a global power player, 

184–185
Trade-up, art of, 65–66
Traditional values, revival of, 

167–170, 172
Transculturalism, 182
Trendiness, 36
Trends, Millennial-related, 152–170. 

See also Youth trends
Trendsetters, 41–42

fashion-design, 43
Trial-and-error marketing, 7
Tribal needs, marketing based on, 

vii–viii
Tribal system, 30–32

effectiveness of, 47
Tribes. See also Alternatives; 

Independents; Preppies; Techies
creating products for, 193
focusing on, 48–49
identifi cation with, 22
interconnectivity of, 44
reaching, 32
social aspect of, 31
studying, 47
targeting, 31

TV
popularity of, 63
power of, 73
versus Internet, 80
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Tween boys, 7
Tween brands, 8
Tweenebes, 30
Tween girls, 8

fashion/game community for, 58–59
Tween magazines, 64
Tween market

characteristics of, 56
size of, 56
successful brands in, 8

Tween paradox, 29
Tween retailing, 9
Tweens, 5, 22

annual spending of, 17
defi ned, 6–9
disposable income of, 55–56
impact on trends, 103
importance of brands to, 60
love for marketing, 59
major needs of, 57
marketing to, 7
online campaigns for, 59
reaching, 61–62
speaking to, 8
targeting, 111–112
web sites visited by, 64

Tweets, 83, 92. See also Twitter entries
promotional, 83

Twihards, 58
Twilight series, 103
Twitter, 83

quality content on, 84–85
Twitter jockeys (TJs), 70
Twitter profi le, 5
Two-party political system, breaking 

out of, 163–165

Unengaged tech addicts, 96–97
Urban fashion, 15

Value, importance to teens, 12–13. 
See also Values

Value consciousness, 75

Value-price correlation, 160–161
Value proposition

determining, 63
for Preppies, 37

Values
evolution of, 169
traditional, 167–170, 172
of young adults, 14

Verizon Wireless, 37–38
Vice magazine, 180
Victoria’s Secret Pink, 85
Video games, for tween boys, 8–9
Vintage stores, 104
Viral campaigns, 62
Virtual businesses, 157–158
Virtual working environments, 

concerns related to, 158
Visa Buxx initiative, 59–60
Vogue, 71
Volkswagen, as a global power player, 

188–189

Walt Disney Corporation, 6–7. See also 
Disney World; Radio Disney

as a global power player, 187
Wants versus needs decisions, 

Shailene, 141–142
Warholism, 80, 92, 129, 178
Watson, Emma, 129
Wells, Tina, background and 

achievements of, 199
What Comes Around Goes 

Around, 104
“Why-Worry Generation,” 40
Wilson, Alexandra Wilkis, 159–160
“Wired life,” 7
Wired Techies, 30. See also Techies
“Wired, unengaged” child, 81
Woodley, Shailene, 141
Word-of-mouth marketing, 84
WordPress, 155
Working, importance of, 66
Working families, shift in, 161–162
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XIP2GIVE, 89
XIPWIRE, 88–89

Young adults, 13–16, 22. 
See also Millennials; Teens

cautious spending by, 19
effect on modern commerce, 

13–14
Young people. See also Children; 

Millennials; Teens; Tweens; Youth 
entries

“branding” of, 91
understanding, vii

Youth. See also Youths
brand-loyal, 67, 68
raw data produced 

by, 84

Youth culture. See also Millennials
chasing, vii, 190
key to chasing, 192
paying attention to, 192

Youth dollars, capturing, vii
Youth market, brand reinvention and, 

105–110
Youths

awareness of adult-world concerns, 69
wired, 32

Youth trends, global, 195–196
YouTube, 62

Zappos.com, 88
Zuckerberg, Mark, 13, 153, 192
Zwinky.com, 58
Zync card, 185
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