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ABSTRACT 

The age segment between 8 and 12 years old (the tweens), is gaining more influence in family 

shopping and more buying power every year. This market segment’s specificities bring them close 

to children, close to teenagers, and still with several characteristics that make them unique. They are 

active, open and curious. 

In addition, e-Commerce websites and platforms are recent and innovative way for MNC’s to 

attract new consumers open to innovativeness and technology. This study investigates how tweens’ 

background (familiar and economic) impacts their online activity and their potential to engage in e-

Commerce shopping activity in Portugal and Denmark. 

Firstly, the study analyses data relative to tweens is analysed from a consumer socialization point of 

view. Than, it is introduces some data that outlines and defines the elements that outline this age 

segment’s familiar and economic background. Secondly, the study analyses data about the online 

access trends and risks in Portugal and Denmark. 

Following the data analysis, there is an empirical study composed of qualitative interviews with 

tweens, parents and a Product Manager from the Adidas Group. Interviews are translated, 

transcribed and analysed. Summarising data from interviews, this paper presents a discussion and 

presentation of findings from different perspectives. 

In the final part, recommendations are provided regarding the economic and familiar background 

elements that are influencing tweens online access and the ones that actually conditioning it. The 

different level of influence from each of these elements is also taken to account to provide 

recommendations to MNC’s Product Development and Promotion strategies to better reach the 

tweens market. 
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1. INTRODUCTION 
The vast variety of products currently available on the market gets wider everyday. Multinational 

companies keep their efforts in order to bring the right product to the right consumer. In order to 

successful achieve this challenge, targeting variables become more complex as well. Age as a 

variable is not an exception. This thesis is going to approach an age target composed of children 

from 8 to 12 years old, the tweens (Siegel, 2004). 

Researchers consider tweens as children with-in slightly different age ranges (7 to 14, 8 to 14, etc.). 

Nevertheless tween is defined as an individual who is “in-between” a young child and a teenager 

(Siegel, 2004). Over the last years, the “experience of being a tween” has significantly changed, 

especially due to the contact with technology this age group has access to. Over the last years, 

technological platforms, such as TV, internet, mobile phones, instant messaging, etc. has been well 

accepted, becoming an important part of tweens’ everyday life (Siegel 2004).  

Besides the technological engagement, this group is also very open to the media and how the 

media connects them with the world. Such connection is observed through the way tweens approach 

the different markets and products (Siegel 2004). 71% of the consumers from 9 to 11 years old 

reported a connection with products or brands they liked (2003 Yankelovich YOUTH Monitor, 

cited by Siegel, 2004). This age segment is composed of people who know what they want and try 

to go after the products that fit their needs and lifestyle (Siegel, 2004). 

Furthermore, they represent a culturally diverse market segment with significant buying power. 

According to the 2000 US Census, it was predicted that 9 million families with tweens would be 

spending about $5 billion a year, influencing approximately 20% of general family purchases 

(travelling,, food, etc.) (Siegel, 2004). 

Therefore, companies develop more and more efforts developing products (food, clothes, etc.) 

targeted for this age segment. Products and promotional content need to be presented taking into 

account the main specificities of this age group that does not want to be addressed as if they were 

babies, but is not really composed of teenagers (Siegel, 2004). 

Given the potential of this market segment, their technological engagement and the capacity they 

have to influence family shopping (Andersen et al, 2007), this study is going to focus on the use 

tweens make of internet and explore the opportunities they may represent as online buyers in the e-

Commerce universe. 
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Research Question outline 

Together with the London School of Economics, Sonia Livingstone directed a study called EU Kids 

Online that addresses online users from 9 to 16 years old (age ranges may vary for different EU 

Kids Online studies) and their online habits and risk exposure.  

One of this study’s research points mentions the complexity of targeting and clustering young 

consumers’ online access habits. Countries from the same regions can show high and low values 

on the same criterions (…) At a country level, such cross-national differences may be explained by 

any of numerous contextual factors, particularly including the media environment, ICT regulation, 

public discourses, cultural attitudes and values and the educational system of a country (Hasebrink 

et al, 2009). Furthermore, in the different regions, the relevance media attributes to certain events 

influences the local users online behaviour and their online risk perceptions (Hasebrink et al, 2009). 

Hasebrink et al, 2009 uses the EU Kids Online database to study the different trends in the different 

countries in Europe based on the following framework: 

 

This framework addresses Internet usage and its risks by using, as a starting point four social 

contexts: Market Context, Political/Legal Context, Educational/School context and Culture, family 

and peer context (Hasebrink et al, 2009). 

Inspired by this research paradigm and framework, this study will cover the following contexts: 

Familiar Background (Family shopping and influences) and Economic Background (Access to 

money and consumer profile). This study will focus on the Danish and the Portuguese markets. 

The main objective of the current research is to understand how the Tweens’ online access and 

behaviour may bring new challenges to Multinational Corporations e-Commerce strategies. 
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Reebok, a brand owned by the Adidas Group has recently started creating and developing several 

apparel ranges for tweens. This targeting group is still underexplored for this company, which, 

according to the marketing management team, is used to distinguish consumers between “kids” (2-

12 years old) and “teens” (13-18 years old). This investigation can provide useful managerial 

information for the Adidas Group and other Multinational companies  with a strong e-Commerce 

focus and interest in this marketing segment. 

This research objective leads to the following research question: 

How does familiar and economic background influence Portuguese and Danish tweens’ online 

buying activity? 

In order to provide concrete information for the Adidas Group and other MNC’s, this research 

question originates a second question: 

Which challenges do such background influences on tweens’ online access bring to sports 

apparel MNC’s product development and promotion strategies? 
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Theoretical Framework 

 
The overall view about the current trends and conditions on children online access will be provided 

by the EU Kids online analysis from Portugal and Denmark. 

Following this overall information, the study will use literature on the potentially relevant elements 

from tweens familiar and economic background. The impact of these elements will be investigated 

during interviews which than enable a qualitative discussion that faces theory with interview 

observations. 

Discussion is going to present different perspectives about the different variables and the 

implications of these variables on the research questions. 
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2. METHODOLOGY 

The following chapter is about the methodology used in this paper for the theoretical analysis of 

collected data. The section includes information about the importance of the collected data and the 

main reasons behind the chosen methods. 

2.1 RESEARCH PHILOSOPHY 

As a scientific research project, the information collection and data analysis process is based on 

defined methodologies and philosophies. The most important research philosophies are described 

below: 

Positivism is a research philosophy with three main principles (Blumberg et al, 2011): 

1. Social world seen as something external and viewed objectively (Blumberg et al, 2011) 

2. Research is free of values (Blumberg et al, 2011) 

3. Researcher acts as an independent element just observing and analyzing (Blumberg et al, 

2011) 

The theoretical development starts with the development and formulation of hypothesis followed by 

the observations that will assist tests which will validate the hypothesis or not (Blumberg et al, 

2011). This kind of research is normally used for natural sciences and quantification studies where 

there is a limited number of elements and variables to be analyzed.  In the case of the current 

research, in order to understand the tweens’ social backgrounds, it is not possible to isolate the 

social world. Furthermore, the questions aroused by this topic and their implications in reality 

cannot be reduced to a limited number of hypothesis. 

Some insufficiencies in the positivist methods when it comes to understanding the complexity of 

social phenomena have driven some researchers to opt for the interpretivist methods (Blumberg et 

al, 2011). The three main interpretivist principles are: 

1. There is a social world’s construction subjectively assessed by people (Blumberg et al, 

2011) 

2. Researcher is part of the observation (Blumberg et al, 2011) 

3. Interests  are part of research (Blumberg et al, 2011) 

Just like this study, interpretivists focus on understanding subjective realities and to offer 

interpretative explanations (Blumberg et al, 2011). Furthermore, primary data is collected and 
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observed with strong focus on its meaning and interpretation from different perspectives: tweens, 

parents and companies. Instead of a mere cause/effect relationship or correlation, this study is 

focused into observing different realities and points of view. Therefore, it will be mostly based on 

Interpretivist philosophy methods. 

2.2 DATA SOURCES 

2.2.1 PRIMARY DATA 

This study’s primary data sources  are composed of interviews with tweens, their parents and also 

by an interview with a Product Manager from the marketing department of Reebok, a brand from 

the Adidas Group. This data was directly collected by the author of the paper. This data is acquired 

with the main purpose of assisting this concrete research, which gives the researcher the chance to 

have more control on its validity, reliability as well as a proper fit into the research purposes 

(Cooper & Schindler, 2008) (Burns, 2013). 

2.2.2 SECONDARY DATA 

The main secondary data sources used for this research are composed of a selection of academic 

papers and books. These are combined with some figures from the EU Kids Online research study 

and other managerial/consultancy books. Although these were not written with academic purposes, 

they still provide valuable information about the practical application of the research’s theoretical 

concepts. 

Combining academic and managerial data sources is seen by the researcher as  a proper way to 

balance theoretical and factual information in the study (Blumberg et al, 2011). 

Secondary data has been previously gathered by someone else for other purposes than this research 

project (Cooper & Schindler, 2008) (Burns, 2013). The main advantages of this data is the fat that is 

easier to gather, less expensive and may suggest good different points of view and research 

directions  to the perspective initially adapted by the researcher (Burns, 2013) (Cowton, 1998). 

The main disadvantages associated to this data are the fact that sometimes the measurement 

standards and units are not matching and class ranges are not completely applicable (Burns, 2013). 

This is the case of studies that assisted this research and were only partially covering the age 

segment this study was covering (tweens). Another disadvantage of secondary data was the fact that 

it was often outdated (Burns, 2013). In a research project that deals with topics such as trends and 

technology, the fact that some of the secondary data was collected several years ago may bring a 
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limitation. The use of primary data, which was more time consuming to obtain was related to the 

need to compensate for these three disadvantages with actual data which was fitting the precise 

geographical and age segment analyzed in this study. This was the balanced way found by the 

research to combine primary and secondary data (Cowton, 1998). 

2.3 RESEARCH DESIGN 

The two main forms of inference that can be used in this study are the deductive and the inductive 

approach. The deductive approach means to reach conclusions. It involves the collection of 

premises which, if validated, will lead to a conclusion (Blumberg et al, 2011).  

On the other hand, the inductive approach collects evidence about a topic and gathers facts that may 

support it or not (Blumberg et al, 2011). This is the case of this study that, after collecting 

information from the EU Kids Online study and literature is going to conduct an empirical study 

understanding what may be the observations behind them. 

Given the understanding purposes of this study, it will use exploration. Exploratory studies develop 

concepts, organize priorities , operational definitions and improve the final research design (Cooper 

& Schindler, 2008). These studies are particularly useful determining if a subject is relevant enough 

to be approached in future research (Cooper & Schindler, 2008).  

Exploratory research is most commonly unstructured, informal research that is undertaken to gain 

background about the general nature of the research problem (Burns, 2013). This is the case of this 

study that addresses a topic which has not been intensively investigated so far: recent technological 

solution (e-Commerce) adapted to a specific age segment, the tweens. Therefore, an exploratory 

approach can be useful to provide this research with some background information about a problem 

that has not been developed, to define terms and components that can be measured and hypothesis 

to be developed in future research (Burns, 2013). 

The fact that this study is not trying to find a cause-effect relationship, as “if” something happens, 

“than” something will be observed, the causal approach is not going to be used (Burns, 2013) 

(Maxwell, 2004). This is also the reason why descriptive research, the one that describes and 

develops answers to questions and perspectives is considered the most appropriate for this study. 

Furthermore, the size of the interviewed sample is not large enough to allow predictions, so the 

research conducted is going to be descriptive (Burns, 2013) (Maxwell, 2004). 
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2.4 QUALITATIVE RESEARCH 

Whilst quantitative research looks for precise measurements that describe, explain and make 

predictions, qualitative research goes after understanding and knowledge interpretation (Cooper & 

Schindler, 2008). This study is going to be based on qualitative research because its research 

question is about how the tweens’ background (familiar and economic) influences their online 

buying activity. It does not try to quantify or to validate a hypothesis (Cooper & Schindler, 2008) 

(Lacey & Luff, 2001). This research work gathers qualitative information that will explain the 

different points that may influence a reaction. This allows a deeper level of understanding during 

the data collection process (Cooper & Schindler, 2008). The researcher was actually involved in 

this data collection process which allowed a deeper level of understanding through data registering 

(interview recording) and also continued observation (Cooper & Schindler, 2008). 

2.5 INTERVIEWS 

The interviews conducted for this study go after what is conditioning a participants’ connection to a 

phenomenon: ideas, perceptions and interpretations of data, which are better understood through 

qualitative interviews (Blumberg et al, 2011). 

These interviews were semi-structured, involving direct observation (Burns, 2013). Each interview 

had a structure with some proposed questions and some points that the research wanted to get 

answers to. Nevertheless, interviews were flexible to allow participants freedom to talk and mention 

everything they wanted to. This was the way the author fount to maximize the information diversity 

that would allow a richer exploratory study (Blumberg et al, 2011).  Interviews were recorded, 

transcribed and then translated to English because the information included in each interview was 

too complex and detailed to be directly transcribed (Blumberg et al, 2011). 

2.5.1 SELECTION OF RESPONDENTS 

Two of the families were from Portugal and one was from Denmark. Parents ages were between 32 

and 40 years old. Children’s ages were between 8 and 12 years old, in the tween age group (Siegel, 

2005). One of the tweens (David from group 3) was still 7 years old, he turned 8 some days after 

the interview. Families were part of the researcher’s social and familiar contacts and showed their 

availability to participate in these interviews. The Product Manager from Reebok was a professional 

contact from the researcher and also accepted to participate in the study providing the requested 

information.  
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The collected sample needed to ensure that the participants would fit the profile intended to serve 

this study’s purposes, which are related to tweens’ online shopping activity. Therefore, the selection 

criteria was families of tweens (ages between 7 and 12 years old) living in Portugal or Denmark 

with internet access at home who had interest for the research area topics (sports, apparel and 

internet). 

Since this was a qualitative study, there was no interest in collecting a large sample, the main 

objective was finding families who were interested in sharing their knowledge and points of view 

and explaining them into detail. The researcher’s personal network was determinant for selection 

of respondents.  

Due to time and money restrictions, it was possible to gather sample of three families (one parent 

and two children each) who were filling the requests mentioned above – tween children from 

Portugal or Denmark with internet knowledge – and voluntarily offering their help to give their 

contribute. This is a Purposive Sample,  (Berg & Lune, 2004). Only boys were interviewed, but that 

happened as a coincidence, the available families to collaborate in this study were composed of 

male children only. 

The Senior Marketing Manager from the Adidas Group was also part of the researcher’s team work. 

Due to a strong interest in this area of study, she offered her help to share some knowledge and 

some points of view about the topic. 

2.5.2 INTERVIEWS WITH TWEENS  

Answering the research question “How does familiar and economic background influence 

Portuguese and Danish tweens in their online buying activity?” implies the exploration of a new 

paradigm, which means an approach that does not have key variables defined yet. 

With these interviews, the researcher intended to explore a range of attitudes, opinions and 

behaviours and to observe eventual processes of consensus and disagreement at the level of family 

consumption and online shopping and information gathering (Cooper & Schindler, 2008). 

Participants had the same familiar background and were able to articulate ideas interacting with 

each other. (Cooper & Schindler, 2008). 

Semi-structured interviews were prepared to obtain a deeper level of understanding. That is why 

they are composed of free-response questions (open answer) (Cooper & Schindler, 2008). 
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Interviews consisted in individual (in the case of the parents and the managers) and small-group (in 

the case of the tweens’) interactions that took between 30 minutes and 1h (Siegel, 2005).  

During these interviews tweens were asked to share their insights about their online browsing 

activities with regard to their ability and autonomy. The best way to obtain a good interaction and 

participant predisposition to share these insights was encouraging them to share some life histories 

and daily situations (Schindler, 2008).  

This study was assisted by some observation techniques mentioned on a section below. Questions 

were assisted by the iPad. Access to images and digital technology facilitates communication in 

qualitative interviews (Siegel, 2004) (Cooper & Schindler, 2008). 

Focus groups are another of the recommended methodologies to follow (Siegel, 2005). It was not 

possible to apply this method because there was no availability to gather a number of participants 

that would fulfil the minimum number of four available elements to be simultaneously interviewed. 

In addition, interviewing groups of two would make it possible for one interviewer to have a better 

control on the questions and the interview itself. 

2.5.2.1 INTERVIEWS WITH TWEENS’ STRUCTURE 

Questions did not have a pre-determined order. They flowed according to participants’ interests and 

answering motivations. They were initially structured in the following way: 

• Participants’ consumer interests: Questions related to their favourite leisure activities and 

their relationship with consumption habits. These questions addressed their favourite leisure 

activities, their favourite products, their Christmas/birthday presents, the way they 

spent/saved money and how their parents would support that. 

• Participants online activity: Questions were related to participants’ most popular internet 

uses and previous experiences. These questions addressed their favourite online activities, 

what was easy for them to do online, what was not, how they were gathering product 

information and how their parents would support that. 

• Participants’ online shopping potential: Questions and challenges that try to understand 

what encourages or prevents tweens to do/try online shopping. Questions addressed the 

challenges that could be brought to tweens from the moment they were gathering product 

information until they would buy something online. 
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These three points were the main ones covered by literature. Empirical observations related to each 

of them would be very helpful to enable a productive discussion. As a semi-structured interview, 

some questions were previously outlined, but they would only take place after the participant 

finished answering and developing all his ideas.  

The previously outlined question order had to be changed in some interviews  in order to keep 

participants as active and motivated as possible. 

2.5.2.2 ELEMENTS TO TAKE INTO ACCOUNT INTERVIEWING TWEENS 

Children can be good sources of information (Scott, 2000). Nevertheless, interviews have to be 

properly conducted just so the researcher maximizes the output from their information. The tween 

age segment (8-12 years old)has some particular traits that call for special procedures regarding 

how they should be approached. This section is going to present the main ones used during this 

study. 

Unicef Media Center provides the basic guidelines for interviewing children on their website: 

1. Do not harm with judgmental questions or others that may cause humiliation 

2. Do not discriminate who to interview 

3. Do not make questions that do not relate to their experience 

4. Ensure children know what they are reporting as well as the interview purpose 

5. Obtain permission from both children and guardian (in these cases, parents) for interviewing 

and recording 

6. Pay attention to the set where the children is interviewed in order to enable privacy 

Advice provided by Siegel (2004) was mainly directed to focus group interviews. Nevertheless, a 

considerable part of this advice was applicable to semi-structured group interviews, since some 

parts of these two approach have similarities (Cooper & Schindler, 2008). 

First of all, listening to statements and opinions directly from children is the best way to capture the 

relevant information (Siegel, 2004). This group is particularly open and honest when it comes to 

sharing personal opinions and emotions (Siegel, 2004). They are particularly prone to provide 

information about topics they are confident and familiar with (Scott, 2000), like the case of brands 

and internet (Siegel, 2004) 

Secondly, splitting the groups keeping an age gap of two years makes the older ones try to show 

their expertise at the same time it makes the younger ones try to follow with as much information as 
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possible not to feel “left behind” (Siegel, 2004). These interviews were reporting statements directly 

from tweens, but the age difference was 3 or 4 years because interviews had to be conducted with 

families (brothers or cousins). 

Information provided by tweens may be biased by other members from the same interviewed group. 

Older members’ opinions may bias younger ones (Siegel, 2004). 

Tweens were capable of attending interview sessions up to 90 minutes long (Siegel, 2004), which is 

longer than these interviews actually took. 

It is also recommended that interviewers keep in mind the social elements influencing tweens 

opinions and perspectives (Scott, 2000). Younger tweens have more difficulty to express opinions 

adopting someone else’s perspective, like the parents’, colleagues’, etc. (Scott, 2000). 

The social environment and the places children normally attend are related to their attitude and 

behavior. They may behave differently at home or at school or even inside the classroom or at the 

playground, with different teachers, different friends, etc. (Scott, 2000). The fact that children are 

used to be assessed at school with oral quizzes and knowledge questions tends to motivate them to 

provide a right answer (or something as close to it as possible) whenever they are assessed by 

someone older (Docherty & Sandelowski, 1999). Interviews took place during the winter break, so, 

it was not possible to conduct them at school. They were conducted at each of the family’s house in 

each family’s native language. On one hand, as stated by Scott (2000), it was more time consuming, 

but, on the other hand, it was more comfortable for them and more convenient for the families. The 

use of images and technological devices (iPad made participants feel more confident and more 

motivated to provide answers and show their browsing knowledge). 

Another recommendation that was followed in this study was always allowing children to reproduce 

statements in their own words. This ensures they were fully understanding the question and 

providing information in a confident way (Siegel, 2004). That is why questions had to be presented 

in a very clear way for them to understand the content with no difficulties (Siegel, 2004).  

2.5.3 INTERVIEWS WITH PARENTS 

Parents (two families had the father interviewed and another one had the mother) were asked to 

share their insights about the same online and shopping activities performed by their children. 

These interviews had the objective to obtain the same information provided by children, but from 

another perspective. It is considered important to interview parents because, as members of the 
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close family, they represent interesting sources to provide information about interviewed tweens’ 

familiar background. They belong to the environment that, not only influences them in terms of 

behaviour and attitude, but is also influenced by their tastes, knowledge and preferences (Scott, 

2000).   

Furthermore, despite being reliable sources, it is considered relevant for this study to compare the 

tween’s perspective on the observations with the one expressed by their parents. This works not 

only as a confirmation to the study’s reliability, but also as an instrument to observe different 

ways to process knowledge and opinions inside the family. Tweens and parents were always 

interviewed in separate rooms just so one’s answers would not bias each other’s, especially 

regarding authority and autonomy, which is something both of them can perceive in different ways 

(Scott, 2000). 

Just like the interviews with tweens, these interviews were  open, giving participants the chance to 

elaborate and to develop each question the way they preferred. They had the objective of exploring 

the life of the individual in depth based on stories and daily life situations (Cooper & Schindler, 

2008). 

2.5.3.1 INTERVIEWS WITH PARENTS’ STRUCTURE 

Interviews with parents followed a similar structure to the ones with tweens with the aim of 

gathering the same data from a different family member point of view. These interviews were less 

time consuming because the participants were all adults. For them it was easier to understand 

questions and easier to present the information they wanted to provide. 

2.5.4 PRODUCT MANAGER FROM THE MARKETING DEPARTMENT OF REEBOK INTERVIEW 

Besides the tweens and parents, it was also conducted an interview with a Product Manager from 

the marketing department of Reebok, a brand from the Adidas Group.  The main objective from that 

interview was to know how Reebok (one of the subsidiary brands) was targeting tweens and 

which concerns were taken into account during the product design, development and promotion 

process. It was also important to collect information about the company’s point of view on who 

actually decides to buy the products and whether the marketing team takes into account the fact that 

tweens could access the internet to buy or gather information about the products. Finally, the 

interview also searches for information on how the product marketing team values tweens as 

current consumers. 
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2.5.4.1 PRODUCT MANAGER FROM THE MARKETING DEPARTMENT OF REEBOK INTERVIEW 

STRUCTURE 

This interview took less time due to the respondent’s availability. The questions asked during this 

interview gathered data for two main topics. The first one was how would the company look at 

tweens as consumer targets for their products. The other one was how this target group’ internet 

access would affect their communication and promotion strategies. 

2.6 DATA ANALYSIS 

As previously mentioned, interviews were recorded, transcribed and then translated to English. The 

aim of these transcriptions (found in the appendixes) was to gather valuable information for the 

study. After collected, this qualitative data had to be prepared and analysed in order to be turned in 

to knowledge and add as much value as possible to this research. 

The data analysis followed the following process: 

1. Transcription – Registration of every part from the speech and the observations (Lacey & 

Luff, 2001). 

2. Data organizing – After transcribed, data was summarized in the Data Report Chapter and 

categorized according to the theoretical framework parts (Lacey & Luff, 2001). 

3. Familiarization – This step starts almost together with the one above. During the 

transcriptions, while listening to recordings and summarizing data, the researcher begins the 

familiarization process through which he gets to know data into more detail (Lacey & Luff, 

2001). 

4. Coding – During this step, the researcher finds different ways and expressions to answer the 

same questions or to express related opinions (Lacey & Luff, 2001). This step was useful to 

interpret data during the discussion chapter. 

5. Themes – This is the final step when knowledge coming from the interviews is consolidated 

and categorized (Lacey & Luff, 2001). 

2.7 VALIDITY 

Validity is the characteristic that ensures if a test measures what the researcher pretends, covering 

the actual research question (Blumberg et al, 2011). 



CHALLENGING	  TWEENS	  AND	  E-‐COMMERCE	  

JOSÉ	  BANDEIRINHA	  |	  JULY	  2014	   23	  

This study’s validity can be limited by the fact that the interviewed families had a strong 

international background, which may influence their knowledge and perceptions compared to other 

families with no international background. 

2.8 RELIABILITY 

Reliability is the characteristic connected to the results’ accuracy, consistency and precision 

(Blumberg et al, 2011). Qualitative studies’ data is transmitted through verbal statements that may 

contain emotional bias. As previously mentioned, tweens may provide different answers if they are 

with family, friends, teachers, etc. (Scott, 2000). The best way the interviewer found to avoid this 

kind of bias was making participants feel comfortable to develop and talk about everything they 

wanted or, in case they would not feel comfortable, just allow them to say “I don’t know” or “I am 

not answering”. Interviews with parents were a way to check reliability, gathering the same 

information through someone else’s perspective.  
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3. LITERATURE REVIEW 

3.1 CONSUMER SOCIALIZATION 

A purchase decision and action, regardless online and offline, always involves more than one 

individual. The following chapter is going to collect information about such interactions in order to 

provide this study with a thorough understanding of the social background elements that may 

influence tweens’ buying behaviour. 

The most common definition of consumer socialization is offered by Ward (1974): “the process by 

which young people acquire skills, knowledge, and attitudes relevant to their functioning as 

consumers in the marketplace”. The understanding of this concept is relevant due to its connection 

with shifting consumption norms and ideologies and to cultural as well as technological changes in 

society (Ekstrom, 2006). Deepening the scope of consumer socialization can lead to important 

findings on the different life events, such as dialogs, negotiations and translations. Nevertheless, 

obstacles on the determination of how and where the socialization starts and ends at may sometimes 

hinder such approach. In fact, socialization can never be concluded, as it is very often 

spontaneous and unintentional (Ekstrom, 2006).  

3.2 SOCIALIZATION PROCESS 

3.2.1 PIAGET’S APPROACH AND ITS CRITICISMS 

Some authors used for this study, like Deborah R. John, describe children’s behavior and 

capabilities according to age stages. This approach is inspired on Piaget’s theory of intellectual 

development that addresses these dynamics as an accumulation of facts and skills that result in a 

set of ability progress stages (Corsaro, 2005). These development stages are observed in children in 

a completely different way than in adults. The element Equilibrium determines the flow that drives 

a child among the different steps of development (Corsaro, 2005). 

Vygotsky’s approach contrasts with Piaget’s in the sense that it addresses social development in 

children as a result of their social development, the collective interactions he or she develops in 

society and determine both social and individual development (Corsaro, 2005). 

Whilst Piaget studies children as “social becomings”, who are developing skills and competencies 

for the adult they will become, children can also be addressed as “social beings”, active actors who 

interact with the world around them for the present and the future (Uprichard, 2008).  
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Therefore, although Piaget inspired studies may provide an overall understanding of children’s 

status of development, it is also necessary to look at these as a continuous process that, more than 

pre-determined steps, is determined by social interactions. Both Piaget and Vygotsky (…) place 

major emphasison interaction with peers as an important facilitator of learning and socialization 

(R. John, 1999) 

3.2.2 SOCIALISATION STAGES 

Deborah Roedder John presents a study where it is described the evolution of children as 

consumers. There is a series of three stages that young consumers reach between 3 and 16 years 

old. These steps are the optimization of several individual perception and measurement capabilities 

that make part of the growing up process and can be reflected on the consumer behaviour (R. John, 

1999). 

Most tweens (8-12 years old) are going through the analytical stage. Nevertheless, Appendix 3 

presents the description for the 3 stages (cited from R. John, 1999). Although over this study there 

is not much interaction with 12 year old tweens, there is one participant who has not turned 8 yet. 

Insights from the perceptual and the reflective stages are helpful to understand progression: 

• Analytical stage (7 to 11 years old): At this age, children are able to process different 

product dimensions. They also show stronger skills to identify and collect knowledge about 

brands and concepts. Not only they have higher abstract reasoning, they can also be more 

objective and adaptable to negotiate. It is easier for them to adopt someone else’s 

perspective (R. John, 1999). 

The study shows the evolution of children within the different consumer socialization stages 

regarding capabilities such as: Knowledge on advertising, shopping and product/brand, decision 

making, decision strategy and information search, negotiation, purchase influence and consumption 

motives and values (Appendix 4). As it was mentioned in the paragraphs above, as stages advance, 

skills tend to get gradually more and more accurate and well defined (R. John, 1999). 

3.2.3 ADVERTISING KNOWLEDGE 

Advertising knowledge regards the degree to which children are aware of what is being advertised 

to them. At the age of 3 to 7 years old, children become visibly capable of distinguishing 

publicity from other TV programmes (R. John, 1999).  
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A study conducted by Butter (1981, Cited by R. John, 1999) concluded that 70% of the 4 year olds 

and 90% of the 5 year olds were able to identify advertising moments on television. Nevertheless, it 

was a different challenge for these children to understand the intent of the advertising moments 

they were exposed to. A study showed that from 6 to 7 years old, 52.7% of the children were able 

to identify a persuasive intent on an ad. From 8 to 9, this value goes up to 87.1% and from 10 to 

11, 99% of the children were able to tell the commercial intention behind an advertising 

moment (Robertson and Rossiter, 1994; cited by R. John, 1999). 

In fact, from the analytical stage, children become aware of some bias and deception coming 

from advertising as well as developing some negative attitudes towards them. Later, during the 

reflective stage individuals start showing scepticism towards ads. The ability to recognise truth 

subversion on ads and commercials is also developed towards the socialisation steps. The 

percentage of children believing advertising sometimes adulterates truth goes from 50% within 

kindergarten age children up to 88% at 8-9 years old and reaches 97% within children from 10-12 

years old (Ward et al, 1972; cited by R. John, 1999). 

3.2.4 TRANSACTION KNOWLEDGE 

Transaction knowledge can be observed at different levels that go from the product and brand 

identification to the shopping decisions, evaluation and negotiation strategies (R. John, 1999). The 

following sub-section is going to summarize the findings on the main transaction knowledge levels 

at each of the different socialization stages (R. John, 1999). Appendix 5 presents the full transaction 

knowledge description for the 3 stages (cited from R. John, 1999). 

3.2.4.1 TRANSACTION KNOWLEDGE AT THE ANALYTICAL STAGE (7-11 Y.) 

At the analytical stage, children’s product and brand knowledge will make progress which is 

visible through the increasing brand awareness, category recognition and the understanding of the 

main symbolic aspects of consumption. Retail stores will be understood by the child as a business 

space, meant to make profit, not as a cellar or a deposit for goods (R. John, 1999). 

Shopping knowledge becomes more abstract and exposed to contingency as children become 

aware of some relationship between value and price (R. John, 1999).  

At this socialisation stage, information search is composed of more and more accurate personal 

and mass media sources. The child is more aware of technical /functional attributes ant their cost-
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benefit trade-offs and he/she becomes capable of using more than two attributes  to evaluate a 

product (R. John, 1999). 

Decisions and negotiation initiatives taken by children at the analytical stage follow more diverse 

strategies that they are also capable of adapting to different people and tasks (R. John, 1999). 

At this stage, children also become slightly aware of the social meaning of certain goods’ 

consumption and material value (R. John, 1999). 

3.3 CONSUMER BUYING MOTIVATION 

The previous section has shown the implications of variables that outline consumers’ background. 

The further section will address tweens economic background by addressing the elements that make 

them go after certain products. Consumer buying motivations are represented by the dynamics 

which make consumers decide to go for certain products. The theories included in this section come 

from studies that were not observing tweens. Nevertheless, they provide valuable information about 

what motivates consumers and drives their preferences and it will be possible to better understand 

how these theories fit to the tween age segment after analysing the results from the empirical study. 

The interest that may arise in a consumer regarding a certain purchase is described by Babin et al 

(1994) as a shopping motivation. Shopping motivations can either have a utilitarian or a hedonic 

origin. The shopping utilitarian value has to do with the accomplishment or the 

disappointment derived from the achievement of a concrete objective or goal (having the car 

washed, flying to Toronto, etc.). Hedonic shopping value is more connected to the subjective, 

ludic and playfulness oriented consequences brought by the purchase that are determined by 

expressions of enjoyment, captivation, escapism and spontaneity. There is evidence for a 

moderate degree of correlation between these utilitarian and hedonic shopping dimensions (Babin et 

al, 1994). 

According to Arnold & Reynolds (2003), he different shopping motivations that lead consumers to 

the purchasing of certain products are: 

a) Adventure shopping: the stimulation and excitement that bring to the consumer the feeling 

of being in another world. These sensations are connected to the stimulations that make 

consumers seek new sensations (Arnold & Reynolds, 2003). 

b) Social Shopping: this motivation is related to the pleasure of shopping in the company of 

other individuals (can be friends, family, etc.). These sensations may increase the feeling of 
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“affiliation”, which is the feeling of possessing a good that makes one belong to a certain 

group (Reynolds & Beatty, 1999; cited in Arnold & Reynolds, 2003). 

c) Gratification Shopping is the motivation brought to shoppers who release their stress or 

other negative moods by shopping and acquiring certain products and services. It is 

connected to the ability of human beings to relax and turn their mind away from some 

problems with the pleasure from obtaining a new good (Arnold & Reynolds, 2003). 

d) Idea Shopping: this is the motivation that encourages individuals to shop and get in touch 

with new products, fashions and trends. According to Bloch, Ridgway and Sherrell (1989) 

(cited by Arnolds & Reynolds, 2003), this motivation may result in final purchases or just in 

information collections. 

e) Role Shopping: shopping for someone else may also bring satisfaction to some consumers 

and, thus, motivate them to do so. Some consumers actually see sole shopping as an 

expression of love (Miller, 1998, Otnes & McGrath, 2001; cited by Arnolds and Reynolds, 

2003). 

f) Value Shopping: the Value shopping motivation is the one inspiring consumers to buy 

something not for the product or service itself, more for the advantages of the favourable 

price, it is the challenge of getting quantity for less price  rather than the average buyer 

would be able to negotiate (Arnold & Reynolds, 2003). 

These different motivations arousing shopping activity on individuals are also described by Arnold 

& Reynolds (2003) according to their correlation with the following constructs (outcomes): flow, 

time distortion, aesthetic appeal, innovativeness, non-generosity and personalizing shopping. 

Flow means the intensity of amusement obtained from the shopping experience. This construct is 

positively correlated with adventurous shopping more than any other shopping motivation 

(Arnold & Reynolds, 2003). This result demonstrates the influence of the adventurous shopping 

motivation on enabling challenge and, thus, a pleasant shopping time. 

Time distortion is the effect on the consumers’ psychological time caused by a pleasure sensation 

while shopping. This construction variable is positively correlated with adventure shopping and 

gratification shopping. The correlation between time distortion and the two previously mentioned 

shopping motivations is higher than the correlation with any other motivation (Arnold & Reynolds, 

2003). These findings show a clear connection between the direct well being sensations increasing 

in the individual during shopping and the psychological time distortion. 
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Aesthetic appeal is the degree to which the shopper appreciates the atmosphere and design in the 

store and the products/services offered. This variable has a positive correlation with every shopping 

motivation, especially adventure shopping, social shopping and gratification shopping. 

Innovativeness, the willing to innovate on buying decisions, is positively correlated to idea 

shopping more than any other shopping motivation (Arnold & Reynolds, 2003). The intensity in 

this correlation is simple, because both variable and motivation have the innovation component as 

the main element. Therefore, willing to find new trends and updates in products and services is a 

way to innovate. 

Non-generosity is a variable that represents the absence of altruism and willing to share good 

moments and sensations. This variable has a negative correlation with role shopping (Arnold & 

Reynolds, 2003). As previously mentioned, role shopping represents precisely the opposite from 

non-generosity. 

Personalizing shopping is a construct variable that includes the value of social shopping 

mentioned in the chapter above. It represents the value consumers attribute to the social group who 

is around them while they shop as well as the company/shop they are buying from (how valued they 

feel as consumers). This variable is positively correlated with social shopping (Arnold & 

Reynolds, 2003).  

As an alternative to the two previously mentioned shopping motivations, there is another group of 

two shopping motives: personal and social motives (Buttle & Coates, 1984).  

Personal motives can be roleplaying (as a father, as a husband, etc., diversion (recreation and 

routine escape), learning about new trends, physical activity, self-gratification or sensory 

stimulation (merchandise trying and handling).  

Social motives can be the social experiences outside the home (meeting friends, getting together 

with others, etc.), communications with others (interacting and sharing interests), peer-group 

attraction (attraction to a model group who uses the same store), status and authority (the right to 

a special service, personal treatment, etc.) or also the mere pleasure of bargaining and using 

negotiation skills to obtain a favourable price (Buttle & Coates, 1984). 

In order to investigate the best way for a company to adapt its strategy to a new consumers’ 

paradigm, it is very important to be aware of what actually drives the consumer within the process 

that goes from an initial need to a final purchase. The shopping motivations prove to be a strong 
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driver that encourages agents to engage with shopping activities at different levels. The shopping 

motivations mentioned in the previous paragraph will, even if considered individual by Buttle & 

Coates (1984), always be externalized through a social interaction. Furthermore, there is a straight 

connection between many personal and social motives and the shopping motivations used by 

Babin et al (1994).  

It is important to stress the point that a purchase is not necessarily driven by one or another 

motivation. As mentioned by Babin et al (1994), different motivations can be combined or 

correlated and can be simultaneously observed in a single purchase. 

3.4 SHOPPING  

3.4.1 FAMILY INFLUENCES  

Through the EU Kids Online study, one of the most important variables collected and analysed was 

the family impact and influence in the online access. Family is an element for which S. Livingstone 

and the EU Kids Online research carefully collected a significant amount of data (Ponte, 2010 

(Stald, 2010) (Livingstone, 2008). Family consumption and media access influences and is 

simultaneous influenced by tweens (Siegel, 2004).  

The following section is going to present data about the relationship between tweens and respective 

families regarding consumer behaviour and media access. The main objective of this section is 

providing a clear view of the familiar background elements that may influence tweens online 

buying activity. 

De la Valle & Tartas (cited in Marshall, 2010) mention in their research that the way children 

develop as consumers can be observed at three degrees of family participation: 

• First degree: peripheral participation, observation based. 

• Second degree: more focused and active participation, where they collect ideas and interact. 

• Third degree: central participation: children act as responsible consumers, acting and 

taking decisions. 

In addition to this, the same study points the fact that the different cultural backgrounds, as well 

as the different religious, political and social institutions provide different mediating tools and 

relationships for this development (De la Valle & Tartas, cited in Marshall, 2010). 

McLeod & Chaffee (1972) present two distinct communication models that can be observed in 
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different families: 

-‐ In socio-oriented families, the child is encouraged by his or her parents to keep a 

harmonious relation, avoiding controversies or disagreements 

-‐ Concept oriented families encourage their children to express his or her opinions and 

challenged to discuss and to handle the controversies 

These communication typologies affect not only the way influence is managed inside the 

different homes, but also the way each family deals with the Media sphere (McLeod & 

Chaffee, 1972). 

Adolescents in a concept-oriented family have more influence in the decision and the 

purchasing process than the ones coming from a socio-oriented (Foxman et al, 1989).  

As an alternative, we can observe other four kinds of families according to the media access 

control: 

• Laissez-faire families are characterized by little parent-child communication (R. John, 

1999);  

• Protective families stress obedience and social harmony, with little consideration given to 

developing the child’s own opinions (R. John, 1999); 

• Pluralistic families encourage the child to develop new ideas and promote open 

communication without requiring obedience to authority (R. John, 1999);  

• Consensual families combine the idea of children developing their own views with the need 

for social harmony and family cohesiveness (see Moschis 1985 for a more detailed 

description, cited by R. John, 1999).  

Pluralistic families value information from wider ranges of sources, and value more parental advice 

(R. John, 1999). Protective families are more open to peers, and to a lesser extent, television 

advertising (R. John, 1999). Laissez-faire children rely less on parental advice, but are also less 

likely to rely on peers. They use less information sources (R. John, 1999). 

Furthermore, the influence held by any of the family members in a purchase decision will tend to 

vary according to who is assessing it (Foxman et al, 1989). When children turn into adolescents 

they claim greater influence than their parents regardless if they do or do not. Wang et al 

(2007) conducts a study that compares the consumer reactions in adolescents from both Chinese 

and North American families. One of the variables this study examines is the perceived influence. 
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The perceived influence on a decision is different than the real influence in the sense that it does not 

determine the degree of influence a specific family member holds in a decision, but the impact this 

family member is convinced he causes with his own words or actions. In reality, the perceived 

influence can be indeed different than the real one. Just as it happened in some other sections, 

although studies such as Wang et al (2007) do not focus on tweens, discussion will use them to 

understand how do the perceived familiar influence adapts to the universe of tweens compared to 

what thi s study observed with adolescents. 

In several cases adolescents perceiving influence on a product buying decision is positively 

related to the perceived importance of the product category and the anticipated level of product 

usage inside the family. This means that the relative influence differs according to the different 

products and its usage and importance (Wang et al, 2007).  

The different stages of the purchase also affect the perceived influence degree as it may change 

among the different stages analysed (initiation, search and decision). In some purchase decision 

stages the degree of perceived influence attributed to the teenagers themselves and to the teenagers 

by their parents is different. (Wang et al, 2007).  

There are some elements with stronger effect on the influence adolescents have on their family 

purchase decisions. Adolescents with higher school grades or the ones who have paid jobs and 

get some income have higher influence on such decisions. Furthermore, the way adolescents 

access the relevant product aspects and information also affects the family purchase decisions, 

especially for products that adolescents know better, products they consider more important 

and products they use more often (Foxman et al, 1989). 

The knowledge young people can obtain nowadays will affect their influence in other ways as well. 

Young consumers have now more readiness acquiring information than they ever had before 

(Ekström, 2007). This age group has strong influence, not only providing information and 

opinions about products, but also using them, assisting the purchase and product installation. 

The increasing diversity verified on the assortment of new products makes purchasing decisions 

more complex due to different prices, technical specificities, energy consumption, trends, etc. The 

fact that young people show higher awareness collecting information contributes to the fact that 

they also become more and more active informing older family members about newer 

innovations, trends and technological solutions (Ekström, 2007).  

This increasing influence can be also correlated with the occurrences verified in several modern 
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societies where parents try to position their relationship with children more as a friendship than an 

authority. In fact, the socialization elements of shopping and consumption can as well build ties and 

knowledge sharing between family members and reduce the generation gap (Ekström, 2007).  

Furthermore, nowadays, there are families putting strong effort to provide their children with 

every item that may eventually make their life easier or smoother (“curling parents”) (Ekström, 

2007). This fact increases parents’ willingness to involve and please their children in purchase 

decisions, which give them a stronger authority than the one they deserve or can actually carry 

(Ekström, 2007). There are cases when children are compared to “dictators” or “little emperors” 

inside families (Russia, China).  

As a consequence, in some cases children start feeling too much responsibility on the purchase 

decision and loose their conviction passing the decision responsibility to parents or other family 

members (Ekström, 2007).  

There is clear evidence on how children can affect their parents and older family members on their 

buying decisions. Nevertheless, very little is researched on how often companies and marketers use 

children as a communication channel to older consumers. 

3.4.2 TWEENS AND MONEY 

Since any kind of online or offline purchase involves a money transaction when one exchanges its 

possessions for a certain product or service the way tweens interact with money is a relevant matter 

to better understand their economic background. This chapter will study those interactions among 

tweens. 

While children’s long-term goals focus on strengthen social belonging, adults concentrate on 

transmitting the values of self-restraint and moderation to children (Ruckenstein, 2010).  

Even though tweens can be very good collecting and processing information, when it comes to 

spend money their level of independence does not allow them to buy and sell with complete 

freedom (Siegel, 2004). Therefore, this age group faces not only the challenge of managing their 

own money, but also the challenge of convincing their parents and educators for the importance and 

legitimacy of their economic preferences (Siegel, 2004).  These preferences may be reflected either 

in their own purchases or in the common family purchases.  



CHALLENGING	  TWEENS	  AND	  E-‐COMMERCE	  

JOSÉ	  BANDEIRINHA	  |	  JULY	  2014	   34	  

Family buying decisions are approached in another chapter from this study. The current chapter will 

be exclusively dedicated to the methods followed by tweens to manage their own money, which can 

have different origins and finalities (Siegel, 2004). 

Furnham (1999) researched the degree to which demographic variables, such as age and family 

background may affect the child’s attitude towards money. His study assessed children with 

comprised age between 11 and 16 years old (older tweens and younger teenagers). The first finding 

from this study is the importance of tweens as economically active citizens. The study found 

evidence for gender and age, but not for social class (since the empirical tested sample was mostly 

composed of middle class families) as a variable of influence on the children’s money related 

behaviour and attitude (Furnham, 1999). 

The gender variable will not be taken into account because this study is only focused on male 

tweens. 

Age was a variable that was associated to numerous variations on the participants’ money attitude 

and behaviour. Older children receive more money from part-time jobs, house holding tasks 

and Christmas/birthday gifts. They were also more involved in economic activity and more 

prone to save, to have a bank account and regularly control it (Furnham, 1999). Two thirds of 

the analysed sample had a bank account. In some cases, parents were the owners of children’s bank 

accounts and the responsible for the saving decision for safety or family benefits (Furnham, 1999). 

Over 80% of the participants reported their parents would not give them additional money in 

case they ran out of it. Furthermore, this could be seen as a way to encourage saving instead of 

borrowing. More than 90% of the interviewed children had money saved and two thirds said 

they saved regularly. Most of them were saving to buy something special at some point. It is 

considered surprising the high number of children regularly checking their bank accounts’ extract 

and statements: half of them do it on a monthly basis (Furnham, 1999). 

Furnham (1999) concludes that pocket money is not a good predictor of saving attitudes, but 

rather how children used their money and how much they spent, lent, borrowed or saved. 

3.4.3 PARENTHOOD AND MONEY 

Concerning parenthood, most of the progenitors clearly believe most money gifts should increase 

with age and recipients should be encouraged to save at least part of it (Furnham, 2000). 

Nevertheless, consensus is less strong regarding the determinations of the pocket money 
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allowance, either it should be dependent on the completion of household chores, school grades, 

good behaviour, etc. Most parents are against children borrowing money to each other, even 

between brothers or sisters. They rather promote saving and part-time jobs as most of them also 

believe in postponement of gratification, which means only providing the money compensation 

after a child accomplishes some achievement (Furnham, 2000).  

When it comes to agreeing of money as a matter of punishment, there is a normal distribution 

illustrating the level of agreement among the observed parents. Similar observation was registered 

regarding the agreement up on how much detail should children access about the family budget and 

business situation before they reach adolescence (Furnham, 2000). Nevertheless, mostly every 

parent mentioned the importance of “talking to children about the value of money”.  

Conflicts on how to spend pocket money may arise as children and parents may disagree on it. 

Furnham (2000) states such conflicts are mostly related to the parenting style than the 

children’s actual media exposure. 

Some parents show more protectionist as they tend to control children’s economic activity as well 

as the access they have to product information and the main aspects of the economic world until 

children reach adolescence. Some parents rather use shopping, media, pocket money and other 

situations to educate and inform children (Furnham, 2000).  

Demographic aspects such as sex, age, gender and income are not valid predictors for the 

parents’ attitude towards children’s money usage. Political and religious beliefs have some 

impact on this. Another important predictor was the parents’ own attitude with money 

(Furnham, 2000). 

Siegel (2004) mentions household chores, birthdays and special holidays and occasions as the main 

events when tweens collect money for their own savings. This money is not only used to purchase 

actual products and goods, but also to “strike deals”, which means to cover some upgrading cost 

from a product they desire and would normally be fully paid by their parents (a better smartphone, a 

better pair of shoes, etc.) (Siegel, 2004). 

Some years ago, the desire for certain fashion products would be communicated as “Please buy me 

(…)” and is now communicated as “I am going to save money for (…)” (Siegel, 2004) 

3.5 FASHION BRANDS 

Over this section, tweens economic background information is going to be extended with some 
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theory about tweens consumer’s brand preferences. This thesis observes situations in which ways 

young consumers face decisions that are related to the choice of brands and the way each consumer 

perceives each brand. Some of the studies included in this chapter are based on younger consumers, 

comprising broader age segments than the tween market. Nevertheless, it is important for the 

empirical study to have some previous insights on market trends in this market segment. 

Nairn et al (2008) presents a study that discussed the Piagetian approach to the consumer 

development. The Piagetian model of cognitive development is the main support of the theories 

basing the children’s mental and interactive capability development into the perceptual, analytical 

and reflective stage and the linear reasoning conducted after such assumptions. According to Nairn 

et al (2008), a significant amount of research in this field has been following these assumptions and 

there are other elements that should be taken into account. In order to conduct a critique to the 

Piagetian theories, this study examined 7-11 year old (perceptual stage) children’s use of brand 

symbolism asking them to identify their preferred and non-preferred brands based on some product 

evaluation tasks. The analysis of this theory should take into account the Piaget’s approach 

discussion presented in the beginning of the literature review chapter. 

The main findings from this research’s were related to a brand’s connection with: 

• The entertainment and fun a brand would bring to a young consumer, as well as its 

connection to media elements (superstars, TV shows, etc.) and advertising (Nairn et al 

2008) 

• The importance of a brand to be accepted (or rejected) in the different social groups 

consumers were connected to (Nairn et al 2008) 

• The role of each brand expressing moral arguments and social/cultural preferences 

(Nairn et al 2008) 

• The not so clear relationship between a brand’s acceptance and the product’s popularity 

and lifecycle (Nairn et al 2008) 

All the reported findings from the interview were analysed by the study authors and brought a very 

important finding. These findings could be individually perceived as more or less relevant, but what 

would mainly determine if a consumer would accept or not a certain brand would be the fact that 

would be considered cool or not cool (uncool). This appreciation is complex and subjective as it 

was an integrating part of the entire process of taking part into a certain social group. These 

groups could be identified by tastes, social habits, consumption habits, etc. (Nairn et al 2008).  
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That can be an explanation for why the concept of cool, which was so determinant to accept or 

reject a brand, was socially produced in specific cultural contexts. As an example of the 

subjacent complexity to the cool/uncool examination, some brands and products were categorized 

in-between the two (Nairn et al 2008).  

Furthermore, gender aspects were also taken into account by consumers when determining if a 

product was cool or not. Although this study is only addressing male markets, it is important to 

understand these gender aspects. If a product was perceived as masculine or feminine, it would 

determine the gender identity from the ones using it (even inside groups of boys or girls). This is 

why some social groups could lead its members to hate certain brands (like Barbie) in order to 

avoid boys feeling girly and girls feeling tomboys (Nairn et al 2008). 

The product lifecycle also had some influence on the perception of a product as cool. Some of the 

participants in the study from Narin et al (2008) stated that to be cool, a product had to be well 

known and recognised by a group. However, if too many people started using it would become less 

cool because everyone would know it.  

Tweens are tend to purchase what they perceive as “the coolest” retail-brands (Siegel, 2004). 

According to Siegel’s work, mostly based on market data and consulting reports, the fact that a 

brand is considered popular and socially accepted in tweens’ groups is also the result of 

diverse influences from personal relations and information gathering platforms (Catalogs, 

internet, etc.). In fact, their knowledge is becoming way more refined when it comes to distinguish 

technical aspects from clothes (material, fabric, etc.). On the other hand, parents claim their job of 

shopping for their children becomes much easier whenever they have the idea of which brands they 

like (Siegel, 2004). 

The process that connects tweens and the world of fashion and trends is, like most of every process 

at this age stage, an evolutionary process (Siegel, 2004). Tweens start at a stage when they 

consume what their parents select and end at a stage where they have a clear vision and 

understand on the trends they do like and feel connected to. Therefore, marketers exploit this 

phenomena combining the preferences and interests of tweens with the ones that may 

influence them. The interest for shopping clothes and fashion accessories begins when they 

find there are actually shops that can provide them products that they actually find 

interesting where they can spend their money on products they can wear and use. Marketers 

explore this raising interest and create a show around the shopping activity with music, lights, 
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appealing products and energetic shop assistants encouraging and complementing consumers’ 

shopping interest  (Siegel, 2004). 

When it comes to fashion brands, which are closely related to trends and the social impression a 

consumer passes to the individuals around him or her, the symbolic consumption gains strong 

importance. Analysing symbolic consumption is the main purpose of Piacentini and Mailer, 2004. 

This study used two samples: one composed of young teenagers and another one composed of 

old teenagers. Although teenagers do not belong to the age group included in this work, the 

approach and the elements analysed can still be of interest and relevance to assist the empirical 

study. 

Teenagers see clothes as a way to express their identity. Identity brought by the way one dresses 

can express musical taste, sports preferences, social groups, etc. On a more complex level it can 

express the social background, economic power and even the attitude towards life (Piacentini 

and Mailer, 2004). Teenagers believe that these ways of identity expression will not only lead them 

to amore accurate personality manifestation, but will also make it easier for them to recognize other 

teenagers’ identity as well as the possibility to establish a social relation according to the way each 

of them dresses: clothing was found to be useful as an aid to manage first impressions (Holman, 

1980, cited by Piacentini and Mailer, 2004). Some teenagers are more judgemental than others in 

what concerned clothes, but the vast majority could recognise the importance of clothing for 

them to feel secure and also to be part of a social group. These findings gained even more 

relevance for individuals facing a process of changing (like starting High School) (Piacentini and 

Mailer, 2004).  The main difficulty from this study was to determine if the identification process 

was determined by the individual’s personality and consumption habits leading to a certain way to 

dress or if it was the actual chosen dressing style identifying the individual identity (Piacentini and 

Mailer, 2004).  

Tweens, at an earlier stage of consumer development are not facing such situations yet. 

Nevertheless, they are at a stage where they begin to experience sensations that will lead us to the 

behaviours observed in Piacentini and Mailer (2004). In fact, part of the behaviour observed by 

Siegel on tweens is actually a predictor of an uprising need for identity expression and personality 

security at a later stage (Piacentini and Mailer, 2004). 
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3.6 RISK PERCEPTIONS 

A purchase decision can be associated with five kinds of risk (Mitchell, 1998). These risks mean the 

different perceptions gathered by consumers that make them question if the purchase is going to 

bring them value: 

• Performance risk has to do with the product’s operational efficiency and how these are 

meeting the consumer’s expectations (Mitchell, 1998). 

• Physical risk: the product’s direct and indirect effects on the customer’s health and life 

quality compared to the purchasing requirements (time, negotiation, bureaucracy, etc.) 

(Mitchell, 1998). 

• Financial risk: the financial requirements and opportunity costs for buying decision (related 

to compensations, health damage, etc.) (Mitchell, 1998). 

• Psychological risk: the acceptance and the external impression caused by a purchase. This 

risk is fully related to social interactions (Mitchell, 1998). 

• Time risk: trade off the time spent shopping the product and the time the product saves 

(includes maintenance and repairing time costs) (Mitchell, 1998). 

Although Mitchell (1998) outlines the five kinds of risk in a paper about the grocery retailing 

industry, these risk types are considered universal for the different industries (Mitchell, 1998). 

For companies selling online, perceived risk reduces the trust felt by consumers as the lack of trust 

increases perceived risk. Trust increases online purchase intentions and perceived risk decreases 

them (Chang & Chen, 2008). 

3.7 THE NEED FOR TOUCH DIMENSION IN ONLINE PURCHASES 

Online purchases do not enable consumers the chance to physically touch and try the product. 

Certain elements make consumers prefer products they analyse. Need for Touch is a preference for 

the extraction and utilization of information obtained through the haptic system (Peck and Childers, 

2003). The Need for Touch is a variable related to the product elements that are perceived through 

physical contact.  

According to Peck and Childers (2003), perceptions of Need for Touch vary according to elements 

like product needs, preferences, expectations and personality. Furthermore, there is also a positive 

co-relation between Need for Touch and experimental shopping behaviour, the perceived sensations 

and product engagement (Peck and Childers, 2003).  
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4.  TWEENS IN 2014 

The understanding of tweens’ online buying activity is only possible through the understanding of 

their online access habits. The following chapter is going to use one the studies that inspired the 

research question to gather information about the young consumers’ online access habits and risks 

in Portugal and Denmark. The main objective of this chapter is providing an overview on how 

tweens connect to the internet in the current times. In order to understand how tweens familiar and 

economic background affects the online buying activity, it is considered relevant to have a complete 

perspective on how they access internet, how their parents support this online activity and 

which dangers and risks may restrict their internet access. 

The EU Kids online report presents the complete results for an innovative survey supported by the 

European Union and the London School of Economics. It used a sample of 25.142 boys and girls 

with ages comprised between 9 and 16 years old from 25 European countries.  

The main limitations from this report are:  

1. the fact that participants’ age is somehow different from the age groups this study analyses.  

2. The fact that it is a study from four years ago already. 

Nevertheless, EU Kids online is only going to be used as a reference for the main preferences from 

young consumers, since it is a very complete reference. The most relevant preferences for this study 

are Portuguese and Danish consumers’ frequency of internet usage, kinds of interaction and 

exposure to online risks that may prevent them or their parents to approve internet access 

(Ponte, 2010) (Stald, 2010). 

4.1 STUDY INDICATORS 

EU Kids online’s report presents three main indicators: 

1. Opportunities from internet usage according to six kinds of users: Restricted learners, 

Young networkers, Moderates, All-round explorers, Intensive gamers and the 

Experienced (Helsper et al, 2013). Each of these is described in more detail on Appendix 1. 

2. Parental mediation types: 

a. Active mediation – Critical discussions about online use looking for an agreement 

between the two parts (Livingstone & Helsper, 2008) 

b. Restrictive mediation – Imposition of online access limitations or access 

restrictions (Livingstone & Helsper, 2008) 
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c. Monitoring and technical restrictions – following activity, providing support and 

advisory for online activity (Livingstone & Helsper, 2008) 

3. Mediation clustering (Helsper et al, 2013): All rounders, Active mediation preferred, 

Restrictive mediation preferred, Passive (Helsper et al, 2013). Each of these is described 

in more detail on Appendix 1. 

4. Risks:  

a. Improper content: Improper language, pornography, sexual content and violence 

(Livingstone et al, cited by Helsper et al, 2013). 

b. Contact with strangers: Online and offline contact with strangers children met 

through internet (Livingstone et al, cited by Helsper et al, 2013).  

c. Bullying: Physical or psychological violence originated by internet (Livingstone et 

al, cited by Helsper et al, 2013). 

4.2 REPORTS ON PORTUGUESE TWEENS 

Regarding the overall classification, Portugal belongs to a cluster called “Protected by restrictions” 

(together with Turkey, Greece, Italy, Germany, Belgium, France, Spain, Portugal, Ireland and the 

UK). These countries have a similarity in terms of internet use opportunities, risk and 

mediation, but show a high discrepancy in terms of internet diffusion and history. This cluster 

has the highest group of children in the intensive learner groups and a lower percentage of children 

in the intensive gamers group (Ponte, 2010). 

The majority of children included in this cluster is not exposed to risk. Furthermore, at the southern 

countries included in this cluster, mediation is more restrictive than active (Ponte, 2010). 

4.2.1 INTERNET ACCESS 

78% of Portuguese children use the internet. The report mentions Portuguese children as the leaders 

of internet access with laptops, referring this can be a consequence of recent government 

campaigns providing children laptops with online access (Ponte, 2010). Furthermore, these children 

are the ones who access internet with less frequency (Ponte, 2010). 

59% of respondents have a profile registered on a social network, the vast majority of which has a 

private profile with a reduced number of contacts (Ponte, 2010). 
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4.2.2 INTERNET RISKS 

According to the report, the numbers on the low internet access can lead to a lower report on the 

online access risks. Only 7% (compared to the EU average of 12%) of children reported ever 

been faced with risks, such as pornography or any other improper content bullying, contact with 

unknown people or other kinds of abuse (Ponte, 2010). 13% of children affirm having seen sexual 

content and 25% of these were disturbed with it (Ponte, 2010). The risk of perceived cyber bullying 

was also very low, only 2% of respondents have mentioned it. 5% (compared to the EU average of 

9%) already met and 16% (compared to the EU average of 30%) contacted online strangers (Ponte, 

2010). 

Portugal is also one of the countries where most children declare having done abusive usage of 

internet, which means, using it for more hours than they should (49% compared to the EU average 

of 30%) (Ponte, 2010).  

4.2.3 PARENT CONTROL 

Regarding parental control, the different mediation styles are fairly distributed with 27% passive 

mediation, 26% restrictive mediation, 25% active mediation and 22% “all-rounders” (Ponte, 2010). 

It is also reported a more frequent use from the older children as well as a more frequent use in 

public spaces like libraries (which is two times higher than the EU average) (Ponte, 2010). 

In Portugal only a third of parents use internet frequently. Restrictive mediation is often 

observed parents. Many children use internet in their bedroom (Ponte, 2010). 

4.2.4 CHALLENGES FOR THE FUTURE 

There is the possibility that children will start accessing internet at an earlier stage and from 

mobile devices. Parents, teachers and other workers from public internet access points should be 

ready to provide support on these children’s. Children from less wealthy households are more 

affected by the internet usage risks, which calls for their need of older people to support them 

as they go online (Ponte, 2010). 

4.3 REPORTS ON DANISH TWEENS 

Denmark belongs to a cluster called “Supported by explorers” (together with the Netherlands, 

Norway, Sweden and Finland). In this cluster most children can be found in the experienced 
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networkers group and the restricted learners group is fairly smaller. This cluster is seriously more 

exposed to risks (one third of participants) (Ponte, 2010). 

4.3.1 INTERNET ACCESS 

98% of Danish participants uses the internet. (Stald, 2010). Furthermore, these children are the 

ones who access internet with less frequency. Danish children show the highest values as the ones 

who access internet from their bedrooms. This value corresponds to 74%, higher than the EU 

Average of 49% and also higher than the Portuguese 67% (Stald, 2010). This country also shows 

high values for the number of children owning their own laptop (Stald, 2010). 

Danish children’s internet skills are only slightly above the European average (measured in 

terms of how many of the eight different actions, such as detecting unwanted messages, changing 

privacy settings, blocking unwanted advertising and junk windows, etc.). Danish children show an 

average score of 4.6 against the European average of 4.2 (Stald, 2010). 

In addiction, Danish children are quite critical concerning the good impact of internet in their life 

as well as their coetaneous. 94% say that there are things on the internet that can bother 

children in their respective age. Nevertheless, they are also aware of the opportunities it can 

provide. Also 94% agreed with the sentence “there are things on the internet that ire good for 

children at my age” (Stald, 2010). 

75% of the Danish participants have a social network profile. The vast majority of these have a 

reduced number of contacts and a private profile (Stald, 2010). 

4.3.2 INTERNET RISKS 

As an overview, it is possible to observe that 65% of the Danish children are on the no risk group. 

16% faces sexual risks, 10% faces higher risks and harm and 10% faces contact risks (Stald, 2010). 

28% of children said they have experienced negative things online. 15% of parents have the feeling 

their children experienced something negative online, but they are not able to specify what or when. 

28% of the internet users have seen improper content. These results place Denmark on the top of 

the EU list, where the average is 14% for online improper content online access and 23% either 

online or offline (Stald, 2010). 
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Bullying has some reported incidences, but there is a fair balance between the children who said 

they had been bullied online (12%), a high number compared to the EU average of 5% bullied 

children (Stald, 2010). 

Numbers place Denmark at a risky position regarding the online meetings with strangers and 

the personal photo exchange. Danish parents do not seem to be aware of these occurrences (Stald, 

2010). 

4.3.3 PARENT CONTROL 

The most observed parental control mediation style in Denmark is, by far, active mediation. The 

remaining mediation styles 23% passive mediation, 12% restrictive mediation and 13% “all-

rounders” (Stald, 2010). 

The majority of Danish children is fine with the idea of having parents monitoring and 

providing advisory for their online activity. They see and value their user experience, not as 

“digital emigrants” (Stald, 2010).  

4.3.4 CHALLENGES FOR THE FUTURE 

Danish younger internet users are characterized by “more of everything”. They start earlier and 

they more often and for longer time all the platforms. As a consequence, there is also a higher 

risk exposure. 

On one hand, Denmark has a “long tradition of digital communication”. The vast majority of the 

Danes does not remember the “pre-internet” time. Therefore, although many of these devices are 

well accepted by the market, they do not revolutionize young consumers’ lives. 
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5. DATA REPORT 

This section will report the main observations from the empirical study with the three groups of 

tweens. In addition to reporting the answers provided, it also takes into account the reactions 

participants expressed whenever they were challenged to use the iPad. Groups one and two are 

composed of Portuguese tweens. Group three is composed of Danish tweens.  

Since the three families belonged to the interviewer’s personal network, there was extra information 

about the families that was known in advance. This information is included at Appendix 6. 

Lars, the oldest member interviewed only collaborated during the very first interview questions. He 

was not feeling very involved and, after the first questions he decided to stop providing any kind of 

useful contribution. 

5.1 TWEENS GOING ONLINE – INTERNET CLAIMED USE  

Participants from the first group claimed to go online very often. Participants from the second and 

the third group also claimed to go online often. Although, they were initially giving the reason that 

they needed it for school, most of their usual activities (reported later in the interview) were not 

related to school “I go (online) because it’s part of school work.”, (Tiago, Group 2); “When I study 

Math, I use computers a lot …” (David, Group 3). 

5.2 TWEENS ONLINE ACCESS OBSERVATIONS 

5.2.1 INTERNET CLAIMED ABILITY  

In group 1, the younger brother has always stated to be the least experienced. The same happened 

with David, the younger cousin from group 3. In group 2, the younger brother was trying very hard 

not to stand behind the older one whenever they were challenged to answer a question or to do 

some browsing.  

The main online experiences David (group 3) described had all taken place in the company of his 

father, “…my little sister got sick and my father and I had to take her to the doctor. It was far, so 

we had to drive there and we used internet to search for the doctor’s address.”, “When we were 

building the new kitchen, before buying the construction materials, my father and I were always 

going online to see how much they costed.”, (David, Group 3). He was really proud that, although 

assisted by his father, he had been able to find products and stores that were located quite far away 

from his neighbourhood. 
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In fact, none of the participants was able to state the moment when they started using internet. 

When they were born, their parents already had internet, “Ever since I remember. We’ve 

always had it here at home (…) you are younger, so, when you were born we were already using 

internet” (Tom, group 1).  Nevertheless, when asked at what age they experienced the greatest 

improvement in their online ability skills, all of them answered saying it was either the current or 

the previous year: “10 to 11” (Tom, 11); “8 to 9” (José, 9); “It was this year as well, last year I was 

not even capable of installing or upgrading a videogame. Even the things used to do, now I do them 

way faster. It is also the fact that now my English is better.” (Gonçalo, 8); “It was this year, when I 

created my Facebook account and started using external links to go from a website to another. I 

also started finding online videogame partners to play anytime I want.  I think I am capable of 

doing twice as much as I was doing one year ago.” (Tiago, 12), “Last year I think” (David, 7). 

5.2.2 INTERNET’S MOST POPULAR PURPOSES 

In general, participants recalled good experiences from using internet. None of the participants 

referred to it as something negative “as long as I have battery I never get bored” (Tiago, Group 2). 

Although, in the beginning, school was used as one of the main reasons to connect with the internet, 

participants’ favourite online activity is playing videogames followed by videos. Every participant 

mentioned these two as the main activities they perform online, “Play games and Videos” (Tom, 

group 1); “Videos!” (Gonçalo, group 2); “I like playing games…” (David, group 3); “It is my 

favourite website…” (Tom, group 1 referring to the gaming website).  

The main visible exception was Tiago, who had recently opened a Facebook account “I don’t spend 

all my time there, but I like to keep in touch. I got my hamsters for free there. Plus, it is a nice way 

to listen to music and to find the new albums available.” (Tiago, group 2). David was also a 

proficient Skype user because he was using it very often to communicate with his grandparents and 

cousins living abroad, “It’s like with Skype. I like using it to call…” (David, group 3).  

5.2.3 INTERNET’S LEAST POPULAR PURPOSES 

The most frequent complaint was about complicated websites and processes that could get 

confusing with many options, links and spam windows “When I am trying to download games 

from the websites things can get messy. Sometimes I don’t know the websites that well or maybe I 

used them too much and they do not work and keep opening new windows which make me lost” 

(Tom, group 1); “I do not like the pop ups you talked about” (Tom, group 1); “I don’t like when I 

open confusing pages. Sometimes I cannot open links and I get lost” (David, group 3). 
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None of the younger participants was particularly keen on the social media. José (group 1) and 

David (group 3) do not have a Facebook account. Gonçalo, the younger brother from group 2, was 

not a keen enthusiast, “I don’t like Facebook because it is boring. I just go there to accept friend 

requests and talk with colleagues from school” (Gonçalo, group 2). Tom (group 1) never mentioned 

Facebook activities. 

Although David (group 3) was very much keen on Skype, he clearly stated he did not like writing 

and typing, “I like using it to call, but when you have to write it takes longer. I prefer calling.” 

(David, group 3). 

5.2.4 BROWSING SKILLS 

Different participants showed different levels of accuracy while browsing and gathering 

information about the different products and brands. It was possible to observe a positive 

correlation between tweens interests and their capacity to browse and gather information about 

products related with those interests. On the other hand, the frequency with which they access the 

internet, age and complexity of the website also had impact on this. 

Participants’ activity during the study showed spam windows would easily disturb their browsing 

activity. They were not always able to distinguish the real links when they were mixed up with 

publicity. As an example, José (group 1), while showing the interviewer the online gaming website 

would often be misconducted in the game search process. Free online-gaming websites have a lot of 

publicity. From the moment one opens the website until he or she starts playing, there is a series of 

3 to 5 steps to follow through links. Publicity in these websites is designed just so spam can be 

confused with the game links. José was quite vulnerable to this and let those links mislead him a 

couple of times and so was his brother while attempting to make downloads with torrents from a 

server, “What happens quite often with me is that they send me form a website to another and they 

show me privacy policy messages saying if I want to install a game I have downloaded I must go to 

another website and than to another one and in the end the game does not install” (Tom, group 1). 

The same thing happened with Tiago from group 2, who claimed to enjoy downloading games, but 

was not capable of exemplifying. Both Gonçalo and Tom insisted on how they liked to download 

games without paying as if it was a conquest or an achievement. The fact is that it was way 

harder for them to exemplify gave the impression they were not able to do so as often as they were 

claiming. 
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While browsing sports products online, Tiago (group 2) was the only one who was able to locate his 

tennis shoes at Adidas’ website with no need for help. Younger participants needed help to reach 

the products. That was the case of David (group 3), who, when asked to locate his new sport shoes 

at the New Balance website asked if the interviewer could give him a list with different shoes to 

make it easier for him to locate his, “They are blue. Can’t we have one of those windows with 

several shoes? If we do, it gets easy.” (David, group 3). 

5.2.5 INTERACTIVE CONTENT 

Apart from videos, participants were extremely attracted by and comfortable with interactive 

content. Participants from group 1 were fascinated with the FIFA World Cup ball and watching an 

interactive video about this ball made them even more curious about it.  

As mentioned, David (group 3) had several difficulties browsing and trying to find his shoes. 

However, he was much faster and had a lot more fun using Adidas’ interactive platform for shoe 

customizing, which looks much more complex than a website with products. The main difference 

between these two platforms is that, despite being more complex, the shoe customizing platform 

from Adidas is much more interactive than most of the other browsed websites. Users can choose 

a model and decide on every single detail (colours, sole, material, laces, etc.) and create a unique 

shoe according to his or her personal taste. 

The same happened with the YouTube website. Accessing content was just a matter of introducing 

the keywords in the search engine and opening the displayed results according to title and cover 

image. Participants were comfortable browsing videos. 

5.2.6 E-SHOPPER SKILLS 

The interviews analyse participants’ ability to combine their consumer’s interests and their 

browsing/info-gathering ability. During the study, participants were asked to search for products 

and simulate the purchasing process at different stages. Some participants were only able to perform 

the first stages and some others were actually capable of going through every step until the final 

one. 

The first relevant observation regarding this field was that, from a certain point, every younger 

participant was showing a strong fear that the company was going to charge them for a purchase 

after clicking the product. From a certain point on, José, Tiago and David, the youngest 
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participants refused to continue the simulation and tried to advise the older ones not to take the 

risk. 

• “But be careful because the money we got from Christmas is not enough to buy an X-box 

One and Dad will not be happy about us spending money we do not have” (José, group 1, 

when he saw the ling for an X-Box at the auctions website): 

• “Fine, than you (Tom) do it, not me”; “I am not scared, I just do not want to buy it” (José, 

group 1 when asked to simulate an online purchase of a game he already owned). 

• “But it says the price here, so if you clicked you would have to pay. And I do not want to pay 

for shoes. I already have mine.” “You would click and they would take the money from the 

bank. That is why Dad always goes to the shop. He pays with money and he brings what he 

buys home. If you let them go to the bank you never know if they take more money (…) 

Nobody would notice”, (David, group 3) 

Tiago and Tom, the older ones, were those who were able to go the furthest in the online purchase 

simulation. Tom was able to select the product he chose (a videogame), check all the information, 

confirm his choice and, only got confused when he had to “add the product to the shopping 

cart” and agree with terms and conditions. According to Tiago, paying online had always a task 

that only his parents knew how to do “That part is always up to our parents.” (Tiago, group 2). 

Whenever given the choice between buying the same good online and offline, every participant 

stated preference for buying offline.  

There were two reasons participants stated as the main ones for preferring buying offline. Firstly, 

the fact that they could touch and try the product whilst offline, taking the decision while they try 

it: “When we buy shoes we always spend a lot of time trying and walking with them inside the 

store.” (Tom, group 1); “Every time we ask for shoes for 9-year olds, they never fit, I always wear 

11-year-old shoes!” (José, group 1); “And when it comes to clothes, you can try them and see if they 

fit and look nice!” (Tiago, group 2). 

Secondly, the fact that they could just go back home with the product they had just purchased 

instead of waiting for the shipping was also expressed by participants. “all the tennis rackets in 

the world are on internet, not in shops! But still, if I buy one, I want to play with it in the same 

day!” (Gonçalo, group 2). 
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Participants also showed concern with payment safety and the fear that someone with bad 

intentions could misappropriate the access to their bank account: “Dad explained us, it is with a 

credit card, but if someone sees the number they can get that money and buy whatever they want. 

Plus I watched that in a movie”, (Tom, group 1); “someone can access it and use our money” 

(Tiago, group 2); “If you let them take money from tour bank, you never know if they take more 

money” (David, group 3). 

Finally, another of the reasons stated for this choice was that, by buying offline in a shop, 

participants would be in the company of their parents who would assist them with the decision “I 

would prefer going with my father and buying it in a shop downtown” (José, group 1); “I would 

always prefer going there with my father.” (Gonçalo, group 2). 

5.3 ECONOMIC BACKGROUND OBSERVATIONS 

5.3.1 PARTICIPANTS’ INTERESTS 

According to the transcribed interviews with different groups of tweens, it is possible to notice that 

they had a significant amount of interests in common.  

The main common interest to every tween who participated in this study was videogames. Every 

tween mentioned at least once that videogames as part of his regular leisure activity. From the three 

families, groups 1 and 2 from Portugal had a Playstation 3 and group 3 from Denmark an X-Box 

360. 

The vast majority of participants engaged in regular sports activity. From group 1, Tom and Jose 

attended swimming classes and José played football for his local team. Their family has a strong 

sports tradition, including some professional footballers. Tiago and Gonçalo from group 2 were 

both tennis players. David from group 3 attended gymnastics took swimming classes. 

Pets were also an interest common toto every participant. During the introduction chat that the 

interviewer had with the different groups, all of them insisted in showing their pets and explaining 

in detail how they were taking care of their dogs, hamsters, fish, etc. 

According to parents, all these tweens were performing very well at school. Tom (group 1) was 

proudly described by his father as an avid reader. He was also the least enthusiastic concerning 

sports. Apart from him, every other tween had a football team they supported and were able to 

identify famous football players (Xavi, Ronaldo, Messi, etc.). The Portuguese tweens were all 

attending classes at English academies demonstrated a very good level of English. The Danish 
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tweens from group 3 were studying bilingual programmes at school, combining Danish and 

English. 

5.3.2 PARTICIPANTS’ CONSUMER PROFILE 

The different consumer profiles were reflected in each of the participants’ interests. They were 

mainly focused on videogames and technology. None of them had to be assisted with the iPad at 

all, they all knew how to use it. While they were browsing the different websites, the information 

they felt most comfortable with was, without a doubt, related to console videogames (Playstyation 

and X-box) – it took Tom, group 1 a couple of minutes to find an X-box one for sale on an auctions 

website and, even though the product was not found in the Portuguese stores yet, he was already 

able to decide that it was a good offer: “see here, X-box One for 500€ with an extra control. It is 

actually quite cheap (…)the same as it costs in Spain”. The same thing happened with online 

gaming – during the time the interview material was being prepared, José (group 2) picked the 

iPad, browsed an online gaming website and started playing. 

Despite being more heterogeneous, sports merchandising knowledge is still reflecting 

participants’ personal interests. As a football player, José had a strong knowledge about football 

gear, football players, etc. He could distinguish every national team and every football club 

equipment. Regarding brands, David was not so keen on football, he was the only one who did not 

recognise Adidas as a brand, “Is Adidas a football player?” (David, Group 3). He also referred to 

the shoe brand as the Shoe Factory: “Otherwise people would just click and than the Shoe Factory  

would not make any money.”  

Gonçalo started saying he only knew four sport shoes manufacturers (“Nike, Adidas, Babolat for 

tennis and there is another one I cannot remember now…”). José, from group one was confused, he 

associated Sagres, the main sponsor  from the Portuguese national team as the kit provider (which is 

actually Nike). Older participants showed much more accuracy. 

In group 1, it was possible to observe a strong fascination with the FIFA World Cup Ball. A family 

friend who was working for a Brazilian football institution had promised to give them one as a gift. 

The two brothers saw it as a unique gift only accessible to the world class football players and them, 

while, in fact, the ball was sold in stores a couple of months after (“The truth is that only the best 

players in the world like Ronaldo and the others will have the chance to play with it. It will make 

me feel special…” José, group 1). In addition, although the ball, like any other Adidas product, was 

developed in the Creation Centre from Nuremberg and then produced in the production units 
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around the world, participants were fairly convinced that it came directly from Brazil, the FIFA 

World Cup hosting country and the inspiration source for the ball’s design (“…it is also still only 

available in Brazil. It makes sense, they are organizing the world cup, so they deserve to have first 

access to these materials”, Tom, group 1).  

David from group 3 mentioned a sequence of events when he collected information about 

construction materials and store locations with his father. He could remember everything about 

it: product’s name, some characteristics, etc. However, when he was asked to do that on his own, he 

was not capable or confident. The same happened with Tomé and José (Group 1) regarding the 

order they placed for a stickers collection. Participants were able to locate the website by the name, 

but not the exact product location on the website. An identical situation happened with Gonçalo and 

Tiago. They used to watch their parents buying tennis material online. When they opened the 

website, they immediately observed a discrepancy between the current price of a product with 

discount and the same product’s price some time before, when their mother purchased it, “Look, the 

bag mom bought for 70€ is now 50€!” (Tiago, group 2). Similar observations were made by José, 

group 1, “I really like Cristiano Ronaldo, but his shoes are very expensive, so I went with  my father 

to a shop and we found some cheaper ones. The only thing we had to be careful was to buy rubber 

studs because we play in artificial grass and my coach does not want us to play with metal studs.” 

5.3.3 ACCESS TO MONEY  

None of the participants had income sources (government aid, part time jobs, etc.). They were 

encouraged by their parents to save their money. Gonçalo (group 2) and David (group 3) did not 

have access to pocket money “I never have any money to spend because my father says I am too 

young, but I don’t care because I don’t need it” (Gonçalo, group 2).  

Tom and José (group 1) used to get a monthly money allowance from their parents plus some 

Christmas money that they could spend or save, “We get some pocket money every month and if we 

spend a bit less, we get to buy it” (Tom, group 1). They reckoned they could use it as they wanted, 

but good grades would be very useful to prove their parents they would deserve to spend it, 

“Having good grades is just a way for us to show our parents we deserve to spend our money on 

things that we like” (Tom, group 1); “Yes, they think if we have good grades, it means that we 

deserve to spend the money the way we want” (José, group 1).  

For Gonçalo and Tiago (group 2), rules were less flexible. Even though they get money for 

Christmas, their parents kept it “in an envelope”. They would only be able to spend it if parents 
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authorised, which would, according to them, depend on their grades and what they would want to 

purchase. The rule was that, apart from exceptions, money would be stored by their parents, “Dad is 

a bit strict with the money we get for Christmas. He says we have to save it for later when we grow 

up.” (Tiago, group 2); “This Christmas, he opened an exception and he will allow us to spend some 

money from the envelope, but the condition is that we buy half/half and that both of us spend the 

same, just so we can share.” (Gonçalo, group 2). David (group 3) had no access to money at all. 

Participants from group 2 were very much aware of the value of saving money. They knew it was 

useful for studying – “I think dad was talking more about getting into University. It is getting more 

and more expensive”, (Tiago, group 2); “I don’t want to go to a bad university! I will end up poor 

and doing evil things like selling cigarettes and I don’t want that!”, (Tiago, group 2) – buying 

goods at a later stage, if properly saved – “A house, a car and food!” (Gonçalo, group 2) – as well 

as a valuable resource that would protect problems in the future (like health expenses) – “Imagine 

my sister would get sick again. If we had no money we could not take her to the doctor”, (Gonçalo, 

group 2). 

Clothes and fashion accessories were not a big concern for participants. Although Tiago, the oldest 

participant, stated he would be concerned about it – “I don’t want to look bad when I go to school” 

– he was, in fact, the only member who stated he would ask to receive clothes for his birthday. 

Nevertheless, he does not use his own money on clothes, “it is always my mom buying, I used to 

spend my money in gummies and hanging out with my friends”. The rest of the participants would 

have the everyday clothes selection and buying activity fully allocated to their parents; We never 

decide, it is always our mom. She knows what we should wear and buys it for us.” (Tom, group 1); 

“I do not like to go buying clothes, it is boring…” (José, group 1).  

5.4 FAMILIAR BACKGROUND OBSERVATIONS 

This section will report the main observations from the empirical study with the three group 

members’ parents. Carlos’ children are Tom and José (group1); Miguel’s children are Tiago and 

Gonçalo (group 2); Ingrid’s child is David and her nephew is Lars (both from group 3). 

5.4.1 CHILDREN’S ECONOMIC BACKGROUND ACCORDING TO PARENTS 

5.4.1.1 CHILDREN AS CONSUMERS 

Carlos (group 1) mentioned he did not have the impression that his children were significantly 

concerned about brands or trends. At least he was able to ensure they would not mention it in their 



CHALLENGING	  TWEENS	  AND	  E-‐COMMERCE	  

JOSÉ	  BANDEIRINHA	  |	  JULY	  2014	   55	  

everyday speech. Carlos also assumed the hypothesis that their perspective was a bit biased from 

actual reality but, as a father, he sounded satisfied that his children were not seen by himself as 

“avid consumers”. “Maybe they know the brands and the consumer world. I hope they do, but I am 

happy that they are not obsessed to a point that they would include it in their everyday speech.” 

(Carlos, group 1). Miguel (group 2) mentioned an identical observation. He was completely 

unaware of their brand preferences because, apart from videogames, they would never talk to him 

about it: “They only ask for videogames, nothing more (…) with us (parents), they never mention 

anything”. On the other hand, he recognised that he knew his children were probably well informed 

regarding these topics. They just had no interest to talk with him about it because they knew he 

would not financially support preferences for expensive brands “They know what they can get from 

their parents and, honestly, the day they start asking for expensive brands and clothes they know 

they will not be so lucky (laughs)” (Miguel, group 2). 

Danish David, according to his mother, is still a bit immature, which would make him fascinated 

about anything new he would see. The fact that he was asking his parents to buy products was 

mostly due to the fact that he is curious, not because he feels need for them. He may ask his parents 

to buy some grocery goods or cleaning products he will probably never use. Ingrid also stated 

David used to ask parents buy products when he was younger and she noticed that now he only 

tries to understand why they don’t because, for him, it does not make sense not to escalate the 

benefits he sees publicized.  

5.4.1.2 PARENTS’ PERCEPTIONS OF CHILDREN’S PREFERENCES AS CONSUMERS 

Tom and Jose’s father reckoned the only consumption habits him and his wife tried to influence in 

their children were the reading ones; “The only products we influence are books. Well, it’s not that 

we influence, we propose and we buy. We are very happy that Tomé reads a lot. He didn’t use to 

read at all and in less than a week he finished Harry Potter and he started over again” (Carlos, 

group 1). He mentioned his pride that Tom was the best reader at his school and they tried to 

encourage it as much as possible. He was aware that his brother and all of his friends did not read 

much, so he would assume Tom’s reading motivation, although recent, was genuine. He knew the 

kind of books he preferred and tried his best in order to ensure he was having access to the books he 

liked; “Tom’s friends practically do not read, he reads a lot because I believe he likes it. José reads 

very little too. We are not so concerned  because he is way younger and Tomé only started reading 

about a year ago.” (Carlos, group 1). 
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Carlos (group 1) also mentioned that peer pressure and social segmentation have always 

happened since his school times. On one hand, he thinks that now, thanks to fast fashion brands 

(Zara, H&M, etc.) that social gap is not so visible anymore “When I was young you had the school 

groups somehow divided between the ones who could afford a pair of Adidas” (Carlos, group 1). On 

the other hand, he thinks that children from the suburban area (like his sons) are more influenced by 

material trends than the ones from the city centre and he also believes their parents hold 

responsibility for that “This is a suburb and I think that here both parents and children are still 

thinking the same way as 30 years ago when I was in school…I actually see some middle class 

parents passing that mentality to their kids: making them see brands as a social distinguishing 

factor” (Carlos, group 1).  

According to their father, Tiago and Gonçalo from group 2, it was normal that they were a bit 

influenced by their tennis mates concerning their material taste because they were training about 

three times a week: “Maybe the tennis colleagues, they spend about three times a week training, so 

it is natural that kids compare rackets and shoes.” (Miguel, group 2).  Nevertheless, he was also 

really clear on the reasons why he would encourage the children to train tennis: to train, not to 

show off clothes or rackets; “…As I said, my kids can compare what they want. They know my 

opinion; they go there to train, not to exhibit clothes or rackets.” (Miguel, group 2).  

Regarding clothes and brands, David’s mother (group 3) thinks he is still too young to have much 

knowledge about clothing. That is why she believes, even though he is very influenced by the 

social environment that is not visible in the clothes aspect. On the other hand, Ingrid found that 

Davis’s school could have some influence on the kind of friends he would make. As a Catholic 

family, she was convinced that, after moving to a Catholic School he was able to find friends 

with a similar educational background to his, which could also be reflected in the consumption 

habits. 

In addition, David’s mother tried to make very much clear how worried she was with his 

vulnerability to advertisement and with how fascinated he would get after seeing advertisements. 

She mentioned that her and her husband were trying to use the recent life changes the family 

faced – new house, a baby sister, new school, new car, etc. – to make David learn how important 

it was to work and save money instead of just spending it on impulsive shopping. Over the last 

months, whenever they buy something in the presence of David, they always try to explain him how 

much it coast and why it was necessary. 
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Therefore, Ingrid says she really hopes that, after all the effort they have been putting to make 

David aware, she is someone with influence in his choices and preferences as a consumer. 

5.4.2 CHILDREN’ ONLINE ACTIVITY PERCEIVED BY PARENTS 

5.4.2.1 ONLINE ACCESS 

Every parent mentioned that, due to extracurricular activities, during weekdays, their children 

would hardly ever spend more than one hour per day online (much more during weekends though). 

The only exception was Tom (group 1) because he had classes only in the morning and did not do 

any sports in the afternoon “Tom may spend a bit more because he has no classes during the 

afternoon, so he always finds a way to go online” (Carlos, group 1). During weekends, they would 

access more often, in most of the cases making shifts between the laptop/internet and the 

Playstation. Younger children would prefer playing games with the console and older ones 

would prefer using the laptop/internet. Ingrid mentioned that his son David (group 3) would 

rarely go online, he would surely prefer to spend his time playing the X-box “I think at this stage, 

he is much more attracted by toys and videogames than actually browsing websites and sending 

instant messages” (Ingrid, group 3). According to the parents from groups 1 and 2, the time their 

children were spending online was, in fact, more than what they should (need). Nevertheless, they 

felt, as long as they had a balanced lifestyle (sports, music, open air activities), it was fine that 

they were going online that often. Ingrid (group 3) stressed the same exact point, admitting that it 

could be more much more complicated in the case of the Danish winter, she could not just tell him 

to go out and play outside because of the cold “During the winter there is not much we can do 

because it gets really cold” (Ingrid, group 3). 

5.4.2.2 PARENTS POLICIES CONTROLLING CHILDREN’S ONLINE ACTIVITY 

Although Carlos (group 1) is aware that his son Tom is always bragging about the illegal 

downloads he is capable of making, he says he is perfectly aware that he is actually not capable 

of, that he mostly says that to feel powerful and rebel, “So far, he has been trying, but I can tell he 

is not capable. Nevertheless, we still try to control.” (Carlos, group 1). Nevertheless, he still 

controls that activity and also the content he browses, since some years ago they found he was 

browsing some improper content with his younger brother. Tom promised his parents not to browse 

those kind of websites again and, for his father, that promise represents more than the browsing 

history control he made. 
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Miguel (group 2) admitted he thought it was convenient that, while his children were entertained, 

they would stay out of trouble and give him some peace to prepare his lectures (Miguel is an 

architect and a University Professor, so he has to spend a lot of time during weekends preparing 

lectures). Therefore, he said that, apart from the fact that his two sons were silent and out of trouble, 

his wife was doing a weekly browsing history check and a close control of Tiago’s recent Facebook 

account, his messages, posts etc. (some time before there had been trouble in his school class email 

account with some students sending offensive messages). 

According to his mother, David (group 3) does 80 to 90% of his web browsing in the company of 

his parents, so she says that, despite controlling it, there is not much activity to track. She would 

check the browsing history for his activity. 

5.4.2.3 CONTROL PERCEIVED BY CHILDREN WHILE ONLINE 

Apart from parents, their access was also controlled at school: “I used to have a school account for 

the homework updates, but than some anonymous started sending offensive emails and my teachers 

decided to stop with it.”, (Tiago, Group 2); “The other day a boy was visiting a website and the 

teacher forced him to close it.”, (David, Group 3). 

Compared to members from other groups (1 and 3), Tiago and Gonçalo (group 2) were more 

relaxed while simulating purchases because they already had some experience from online 

shopping, which their parents used to do often in their presence. Nevertheless, they were very 

much aware their parents would not be happy if they were spending money without telling them. 

This was possibly a reason behind José and David’s reluctance regarding the online purchase 

simulation. Even though they had been warned it was not a serious purchase, they still refused to 

try. Gonçalo from group 2 was not so afraid, but he still felt the responsibility, “I would like to use it 

(money) and buy (online) but then my father would see a package coming, find out I did it and kill 

me (laughs)” (Tiago, Group 2). 

Parental control was also present in the participants’ perceptions regarding the content they would 

access online. Every group mentioned their parents were concerned that they would not mix the 

browsing windows between parents and children “Our dad is always telling us not to trust publicity 

that much, always tells us to close publicity windows.”, (José, group 1); “And my parents hate it if I 

don’t close all the windows after using the internet”, (David, group 3); “We had to start using 

Firefox because our mother uses Safari for work and she does not want our websites mixed up” 

(Tiago, group 2). Nevertheless, this does not mean tweens thought their parents were not 
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interested to control their online activity. This was observed when Tiago talked about what he 

used to do on Facebook – “They know I am on Facebook but they do not know what I do exactly 

(…) And normally our mom is working on her laptop in the same room, so she knows more or less 

what we are doing.” – and when Tomé and José were asked about their favourite videogames which 

included some violent scenes – “My father opens an exception for this game because it has a lot of 

history and he says we can learn something about Ancient Romans.”, (Tom, group 1).  

Although none of the participants felt their parents were completely unaware of their online 

activity, that would not prevent them from browsing their favourite content. 

5.4.2.4 FAMILY ONLINE SHOPPING ACTIVITY 

Even though the country’s (Portugal) economic situation is facing a delicate period, Carlos’ family 

(group 1) books holidays online and, occasionally, buys some books and films. They try to have 

their children involved in the process, but, since they do not have any income, he does not think his 

children need to know how to do online shopping. “We normally book our holidays online. I try to 

involve them and to have them participating, we show them how to do it, etc. Same thing with 

books, films, etc. The only reason we do not do it so often is that the country’s economic situation is 

a bit delicate” (Carlos, group 1).  

Miguel from group 2 buys a lot of books online, but he does not think his children care about it at 

all. They have recently started to buy tennis material online and they try to have their 

children more involved into that. They try to make them aware of how much a product costs, and, 

especially, that they are buying something that they need, not something they like. They see Tiago 

(the older one) is already capable of browsing some product, filtering, etc. and they know Gonçalo 

(younger) tries to imitate him, but he is not able to do so. He thinks Tiago is getting more skilled 

and will soon be able to shop online, but, regarding his younger brother, they are actually happy he 

is not able to do so yet because he is not mature enough “The older one will probably be able to do 

it sooner than I imagine. He has been making a lot of progress (…)The younger one will take 

longer to get there.”, (Miguel, group 2). Nevertheless, they know they do not have income 

available to spend online “In addition, it is not that useful because they do not manage any 

money” (Miguel, group 2). 

Not only do David’s parents (group 3) not buy online often, they are also more concerned that he 

learns how to behave as a responsible consumer instead of learning how to buy online, which, 

according to her, he will not be able to within the next years “First, we are focused on educating 
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him to be a responsible offline consumer. It will take a while. When we feel he is prepared and he 

has the money and the knowledge, we can think about it. I don’t see that happening that soon.” 

(Ingrid, group 3). 

5.5 CHALLENGES FOR MNC APPAREL COMPANIES 

Lauren Young, Product Manager from the marketing department of Reebok (Adidas Group) was 

interviewed. She provided information about a project she is involved that targets young consumers 

from 2 to 12 years old. This project is a partnership between Disney and the Adidas owned brand 

Reebok. Two of these collections are designed and developed for tweens, which are McQueen 

(main character from Disney’s Cars) and Princesses. Lauren considers this a very interesting 

opportunity to reach new consumers by combining Reebok’s values and styles with all the 

Disney’s concepts. 

The main difference between this partnership and one with a Football Team (like AC Milan or 

Chelsea FC) or the NBA is the fact that this one is mostly directed to informal physical activity, 

like running in the park, playing football in the backyard, etc. Therefore, it is mostly composed 

of colourful sports shoes, casual cotton clothes and mixed accessories. 

5.5.1 PRODUCT 

Sports or casual sports clothing designers and developers are especially concerned with comfort 

and practicality. These are sports inspired casual clothes, shoes and accessories.  

The Adidas Group follows very strict safety regulations. These are meant to fully avoid any 

accident related to the clothes, shoes or accessories materials, fabrics or prints that may commit its 

users’ health or safety. 

5.5.2 TARGETING TWEENS 

Targeting Tweens is a challenge described by Lauren as something completely different than 

developing a product for adults. Firstly, as mentioned, a children’s sports article (even if a 

performance replica, like a football shoe) never has the same technical level of detail as an adult 

version. The first concerns for design, development and promotion are look and comfort. Secondly, 

it is important to follow a concept and to have a story to tell. In this case, the Disney Cars and 

Princesses blockbusters saved some time to the Marketing team because they were previously 

established concepts already familiar among the tween target.  
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Another important targeted element for the Adidas Group are tweens’ parents and other older 

family members. The brand is aware that tweens have their own money, but they do not target 

them as the ones spending it in clothes. The targeted consumer for these Reebok Disney’s 

collection is a tween who relies on his family to do this kind of shopping for him. 

Given that these are clothes for children to play and sweat at the park and the grass, the Adidas 

Group considers very important the price.  

According to Lauren Young, the role of influence groups is not considered to be very strong for 

two reasons: firstly, this is an everyday product that tweens use because they need to have 

something that makes them feel comfortable. Secondly, due to the Disney inspired product 

concept, the vast majority of targeted tweens knows the story behind these collections and feel 

somehow connected to them. 

As a brand, Adidas considers tweens as a sub-segment of the “Kids” age group, which includes 

consumers from 2 to 12 years old: Children go from 2 to 7 and tweens from 8 to 12. Older than 13 

are o the “Teens” group. 

5.5.3 PROMOTION 

Lauren also mentioned a partnership has the advantage of allowing the promotion of more than 

one brand in one product. In this case they had the possibility to promote a Disney Movie and 

the Reebok brand, which will consequently attract more attention.  

As a Product Manager, Lauren believes internet is the right platform to promote and sell these 

ranges in the future both through direct sales or via Key Account. 

Finally, It was mentioned that, due to the fact that Reebok is an Adidas owned brand that targets the 

great majority of its ranges for adults, tweens’ ranges become of extreme importance. They are 

seen by managers as the big opportunity to engage consumers to the brand at an early stage 

just so they can be as satisfied and happy as possible. If that satisfaction is positively achieved, 

both them and their family members can be likely to become the Reebok’s consumers of the 

future. 
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6. DISCUSSION  

6.1 PARTICIPANTS’ INTERNET PROFILE 

There were five participants from two different countries. The following chapter is going to discuss 

in which ways their profile would fit or not into the profiles outlined by the EU Kids Online (2010). 

David , from group one was clearly in the Restricted learners group. Not only he was the youngest 

participant, he was also using internet mostly for learning purposes for a very reduced weekly time 

amount. 

José and Gonçalo belong to the moderates group. They engaged in a wider range of activities, but 

also a lot of them connected with learning. The most challenging and complex activities any of 

these participants would perform online were most of the times initiated or assisted by their older 

brothers. 

Tiago and Tom were fitting into the All-round explorers category. They were somehow spending 

more time than their younger brothers online (they had no school in the afternoon) developing 

different tasks and activities.  

6.2 PARENTAL MEDIATION AND RISKS 

Ingrid was clearly performing an All-rounder mediation. With a higher level of monitoring and 

technical restrictions and active mediations. In the case of her son David (group 3), monitoring was 

almost a constant need because he was not capable of doing many of the browsing tasks on his own. 

Therefore, a big part of his online activity was monitored by his parents. There were not many 

sources of disagreement between his parents and him on what he was allowed to do online, so, there 

was not a strong need for monitoring.  

Carlos from group 1 mostly claimed to use active mediation. Even after finding his older son Tom 

had been watching improper content, Carlos and his wife talked to him and found a way to agree 

that he would never do it again. According to the father, most of the decisions he and his children 

were taking were based on agreement and dialogue.  

Although Miguel, from group 2 was using a Passive mediation, without expressing strong concerns 

with what his children were doing online (as long as “they would stay out of trouble”), his wife was 

controlling their children’s email account, Facebook and browsing history. Therefore, it is not 
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possible to state if the mediation they were using was actually active, passive, restrictive or any 

other because there is no information about how that control was processed. 

Risk exposure was mostly mentioned by participants, not by children. Contact with strangers was 

not mentioned at all. Bullying was mentioned by Carlos and Miguel (from groups 1 and 2). Miguel 

had his wife checking the history of their children’s online browsing and social media activity to 

ensure they would stay out of trouble. This may be related to the situation reported by Tiago of 

some colleagues who sent offensive messages to their class e-mail. Carlos stated that he would try 

to talk about online activity with his children as much as possible because Internet itself did not 

have to be a good or a bad thing. He compared it to playing football as it can be a way to develop a 

healthy lifestyle, to get into trouble, etc. On the other hand, children mentioned mostly positive 

things, going through a lot of fun while online. 

6.2.1 PORTUGUESE TWEENS 

Although the study mentioned the Portuguese government campaigns to provide laptops to children, 

only Gonçalo had a government provided laptop. Tom, Jose and Gonçalo were using their parents’ 

old laptop. Older participants (Tiago and Tom) had a smartphone, but they did not use it much. A 

tablet was a much more valued and fascinating gadget for participants. Tiago and Gonçalo had their 

own and they were quite comfortable using it for playing and browsing. In opposition to EU Kids 

Online observations, none of the Portuguese participants was accessing internet from their own 

bedroom. They would to it in their living room, while their brothers were playing or their parents 

were working. Although, according to EU Kids Online, many Portuguese tweens access internet 

from libraries and public spaces, none of the Portuguese participants mentioned doing that. 

6.2.2 DANISH TWEENS 

Just as observed by EU Kids Online (2010), from the two Danish tweens on the sample, one of 

them was accessing internet with little frequency – David. 

Although, according to EU Kids Online, Denmark shows high values for the number of children 

owning their own laptop and accessing internet from their own bedroom, none of the participants 

had their own laptop or was accessing internet from his own bedroom. Both of them had 

smartphones and tablets and used them to access internet from everywhere in the house. 

David did not mention anything in concrete that was bothering him with internet, but he was always 

strongly cautious not to unintentionally spend money online. No other risks were mentioned by 
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David. The only misbehaving situation he mentioned was a friend watching videos during a class 

who was immediately stopped by the teacher. Apart from that, no risky situation was mentioned by 

him or his mother (according to her, his son was “too young to make serious use” of internet). 

6.3 CONSUMER SOCIALISATION PROCESS 

Interviews allowed a perspective on different families developing their consumer socialisation as an 

evolutionary process, through which young people acquire knowledge, skills and attitude that will 

affect their consumer activity in distinct ways over the years (Waard, 1974), (Ekstrom, 2006) 

Interviews were conducted with participants with different ages. According to R. John (1999), the 

vast majority of them were at the perceptual stage (between 7 and 11 years old. One participant 

was at the perceptual stage and another one was at the reflective one. 

Unlike R. John (1999) described, David, the only member on the perceptual stage, was not able to 

recognise brand names and to associate them with product categories. He asked if Adidas was 

the name of a football player. This can possibly be related to the fact that, although he enjoys 

football, it is not his main interest. José, who was already at the analytical stage, was also insecure 

when he confused the main shirt sponsor (the beer brand Sagres) with the current kit provider 

(Nike). 

On the other hand, for every purchase David describe or for every opinion he was asked about, he 

was always looking at the price as the support for his decision. This reaction is aligned with R. 

John’s (1999) idea that young consumers at the perceptual stage were making decisions based on 

limited attributes. 

Consumers on the analytical stage showed more brand awareness. These levels of brand 

awareness were even observable between two different tweens both in the analytical stage. That is 

the case of Tom and José or Tiago and Gonçalo. Both were at the analytical stage, but the older 

ones (Tom and Tiago) were always better at recognizing brands Tom, from group 1 was always 

taking the initiative to browse the websites foe the brands he or his brother liked or bought and the 

same happened with Tiago from group 2.  

Nevertheless, as mentioned by R. John (1999), it was possible to have the four interviewed children 

at the analytical stage were able to establish a correlation between value and price. This 

happened when José (group 1) mentioned that, although he liked Cristiano Ronaldo’s shoes, they 

were expensive and his father helped him finding some cheaper ones or when Tiago and Gonçalo 
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mentioned Tecnifibre as the tennis racket brand they would not afford because they were “too good 

and too expensive”. 

The same happened with the way information was searched, comparing several different 

variables, including technical attributes, cost-benefit trade offs, third elements’ opinion, etc (R. 

John, 1999). This was observed when Tom was describing the new X-box ONE. He even knew how 

much cheaper it would be to buy it in Spain instead of Portugal. 

Decision and negotiation initiatives used by these participants at the analytical stage were also 

adapted to people and consumption situations (R. John, 1999). Unlike David, still at the perceptual 

stage (group 3) who, according to his mother would only ask her to buy a product, both tweens 

from group 1 and 2 were using more complex strategies. A clear example of this is  when both 

groups mention that having good grades is a way to prove their parents they deserve to buy the 

products they like. The same happens when Tom and José decide to use an auctions website to find 

the value for a product they had heard about. 

R. John (1999) bases her research on studies mentioning that children from 3 to 7 years of age were, 

in general, able to distinguish advertising moments on television. While browsing the internet, 

every participant was capable of identifying and to describe advertisements for products they knew 

(videogames, sports material, etc.). Nevertheless, participants had serious difficulties identifying 

hidden publicity and spams when they were browsing download websites and online gaming 

platforms. These advertisements are often camouflaged and showing in the middle of the website 

content. When they were trying to show me how to download videogames from a torrent website or 

to use an open source for online games, both participants from group 1 and 2 were interrupted 

because of accidentally clicking links that directed them to spam publicity. 

Although they were not always able to identify, these pop-up windows and links as publicity, they 

clearly knew every online and offline advertisement had the intention to sell something. The 

most evident example of this awareness was David. He was extremely careful before opening links 

because he did not want to accidentally spend money buying something. This careful behaviour 

reflected the concern his parents had evinced by having explained the responsibility of online and 

offline consumption. 
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6.4 CONSUMER BUYER MOTIVATIONS 

Participants motivations to buy products seem mostly utilitarian. The shopping activity mentioned 

by the interviewed tweens is basically related to electronics and videogames, sports equipment, a 

collection of stickers and, in the case of Tiago (one of the oldest members), casual apparel for 

everyday activities. On one hand, these purchases are driven by utilitarian motivations because it is 

related to the achievement of an objective (Babin et al, 1994). On the other hand, all these 

objectives have a strong ludic component. Videogames, sports equipment, casual apparel and a 

collection of stickers are goods that, more than serving a purpose, they provide participants with 

some moments of fun and entertainment. Therefore, the hedonic motivation is strongly present in 

their shopping activity (Babin et al, 1994).  

When talking to parents, they mention the products based on the direct purpose they serve. Carlos 

(group 1) mentions Tom’s books and José’s football shoes as learning instruments for intellectual 

and physical activities. The same happens with Miguel (group 2) and Ingrid (group 3), when they 

talk about their children’s sports equipment. 

The shopping motivations suggested by Arnold and Reynolds (2003) were also present on the 

interviewed tweens’ statements.  

Role shopping was clearly observed during interviews with parents. The utilitarian view they had 

from their shopping activity was reflected by the motivation they felt to provide their children the 

materials they needed to accomplish their learning and sports activities (books and sports 

equipment).  According to Buttle & Coates division, it is possible to notice that parents were mostly 

driven by personal shopping motives (like role playing).  

From the children side, social shopping motivation was presented when some of the participants, 

especially the younger ones reported the help they gave or received from their parents whenever 

buying something in their company. José (group 1) showed strong satisfaction for the help his 

father gave him finding some sports shoes that were “cheaper than Ronaldo’s, but still good”. David 

gave several examples from the episodes he went through helping his father to check for online 

prices and then buying the construction materials for the new house. In addition to the social 

shopping motivation, the adventure shopping was also present whenever participants reported 

experiences when they did shopping in the company of their parents. These experiences and the 

support they got was exciting for children and they were also feeling more confident and secure. 
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Older participants showed an ability to search the internet in order to gather technical and price-

related information about products. This was the case of Tom (with the X-box ONE) and Tiago 

(with the tennis equipment), the older participants from groups 1 and 2. Although, they only do it 

not to buy or to spend money, but more to gather information about the new products, trends and 

the good price deals, their motivation is value and idea shopping driven. The most clear example 

of value shopping was provided by Tiago when he mentioned the hamsters he found for free on 

Facebook or when Tom found a cheaper X-Box One on an auctions website. 

From the outcomes mentioned by Arnolds & Reynolds (2003), the main observed one was 

personalized shopping. The main example occured when David (group 3) found the Adidas 

interactive engine that allows online guests to customize their shoes with colours, materials, etc. 

Occasions like this one or when any of the participants discovered a website selling a product they 

or anyone they knew had bought caused on them a lot of excitement and enthusiasm. Participants 

were normally happy to find products they could personalize or products that they could identify 

with someone else. This gave them the chance to interact and to mention people they knew and 

moments they shared. Therefore, just like mentioned in the study from Arnold & Reynolds (2003), 

this output has a positive correlation with the social shopping motivation. 

Innovativeness was also another outcome verified in every interviewed participant. Especially in 

the field of technology, participants were always extremely interested in finding new products, 

technological advances, etc., which reflected. According to Arnolds & Reynolds (2003), this 

variable is positively correlated with idea shopping. This is what happens when tweens browse 

internet to find good deals and get ideas for products to buy/ask for in the future. 

Children’s shopping activity was a combination of social and personal motives, since they were 

looking for interaction and social experiences, but also looking for new trends and innovations that 

captivate them (Buttle & Coates, 1984). 

6.5 FAMILY COMMUNICATION 

According to De la Valle & Tartas (cited in Marshall, 2010), the observed degree of participation in 

the participants’ family purchase decisions was mostly second degree. They were mostly 

observing, collecting ideas and interacting with their parents while shaping their opinion about 

products and goods. Every purchase they were mentioning was always dependent on their parents 

opinion and approval. In the case of the younger participants, like David and José, the parents’ 

opinion was of extreme importance. Older participants showed more personal convictions. 
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Nevertheless, none of them ever claimed to be allowed to purchase any product without the clear 

permission from the parents. The reason this was happening may not only be due to the decisive 

authority, but also to the fact that parents were keeping their children’s savings money, meaning 

that they would only have access to it if they wanted to buy something their parents would allow 

them to. This observation introduces other important variables related to the influence family has on 

the consumer’s activity. 

David’s Danish family communication (group 3) was concept-oriented (McLeod & Chaffe, 1972). 

According to Ingrid, she and her husband were very much concerned about making David a 

responsible consumer. They had recently made a strong effort to make David conscientious of the 

value of money as well as the importance of buying only the necessary goods for the family well 

being. They did not want him to loose the notions of the goods he needed and the ones he was only 

attracted to. Furthermore, Ingrid and her husband used examples from changes the family was 

facing (New house, little sister’s birth, new car, new school) to make David aware of how working 

hard and saving money was important to sustain a family and provide important goods. 

Carlos (group 1) mentioned that he and his wife tried to involve their children in the family 

purchase decisions. They wanted them to express and create an opinion not only for the products 

they wanted for themselves (videogames and sports equipment), but also for the common family 

purchases (like family holidays). The only products he reckoned he would directly encourage his 

children to have were books, which they welcomed and accepted. According to McLeod and Chaffe 

(1972), they were making a socio-oriented family communication. 

For group 2, the observations are not so conclusive. On the one hand, Miguel clearly expressed 

concerns about how his wife would always do the tennis equipment and the casual apparel online 

shopping with the children watching and giving their opinion on what they would like the most. On 

the other hand, he pointed some aspects for which children’s opinion would not be relevant at all 

(like if they would ever ask for expensive clothes. Furthermore, Tiago and Gonçalo were only 

allowed to spend their savings in special occasions and under certain restrictions (if they were 

behaving well, they could spend a certain amount each to buy some videogame to share between 

each other). Inside group 2, socio-oriented family communication was held for clothes and sports 

material and concept-oriented family communication was observed for videogames and 

entertainment goods.  
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According to Mcleod & Chaffe (1972), these communication orientations are also observed through 

the way families deal with the media sphere. Whereas Ingrid from group one told she was very 

concerned to make David less vulnerable and less naïve when watching commercials and 

advertisements, Carlos (group 1) talked quite openly about his children accessing the internet and 

publicity and the importance of talking to them about it. 

This topic brings the discussion to another one, the family influence on media access, which is 

going to be mentioned below. 

6.5.1 FAMILY AND MEDIA ACCESS 

Carlos, Tom and José’s father used an interesting expression during the interview to describe his 

opinion about his children accessing the internet: “it is just like playing football, you can turn into a 

healthy sportsman as you can get injured, injure someone, etc.”. This was his opinion about how the 

internet could be either good or bad for their personal development. He clearly stated that he was 

not against his children using internet as long as they had a fair balance between online access and 

other activities, such as school, sports, television, reading, etc. He and his wife would control their 

children’s online activity based on an dialoguing and agreement dynamic. That is what happened 

when they found that his older son was browsing improper content: before controlling and logging 

his activity, they thought it was important to talk to him and getting him to commit himself to never 

accessing such websites again. Concerning Tom’s attempts to make illegal downloads, Carlos 

mentioned it was nothing really serious because they were actually not more than attempts, so far, 

he was not really capable of downloading a complete game or a complete movie. Group 1’s parents 

do control the historic of activities from their children, but, according to Carlos, they prioritize 

dialog and conversation to strict control. These are, according to McLeold & Chaffe (1972), socio-

oriented family traits reflected on the family members’ media access. 

In group 2, situation was quite different. Miguel prioritised the importance of a balanced lifestyle 

and even mentioned some situations during the summer when he would just “open the door and 

send his children outside to play”, which they would do delightfully. On the other hand, he also 

admitted it was quite convenient that, while they were online, they would be less noisy and let him 

work without interruptions. In the same way his children’s internet access would not worry him too 

much, he and his wife were doing a weekly revision from their children’s online activity and social 

media interactions. According to Miguel, they were quite relaxed regarding what children would do 

online, they only wanted to make sure internet would not lead them into trouble. 
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Concerning group 3, since David was not accessing internet so often or so accurately, most of his 

online activity was monitored by his parents. Their main concern was to ensure that his contact, not 

only with internet, but also with media in general was not preventing him to develop into a 

responsible consumer. They were highly committed to ensuring he would not just become 

“fascinated” with every new product he would see. In order to ensure this, not only they tried to 

control his online access, they were also trying to help him processing the information he would 

access. This control and influence in his information processing and product opinion are also typical 

traits from  McLeold & Chaffe’s (1972) concept-oriented families. These would not only be 

reflected in the consuming family behaviour, but also in the family’s media access.  

These observations relate to Furnham (1999) as they show that, for these three families, the 

consumer behaviour was visibly more influenced by the parents’ consumer orientation than by the 

Media access. In fact, according to McLeold and Chaffe (1972), the family communication is also 

reflected in the media access. During the interviews, though, it was possible to see that, in the case 

of these three groups, family was indeed a very strong influence on both because all of these 

children were seeing his mother and father as an authority, so, they were only feeling comfortable 

doing and reporting what they were allowed to do with parental approve. 

6.5.2 MONEY ACCESS 

The access children have to money determines the authority they have on their purchases. In this 

study, although tweens may have some influence on the products they like, the ultimate decision 

always belongs to parents because they are the ones controlling their access to money. Therefore, 

although parents from group 1 and, in some cases, group 2 as well, mention the value of listening to 

their children’s opinion about the products they buy for them, purchases do not take place unless 

they agree. Every interviewed parent keeps their children’s money. They do so in order to keep it 

safe and to control how they use it. 

The idea developed by Ruckenstein (2010) about the way parents may pass self restraint and 

moderation values were verified when Carlos (group 1) claimed being happy his children were not 

avid consumers, when Miguel (group 2) told their children were not allowed to buy expensive 

goods or when Ingrid (group 3) expressed her concern that David would turn into a responsible 

adult consumer. 

In the three interviewed families, children were responsible for house holding tasks (cleaning, 

preparing the table for the meals, gardening, feeding pets, etc.), but they were not getting any 
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money compensation for it. Since none of the participants was legally able to have a job, their only 

income sources were gifts from Christmas, birthdays and other special occasions. 

Every participant had a bank account where they would keep their savings. Those accounts were 

fully controlled by their parents. They were allowed to spend the money they had there, but, in 

order to do so, they needed their parents approval. According to what Siegel (2004) mentioned, 

interviews with the three families proved the point that tweens often face, not only the challenge of 

deciding what they want to spend their saving son, but also the challenge of how to convince their 

parents to allow them. In addition, it was also possible for them to use it to “strike deals” (Siegel, 

2004), upgrading some presents from their parents. That is the case of Tom and José, who were 

allowed to pay more to buy a better videogame (paying 10€ each, they would be able to get from 

their parents the most recent version of a videogame instead of the previous one). 

Furnham’s study on money access was conducted with teenagers. Therefore, its results were 

somehow different than the ones observed in this interview with tweens. First of all there were no 

observations that older participants would get more money or better presents. They had indeed more 

facility to access and process product information and to influence their younger brothers, but the 

amount of money received and the amount each one was allowed to spend were precisely the same.  

The only tween reckoning he would not get more money in case he spent it all was Tiago from 

group 2. In fact, he was the only one who would get pocket money to take to school and buy some 

sweets or morning snacks. Tom and José were also getting a monthly allowance, but they would 

always prefer to save some of it. 

On one hand, parents never stressed the opinion that they wanted their children to save, but, on the 

other hand, they were encouraging it by keeping their money in the bank and only authorizing them 

to spend it in certain occasions. Apart from David (group 3), every tween group stated they wanted 

to save most of their Christmas money to buy the new Playstation 4 or the X-Box One. Parents 

would see with good eyes that brothers would save money to buy something together. There was no 

reference about borrowing or lending money internal or externally. Nevertheless, Gonçalo and 

Tiago’s main saving purposes was imposed by their father. He was clearly telling them that money 

would be used later when they wanted to go to university. The two brothers were accepting the idea 

and clearly believed that was for their own good. 
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None of them were getting extra money for good grades, but Tom mentioned that it helped that him 

and his younger brother were getting good grades because it felt as they were proving their parents 

they deserved to use their money to buy things they liked. 

There was no reference to postponement gratification (getting something in return after 

accomplishing something), in fact, there was no reference to any kind of behaviour, good grades, 

etc. in exchange for money. Tiago and Gonçalo said they would only be allowed to spend their 

Christmas money if they had good grades and Tom and José mentioned they were using good 

grades to show their parents they deserved something. Although parents did not mention grades as a 

determinant, children were perceiving some influence from it. 

A strong indicator of the perceived parental opinion that was taken into account by the younger 

members was Jose and David’s extreme concern before opening links that indicated a price. They 

were legitimately scared of clicking on a link that would confirm a purchase and its costs. Older 

tweens were fairly more relaxed, showing no problem to open links because they were aware that 

without a credit card number they could not charge them for anything. 

6.6 FAMILY SHOPPING 

As described in the previous chapter, the access tweens have to money is determinant to outline the 

freedom they have whenever they want to buy any products or goods. Nevertheless, the motives 

behind their preferences as well as the influence they have on family buying decisions may be 

related to other elements and other interactions inside their social environment. 

Carlos (group 1) says he is happy his children are not “avid consumers”. He points the fact that, in 

the area they live in (outside the city centre), children are quite vulnerable to trends as they like to 

exhibit clothes, mobile phones, electronic gadgets, etc. He believes his children are exceptions and 

he reckons he is satisfied with it. He says only tries to influence them to read books because he 

believes it has a positive impact in their personal development. Tom mentioned the example of a 

videogame they play that, despite showing some violent scenes, is approved by his father (Carlos) 

as an exception because it takes place in the ancient Rome, which can provide them some 

knowledge about history. 

Carlos also said that they were always trying to gather their children’s opinion for most of the 

purchases they were making (movies, clothes, travelling, etc.). However, both Tom and José stated 

that, apart from videogames and sports equipment (in the case of José), they would not care about 
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any other product their family would buy. They said their parents would ask them often which 

clothes they would like, but they did not express strong concern to have any kind of influence.  

Miguel mentioned that his sons did not have much interest to be involved in general family 

purchases. They would only like to be involved in shopping activities that would concern products 

they would actually use for their own entertainment, such as videogames and tennis material. This 

statement was actually verified when Tiago and Gonçalo were responding. The only products and 

purchases they were talking about were indeed related to videogames, tennis material and Tiago 

slightly mentioned some casual apparel to wear for school. According to their father, they would 

involve them into shopping for products they would use and value just so they would use them 

more and be more satisfied. On the other hand, Miguel was very clear mentioning that, regardless it 

was a gift or their own money, they were not getting anything he or his wife would consider 

expensive at all, which had never been a problem because they knew how far they could go. The 

reason for this was that, in order to have fun (playing tennis or videogames), they had absolutely no 

need to exhibit expensive goods. 

David did not mention his influence in any family purchase. He mentioned some experiences in the 

company of his father, but he presented them as a learning experience, not as a circumstance when 

he influenced a decision. He showed some interest browsing Adidas and New Balance shoes, but he 

never showed much enthusiasm for products he would like to buy. On the other hand, his mother 

mentioned that, apart from being, in her opinion, too young to have influence in family purchase 

decisions, he had recently been going through a phase when he was  constantly questioning his 

parents on why they were not buying products he would see advertised. Given the efforts his 

parents were developing to make him a responsible consumer, the fact that he was not mentioning 

purchases he would like to do (just like his mother described) may be a result of some change in his 

behaviour. 

Observations from Wang et al (2007) show that, in the case of group 2, product influence is 

observed at the level of product usage: tweens have influence in the purchase decision for products 

parents feel they use and value. In group 1, although tweens were encouraged to provide their 

opinions and thoughts for every family purchase, they only seemed interested to do so for products 

they would use and spend time with. In group 3, David was encouraged by his parents to learn 

about markets and advertising before being allowed to have any kind of influence. 
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Amongst the interviewed families political and religious background was fairly similar. The three 

of them had a liberal Catholic background. The main reference to the religious background on 

tweens’ educational background was Ingrid’s reference to David’s need to grow up as a consumer 

and its progress now he had changed to a Catholic School in Copenhagen. 

6.7 TWEENS GATHERING INFORMATION 

The three interviewed parents mentioned children were often transmitting information about 

products they liked. In some cases, like brands, both Carlos (group 1) and Miguel (group 2) 

admitted they probably knew more than they talked to them about, but they were not sharing much 

about it.  

During the experimental study, it was possible to observe that tweens were very efficient searching 

for information about products they liked and they used. As mentioned, these products were mostly 

sports clothes, videogames and, in the case of Tiago (the oldest one), casual apparel. This could be 

clearly observed when, while visiting the Adidas website, Tiago was the only one spending some 

time looking at the Adidas Originals section (casual apparel, not sports directed). Other participants 

who would not care about casual clothes would not even visit that section. On the other hand, they 

would spend more time gathering detailed technical information about consoles, videogames, tennis 

rackets, etc. Tom could easily find an X-Box One on a private auctions website and show his 

brother why it was a good deal with a price that is even cheaper than the Spanish market. After 

visiting a Tennis material online retailer, Tiago was  immediately capable of identifying a product 

that his mother had previously bought for a higher price. 

David, the youngest participant, was mostly looking at prices and images. He gathered some short 

parts of product information, but not with the same interest nor at the same level of detail as older 

participants. 

Just like mentioned at Wang et al (2007), the high level of accuracy gathering information was, just 

at the level of decision influence, visible mostly for products that tweens would give use to.  

Gathered information would be transmitted to parents, who would learn something from children. 

Nevertheless interviewed parents would only utilize such information to shop the products that 

would make their children happier. No situation was observed in which such information would 

influence other products than clothes, sports materials or videogames. There was no evidence of 

cases such as the ones reported by Ekström (2007) of curling parents or dictator children.  
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6.8 TWEENS AND BRANDS 

First of all, for groups 1, 2 and 3, it was possible to notice a strong connection between tweens and 

fun regarding videogames (Narin et al, 2008). They would strongly value the ludic component in 

these products, the story behind the product and the possibilities to have fun enabled by the 

different game modes. This would not only happen for the Playstation/X-Box videogames, but also 

for the small online videogames as well as the ones for the tablet. 

The media and advertisement connection was easier to observe on the sports product level. On 

group 1, although Tom was not the biggest football fan, he knew by heart the Turkish Airlines 

advertisement with L. Messi (footballer) and K. Bryant (NBA player).  The fact that they were 

receiving the football from the World Cup from a family friend made them (even Tom, who would 

not really mind sports) really special and excited about it, since it was the same ball the football 

professionals were using. 

For group 2, both entertainment and media connection were mostly related to athletes. Most videos, 

images or products browsed by this group were automatically associated with athletes (Nike with 

Rafa Nadal, Adidas with Xavi Hernandez, etc.). This was the only group where one of the members 

expressed concern about wearing clothes that would make him look good. Tiago, the oldest 

interviewed member had recently joined high school. Although he was not showing strong 

conviction, he clearly mentioned it was important for him “not to look bad at school”. After being 

asked about more detail on what it meant for him to look good or bad, he only mentioned it was a 

matter of wearing clothes he would feel good with. This observation relates to Narin et al (2008) 

and the idea that brands can be a way for young consumers to be inserted and accepted in certain 

social groups.  

Some of the clothes Tiago liked to wear were the casual Surf/skateboarding collections from 

Billabong and Quicksilver. He said one of the reasons he liked it was that the previous summer, him 

and his brother started surfing, which was an experience he liked and felt connected to. Similar 

observations were registered with Tom, who clearly expressed lack of interest for some brands 

based on the fact that he did not like sports. According to Narin et al (2008), mentioning brands 

may be used by young consumers as a way to express individual likes, preferences and 

personality/attitude towards life. According to these authors, individuals who, just like Tiago, are 

facing change periods (new school, new city, etc.) are, in general, more sensitive to these issues. 
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David was not so much aware about brands, he spent the time focusing much more on website 

content and product information. As mentioned by his mother, he was too young to know brands 

and to follow trends. It is important to notice that other participants close to his age had older 

brothers who were more accurate and efficient gathering information. David (group 3) had no 

older brothers he would spend his days with. Therefore, unlike José (group 1) or Gonçalo (group 

2), he had no references from an older brother who would communicate him brands or trends. 

Although there were not many concrete references to how “cool” brands could be or become, 

elements like the ones mentioned above regarding fun, entertainment and media connection clearly 

proved to be the main ones developing attractiveness in the different brands and respective 

websites. 

6.9 PARTICIPANTS’ INTERNET USAGE 

An important observation was the fact that there was not a single interviewed tween who lived 

without internet. These generations do not remember life without internet at home. They have all 

been using internet at home and at school and they all feel they are learning more and more. All of 

them answered that the previous year as the one when they learned most new things. This means 

that, their technical learning capability is increasing such that they have been learning more every 

year. 

For the perceived internet usage, it is interesting to notice that every parent from every group stated 

their children would not go online very often, especially during the weekdays. On the other hand, 

every time a tween was questioned about how often he would go online, he would say very often. 

This disparity shows a different perception. It is important to notice that every interviewed parent 

uses internet for work for 8 or 10h per day. 

Social Media (namely Facebook) was not a popular internet purpose. Tiago was the only one who 

mentioned it as a pleasant platform to spend his time. Other participants either did not mention it or 

mentioned it as something not so attractive. 

Interactive content was not only extremely attractive and encouraging for participants, they also 

made it easier for them to access information. Even younger participants with lower browsing 

accuracy found it easy to gather information and customize shoes. Youtube was also a very popular 

platform to access content. Participants from every age showed strong enthusiasm for interactive 

content, such as customization platforms, online games and all kinds of interactive content. 
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6.10 PARTICIPANTS’ BUYING ONLINE 

Every participant had already assisted their parents buying different products online. In group one, 

Tom and José (group 1) were involved while their parents were booking holidays (flights, hotel, 

etc.) and when José ordered some stickers he was missing for his collection. Tiago and Gonçalo 

(group 2) used to be involved every time their mother was ordering their clothes and tennis material 

and David followed his father ordering construction materials for his new house. Nevertheless, 

although some of them were aware of the different purchase steps and requirements, none of them 

felt the need or the interest to do an online purchase on their own. This insecurity can be related to 

the kind of risk perceived.  

The main sources of risk observed in the experimental study are related to the following kinds of 

risk (Mitchell, 1998): 

• Time Risk: whenever participants buy something new, they are used to being able to carry a 

product home after they buy it instead of waiting for it to be delivered. Just like Gonçalo 

mentioned, when he buys a new tennis racket, he wants to take it to the court and play right 

away. David was also really sceptical about the possibility of an inefficient delivery and the 

problems it might bring. 

• Financial Risk: due to some situations of online money frauds published on the media, every 

interviewed parent had carefully alerted children for the risks of spending money online. 

Therefore, they all showed a significant awareness for the danger of falling into an online 

phishing scam, which was strongly discouraging them for buying products online. 

• Performance Risk: Buying a product from an image that they see on a screen does not make 

young participants secure about its technical reliability. This may be related to the fact that, 

although they access internet often to gather information, these participants are very much 

used to spending their money or buying their gifts in shops, where they can see it in a box 

and, preferably, try and touch it.  

The performance risk perceptions are strongly correlated to the need for touch dimension on online 

purchases, the importance of touching and trying a product and the comfort it brings to consumers, 

especially the less experienced ones. 
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6.11 COMPANY’S POINT 

In the case of the Adidas Group, the good way they have found to target and engage tweens is their 

recent partnership with Disney. Although they represent a sports brand, this collection has sports-

inspired pieces of clothing that do not serve the formal sports practice. In terms of product structure, 

this is not a performance product like a football line. Technical details are not so important, as they 

are not in general for any tweens collection.  

The main strong points from this range are comfort and durability. These points are especially 

meant to please parents, who, according to the Senior Product Manager, are the main responsible 

for the purchase decision. The Disney graphics are the detail that is expected to make the product 

users (tweens) satisfied with it. 

The main strategic objective of this collection is engaging parents and children with the brand, just 

so in the short and middle term they can also become interested in other products developed from 

the brand. Basically, the brand sees targeting tweens and younger children as a solid way to 

empower the brand in the middle/long term at the same time. Despite some strong 

recommendations for companies to independently target tweens (Siegel, 2004), the Adidas Group 

targets the “Kids Group”, composed of children from 2 to 12 years old. 

Communication and point of sale are in charge of Disney as well as the online platform. According 

to the Product Manager, this collection sells much more units in-store than through the online 

platform. She clearly believes that the message this collection should pass to children is mostly 

related to the graphics and the Disney characters it includes. The product quality, comfort and 

durability should be communicated to parents. They are going to be the purchase decision makers. 

Adidas is aware that a Disney sweater is not a product a tween will wish for or include on a list of 

presents, it is more a need, something they need for their everyday life. 
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7. CONCLUSION  

This research has been gathering data on the different dimensions and variables composing the 

economic and familiar background elements that influence tweens’ online shopping activity. 

Participants’ familiar background were fairly similar. Although some were living in Portugal, some 

in Denmark, some in the city centre, others in the countryside, cultural element differentiating their 

online access or family interaction were not observed. The only noticeable difference was that, due 

to the colder and darker winter period in Denmark, the Danish would play and go online more often 

and for more hours because it was not possible for them to go out. The remaining differences in the 

participants’ background were not so visible, they were possibly related to the age and to the fact 

that, unlike José or Gonçalo, he did not have an older brother to pass him the knowledge Tom and 

Tiago were passing to their younger siblings. 

Regarding the family background, findings from both literature and interviews show situations in 

which parents do not engage in very strict policies. At the same time they do not give children 

everything they want without a reason. The latter perceive this as an incentive to behave and get 

good grades. Nevertheless, grades was never mentioned by any interviewed parent as a determinant 

element for them to obtain something. The interesting point of the familiar background influence 

was the fact that tweens had voice and opinion mostly on products parents felt they gave strong 

value to, like videogames and sports material. For everyday shopping or other products that tweens 

were not directly involved with, things happened differently. There was not the same elevated 

interest from parents to have children involved in those purchases and children themselves were 

also not interested in the decision/purchase process.  

From a family continuous perspective, it makes sense that parents limit their children’s privilege of 

influencing shopping decisions only for a restricted group of products. First of all, it has been 

observed that tweens can be extremely efficient gathering information and knowledge about 

products that attract them. Secondly, parents from the three interviewed families are the ones in 

fharge of the family budget management. As educators, they look at their progenitors as someone 

who will one day have that task of managing a similar budget for their family, their office or in 

some other circumstance. Therefore, some insights about resource management and the 

importance of choices (distinguishing the goods they simply liked from the ones they really 

wanted) can be an efficient starting point for encouraging economic reasoning at a younger stage.  
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Even more democratic parents interviewed showed satisfaction saying that their children were not 

“avid consumers” or “brands fanatics”.  

In addition, children also showed they were not indifferent to the way they were using money. 

Children sounded perfectly aware of the products they could wish for and the ones they could only 

use as a reference or something to get in the long-term. Some participants were even capable of 

mentioning their short, medium and long term saving purposes (Group 2 was saving to buy a cheap 

videogame very soon, a Playstation 4 within some months and also saving money to afford a good 

university in some years). 

This interest for a product was visible during interviews through the way tweens were gathering 

information. It was fairly easier for them, not only to gather, but also to share their opinion on what 

products that they were attracted to. More than a brand,  the product’s ludic and playful 

component was what made brands and products attractive for participants. The concept of “cool” 

was not so mentioned by participants. The main elements that would increase participants’ interest 

for a product were its playfulness and references to media events. These elements were promoted 

online interactive platforms or audio/visual content (often related to big events like the FIFA world 

cup, NBA, Holywood’s blockbusters, etc.).  

For the interviewed families, online access risks, such as bullying, meeting strangers, improper 

content exposure, did not condition tweens’ online access. Parents showed more concern about a 

balanced life dedicated to technology, sports, culture, etc., mentioning those risks only a few 

times during interviews. 

Product interest, economical vision and some moderation accessing the internet were the main 

elements that, according to this study’s observations, would have some moderate effect on 

children’s access to internet. Nevertheless, there are two fairly more determinant elements observed 

in this study that condition tween’s access to e-Commerce. 

The first one has been one of the most evident observations during interviews. Although 

participants familiar background does not significantly influence children’s online product 

information search activity, it has a very strong influence on how tweens spend their money. In 

every interviewed family, parents were keeping the money their children were getting for 

Christmas, Birthdays or other special occasions (in an envelope or a savings account). Although 

parents were not using that money, in case children wanted to buy something, they would have to 

ask parents and convince them it was for a relevant purpose. Therefore, the main determinant 
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element shaping observed tweens’ potential online buying activity was the fact that parents were 

controlling their access to their own money. In these families, a tween was only allowed to buy 

any good after negotiating that with his parents. Exceptions were made for pocket money, which 

would not be enough to buy anything but candy or snacks at school. Tweens reported this as 

something normal that they were naturally accepting. 

Another determinant variable that was conditioning online shopping activity in this age segment 

was the fact that all the interviewed tweens showed some visible technical difficulties finalizing 

an online purchase. None of the participants was able to move products to the “shopping basket” 

or to “check them out”, which is normally the second last step before the payment. Parents were 

aware of this. Even when referring to older participants, all parents mentioned the fact that they 

would not imagine any of their children buying online at the moment. Parents believed that, in a 

couple of years, the older children would certainly be capable of and interested in online shopping, 

but not right now. 

The fact that some tweens (especially younger ones) felt much more comfortable shopping with 

their parents also indicated that they did not feel enough autonomy to take strong responsibilities. 

Furthermore, having parents assisting them while shopping is something that reduces the pressure 

making them feel more comfortable and confident. 

If on the one hand, this age segment is showing strong interest in certain online content and the 

information they bring, but on the other hand, family control and limited technical skills are strong 

conditioning interviewed tweens’ online shopping activity. Both familiar and economic 

backgrounds influence the potential of such activity because these backgrounds are composed of 

social elements that have an active role influencing children’s online activities and how they spend 

their money. 

7.1 MANAGERIAL IMPLICATIONS 

First of all, it is important to mention that the fact that e-Commerce shopping is somehow 

conditioned by family and browsing skills does not mean companies should abandon this 

hypothesis or feel discouraged to innovate and to use online communication to connect with these 

potential consumers. 

Lauren Young from the Adidas Group focused several strategic aspects why she believed tweens 

were important for the future. First of all, they are the future consumers, because they are at a stage 
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when their personality and taste are being shaped. The Product Manager believes that having them 

satisfied now can work like the first step to keep them satisfied for the future while empowering the 

brand. Furthermore, she also believes that providing good products to tweens is a good way to 

promote the brand to older family members who may also be potential consumers. 

Crossing observations from the interviews with tweens and the ones with the Product Manager, it is 

possible to notice that, in the case of the apparel industry, the product communication is mostly 

directed at parents, regarding the fabric and quality of materials, the safety regulations, product 

comfort, etc. On the other hand, the concept and the story behind the product (Disney, FIFA World 

Cup, FC Barcelona, etc.). This is where the online communication and the media elements inclusion 

becomes of extreme importance, because those are the elements that will attract the tween from the 

product level to the promotion one. Instead of reaching tweens with product/technical specificities, 

they do so through promotion content. Online content is crucial for a proper campaign. This is 

possibly one of the reasons Reebok outsources the online promotion strategy to the Disney 

communication department, which is fairly more experienced in communicating and reaching this 

age segment. 

Finally, combining the innovation potential the e-Commerce area has with the positive response 

tweens give to the online content these brands publish, there are many possible solutions these 

companies may develop for the future. First of all, if companies like Adidas take into account how 

tweens feel more comfortable when they shop with their parents, they may consider developing 

their e-Commerce platforms in a way that allows tweens to do their online search and shopping in 

the company of their parents, customizing the tweens’ products webpages for tweens (who focus on 

interactive content) and their parents (who are more concerned about the product), with product 

customization, family combinations and product suggestions for both parent and child.  

Decreasing technical requirements for online purchasing to facilitate tweens’ access to e-Commerce 

may not be an efficient strategy. Not only it may commit the safety related issues, it may also create 

more vulnerability in a younger target. However, facilitating this target access to information could 

be an option. Product platforms could be developed in a way that would allow tweens extended 

access to contents related to product stories (especially media elements connection). Enabling 

tweens interactive product information, platforms could also make it possible for them to choose 

their favourite products and sharing their product details with their parents via e-mail or social 

media (like a virtual wish list).  
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Using the information gathered by this research, other innovative solutions could be proposed to 

sports apparel MNC’s. However, the most important points are the dynamics created engaging 

parents through product specificities and tweens through stories and interactive promotion content. 

As an outcome, just like mentioned by Lauren Young, instead of happy individuals, brands 

empower themselves creating happy families. 

7.2 LIMITATIONS AND FUTURE DIRECTIONS 

The main limitations of this study are related to time and money constraints that limited the number 

of tweens’ background dimensions to family and economic. They also restrained the number of 

interviews, because all of them involved travelling to a different country. Another limitation was 

related to the availability of participants. As previously mentioned in the methodology, selected 

participants were part of the researcher’s personal network, which conditioned the sample in terms 

of participant’s profile and availability. Families were only available during school breaks and they 

all had limited time to participate in the interview. Furthermore, it was not possible to find a second 

Danish family meeting this research’s requirements. Although this study had been initially outlined 

for both male and female participants, families available were all composed of male tweens. For a 

further study, it would be strongly recommended the inclusion of female twee participants. 

Future research could address the same consumer behaviour dynamics, analysing only one single 

product. That would allow a direct comparison between the development and the online promotion 

process for a concrete product. This study was focused on a brand with a very wide range of 

products and collections. The interviewed Product Manager was not in charge of the same products 

tweens chose to browse online. On one hand, this gave participants more freedom to browse 

websites that they really liked, but, on the other hand, it also made the product discussion more 

broad and widespread. 

Another suggestion for future research would also be observing a communication agency and 

analysing the way tweens were targeted through branding campaigns. Communication agencies are 

normally in charge of managing the most relevant online and offline campaigns MNC’s develop for 

the different targets. 
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9. APPENDIXES  

APPENDIX 1, SIX KINDS OF INTERNET USERS DESCRIBED BY HELPSJER, 2013 INCLUDED 
ON THE STUDY EU KIDS ONLINE, 2010 

Restricted learners 

Small amount of online use and a small range of activities. Participation in all 

activities is infrequent, with learning activities the most frequent. This is the 

youngest of all of the groups 

Young networkers 

Higher values for all activities with remarkable exceptions for the learning 

activities. Communication and network activities are particularly popular. There 

are proportionally more girls in this group than in the others 

Moderates 

Wider range of activities than in the young networkers cluster; some activities are 

more integrated into the group’s everyday practices, particularly learning activities. 

Communication and networking activities are less often taken up than the other 

activities 

All-round explorers 

Spends almost two hours per day on the internet and has the biggest range of 

activities and highest frequency of online activities. The least popular, creative 

activities are the most popular in this group. Boys are overrepresented in this group  

Intensive gamers 

With proportionally more boys, has the longest duration of daily online use (three 

hours per day) and a smaller range of activities than those in the all-round explorer 

group but still above the overall average. Gaming activities have the highest values 

among all the groups. Learning activities score relatively low as well as creative 

activities  

Experienced 

Uses the internet slightly more frequently and for a wider range of activities than the 

average user. The most obvious characteristic is an almost complete absence of 

gaming activities. Other opportunities are taken up almost as frequently as in the 

all-round explorers group; communication and network activities are especially 

popular. There are proportionally more girls in this group which is also the oldest 

on average of the different groups of children  

(quoted from Helpsjer et al, 2013), EU Kids Online, 2010 
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APPENDIX 2, SIX KINDS OF ONLINE ACCESS PARENTAL MEDIATION TYPES DESCRIBED BY 
HELPSJER, 2013 INCLUDED ON THE STUDY EU KIDS ONLINE, 2010 
 

All rounders 

Parents of this group of relatively young children (average age = 12) 

practise all three types of mediation above the overall sample average; the 

levels of monitoring and technical restrictions and active mediation are 

particularly high. The parents in this group are the most likely to have 

secondary levels of education and the proportion of parents with primary 

education only is the lowest in this group. In this, like in most other groups, 

there are a similar number of boys and girls  

Active mediation 

Parents of the relatively older children (average age = 14) in this group 

prefer using active mediation (though to a somewhat lesser than all-

rounders), while practising the other two types of mediation, especially 

restrictive mediation, less than the sample average. The parents of the 

children in this group are more likely than those in the other groups to have 

tertiary levels of education  

Restrictive 

Parents of these younger children (average age = 11) clearly prefer setting 

rules and restrictions to the child’s internet use. They also engage in active 

mediation, although less than all- rounders and parents preferring active 

mediation, and are clearly less in favour of monitoring and technical 

restrictions. The parents of the children in this group are also relatively 

more likely to have primary education or less 

Passive 

Parents of this group of older children (average age = 14) practise all three 

types of mediation below the overall sample average; the levels of active 

mediation and monitoring and technical restrictions are particularly low. 

The children in this group are more likely to be boys than girls and their 

parents are most likely to have primary education  

(quoted from Helpsjer et al, 2013), EU Kids Online, 2010 
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APPENDIX 3, DIFFERENT STAGES  OF CONSUMER SOCIALIZATION  
Stage Ages  Stage Description 

Perceptual 

stage 
7-Mar 

During this stage, young consumers are only oriented 

towards the immediate and readily observable perceptual 

features of the market place. The individual is only 

capable of superficial attribute distinctions or 

identifications normally based on one dimension only. At 

this stage, children are yet not capable of considering 

their perspective at the same time they consider someone 

else’s (R. John, 1999). 

Analytical stage 11-Jul 

This stage involves fairly visible changes both cognitive 

and social. At this age, children are able to process 

different product dimensions. In addiction, they also show 

stronger skills to identify and collect knowledge about 

different brands and concepts. Not only they have higher 

abstract reasoning, they can also be more objective driven 

and adaptable to negotiate. It is easier for them to adopt 

someone else’s perspective (R. John, 1999). 

Reflective stage 16-Nov 

This period is the one when young consumers expand 

their knowledge about marketplace concepts and when 

they ameliorate the skills acquired over the previous 

stage. Their approach on wishes and needs becomes less 

direct. Furthermore, during the reflective stage, children 

gain a concrete perception on trends and learn to shape an 

identity. This is a clear sign of social awareness (R. John, 

1999). 

(Citations from R. John, 1999) 
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APPENDIX 4, CONSUMER SOCIALIZATION STAGES FINDINGS 

 

 

(Part of R. John, 1999) 
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APPENDIX 5, CONSUMER SOCIALIZATION STAGES KNOWLEDGE  
Stage Age Knowledge   

Transaction 

knowledge 

at the 

perceptual 

stage 

3-7 

Product and brand 

knowledge 

product and brand knowledge possessed by children will allow them to recognise brand names and to 

associate them with product categories. Children start to identify symbolic aspects of consumption, as their 

egocentric view of retail stores will make them see such spaces as a source of desired items. 

Shopping 

knowledge 

shopping knowledge skills, at this stage, children become available to perceive products’ price and value 

and to understand sequences of events on the shopping activity. 

Decision-making 

decision-making skills and ability, children focus on perceptual attributes because their awareness on 

information sources is somehow limited. They evaluate products with some ability to adapt cost-benefit 

trade-offs and to identify some especially relevant information. 

for decision-making, they use a limited set of strategies mainly based on single attributes 

Influence/negotiatio

n 

influence/negotiation strategy they face some difficulty to apply them. They are more vulnerable to direct 

or emotional appeals. 

They are more vulnerable to direct or emotional appeals. 

Material value perception of material value is mainly based in very basic variables like quantity 

Transaction 

knowledge 

at the 

analytical 

stage 

7-11 

Product and brand 

knowledge 

product and brand knowledge will make progress visible through the increasing brand awareness, 

category recognition and the understanding of the main symbolic aspects of consumption. Retail stores will 

be understood by the child as a business space, meant to make profit, not as a cellar or a deposit for goods. 

Shopping 

knowledge 

Shopping knowledge becomes more abstract and exposed to contingency as children become aware of 

some relationship between value and price.  

Information search 

At this socialisation stage, information search is composed of more and more accurate personal and mass 

media sources. The child is more aware of technical /functional attributes ant their cost-benefit trade-offs 

and he/she becomes capable of using more than two attributes  to evaluate a product. 

Decisions and 

negotiation 

initiatives 

Decisions and negotiation initiatives taken by children at the analytical stage follow more diverse 

strategies that they are also capable of adapting to different people and tasks. 

Material value 
At this stage, children also become slightly aware of the social meaning of certain goods’ consumption 

and material value 

Transaction 

knowledge 

at the 

reflective 

stage 

11-16 

Product and brand 

knowledge 

product and brand knowledge will face increase at the brand awareness level on different product 

categories (for both children and adults), which can be identified at the level of brand names and 

consumption symbolism understanding. Retail stores enthusiasm children at this age, they get a closer 

understanding about their business purposes. 

Shopping 

knowledge 

children become aware of more complex shopping scripts, which empower their shopping knowledge. 

The same happens with pricing understanding based on abstract reasoning. 

Information search 

Information search varies according to the sources and the information sources used for distinct products 

or situations. This information is gathered by youths on the function, perceptual and social purchase 

aspects 
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Product evaluation At the reflective stage, tweens are also capable of adapting different cost-benefit trade-offs. 

Decision-making 

Decision-making relies on the use of multiple attributes and a full strategies set. They are capable of 

adapting strategies to tasks almost, like adults, based on the combination of perceived effectiveness and a 

concrete situation. Fully developed understanding of value based on social meaning, significance and 

scarcity. 

(Citations from R. John, 1999) 
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APPENDIX 6:, INTERVIEWS 

GROUP 1 - CHILDREN 
José has always been quite shy while answering his questions. Tom (11) was always the first to 
answer with more confidence than his brother José (9) who was visibly shy during the entire 
interview. 
These two brothers live in a very big house where they have five dogs and some more animals. 
Since they did not know me well before this interview, we spent about one hour playing and running 
around with the dogs. In between the garden fun and tea time, we had an interview that lasted a bit 
more than one hour and, unlike they expected, was also very fun. 
 
Do you go online often? 
T&J: Yes! 
 
How old were you when you first started going online? 
T: Ever since I remember. We’ve always had it here at home. 
J: Yes, it was the same with me. 
T: of course, you are younger, so when you were born we were already using internet. 
 
What was the age you started feeling capable of doing things that you were not capable 
before? 
T: 10 to 11 
J: 8 to 9 
 
What is the main use you give to internet? 
T: Play games and videos 
J: I like videos as well 
T: Sometimes I download games as well, because the Playstation games have to be bought in-store.  
 
But do you go online with the Playstation? 
T: Well I am not sure I can go online with it. 
J: Yeah I think we need a cable and we don’t have it. 
 
So if we could go online right now, what would you choose to see? (picking the iPad) 
T: I would go to Youtube. 
Opening the iPad browser I noticed that José, the youngest brother had been playing with it before, 
so I asked how he got there. 
J: It is my favourite website… 
T: It was me showing him. 
Oh so you can show me more websites right after, let him just finish showing me this one first. 
 
 



CHALLENGING	  TWEENS	  AND	  E-‐COMMERCE	  

JOSÉ	  BANDEIRINHA	  |	  JULY	  2014	   94	  

 
 
Jose showed me a website called “Brincar” (means to Play), brincar.com with very basic flash 
games 
 
J: A friend at school had mentioned this website before, but sometimes is a bit hard to reach the 
games. 
 
I tried to help him opening the games, but a lot of spam and pop up publicity came up. 
 
Are you aware that this can include spam? 
J: What’s spam? 
Those annoying ads that always pop up. 
T: (interrupting) Cookies! 
J: (shy) I still don’t know a lot about those things. 
T: Those ads that sometimes show and say you can win a car or an iPad. 
J: Oh I’ve seen a couple… 
T: What happens quite often with me is that they send me form a website to another and they show 
me privacy policy messages saying if I want to install a game I have downloaded I must go to 
another website and than to another one and in the end the game does not install… 
J: Our dad is always telling us not to trust publicity that much, always tells us to close publicity 
windows. 
T: Look, I can download games. I use torrents and than I install them and get the game for free. I 
know a very good website and I will start using another one with direct download where there is no 
need to use torrent. 
Do you use it for games mostly or also for music and films? 
T: Mostly for games because those are more expensive when you go out and buy them. 
J: For music and films, we have Youtube… 
Oh and can you use the iPad to do those downloads? (knowing in advance that would not be 
possible to do those downloads to an ipad) 
T: We can try. (Tries without success) Well maybe we need a special account and probably that 
account is not available because many people requested it. 
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Jose, what about you can you show me something nice? 
J: Took a while and gave me back the iPad with a youtube search with the ‘greatest goals from all 
time’ saying – Well, I like these videos because we can always find some more and I never get tired 
from watching them. 
T: I am not so keen on football, so I never watch those videos. I prefer these.  – Picked the ipad and 
returned it to me with a new video – This is a game expert and he publishes these weekly videos 
making fun of the new videogames. My father does not know I watch it because it has some bad 
words. 
Does he know about it? 
T: I never told him… 
 
What is the most annoying internet task? 
T: When I am trying to download games from the websites things can get messy. Sometimes I don’t 
know the websites that well or maybe I used them too much and they do not work and keep opening 
new windows which make me lost. I also do not like browsing or playing when it makes the 
computer slow. Another thing that is annoying is doing the same thing or playing the same game 
many times in a row because it gets boring. 
J: I do not like the pop ups you talked about. My father says it happens because we have too much 
items and programs installed. 
T: No, that’s internet, it is different from the computer! 
 
What do you really like on a website? 
T: Normally if I don’t like a website, I leave it and find another one. 
J: I prefer to wait and look for a while maybe I end up liking it… 
T: Whenever I do not like a video, I switch to another and he always watches until the end… 
J: That is because you never know what may happen. 
T: If I don’t like it I don’t want to know. 
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Do you guys know Adidas? 
T: I do not like football but I know them. 
J: Yes, I know them. 
Opened the website for them 
 
Had you been here before? 
T&J: No 
 
Can we navigate here for a while? Tom, I know you do not really like football, but we can 
navigate on a website you like later. 
T: No, it’s fine, sometimes we watch football stuff together. 
J: Oh look, there is the new world cup football! A friend of my father who works for a team will 
give us one of those. 
T: Yeah, even though I don’t like football, I am happy that we will get the newest football in 
history. It will be so great and so important. It is probably the first time that ball will come to 
Portugal! 
 
Tom, who had been all the interview claiming not to like football voluntarily clicked the Adidas 
Brazuca (the World cup official ball) link and the promotional video started. 
 
T: I don’t like playing football, but I like the stadium and the supporters and everything. Said Tom, 
while watching the video.  
 
Video finished 
T: They really like to tell us not to loose and not to give up. 
J: And they also like to show Messi. 
T: I know Messi from the Turkish Airlines advertising. Messi and Kobe are traveling on holiday 
and keep challenging each other on who takes the craziest pictures. One takes a picture with a lion 
licking his face, the other one takes a picture next to a sea lion, than the other (…) advertisement 
accurately described in absolute detail. 
 
We opened the window with the different versions of the football. 
 

 
 
Can you tell the differences between these models? 
T: This one has stars 
J: This one is a bit different 
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T: this one is a bit darker 
J: When the World Cup comes, how are they going to decide if they have so many different balls 
available? 
Good question. How do you think they will? 
T: I think they will use the most expensive because the games are on TV and they are very 
important. 
J: Yes, but don’t forget there are a lot of matches; they need a lot of balls. Maybe they cannot afford 
so many expensive balls. 
T: Of course they can! 
 
Wait, how do we find which ball is the most expensive? The ball was just online for promotion, it 
was not available for selling yet. 
T: I cannot find it. 
J: Maybe they are all the same price. 
T: I think the ball is still only available in Brazil because the world cup is going to be there, so they 
do not even sell it here. Look, there is a t-shirt with the ball – Brazuca apparel collection – oh, it 
has no price either, maybe it is also still only available in Brazil. It makes sense, they are organizing 
the world cup, so they deserve to have first access to these materials. 
J: Maybe they have it in Argentina as well, because it’s close. 
T: But don’t forget Brazilians don’t like Argentinians, so they probably don’t want them to gave the 
ball. 
J: True, maybe they haven’t sent them because they don’t want Argentina to have the ball before 
Portugal. We are really lucky that we are from Portugal and that our father has a friend working in 
Brazil! 
Are you going to play with that ball? 
T: I have always told him not to! It will be something so valuable, I don’t want that ball to be filled 
with grass and mud. You should not even touch it. 
J: I know, but I like playing so much that it will b really hard to resist. The truth is that only the best 
players in the world like Ronaldo and the others will have the chance to play with it. It will make 
me feel special… 
 
Lets see the team kits – opened the national team kit section – can you recognise this one? 
J: Bayern Munich 
This one? 
J: Argentina 
This one? (…) He knew them all 
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What about the Portuguese one? Which brand is it? 
J: Wait, let me think… I think it’s “Sagres” – Sagres is a beer brand which has been sponsoring the 
Portuguese national team since the 1960’s – isn’t it? 
Well, Sagres is the sponsor, the company giving them money to travel and play matches. The 
kit is actually made by Nike. 
J: Sure, you’re right, I knew it. 
 
How would I do if I wanted to buy any of those Adidas shirts? 
J: You would have to go in town to Sport Zone (one of the very big sports retailers in Portugal). 
 
What about your football shoes? Any special ones that you like? 
J: I really like Cristiano Ronaldo, but his shoes are very expensive, so I went with my father to a 
shop and we found some cheaper ones. The only thing we had to be careful was to buy rubber studs 
because we play in artificial grass and my coach does not want us to play with metal studs. 
 
Do you guys take a long time deciding which clothes to buy? 
T: We never decide, it is always our mom. She knows what we should wear and buys it for us. 
J: I do not like to go buying clothes, it is boring… 
T: Yes, buying clothes is very boring. 
 
What about buying products on the website? Did you never try? 
T: My brother did it once, don’t you remember that stickers collection you ordered once from the 
internet? 
J: Yes, that was already some time ago. 
 
How did you do to order them? 
J: I had 30 stickers missing and I had to make a list of them. Than I gave it to my father and he 
ordered them. 
T: When you have just a few left, if you buy the collectable stickers in random sets of 8, you always 
get the same ones and in the end you never finish it unless you order online. 
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J: It was really nice, we had been on vacation and when we came back the missing stickers had 
arrived home and I could complete my collection. 
 
Was that the only time you ordered online? 
T: it was, but we have an older cousin who has a Playstation that he does not use. As he wants to 
buy an IPhone, he will use a website where he can sell the used Playstation with some games and 
buy an IPhone with that money. 
 
Would you buy the football shirt we were watching online? 
J: I don’t know, I don’t think so. 
T: I would not because I don’t like football. 
J: But how would I do that? 
T: Here, give it to me, I will explain – picked the tablet and opened OLX, a second hand material 
website very publicised in the Portuguese television – which team kit are you guys looking for? 
J: Stop it man, you cannot spend Dad’s money like that!! 
 

 
 
Don’t worry buddy, he is just showing us how to buy, he is not going to order or to spend any 
money. Tom, instead of a football kit you can teach us how to order something that you would 
buy. 
T: Okay, I can show you that – kept  searching – see here, X-box One for 500€ with an extra 
control. It is actually quite cheap. 
J: A boy at school told me you had to go to Spain if you wanted to buy it. 
T: But on this website you get it at home and you pay the same as it costs in Spain. 
J: Yeah but if there is a problem you have to drive to Spain. 
T: You’re right, than maybe it is not compensating. 
 
Okay, but how would I buy it? 
Tom simulated the buying process until the final step while his brother stared visibly scared that he 
was going to make a purchase of something he could not afford. 
J: But be careful because the money we got from Christmas is not enough to buy an X-box One and 
Dad will not be happy about us spending money we do not have 
T: The seller even provides his phone number here in case we want to contact. 
J: But still, you never talked to him… 
 
What if we wanted to buy online on a real store? 
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T: Let’s try and find FNAC (a very important media retailer in Portugal for books, music, cinema, 
electronics and entertainment) – see, this is the Playstation package we bought last year – the kit 
included the Playstation and a war game. 
J: I would prefer going with my father and buying it in a shopping center or a shop downtown.  
Even if it was the ball or the t-shirt, I could touch and try it and come back home to use it right 
away. Buying on the internet, I would have to wait and I would never know when it would arrive. I 
don’t like that. 
T: He is right, I like that when I arrive home I can start playing right away. And, regarding the 
clothes, if the size does not fit, I don’t really know how I could send back, I would not buy online 
for sure. I like shopping with my parents and collecting after I pay. 
J: Plus, imagine if they forget to send already with your money. I don’t even want to imagine that. 
T: When we buy shoes we always spend a lot of time trying and walking with them inside the store. 
J: Every time we ask for shoes for 9-year olds, they never fit, I always wear 11-year-old shoes! 
What if it is cheaper online? 
J: Even if it is cheaper, it is dangerous and I don’t want it 
T: Yes, if I buy shoes on the Internet, even if they are cheaper, if they are too small for my foot they 
will have to be used by my brother and he will not be happy about it. 
J: That’s right 
 
Do your parents allow you to play these fighting games? 
T: My father opens an exception for this game because it has a lot of history and he says we can 
learn something about Ancient Romans. 
J: I think it is a bit cheaper than when we bought it last year. 
T: Sure, because it was new when we bought it. 
 
How could we buy it on this website – gave the tablet to Jose 
J: Well, I don’t really want to take the risk because if the website orders it, I would not want to pay 
for a game I already have 
T: Come on, this is just a simulation 
J: Fine, than you do it, not me – Tom tried to buy it, but when he tried to ‘add it to shopping cart’, 
he got lost and gave up on the process – it is a bit more complicated than I thought, but I am sure it 
is possible. 
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If you would buy this game, how would you pay for it? 
J: I would not because I already have it and I am saving money to buy FIFA 14. 
T: He is asking ‘if’ you were buying, not asking us to buy it, don’t be scared 
J: I am not scared, I just do not want to buy it – I found this a good moment to stop trying to buy 
things, just so the younger brother would not feel more uncomfortable, so I just put the ipad away 
for a while and changed the topic. 
 
But tell me, how are you doing your saving for FIFA 14? 
T: We get some pocket money every month and if we spend a bit less, we get to buy it. 
J: Plus, we just got some money for Christmas that will be helpful for that. 
 
Does the fact that you just had both really good grades last trimester help you getting more 
money? 
T: Not at all, having good grades is just a way for us to show our parents we deserve to spend our 
money on things that we like. 
J: Yes, they think if we have good grades, it means that we deserve to spend the money the way we 
want. 
T: Some of our friends at school have terrible grades and their parents give them everything . 
J: Maybe they are afraid they get even worse – laughs  
 
How do they pay online? 
T: Dad explained us, it is with a credit card, but if someone sees the number they can get that 
money and buy whatever they want. Plus I watched that in a movie, 
J: Maybe it is someone kind who can return the card money back to us 
T: I think like in 1000 people, only 4 or 5 would do that 
J: A homeless guy found a bank check with a lot of money once and he gave it to the police 
T: But that only happened once, most of the people would keep the money 
 
Conversation went on with nice stories about kind people and good actions. 
Still, before ending, I took some minutes explaining each of them the dangers of buying clothes 
online, phishing and misleading advertisings. I mentioned that it could represent a very good 
opportunity . 

GROUP 1  – CARLOS, TOMÉ AND JOSÉ’S FATHER  
 
Q1 How do you see your kids as a consumers? 
Generally, I do not think they are so much concerned. I see a lot of their friends behaving as avid 
consumers, knowing every brand and every price. Maybe I am wrong, but I do not think they are so 
much concerned. 
Q2 Does he / she express his / her opinion about the clothes / shoes or accessories he likes? 
How often does it happen? How does he / she do it? 
Maybe they know the brands and the consumer world. I hope they do, but I am happy that they are 
not obsessed to a point that they would include it in their everyday speech. Again, maybe I am 
wrong and I know sometimes they shape their speech to what us, parents, want to listen. But I really 
do not think they care so much. 
A couple of days ago, we had the Christmas presents and clothes or branded products was nothing I 
could observe in their wishes. Even José, who likes to have his football equipment, I do not ever 
remember, while buying his football gear, him saying “I want those Nike or those Adidas…” 
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Q3 Do you feel you have any influence on his / her preference? How? 
They like videogames and we normally trust their taste, they generally play what they want. The 
only products we influence are books. Well, it’s not that we influence, we propose and we buy. 
We are very happy that Tomé reads a lot. He didn’t use to read at all and in less than a week he 
finished Harry Potter and he started over again. We were very happy that he was keen on that 
activity and we kept encouraging. We are still very happy that he is responding really well to the 
books we give him. He is very curious and very open. He is now reading Cherub, which is a very 
popular collection for children. 
Q4 Apart from you / if not you, can you picture any other group with particular influence on his 
opinion / preference? Who? How is that influence imposed? 
Regarding books, not at all. Tom’s friends practically do not read, he reads a lot because I believe 
he likes it. José reads very little too. We are not so concerned because he is way younger and Tomé 
only started reading about a year ago. 
Regarding other products, I see on the birthday parties, I see their friends are very obsessed about 
brands. I actually see some middle class parents passing that mentality to their kids: making them 
see brands as a social distinguishing factor. 
When I was young you had the school groups somehow divided between the ones who could afford 
a pair of Adidas and the ones who could only afford Sanjo shoes (a Portuguese brand, which used 
to be perceived as ‘cheap’ in the 70’s/80’s and is now very trendy in Portugal). Nowadays a pair of 
Sanjo shoes can be more expensive than a pair of Adidas.  
I also think it is good that some brands like Zara, H&M and many others started to break up that 
mentality a bit. You can see in the city center schools two kids with very different financial 
backgrounds wearing the same H&M sweater. This is a suburb and I think that here both parents 
and children are still thinking the same way as 30 years ago when I was in school… 
Q5 In your opinion is that degree of influence more related to his / her personality, education or 
the actual social group he / she is inserted in? 
I think it is more connected to the social group. Their friends live here in the suburb and they look 
at the city center as an example. They go to the shopping centers and get a bit fascinated with 
everything they see. Again, I believe that, compared to their friends they are not so much 
influenced, but I may be wrong. 
Q6 How many hours does he / she spend online per week? 
 Do you consider that a lot for someone his / her age? 
 Would you prefer him / her to spend more / less? 
I definitely think they spend more than they should (laughs). I cannot precise. 
Well, in fact, José does not spend much because he does not have time. He leaves school and he 
goes straight to the Football training or to the English class. He spends one hour a week max. 
Tom may spend a bit more because he has no classes during the afternoon, so he always finds a way 
to go online. Still, excluding weekends I would say no more then 3. If you include weekends, I 
would say 6 to 7 hours of internet and Playstation. They normally take shifts. One is on the 
computer, another on the Playstation. 
Q7 Do you control his / her online activity? How? 
 Do you consider that activity useful for his / her personal development? 
I think it is too much but I am not especially concerned. I would be concerned if they did not read 
or if they did not have social activity. They play outside, they have their friends, we have our meals 
all together, so I think they are balanced. For me and my wife, balance is the main priority. 
A couple of years ago, we got terrified when we found he was watching improper contents online. 
We found it was a thing from school, where other kids were watching as well. I think some still do. 
We talked to a friend who is a doctor and he said that had terrible consequences to their 
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psychological development because young kids have absolutely no preparation to access such 
contents. The youngest one was shocked and we were very concerned. I talked to him and he 
promised us he was not going to do it again. We trust him, but we still control his historic. 
Tom is always talking about downloading movies and games and using torrents. We are concerned 
about it, but we know he is not capable to make those downloads. He is always trying to, but, as far 
as I understood, that is harder than it seems. So far, he has been trying, but I can tell he is not 
capable. Nevertheless, we still try to control. 
Like everything, internet can bring you the best and the worst. When you play football, you can be 
doing sports and developing your muscles or you can break a leg or start a fight… 
The same way nowadays internet can be seen as the evil vehicle, books were seen as such some 
centuries ago. Still, nowadays nobody questions “books”, because what books represent is nothing 
but the content they have… 
Q8 Do you buy online?  

Where? How often? 
How comfortable do you feel about it? 

We normally book our holidays online. I try to involve them and to have them participating, we 
show them how to do it, etc. Same thing with books, films, etc. The only reason we do not do it so 
often is that the country’s economic situation is a bit delicate, but we try to do it and to explain 
them. 
Q9 Does your son / daughter buy online? Does he / she do it alone? / With whom? 
 Would he be capable to buy something alone? At what age do you think he will 
 At what age will you allow him to? 
We are not very concerned. The fact is that they do not really need to know how to dominate an 
instrument they do not need. Right now they do not have income to spend online. I know the time 
will come and, when they feel the need they will learn fast and we will teach them the risks and 
inherent responsibilities. In these matters, what we do is fiving them freedom at the same time we 
teach them responsibility. 

GROUP 2 - CHILDREN 
 
Tiago (11) and Gonçalo (8) have been really active during the entire conversation. Unlike José in 
the first interview, Gonçalo has been quite active and never wanted to stand behind his older 
brother when it came to providing knowledge and output. They asked me in advance if they could 
bring their iPad to the meeting because they had things to show to me. 
Since they had never seen me before, before starting the interview, they spent some time playing 
videogames and talking. 
 
Do you go online often? 
T: I go, because it is also part of school work. 
G: I go sometimes, not as often as him. 
 
What do you do when you go online? 
G: Videos! 
T: I like Facebook. 
G: I don’t like Facebook because it is boring. I just go there to accept friend requests and talk with 
colleagues from school. But then, there is not much fun to do there like real fun videos or games. 
There is one or two, but nothing compared to Youtube. 
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T: I don’t spend all my time there, but I like to keep in touch. I got my hamsters for free there. Plus, 
it is a nice way to listen to music and to find the new albums available. 
 
Do your parents control it a lot? 
T: They know I am on Facebook but they do not know what I do exactly. 
G: Since we have a computer and a Playstation, what we have always been doing since we were 
little is, when one is on the computer, the other one is playing and than we switch… 
T: And normally our mom is working on her laptop in the same room, so she knows more or less 
what we are doing. 
 
Have you always been doing like that? 
G: Until I was 4, I never wanted to go to internet but I did not understand much about computers 
back than. 
T: I only started really using it on my 2nd grade. Before that, I would not even understand what it 
was. 
 
When did you feel you became more capable of doing things online? 
T: It was this year, when I created my Facebook account and started using external links to go from 
a website to another. I also started finding online videogame partners to play anytime I want.  I 
think I am capable of doing twice as much as I was doing one year ago. 
G: It was this year as well, last year I was not even capable of installing or upgrading a videogame. 
Even the things used to do, now I do them way faster. It is also the fact that now my English is 
better. 
T: Yes, learning English helped a lot! 
 
Do you use email a lot? 
G: I don’t even have it. 
T: I used to have a school account for the homework updates, but than some anonymous started 
sending offensive emails and my teachers decided to stop with it. 
G: I don’t have email but the other day I used Powerpoint for an History homework and my father 
used email to send it to my teacher. 
 
What do you like the least about internet? 
G: I don’t like Facebook or boring games. Every Facebook game is boring. You can play until the 
highest levels but you never get anything new. 
T: I like it in general… as long as I have battery I never get bored. 
 
What are your favourite websites? 
T: We had to start using Firefox because our mother uses Safari for work and she does not want our 
websites mixed up. I also like to download games but it is not easy 
 
Can you show me? 
Tiago started surfing the downloads’ website – since it was a bit tricky to move around among the 
different links mixed up with spam, he started giving up. At some point, a spam window asked him a 
the phone number. 
T: It is really complicated. 
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You are not entering your phone number… 
T: No, this annoys me because I know if I give them they will send me messages I don’t want and 
probably charge money me for them. It is the same thing with the email. 
G: I could not even do that because I don’t have a mobile number or an email. 
 
Have you ever seen the Adidas website? 
G: I have never used it. 
T: You did, don’t you remember when we watched those tennis kits? 
G: We both play tennis and we use their website some times. 
T: Adidas is with Andy Murray and I don’t really like him. 
G: I like him he is the best! He won the last Wimbledon. The only one I like more than him is 
Nadal, the best in the world! 
T: Well, I don’t like arrogant players, that’s why I prefer Federero and Djokovic. If I have to buy 
tennis clothes I can buy either Nike or Adidas because for me both are good. 
G: They are not arrogant, they are the best in the world! And Nadal is with Nike, Andy Murray is 
with Adidas, so, for me both brands are fine. 
 
Do you also like football? 
We spent some time with them explaining me the players they liked based on the same assumptions 
from the Tennis players. Tiago liked discrete and humble players like Messi or Xavi and Gonçalo 
was more into superstars like Ronaldo and Bale. 
I decided it was time to show them the football from the FIFA World Cup in Brazil, the Brazuca. 
 
Do you guys know this ball? 
G: I think I saw it at Sportzone (one of the main retailers for sports clothes) 
T: Don’t say that, it is the new World Cup Ball, it is not even on sale here in Portugal 
G: Maybe I am confused than 
Let me show you more than. 
We watched the Adidas Brazuca promotional video and the conversation went on. 
 
G: There are four sport shoe brands I know: Nike, Adidas, Babolat for tennis and there is another 
one I cannot remember now. 
T: Come on, there are so many more. You have DC, All Stars, Puma, Wilson, etc. 
 
What would you like to see at the Adidas website? 
G: Tennis rackets. 
T: They don’t have any Gonçalo! We can either see the tennis or the football players. 
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G: But don’t they sell tennis rackets? Head is Adidas isn’t it? 
T: No, it’s two different brands. You are just saying that because both Andy Murray and Djokovic 
have Adidas clothes and Head rackets, but it does not mean it is the same. 
G: I did not know that, you don’t need to correct me! 
 
That was a nice time to intervene and calm things down. 
Can any of you please show me how to find the tennis clothes on the Adidas website? 
Both of them easily located the tennis clothes section on the website 
Does any of you have Adidas shoes? 
T&G: Yes! 
 
Can you find them here? 
Tiago did it in a matter of seconds. Gonçalo took a while longer, but, after a bit less than a minute 
found his shoes with 2 hints from his brother. He was really proud of his achievement. 
After this, the two brothers got excited locating their rackets on the website of Head. 
Gonçalo had some trouble changing from website to website, but within the same website, he was 
quite accurate finding and identifying products. 
 

 
 
How do you choose your clothes? 
T: I think we choose them according to the ones that our favourite players wear. Sometimes they 
are too expensive and our parents do not buy it. 
G: Than we try and find something cheaper that we still like? 
 
What about everyday clothes to wear at school and in everyday life? 
T: That is mostly my mother choosing and giving on my birthday. She asks us if there is any brand 
we prefer and than tries to find something with a good price. 
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G: I do not care about everyday clothes, I just want something comfortable. My brother gets clothes 
for Christmas, but me, if I have to ask for something, I rather ask for something I can have fun with, 
not clothes. 
T: I ask for clothes because some are more expensive and I don’t want to look bad when I go to 
school. 
How would you look bad? 
T: My parents bought me a pair of ¾ shorts (pirate trousers longer than shorts, shorter than full 
pants). I do not like them because you do not see no one else wearing them and it looks weird. 
G: I like them, in the summer they are fresh! 
Does it have t do with the brand? 
T: It is not about the brand, it is most about the style and the colours. I have a grey “hoody” shirt 
from a good brand, but I don’t wear it. It just does not fit my neck. And it is a really good one, a 
Billabong. 
Do you surf or ride a skateboard? 
T: No, I just started last summer, but I like the style. 
G: We do body-board, but I don’t really care about clothes… 
T: You don’t, I do! 
 
Do you spend a lot of your money on it? 
T: No, it is always my mom buying, I used to spend my money in gummies and hanging out with 
my friends. 
G: I never have any money to spend because my father says I am too young, but I don’t care 
because I don’t need it. 
 
Did you ever buy anything online? 
T: Our parents do, but normally, it is us choosing. 
 
Can you show me how she does? 
They opened the website from a famous online retailer called Tennis Warehouse / Tengo Tennis 
and started browsing some products. 
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G: Look, the bag mom bought for 70€ is now 50€! 
T: True, she could have waited… 
How would I buy it? 
T: Well, You would have to click here, than… (he completed the entire process until the checkout, 
where he was not able to go any further) 
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How would I pay? 
T: This one I have no idea. 
G: That part is always up to our parents. They only call us to choose what we like the most. 
T: I know they have some codes from the bank but I have no idea 
Is it safe? Don’t you get scared? 
T: Dad talked to us about it. He says he is very cautious because he does not want this data to be 
saved on the website. That way someone can access it and use our money. 
G: I would like to use it and buy but than my father would see a package coming, find out I did it 
and kill me (laughs) 
 
Do you prefer buying online or in a store? 
T: Unless the store was far far away, I would always prefer going there with my father. 
G: Yes, in a shop you can have things in the moment, you don’t’ have to wait. 
T: And when it comes to clothes, you can try them and see if they fit and look nice! 
G: If we don’t like it we cannot do anything. 
T: But normally, mom and dad check it for us. I like that I can see every product at once. 
G: Yeah all the tennis rackets in the world are on internet, not in shops! But still, if I buy one, I 
want to play with it in the same day! 
 
How do you guys spend your money? Is it your parents giving you? 
T: No, Dad is a bit strict with the money we get for Christmas. He says we have to save it for later 
when we grow up. 
G: This Christmas, he opened an exception and he will allow us to spend some “money from the 
envelope”, but the condition is that we buy half/half and that both of us spend the same, just so we 
can share. 
What are you going to buy? 
T: Well, we are allowed to spend 20€ each, so we can only buy a cheaper videogame. Probably 
Lego Star Wars, we haven’t decided yet. 
G: That one would be good because we can play together. 
 
How do you imagine yourselves spending that money later? 
G: A house, a car and food! 
T: It will not be enough to buy all that, you will still have to work! 
G: But, as dad said, we can buy a bigger house or a better car, don’t you want that? 
T: Still, that is much more expensive than what we have. Maybe you can buy an iPad from the 
future, it will be so much better than now. 
G: Would be cool to buy a dog instead of having hamsters… Maybe night-vision glasses or a time 
machine if they invent one!!! 
T: I think dad was talking more about getting into University. It is getting more and more 
expensive. 
What about good grades? Don’t you need them for university too? 
T&J: Yes! 
T: But still, some universities are now charging and you need money for those. 
G: I don’t want to go to a bad university! I will end up poor and doing evil things like selling 
cigarettes and I don’t want that! 
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GROUP 2  – MIGUEL, TIAGO AND GONÇALO’S FATHER 
 
Q1 How do you see your kids as consumers? 
They only ask for videogames, nothing more. They ask us (me or my wife) permission to download 
apps for the iPad, but we only allow them to download free apps. 
Q2 Does he / she express his / her opinion about the clothes / shoes or accessories he likes? 
How often does it happen? How does he / she do it? 
Absolutely not, with us (parents), they never mention anything. 
Q3 Do you feel you have any influence on his / her preference? How? 
It is complicated because, as I said, they do not talk about that with us. I believe they are quite well 
informed, because they are not dumb. I just have no idea how far that knowledge goes because they 
never talk about that with us. They know what they can get from their parents and, honestly, the day 
they start asking for expensive brands and clothes they know they will not be so lucky (laughs) 
Q4 Apart from you / if not you, can you picture any other group with particular influence on his 
opinion / preference? Who? How is that influence imposed? 
Maybe the tennis colleagues, they spend about three times a week training, so it is natural that kids 
compare rackets and shoes. As I said, my kids can compare what they want. They know my 
opinion; they go there to train, not to exhibit clothes or rackets. 
Q5 In your opinion is that degree of influence more related to his / her personality, education or 
the actual social group he / she is inserted in? 
According to the last answer, this question was unnecessary. The father was really clear stating the 
idea that he would just buy them what they needed, not what they wanted. 
Q6 How many hours does he / she spend online per week? 
 Do you consider that a lot for someone his / her age? 
 Would you prefer him / her to spend more / less? 
During weekdays very very little. I would say less than one hour. They have activities. They have 
the English school, music and tennis, so, they do not really have a lot of time left. 
During the weekends they spend a lot! Even (!) if they have to study, they spend time on the 
internet. I think it has recently become their favorite entertainment, overpassing the Playstation. 
Plus the time they spend playing online, the older one already learned how to connect the 
Playstation to the modem and playing with other friends online. 
Is it too much? In my opinion it is, but they know it all works according to their grades. They have 
been performing quite okay. I can guarantee them the second I see them leaving studies or other 
important obligations aside because of the internet, they will stop going online until they get back in 
track… 
On one hand, I have to be honest, sometimes I need to work and to prepare my lectures and I only 
want them to be quite and out of trouble. On the other hand, on sunny days they know we want 
them to go outside to run and play football, we give them no chance to stay home. They never ask 
to stay in next to their computers. I am happy that they are this balanced. 
Q7 Do you control his / her online activity? How? 
 Do you consider that activity useful for his / her personal development? 
I have no idea what they are playing. I leave them alone because I think it is important that they find 
agreements between them on who plays when. We only intervene to check the browsing history 
every week. Now the oldest one has Facebook and my wife always controls it. She sees what he 
does, what he says, what others post and say etc. to avoid those situations when kids get in trouble 
through internet. 
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Q8 Do you buy online?  
Where? How often? 
How comfortable do you feel about it? 

I buy a lot of books. Most of my books are ordered online. I order books online more than once a 
week. I do it on my own, they do not get involved and they do not really care.  
More recently, since we started buying tennis material online, the older one begun to feel more 
curious and showing more interest. We try to involve him in the first steps of the purchase: getting 
to the website, filtering products, filtering prices, comparing. He knows how much he is allowed to 
spend because he is buying something he needs, not something he wants. I think that is interesting 
that he starts getting an idea, not only about shopping online, more about prices, comparing 
products, value for money, etc. I think browsing the products he wants to buy is a very interesting 
exercise. Then order, payment, shipping and the other steps are on us. We handle those. 
Of course, after the older one started browsing the products we buy for him, the younger one also 
wanted to do it (laughs), but he is too little still, he is not capable yet… 
Q9 Does your son / daughter buy online? Does he / she do it alone? / With whom? 
 Would he be capable to buy something alone? At what age do you think he will 
 At what age will you allow him to? 
The older one will probably be able to do it sooner than I imagine. He has been making a lot of 
progress. His level of English is getting better and better and he has seen his Mom buying online 
several times. The younger one will take longer to get there. He does not have such a good level of 
English yet, he is not very interested, only does it because he does not want to look behind he older 
brother. Honestly, given his personality, I am happy he does not know how to buy things online, 
because he is still a bit naïve.  
In addition, it is not that useful because they do not manage any money. The older one has some 
money to eat something at school, but it is not a lot, he cannot do much with it, either online or 
offline (laughs). 

GROUP 3 - CHILDREN 
David (7) and Lars (10) are two cousins from Denmark studying in Denmark. David has a 
Portuguese father and Lars has a Lithuanian mother, so they both speak perfect English and perfect 
Danish. In addition, David is fluent in Portuguese and Lars is fluent in Lithuanian. 
Before the interview, we have been trying to replace Lars’ bicycle’s flashlights and checking some 
apps on the iPad. Lars was very shy and did not really talk much. The interview started in English, 
but some parts were recorded in Portuguese. 
 
Do you go online often? 
D: When I study Math, I use computers a lot. At school some teachers really like to take us to the 
Internet room, but some others never do… 
L: I go often, but I can only go after my father arrives home. 
D: When we go at school, we are not allowed to do everything we want, only what the teacher tells 
us to do. The other day a boy was visiting a website and the teacher forced him to close it. 
 
Oh, I can imagine. Which website was it? 
D: It was a football website with videos from the best goals. I only like to play football, I only hang 
with him when he plays. I don’t like to watch it, just playing. 
What about you Lars? 
L: I like both. It is fun to play on the Playstation because you can create your own team with the 
players you like. 
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What do you do when you go online? 
L: I like playing games and also finding help for the Playstation games. 
D: I am always trying to find things, but than it always happens that I cannot find them and than it 
has to be my parents helping me. 
 
How often do you go online? 
D: I don’t go much. Last time I went was some days ago when my little sister got sick and my 
father and I had to take it to the doctor. It was far, so we had to drive there and we used internet to 
search for the doctor’s address. 
Was it easy? 
D: Does GPS count as internet? 
No, it is a bit different. 
D: Oh, because internet gave my father some numbers and, since we were going by car, he typed 
them on the GPS and the GPS told him where to drive to get there. It was so cool! 
 
What about you Lars do you go online often? 
L: I told you, only after my father gets home! 
From this moment on, he practically stopped his contribution for the interview. Almost no answers 
and no participation. 
 
D: My parents also like to go on the internet before shopping. When we were building the new 
kitchen, before buying the construction materials, my father and I were always going online to see 
how much they coasted. 
 
Did you never buy any online? 
D: Never, but when it was far, we were always going to another website that showed us where the 
shop was on the map. (Later, after talking with his parents I found he was referring to Google 
Maps) 
 
Do you know which website it was? 
D: No, but the shop was really far away, but when we arrived there it was really fast because we 
already knew what we wanted and Dad already knew how much it coasted.  
 
What about the shop? Do you remember? 
D: Well, I think I know the name. Let me think. I cannot remember. 
Was it this one? I pitched the iPad and opened the JYSK.DK website. 
D: I think one of the times it was.  
What did you buy there? 
D: It was a ladder. 
Can you find it? 
He starts trying to through the website, but showing some difficulties. 
D: maybe it was not this one. 
In order to keep him challenged, I decided to try another website. So I opened SILVAN.DK 
Was it this one? 
D: Maybe, but I don’t know how he did to find it.  
I decided to give a hint and to see how far he could go. 
Try to search, go “stigle”… 
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He did… 
D: There, it was this one! We have it downstairs on the basement. 
 
What do you like to do online besides that? What do you do when you go alone? 
D: There is this nice website that shows other people playing games. They play and they film it. 
Sometimes they even make comments. It is fun because you see how they play. Most of them are 
older than me, so sometimes I don’t understand everything they say. But it is fun and I don’t have to 
be always clicking and writing. I can just open and stay watching. 
So you don’t like writing so much.  
D: I can write, but If I have to write many things than things don’t work. It’s like with Skype. I like 
using it to call, but when you have to write it takes longer. I prefer calling. 
Do you use it a lot? 
D: Yes, we always use it to call our grandparents and our cousins!  
 
Is there anything else you like to do online? 
D: I think internet is mostly for grownups. They use e-mail, websites, Facebook and they do 
everything faster. I don’t like those because they are not for kids like me. 
 
What is it that annoys you the most about internet? 
D: I don’t like when I open confusing pages. Sometimes I cannot open links and I get lost. And my 
parents hate it if I don’t close all the windows after using the internet. 
 
Do you want to show me a website that you normally use? 
I gave my IPad to him. 
D: I don’t like to do this because when I see websites there is always mom and dad next to me.  
Don’t you have one that you like? 
He opened the website from the game “Clash of Clans”. He was having some difficulties spelling it. 
He found the website and spent a couple of minutes explaining the game and what he was able to do 
on the website. 
 
Do you know Adidas? 
D: I don’t know their website because I don’t know many websites. 
I gave him the iPad with the Adidas website open. 
D: Is Adidas a football player? 
No, he was a runner who started a shoe factory many years ago. Do you see any links you 
would like to try? 
D: I like this one! It has colours and the shoe seems cool. 
David opened the Customize your own shoe and spent 5 minutes customizing an Adidas Originals 
Z500 shoe with his favourite colours and fabrics. Even though the customizing engine was a bit 
more complex than the actual website, David needed absolutely no help to customize an entire shoe.  
 
I heard you recently got some new sport shoes. Do you like them? 
D: They are cool. I got them for the gymnastics. 
 
Do you like them? 
D: Yeah, I bought them with my father. 
Did you also check it online before buying? 
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D: No because it was a surprise. My father only told me when we were already walking through the 
shop. 
 
Which brand are they? 
D: It starts with an N. 
Nike? 
D: I don’t think so…look at the box (he pointed. It was a New Balance box) 
Oh, those are New Balance. Do you like them? 
D: Yes, they are really cool. But I cannot take them to school because than they will be destroyed if 
I use them to play football. 
 
Can you find them online? 
He types the name on Google in the Danish version (Ny Balance), but after Google suggests ‘New 
Balance’, he realises and corrects the spelling.  
 
D: I think I can find them. They are blue. Can’t we have one of those windows with several shoes? 
If we do, it gets easy. 
 
Do you get lost trying to find them? 
D: Yes, I think I cannot find them. 
 
After filtering the contents, I displayed some NB Kids models in a single window. In short seconds, 
he was able to locate his shoes and to open the link. 
 
How would we do if we wanted to buy them at the website? 
D: We would have to click here (pointing to the link) 
Want to try it? 
D: No! It costs money and I already have shoes! 
Just clicking would not mean you had to buy them? 
D: But it says the price here, so if you clicked you would have to pay. And I do not want to pay for 
shoes. I already have mine. 
 
But do you think this website has the objective of showing or selling the shoes? 
D: Selling of course! Otherwise people would just click and than the Shoe Factory would not make 
any money. Plus you can see the price here. I never click links where you have to pay. My dad 
doesn’t want to. 
 
So how would we buy? 
D: You would click and they would take the money from the bank. That is why Dad always goes to 
the shop. He pays with money and he brings what he buys home. If you let them go to the bank you 
never know if they take more money. 
 
Do you think they would do that? 
D: Dad said yes. Nobody would notice. 
 
Where did you buy those shoes? 
D: At Fisketorvet. 
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Would you not prefer to buy them online? 
D: No. Imagine my sister would get sick again. If we had no money we could not take her to the 
doctor. 
 
So do you think in a normal shop they would not take more money? 
D: No, Dad always pays and counts the change. 
 
What about the waiting time and that you would not try the shoes? 
D: I tried them and so others. We bought these because I liked them, they were comfortable. I tried 
them. And I also tried others, but I liked these better. Also, there were many shops in the Shopping 
Centre. We went to other shops to see if they had better shoes. 
 
Would there be anything you would buy on the internet instead of in the shop? Not even the 
game you showed me? You cannot buy it in a shop… 
D: But that one is for free. I cannot open paid apps. 
Not even food? 
D: No. Me, Mum and Dad never buy online. 
What if you wanted to buy the shoes from Adidas that you created? You could not find them 
in a shop. 
I tried to challenge David with this question to see how far his concerns on not loosing money on 
internet would go. 
D: I would go to several shops and try to find some with similar colours, but I would never buy on 
the website. 
 

 GROUP 3 – INGRID – DAVID’S MOTHER (LARS’ AUNT) 
 
Q1 How do you see your kid (and nephew) as consumer? 
Well, David is a bit immature. He still gets fascinated when he sees new products. He asks us to 
buy things just because he is curious to try it, not that he wants to buy or use them. Sometimes just 
the fact that he sees a commercial or a colourful package is enough to wonder why we don’t buy a 
certain good. And I do not mean just toys and games. I see it also applies to, for example, cleaning 
products, food and grocery goods, etc. 
Q2 Does he / she express his / her opinion about the clothes / shoes or accessories he likes? 
How often does it happen? How does he / she do it? 
He is too young. He does not really know much about clothes or brands. I think he is more 
vulnerable to gadgets and electronics trends and some products with advertisements. 
He does express his opinion. When he was younger he would ask us to buy; now he only questions 
why we do not buy something…. We have been a bit insistent with him over the last months just so 
he understands the value of money. We thought the fact that he was so vulnerable to publicity was 
going a bit too far. Me and my husband decided we wanted to start making him feel conscientious 
for every cent (ore) that we spend. We talk to him about the importance of money ensuring basic 
needs like housing, food, healthcare, etc. It is very important that he realizes money does not come 
out of the pockets or the cash machines, that it is the reason why we work and save. 
Recently, we have been making him aware of all our expenses. Over the last 6 months we had a 
baby daughter moved into a new house, David started going to a Catholic School and my husband 
bought a car. Our life quality is improving indeed. However, we have been trying hard to make him 
aware of the economic implications of such changes.  
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Q3 Do you feel you have any influence on his / her preference? How? 
Yes, I hope so. As mentioned, we are very concerned that David understands the importance and 
the value of the money we spend. 
I can give you the two recent examples. He bought new sport shoes and we spent some time with 
him at Fisketorvet trying different models until he would find something he would really like and 
give value to.  Another example happened last week, when our baby daughter got sick. We took her 
to a specialist just to make sure everything was okay. Although here in Denmark, we have a very 
good health care system, we wanted to make him aware that some people (like his grandparents in 
Portugal) had good money saved in case they had any health problem that would force them to go 
to specialized doctors. 
So basically, the influence we try to have is making him a responsible consumer. Apart from that, 
since we have the feeling that he is a bit innocent when he sees publicity and advertisements, we try 
to make him think about the fact that companies only do it to make money and profit, not to help 
him or to make his life better. And his father has been having serious conversations with him about 
it. 
Q4 Apart from you / if not you, can you picture any other group with particular influence on his 
opinion / preference? Who? How is that influence imposed? 
Well, he used to go to a private school here in Copenhagen where colleagues had a lot of gadgets 
and would even often take them to school. I think it had some influence on how fascinated he would 
get. More recently, he enrolled in Sankt Joseph School. I have the feeling that children there have a 
similar education to his. Yes, you find kids from quite good backgrounds there, but you also see 
they prioritize values like respect and education more than money. At least, that is the perception 
we get as a Catholic family. 
Q5 In your opinion is that degree of influence more related to his / her personality, education or 
the actual social group he / she is inserted in? 
I think he is very influenced by the environment he is inserted in. He is still a bit immature and we 
think his personality is not so well developed. That is why we try to make him aware of these 
things. 
Q6 How many hours does he / she spend online per week? 
 Do you consider that a lot for someone his / her age? 
 Would you prefer him / her to spend more / less? 
Not many. During weekdays, he has music and gymnastics. He may spend one or two at school and 
at home he probably spends way less than that… It may change when he gets to middle school 
because he will have more free time.  
I think at this stage, he is much more attracted by toys and videogames than actually browsing 
websites and sending instant messages. The only exception is Skype. He is very good with it; he 
uses it to talk to his grandparents, uncles and cousins several times a day. If you count skype, 
maybe the average time online goes to about one hour a day during weekdays. 
Q7 Do you control his / her online activity? How? 
 Do you consider that activity useful for his / her personal development? 
Of course we control his online activity, but, luckily for us, right now there is not much to control 
yet because 80 to 90% of his browsing is assisted by us. His only Skype contacts are family 
members and he does not use email or Facebook. 
At the end of the day, the only thing we end up controlling is the time he spends playing. During the 
winter there is not much we can do because it gets really cold, but during summer, he knows after 
some hours playing we send him out to the backyard with a bicycle or a football. He always 
complains and asks for 5 minutes more, but once he is out, we can see he has good fun.  
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Q8 Do you buy online?  
Where? How often? 
How comfortable do you feel about it? 

We do not really buy online. We just bought a new laptop at the Apple Online Store and we showed 
him. My husband took the chance to explain him about the dangers from paying and spending 
money online, but I have the feeling he is still too young to understand. 
Q9 Does your son / daughter buy online? Does he / she do it alone? / With whom? 
 Would he be capable to buy something alone? At what age do you think he will 
 At what age will you allow him to? 
Not soon, really. First, we are focused on educating him to be a responsible offline consumer. It will 
take a while. When we feel he is prepared and he has the money and the knowledge, we can think 
about it. I don’t see that happening that soon. 

LAUREN YOUNG, ADIDAS GROUP SENIOR PRODUCT MANAGER FOR THE REEBOK BRAND 
MARKETING DEPARTMENT 
 
Question 1 – What is the tween’s product that you and your team develop? What is the 
inspiration and the technical concept behind it? 
Lauren Young: So we currently work on a project consisting on a collaboration between Disney 
and Reebok. We have an age range from 2 years to the 12 years, which varies depending on the line 
we are talking about. It can be Cars or Planes and we create a lot of casual wear that incorporates 
the Reebok aesthetic and the Disney provided characters such as Mcqueen, Princesses and so. 
 
So, as a sports brand, how do you feel that fits into the sport image that built Reebok’s brand 
name? 
For us , it is a very interesting collaboration because it brings our brand a challenge within a new 
age group, we have a great interest to explore Disney and reach tweens. So, for us, combining the 
very traditional Reebok values and aesthetics with their stories is just a nice way to reach a new 
consumer and give it a kind of different approach. Still we keep true the Reebok brand and here we 
create sportswear, we do not want to create anything like fairy outfits. It’s all about hoodies and 
sweatpants combined with the characters and stories Disney provides. 
 
In terms of technical specificities, which concerns do you have developing your product? What do 
you think your target wants and needs? 
For us, when you say technical, it mostly means performance, with high technical details. For this 
age segment, it’s not necessary to have those kinds of details on a product. It’s much more about 
comfort, practicality and aesthetic than when we talk about an adult collection’s technical details. 
 
How do you define the target of your product? Are there any elements that make you target 
them differently than you would make with other age segments? 
First of all, the concept of our product makes a strong difference. The audience for Cars or Planes is 
pre-determined. We already know that we are going to sell Cars predominantly to boys and 
princesses predominantly to girls. Disney gives us predominant age ranges that we have to follow 
into. So, in some ways we already have a lot of the decisions made for our product. When it comes 
to aesthetic, we have control over that and how we want to deliver the product to the consumer. 
And this is very different than with an adult consumer. 
First, As I have mentioned, we would never do a very technical product, because it’s just not 
needed for children. We would have a different approach to graphics, to the trends, which are also 
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applicable, we also have health and safe which is huge as an implication for our project. The biggest 
factor for us is obviously the collaboration. 
 
So you have mentioned health and safety as a huge implication, how does it affect your work? 
Those are Adidas Group imposed. They are very rigid and strict, there is nothing we can do about it. 
These are regulations that are totally aligned with their safety codes and regulations. This is highly 
visible when we talk about drough chords, prints, we can only do one kind of print which is the 
least possible toxic, zips, we can only use the ones from approved suppliers. It is not only us 
approvin, it is  
A decision that has to be accepted by us and Disney as well. In case something unexpected happens, 
it is both names that are penalized. IT’s a quite wide decision in its scope and there is absolutely no 
influence from our designers and developers on these procedures, we cannot get around it 
regardless the financial costs they implicate. 
 
When you target these tweens, who do you consider the purchase responsible? Tween? 
Parents? Social groups? 
For us, when we are developing the product, it is mostly about tween and parent. Even though some 
of them have money, we do not consider them as the element who buys our products. The way we 
perceive it, okay we know some of them have their own money, but the product we sell here is not 
something we expect a tween will buy. We want them to like our product, but we develop it as 
something older family members will buy for the tweens. 
We target both, the parents on a pricing and safety level and to the child there is obviously a really 
important input from them, so we want them to feel the clothes are athletic pleasing, that they 
include the characters that they recognise from the movies, that they have the right colours, the right 
stories, etc. They must absolutely feel identified with the story printed on our clothes. Of course if 
we sell something a kid loves for 150€, parents are going to say it is too expensive and not going to 
buy something so expensive for their kids to play in the park and the mud. Not too expensive, 
durable and easy to wear is what makes our parental issue. 
 
So, comparing to other age groups it would be different… 
Yes, because like teenagers, they are much more independent on their purchases, they have a lot 
more freedom. We consider tweens go shopping with their parents, so they are involved in the 
decision. 
 
What about the influence groups? 
Well, as collaboration, the influence groups are one of the things that come with the content we get, 
so, as I said, they have a very strong community of followers within the tween age segment. The 
social group and their influence come with the product, not something we decide here at the office 
or the design lab. 
 
So if you had a non-Reebok branded collection inspired on Cars, Princesses or planes, do you 
think it would make any difference in terms of value? 
Well, I think like when you compare our products Disney alone develops, you can see clear 
differences. We create casual clothes, which we try to make perfect for tweens to wear when they 
play and run around. They would go more for something costume-related, that make them incarnate 
the real Disney character. I know a lot of them would prefer to wear something like that everyday, 
but what we provide is something a little more settled, a little more driven for their everyday life 
still inspired. Some other partnerships we know use Disney’s name to create casual collections as 
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well. We differentiate as we try to create something more comfortable, durable and safe to wear 
than those competitors. Still sports driven and fashion oriented. 
 
What about the product promotion process, do you make any kind of decisions regarding the 
age segments you target? 
Well, we use our Reebok name and the quality of our brand. This collaboration makes our products 
easier to identify within the tween age group and gives us more visibility in the market as a children 
concerned brand. We make sure we stand Reebok at the same time time we incorporate Disney 
elements to call tweens’ attention. Otherwise it would be just another tracksuit, we need to make 
sure we have something tweens like incorporated in our product. 
 
Reebok has some other partnerships on the adults market (like Crossfit). Does this 
partnership create identical brand awareness? 
Crossfit is an example of really technical performance incorporated in a product. They are tested by 
professional athletes. For this age segment we go after Disney, we do not take such a performance 
oriented approach. Most of the kids know what Disney is and it is great for them to recognise our 
brand as their partner. 
 
Does your team refer the tweens as a targeted age segment when you develop and promote 
your Disney collections? 
No. Our age segment is broader. We call them kids because our collections target consumers from 2 
to 12 years old. Tweens are like a sub-segment. The stories we use for tweens are different than the 
ones we use for the entire segment. For the very young children we use some other Disney stories 
that tweens are a bit older to be interested about. We break it up a bit more within what we do. 
 
Are you aware about the numbers that illustrate the numbers regarding the evolution on 
tweens’ access to internet? Do you take them into account on your promotion strategy? 
We do not really follow those numbers, we gather that information from Disney. Instead of minding 
the affluence to our concrete products, we are fairly more concerned to how often they are exposed 
to the Disney concepts we use both online and offline. We gather information on how strong our 
contents are, because these are the numbers that tell us about how attractive our concepts will be. 
Regarding how they access our products online, I have no idea. Those are very important concerns 
for the adult collections. There, we mind all the online communities, their online feedback, etc. 
Maybe this comes from the fact that this is only our second season operating in the tweens market. 
Maybe in the future we will start paying more attention.  
 
How do you think it may change in the future? 
I believe internet is the future and it has great importance in the sports industry. We are very 
concerned about it on our adult collections and I believe that will filter down to kids as well. That is 
of course an investment. Right now, with a limited distribution and some unstable markets that still 
struggle with their retailers, it is not yet the time for us to put a lot of focus on that. Still it would be 
a great step to take when we are better established. It’s season two, we want to figure our key 
markets, get information about them and utilize it to specialize for them. Than we can roll out more 
in terms of online. 
 
Do you see tweens as Reebok potential future potential consumers and brand lovers? 
Of course, if Reebok targets children is because they are the consumers of tomorrow. We use our 
quality and durability to create emotional connection to our products. We want to create that season 
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by season, just so our consumers can become the Reebok Performance or the Reebok Classics 
consumers of the future when they grow up into adults. That is also a big role of the stories we tell 
them. We also consider them as someone with influence on their parents. We want both to be 
satisfied: something the tween loves and that makes the parent super happy to buy. We want to keep 
the whole family happy. 
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10. FIGURES 
FIGURE 1, FACTSHEET FROM DENMARK (PART OF EU KIDS ONLINE REPORT ON DENMARK) 
 

 
Stald, 2010 
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FIGURE 2, FACTSHEET FROM PORTUGAL (PART OF EU KIDS ONLINE REPORT ON PORTUGAL) 
 

 
Ponte, 2010 


