marketing to teenagers

Picture a room filled with adults talking about you: your likes and dislikes, your needs, your habits, your dreams. Concerned parents? Wrong.

These people are marketing directors. They spend millions of dollars and thousands of hours doing market research to study your spending habits. Why? The answer is simple : money.

Teenagers are the largest-growing market in the world. According to one teen-marketing expert, in 2005, American teenagers will spend $99 billion - $62b of their own money and $37b of their parents'. Companies believe that adults will keep the same consumer habits as they developed as teenagers. And teenagers do have purchasing power.

Shampoos and computers.

In the U.S., one out of nine teenagers has a credit card. By some estimates, teenagers also influence more than $200 billion in sales from shampoo to personal computers. Therefore, it is vital for companies to capture the young consumer before the competition does. "How do we appeal to teenagers?" is an essential question for those with something to sell.

Television is the most powerful medium for advertisers targeting teens. MTV has over 200 companies, from Levi Strauss and Reebok to Apple computers, paying top dollars to advertise on their prime-time programmes. 

Portrait of a segment.

The New York advertising agency BSB Worldwide recently videotaped the bedrooms of teenagers in 25 countries. Their goal? To find out what the "global teenager" is like. The videotapes revealed remarkable similarities: the same jeans, the same sneakers, the same posters of music and sports stars on the walls. What interests ad agencies such as BSB Worldwide? Not only what you buy, but also what music you listen to, what movies you go to, what you do in your leisure time. They know more about you than you think, and are very good at manipulating your actions and influencing your decisions.

Teenagers, watch out! Your lifestyle is being studied. Whether you are setting or following trends, marketers everywhere are eagerly watching you, ready to react. And preparing to sell you more, more, more …

Speakeasy Magazine, Sept 2000
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true or false ?

Name :
Form :
Date :

IF THE STATEMENT IS WRONG, GIVE THE RIGHT ONE. ALWAYS NOTE THE LINE.

1. Teenagers are people aged 12 to 20. 
(  ( / (  ( / Line : 
2. Marketers study teenagers because they like them.
(  ( / (  ( / Line :

3. The teenagers' market is the fastest expanding one.
(  ( / (  ( / Line :

4. Teenagers spend only their own money.
(  ( / (  ( / Line :

5. Teenagers have a high buying power.
(  ( / (  ( / Line :

6. Teenagers change their spending habits when they become adults.
(  ( / (  ( / Line :

7. In the States, 9% of teenagers have their own credit cards.
(  ( / (  ( / Line :

8. Their purchasing habits also influence other people.
(  ( / (  ( / Line :

9. The problem for companies is to seduce this new target.
(  ( / (  ( / Line :

10. All media have the same marketing impact on teenagers.
(  ( / (  ( / Line :

11. Prime time is the moment when TV viewers can win a bonus.
(  ( / (  ( / Line :

12. Prime time is the moment with the largest TV audience.
(  ( / (  ( / Line :

13. The notion of prime time has a consequence on the price of TV advertising.
(  ( / (  ( / Line :

14. BSB Worldwide has recently offered a videotape to teenagers.
(  ( / (  ( / Line :

15. Teenagers are essentially different around the world.
(  ( / (  ( / Line :

16. They wear identical shoes and jeans and like the same stars.
(  ( / (  ( / Line :

17. Ad agencies like BSB just want to know what teens buy.
(  ( / (  ( / Line :

18. Ad agencies like BSB want to know what teens do during their working time.
(  ( / (  ( / Line :

19. This is because they haven't got much influence on that moment of life.
(  ( / (  ( / Line :

20. Some teens create fashion, some just follow it.
(  ( / (  ( / Line :

find synonyms

Name :




Form :

Date :



find synonyms in the document for the following words
	imagine
	
	chatting
	

	worried
	
	analyze
	

	basic
	
	adolescents
	

	on earth
	
	firms
	

	think
	
	buying
	

	States
	
	according to
	

	consequently
	
	essential
	

	businesses
	
	seduce
	

	vital
	
	more than
	

	lately
	
	recorded
	

	aim
	
	discover
	

	world
	
	looks like
	

	showed
	
	outstanding
	

	sports shoes
	
	purchase
	

	films
	
	spare time
	

	be careful
	
	fashion
	

	impatiently
	
	observing
	


Translation of "AS"

Adults will keep the same consuming habits as they developed as teenagers.

What interests ad agencies such as BSB Worldwide?

The marketing manager rang me as I was leaving the office.

The assistant did as she was told and talked as if (as though) she knew the matter.

 NOTIONS AND FUNCTIONS

Name :




Form :

Date :



FIND THE FOLLOWING FUNCTIONS IN THE TEXT. INDICATE THE precise LINE.

1. Expressing purpose
Line        : 

2. Quoting source of information 
Line        : 

3. Comparing 
Line        : 

4. Insisting 
Line        : 

5. Expressing ratio/percentage 
Line        : 

6. Quoting source of information 
Line        : 

7. Expressing range 
Line        : 

8. Expressing consequence 
Line        : 

9. Expressing range 
Line        : 

10. Expressing purpose 
Line        : 

11. Expressing purpose 
Line        : 

12. Giving example(s) 
Line        :

13. Introducing two elements 
Line        :

14. Comparing 
Line        :

15. Giving order(s) 
Line        :

16. Introducing two elements 
Line        :

17. Expressing increase 
Line        :

sentence structure

Name :




Form :

Date :



Underline the conjugated verb(s) in the following sentences, then translate them.

1. I shop therefore I am.

2. The study documents concerns that the growth might be short.

3. Work prejudice favors males and handicaps females.

4. As technician estimates cost a lot, firms bill customers accordingly.

5. The business  plans further expansion in the States.

6. The business plans entail further investment.

7. The manager's will states the company should be divided.

8. Designers learn the errors of their ways. Those that don't will pay the price.

9. Some radios regularly air information campaigns aimed at demystifying the Net.

10. Individuals place free classifieds in free-ads papers.

11. Companies price items at whatever level they like and face fines.

12. The building houses the world's highest hotel and boasts the rarest sight.

13. People who take part in the program e-mail questions to experts.

14. Some people think money matters. Others hate money matters.

15. Some name cats Felix and dogs Spike.

16. When people question estimates, all this changes and money matters.

17. Picture a room with people talking about likes and dislikes.

18. What interests ad agencies?

19. Prince vows to back family.

20. President heads peace moves.
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