
THE INTENSE MID-TEENS

On many scores, the mid-teen years (15-16) appear to be the most intense—many of the
distinctive female teen attributes are at their most widespread. Girls are no longer kids but
not yet fully young women. In the midst of a massive life transition, these girls are more
likely than other ages to be casting around for connection and assurance. For example, while
77 percent of the overall teen sample communicate by text with their sister(s)/best friend
daily or several times a day, 84 percent of the 15-year-olds do so.

Mid-teens are the most frequent and avid users of
many technologies. We found that 58 percent overall
phone their sister(s)/best friend daily or several
times a day, versus 74 percent of 15-year-olds. The
same applies to e-mail (24 percent overall versus 47
percent of 15-year-olds). It also applies to usage of
less popular tools: Just 4 percent overall use Flickr
often or always for photo sharing versus 11 percent
of 15-year-olds; 9 percent overall use video chat
often or always versus 16 percent of 15-year-olds.

With Facebook, 42 percent overall communicate
daily or several times a day, versus 63 percent of 
15-year-olds. And where a huge 78 percent overall
use social networking sites to keep in touch with
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friends, virtually all 15-year-olds do so (95 percent). One big factor driving this intense 
usage is fear of missing out on important gossip or social events if they’re not in constant
communication with friends (54 percent overall, 69 percent of 15-year-olds and 70 percent 
of 16-year-olds).

Both setting and following trends is especially important to this cohort. While around a third
(35 percent) of the overall sample aspire to be a trendsetter whom other girls will admire and
copy, just under half of 15-year-olds (47 percent) feel this way. A very substantial 84 percent 
of 15-year-olds wish they could customize/personalize more of their clothing and accessories
versus 59 percent overall. At the same time, 15-year-olds are more likely to say they like 
to wear the same styles and trends as their friends (53 percent versus 32 percent overall).
And 74 percent of the 15-year-olds consider themselves stylish/trendy/cool compared with 
58 percent overall.

Expensive brands help give them the confidence they seek; more than half of 15-year-olds 
(53 percent) feel more important and substantial on a day when they’re wearing brands that
are known to be more expensive versus 37 percent overall.

Sisterhood—by blood or friendship—provides a crucial sense of connection for teen girls, but
especially for those in their mid-teens. While 49 percent of the overall sample thinks no bond is
stronger than that of sisterhood, as many as 69 percent of 15-year-olds believe this. When they
seek brutally honest feedback, two-thirds overall first turn to a sister or best friend versus 
84 percent of 15-year-olds. And 72 percent overall say their sister/best friend knows them better
than anyone else, compared with 84 percent of 15-year-olds and 87 percent of 16-year-olds.

Across the sample, 64 percent believe a sister/best friend is the most important relationship 
in life, while 74 percent of 15-year-olds believe so. Correspondingly, a high proportion of 
75 percent overall tell their sister/best friend secrets and personal information that they don’t
share with anyone else, but the proportion is even higher among 15-year-olds (84 percent) and
16-year-olds (87 percent). When they get exciting news, 71 percent overall share it with their
sister/best friend first versus 79 percent of 15-year-olds. Not surprisingly, while 63 percent
trust their sister/best friend more than anyone in the world, an even higher 79 percent of 
15-year-olds feel this way.
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Among teen girls, 15 is the pivotal age when teen-ness goes into high gear,
when energy meets confidence and a growing sense of possibilities.



CONCLUSIONS AND IMPLICATIONS
FOR BRANDS AND MARKETERS

Boys Want Thrills, Girls Want Relationships 

While teen boys seek thrills and spills, teen girls have a more complex agenda in which
relationships play a crucial role. Many activities are driven or supported by their
developing relationships. They use social media to manage and maintain these
relationships in a highly purposeful way. Brands and marketers must ensure they don’t
impinge; to the extent that they’re present, they should be available to facilitate the
interactions.

Customization and Contests

Brands have an opportunity to bring teen girls into their stores (both online and
physical) by coupling contests and customization. Girls are attracted by the ability to
modify and personalize goods. And to do so as part of a team—with her best friend
and/or sister—provides a social motivation for girls to get involved with brands and
campaigns.

Brand-and-Price Nexus

Teen girls buy when they find the correct nexus of brand, price and environment. They
will not compromise on brand. With more time than money, however, they will wait until
they find their brand at their price. To maximize unit sales, stores must offer the right
brands at the right prices—and those must be presented in the right ambience, where a
girl can feel comfortable enough to engage in the social experience of shopping.

Knowing Who Each Teen Girl Is and What She Prefers

Knowing teen girls is about knowing each teen girl. An accurate profile of a teen girl—
her pop culture role models, her favorite bands and her shopping history—makes all the
difference in marketing to her successfully. Social media provides unique opportunities
for girls to compile this information for brands in exchange for access (or alerts) to
special offers.
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FOOTNOTES

1www.abcnews.go.com/2020/story?id=124346&page=1

2www.jckonline.com/article/289627-Courting_the_Next_Wave_of_Customers.php

3www.piperjaffray.com/2col_largeright.aspx?id=1088

4www.scribd.com/doc/20127220/Nielsen-Report-How-Teens-Use-Media-June2009

5www.kff.org/entmedia/upload/8010.pdf

6www.cbsnews.com/stories/2006/09/07/health/webmd/main1983982.shtml

7www.findarticles.com/p/articles/mi_m0BDW/is_n34_v39/ai_21083559/
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