
More than four in 10 U.S. adults (45%) 
believe cable TV service is a waste of money, 
although most have not cut the cord, accord-
ing to CouponCabin.com. More than eight in 
10 (81%) currently subscribe to either cable 
or satellite TV service, while 11% previously 
subscribed but have canceled their service. 
Another 8% have never subscribed to a pay-
TV service; among those ages 18-34, 15% have 
never subscribed. 

Almost a third of pay-TV subscribers (32%) 
have switched to different providers because 
of poor service (including both customer ser-
vice and technical issues). Some 15% of current 
TV subscribers say they’d never consider can-
celing their service. More than four in 10 TV 
subscribers (43%) say they are keeping their 
service because they want to retain access to 
live sports programming. Some 14% say they’d 
cancel their service if there were an alternative 
way to access live sports broadcasts.

Among the 91% of 18-to-34-year-olds who 
have broadband Internet, 13% watch TV solely 
online (via TV sets, computers, and/or mobile 

devices), according to research by Beagle 
Insight and Miner & Co. Studio for Pivot. This 
represents 12% of the total population ages 
18-34. More than eight in 10 18-to-34-year-olds 
(88%) are “cross-platformers”—those who 
have broadband Internet and subscribe to TV 
service (via cable, satellite, or telecommunica-
tions company). More than a quarter of adults 
this age (27%) subscribe to a TV service but are 
thinking of canceling it.

More than half of pay-TV subscribers ages 
18-34 who plan to keep their subscriptions 
(55%) say it’s because they like watching live 
TV shows. More than four in 10 (44%) stay 
because they’d miss their favorite shows if 
they canceled, and 32% would miss live sports. 

Online-only viewers who want to resubscribe 

FAST FACT:
55% of Americans 
admit to having used 
their mobile phones 
while driving. (Jumio; 
phone: 650-424-8545)   
21 more factoids on 
page 4

TodAy’S Men

Men’s Roles and Gender Identities 
Are Becoming Less Rigid

Men’s roles in the home are changing, and 
with them their beliefs about what it means to 
be a man, according to a study of U.S. and U.K. 
men by JWT Intelligence. Three-quarters of 
men agree with the statement that “men and 
women don’t have to conform to traditional 
roles and behavior anymore.” More than six in 
10 men (61%) and 72% of millennial men feel 
that traditional gender roles and play patterns 
for children aren’t important. Nearly eight in 10 
women (79%) agree.

More than three-quarters of men (76%) 
believe there is increasing pressure on them 
to dress well and be well-groomed; 73% think 
there’s as much pressure on them as there is 
on women. Almost eight in 10 (78%) believe 
there’s equal pressure on men and women to 
stay in shape/have a good body. 

The majority of men consider it acceptable 
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for men to use skincare products such as mois-
turizer, though attitudes about men’s adop-
tion of various grooming behaviors vary by 
age. Millennial men are in general more likely 
to be accepting of men adopting traditionally 
female grooming practices and fashions. Gen 
Xers are most accepting of men wearing “femi-
nine” colors such as pink, however (44% of 
Gen Xers consider this acceptable, compared 

with 39% of millennials and 26% of boomers). 
Annual sales of men’s toiletries in the U.S. are 
expected to reach $3.2 billion by 2016, up $1 bil-
lion from 2006, according to Mintel data cited. 
Men account for 30% of spa visits, according to 
SpaFinder data cited.

Men in the U.S. and U.K. consider manliness 
to be about manners, values, and keeping one’s 
word, rather than income, physical strength, 
or power in the workplace. Even though mil-
lennials are at the forefront of the shift toward 
a more balanced idea of masculinity, they’re 
also the most likely to express nostalgia for 
the masculine ideals of previous eras. Almost 
two-thirds of millennials (65%) and 58% of men 
overall say men seem less masculine now than 
they did in the past. Almost six in 10 millennials 
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Men’s Roles
Continued from page 1

None of
 the above

Nose

Height

Excessive
 hair

Wrinkles

Hair loss

Muscle tone

Man boobs
 (chest)

Six-pack (abs)

Love handles

Beer belly 40%

33%

32%

30%

29%

28%

28%

17%

14%

14%

17%

Source: JWT Intelligence

ASPECTS Of PHYSICAL APPEARANCE  
THAT CAUSE MEN ANXIETY

None of
 the above

Eyeliner

Nail varnish

Concealer

Bronzer

Foundation

Fake tan

Eyebrow
 waxing

Manicure

Facial
 (at a spa)

Lip balm

Waxing/hair
 removal

Skin care
 products

 (moisturizer,
 eye cream)

60%
53%

50%
45%

33%
22%

39%
39%

49%
32%

22%
17%

26%
28%

33%
22%

13%
4%

22%
19%

17%
18%

5%
4%

16%
10%

7%
16%

6%
7%

14%
6%
7%

12%
6%

1%
20%

29%
30%

Millennials 
(ages 18-34)

Gen Xers 
(ages 35-47)

Boomers 
(ages 48-67)

Source: JWT Intelligence

gROOMINg PRODUCTS AND PRACTICES MEN CONSIDER 
ACCEPTABLE fOR OTHER MEN TO ADOPT, BY AgE

Continued on page 3

F: Almost never
 pitches in

D: Pitches in
 occasionally

C: Helps out,
 but not very

 good at it

B: Mostly on top
 of it, and do
 a decent job

A: Always on top
 of it, and do

 a great job

15%

18%

61%

34%

19%

24%

4%

17%

1%

6%

How men grade 
themselves

How women 
grade their 
spouses/partners

Source: JWT Intelligence

HOW MEN AND WOMEN gRADE MEN’S  
PARTICIPATION IN HOUSEWORK

(Among married or partnered U.S. and U.K. men and women)
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(58%) and 51% of men overall say their idea of 
what it means to be a man is no longer widely 
accepted in society. More than half of millenni-
als (53%) and 38% of men overall feel that there 
aren’t many opportunities to do “guy stuff” 
these days. 

Although men with children do more than 
twice as much housework now as they did in 
1965, according to Pew Research Center data 
cited, there are significant gaps between how 
much work men say they do around the house 
and how much work women say men do. For 
example, about half of married/partnered men 
say they’re the ones who do the lion’s share of 
grocery shopping and cooking, but fewer than 
one in 10 women say their partners do most of 
these tasks.

There is a similar gap between men and 
women’s perceptions of men’s parenting skills 
and participation. Almost nine in 10 men (87%) 
rate themselves an A or B in handling child care 
responsibilities, while 72% of women rate their 
partners that highly. Women are more likely to 
give their partners’ parenting skills an A than 
men are to grade themselves that highly, how-
ever (31% of women vs. 23% of men). More than 
eight in 10 men (82%) believe that men face the 
same tough decisions about balancing career 
and family that women do; 63% of women agree. 
Two-thirds of men say they would choose to 
stay home with their children full-time if they 
could afford to do so. More than seven in 10 
millennial men (72%) would take three months’ 
paid paternity leave if their employers offered 
it. [Men, FaMily]

Source: “The State of Men,” June 2013, JWT Intelligence, 
Ann Mack, Director of Trendspotting, 466 Lexington Ave., New 
York, NY 10017; 212-210-7378; ann.mack@jwt.com; www 
.jwtintelligence.com. Price: Available online at no charge.

Most Fans of Brands on Facebook 
Are Already Customers

The majority of Facebook users (78%) who 
become “fans” of brands on the social net-
work have already used the brands’ products, 
according to Syncapse. Exceptions include 

Men’s Roles
Continued from page 2

Number of
 sexual conquests

What
 he eats

Attractiveness of
 his significant other

The car
 he drives

Navigational
 skills

Comfort with his
 feminine side

Ability to bond
 over sports

His
 attractiveness

Power in
 the workplace

Income

Physical
 strength

Handyman
 skills

Career
 success

His life
 experiences

Parenting
 abilities

Providing emotional
 support for family

Providing financial
support for family

His ability to
 make decisions

His knowledge/
intelligence

His personal
 values

Keeping
 his word

Being a gentleman/
having good manners 70%

65%

64%

57%

56%

55%

52%

49%

48%

43%

43%

31%

26%

24%

23%

21%

21%

18%

17%

16%

13%

8%

Source: JWT Intelligence

PRIMARY fACTORS THAT DEfINE BEINg  
A MAN IN TODAY’S SOCIETY

Someone recommended
 that I become a fan

Spurred to become a fan
 by brand advertisement (TV,

 online, magazine, etc.)

Seeing my friends are
 already fans or have

 already "liked" the brand

To research brands
 when I was looking for

 specific products/services

To share my
 interests/lifestyle

 with others

To share my
 personal good

 experiences

To participate
 in contests

To receive regular
 updates from
 brands I like

To get coupon
 or discount

To support
 a brand I like 49%

42%

41%

35%

31%

27%

21%

20%

18%

15%

Source: Syncapse

WHY fACEBOOK USERS ‘LIKE’ OR BECOME fANS Of BRANDS
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➤

research alert

➤ factoids
 Almost two-thirds of Americans (64%) would not want their 

children to pursue careers in politics. (Gallup; phone: 202-
715-3030) [OpiniOn]

➤ The U.S. imported $227 million in fireworks in 2012. (Cou-
ponCabin.com; phone: 866-732-9566) [HOlidays]

➤ Women account for a larger share of U.S. video game play-
ers than boys under 18 do (31% vs. 19%). (Entertainment 
Software Association; phone: 202-223-2400) [VideO GaMes]

➤ Online groceries account for only 1% of the $631 billion 
U.S. consumers spend on groceries annually. (Fitch Ratings; 
phone: 212-908-9123) [COnsuMer spendinG & attitudes]

➤ The majority of consumers expect retailers to respond 
to customer service issues posted on Twitter within two 
hours, but the average response time is 11 hours and 15 
minutes. (Conversocial; phone: 646-237-6950) [sOCial net-
wOrkinG]

➤ More than two-thirds of Facebook users (68%) are “lurkers” 
who rarely post on the site. (Vision Critical; phone: 604-647-
1980) [sOCial netwOrkinG]

➤ Americans consider Jeep to be the most patriotic brand, 
giving it a score of 98 out of 100. (Brand Keys; phone: 212-
532-6028) [OpiniOn]

➤ Men tell an average of 1,092 lies per year; women tell 728. 
(Men’s Health magazine; phone: 610-967-5171) [HuMan 
BeHaViOr]

➤ Just over one in four Americans (26%) consider U.S. public 
schools to be good or excellent. (Rasmussen Reports; phone: 
736-776-9777) [eduCatiOn]

➤ Seven in 10 consumers (70%) open emails from brands 
whose products they already use. (EmailOutbound Net-
works; phone: 877-403-6245) [adVertisinG/MarketinG]

➤ More than half of Americans (54%) say that bosses today 
expect people to work during vacations. (Ricoh Americas 
Corp.; phone: 973-882-2023) [wOrkFOrCe/eMplOyMent]

➤ Almost a third of Americans (31%) plan to work while on 
vacation this summer. (BuyVia; phone: 415-255-6507) [wOrk-
FOrCe/eMplOyMent]

➤ Americans’ favorite flavor of pie is apple (20% of men and 
17% of women prefer it). (DDB Communications; phone: 212-
415-2191) [FOOd/BeVeraGes]

➤ More than three-quarters of women (76%) wear makeup 
when going to the gym. (Self magazine; phone: 212-286-
2860) [exerCise/Fitness]

➤ Two-thirds of parents with children ages 9-12 (66%) say 
they spent more time in unstructured play as children than 
their kids do now. (Materne; phone: 212-675-7881) [FaMily]

➤ Almost one in four teens ages 13-16 (24%) were able to pur-
chase R-rated movie tickets in 2012, down from 33% in 2011. 
(Federal Trade Commission; phone: 202-326-3707) [yOutH]

➤ More than one in 10 teens and young adults ages 13-23 
(14%) admit to having hacked into another person’s email 
or social network account. (McAfee; phone: 408-346-5276) 
[yOutH]

➤ U.S. consumers spent $328.7 billion at Walmart in 2012. 
(National Retail Federation; phone: 202-783-7971) [retail/
serViCe seCtOr]

➤ More than half of Americans (56%) have had viruses or mal-
ware on their computers. (Impermium; phone: 888-496-8008) 
[COMputers/eleCtrOniCs]

➤ Two-thirds of parents with children ages 2-12 say their kids 
have played with smartphones, tablets, or other connected 
devices intended for adults. (NPD Group; phone: 516-625-
0700) [FaMily]

➤ 

Mudslides

Nuclear
 power plant

 meltdown/
disaster

Wildfires

Earthquakes

Terrorism

Floods

Drought

Hurricanes

Snow/ice
 storms

Tornados

48%
25%

87%

66%
6%

45%
70%

78%
19%

28%

33%
63%

3%
57%

2%

33%
18%

34%
33%

47%

31%
32%

30%
37%

22%
25%

28%
21%

19%
32%

23%
11%

7%
11%

67%

18%
5%
6%

15%
47%

9%
15%

5%
7%

9%

1%
1%

0%
1%
3%

Total U.S.

East

Midwest

South

West

DISASTERS AMERICANS BELIEVE ARE MOST LIKELY  
TO AffECT THEM, BY REgION Of COUNTRY

Source: Harris Interactive, 60 Corporate Woods, Rochester, NY 14623; 585-272-8400; 
info@harrisinteractive.com; www.harrisinteractive.com
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brands that are prohibitively expensive for 
many users but are aspirational, such as BMW 
(only 36% of fans have purchased the brand’s 
vehicles).

Facebook users’ top reasons for becoming 
fans or “liking” a brand on the site are showing 
support for the company and becoming eligible 
for coupons or discounts. [sOCial netwOrkinG, 
adVertisinG/MarketinG]

Source: “Why Consumers Become Brand Fans,” June 
2013, Syncapse, Max Kalehoff, VP Product Marketing, 7 W. 
22nd St., 7th Fl., New York, NY 10010; 212-798-1414; www.
syncapse.com. Price: Available online at no charge. 

Most Consumers Falsify or 
Withhold Personal Data Online

More than nine in 10 Internet users (92%) 
withhold and/or falsify at least some personal 
data when filling out forms online (such as 
when registering on websites or mobile apps), 
according to Customer Commons. Of all types 
of personal information requested by websites, 
consumers are most likely to avoid giving out 
their mobile phone numbers and access to their 
friend lists or contacts. Almost half decline to 
give out their real names. 

More than two-thirds of Internet users (68%) 

have left some or all of the information fields in 
online forms blank to avoid giving out their per-
sonal information. Consumers’ top reasons for 
giving false or incomplete information on web-
sites or mobile apps are feeling that the com-
pany didn’t really need the information, being 
concerned about what they would do with the 
information, and not being familiar with the site 
or app. [Online, HuMan BeHaViOr]

Source: “Lying and Hiding in the Name of Privacy,” 2013, 
Customer Commons, Mary Hodder, Author, 510-701-1975; 
hodder@gmail.com, customercommons.org/research/. Price: 
Available online at no charge.

Fans of Brands
Continued from page 3

Real name/
identity

Primary
 email address

Birth date

Job title or
 employer

 information

Street
 address

Home or work
 phone number

Access to
 "friends" or
 contact list

Social network
 login on a site other

 than the network

Mobile phone
 number 76%

75%

73%

71%

64%

62%

60%

58%

49%

Source: Customer Commons

TYPES Of INfORMATION CONSUMERS AVOID gIVINg 
OUT ON WEBSITES

(% who have ever avoided giving this information out  
when filling out forms)

Every time (5%)

Often (17%)

Sometimes (58%)

Never (20%)

Source: Customer Commons

HOW OfTEN INTERNET USERS WITHHOLD PERSONAL 
INfORMATION WHEN USINg WEBSITES

(Includes not giving all requested information  
and/or giving false information)

I made up information
 to be funny or fool people

 who don't know me

I wanted to hide
 from friends or

 family members

I didn't want my information
 at one site/app to be
 matched with other

 sites'/apps' data on me

I knew the site/app
 but didn't want it to
 have my information

I wanted to hide
 from marketers or third-

party data collectors

I didn't believe that
 the site/app having

 the information would
 benefit me

I was afraid of what
 the site/app would do
 with the information

I didn't know
 the site/app

 very well

I didn't believe the
 site/app needed
 my information

71%

68%

68%

62%

52%

45%

40%

8%

5%

Source: Customer Commons

WHY CONSUMERS HAVE AVOIDED gIVINg OUT 
PERSONAL INfORMATION ON WEBSITES OR APPS

(Among those who have ever withheld information or given 
false information)

Nine in 10 
Internet users 
withhold or 
falsify data when 
filling out online 
forms.
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to multichannel TV service cite missing their 
favorite shows (44%), wanting to be able to watch 
the current season of favorite shows (38%), and 
improved finances as the top reasons. 

Three-quarters of online-only viewers who 
do not plan to subscribe to multichannel ser-
vice consider pay TV to be too expensive or 
not a good value (75%), and 52% say they can’t 
afford it. Almost half say it’s easy to find the 
shows they want to watch through websites, 
apps, or services (47%), and 46% say they can 
get what they want from free streaming. 

Netflix is the streaming service most widely 
used by 18-to-34-year-olds. Half (50%) turn to 
it first, and it’s almost equally popular among 
cross-platform viewers (49%) and online-only 
viewers (53%). 

Cross-platform viewers 18-34 (who have 
both broadband and multichannel TV service) 
watch an average of 24.6 hours per week, com-
pared to 17 hours per week among those who 
watch TV only online. 

Those who watch TV online only are more 
likely than cross-platform viewers to be female 
and less likely to be employed full-time. They 
also have lower average incomes than cross-
platform viewers. [teleVisiOn, diGital liFe]

SourceS: “Broadbanders 2013, Spotlight: Adults 18-34,” 
June 2013, Pivot, Karen Ramspacher, SVP Research & Insights, 
331 Foothill Rd., 3rd Fl., Beverly Hills, CA 90210; 310-550-5100; 
info@participantproductions.com; www.pivot.tv. Price: Avail-
able online at no charge.

CouponCabin.com, June 2013, Jackie Warrick, Senior Sav-
ings Adviser, 1319 119th St., 2nd Fl., Whiting, IN 46394; 866-
732-9566; bizdev@couponcabin.com; www.couponcabin.com. 
Price: Contact for information.

$1-$100 (69%)

$101-$149 (16%)

$150-$199 (10%)

$200+ (5%)

Source: CouponCabin.com

HOW MUCH CURRENT PAY-TV SUBSCRIBERS  
PAY PER MONTH fOR TV SERVICE

Female

Male

Ages 30-34

Ages 25-29

Ages 18-24
31%

33%

34%

40%

34%

37%

52%

36%

48%

64%

Have both 
broadband and 
multichannel 
service

Have broadband 
only

Source: Pivot

DEMOgRAPHIC PROfILES Of ONLINE-ONLY VS.  
CROSS-PLATfORM TV VIEWERS AgES 18-34

Have only broadband;
 thinking about
 subscribing to

 multichannel TV

Have only broadband;
 don't plan to subscribe

 to multichannel

Have both broadband
 and multichannel TV;

 thinking about
 canceling TV

Have both broadband
 and multichannel TV;

 plan to keep both

60%

65%

26%

26%

9%

6%

5%

3%

Ages 18-29

Ages 30-49

Source: Pivot

CURRENT AND PLANNED TV SUBSCRIPTIONS AMONg 
BROADBAND USERS, BY AgE

Tablet

Smartphone

TV using
 gaming console

Set-top
 device

Internet-
enabled DVD

Internet-
enabled TV

Via computer

Streaming
 (on any device)

On-demand

DVDs

DVR

TV channels/
networks

39%
19%

13%
1%

8%
14%

4%
0%

37%
65%

14%
33%

4%
3%

2%
2%

3%
6%

6%
14%

4%
4%

3%
2%

Have both 
broadband and 
multichannel 
service

Have broadband 
only

Source: Pivot

HOW 18-TO-34-YEAR-OLDS WATCH VIDEO AND  
TV CONTENT IN A TYPICAL WEEK

Cable TV
Continued from page 1

Cross-platform 
viewers ages 
18-34 watch 24.6 
hours of TV per 
week.
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More Women Than Men Watch 
Online Video Ads

Women are more likely than men to watch 
video ads online, according to Ipsos. More than 
half of U.S. women (51%) have watched online 
commercials in the past month, compared to 
38% of men who have done so. Similarly, 48% of 
women have looked at or read online ads in the 
past month, compared to 36% of men who have 
done so. Men and women are equally likely to 
have clicked on banner or pop-up ads during 
the past month (15% of men and 15% of women 
have done so).

Adults under age 50 are more receptive than 
those 50 and older to all forms of online adver-
tising. Interest in online ads generally rises with 
income, though middle-income adults are more 
likely than those with either low or high house-
hold incomes to click on banners or pop-ups.

When asked why they pay attention to or 
click on online ads or promotional videos, the 
top reasons are interest in the product or the 
ad content and being forced to sit through the 
ad to get to a desired screen or content. Women 
are more likely than men to look at ads because 
they’re blocking access to a desired screen or 
because the ad is for a product they’re already 
shopping for. Men are more likely to look at 
ads because they’re from a company they like, 
because the ad has good cinematography or 
special effects, or because it includes attractive 
people or appealing celebrities.

Adults under age 35 are significantly more 
likely than older adults to pay attention to ads 
because friends alerted them to the ad. People 

age 50 and older are more likely than young-
er adults to pay attention because of a pre-
existing interest in the product or brand being 
advertised. The study also includes country-
by-country comparisons, as well as data on 
online ad responses by income, education, and 
marital status. [adVertisinG/MarketinG, Online]

Source: “Socialogue: A-TENNNN-SHUN,” July 2013, 
Ipsos, Jill Wiltfong, SVP Marketing, Ipsos Open Thinking 
Exchange, 10567 Jefferson Blvd., Culver City, CA 90232; 310-
736-3440; jill.wiltfong@ipsos.com; www.ipsos-na.com.

Have clicked on a
 banner/pop-up ad

 for a brand/product

Have read/looked
 at online ad for

 brand/product

Have watched an
 online commercial
 for brand/product

50%

46%

36%

43%

44%

38%

15%

19%

11%

Under age 35

Ages 35-49

Ages 50-64

Source: Ipsos

HOW U.S. ADULTS HAVE RESPONDED TO ONLINE ADS IN 
PAST 30 DAYS, BY AgE

Ad has a fun game

Spokesperson/celebrity
 is someone I recognize

There are attractive/
interesting people in the ad

Spokesperson/celebrity
 is someone I like

Ad has special effects or
 interesting cinematography

A friend told me
 about the ad

Great/catchy music

I have nothing
 better to do

Ad is from a company
 I like or am interested in

Ad is entertaining

Ad is informative
 or useful

Ad is funny

Content of the
 ad is interesting

Ad is for a product I'm
 currently shopping for

I'm forced to look at it
 to get to the screen I want

Ad is for brand or product
 I like or am interested in

37%
36%

37%

34%
27%

40%

33%
27%

38%

29%
31%

27%

29%
32%

27%

29%
29%
29%

28%
29%

28%

26%
30%

23%

16%
17%

14%

16%
17%

14%

13%
11%

15%

13%
16%

10%

11%
13%

8%

9%
14%

5%

9%
10%

8%

9%
9%
9%

Total

Men

Women

Source: Ipsos

WHY MEN AND WOMEN PAY ATTENTION TO/CLICK ON ONLINE ADS
(Among those who have watched, read, and/or clicked on online ads in the past 30 days)

www.epmcom.com
mailto:jill.wiltfong@ipsos.com
http://www.ipsos-na.com
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Nfocus on emerging majorities
Hispanic Households Are More likely Than 
Others to use Online Video

Hispanic households are more likely than U.S. house-
holds overall to use streaming or downloaded video and 
audio, including both free and subscription services, 
according to Centris. A third of Hispanic households (33%) 
subscribe to Netflix, compared to 25% of U.S. households 
overall. A quarter of Hispanic households (25%) subscribe 
to other video subscription services, compared to 16% of 
households overall.

Hispanic households (82%) are slightly less likely than 
overall households (87%) to subscribe to pay-TV services 
(cable, satellite, or telecom). They’re slightly more likely to 
subscribe to premium channels, however (52% of Hispanic 
households vs. 48% of overall households). Hispanic house-
holds are twice as likely as households overall to have used 
pay-per-view TV services in the past 30 days (10% vs. 5%).

Among households that do not subscribe to pay-TV 
services, 74% of Hispanic households and 64% of overall 
households watch over-the-air (broadcast) TV. Almost six 
in 10 Hispanic households (59%) that do not subscribe to 
pay-TV services have used over-the-top TV services (e.g., 
streaming or downloaded video) in the past 30 days, as 
have 52% of overall households that don’t subscribe to pay 
TV. 

Hispanics are less likely than overall households to have 
either broadband Internet (61% vs. 70%) or Internet access 
in general (67% vs. 71%). Given their lower level of home 
Internet access, it’s especially striking that Hispanic house-
holds are more likely than overall households to watch 
online video on set-top boxes. 

Hispanic households are more likely than overall 

households to own smartphones, gaming consoles, and tab-
lets. They’re also more likely than the average household 
to use laptops, mobile devices, and consoles for watching 
video. [eMerGinG MajOrities, entertainMent]

Source: “U.S. Communication & Entertainment Insights Program: Hispan-
ic Households,” June 2013, Denise Bogan, Senior Director, Business Develop-
ment, 755 Business Center Dr., Horsham, PA 19044; 267-558-3177; dbogan@
centris.com; www.centris.com. Price: Contact for information. 

Subscription-based
 online video

Free online
 video

Any online
 video

56%

49%

50%

44%

35%

27%

Hispanic 
households

All U.S. 
households

Source: Centris

VIEWINg Of ONLINE OVER-THE-TOP VIDEO IN PAST 30 DAYS, 
HISPANIC HOUSEHOLDS VS. OVERALL HOUSEHOLDS

Media
 set-top box

Smart TV

Tablet

Gaming
 console

Laptop

Smartphone
71%

58%

62%

62%

51%

43%

36%

31%

19%

16%

13%

11%

Hispanic 
households

All U.S. 
households

Source: Centris

OWNERSHIP Of SELECTED DEVICES, HISPANIC HOUSEHOLDS  
VS. OVERALL HOUSEHOLDS

Media
 set-top box

Smart TV

Gaming
 console

Tablet

Laptop

Smartphone
44%

30%

43%

36%

23%

18%

23%

17%

9%

7%

9%

7%

Hispanic 
households

All U.S. 
households

Source: Centris

DEVICES USED IN PAST 30 DAYS fOR VIEWINg VIDEO

Continued on page 9

www.epmcom.com
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Three in 10 Hispanics Are upscale
Almost one in three Hispanic households (29%) are 

“upscale”—earning $50,000-$100,000 annually—accord-
ing to Nielsen and the Association of Hispanic Advertising 
Agencies (AHAA). In 2012, 15 million U.S. Hispanics were 
in this income bracket; this number is expected to double 
by 2050. 

These households account for 37% of all spending by 
Hispanics. They are younger than non-Hispanic whites in 
the same income bracket—an average age of 33, versus 

39 among white non-Hispanics. Most live in urban areas, 
especially Los Angeles, New York City, Houston, and 
Miami. They tend to have larger households than non-His-
panic whites with similar incomes; 85% live in households 
with three people or more, compared with 65% of non- 
Hispanics. 

More than half have college degrees, and they’re more 
likely than non-Hispanics with similar incomes to be busi-
ness owners. Almost nine in 10 upscale Hispanics have 
savings accounts (86%) and half have investments. They’re 
more likely than overall Hispanics to invest in mutual funds 
(21% vs. 16%). They’re more likely than non-Hispanics with 
comparable incomes to manage their financial accounts 
from mobile devices. 

They outspend both Hispanics overall and non-Hispan-
ics with comparable incomes on health and beauty prod-
ucts, including hair care products, fragrance, cosmetics, 
and men’s toiletries. 

They are bicultural media users; their TV viewing is split 
almost evenly (52% of programs they watch are in Span-
ish, 48% in English). They prefer to watch comedies, docu-
mentaries, and children’s programs in English and cultural 
events, concerts, and sports in Spanish. [eMerGinG MajOri-
ties, FinanCe]

SourceS: “Upscale Latinos: America’s New Baby Boomers,” June 2013, 
Nielsen and the Association of Hispanic Advertising Agencies (AHAA). Nielsen, 
Meg Chari, Communications Analyst, Consumer Packaged Goods and Retail, 
85 Broad St., New York, NY 10004; 800-864-1224; meg.chari@nielsen.com; 
www.nielsen.com. 

Association of Hispanic Advertising Agencies (AHAA), Kristy Cartier, Mar-
keting & Media, 8400 Westpark Dr., 2nd Fl., McLean, VA 22102; 703-610-9014; 
kcartier@ahaa.org; www.ahaa.org. Price: Contact for information.

Live in Southwest
 or Pacific regions

Speak both
 English and Spanish

Under
 age 45

Four or more people
 in household 77%

75%

75%

60%

SourceS: Nielsen and Association of Hispanic Advertising Agencies

DEMOgRAPHIC PROfILE Of UPSCALE LATINOS
(With annual household income of $50,000-$100,000)

Locate ATM/
bank branch via

 mobile device

Receive financial
 alerts via

 mobile device

Access financial
 accounts via

 mobile device

34%

30%

22%

30%

28%

15%

27%

24%

13%
Upscale 
Hispanics

Hispanics 
overall

Upscale non-
Hispanics

SourceS: Nielsen and Association of Hispanic Advertising Agencies

USE Of MOBILE DEVICES TO MANAgE fINANCIAL ACCOUNTS

Tweens are impulsive,
eager to spend, and
within 
your 
reach.
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By Larissa Faw 
Editor, YOUTH MARKETS ALERT
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Millennial Moms Recommend Products 
Online More Often Than Other Moms

Millennial moms (those born 1978-1994) “like” or recom-
mend products or services online an average of 10.4 times 
per month, compared to an average of 7.7 times per month 
among moms overall, according to Weber Shandwick and 
KRC Research. Millennial moms retweet or repin products 
or services 7.8 times per month; moms overall retweet or 
repin 5.4 times per month. Millennial moms also get asked 
for product recommendations more frequently than other 
moms—an average of 9.6 times per month vs. 6.3 times 
among moms overall.

Almost three-quarters of millennial moms (74%) believe 
others ask for their advice (on a range of topics) more 

frequently than they ask other friends. Millennial moms 
have an average of 24 close friends, compared to an 

Continued on page 10

Rarely

Occasionally

Frequently

55%

39%

39%

49%

6%

11%
Millennial 
moms

Total moms

SourceS: Weber Shandwick and KRC Research

HOW OfTEN PEOPLE SEEK MOMS’ ADVICE ON PURCHASE DECISIONS

Life
 insurance

Financial
 services/investments

Health
 insurance

Property
 insurance

Healthcare/
medical services

Pets/
pet care

Automobiles/
other vehicles

Vacation or other
 travel arrangements

Large household
 appliances

Small household
 appliances

Large
 electronics

Products/services
 for digital devices

Websites or
 social networks

Home goods

Health and
 beauty aids

Electronic
 devices

Groceries/food
 and beverages

Retail stores

Clothing, shoes,
 accessories 93%

91%

90%

89%

84%

84%

82%

82%

81%

80%

76%

71%

71%

70%

64%

58%

53%

53%

52%

SourceS: Weber Shandwick and KRC Research

TYPES Of PRODUCT INfORMATION  
MILLENNIAL MOMS SHARE fREQUENTLY

spotlight on millennial moms

www.epmcom.com
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average of 22 among moms overall. Millennial moms are 
more likely than other moms to share information about 
clothing, health and beauty aids, home goods, websites and 
social networks, financial services and life insurance, and 
products or services for digital devices. 

Millennial moms are twice as likely as moms overall 
to be single/never married/not cohabiting (32% vs. 16%). 
One in three millennial moms (33%) are their household’s 
primary financial provider, compared with 26% of moms  
overall.

Millennial moms are almost equally likely to be full-time 
workers (30%) or homemakers (35%). Millennial moms are 
more likely than moms overall to make grocery purchase 

decisions jointly with someone else in their household. 
Many millennial moms feel misunderstood or overlooked 

by marketing; 42% say “most advertising and marketing is 
not geared toward women like me,” compared with 36% of 
moms overall who feel this way.

SourceS: “Digital Women Influencers: Millennial Moms,” June 2013, 
Weber Shandwick and KRC Research. Weber Shandwick, Leslie Gaines-Ross, 
Chief Reputation Strategist, 919 Third Ave., New York, NY 10022; 212-445-
8000; lgaines-ross@webershandwick.com; www.webershandwick.com. Price: 
Available online at no charge.

KRC Research, Bradley Honan, CEO, 919 Third Ave., New York, NY 10022; 
212-537-8743; bhonan@krcresearch.com; www.krcresearch.com.
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Someone
 else decides

Shared decision
 with someone else

Decide by myself

66%

77%

25%

20%

7%

3%

Millennial 
moms

Total 
moms

SourceS: Weber Shandwick and KRC Research

WHO MAKES MOST DECISIONS ABOUT fOOD/BEVERAgE PURCHASES

and are living without a partner, while 7% are married but 
living apart. 

Compared to married fathers living with their spouses, 
single dads have lower household incomes, but they have 
higher incomes than single moms do. Single fathers are 
less likely than married fathers to be white and more likely 
to be black or Hispanic. Men under 30 are more likely than 
older men to be single dads. Men under 30 make up 30% of 
single dads living with partners but only 10% of those liv-
ing without partners. Single fathers who live with partners 
tend to be younger, less affluent, and less educated than 
those living without partners. [FaMily, Men]

Source: “The Rise of Single Fathers: A Ninefold Increase Since 1960,” July 
2013, Pew Research Center, Gretchen Livingston, Senior Researcher, 1615 L 
St., NW, #700, Washington, DC 20036; 202-419-4300; info@pewresearch.org; 
www.pewresearch.org.

✹  free for all Continued from page 12
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mailto:bhonan@krcresearch.com
http://www.krcresearch.com/
www.epmcom.com
mailto:info@epmcom.com
www.epmcom.com
mailto:info@pewresearch.org
http://www.pewresearch.org


12 RA 

Vol. XXXI, No. 14

research alert

reports at 
no cost✹ free for all  

Single Dads Head Almost One in 10 
Households with Children

Single fathers head almost one in 10 households with 
children under 18 (8%), the highest proportion ever 
recorded, according to the Pew Research Center. In 2011, 
single dads headed more than 2.6 million households, up 
from just 297,000 in 1960. In 2011, dads represented 24% 
of single parents, up from 14% in 1960. Single dads are 
much more likely than single moms to be cohabiting with 

a partner (41% of dads vs. 16% of moms). Just over half of 
single dads (52%) are divorced, widowed, or never married 

Hispanic

Black

White

50+

Ages 40-49

Ages 30-39

Ages 15-29
18%

23%

34%

39%

32%

30%

15%

8%

56%

45%

15%

28%

24%

22%

Single 
fathers

Single 
mothers

Source: Pew Research Center

SINgLE DADS VS. SINgLE MOMS,  
BY AgE AND RACE/ETHNICITY

(% of single dads and moms who fall into each category)

Bachelor's
 degree or more

Some college

High school
 diploma

Less than high
 school diploma

Hispanic

Black

White

Age 50+

Ages 40-49

Ages 30-39

Ages 15-29 27%

16%

13%

13%

14%

29%

20%

26%

22%

17%

7%

NOTE: Includes fathers who are married but do not live with their spouses and unmar-
ried fathers cohabiting with partners. 

Source: Pew Research Center

SINgLE fATHERS AS PROPORTION Of OVERALL fATHERS,  
BY AgE, RACE/ETHNICITY, AND EDUCATION

Hispanic

Black

White

Age 50+

Ages 40-49

Ages 30-39

Ages 15-29
10%

30%

30%

40%

39%

22%

20%

7%

61%

49%

16%

13%

18%

33%

Living with 
partner

Not living 
with partner

Source: Pew Research Center

SINgLE fATHERS LIVINg WITH AND WITHOUT PARTNERS,  
BY AgE AND RACE/ETHNICITY

Single dads not
 living with partners

Single dads
 living with partners

Total
 single moms

Total
 single dads $40,000

$26,000

$43,000

$38,000

Source: Pew Research Center

ANNUAL MEDIAN HOUSEHOLD INCOMES  
Of SINgLE DADS AND SINgLE MOMS

Continued on page 11
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} How much online retailers
are investing in mobile and
app technology

} Media Americans use 
concurrently with their
smartphones
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engage in on tablets 
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watching TV
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ORDER YOUR COPY TODAY!
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Apps & e-properties: 
hype or opportunity?

BUILD A MARKETING & LICENSING STRATEGY FOR YOUR DIGITAL PROPERTIES — ORDER NOW!}}}}}}

The Market
For Apps &
E-properties:
Licensing, Marketing,
And Consumer Interest

By the Editors of EPM Communications, Inc.
Terence Keegan, Executive Editor, CONTENT LICENSING

Larissa Faw, Editor, YOUTH MARKETS ALERT

Zero in on the best
licensing and 
marketing partners.

The killer app to date, literally and figuratively, is Angry Birds. That “simple”
game has spawned an industry unto itself. Sequels. Movie tie-ins. Short-form
videos. Licensed toys, t-shirts, headphones, and lunch boxes.

What’s next, though? Not just among apps, but across the spectrum of digital
properties. And how can you filter out the hype to focus on the opportunities?

The Market For Apps & E-properties demonstrates how, why, and when to add
apps, social media, virtual worlds, mobile content, and other digital properties to
your marketing and licensing mix.

This report focuses on four key areas:
} Putting the world of digital properties in a market context;
} The app marketing and licensing picture;
} Consumer data on app, social media, mobile, publishing, and entertainment

use, as well as promotional activity;
} Kids and apps.

Use the data and analysis in The Market For Apps & E-properties to help you
decide what’s hype and what’s not, and identify profitable digital opportunities
that are right for you.

Retailers Leverage Technology To

Appeal To Teen Shoppers; Who’s

Doing What... And What’s Working

Teen retailers are at the forefront of com-

bining technology and shopping to attract

teens (see accompanying table). The majority

of these retailers offer mobile apps, and a

growing number are arming their sales staffs

with iPads and other high-tech gadgets.  

It remains to be seen if any of these efforts

are effective in driving teens to the stores,

however. “Traditionally you would see a few

innovators and early adopters latch on to

something, and then the others would join

later. But now, technology moves so fast, and

especially with teens, retailers feel they can’t

waste any time. The bus has left the depot

before they’ve figured out whether [these

efforts] are necessary or successful,” says

Charles Wetzel of Buxton, an agency that

tracks and measures shopping behavior. 

“Spray And Pray” Strategy

Many teen retailers employ multiple

mobile and social marketing tactics simulta-

neously. It’s not unusual to see retailers men-

tion QR barcode scans, Twitter scavenger

hunts, and mobile apps in the same advertise-

ment. “It’s definitely a ‘spray and pray’ strate-

gy. If they find one that sticks, they will

double down. But so far, that hasn’t hap-

pened,” says Wetzel. 

Daily discount sites, thus far, appear to be

the least promising in drawing teens to

stores. Although Groupon and LivingSocial

were widely used in 2011, few retailers still

offer this type of teen-targeted promotion,

The Market For Apps & E-properties
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KIDS & APPS

RETAILER
SELECTED TECHNOLOGY-BASED PROGRAMS

Abercrombie & Fitch

Mike Jeffries — CEO

614-283-6500

abercrombie@

abercrombie.com

� Concentrates on the in-store experience, with social media and mobile commerce serving

as secondary components to reinforce that mission. 

� Facebook serves as primary social media outreach tool, with five million fans; text mes-

saging campaign sends two messages each week. 

� E-commerce represents 12% of total net sales. 

Aeropostale

Scott Birnbaum — SVP 

Marketing

646-264-6217

sbirnbaum@aeropostale.com

� Hosts a fully integrated Facebook Store via Usablenet, a mobile technology platform that

allows teens to use their phones to purchase items from Aeropostale’s online inventory, to

“like” and share items, to review products, and to communicate with other shoppers. 

� Offers a mobile app for iPhone and Android devices.

� Redesigned its mobile site for better viewing on small screens

American Eagle Outfitters

Fred Grover — EVP

724-776-4857

groverf@ae.com

� Credits its “aggressive” social media promotional push in late 2011 for strong 

holiday sales.

� “AE Best Shot” social media photo campaign resulted in 80,000 customers uploading pho-

tos of themselves wearing AE clothing to Facebook; 500,000 people voted on these images

during the four-week period. 

� Offers Google Wallet, a smartphone app that enables shoppers to pay for merchandise,

redeem discounts, and earn loyalty points. 
continued on next page
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LICENSING PROFILES FOR APPLE’S TOP 25 ALL TIME BEST-SELLING APPS

PROPERTY
GENRE PUBLISHER

ORIGIN OF 

PROPERTY LICENSOR/AGENT REPRESENTATIVE LICENSEES/NOTES

Angry Birds
Game

Rovio Mo
bile* App

Striker 

Entertain
ment

Common
wealth (m

aster toy)
, Mattel (

board ga
mes), K'n

ex

(construc
tion toys)

, Status Q
uo Lifesty

le (appare
l, acces-

sories in 
India); ap

proximate
ly 30 licen

sees in al
l

Fruit Ninja
Game

Halfbrick 
Stu-

dios

App
HAP Cons

ulting
Calendar 

Holdings 
(calendar

s), Nanco
 (plush), M

attel

(card/boa
rd games

), Hybrid 
Apparel (

apparel)

Doodle Jump
Game

Lima Sky
App

Fremantle
Media

Program 
under dev

elopment
; Fremant

leMedia n
amed 

worldwid
e agent in

 February
 2012

Cut The R
ope

Game
Chillingo

App
Studio Lic

ensing
Common

wealth (m
aster toy)

, Changes
 (t-shirts, 

sweat-

shirts, fas
hion tops

)

Angry Birds 

Seasons

Game
Rovio Mo

bile App
Striker 

Entertain
ment

Common
wealth (m

aster toy)
, Mattel (

board ga
mes), K'n

ex

(construc
tion toys)

; approxim
ately 30 l

icensees 
in all

Words With

Friends

Game
Zynga

App
Zynga

Hasbro h
olds licen

se for all 
Zynga pro

perties

Tiny Wings
Game

Andreas I
lliger App

Andreas I
lliger

None

Angry Birds Rio Game
Rovio Mo

bile App
Striker 

Entertain
ment

Common
wealth (m

aster toy)
, Mattel (

board ga
mes), K'n

ex

(construc
tion toys)

; approxim
ately 30 l

icensees 
in all

Pocket God
Game

Bolt Crea
tive

App
Bolt Crea

tive
License-2

-Play (plu
sh)

Camera+
Utility

tap tap ta
p App

None
None

The Moron Test
Game

DistinctD
ev

App
DistinctD

ev
None

Plants Vs. Zombies Game
Popcap G

ames App
Popcap G

ames/EA
BioWorld

 Merchan
dising (ap

parel)

Skee-Ball
Game

Free Verse
Arcade

game

Dimensio
nal 

Branding
 Group

Ripple Ju
nction (t-

shirts)

Game Of Life

(The)

Game
Electronic

 Arts Board ga
me Hasbro

Existing c
lassic pro

gram via 
Hasbro

Scrabble
Game

Electronic
 Arts Board ga

me Hasbro
Existing c

lassic pro
gram via 

Hasbro

Monopoly
Game

Electronic
 Arts Board ga

me Hasbro/U
SAOpoly

Existing c
lassic pro

gram via 
Hasbro

Fat Booth
Utility

Pivi & Co
App

None
None

WhatsApp
Social 

network
Whatsapp

 Co. App
None

None

UNO
Game

Gameloft
Card gam

e Mattel Di
gital Play

App licen
sed by Ga

meloft fro
m Mattel

 

Color Splash
Utility

Pocket Pi
xels

App
None

None

Sims 3 (The)
Game

Electronic
 Arts Compute

r

game

Electronic
 Arts

Ongoing 
program 

that origi
nated wit

h the PC 
game prio

r

to app; M
ad Catz (

pc/video 
game acc

essories),
 Select 

Distributi
on (skate

 decks, w
heels)

Flight Control
Game

Firemint
App

Firemint
None

MotionX GPS

Drive

GPS
MotionX

App
None

None

Where's W
aldo Game

Ludia
Book

Classic M
edia

Ongoing 
program 

based on
 classic p

roperty; T
echno

Source (p
uzzles, bo

ard game
s), Conce

pt One Ac
cessories

(accessor
ies, bags,

 belts, he
adwear, w

allets), M
adame

Alexande
r Doll Co.

 (cloth do
lls, collect

ible dolls
)

I Am T-Pain 2
.0

Music
Smule

Musician
Sony Mus

ic
Licensing

 tied to th
e musicia

n Jakks P
acific (toy

 

micropho
ne)

*The orig
inal Angr

y Birds w
as publish

ed by Clic
kgamer.co

m; subseq
uent edit

ions have
 been pub

lished dir
ectly by R

ovio Mob
ile, and R

ovio cont
rols all rig

hts.

NOTE: Top
 25 as of 

April 201
2.

SOURCE: THE LIC
ENSING LET

TER

Learn how to leverage
apps and e-properties
to appeal to kids.

Text Is Top Use For Mobile, 

But Apps Growing

More than a third of mobile phone owners

(35%) ages 13 and older used their phones

(including smartphones and feature phones)

to access social networks or blogs in the last

three months of 2011, according to comScore.

Almost half used apps they’d downloaded to

their phones, and the same proportion used

mobile browsers. Use of apps grew by five

percentage points between the third and

fourth quarters of 2011. 

Google’s Android operating system is the

preferred smartphone platform, with 47% of

all smartphone subscribers, compared to

Apple iOS at 30% and RIM Blackberry at 16%.

SOURCE: comSco
re, Mark D

onovan, S
VP Mobil

e, 11950

Democra
cy Dr., #6

00, Resto
n, VA 20

190; 703
-438-200

0;

mdonova
n@comsc

ore.com; 
www.com

score.com
.

The Internet Is An Ever-More

Social, Mobile, And 

Entertainment-Oriented Medium

The nature of the Internet is evolving. Con-

sumers’ online priorities are gradually chang-

ing, and the means by which they access the

Internet are changing rapidly. Socializing and

entertainment account for a growing propor-

tion of Americans’ online time, and mobile

devices for a growing (though still small)

share of access.

Nine in 10 Internet users visited social net-

works in a typical month in 2011, according to

comScore. Social networks account for one of

every six minutes spent online, with Facebook

making up the majority of that time. 

Women make up the majority (54%) of

social network and blog visitors, according to

Nielsen.

Social networks accounted for the same

percentage of total online time as portals at

the end of 2011 (17% each), and portals’ share

is declining as social networks’ share grows,

according to comScore. 

Entertainment-based sites account for 13%

of all time spent online, and their share is

growing. Website categories declining fastest
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CONSUMER DATA

Listened

to music

Played games

Accessed social

networking site

or blog

Used browser

Used

downloaded apps

Sent text

message

74%

48%

48%

35%

31%

24%

HOW AMERICANS AGE 13 AND OLDER USED THEIR

MOBILE PHONES IN FOURTH QUARTER 2011 

SOURCE: comScor
e

2-17 (14%)

18-34 (27%)

35-49 (28%)

50-64 (22%)

65+ (9%)

SOURCE: Nielsen

ONLINE VIDEO VIEWERS, BY AGE

Identify new business 
opportunities based on 

consumer data from 36 sources.
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— account
ing for 36%

of presc
hool pro

per-

ties lice
nsed, ac

cording
to THE LICEN

SING LET-

TER — the UK and Western Europe
also are

significa
nt. They

account
for 29%

and 19% of

prescho
ol prope

rties lic
ensed, r

espectiv
ely.

Local Competition

For the
most part

, a group of globa
l prop-

erties, i
ncludin

g those from media powers

such as Disne
y and Viacom/Nickelo

deon as

well as
from smaller and

mid-sized
licensor

s

such as eOne
and American Greeting

s, tends

to dominate store shelves
consiste

ntly

across t
he globe.

That sa
id, the prescho

ol secto
r faces

stronge
r competition

than any other fr
om

local pr
operties

in each territory
, for a vari-

ety of reaso
ns:

� Prescho
ol prope

rties ten
d to have

support
from local br

oadcast
ers,

especia
lly the free TV channel

s that

dominate children
’s televi

sion in cer-

tain territori
es. Thes

e may be com-

mercial or
public stations

.

� Local pu
blic (govern

ment-fund
ed)

broadca
sters ar

e often under a
gov-

ernment mandate to carry a large

percent
age of local

program
ming,

particul
arly for pres

chooler
s. (Com

-

mercial br
oadcast

ers ope
rate under

similar mandates
in some countrie

s.)

� Retailer
s and licensee

s aroun
d the

world tend to support
classic proper-

ties tha
t are known and loved by par-

ents as
well as

prescho
olers. In

many

markets, t
hat means loc

al prope
rties

that the
y knew from their ow

n child-

hoods. W
hile some propert

ies, such

as the Disney charact
ers, hav

e been

global p
owerho

uses for
generat

ions,

others t
hat hav

e achieve
d classic sta-

tus in the U.S. or t
heir hom

e territo-

ries hav
en’t cro

ssed borders
until

relative
ly recently

. Theref
ore, the

y

don’t ha
ve the heritage

local pr
oper-

ties hav
e.

� Local pr
operties

are tailored
specifi-

cally to the nuances
of their

domes-

tic marketpla
ce, in a way that most

global p
ropertie

s canno
t achiev

e, no

matter ho
w much localiza

tion is

underta
ken.

� Many local pr
operties

are licensed
in

their ho
me territori

es, offer
ing keen

competition
at retail

. Even when they

are not, and
therefor

e do not com
-

pete directly
on store shelves

, they

still face
off with

global p
ropertie

s

for shar
e of mind, view

ership,
and

interest
, which

affects c
onsumer

product
sales.

In some countrie
s, local

propert
ies —

sometimes know
n only in their ho

me territo-

ry — take the lead in the prescho
ol secto

r,

rivaling
or even

outperfo
rming Disney or oth-

er globa
l proper

ties. A handful
of exam

ples

include:

� Bamse & Kylling
in Denmark

� Masha and the Bear in
Russia

� Captain
Saberto

oth in Norway

� Pleasan
t Goat a

nd Big Bad Wolf in

China

� Patati e
Patata and Galinha

Pintadin
-

ha in Brazil

� Giggle & Hoot in
Australi

a

Some of these
propert

ies, even
with their

local foc
us and not much cross-bo

rder act
ivi-

ty, can end up as top propert
ies glob

ally,

depend
ing on the size and/or s

ophistic
ation

of the licensin
g market in

that cou
ntry.

Masha and the Bear is
a recent e

xample. It is

conside
red the top licensed

propert
y for

prescho
olers in

Russia and, tha
nks to Rus-

sia’s hu
ge populat

ion, rest
s in the top tier of

licensed
prescho

ol prope
rties, wi

th estimat-

ed sales of
$100 million in 2012.

The Globa
l Market

For Licens
ed Presch

ool Prope
rties
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US (36%)

UK (29%)

Western

Europe
(19%)

Asia (6%)
Canada (5%)Australia/New Zealand (2%) Middle East/Africa (1%)

Central and Eastern Europe (1%) Latin America (1%)

SOURCE: THE LICEN
SING LETTE

R

Exhibit 20

PRESCHOOL PROPERTIES WITH SOME

LICENSING ACTIVITY, BY GEOGRAPHIC ORIGIN

The Globa
l Market

For Licens
ed Presch

ool Prope
rties

Gender Split

In the past, the preschool market was con-

sidered non-gender-driven, with both boys

and girls liking the same properties until the

higher end of the age range, around age 4-5.

This is still true for some properties, includ-

ing Curious George, Sesame Street, Clifford,

Caillou, Yo Gabba Gabba and Pajanimals, to

name a few that appeal to both genders.

But more properties for preschoolers are

being created with one gender in mind. Dis-

ney’s Doc McStuffins for girls and Jake and

the Neverland Pirates for boys are two recent

examples. And gender segmentation starts

earlier than ever before within the preschool

sector, with non-gender-specific properties

falling more and more toward the lower end

of the age range.

Often the core property, whether a TV

show, book, or app, appeals to preschoolers

of both genders — in fact, that is usually the

stated intent at the preschool level — but the

products themselves tend to split boy/girl at

an ever-earlier age. This is driven by a num-

ber of factors:

� Retailers merchandise properties as

girl/boy, even at younger ages. Licen-

sors need to find the sweet spot

where a property will fit on the retail

floor and focus their efforts there.

� More children are affected by their

peers within a preschool setting than

in the past. Word-of-mouth and peer

pressure tend to drive boys to boys’

properties and girls to girls’ proper-

ties earlier.

� Age compression causes children to

become interested in gender-specific

play patterns and content earlier, as

they gravitate toward their older sib-

lings’ or friends’ siblings’ entertain-

ment, media, and toys.

� The trend toward more targeted, nar-

rowly focused niche properties, due

to media fragmentation and other

factors, not only creates age sub-seg-

ments within the preschool market,

but a gender split as well.

� The encroachment of all-ages and

school-age properties into the pre-

school market introduced gender-

specificity, and that is now emulated

by preschool-only properties.

Henson Productions’ Melissa Segal notes

that Henson’s Dinosaur Train, which airs on

PBS Kids, appeals to both boys and girls on

the screen. But, with its dinosaur and train

themes, retailers see the products as for

boys. “We would love some girls’ products,

but it’s a tough sell,” she says.

6
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Exhibit 3

LICENSING CHARACTERISTICS BY PRESCHOOL AGE SEGMENT

AGE

PURCHASING/

INFLUENCE

GENDER

PRODUCT MIX

DOMINANT

PROPERTIES

0-18 mon
ths Purchasin

g 100% by

parents; p
reschoole

rs have

little to n
o influenc

e.

Non-gend
er-specific

.
Mostly so

ft goods a
nd décor

with soft
artwork t

hat

appeals t
o parents

.

Classic m
ulti-

generatio
nal

propertie
s.

18 month
s to

3 years

Purchasin
g by pare

nts;

children s
tart to ha

ve some

influence
over purc

hase

decisions
.

Mostly no
t gender-

specific,

but starts
to split in

to

boy/girl a
t the high

er end.

Weighted
toward to

ys,

DVDs, ap
ps, and b

ooks.

Classics, b
ook-

based.

3 years to

4 years

Purchasin
g almost

all by

parents b
ut childre

n have

increasing
amounts

of

influence
in certain

categorie
s such as

toys.

Some non
-gender-s

pecific

but many
propertie

s and

products
are either

boy or

girl-skew
ing. Inter

est in old
-

er-skewin
g propert

ies

begins.

Toys, DVD
s, apps, a

nd books

still impo
rtant, alo

ng with

apparel. M
ore divers

ity in

products.

TV, book-
based,

other sou
rces

such as a
pps.

5 years
Children

start to sp
end

some of t
heir own

allowance

money; h
ave great

influence

on entert
ainment-

based

product p
urchases.

Almost al
l divided

boy/girl;

children g
ravitate t

oward

propertie
s for olde

r kids.

Diverse p
roducts in

all

categorie
s; toys sti

ll

importan
t, as are a

pparel

and acces
sories.

TV, mobil
e,

film, som
e

book-bas
ed.

SOURCE: THE LICEN
SING LETTE

R

Global data and local
performance guide your
international planning

Sources interviewed for this report evi-

denced a strong consensus that the pre-

school market, despite challenges such as

shrinking shelf space and plummeting DVD

sales, was essentially flat in 2012.

According to THE LICENSING LETTER, the total

size of the licensed market for character-

based preschool properties (from the sectors

of entertainment/character, as well as art,

toy, interactive, etc.) totaled $10.4 billion

worldwide in 2012, up 1% from just under

$10.3 billion in 2011.

Toys accounted for 45% of that, with

growth essentially flat over the previous

years, followed by apparel and soft goods

with 24%, up 5% over 2011. Licensed book

publishing for preschoolers was up 3%, while

apps and other electronic content were up

5%. Non-core categories fell 2% while DVD

sales continued to drop, falling 7% year over

year.
[Note: These figures are not entirely paral-

lel to other estimates of the U.S. and global

licensing business from THE LICENSING LETTER.

Both product categories and property types

have been categorized somewhat differently

for purposes of this report, given the particu-

lars of the preschool licensing business, from

how they are categorized in TLL’s overall

annual business surveys. In addition, only

properties that are primarily for preschool-

ers are considered in this analysis; it

excludes all-ages properties that do business

in the preschool sector.]

The top preschool property in 2012 was

Disney’s Pooh, which is licensed globally for

infant and young preschool products.

Sesame Street and Dora the Explorer ranked

as numbers two and three.

These were the only properties to exceed

$1 billion in retail sales of licensed merchan-

dise globally in 2012. All told, 11 properties

exceeded the $100 million level.

The individual property estimates in this

report include:

� Licensed products only and exclude

any in-house produced products.

� Sales from DVDs, publishing, music,

and paid apps and digital content,

but not from free digital content,

services, experiential licensing, or

promotions.

� Only character-based licensing pro-

grams, not brand-extension or fash-

ion licensing.

All told, EPM estimates that 9% of all pre-

school properties with appreciable licensing

The Globa
l Market

For Licens
ed Presch

ool Prope
rties
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Exhibit 30

RETAIL SALES OF PRESCHOOL-TARGETED LICENSED PRODUCTS, WORLDWIDE, 2011-2012

CATEGORY

RETAIL SALES, 2012
RETAIL SALES, 2011

% CHANGE, 2011-2012
SHARE, 2012

Toy

$4,680
$4,671

0%
45%

DVD

$832
$899

-7%
8%

Apparel,
accessori

es, soft g
oods

$2,496
$2,371

5%
24%

Publishin
g

$936
$908

3%
9%

Paid apps
and elect

ronic con
tent

$520
$494

5%
5%

Other

$936
$954

-2%
9%

TOTAL

$10,400
$10,296

1%
100%

SOURCE: THE LICEN
SING LETTE

R

PART VII: VALUING THE PRESCHOOL

LICENSING SECTOR

Discover the 
characteristics of 
preschool licensed

properties

Changing conditions in the licensing landscape are affecting the preschool 
market arguably more than any other sector of licensing.

The Global Market For Preschool Licensed Properties, the new research study
from the editors of THE LICENSING LETTER and YOUTH MARKETS ALERT, details retail
sales, licensing activity, media exposure, promotional activities, and more for 130
preschool properties doing business globally or in local markets worldwide.

Inside this special report you'll learn:
} Which play patterns are critical to the success of preschool characters.
} How preschooler media use influences character preferences for kids, parents,
and grandparents.

} The most successful product categories for preschool properties.
} What moms of 3-5-year-olds would like to see more of in preschool-targeted
products, and more.

You'll use THE LICENSING LETTER's exclusive retail sales data and licensing profiles 
of 30 global properties to guide your property and product development plans.
Download your copy instantly at www.epmcom.com/preschool, or call to order at
212-941-0099.
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billion global preschool market?
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