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Methodology
& definitions

Figures in this report are drawn from
the US market in GWI Kids, our online
research among 2,006 US internet
users aged 8-15.

The GWI Kids survey is fielded in the
following 16 markets: Australia, Brazil,
Canada, China, France, Germany,
Italy, Malaysia, Mexico, Poland, South
Africa, Spain, Sweden, Turkey, UK, and
the US. Global figures in this report are
from our online research among 19,240
internet users aged 8-15. Please note
that China and Sweden were added
in Q12022, and are therefore excluded
from all over time comparisons.

GWI Kids represents kids aged 8-15

who use the internet. It does not there-
fore overlap with GWI Core, which
represents internet users aged 16-64
in 48 markets. Though, we do refer
back to our Core research for context
throughout this report.

Because children who do not use the
internet are not represented in GWI
Kids, it's important to remember that
internet penetration rates vary signifi-
cantly between the different countries
included in the study (from highs of
around 90% to lows of around 60%).
Because of this, the demographic
composition of the online popula-
tion may look very different from one
market to the next.
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Key
insights

Kids feel
confident about
the classroom

Gen Alpha are optimistic about what
the future holds. Concerns about not
seeing friends enough and falling
behind in school have all decreased
since last year, with the biggest change
being fewer worries about their educa-
tion. Gen Alpha have big ambitions,
and want to do well in their studies both
now and in the future.

Screen time
shows no signs
of slowing
down

Compared to kids in the rest of the
world, screen time for Gen Alpha in
the US has soared. In the US, parents
report more heavy usage of devices
but parents in the rest of the world
report increases in kids using little or
no screen time. As their use of social
media increases, Gen Alpha are begin-
ning to feel the negative effects, with
changing attitudes around how they
think, feel, and interact with social
media platforms.

Audio content
Is on the rise

Engagement and interest in podcasts
has increased since last year. Even as
screen time grows, Gen Alpha are tuning
in to their wellbeing and taking time away
from looking at their devices. Comedy is
their top podcast genre, which ties in
with their online attitudes toward less
serious forms of content.

Representation
really matters

Gen Alpha want all types of people to
be treated the same, and to protect
them from bullying. For those within
minority communities, representation
in entertainment is a clear priority.
Diversity and inclusion for these future
consumers, and seeing characters that
resemble themselves is a huge point
of interest and engagement for them.

Gen Alpha are
embracing the
digital world

We're seeing their desires shift toward
world-building and innovative gaming
exercises. How Gen Alpha participate
in their gaming communities filters to
how we’ll continue to see technology
develop alongside these young con-
sumers, and how they’ll continue to
use the internet. Gen Alpha express
an adaptable attitude between real-
life and digital worlds, expanding on
hybrid forms of social and financial
interactions.
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The consumers
of tomorrow

The American
Gen Alpha in 2022

Generation Alpha are pre-
dicted to be the biggest, and
most diverse generation yet.
The youngest of this generation
were born during a pandemic,
and some of the eldest of Gen
Alpha share their birth year with
the iPad, a device that could well
become synonymous with this
generation.

In the US, Gen Alpha belong
to the fastest-growing family
unit, one-child families. We've
seen the biggest increase in
the number of only children

(] The consumers of tomorrow

compared to last year, with only
child families growing by 45%.

Named by some as the “mini-mil-
lennial” generation, over half of
Gen Alpha are born of millennials.
While they do share some of their
parents’ views as well as those
closest to them in age, Gen Z, Gen
Alpha do hold distinctive opinions
of their own. Gen Alpha grew up
surrounded by technology, and
these digital experiences influence
their everyday life, forming a new
kind of consumer, one that we've
never experienced before.



https://www.washingtonpost.com/lifestyle/on-parenting/the-rise-of-the-only-child-how-america-is-coming-around-to-the-idea-of-just-one/2019/06/19/b4f75480-8eb9-11e9-8f69-a2795fca3343_story.html
https://poole.ncsu.edu/thought-leadership/article/meet-the-mini-millennials-generation-alpha/
https://poole.ncsu.edu/thought-leadership/article/meet-the-mini-millennials-generation-alpha/

Growing up
during Covid

We know from our research that
health and wellness has become
more important to adults during the
pandemic, and kids have been affected
too. Gen Alpha are more concerned
about getting ill or their families get-
ting ill since last year, and even though
we've seen a bigger increase in wor-
ries for kids in America, this aligns to
attitudes from kids in the rest of the
world too. As 29% of US 12-15s describe
themselves as health-conscious, fears
about becoming ill will continue to echo
beyond the pandemic. Not only have
their attitudes to health and wellness
been impacted, their family life has
shifted too.

[ ] The consumers of tomorrow

Gen Alpha now worries more about
spending less time with their families.
In the last two years, many parents
were able to take advantage of
self-isolation, taking the opportunity
to turn lockdown into family bonding
time. This unique moment for kids
to spend more time with their family
has resulted in an unfortunate side
effect. Compared to the rest of the
world, where we've seen the oppo-
site, American Gen Alpha are more
worried about not seeing their family
enough. Contrasts like this show
that transitions after Covid-19 for
Gen Alpha in the US will continue to
present challenges to their attitudes

toward health and wellness, and to
their family priorities too.

Although worries still remain, Gen
Alpha are beginning to show an opti-
mistic outlook. Concerns about the
future, not seeing friends enough,
and falling behind in school have all
decreased since last year, with the
biggest emphasis on feeling less wor-
ried about their education. For US
12-1bs getting good grades remains
the top attitude toward school, and
43% believe it's important to go to
college, solidifying ambitions that
Gen Alpha want to do well in their
studies both now and in the future.

Gen Alpha have faith in the future,
friendships, and not falling behind

% US 8-15s who say the pandemic has made them worry
about the following (sorted by % change)

@ Q12022

| worry about
gettingill

| worry about
not seeing
family enough

| worry about
my family
gettingill

| worry about
missing out

| worry about
the future

| worry about
not seeing
friends enough

| worry about
falling behind
at school

(o} GWI Kids Q12021 & Q12022

— % change since Q12021

-20%
v

0%
v

1,866 (Q12021) & 2,006 (Q12022) US kids aged 8-15



https://www.gwi.com/connecting-the-dots/new-wave-of-wellbeing
https://bit.ly/3FBCIKm

An Alpha outlook

According to the US Census, Gen Alpha will
be the most diverse generation in history,
and this reality is shaping kids” expectations.

Many children across America have had
their mental health impacted by the pan-
demic. Catapulted into a world that has
meant for many the loss not only of a por-
tion of their childhood, but the loss of a
parent or caregiver too. The importance of
spending time with family is also clear with
family opinions, backgrounds, and cultures
remaining an important staple in their lives.

Helping people is the number one prior-

ity for 12-16s. Over half want to protect
people from bullying and for everyone to be

[ ] The consumers of tomorrow

treated the same, fueling long-lasting atti-
tudes that create a safer world for all. Their
philanthropic attitudes also spill into how
they think about the environment. Although
lower than the global average, caring for
the planet is still important for this genera-
tion. Younger US consumers are increasing
their activism against the government to
implement sustainable change at a sys-
temic level. Gen Alpha favor caring for the
planet to recycling, and although they have
less agency to control waste management
in their households, we've seen a similar
mindset to those closest in age, Gen Z, sug-
gesting that Gen Alpha also see a much
bigger picture when it comes to sustaina-
bility efforts.

Advocating for others, themselves,
and their environment
% of US 12-15s who say the following are important to them

Helping people

Protecting people from bullying

Everyone being treated the same

What my family think of me

My family background/culture

Talking about my feelings

Sharing my views/opinions
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Being treated my age

What other people my age think of me

GWI Kids Q12022 1,025 US kids aged 12-15
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https://www.brookings.edu/research/what-the-2020-census-will-reveal-about-america-stagnating-growth-an-aging-population-and-youthful-diversity/
https://www.mayoclinichealthsystem.org/hometown-health/featured-topic/how-the-covid-19-pandemic-is-affecting-kids#:~:text=And%20those%20kids%20that%20are,more%20instances%20of%20eating%20disorders.%22
https://www.nbcnews.com/news/us-news/200000-us-children-lost-parent-caregiver-covid-efforts-help-haphazard-rcna16140
https://www.nbcnews.com/news/us-news/200000-us-children-lost-parent-caregiver-covid-efforts-help-haphazard-rcna16140
https://abcnews.go.com/US/youth-led-climate-change-lawsuits-increasing-country/story?id=84172785
https://bit.ly/3Mft0Qs
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Covid’s impact beyond
health is creating lasting
change to the young

There’s no sign of
screen time slowing
down in the US

Screen time soared during the pan-
demic, and for kids in the US there’s no
sign of this slowing down. Gen Alpha
in the US use an average of 4 devices
a week, and 45% of them use 5 or
more social networks. On top of this,
US parents also report heavier usage
of devices and online activities since
last year.

Screen time for Gen Alpha in the US
differs to kids in the rest of the world.
This contrast is most dramatic when
comparing usage of devices. In the US,
parents now report that their children
use devices much more frequently than
last year, compared to the rest of the

world where we've seen an increase in
kids spending little to no time at all on
small screens.

The increased screen time for Gen
Alpha in the US has had an impact
on their in-person experiences. Social
media and playing video games rank
well ahead of after school clubs and
other hobbies on weekdays. Activities
like seeing friends have also come to
a standstill, while sports participation
has seen some of the biggest decreases
since last year, dropping by 11% after
school and 17% on the weekends.
Screen time is certainly a factor here,
with many children finding in-person

sports less fun than they used to, but
an equal concern for parents is the
rising cost of sports. Accessibility is
also an issue — just 9% of kids in low
income households say they play sports
after school, compared to 39% of those
within the high-income bracket.

But interest in sports is still strong. 49%
of 8-11s say they really like sports, and
51% of 12-15s express an interest in
sports. Gen Alpha in the US still want
to participate, but the balance for kids
in the future will be to not only find
time away from their screens, but for
opportunities to be more affordable for
parents too.



https://www.nytimes.com/2021/01/16/health/covid-kids-tech-use.html
https://www.nytimes.com/2021/01/16/health/covid-kids-tech-use.html
https://www.insidehook.com/article/sports/participation-in-sports-is-down-among-american-children
https://www.insidehook.com/article/sports/participation-in-sports-is-down-among-american-children
https://www.espn.com/espn/story/_/id/27356477/kids-playing-enough-sports-culprit-cost

Heavy screen time increases in the US
% of US parents who describe their child’s device usage in the following way

. Q12022 . % change since Q12021 . % change for ROW: Rest of world (ROW) excludes USA, China, and Sweden

Light usage, doesn't spend much time on devices

Medium usage, spends a reasonable amount of time on devices

Heavy usage, spends a lot of time on devices

% of US parents who describe their child’s internet usage in the following way

Light usage, doesn't spend much time online

Medium usage, spends a reasonable amount of time online

Heavy usage, spends a lot of time online

@ @ @ cwikids Q120218 Q12022 @ 1,366 (Q12021) & 2,006 (Q12022) US kids aged 8-15
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https://bit.ly/3w6HYm0
https://bit.ly/3MENtxI

Bringing back the big screen

Movie theaters saw some of the biggest
hits in the entertainment industry due to
the pandemic, losing attendance drastically
through 2020. The competition has only
ramped up as streaming services began
offering users the option to watch block-
buster movies alongside their box office
release dates at home.

have been divided,
but for Gen Alpha the big screen has been
sorely missed. We've seen a 39% increase
in US 12-16s who say the movie theater is
their favorite way to watch movies, a higher
number than the global average. This could
also be due to the fact that kids have a lot of

enthusiasm for seeing a movie the moment
it’s released. 46% of US 12-15s say they like to
watch a movie as soon as it comes out, a 9%
increase since last year, and it’s a sentiment
that aligns with kids around the world too.

This trend has been felt within the movie
industry. The Marvel franchise recently

,as many returned
to the theater to see superheroes in action.
As Gen Alpha spends so much more time
online to keep up with what’s trending, the
potential for spoilers is a sure way to dampen
their spirits. The movie theater offers not
only an opportunity to step away from their
smaller screens, but to make sure they’re on
top of the latest movie trends too.


https://blog.gwi.com/chart-of-the-week/cinema-vibe-check/
https://blog.gwi.com/chart-of-the-week/cinema-vibe-check/
https://variety.com/2022/film/news/spider-man-no-way-home-avatar-box-office-record-1235180474/

Staying entertained

Audio content is on
the rise, with interest in
podcasts up 10% since

last year

In a surprising twist, even with
the increased time on screens,
and a desire to get back to the
big screen, audio content is on
the rise. As listening time and
interest in podcasts increases,
Gen Alpha understand the
importance of taking time away
from looking at their devices.
Comedy is a top genre for pod-
casts, following their theme of

less serious content and funny
entertainment. Close behind
comedy are educational and
story-telling genres, suggesting
that Gen Alpha are engaged in
this type of content to learn new
things and energize their cre-
ativity. Even while surrounded
by screens, Gen Alpha still have
time to switch off and be enter-
tained by simply listening.

Movie theaters and podcasts grow
% of US 12-15s who...

@ Q12022

. % change since Q12021

say cinema/movie theater
is their favorite way to
watch movies

Top 5 podcast types

% of US 12-15s podcast listeners who say they like the following genres

59%

50%

listen to podcasts

45% 44%

bYoJole

Comedy

0000

Gaming

GWI Kids Q12021 & Q12022

Stories Sports

945 (Q12021) & 1,025 (Q12022) US kids aged 12-15

are interested in
podcasts

42%

&

Educational

22


https://bit.ly/3OFFulW
https://bit.ly/3l6GCS1
https://bit.ly/3l8LhCI
https://bit.ly/3LyChCP

3 in 10 Gen Alphas
aged 12-15 believe it’s
iImportant to see all
types of people in TV
shows and movies

Just like me

“We don’t talk about Bruno” was
a global hit, reaching
and
. But the suc-
cess of Encanto isn't only down
to Lin-Manuel Miranda’s ability
to create memorable music, it’s
about the family it represents.

offer
create inclusion in entertainment
that minority communities are
drawn to. Out of all the Disney/
Pixar characters we ask Gen
Alpha about, Mirabel is favored

Staying entertaine

the most by Hispanic kids, who
prefer her 63% more than those
who are not within the commu-
nity. Characters such as Miguel
and Tiana are also preferred by
minority communities, whereas
Anna, Cinderella, and Elena are
preferred by children who are
White/Caucasian.

, and gives
kids an opportunity to feel
empowered. But we've seen an
8% decrease in confidence in the
last year, and a 19% drop among

Black/African Americans; so,
even with an increase in diverse
representation on our screens,
more needs to be done. Diversity
and inclusion is a clear priority for
these future consumers. Seeing
characters that resemble them-
selves or their family will likely
drive more engagement in the
future, as we can expect these
young ®onsumers to be drawn
to those who look like them. For
brands within the entertainment
space, one thing is crystal clear -
we do need to talk about Bruno,
and others like Bruno a lot more.



https://www.billboard.com/music/chart-beat/we-dont-talk-about-bruno-encanto-number-one-hot-100-1235025313/
https://www.billboard.com/music/chart-beat/we-dont-talk-about-bruno-encanto-number-one-hot-100-1235025313/
https://www.theguardian.com/music/2022/jan/21/encanto-we-dont-talk-about-bruno-becomes-first-disney-song-to-reach-uk-no-1
https://www.theguardian.com/film/2022/jan/28/encanto-diverse-colombia-animation-lin-manuel-miranda
https://www.theguardian.com/film/2022/jan/28/encanto-diverse-colombia-animation-lin-manuel-miranda
https://www.pbs.org/newshour/arts/why-on-screen-representation-matters-according-to-these-teens
https://www.pbs.org/newshour/arts/why-on-screen-representation-matters-according-to-these-teens

Gen Alphas are drawn to those who represent them
% of US 8-15s who say they like the following characters®

@ @ cwikids Q120218 Q12022

Staying entertained

@ Biack/African American @ Hispanic @ White/Caucasian “due to insufficient samples of Asian American, American Indian or Alaska Native, Native Hawaiian or Other Pacific Islander,
and Mixed Race, these racial identities/ethnicities were not included in this chart
Anna | FROZEN o (INDERELLA miguel | COCO MUIAN
Ariel | MERMAID Elena | %}gﬁ mirabel | FNCANTO Tiana | P%IlgEé_S
oy aEss——— 13 aEsss——— 16 aEEEsE———
Buzz Lightyear | Elsa | FROZEN M@ANA Woody | '!:e“

@ 3,872 US kids aged 8-15, of which 163 are Black/African American, 198 are Hispanic, 1,644 are White/Causasian
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https://bit.ly/37CiJOX
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Socical media
sentiments

Gen Alpha are more aware of

social media’s effects

Gen Alpha in the US are relatively
active social media users. Compared
to the global average, US teens are 41%
more likely to say they post everything
they do on social media, and they’re
149% more likely to say it makes them
feel closer to their friends. But since
last year, we've seen decreases in
social media users aged 12-15 in how
they think, feel, and interact with social
media platforms.

This has led to an increase of pas-
sive engagement in social media use,

[ Social media sentiments

and an equally strong awareness of
the negative impacts that spending
hours scrolling on social networks has.
But, this doesn’t mean Gen Alpha are
switching off, in fact the opposite is
happening. We've seen a 26% increase
in 12-15s saying they spend the most
time using social media after school
since 2021, and a 71% increase on
weekends.

Since 2021, seeing friends in person
has become more popular than talk-
ing to them online globally; in the US,

the latter still comes out on top. Gen
Alpha in the US display their adapt-
ability to do what’s important to them.
More screens may be having negative
implications, but they’re not worried
about not seeing their friends anymore,
an activity they do a lot of when they're
online. American Gen Alpha seem to
be better at hybrid communication,
and they demonstrate a flexibility in
how they approach their relationships,
one which we may see continue as
these consumers communicate online
more in the future.

% of US 12-15 year old social media
users who agree with the following

Q12021 @ Q22022 W % change since Q12021

It makes me feel
closer to my friends

| can say what | -20

really think 31 ‘

It makes me feel good 1
bout If

about myse 3u@

| care what people

think about my profiles -15

@

It reflects other 19
eople's real life
peop oy .

It shows my y
real life

26
| post
everything 07
| do

18@

@ GwiKids Q12021 & Q12022

@ 920 (Q12021) & 994 (Q12022) US social media users aged 12-15
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https://www.unicef.org/stories/social-media-bad-teens-mental-health
https://www.unicef.org/stories/social-media-bad-teens-mental-health
https://bit.ly/398TfJv

4 in 10 teens
say watching
livestreams
IS 0 Main
reason for
using social
media

[ Social media sentiments

Stepping away from curated social media
% of 12-15 year old social media users who say the following
are the main reasons they use platforms (sorted by % change)

% change since Q12021

Top increases

To avoid missing out

Seeing what's trending/being talked about

Watching live streams

Looking at memes

Seeing what my friends are doing

Top decreases

Finding things | want to buy

Meeting new people

Reading reviews

Seeing posts from my favorite brands

Watching/following sports

GWI Kids Q12021 994 social media users aged 12-15
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#fomo and the
rise of live content

The greatest challenge for Gen Alpha
online is the fear of missing out. After
spending so much time away from
their peers due to the pandemic, and
coupled with their increased usage
of the internet and devices, FOMO
has become a major concern for
Gen Alpha.

But as Gen Alpha lean into their digi-
tal lives, the types of content they’re in
search of have shifted. Our research
shows that around the world, consumers
are far less likely to be drawn to curated
content. Spurred on by social media atti-
tudes from Gen Z, the momentum of a
filter-less world has created a new aes-
thetic of authenticity, which also seems to
be catching the attention of kids too. Gen
Alpha are far less interested in celebrities
and influencers than they were last year,
but theyre also less likely to be interested
in sharing themselves online too.

Influencer content has been on a rocky
path in the last two years; celebrity con-
tent has been repeatedly scrutinized. For
Gen Alpha, sharing what happens in their
lives, and sharing information on causes
they care about have declined in interest
since last year, leading to less individuall
content from this younger generation.

For Gen Alpha, after talking to and seeing
what their family/friends are doing, find-
ing funny posts and looking at memes
are their top reasons for using social
platforms; this light-hearted approach
to social media has equally resulted
in a larger interest for live content. As
streaming services and live content
options continue to be explored across
social media platforms, brands have an
opportunity to consider how this future
consumer will interact with them in real-
time, beyond static advertisements and
targeted marketing.

Get to know
Gen Z too:
Here’s your guide

»

30


https://www.gwi.com/connecting-the-dots/curated-online-self
https://www.thedrum.com/opinion/2019/04/25/are-we-witnessing-the-death-the-curated-instagram-feed-0
https://www.thedrum.com/opinion/2019/04/25/are-we-witnessing-the-death-the-curated-instagram-feed-0
https://www.teenvogue.com/story/is-the-influencer-era-coming-to-an-end
https://www.teenvogue.com/story/is-the-influencer-era-coming-to-an-end
https://www.socialmediatoday.com/news/live-stream-commerce-offers-big-potential-for-tiktoks-growth-prospects/621864/
https://www.socialmediatoday.com/news/live-stream-commerce-offers-big-potential-for-tiktoks-growth-prospects/621864/
https://www.gwi.com/reports/generation-z ?utm_source=pdf+report&utm_medium=direct&utm_campaign=220428+Gen+A+report+report|&utm_content=
https://www.gwi.com/reports/entertainment?utm_source=pdf+report&utm_medium=direct&utm_campaign=220428+Gen+A+report+report|&utm_content=
https://bit.ly/3L7evN7

In search of subcultures

We’ve seen TikTok’s impact on
adults for funny and creative content
but there’s been an equal impact for
the youngest consumers too. For 12-15
year olds, interest in the social media
platform has grown 24% since last year,
and with the rise of authentic content
it's easy to see why.

For many users of TikTok, the content
you see and hear will categorize what
“side” of the app you’re on, leading
users to have very different expe-
riences. Even with the most unique
interests, from “Foodie-Tok” to “Frog-
Tok” there seems to be something for
everyone. Subcultures like these, along
with TikTok’s very nature of a more
unfiltered platform feels much more
free than the curated lives of Instagram,
and also seems to be more niche than

[ Social media sentiments

the infamous TikTok dances, where
interest in learning new dances has
declined slightly since last year.

Following TikTok’s footsteps of pop-
ularity is a more unsuspecting site,
Discord. Born out of the gaming
world, Discord has since become
a social media platform in its own
right. Unlike Reddit, where forums
are public, Discord offers private
micro-communities allowing users
to seek out alternative and exclusive
content. Engaging in these types of
content streams means that for Gen
Alpha social platforms empower new
forms of expression that go beyond
content creation and shift toward cul-
ture creation. We'll likely see more of
these micro-communities become the
norm in the future.

Gen Apha’s search for freedom and fandom
% of 13-15 year old social media users who say they’ve used
the following in the last week (sorted by % increase/decrease)

. % change since Q12021

d" TikTok @ Discord @ Reddit
M 67
= @ O
v v
Q12021 Q12022 Q12021 Q12022 Q12021 Q12022
& Snapchat Instagram f Facebook

Q12021 Q12022

@ @ cwikids Q120218 Q12022

82 v

Q12021 Q12022

83

v

71

Q12021 Q12022

B 729 (Q12021) & 748 (Q2 2022) kids aged 13-15

© Pinterest

v
“
Q12021 Q12022
W Twitter

Q12021 Q12022
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https://blog.gwi.com/chart-of-the-week/best-content-on-tiktok-twitter-and-instagram/
https://blog.gwi.com/chart-of-the-week/best-content-on-tiktok-twitter-and-instagram/
https://www.bustle.com/life/sides-of-tiktok
https://www.bustle.com/life/sides-of-tiktok
https://www.insider.com/tiktok-dances-renegade-say-so-and-more-19-top-2020-3
https://www.dazeddigital.com/music/article/50838/1/why-discord-is-the-most-exciting-place-to-be-a-stan-right-now
https://www.dazeddigital.com/music/article/50838/1/why-discord-is-the-most-exciting-place-to-be-a-stan-right-now
https://bit.ly/3sS7No3
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Protection
and privacy

Communication is
key for US parents

Data privacy is a big concern for every-
one on the internet, but it becomes
particularly concerning when look-
ing at how the youngest consumers
interact online. As kidfluencer culture
continues to be challenged, how are
parents reacting to their kids’ lives on
the internet?

Parents in the US are far more likely to
open up communication with their kids
on privacy matters than those within
the rest of the world. This open commu-
nication is apparent when Gen Alpha

[ ] Protection and privacy

thinks about their own safety online.
65% of US 12-15 year olds say they
know how to be safe onling, increas-
ing 6% since last year, and a majority
of kids also say their parents know
what they do online too. For parents
in the US, monitoring their children’s
online actions is a far greater prac-
tice than parents in the rest of the
world. By either looking at websites
and apps they use, or giving their chil-
dren access to their accounts, these
parents have a window into their kids’
online behaviors.

But the responsibility shouldn’t solely
rest on the role of parents and guard-
ians to keep kids safe online. The
internet wasn’t created with kids in
mind, but as many more are spending
an increased amount of time online,
brands can offer educational practices
to those who are. Interland is an online
adventure game developed by Google
aiming to teach kids to consider their
digital interactions. Brands can use
Interland as a source of inspiration to
help parents and kids continue to be
aware in the digital world.

65% of US
12-15s say
they know
how to be
safe online

Less limits, more monitoring g
% of US parents who say they do the following
to protect their child’s privacy online

8-11s @ 12-15s

They set up
tal trol
parental controls 48 .

They speak to me
about privacy ‘
65

They monitor any
websites or apps used
PP 47 .

They restrict
tai tent
certain conten 42 .

They access
my accounts 4 @

They set
time limits 39 .

They turn off
location settings 31 (

Pin numbers for
tai tent
certain conten 26.

© cwikids Q12022 € 2,006 US kids aged 8-15
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https://thehill.com/policy/technology/548342-instagram-sparks-new-concerns-over-kidfluencer-culture/
https://beinternetawesome.withgoogle.com/en_us/
https://bit.ly/3l4C1zK

Taking a step back As screen time increases,
Monitoring the types of content kids pO re ntO | S u pe rViSiO n d eC | i n eS

can view is a key element to parental
supervision online. Parental controls are
largely to thank for this. Predetermined % of US parents who say their kids use the following devices
settings that are built in for parents unsupervised®

and guardians to restrict age limits,

PIN lOCkS’ o purohoses for exomple . Mobile phone . Games console/device . Tablet Smart TV
have allowed parents the opportunity

to give kids controlled independence; a m m
sense of empowerment online, without
completely letting go of the reins. % change % change
v v
As Gen Alpha gets older, there’s equally
an opportunity for parents to begin to

build trust with their teens, especially
when it comes to privacy, and there
are opportunities for brands to enter
this market space with Gen Alpha in
mind. The parental controls market is

projected to reach $2,454 million by
2029 — a123% growth on 2022’s figure. _ _
Many brands offer detailed age-based

guidelines on what and when to con- /

trol kids’ internet use, but ultimately, not

everything is under parents’ control and
we'll likely see not only brands perform-
ing in this space, but US legislation
playing a part too.

@ GWI Kids Q12021 & Q12022 1,866 (Q12021) & 2,006 (Q12022) kids aged 8-15 *Figures are based on users of these devices

Protection and privacy



https://bit.ly/3NdAx2d
https://www.verywellfamily.com/why-does-my-teen-need-privacy-2609615
https://www.globenewswire.com/news-release/2022/03/23/2408192/0/en/Parental-Control-Software-Market-to-Exhibit-a-CAGR-of-12-1-between-2022-and-2029-Surge-in-Use-of-Social-Media-by-Kids-to-Fuel-Market-Growth-Fortune-Business-InsightsTM.html
https://www.verizon.com/about/parenting/age-based-guide-parental-controls-and-internet-safety-kids
https://www.verizon.com/about/parenting/age-based-guide-parental-controls-and-internet-safety-kids
https://www.protocol.com/bulletins/senate-kids-online-safety-act
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Gaming and the
digital experience

Games consoles are favored and continue to grow in popularity (1)

% of US gamers in each age group who say they play on the following devices

@s1s @ 12-15s

DEORD

% change since Q12021

Games console Mobile phone Tablet Laptop/computer
61 46 41 35
64 60 27 43

@ GWI Kids Q12021 & Q12022 1,714 (Q12021) & 1,727 (Q12022) US kid gamers aged 8-15

@® Gaming and the digital experience

Game on!

Gaming is by far the most popular
activity for US Gen Alpha and a dom-
inant part of their digital lives. 41% of
US Gen Alpha play games everyday,
compared to only 23% of kids in the
rest of the world. Over half of Gen
Alpha in the US play video games
after school, and on the weekends this
number increases even more.

For kids in the US, games consoles
hold the number one spot year-over-
year, and with increased usage of
games consoles since last year, there
seems to be no signs of this slowing
down. We're beginning to see a decline
in interest in Gen Alpha using a laptop
or computer for gaming, and we’ve
seen similar trends with US adults too.

Among 16-64s, both PCs and laptops
have seen a 15% decrease in engage-
ment since Q4 2020.

The majority of kids find out about
new video games through their
friends or family members. But, as
Gen Alpha get older, 12-16s are likely
to find out about new video games by
hearing people talking about them on
social media. This enables gamers to
give feedback in a forum-style set-
ting, which we know Gen Alpha are
drawn to with their increased inter-
est in sites like Discord. This creates
a unique opportunity for brands to
connect with gamers through social
platforms and crowdsource game
development.

Gaming is
significantly
higher for
Gen Alpha
in the US


https://venturebeat.com/2022/05/01/from-industry-to-economy-how-web3-is-transforming-gaming/
https://venturebeat.com/2022/05/01/from-industry-to-economy-how-web3-is-transforming-gaming/
https://bit.ly/3FHwcSb

The trending gaming titles

% of US gamers who have played these games/played them in the last

There's been a 23%
iIncrease in interest for
video games centered
around building/creating

month (sorted by % increase)

(2 13 44 45 21 43 28

ROQBLOX FORTNITE MADDEN I‘sl'i'\%:l%

World-building
isn’t just a fantasy

The biggest games we've
seen increase in popularity
since last year are Roblox
and Fortnite. It might sur-

As Gen Alpha are exposed to
world-building games from a
young age, games like these
offer kids the opportunity

also beginning to catch on
to this interest. Epic Games
recently announced its part-
nership with Lego, and the

in items they can buy in
video games, the freedom
to choose skins, avatars, and
other gaming accessories

% change
since QT )
2021

World-building skyrockets since last year
% of US gamers who want video games to include the following

(2 13 42 25 26 21

prise some to know that to sparktheir imaginations, company is set to develop unlocked by purchases are

Roblox was released in  and equally offer endless its famouslyinterconnecting  a key driver for young con-

2006, so it was a well estab-  opportunities to create in a  bricks with a collaboration  sumers. Spending money

lished platform by the time  digital space. There'sbeena  that can open new digi- through online transac-

Gen Alpha began to come  23% increase in the number  tal doors for their younger tions in games could also '
of age. Fortnite, released in  of 12-15 year old gamerswho  consumers. shape how kids will spend Building/ In-game Stories ltems |
2017, has a similar style of like video games centered as adults. As social media creating events | to follow can buy

can join

gaming to Roblox, and both
of these games’ sudden rise
in popularity is a result of
the shifts in attitudes that
we've seen Gen Alpha have
to gaming.

® Gaming and the digital experience

around building/creating.
These young consumers
like to world-build in real
life too, with Lego being the
top toy that 8-11s say is their
favorite, and brands are

Gaming also gives kids the
opportunity to spend their
money. One third of 12-15s
have a bank or savings
account they can access,
and with over 1in 5 interested

shopping continues to
grow, we can expect more
digital transactions across
a number of platforms for
these young consumers in
the future.

% change
since Q1 )
2021

@ @ © cwikids Q120218 Q12022 € 1,714 (Q12021) & 1,727 (Q12022) gamers aged 8-15
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https://techcrunch.com/2022/04/07/fortnite-epic-games-lego-partner-build-metaverse-kids/
https://techcrunch.com/2022/04/07/fortnite-epic-games-lego-partner-build-metaverse-kids/
https://www.bloomberg.com/news/articles/2022-01-04/shopping-on-social-media-seen-hitting-1-2-trillion-by-2025
https://www.bloomberg.com/news/articles/2022-01-04/shopping-on-social-media-seen-hitting-1-2-trillion-by-2025
https://www.bloomberg.com/news/articles/2022-01-04/shopping-on-social-media-seen-hitting-1-2-trillion-by-2025
https://bit.ly/3svHSSB
https://bit.ly/39b5K7o

Make it multiplayer

We know Gen Alpha in the US love
gaming, and they ‘re just as likely to
play by themselves and with friends.
But for these young gamers, the
social component of gaming out-
ranks playing alone.

Playing video games became a
much-needed lifeline to young
adults during the pandemic, and
for the youngest consumers, video
games are also seen ds an oppor-
tunity to be social - 46% of US 8-11s
and 57% of US 12-15s say they talk
to their friends when they play.

@ Gaming and the digital experience

Gen Alpha are incredibly social
when it comes to digital inter-
actions. 41% talk to their friends
online after school, and 44%
on the weekends. This deepen-
ing of social interactions online
is beginning to shape a new
phase of online participation.
Gen Alpha have embraced the
ever-changing digital community,
and ultimately brands will need to
make sure contributions to their
online worlds not only meet the
needs of the consumers of tomor-
row, but to keep up with them too.

Playing with others is the overall winner...
% of US gamers in each age group who usually play video games
with the following

@s11s @ 1215

My friends (online)

Myself

My parent/guardian

My brother or sister

My friends (at one of our houses)

61
53

61
53

35
39

36
35

40
35

...and gamers prefer to play for the social interactions

% of US gamers in each age group who agree with the following

| talk to my friends online whilst we play

D
D

| prefer to play by myself than with friends

O O © cwikids Q12022 1,727 gamers aged 8-15

57
46

22
21

42


https://www.bbc.com/worklife/article/20201215-how-online-gaming-has-become-a-social-lifeline
https://www.bbc.com/worklife/article/20201215-how-online-gaming-has-become-a-social-lifeline
https://bit.ly/37DdSx9
https://bit.ly/3wGzUaT

Trend in action

Gen Alpha are now witnessing
NFTs, cryptocurrency, and
blockchain technology, all under
the roof of the metaverse

Gen Alpha in a decentralized world

The pandemic accelerated our use of
technology. Gen Alpha are growing
up in a world where entertainment,
social interactions, and educational
development all play a part in digital
environments.

Places like Crypto Kids Camp aim to
educate kids aged 5-17 on how these
new technologies will impact their
future. Even though some question
the motives of introducing tech-
nologies like these to kids at such a
young age, the aim is to offer them

® Gaming and the digital experience

opportunities to not only explore their
creativity in a safe digital space, but
to teach them about how to navigate
their lives online - an inevitable future
circumstance.

Although it may seem far-fetched
to some, we've seen how changes in
technology have impacted younger
generations during their formative
years in the past. Digital personas
became front and center for millenni-
alsin the 2000s on sites like Friendster
and Myspace. Gen Z have seen the

evolution of social platforms from
written feeds to video sharing. These
practices that were once unusual have
now become the norm. Gen Alpha are
now witnessing NFTs, cryptocurrency,
and blockchain technology, all under
the roof of the metaverse.

Exactly how Gen Alpha will participate
in a decentralized internet remains to
be seen, but if one thing is for certain,
exploration in Web3 will continue and
these future consumers will be sure to
find ways to delve deeper.
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https://www.cryptokidscamp.org/
https://www.nytimes.com/2022/04/26/arts/nft-zigazoo-qai-qai.html
https://www.nytimes.com/2022/04/26/arts/nft-zigazoo-qai-qai.html
https://blog.gwi.com/chart-of-the-week/metaverse-predictions/

Want more
canswers?

Our GWI Kids data set offers

unigue insight into the mindsets of
tomorrow’s consumer. Find out what
they really want from brands, and
see the world through their eyes.

eommors



https://www.gwi.com/kids

Appendix

Has the coronavirus/
COVID-19 pandemic made
you worry about any of these
things?

Which of these things are
important to you?

Asked to Parents/Guardians.
Thinking about the child
taking this survey, how would
you describe their device/
internet usage?

What is your favorite way
to watch movies? (Cinema/
Movie theater) - Which
of these do you listen to?
(Podcasts) Which of
these are you interested in?
(Podcasts) « What types of
podcasts do you like?

Which of these characters
do you like? (Disney/Pixar)

Which of these do you agree
with about social media?

What are your main reasons
for using social media?

Which of these have you
used in the last week? (Last
7 days)

Asked to Parents/Guardians.
Which of the following do
you do to protect your child’s
privacy online?

Asked to Parents/
Guardians. Which of the
following device(s) can the
child taking this survey use
unsupervised?

| play video games on a...
(8-11 Only) / What have you
played video games on in
the last month? (Last 30
days) (12-15 Only)

Have you ever played
these games? (8-11 Only) /
Have you played any of the
games listed below in the last
month? (Last 30 days) (12-15
Only) = When | play video
games, | like them to have...
(8-11 Only) / What do you
like your games to include?
(12-15 Only)

When | play video games
| am normally playing
against... (8-11 Only) / Who
do you usually play video
games with? (12-15 Only)

Which of these do you agree
with about video games?



Notes on

methodology

Introduction

GWI Kids explores the atti-
tudes and behaviors of internet
users aged 8-15 across 16
markets globally. This is done
by interviewing both children
and their parents/guardians,
providing a complete picture
of a childs actions and opin-
ions as well as the context in
which they live.

Our research

GWI Kids has been metic-
ulously designed so that
all questions are mobile
friendly, and easy to under-
stand. This means that
there are no grids or long
lists, which could easily
lead to respondents getting

confused or fatigued. The
survey can be taken on the
device the respondent feels
most comfortable using,
PC/Desktop, Laptop, Mobile
or Tablet. The majority of
questions are asked to all
children, but some are asked
differently to 8-11 years olds
and 12-15 year olds respec-
tively. The questions asked
to younger respondents tend
to be simpler and contain
fewer options.

Additionally, age appropri-
ate options are provided for
each age group. We have a
number of checks in place
to ensure that the ques-
tions are being answered
by the child in question,
rather than by a parent/

guardian on their behalf.
We also employ routing to
ensure that respondents
are not asked questions
which would be irrelevant
to them. For example, if
someone says they do not
use any social networks,
then they are not asked
follow-up questions about
this behavior.

Our quotas

To ensure that the GWI Kids
sample is representative of
the children aged 8-15 who
use the internet, we set
quotas on age and gender.
These quotas are interlock-
ing, meaning they are broken
down into subgroups such
as “Males 8-171".

Sample size by
market

This report draws insights
from GWI's Q1 2022 wave
of research across 16 coun-
tries, with a global sample of
19,240 respondents.

TO®

R<=D=@

-
¢
-

sk @ w ()i ¢
QoW

Australia
Brazil
Canada
China
France
Germany
[taly
Malaysia
Mexico
Poland
South Africa
Spain
Sweden
Turkey
UK

USA

1,010
2,094
997
2,112
1,005
1,000
1,000
1,000
1,007
1,000
1,000
1,002
1,003
1,004
1,000
2,006

50



Internet
penetration
estimates among
8-15s 2021

GWI Kids represents chil-
dren aged 8-15 who use the
internet. It does not there-
fore overlap with GWI Core,
which represents internet
users aged 16-64.

Because children who do
not use the internet are not
represented in GWI Kids,
it's important to remember
that internet penetration
rates vary significantly
between the different
countries included in
the study (from highs of
around 90% to lows of
around 60%). Because

of this, the demographic
composition of the online
population may look very
different from one market
to the next.

Where a market has a high
internet penetration rate,
its online population will be
relatively similar to its total
population. However, in
markets with a lower inter-
net penetration, those who
do use the internet tend to
be more urban and afflu-
ent than those who do not.
This will be reflected in the
GWI Kids sample; as such,
the results shown in our
platform will represent the
mindsets, and contexts, of
children who have access
to the internet.

The table is derived from
data sourced from national
censuses and international
organizations, forecasted
and adapted by GWI to fit
the relevant age group.

RS PSZTO®

-
(]
-

{ N N7
s \’

Australia
Brazil
Canada
France
Germany
[taly
Malaysia
Mexico
Poland
South Africa
Spain
Turkey
UK

USA

98
86
99
97
99
87
97
77
98
73
28
7
97
98
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