Index

7 Up, 384, 386, 400-401
7th Heaven, 350-351

8 Mile, 130, 356

12 to 20, 215-216

A Walk to Remember, 353-354
ABC, 345, 348
Abercrombie & Fitch, 116, 123, 141, 305, 333,
368
abortion, as social concern, 142-143, 146-149
activities, weekly, 257-268
Adidas, 305
adults, attitude toward, 86-92
advertising:
age appropriateness, 402, 405-406
celebrities in, 407411
clarity, importance of, 402-404
direct mail, 379-381
exposure to, 378
favorite types, 380
honesty, importance of, 402, 404-405
humor in, 399-402
influence on fashion, 119-120
music in, 411-412
research 398-399, 406, 413414
rules, 399406
spokespersons, 407-411
testing, importance of, 406
Advertising Age, 398
advice-givers, 167-170
Aeropostale, 123, 307
affiliation, as teen need, 46, 48
after-school venues, 235, 269-271
age:
activities by, 236, 260262, 266-267
aspiration, 49-51
bank account ownership by, 20
boyfriend/ girlfriend, percent having by,
252
by Teen/Type, 108
cell phone ownership by, 246
credit card ownership by, 20
dad, attitude toward by, 102
debit card ownership by, 20
description of family by, 172
drinking at parties by, 242
family members as friends by, 181
friends, number of by, 229-230
God, attitude toward by, 102
importance of family by, 163, 165-167
in love by, 249
income by, 15-17
keeping in touch with friends by, 247

416

marijuana use at parties by, 242
mom, attitude toward by, 102
online activities by, 361, 363, 365
parents, able to talk to by, 178
party activities by, 242-243
peer pressure, influence by, 84, 86
restrictions, attitude toward by, 83, 87
sex appeal by, 252
social concerns by, 142, 146
spending by, 10-11
stock/bond / mutual fund ownership by,
20
terrorism, attitude toward by, 93, 95
venues by, 271
weekend activities by, 272
what teens look forward to by, 74-75
what's big at school by, 204
where they met friends by, 224
AIDS, as social concern, 142-143, 146, 149,
153-155
alcoholism, as social concern, 142143, 146, 149
allowance, as income source, 15-17
Alloy.com, 367-368
Amazon.com, 367-368
American Eagle, 106-107, 123, 305, 333,
357-358
American Legacy Foundation, 31, 140, 332
American Pie 11, 396
animal rights, as social concern, 143, 146, 149
Aniston, Jennifer, 357
AOL, 246, 360, 362, 394
aspiration, as teen need, 49-52
athletic wear, purchases of, 12
Avril Lavigne, 132-133

baby-boom generation, 3, 37, 65, 100, 133
backpack:
ownership of, 14
purchase potential, 28
back-to-school shopping, 24
Banana Republic, 123
bedroom, items wanted in, 193-196
Ben & Jerry’s, 140
Benetton, 140
Berry, Halle, 357-358
Bestbuy.com, 367-368
BET, 345-348, 366, 368, 412
bicycle, ownership of, 14
biological or chemical warfare, as
social concern, 142-144, 146, 149
BlackPlanet.com, 366, 368
Blink 182, 396
Bloom, Orlando, 357-358
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books:
purchases of, 12
time spent reading, 258, 260, 265, 267
Boy Meets World, 350-351
boyfriend / girlfriend:
as advice-giver, 168-169
length of relationship, 254
percent with, 170, 252-253
spending free time with, 170, 235, 271-278
brands:
advertising, connecting to, 405
coolest, 303-308
definition of cool, 320-322
partnering, 396-397
promotions to support, 390-393, 395-396
importance of, 325-331
loyalty toward, 315-331
breath mints, purchases of, 12
Bryant, Kobe, 287-289, 409
bubble gum, purchases of, 12
Bullock, Sandra, 356-357

Cadillac, 307, 412
Campbell Soup, 387
Camel, 30-31
cameras:
digital, ownership of, 14
disposable, purchases of, 12
nondigital, ownership of, 14
purchase potential, 28
video, ownership of, 14
Candystand.com, 368
Carey, Jim, 357-358
cars:
brand awareness, 29
expectation of owning, 78, 80
ownership of, 14
purchase potential, 28
Carter, Vince, 287-288
cause-related marketing, 139-156, 388-389
CBS, 345, 348
CD burner, ownership of, 14
CD player, wanted in bedroom, 194
CDs:
purchases of, 12
time spent with, 258, 260, 264, 266
celebrities:
as topic of conversation, 173, 175
attitude toward, 102
favorite, 356-358
importance to brands, 316, 318
importance to media, 355-358
in advertising, 407-411
influence on fashion, 117, 119, 121
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cell phone:
keeping in touch by, 244-247
ownership of, 14, 246
purchase potential, 28
time spent on, 259, 261, 264, 266
certificates of deposit, 20
Channel One, 5, 387
checking accounts, 19-20
Chevrolet, 305
Chicago Tribune, 29-30
child abuse, as social concern, 142143,
146-148, 389
children, expectations of, 78-79
chocolate candy, purchases of, 12
cigarettes. See Tobacco.
class ring, purchase potential, 28
Coca Cola, 305
college:
as topic of conversation, 173, 175
expect to go to, 78, 80
looking forward to, 74-75
Columbine, attitude toward, 94, 96
Comedy Central, 345-347
computer: See also Internet and Online.
access at home, 359
ownership of, 14
purchase potential, 28
time spent on, 258-261, 264-267
use, as stress reducer, 64
wanted in bedroom, 194-195
weekend activity, 273, 276
concert:
spending free time at, 235
tickets, purchases of, 12
time spent at, 259, 261, 265, 267
Conformers Teen/Type. See Teen/ Types.
consumer confidence, 6
contact lenses:
ownership of, 14
purchase potential, 28
contests, 392-394
cookies, purchases of, 12
cool:
definition of, for brands, 320-322
definition of, for people, 53-56
Coolest Brands Meter, 303-307, 310, 325, 412
CosmoGirl, 5, 371-372
Cosmopolitan, 371-372
coupons, 392-393
cousins, as friends, 179-181
Cover Girl, 305
Crash Test Dummies, 308-309
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credit cards, 19-21, 29
Creed, 100

dad:
able to talk to, 176-178
as advice giver, 168-170
as friend, 179-181
attitude toward, 101-102, 161
dating:
importance of: 248
time spent, 259, 261, 265, 267, 272
venues for, 235, 237-239, 269-271
Days Go By, 412
debit cards, 20
Diesel, Vin, 356-357
direct mail, 379-381
Dirty Dancing, 353-354
Dirty Vegas, 412
disciplinary measures used by parents,
183-186
DiscoverCard, 29
Disney Channel, 345-347
diversity, importance of, 33, 148
divorce, as social concern, 143, 146, 149
dnlL, 384, 386
Doritos, 331-332
Dr. Pepper/7 Up, 384, 386, 400
drinking:
and driving, as social concern, 142-143,
145-147, 389
at parties, 241-242
product placement, 358-359
driving:
as activity with friends, 237-238
attitude toward, 45-46, 71-72, 74-75
spend bonus hours, 278
time spent, 258, 260, 264, 266
drug abuse, as social concern, 142-143, 146,
149, 151-153
drugs: See also Marijuana.
as topic of conversation, 176, 178
use at parties, 241-243
what's big at school, 202-203
Drumline, 354-355
Dumb and Dumber, 353-354
DVD player:
ownership of, 14
purchase potential, 28
DVDs, purchases of, 12

eating disorders, as social concern, 142-143,

146, 149
eBay.com, 367-368
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e-commerce, 361, 363, 365

Edge Teen/Type. See Teen/ Types.

education, as social concern, 142-143, 146,
149-151, 389

Electronic Gaming Monthly, 371, 373

Elle Girl, 372

e-mail, 244-247, 361, 363-365, 380-381

Eminem, 130, 356

energy drinks, purchases of, 12

environment, as social concern, 142-143, 146,
149

ESPN, 345-348

ESPN The Magazine, 284, 371, 373

ESPN.com, 366, 368

events, marketing, 380

Everclear, 396

exercising, time spent, 258, 260, 264, 266, 278

experimentation, as teen need, 48-49

Express, 123

family:
activities, attitude toward, 181-183
as friends, 179-181
description of, 170-172
importance of, 159-167
problems, 186-189
spend bonus hours with, 278
what teens would change, 189-191
weekend activity, 272-273, 276
fashion, 117-122, 126, 128, 173, 175, 232-234,
325-327
Fast and the Furious, The, 353-354, 356
Faulk, Marshall, 287-288
Fila, 313-314
film, purchases of, 12
food shopping, 21-22
Ford, 305
Fox channel, 345-347
Fred Meyer, 123
friends:
as advice givers, 168-170
as favorite thing about school, 197-198
as most important party ingredient, 240
as topic of conversation, 173-175
attitude toward, 71-72, 102
attributes of close, 225-226
best, 226-227
family as, 179-181
importance of, 159-167, 220-222
influence on teen fashion, 118-119,
232-234
involvement in promotions, 395
keeping in touch with, 244-247
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peer pressure from, 229
secondary, 228-230
spend bonus hours with, 277-278
time spent with, 234-236, 258, 260, 264, 266
topics of conversation with, 174-175
weekend activity, 272-277
where they met, 222-224

Friends, 349-350

friendship, duration of, 230-231

FUBU, 305

fun:
as teen need, 4244, 73, 75-76
percent having, 66
wanting more, 190

future:
as topic of conversation, 173, 175-176
attitude toward, 60-63, 77-82

Gadzooks, 123

Gamepro, 371, 373

Gap, 121-123,127, 305, 333, 368

Gardner, Burleigh, 31, 398

gay rights, as social concern, 143, 146, 149

gender:
activities by, 236-239, 258-259, 262-265
advertising spokesperson preferences by,

408
advice, who they look to by, 168-169
bank account ownership by, 20
bedroom, items wanted in by, 194-195
boyfriend/ girlfriend, percent having by,
252-253

by Teen/Type, 114
cell phone ownership by, 246
credit card ownership by, 20
dad, attitude toward by, 101-102
debit card ownership by, 20
disciplinary measures used on by, 185
family members as friends by, 181
favorite home activities by, 192
fashion influences by, 232-234
fashion preferences by, 117-118
favorite celebrities by, 356-358
favorite magazines by, 369-373
favorite movies by, 353-354
favorite television channels, 346-347
favorite television shows, 350-351
fun, attitude toward by, 75-76
future, attitude toward by, 62
God, attitude toward by, 102
homework habits by, 208, 210
importance of family by, 163
income by, 15-17
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keeping in touch with friends by, 247
mom, attitude toward by, 101-102
newspaper readership by, 374
online activities by, 361, 363, 365
opinions teens value by, 38
parents, able to talk to by, 176-178
physical aspirations by, 52
pro sports favorites by, 287-293
prom, meaning of, 296-297
retail preferences by, 123
sex appeal by, 250-251
social concerns by, 142-144
spending by, 7, 10, 13
sports participation by, 279-284
stock /bond / mutual fund ownership
by, 20
stress, coping mechanisms by, 64
terrorism, attitude toward, 93, 95
topics of conversation by, 173-175,
177-178
venues by, 270
weekend activities by, 274-275
what teens would change about themselves
by, 57
what’s “in” by, 125-129
where they met friends by, 224
General Learning, 29
General Motors, 29
generation gap, 36-37, 181
Generation X, 100, 133
George, Eddie, 287-288
Gibson, Mel, 357
gifts:
as income source, 16
in promotions, 389-393
influence on, 24
Gilmore Girls, 350-351
Glamour, 372
God, attitude toward, 100-102
Google.com, 366, 368
grassroots marketing, 382-386
Gravity Games, 385

Hamm, Mia, 287-288

Hanks, Tom, 357

happy, percent feeling, 66-67

Hartnett, Josh, 357-358

Hawk, Tony, 283, 287-289

HBO, 345,

health care, as social concern, 143, 146, 149
heroes, 99-102

Hill, Grant, 313-314
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home:
favorite activities at, 191-193
spending free time at, 234-239
homelessness, as social concern, 143, 146, 149
homeownership, expectations of, 78-79
homework:
as least favorite thing about school,
198-199, 201
time spent on, 259, 261, 265, 267
what else is going on while doing, 209
when done, 207-208
weekend activity, 273, 276
Honda, 305, 396
honesty, importance of in advertising, 402,
404-405
Honey Nut Cheerios, 397
Hot Topic, 106-107, 122-123
Hotmail.com, 366, 368
Hummer, 412
humor:
as definition of cool, 54, 56
importance of in advertising, 399-402,
408

income, 6, 15-16
independence, as teen need, 4446
individuality, 101, 103
Influencers Teen/ Type. See Teen/ Types.
instant messaging, 244-247, 258, 260, 264, 266,
361, 363-365
Internet: See also Online.
access at home, 359
advertising, 380-382
rating as medium, 339-340, 342
use, 359-369
Iverson, Allen, 287-289, 409-410

JC Penney, 121, 123, 323
jeans, purchases of, 12
job:
as income source, 15-17
looking forward to, 74-75
percentage with, 65
time spent with, 259, 261-264, 266
weekend activity, 273, 276
Jolly Rancher’s Fruit Chew, 390
Jones Soda, 335
Jordan, Michael, 286-289, 311

Kmart, 122-123
Kohl’s, 123
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labeling, attitude toward, 204-207. See also
Teen/ Types.

Labels for Education, 387

Labron, James, 289

Lee Dungarees, 385

L.E.L, 305

Leslie, Lisa, 287-288, 293

Levi’s, 17, 307, 317-318, 333

Lifehouse, 100

Limited Brands, 122, 307

Lopez, Jennifer, 356-358

Lord of the Rings, 353-354

love, attitude toward, 247-250

Macy’s, 121, 123
magazines:
in school, 387
influence on fashion, 119, 121
favorite, 369-373
rating as medium, 340, 343
time spent with, 258, 260, 265, 267
Major League Baseball, 283, 291-292
Major League Soccer, 291
malls, spending time at, 235-237, 258, 260, 264,
266, 278
marijuana: See also Drugs.
attitude toward, 151-153
use at parties, 241-243
what’s “in,” 129
Marlboro, 31
marriage, expectations of, 78-79
Matrix, The, 353-354
Maxim, 371, 373
McGrady, Tracy, 287-288
McNabb, Donovan, 287-288
media: See also specific media categories.
best for reaching teens, 214-215
Internet, 340, 342-343, 359-369
magazines, 340, 343, 369-373
movies, 353-355
newspapers, 340-343, 373-375
radio, 129-131, 340-341
rating, 340
television, 339-352
Meyers, Mike, 357
Millennial generation, 3, 31, 33
Miller’s Outpost, 123
Mitsubishi, 307, 411-412
mom:
able to talk to, 176-178
as advice giver, 168-170
as friend, 179-181
attitude toward, 101-102, 161
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money:
expectation of earning a lot, 78, 80
importance of, to success, 81-82
lack of, as teen complaint, 294-295
wanting more, 189-190
Money magazine, 19
Mountain Dew, 305, 333, 385
Mountain Dew Code Red, 216
movie:
as activity with friends, 234-235, 237-239
as stress reducer, 64
as topic of conversation, 173, 175
favorite, 353-355
purchases of tickets, 12
spend bonus hours watching, 278
stars, use in advertising, 408
summer, 298-299
time spent with, 258, 260, 265, 267
weekend activity, 272-274, 276
MP3 player:
ownership of, 14
purchase potential, 28
MSN, 360, 362, 366, 368
MTV, 5, 129, 333-334, 344-348, 351, 366, 368,
397, 412
Mudd, 305
music:
as favorite home activity, 191-192
as stress reducer, 64
as topic of conversation, 173, 175
branding lessons from, 308-309
by Teen/Type, 110-112, 114
collection, wanted in bedroom, 194-195
downloading, 259, 261, 264, 266, 361, 363,
365-367
favorite formats, 129-133, 135
future of, 133, 135
genres, 125-133, 135
importance of, to parties, 240-242
in advertising, 402, 411-412
influence of friends on preferences, 232233
preferences by Teen/Type, 110-111
spend bonus hours listening to, 278
videos, influence on fashion, 119, 121
videos, product placement, 376, 412
what’s “in,” 126-129
musical instrument:
as stress reducer, 64—65
ownership of, 14
time spent playing, 259, 261, 265, 267
mutual funds, 20
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NASCAR, 291
National Basketball Association, 282,
288-292
National Football League, 286, 288-292
National Hockey League, 291-292
NBC, 345, 348
Nelly, 125, 130
newspapers:
supplements for children, 29-30
rating as medium, 340-341, 343
readership of, 373-375
time spent with, 258, 260, 265, 267
Nick.com, 366, 368
Nickelodeon/Nick at Nite, 345
Nike, 26, 289, 305, 310-314, 411
Nintendo, 268, 305
Nintendo Power, 371, 373
Nordstrom, 121, 123

Ogilvy, David, 406
Old Navy, 48, 121-123, 127, 305, 333, 368
Omnibuzz, 319-320
online:
activities, 361, 363-365
as favorite home activity, 192
broadband connection, 362, 364
downloading music, 361, 363, 365-367
favorite Web sites, 366-368
gaming, 361, 363, 365
spend bonus hours, 277-278
surfing the web, 360-369
time spent, 258, 260, 264, 266, 366
opinions teens value, 38-39
O-Town, 397

PacSun, 123
parents:
activities with, attitude toward, 181-183
as cause of stress, 63—-64
as income source, 15-17
as teen complaint, 295
disciplinary measures used, 183-186
reason for fights with, 39-40
relationship with, 161-162
topics of conversation with, 172-174,
176-178
value of opinions, 38-39
parties, 235, 237-244, 259, 261, 265, 267,
273-274, 276-278
Passives Teen/ Type. See Teen/ Type.
patriotism, attitude toward, 97-99, 127
PC Gamer, 371
peer pressure, 58-60, 82-86, 229
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People, 371-372 radio:

Pepsi, 305 formats, favorite, 129-131

Phat Farm, 141, 307 rating as medium, 339-342
physical appearance: time spent with, 258, 260, 264, 266

as definition of cool, 54-55 Rave, 123

aspirations, 52 Real World, 350-351

what teens would change, 56-57 reality TV, 351-352
P.O.D., 100 rebates, 392, 394
Pogo.com, 368 Reebok, 121, 307, 400, 409
popularity, 53-58 religion:

population size, 2, 6, 31-33 attendance at services, 259, 261, 265, 267
potato chips, purchases of, 12 attitude toward, 47, 100-101
pregnancy, unplanned, as social concern, 143, retailers:

146, 149 influence on fashion, 119-122
product sampling, 389-393 most popular, 121-123
professions, most admired, 91-92 Roberts, Julia, 356-357
prom, 202-204, 296-297 Rolling Stone, 110, 371
promotions: Roxy, 397

contests, 392-394 Rubenstein, Atoosa, 372

coupons, 392-393

favorite, 389 Saap, Warren, 287-288

free gifts, 389-393 Sandler, Adam, 357-358

instant-wins, 390, 392 Saturday Night Live, 351

online, 392, 394 Save the Last Dance, 353-354
participation in, 392 saving:

partnering, 396-397 accounts, 19-20

rebates, 392, 394 money, 17-20

rules for, 395-397 Scholastic, 373, 387

sampling, 389-393 school:
as cause of stress, 63-64
race and Hispanic origin: as teen complaint, 295

advertising spokesperson preferences by, as topic of conversation, 173-175

408, 410 behavior in classroom, 210-212
brand adoption by, 313-314 doing homework at, 207-208
by Teen/ Type, 111-112, 148, 312 favorite activities at, 197-201
dad, attitude toward by, 101-102 importance of, 160, 162-163
description of family by, 172 marketing in, 196-197, 199, 213-217, 380,
differences by, 33 386-388
family members as friends by, 179, 181 rating, 212-214
family problems by, 188 soft drinks in, 216
favorite movies by, 354 spend bonus hours at, 277-278

God, attitude toward by, 101-102
importance of family by, 159, 163

mom, attitude toward by, 101-102

parents, able to talk to by, 178
patriotism, attitude toward by, 99
pro sports favorites by, 290-291
religion, attitude toward by, 100
social concerns by, 142, 148-150,

spending free time at, 234-236
vending machines, 387-388
what’s big at, 201-204

school yearbook:
ownership of, 14
purchase potential, 28

Sears, 121, 123

Seventeen, 318-319, 370-371

terrorism, attitude toward by, 93, 95 sex:

racism: as topic of conversation, 173-176, 178
as social concern, 142-143, 146, 148-150 “hooking up” as euphemism for, 240
what’s big at school, 202-203 in advertising, 402
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sexual assault, as social concern, 142-143,
146, 149
shoes, purchases of, 12
Simpsons, The, 349-350
skates, inline, ownership of, 14
skippies, 8
slang, 134, 405-406
sleep:
as favorite home activity, 192-193
lack of, as teen complaint, 294-295
need for more, 199-200
use bonus hours for, 277-278
weekend activity, 273, 276
Slim Jim, 396
Smith, Will, 357
soft drinks:
coolest, 305, 307
in schools, 216
purchases of, 12
Sony, 305
Source, The, 371
South Park, 350-351
Spears, Britney 132
spending:
family money, 9-10, 13, 21-22
influence on parents, 22-24
of extra $100, 17-18
on big-ticket items, 28
outlook, 6-7, 9, 11
own money, 9-10, 13
weekly, 10, 13
Spike TV, 347-348
Spin, 110
SpongeBob SquarePants, 350
sports:
as activity with friends, 237-239
as favorite thing about school, 198,
201-202
as topic of conversation, 173-175
favorite, 279-285
participation, 281
playing, as stress reducer, 64
pro, 284, 286293
spend bonus hours playing, 278
time spent playing or attending, 258-261,
264-267
weekend activity, 273, 275-276
what's “in,” 126, 128
Sports Affinity Index, 283-285
Sports Illustrated, 284, 371, 373
Sports Illustrated for Kids, 371, 373
SportsCenter, 284, 350-351
Sprite, 307, 401
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stereo:
ownership of, 14
purchase potential, 28
Stiles, Julia, 357-358
stocks /bonds, 20
stress, 42—43, 63-66, 81, 205-206, 293-295
suicide, as social concern, 142-143, 146, 149,
155-156
summer vacation, 297-299
sunglasses:
ownership of, 14
purchase potential, 28
Swoopes, Sheryl, 287-288, 293

Target, 121-123
Teen People, 5, 371-372
Teen Vogue, 372
teen years, attitude toward, 71-73, 83
Teen/ Types:
as trend setters, 25, 27, 124, 170, 413
at school, 204, 387
attitudes of, 85-86
by age, 108
by gender, 114
by race, 111-112, 148, 312
description of, 107-117
importance of brands to, 306
importance of friends to, 220221
music preferences, 110-112, 114
promotions and, 392, 395
telephone:
keeping in touch by, 244-245
spend bonus hours on, 277-278
talking on as favorite activity, 192
time spent with, 258, 260, 264, 266
wanted in bedroom, 194-195
weekend activity, 273, 275-276
television:
as activity with friends, 237-238
as favorite home activity, 191-192
as stress reducer, 64—-65
at parties, 241
favorite channels, 344-348
favorite shows, 348-352
ownership of, 14
product placement on, 376
rating as medium, 339-343
spend bonus hours watching, 278
time spent with, 257-258, 260, 262, 264,
266, 268
wanted in bedroom, 194-195
weekend activity, 272-276
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terrorism:
as social concern, 142-146, 149
attitude towards, 93-97
Title IX, 279-280
tobacco:
at parties, 241-242
branding, 330
campaigns against, 30-31, 140, 152-153, 155,
216-217, 332
marketing, 30-31
peer pressure to use, 58, 60
product placement, 358-359
use, as social concern, 142-143, 146,
149, 155
what’s big at school, 202-203
what's “in,” 128-129
Tommy Hilfiger, 305
Toyota, 150, 307, 397
Transworld Skateboarding/Snowboarding, 371,
373
trend setting, 24-27, 106-108, 109-113, 122,
123-129, 231
TRU Hit List, 27-28
TRU View, 25, 122, 124
TRU’s Coolest Brand Meter, 27, 303-307, 310,
325, 412
TRU*Scores, 130, 286-287
Truth campaign, 31, 140, 152-153, 155, 332, 384
Tucker, Chris, 357
tweens, 26

U2, 308-309, 312

unemployment, as social concern, 143,
146, 149

U.S. Navy, 200

Vans, 299, 307, 319
VCR, ownership of, 14
Vibe, 371
Vick, Michael, 286-287
video game system:
ownership of, 14
purchase potential, 28
wanted in bedroom, 194-195
video games:
as activity with friends, 237-239
as favorite home activity, 192
as stress reducer, 64
as topic of conversation, 173, 175
purchases of, 12
spend bonus hours playing, 278
time spent with, 258, 260, 263-264, 266, 268
weekend activity, 273-276
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violence/ gangs:
as social concern, 142-143, 146, 149, 156
what’s big at school, 202-203

Vogue, 371

Volkswagen, 411-412

volunteering, time spent, 259, 261, 265, 267

Wal-Mart, 121-123
war, as social concern, 142-144, 146, 149
WB, 334-335, 345, 347
weekends:
favorite activities, 272-277
venues, 235-236, 238, 269-271
Wet Seal, 123, 307
Williams, Serena, 287-288
Williams, Venus, 287-288
Winterfresh Thin Ice, 382
Witherspoon, Reese, 357
Women’s National Basketball Association,
291, 293
women’s rights, as social concern, 142-143,
146, 149
Wongdoody, 217
World Wrestling Entertainment, 291, 293
wristwatch:
ownership of, 14
purchase potential, 28

X Games, 283
Yahoo.com, 366, 368
YM, 370-372, 397
Young & Rubicam, 400

Zollo, Burt, 31
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