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COOL HUNTING

and recognize what they're
thinking, what they're feeling, and then be able to take that in
and come up with a that you're
trying to reach these kids with in , you're going
to lose.

-Rob Stone (Teen Marketing Executive)
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It's a blizzard of ,all for the same
kids. To win , marketers believe, they have
to the best. So they

carefully, as an anthropologist would an exotic native
culture.

-Douglass Rushkoff

Why You?

1.You are a HUGE group

There are 42 million 10-19 year-olds in the U.S., the largest
generation ever. (u.s. Census Bureay, 2010)

2.You have a LOT of money

In 2010, U.S. teens spent an estimated $160 billion. (7een research untimited)
3.You are young and loyal

Two-thirds of teens remain loyal to brands they like. Harris interactive)

4.You are the most insecure demographic




What makes this market so frustrating is that

as the rest of us. They're a
stubborn demographic,

messages.

But there is one thing . Only

. So how do you map it, pin it
down?

-Douglass Rushkoff

And that's the
It kills what it finds.

As soon as marketers discover cool,
it stops being cool.

How might this paradox affect corporations? You? Society?
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Hll The and blow them
out and and reveal them to
corporate America, the more

and find the next.

So you simply- there's no kind of solution to this. You can't ever
solve the puzzle permanently. By having-

-Malcolm Gladwell



