
Tweens as Consumers in the Nordic Countries: Putting the Pieces 
Together.  

Tweens, children between 7-12 years old, is a relative new focus in the expanding field of consumer 

research in the Nordic countries. The relation between consumption and tweens has been studied 

extensively during the past ten years. However, depending on method and focus, every study has its own 

limitations: research necessarily involves keeping within reasonable bounds in order to gain specific 

knowledge. Consequently, earlier research has been studying different pieces in the complex area that 

constitutes tweens in relation to consumption. This article aims to put the pieces together in order to gain 

a more composite picture of the area: focus is on consumption patterns among Nordic tweens. Earlier 

research from various disciplines was collected trough (1) databases, (2) reference lists in books and 

articles and (3) contact with researchers. The sample was composed of 50 Nordic studies, from 1990 to 

2007. By putting the pieces together it is clear that tweens and consumption is a complex area; and that 

consumption, to a high degree, intertwines with everyday life for children. 
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INTRODUCTION 

Tweens, children between 7-12 years old, is a relative new focus in the expanding field of consumer 

research in the Nordic countries. The concept tweens originate from the word between, and refers to a 

period where children are neither small children nor teenagers: a dramatic time where new interest 

develops and peers becomes more important. During the tween period children also gain more access to 

money and become more autonomous consumers. In addition, they also affect their parent’s consumption. 

Consequently, this has made tweens an attractive group on the market and an interesting focus for 

researchers. The relation between consumption and tweens has been studied extensively during the past 

ten years. In the Nordic countries alone, over 40 studies from various disciplines have been published 

since the year 2000. However, depending on method and focus, every study has its own limitations: 

research necessarily involves keeping within reasonable bounds in order to gain specific knowledge. 

Consequently, earlier research has been studying different pieces in the complex area that constitutes 

tweens in relation to consumption. This article aims to put the pieces together in order to gain a more 

composite picture of the area: focus is on consumption patterns among Nordic tweens. Such patterns are 

important to study: they may give a more complete picture of how consumption intertwines with 

everyday life for children. 

 

Consumer research in retrospection 

Before going through the collected studies it can be reasonable to give a short summarize of the 

establishment of consumer research. Traditionally, the core of consumption research has been in 

sociology, psychology and the economic sciences (Bjurström 2004). However, since the 1980s the 

research has become wider: today it constitutes an extensive field with representatives from a wide area 

of disciplines (Bjurström 2004, Ekström & Brembeck 2004, Johansson 2006). Market researcher’s, 

political scientist’s, anthropologist’s, historicist’s etc. are studying consumption from different 

perspectives and theoretical standpoints. The widening can be seen as a shift of focus: from consumer to 

consumption. Consequently, new object of studying, such as consumerism and consumption related 

identities, has caught interest among researchers.   

 

The relation between children and consumption was for a long time rather limited in consumer research 

(Tufte 2007). However, a new concept became popular at the 1970s: `consumer socialization’. This has 

been defined in several ways: a common definition specifies the concept as a process where young people 

inherits knowledge, attitudes and abilities which are essential in their function as consumers on a market 

(Roedder John 1999). Discussions about consumer socialization brought focus to children and teenagers. 

However, at this time, research on children’s socialization towards consumers was strongly connected to 

a development perspective: focus was on children’s ability in relation to age (Bjurström 2004). This has 

changed during the last years as several researchers have began to acknowledge a number of aspects 

besides age that are significant for the process (Tufte 2007). Furthermore, there has been a shift from 

looking at children as easily influenced consumers to competent consumers (Tufte 2007). To a greater 
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extent, researchers have started to ask children themselves: not only parents and other adults in children’s 

surrounding.  

 

In sum, research about consumption is a dynamic field that is full of nuances: both the view of children 

and of consumption has changed over time. In addition, consumer research is present in many different 

disciplines. The question then remains, what will earlier research from this fragmentary and complex field 

tell us about consumption patterns among tweens? 

 

Method section 

This review collected and examined Nordic consumer research about tweens. To gather significant 

literature, a two-folded information search on the Internet was made. The search started with five Nordic 

data bases: LIBRIS, ELIN, bibliotek.dk, BIBSYS and Triotonia. Then web sides connected to universities 

and research centre were looked through: The Centre for the Studies of Children Culture at Stockholm 

University; Centre for Consumer Research (CFK) in Gothenburg; The Department of Child Studies at 

Linköping University; National Consumer Research Center in Helsinki; Child Research Center at 

Jyväskylä University; National Institute for Consumer Research (SIFO) in Oslo; and Center for 

marketing communication (CMC) in Copenhagen. Different concepts were used in several combinations, 

on Swedish, Danish and English: consumption, children, tweens, young, expend, buy, shopping, economy 

and money.  

 

In addition, a complementary follow-up was made to gather more research. An email with information 

about the project was sent to researchers in the field. At the same time reference lists in collected books 

and articles were reviewed, in order to find more publications. Often recurring titles in the literature were 

seen as central. Contacted researchers were found through reference lists, data bases and by 

recommendation. We asked for relevant publications, research environments and academics connected to 

the field. In all, 65 emails were sent: half of them were answered with suggestions that contributed to the 

search. 

 

Evaluation and systematizing 

The literature search started a rapid stream of publications that had to be evaluated and systematized. 

Evaluation of literature was based on three points: 

 

• The publication should be from the years 1990-2007.  

• It should be about Nordic children between 7 and 12 years old. 

• It should be informative about some part of their consumption patterns. 
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By consumption patterns we referred to a wide range of aspects: what children buy: how much/often they 

buy it; what economic resources they have; what causes the consumption (e.g. group pressure); how they 

consume (e.g. with friends and family) and how their social relations are related to consumption. 

However, some delimitation was also made: consumption in the sense of eating has not been included in 

this study. For readers that are interested in this relatively new area, which moves between consumption 

and nutrient science, following references might be of interest: Brembeck 2007, Johansson 2007, Kjørholt 

2005, Thøstedt & Sellerberg2006, Vebjørg & Brembeck 2005.  

 

The final material was systematized in tables. These included categories such as main result, method, age 

differences and gender differences, and provided a clear outline of the material. Subsequently, we used a 

qualitative thematic analysis. 

 

Characteristics of the material 

The final sample was composed of 50 Nordic studies, most of them publicized after the year 2000. It 

included research results, public reports and working papers. Today there is a wide range of ongoing 

studies in consumer research. Working papers might point out the latest results and theoretical 

perspectives, although these are not final results. The material covers a wide range of disciplines. Most 

publications belong to human science: sociology, ethnology, social work and education. However, a few 

studies represent economics, media- and communication science, and jurisprudence. Some of the 

publications include more than one discipline. Moving on to nationality, the sample was composed of 

Nordic studies. However, a majority of the sample are Swedish publications. Furthermore, several 

publications are from Denmark and Norway, but fewer are from Finland and Iceland. Finnish and 

Icelandic studies were hard to find: language difficulties might be a reason. For example, some articles 

(e.g. Sauli Hanneles articles about children and consumption) have been published on Finnish 

exclusively. 

 

Furthermore, a wide range of methodology was represented in the collected material. Most of the studies 

included qualitative methods or a combination of qualitative and quantitative methods. A few studies 

were based on statistic data. Looking more precise at the methods, interviews were the most common 

procedure. A majority of these had been performed with children as informants. Besides interviews, some 

researchers used questionnaires. In some cases questionnaires and interviews were combined. A minority 

of the studies included other methods: drawings, Christmas lists, mobile messages, essays and budgets.  

 

Differences in method affect the possibility of generalizing from each study. However, analyzing research 

reliability of each individual study is beyond the scope of this paper. In addition, consumer research is a 
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multidimensional field: it includes different disciplines which investigate consumption among children by 

using different concepts. In this way, claiming to be all-covering would be more than courageous. The 

aim is rather to put the pieces together in order to gain a more composite picture of the Nordic consumer 

research. 

 

During the analysis, seven primary themes where frequent occurring in the material: media consumption, 

consumption in the family, consumption with peers, gender and consumption, economic scarcity, 

purchases and savings, and children’s autonomy/dependence. A summary of the findings is presented 

clustered around these seven themes.  

 

RESULT 

Media consumption 

Spare time among tweens was to a large extent characterized by activities that were connected to media: it 

was, for example, common that children spend about two hours a day watching TV (NOU 2001:6). In 

addition, today, children often have electronic media in their rooms and can, thereby, choose for 

themselves what they watch (Hansen 2002). The increasing number of electronic media has made 

children’s media use more “free” than before (Von Felitizen 2003). In a study of Brembeck and 

Johansson (1996), all children watched TV almost every day; most of them watched because they were 

bored and had nothing to do. Time spent on watching TV was regulated mostly by access to friends and 

leisure activities.  

 

Moving on to computers, a study by Johansson (2000) showed that both children and adults were positive 

towards children’s use of computers: children thought that computers meant a lot of possibilities and 

enjoyment; parents thought that computers were something that children could learn from and that it was 

necessary to know how to use computers in the future society. Children use computers to be on the 

Internet, send emails, chat, play games, be at virtual communities, and do homework (Johansson 2000). 

During the latest years, a relatively new media has also appeared among children: the mobile phone 

(NOU 2001). The reason why children own mobile phones varies: demand on flexibility and availability 

across different social rooms; and parents wish to be able to reach their children. Through the mobile 

phone, children also had a possibility to establish private communication rooms with their friends (Oelsen 

2003a).  

 

So far, it is clear that TV, computers and mobile phones are common features in everyday life for 

children. Media also tended to take more time for children as they grow older (Hansen, Halling & Carsten 

Nielsen 2004, von Felitzien 2003). A study of Hansen et al (2002) that the use of media (radio, TV, video, 
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Internet, computer, magazines and books) increases from a daily consumption of 3.7 hours for children 

between 5- to 7- years old to 8 hours for children between  13- to 15- years old.   

 

It is, to sum up, evident that media to a large extent influence everyday life for children: the use of media 

tends to be the most extensive leisure activity for children; and children can to a higher extent control 

their use of different media. Most of the quoted studies have been looking at media consumption in the 

form of time and access. Only a few have been going deeper into how children and parents understand 

and use different media. Therefore, one can argue that media consumption deserves more attention: how, 

for example, do children interact while using different media together? And to what extent do virtual 

consumption, i.e. consumption on the Internet, through mobile phones etc., effect children’s social life 

with peers and parents?  

 

Consumption in the family 

Many parents worried about consequences from the commercial childhood: commercials could make 

their children unsatisfied with their looks; children could become spoiled; and it was sometimes hard to 

make children happy because they already had everything (Brusdal 2005c). Some parents experienced 

frustration over “unnecessary” products that surround children (Brusdal 2005a). These products were not 

seen as harmful, but parents often thought that they were useless and without the potential to teach their 

children something valuable. In addition, many parents looked at children as vulnerable and in need of 

protection, development and education, rather than as competent consumers (Brusdal 2006, Brusdal 

2005a). In a study of Brusdal (2006) it was shown that especially Norwegian, and to some degree 

Swedish, parents were keener to view children as vulnerable consumers.  

 

Contrary to frustration and worries, many parents expressed that children need to have about the same 

things as their peers (Brusdal 2005a). In a study of Brembeck and Johansson (1996) all parents agreed 

that children must have toys, but the limitation of toys was seen as problematic. In addition, parents also 

initiated consumption: especially commodities that were seen as important and educational (Brusdal 

2005a, Frønes 2003). Computers, sport equipment and leisure activities were seen as necessary for 

children’s development and social life (Brusdal 2005a). Furthermore, such consumption could also 

express status and competence for the parents: expensive equipment or brand-name clothing can insinuate 

that parents have enough money to give their children the ‘right’ things; and purchase of secure sport 

equipment can express responsible parenthood (Brusdal 2005a). 

   

So far, it is clear that parents to a large extent effect consumption behavior among children. The effect 

can, however, also go in the opposite direction: children often played an important role when 

consumption decisions were taken in the family. Taking part in decisions about food purchase was the 

most common effect that children had on family consumption ( Sellerberg & Thorste 2006, Näsman & 
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von Gerber 2001, Näsman & von gerber 2003, Mikkelsen & Kümpel 2006).  In general, as children 

became older their influence increased (Hansen 2002). Moreover, a stabile economic situation often 

created a larger scope of influence for children (Tufte 2007). Looking at children’s effect on high-priced 

purchases, in Näsman and von Gerbers’(2001) study of 11 year olds, the children had rather limited 

influence on high-priced purchases in their family.  

 

Looking at this theme, the area of relations in the family has been investigated mainly by qualitative 

interviews. In addition, the results seem to be diversified: parents worried about the commercial 

childhood but initiated at the same time certain consumption to their children; parents had large impact on 

consumption among children, but children also influenced their parents. It could be interesting to follow a 

few families during a longer period in order to deeper understand economic negotiations inside families.  

 

Consumption with peers 

Consumption was an important aspect in children’s communities (Brusdahl 2001a, Wærdahl 2003). 

Identity and group belonging could be expressed through, for example, clothes and hair styles (Tufte 

2004). These expressions were often affected by one, or a few, trend-setters in a peer group. At the same 

time, the expressions should show the uniqueness of each child. According to Tufte (2004), this can be 

seen as a paradox where children try to send signals of independence, at the same time as they search for 

concrete or virtual communities.  

 

By interviewing children of 9-, 13- and 15 years old, Brusdahl (2001a) found that looks were important 

for their social relations. The “right” things and looks could protect against exclusion and against being 

seen as ‘a drip’. Therefore, according to Brusdahl (2005b, 2005c), one consequence of commercialization 

and pressure on consumption is that some children can experience exclusion when they lack things that 

are seen as a standard package among kids and youth. This fits well with Wærdahls (2003) study of 12-

year-oldchildren and consumption: even if the children in her study meant that the most recognized way 

to be popular was the individual and their personal qualities, they also expressed that the “right” clothes 

could protect against being excluded from the group. Furthermore, to dress in certain ways or taking part 

in activities could also give the children a feeling of community and sometimes membership of a specific 

group. Thereby, knowledge of material codes and clothes was important social capital for the individual 

child (Wærdahl 2003). 

 

To sum up, the collected studies in this area are exclusively of a qualitative character, mainly interviews. 

The picture that is drawn shows that consumption effect relations with peers: consumption can be used 

both to express identity and to express group belonging. In addition, consumption can be a protection 

against exclusion. However, the research does not tell us if, and how, these group norms around 

consumption can vary depending on aspects like ethnicity, school and neighborhood.  
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Gender and consumption  

Marketing toward tweens, especially girls, has extended considerably and sells “teenage products”, such 

as clothes, magazines and music videos, to children between  7 – 12 years old. Both the marketing and the 

products have been subject to considerable criticism and debate about children’s early entrance into 

adulthood (Wilska 2005). According to Wilska (2005), the discussion has especially focused on girls: 

foremost based on feministic critic about woman as objects that must maximize their desirability through 

a set of products and life styles. The products have mainly been seen as too “teenagery” as they often 

contain sexual allusions (Wilska 2005).   

 

Gender differences tend to develop at an early age: among children between 7 – 12 years old there were 

prominent differences where boys in general were more interested in computer games and cartoons, while 

girls showed more interest for radio, magazines, books and spending time with family and friends 

(Hansen 2002, Tufte 2007). Furthermore, girls were more oriented towards media that can establish social 

relations, such as mobiles and chat rooms on the Internet (Tufte 2007). Boys around 12 years old often 

had expensive media equipment in their rooms while girls often had soft and cozy toys (Tufte 2006, 

Wærdahl 2003). Boys at this age also tended to have more economic resources than girls (Tufte 2006, 

Tufte 2004).   

 

Purchases of clothes and make-up were important factors for many girls during the tween years 

(Johansson 2005, Brusdal 2001a). Girls concentrated their wishes for consumption around clothes, while 

boys to a greater extent wanted to buy computer equipment, games and sports equipment (Brusdal 

2001b). However, a study by Johansson (2005) showed that some girls experienced the tween years as a 

free zone: the girls explained that they could be themselves and did not have to think about looks; and 

they separated themselves from older teenage girls whom they thought were more interested by clothes 

and fashion. 

  

This research about gender and consumption seem to have its focus mainly on differences between boys 

and girls, both by using statistics and qualitative studies. There seem to be some differences that can be 

connected to gender, where girls, for example, are more interested in looks and social relations than boys 

are. Here it would be interesting to go deeper into different groups of tweens and investigate how these 

gendered norms rises and develops. In addition, according to Tufte (2004, 2006), there seem to be 

differences between girls and boys in the access to economic resources. However, we do not know much 

of the reasons for this. Therefore, it could be of interest to interview parents about their thoughts of 

dividing money to siblings.  

 



9 
 

Economic hardship 

According to, Thorød (2006), it is expensive to be a child: organized leisure costs money in the form of 

membership, equipment and travel; and unorganized spare time brings costs, for example, in form of 

trendy toys, fashionable clothes, and new electronic games. Therefore, growing up in economic hardship 

can mean that children cannot completely take part in everyday activities to same extent that their peers 

do (Harju 2005, Harju 2008). According to Brusdal (2001a), all the children ( 9- 13- and 15 years old) in 

her study thought that it would be problematic to be without money for a week. 

 

The costs in childhood seemed to be well known among parents, who often prioritize their economic 

resources for the children (Bonke 2005, Ds 2004:41, Rysst 2006, Thorød 2006). Among many parents, 

there was a wish that their children should have a “normal” childhood which includes access to both 

activities and commodities (Thorød 2006). Thereby, living up to one’s own ideal of how a parent should 

be could be hard for parents who experienced economic hardship (Bonke 2005). 

 

In many cases, children were judgment criteria for how well their family lived up to different expectations 

of “normal” consumption (Rysst 2006, Hjort 2004). For example, not being able to provide children with 

good shoes and a prosperous spare time can be a strong signal about lost worth and social status (Bonke 

2005). Parents, therefore, often tried to compensate their children and prioritize their needs and wishes 

(Rysst 2006). However, it was rare that such compensation was a total success: compared to their peers, 

children in economic hardship often lacked an economic buffer; they often owned fewer things than other 

children; and they often had a hard time in maintaining a social life (Ds 2004:41).  

 

In this theme it is clear that economic scarcity can lead to consequences, both for children and parents, 

when the lack of economic resources deprives the child from taking part in a society more or less based 

on consumption. The costs in childhood can be hard to manage even though parents often try to prioritize 

the needs of their children. Going further with this theme, it could be meaningful to investigate norms 

around consumption from a historical perspective: have frames of references changed during the last 50 

years; and, if that is the case, how does this affect the experience of growing up in economic scarcity? 

 

Purchases and savings 

Children’s purchases were strongly influenced by their own wishes: some children used their money to 

purchase things that their parents did not want to buy or could not afford (Bjork Eydal & Jens 2006, Tufte 

2006). Staple food and other kinds of basic consumption were mainly purchased by parents and children 

also tended to view basic consumption as their parent´s responsibility (Näsman & von Gerbers 2003).  

The main goods that children bought were candy, magazines and clothes (Brusdahl2001c, Näsman & von 

Gerber 2001). However, consumption varied between age groups: for example, mobile phones were often 



10 
 

an exception among eight-year-old children, but rather a rule for children around 12 years old (Johansson 

2005).  

 

Consumption was often used to express identity development, from being a small child to becoming a 

school child: children could, for example, refuse certain toys and child entertainment in favor for new 

interests and activities that resemble grownup life (Hansen 2002, Johansson 2005). Children often started 

to be interested in sport, reading, computer games, clothes and fashion, music, friends, and idol- and 

teenager programs on TV around the age of 11 to 12 (Hansen 2002).  

 

Besides children’s own interests, commercial had effect on children’s purchase. Children’s understanding 

of commercials increases as they get older (Jarlbro 2001, Martensen 2006, NOU 2001): children between 

4- to 7 years old often say that commercials are funny and believe that the aim of commercial is to 

entertain them (NOU 2001); children between 7- to 8- years old often manage to separate commercials 

from other programs (Jarlbro 2001, NOU 2001, Pynt Andersen 2006); and this ability is often well 

developed among 10- 12 year olds (Jarlbro 2001). In addition, it is also around the years 10 to 12 that 

children often become skeptical, selective, and less interested in commercials than before (NOU 2001, 

Pynt Andersen 2006). However, even though children develop a critical ability during early years, 

commercials often affect their wishes and purchases (Martensen 2006). 

 

Besides shopping, many children saved their money (Johansson 2005, Wærdahl 2003). Several 12-year-

old boys and girls in a study of Johansson (2005) thought that children should compare prices and keep 

themselves informed, be critical of commercials and marketing, be moderate and economical and let 

parents have overall responsibility for consumption. 

 

In conclusion, children tended to spend their money mostly on candy, magazines and clothes. In addition, 

it is common that children have their own savings. Consumer behavior seems to vary between different 

age groups and between boys and girls. Finally, the result points toward a knowledge gap when it comes 

to younger children: most studies have been focusing on children older than ten years old.  

 

Children’s autonomy/dependence 

The result showed that the research was to some extent contradictory when it came to children as 

consumers: on one hand they were seen as autonomous consumers; and on the other hand they were seen 

as dependent consumers.  According to Oelsen (2003b, 2004), children today have, to a high degree, been 

recognized as autonomous consumers with their own needs and wishes. In addition, children have more 

economic resources, both from parents and work, which can enforce a position as independent consumers 

(Bjork Eydal & Jens 2006, Holmberg 2007). 
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However, there were some studies that emphasized children as marginalized and dependent consumers 

(Tingstad 2007). According to Brusdal (2005a), parents often express that grownups are best suited to 

know how children should consume. Furthermore, Tingstad (2007) meant that youngsters often have a 

marginalized position as active consumers in terms of spending money: the amount of money that 

children can spend by themselves is limited; and they are often forced to account for their consumption to 

their parents. Furthermore, pocket money to children has not increased to the same extent as the raised 

level of consumption among adults (Oelsen 2004). Instead, parents tend to give their children money that 

has been marked for a specific purchase.  

 

The theme above sheds light on an ongoing debate about children as consumers: if they are to be seen 

mainly as autonomous consumers or as depending consumers. Some researchers mean that children, to a 

high degree, have become more autonomous consumer and some mean that children are rather 

marginalized and dependent consumers. One way of deeper the understanding of children as consumer 

might be by looking at the earlier result themes. There are some results that point towards children as 

more autonomous consumers than before: they can, to a high degree, control their own media 

consumption; they affect their parent’s consumer behavior and they have their own money and make their 

own purchases. But at the same time, children are to a high degree depending on their parents, especially 

during early childhood. During the tween period this paradox seems to be especially present, while the 

children move from being small children to almost being teenagers.  

 

DISCUSSION 

In the result, it is clear that earlier research provides several different pieces of knowledge in the puzzle of 

children and consumption. But how can we put these pieces in to a more composite pattern? One way of 

putting the pieces together might be by creating a design similar to Bronfenbrenner’s (1979) development 

ecological model. Bronfenbrenners’ (1979) model provides a theoretical frame that presents children’s 

social world on different levels. The design in this article, the research puzzle, is inspired by the model of 

Bronfenbrenner (1979) and starts with one piece: the child, which is centre of the jigsaw puzzle. 

 

 

Figure 1. The child 
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Looking at the findings, there are some studies that, in different ways, discuss the child as a consumer. 

Children have, to some degree, become more autonomous consumers with their own economic resources: 

they seem to reflect upon, and be aware of, consumption; and sometimes experience fear if they lack 

economic resources. Furthermore, the tween years can be seen as an eventful time: new interests develop 

and children start to purchase new products. In addition, children are gradually forced to reflect upon 

norms of consumption in social relations. These norms are often gendered: appearances seem to be 

important, especially for girls. One exception was a study of Johansson (2005) where some girls meant 

that the tween years was a free zone where appearance was less significant. However, most studies 

emphasize that consumption and appearance is important for children in general. Besides gender, age is 

mentioned as an important aspect for children’s consumer behaviour. However, few of the studies have 

investigated children younger than 10 years old. In addition, class and ethnicity are aspects that are absent 

in the collected research. Furthermore, how children experience consumption is, necessarily, related to 

their social relations. Thereby, we must add more pieces to the puzzle. This leads us to what 

Bronfenbrenner (1979) called the micro level which consists of children’s local environment. Most of the 

included studies can be placed on this level. Looking at the result, we find peers, school, parents and 

leisure activities as common features on the micro level. 

 

 

 

 

Figure 2. The micro level 

 

Consumption seems to be a frequent occurring part of interplay on the micro level: between children and 

parents; and between children and peers. In addition, gender and age are components that often are 

discussed in the collected research. Here it could be of interest to look deeper into different kinds of peer 

groups. Can a child, for example, experience economic scarcity differently in various groups: like the 

peer group in school, in leisure activities, in the neighborhood? In addition, it might be interesting to go 
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deeper in to economic negotiations in the family than just looking at parents. How do, for example, 

siblings interact and discuss economic resources and consumption? 

 

Furthermore, focus on leisure activities is not very common in the material. Some researchers mention 

that children’s activities are expensive and that this can be problematic. But none of the studies have 

looked at leisure activities as social arenas. One could, for example, study how consumption of different 

trade market affects relations between children in a football team. Moving on to school, many of the 

studies that have been looking at peer groups have done this in a school environment. Fewer have been 

looking at the school as an institution. For example, how do teachers’ restrictions about bringing toys or 

cell phones to school affect children’s interaction?  

 

In sum, family, peers, leisure activities and school are investigated arenas, even if the amount of research 

on each arena varies. But how is it with interaction between these arenas? By adding more pieces to the 

puzzle we can see the next level, the meso level, which consists of relations between the arenas on the 

micro level.  

 

 

Figure 3. The meso level  

 

The meso level can be seen as an important aspect of the complex area of children and consumption: the 

meso level constitutes of relations between the pieces from the micro level. Thereby, the meso level binds 

social contexts together: negotiations and development of norm systems can be expected on this level. 

However, the meso level is rarely represented in the collected research. In the result it is clear that parents 

relates to norms in their children’s peer groups. But there is less information about how parents interact 

with other parents; or how parents interact with teachers. Do parents, for example, try to control norms 

around consumption or consumption behavior by discussing rules with teachers and other parents? 
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Furthermore, focus on leisure activities is not very common in the material. Some researchers mention 

that children’s activities are expensive and that this can be problematic. But none of the studies have 

looked at leisure activities as social arenas. One could, for example, study how consumption of different 

trade market affects relations between children in a football team. Moving on to school, many of the 

studies that have been looking at peer groups have done this in a school environment. Fewer have been 

looking at the school as an institution. For example, how do teachers’ restrictions about bringing toys or 

cell phones to school affect interaction among children?  

 

Even though the micro- and the meso level clearly are of high importance to children’s consumer 

behaviour, there are two more levels that deserve to be mentioned here: the exo level, where local policy 

etc is found; and the macro level which consist of national values, media, and changes in the society 

system, such as globalization. These levels can be seen as a framework for modern childhood. In the 

research puzzle both the exo- and the macro level are placed in the outer layer that completes the puzzle. 

 

 

Figure 4. The exo- and macro level.  

 

Several aspects can be placed on the exo-and macro level: in the model above, a selection of aspects are 

mentioned in order to exemplify the levels. However, many of these are absent in the collected research. 

One example is policy: can, for example, housing policy affect children’s consumer behaviour? Are 
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there differences in children’s consumer behaviour in different neighbourhoods? 

 

As the arrows indicate, there is interaction between the macro-, exo- and micro level. Relations between 

the pieces of the outer layer and the pieces of the inner layer are complex. In the result it is, for example, 

clear that media tend to affect children’s consumer behaviour. Consequently, this can also affect 

interaction in the family when new wishes for consumption are expressed by the child. It could be 

interesting to go deeper into how trends in media affect interaction in peer groups and in the family. 

Furthermore, the result indicates that the increasing individualization is becoming discernible regarding 

children as more autonomous consumers.  

 

To sum up, most of the research presented in this article had focus on the so-called micro level: the level 

that is closest to the child. By putting the pieces together it is, however, clear that tweens and 

consumption is a complex area; and that consumption to a high degree intertwines with everyday life for 

children. Consumption is part of the closest social relations that tweens usually experience: relations 

with parents and peers. In addition, consumption seems to be present in almost every piece of children’s 

daily life. Sonesson (1999) wrote a Swedish overview of children and consumption the year 1999. At 

that time she asked for more research about how children experience consumption, what consumption 

wishes they have, and how parents, peers and media affect children´s consumer behaviour. Today many 

researchers have investigated these areas. However, there are still some pieces in the research puzzle that 

deserves more attention. For future research it would be interesting to take a more accumulated grip of 

the area and to investigate how different pieces, such as family, peers and school, are connected, interact 

and affect each other.  
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