Junior Achievement’s

2008 Teen Holiday Spending Poll

A Snapshot of Teen Spending:

With an aggregate income of $80 billion, teens represent
an important consumer segment. Moreover, parents
spend another $110 billion on teens in key consumer
categories such as apparel, food, personal care items,
and entertainment (Packaged Facts, June 2007).

Teens’ considerable spending power, coupled with the
uncertain state of the economy, make effective money
management more important than ever.

The exhaustive coverage of the economic crisis and the
financial markets can be confusing and scary for
teens—they may not understand the implications for
their family or the need to possibly curtail their spending.

What Can Parents Do?

The temptation to overspend during the holiday season is
strong. Teens should put together a realistic holiday
spending budget, discuss it with their parents, stick to it,
and avoid impulse purchases that can derail their good
intentions. Parents should set a good example by sticking
to their own budgets and avoid over-spending.

Parents can work with their children’s schools and parent
teacher organizations to bring financial literacy curricula
into the classroom. Junior Achievement provides age-
appropriate K-12 financial education programs delivered
by volunteers from the local business community.

Junior Achievement programs help students understand
the importance of effective money management skills,
and how these skills directly apply to their lives.

e Through JA programs, students learn how to
create and use a budget, how to balance a
checkbook, the importance of saving and
investing, and the cost of credit.

¢ JA programs help students to recognize the
relationship between education, career, salary and
desired lifestyle.

e Junior Achievement programs can help young
people avoid the financial pitfalls being
experienced today by many adults.

JllIllOI' *multiple responses permitted.

A Summary of the 2008 Poll Results

A h' ® The 2008 Junior Achievement Teen Holiday Spending Poll was conducted by Opinion Research Corporation, between October 23-27, 2008. Five hundred
C leVemeIlt teens, ages 12-17, were surveyed by telephone — 50 percent of the teens were girls, and 50 percent were boys. The margin of error is +/- 4.4 percent.





