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ABSTRACT 

This study will explore unchartered research areas regarding female tweens 

and how they perceive retailers and develop stronger research pertaining to tweens,  

brand personality, and retail personality. Since tweens (ages 8-13) are a large target 

market, it is crucial for marketers to understand what drives tween consumers in 

the products they purchase and how they relate to each retailer providing the 

products. Gaps will be filled in the field of retail personality including insight about 

how female tweens relate to a retailer and their products. Information will also be 

provided to advertisers to enhance their ability to market towards female tweens 

and understand what this group is looking for when purchasing a product.  

The study sought (1) to determine how female tweens perceive certain 

retailers, (2) to determine if female tweens shop at retailers who they feel they can 

relate to, (3) to determine if female tweens shop at retailers who they feel 

exemplifies characteristics they desire to have, and (4) to determine if specific 

retailers have a positive or negative effect on female tweens when purchasing their 

products. Through transcribing and analyzing data from three focus groups 

conducted consisting of 17 participants, the following conclusions were reached:(1) 

female tweens shop at retailers who they feel they can relate to on a “friend” basis, 

(2) female tweens shop at retailers who they feel embody a certain personality or 

style the female tween wants to incorporate into themselves, (3) female tweens 

perception of retailers dictates whether or not they shop at the retailer, and (4 ) 
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female tweens will not shop at retailers who they feel are not age appropriate, either  

too young for them and who are too old for them. 
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CHAPTER I 

INTRODUCTION 

When preparing advertisements directed towards consumers, it is 

imperative to know who the target market is and how they view specific retailers. 

When targeting Generation Z tweens, it is crucial to understand who they are as 

consumers and what they look for in the products they purchase. The Generation Z 

segment was born from 1998 and will continue to be born until approximately 2018 

(Kinash, 2011). The word “tween” is a recent term defining the age gap between 

childhood and adolescence, ranging from ages eight to 13 (Brock, 2007). Tweens, as 

they will be referred to in the entirety of this study, will have strong purchasing 

power for at least the next 50 years making them a desirable target market (Guthrie, 

2005). Tweens are a large generation, with many opinions and ideas to share 

concerning what they think and how they feel, specifically about clothing retailers. 

The term “tween” has become a marketing term specifically for females 

because of their need to fit into society as young women and own the products 

necessary to complete the transition (Guthrie, 2005). Marketers have begun to 

specifically refer to this age group as girls because of the many products female 

tweens need in order to create an ideal self acceptable for today’s s tandards. It is 

imperative to market retailers’ brands correctly towards female tweens in order to  

provide the products necessary for female tweens’ lives. 

Studies have been conducted in regard to retail personality (Martineau, 

1958; Wesley, Fowler, & Vazquez, 2006), but there were no found studies focusing 
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specifically on tweens’ perception of specific retailers. Understanding how female 

tweens perceive retailers will provide useful information to marketers and retailers 

whose goal is to target this group. Retail personality is established by asking 

individuals to consider a retailer as a human being. By framing the retailer as a 

person, information sought includes gender, age, occupation and the person’s 

(retailer’s) opinion of fashion. (Wesley et al., 2006). By exploring an unchartered 

generation in academic research, the retail personality field will be enhanced by 

assessing tweens’ knowledge and opinions of retailers which target tweens and 

teens. This study will enable retailers to better understand tweens’ perceptions of 

retailers thereby delivering relevant data to retailers to improve their image and to 

target tweens. 

Statement of the Problem 

With the ability to find many resources available to them through social 

media and internet, as well as, the desire to purchase, tweens are a viable market 

that need to be understood by retailers and marketers. Female tweens’ perceptions’ 

of specific retailers is limited. There are limited studies focused on retail brand 

image as interpreted by female tweens. The purpose of this study is to determine 

how female tweens perceive specific retailers and if their perceptions affect their 

purchase intention at those retailers. This study also seeks to determine if female 

tweens search for products which exemplify the personal characteristics they desire 

and if these perceived characteristics are positively related to their purchase 

intention when shopping at specific retailers. 
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Significance 

This research study will enhance the literature in assisting marketers and 

retailers to target their products towards female tweens. The awareness will 

coincide with retailers and marketers to help them understand how female tweens 

perceive their brands and if they are successfully targeting female tweens. With the 

knowledge of female tweens’ views of specific retailers, retailers can adapt their 

image to cater to tween females. Because of the gap of knowledge regarding tweens, 

this study will focus specifically on females ages 10 to 13 and further improve 

researchers’, marketers’, and marketers’ knowledge of female tweens’ perception of 

retailers. 

Research Objectives 

There are four research objectives for this study: 

1. To determine how female tweens perceive retailers when asked to give

retailers human characteristics 

2. To determine how female tweens decide where to purchase their products

3. To determine the female tweens’ willingness to shop at specific retailers

4. To determine if female tweens seek products who will exemplify their

desired self-image 

Research Questions 

With knowledge of brand personality, retail personality, and tweens’ 

purchasing power, the following research questions were developed to test the 

research objectives. 
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1. How do female tweens perceive certain retailers?

2. Do female tweens shop at retailers to whom they relate?

3. Do female tweens shop at retailers to whom they feel exemplifies desirable

characteristics? 

4. Do female tweens feel positively or negatively based upon these perceived

characteristics? 

Research Design 

In this section, the description of the testing site for the focus groups is 

explained. The process of how data is collected, transcribed and used to support 

research questions is clarified. Lastly, the limitations for the study are explored.  

Description of the Testing Site 

All of the focus groups were conducted in the Iva Lea Barton Research Suite 

in the Human Sciences building room 501H at Texas Tech University at Texas Tech 

University with campers who attended the 2013 Fashion Camp. Fashion Camp is a 

summer program offered for boys and girls from ages eight to 13. Lesson plans are 

created to teach campers about specific areas in fashion and design. All fashion 

campers were pre-assigned a group name based on age in order to establish smaller 

cohorts to minimize influence of older campers on younger campers and to allow all 

participants to answer as freely as possible. The eight through 10 year old female 

tweens were in the Chanel group, the 11 year old female tweens were in the 

Westwood group and the 12 and 13 year old female tweens were in the Versace 

group. The focus groups were conducted in 2013. The Nutrition, Hospitality and 
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Retail Management Department have hosted Fashion Camp for 6 years.  All Fashion 

Camp events are hosted on the Texas Tech campus in Lubbock, TX. 

Data Collection 

Once focus groups were conducted, the researchers watched the videos and 

took brief notes. The researchers then listened to the three focus groups again  and 

transcribed the conversations verbatim. The transcripts were used to develop 

themes which led to conclusions from this research study. In the methodology 

section, documentation is provided through examples of the participants’ 

statements. The discussion guide focused on the female tweens perceptions of 

specific retailers.    The questions asked in the discussion guided the responses of 

the female tweens. By asking female tweens if they would be friends with the 

retailer if it were a person, their assessment of how the retailer would dress if it 

were a person, and their likelihood of shopping at the same places as the retailer 

would if they were a person enabled the researcher to determine if female tweens 

were likely to shop at retailers the tweens feel best relates to them as individuals. 

This research study also sought to determine if retailers which exemplified 

characteristics female tweens found desirable and if there were positive or negative 

feelings female tweens have towards specific retailers. The themes developed from 

the transcribed data will enable the researcher to accept or reject the four research 

questions. 
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Limitations 

Participants in the three focus groups were ages 8 to 13. Race/ethnicity, 

income level, and participants’ awareness of fashion were not taken into 

consideration. An assumption was formulated participants attending Fashion Camp 

have strong opinions of fashion and specific retailers. The number of retailers  of 

which female tweens are aware was limited due to number. 
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CHAPTER II 

REVIEW OF LITERATURE 

Introduction 

This chapter includes topics explaining female tweens’  perception of retailers 

(retail personality) specifically using focus groups as the method of research. 

Tweens and their purchasing power are discussed, as well as, outside influences on 

their dress and behavior along with today’s strategic marketing stra tegies towards 

tweens. Female tweens are also discussed in more detail as a strong purchasing 

power to which retailers need to market their stores and brands. Brand personality 

is also discussed as a preface to the creation of retail personality. The theor etical 

framework is discussed in the retail personality section. The Brand Identity Prism is 

a hexagonal prism broken into two separate parts with three facets within each part. 

These six facets explain how a consumer purchases a product with specific product 

attributes the consumer desires to have in their self-image or how they want others 

to see them. Focus groups are used in order to better understand how female 

tweens perceive retailers and if female tweens would should at specific retailers. 

Tweens 

The term “tween” was created to pinpoint the age gap between children and 

teenagers (eight-13) in order to become a legitimate marketing segment (Guthrie, 

2005; Kantrowitz, 1999).  Mitchell and Reid-Walsh (2005) describe tweens as a 

term related to young, pre-adolescent and adolescent tweens most often recognized 
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as female. Boys are rarely described as being a part of the tween cohort and are 

marketed for different technologies or video games (Coulter, 2009). 

A stereotype of tweens’ mentality is their desire to grow up as rapidly as 

possible because of the “awkward” age gap in which they reside. They also want to 

be seen as adults in the public eye, yet still desire to play in an imaginary world 

encompassing children’s behavior at home or with their peers (Guthrie, 2005). In 

this twenty-first century, tweens were often left alone to fend for themselves, which 

also enforces the grown up status of tweens (Knowlan, 2012). There is also some 

confusion created between parents who see their tweens as self-reliant and capable 

when in reality they need constant guidance in this critical stage of life (Guthrie, 

2005; Knowlan, 2012; Hymowitz, 1998). 

Tweens today are also very different from tweens in the past. They have been 

exposed to many disturbing situations and social/cultural changes that occurred in 

their lifetime (i.e., Boston Marathon and gay, lesbian and transgender rights) 

(Soltan, 2004). The availability of television, magazines, internet and other social 

media enables tweens to be exposed to and have more access to the world (Solan, 

2004). These societal changes in the lives of the tween segment encourages critical 

thinking which is established from defining what is right and wrong to what is 

fashionable or out-of-style (Solan, 2004). Siegel, Coffey, and Livingston (2001) 

suggest the majority of tweens have three characteristics embedded in them: 

immediate gratification, entitled success, and liberal values (Solan, 2004). These 

characteristics are developed among tweens because of their social advancement 
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and their access to an abundance of resources for information and understanding. 

The accepting nature of the tween segment enables them to also be an exploding 

market in the economic industry. 

Before their acceptance as a viable culture in society, tweens were seen as a 

legitimate group in the economy (Guthrie, 2005). The tween segment in Generation 

Z is an entity of its own, becoming the first group with expansive consumerism at 

early ages. In this century, they have recently been recognized as one of the largest 

existing generations in the world today, inevitably being a power house consuming 

generation (Kantrowitz, 1999; Guthrie, 2005). To clarify, tweens, as a part of 

Generation Z, spend five times the amount of money their parents spent at their age 

(Yarrow & O’Donnell, 2009). In 2005, tweens spent $51 billion dollars, not including 

the billions of dollars their parents spent on them every year (De Mesa, 2005). With 

27 million existing as of 1999, tweens are increasing their popularity with retailers 

and marketers with their large size and purchasing power (Kantrowitz, 1999; 

Guthrie, 2005). In an article by Cohen (1999), research suggested tweens are similar 

to sponges retaining and remembering every little piece of information thrown at 

them. This is encouraging news for marketers who are looking to target tweens to 

purchase their products. 

Tween Marketing Segments 

In previous market plans, tweens were marketed as a mass group or single 

unit. There were two large market groups marketed in the today’s tween age range: 

children and adolescents (Coulter, 2009).  One of the emerging transitions into the 
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twentieth century was the segmentation and creation of smaller niches in marketing 

towards tweens. This strategy allows marketers to provide an intense marketing 

structure catering towards a specific group of tweens (Williamson, 1986).  Children 

and adolescents have transitioned into three specific niches, all with specific ages 

and characteristics within each cohort. These three groups are children, the tween 

and the teen (Coulter, 2009).  With these three similar yet vastly different cohorts, 

marketers have to create advertisements through many forms of media and 

technology. There are many characteristics children, tweens and teens possess in 

order to be marketed effectively. 

The children, tweens and teens are all full secondary adopters of technology 

and expect to be marketed in the same fashion. Marketers should also realize when 

creating marketing campaigns or advertisements these cohorts are the savviest 

brand, trend and popularity indicators of the existing world. Children, tweens and 

teens have moved not only from fashion, food, and music but more to expensive and 

adult-type items such as cars, hotels, etc. (Schor, 2004). Marketers have begun to 

create marketing strategies similar to adults because of the child, tween and teen 

market understanding the value of the dollar as well as consumer more “adult-like” 

items (Lynn, 2002; Marquis, 1994). Generally, the children, tweens and teens are 

anxious to be accepted, crave independence and feel they are too old for “typical” 

products previously and traditionally in their age range (Phillips, 1999; Hall, 1987). 

Auty and Elliot (2001) found this specific group of cohorts care more about what 

their peers think about them rather than focusing on expressing themselves. The 
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three age cohorts have grown up learning to consume in a sophisticated and 

independent manner and it is crucial for marketers to understand how to cater and 

create marketing strategies towards these cohorts (Fry, 2000; Schor, 2004). 

 Tweens’ Shopping Behavior Influences 

While understanding their age cohorts, it is important to understand the 

impact from peer pressure tweens feel when choosing how to dress or choosing a 

self-image they will embody. There are many types of pressure in today’s world for 

tweens, including peers their age, their parents and social media. An existing 

argument discusses whether peers, parents or social media has a greater impact on 

the tween (Biddle, Bank, & Marlin, 1980). 

Tweens are growing up in a digital world where influence is all around them. 

They have capabilities to reach out to their peers easily and are able to exchange 

opinions and thoughts freely. With this growing way of life comes tweens needing 

acceptance from their peers. The culture norm is to seek the approval and form 

relationships with the “right” crowd of their peers (Batra, Kahle, Rose & Shoham, 

1994). Francis (1992) discusses how tweens rely on their clothing to allow them to 

be accepted into their social groups, the opposite result being clothing deprivation. 

Throughout the twentieth and twenty-first centuries, the traditional family 

dynamic has changed immensely, involving two working parents in a household. It 

is also not unusual to see families headed by one parent (Miller, 1994). With these 

increasing numbers, the chores previously completed by the parents has funneled 

down to tweens. This responsibility handed down to tweens has awarded the 
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tweens more freedom to consume, ultimately giving them strong purchasing power 

(Cuneo, 1989; McLaughlin, 1991; Miller, 1994; Rickard, 1994). With this freedom 

comes parents’ expectation for their tweens to behave as grownups. Tweens 

interact with their parents, viewing them as models for behavior and dress, 

eventually mimicking those characteristics including clothing choice. Tweens have 

historically learned their consumer skills and behavior from their parents, learning 

to purchase items at an early age (Lachance, Beaudoin, & Robitaille, 2003). 

Technology, magazines, television and other types of social media plays a 

large role in the lives of tweens. Social media has the capability to seduce consumers 

into wanting a specific product, brand and other preferences (Lachance  et al. 2003). 

Social media is the primary source in retrieving data or information from a scope of 

subjects. With this power, social media sources are able to shape and form 

information into beneficial data helping them reach tweens with a specific message 

(Lloyd, 2002). This trickles down into clothing preferences considered “in style” 

directly effecting tweens and the clothing choices they make. Despite the influence 

of specific social media resources (television, music, etc.) an overall agreement 

exists supporting mass media’s involvement in the development of children, teens 

and tweens (Caplow & Merton, 1991; Singer & Singer, 2001). 

All of these influences have a significant impact on tweens along with the 

imaginary “line” of transcendence from adolescence into adulthood (Hill, 2011).  In 

order to market effectively to tweens, it is important to understand the struggle and 

cater towards their needs as a Tween of the twenty-first century. 
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Female Tweens 

When discussing tweens in general, it has become a cultural norm to refer to 

tweens primarily as female rather male Marketers have developed this term 

specifically for females because of their struggle with the immediate transition from 

childhood to adulthood that has become a social norm for society today (Guthrie, 

2005). As mentioned earlier, there is confusion among female tweens’ and their 

struggle between the realms of childhood and young adulthood (teenager). Female 

tweens feel pressure as well as desire to purchase the products embodying who 

they are a young woman, increasing their femininity (Hill, 2011). This pressure 

comes from parents as well as peers in their groups.  At increasingly earlier ages, 

girls are forced to comply with the social norm of maturing and becoming young 

ladies (Guthrie, 2005). It has become status quo for female tweens to leave their 

tomboy lifestyle of ponytails and tennis shoes and transition into make-up, dresses 

and poise (Guthrie, 2005). With this transition, it is imperative for female tweens to 

not only wear the accepted clothing of their peers, but to wear the accepted clothing 

from the accepted retailer. If their “look” is not accepted by their peers as well as 

other generations or groups, the outcomes or judgments are fierce. Therefore, the 

clothing female tweens choose to wear is imperative to them in establishing a self-

image others deem as appropriate. Female tweens want to be independent, yet 

desire to be dependent within a specific peer group or style tribe (Knowlan, 2012). 

A style tribe is a group of individuals who come together with the same personality 

and demographic characteristics who share similar beliefs (Brannon, 2010). There 
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is an extreme pressure for female tweens to adhere to perfect attire as well as 

portraying the right attitude and self-image. 

All of the pressures weighing on them, the female tween segment is ready to 

shop and purchase many items at the “right” retailers  who embody the 

characteristics they need to be accepted into their social culture. The female tweens 

want the brands retailers have who they feel exemplify characteristics they can 

relate to and they feel they can create a suitable identity with. Tweens are an 

important group to understand and must be separated between male and female 

tweens due to their vastly different roles expected of them from society. 

Brand Personality 

Brand personality has been researched by marketers for decades to 

understand how and why consumers purchase products. This concept of brand 

personality has been researched specifically with how brand personality a ffects a 

consumer’s self, their ideal self and how consumers use specific brands (Belk, 1988; 

Malhotra, 1988; Klein, Klein, & Kernan, 1993). This concept comes from psychology 

explaining observers giving meaning to daily situations or occurrences. In 

consumer-related research, this would mean ordinary people giving products or 

specifically brands humanistic characteristics (Allen & Olson, 1995). The very 

definition of brand personality is assigning humanistic characteristics to a brand 

(Aaker, 1995). Symbolically assigning humanistic characteristics to brands has been 

proven legitimate because consumers can see brands as living entities with specific 

personalities varying on the brand (Keller, 1993; Gilmore, 1919). 
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For example, the 2013 Pepsi television commercials displays celebrity singer 

Beyonce Knowles dancing around in a scantily clad outfit while drinking Pepsi. This 

immediately sends a message to viewers seeing this commercial only attractive, 

sexy, and outgoing people drink Pepsi. Consumers either (1) relate to this 

commercial because they feel the same way when they drink Pepsi, (2) do not care 

for Pepsi because they do not want to be perceived this way or (3) purchase Pepsi 

products because they want others to portray them as embodying the same 

characteristics Pepsi has in this particular commercial. As the above example 

suggests, this creates an active entity coinciding with the relationship of the 

consumer and of the brand (Aaker & Fournier, 1995). Beyonce Knowles created a 

personality for Pepsi that consumers could easily (1) relate to or (2) aspire to be like 

Pepsi (Kim, Han, & Park, 2001). This also enables marketers to understand how 

different brands fit into specific categories within a retailer (Halliday, 1996). 

This knowledge goes beyond the basics of advertising and product 

categorization and delves deeper into how a consumer perceives a retailer and 

brand and if consumers react positively or negatively to a retailer . The consumer 

could relate to a brand so intently they begin to see characteristics of the brand and 

desire to have those same characteristics in their self-image (Kim, Han, & Park, 

2001). Many studies validate retailers could be personified with human 

characteristics and personality traits (Azoulay & Kapferer, 2003). 



 Texas Tech University, Halie K. David, December 2013 

16 

Dimensions of Brand Personality 

A study conducted by Aaker (1995) created a framework for Dimensions of 

Brand Personality using Brand Groups containing products with one of the 

following characteristics: symbolic, utilitarian, symbolic and utilitarian. From these 

Brand Groups, Aaker (1995) discovered five key dimensions to brand personality 

whom consumers relate specific products to. Figure 1 displays the Dimensions of 

Brand Personality framework. A study by Kim, Han, and Park (2001) conducted a 

study from Aaker’s Brand Personality framework furthering discovering consumer’s 

brand loyalty is directly affected by the brand’s personality. 

Figure 1: Dimensions of Brand Personality (Aaker, 1995). 

Although brand personality has gone under scrutiny due to the lack of 

measurement and statistical data provided, evidence suggests there are valid 

reasons to associate characteristics of human beings to brands. Many ethnicities, 

generations and marketing segments have little research in aspects of brand 

personality (Aaker, 1995; Biel, 1993; Azoulay & Kapferer, 1997; Kim, Han, & Park, 

2001). Despite the small segments researched regarding brand personality, many 

studies prove brand personality has a direct impact on consumers. 

In a study conducted by Biel, (1993) his hypothesis was tested and 

supported stating the stronger the personality of a specific brands created by 
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consumers, the stronger the consumption and usage of the brand (Aaker, 1995). 

Another study tested and supported was Sirgy’s (1982) research supporting his 

hypothesis there is a strong correlation between self-concept and brands used 

rather than self-concept and brands not used (Aaker, 1995). 

With the knowledge brands can be perceived with human characteristics and 

can be marketed accordingly has created explorations of personifying retailers. 

They have found establishing humanistic characteristics to retailers provides a 

concrete idea of how consumers perceive brands, and further, retailers (Azoulay & 

Kapferer, 2003). Brand personality created a distinctive dimension within self-

identity when consumers are shopping for specific products. Retail personality also 

creates a dimension within self-identity helping marketers decipher what their 

specific retailer means personally to consumers. 

Retail Personality 

Beyond brand personality, focus groups have been conducted to personify a 

retailer and give the retailer a certain personality and characteristic, legitimizing 

retail personality (Wesley et al., 2006). As early as 1958, research has been 

concluded consumers do not shop to only find the greatest deals and price cuts but 

also to find a sense of self identity in the brands relatable to them (Martineau, 

1958). A study by Donovan and Rossiter (1982) suggested feelings can be created 

about brands and products while in the grocery store, developing positive or 

negative feelings towards a particular store or environment. More importantly, the 

consumer will go to retailers carrying brands paralleling their desired ideal selves 
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(Martineau, 1958). In a study by Martineau, (1958) he asked women why they 

shopped in specific grocery stores. He discovered women do not shop at certain 

grocery stores to find great price, but find a sense of ownership in the grocery store 

(Martineau, 1958). Women in the grocery store referred to “their store” which they 

felt embodied the aesthetic qualities they wanted in a grocery store (Martineau, 

1958; Russell & Pratt, 1980). The women also shopped at specific grocery stores 

because they felt the brands in the store ultimately exemplified the image the wish 

to portray to others (Martineau, 1958). 

 Kapferer (1997) created a Brand Identity Prism visually explaining the 

relationship between consumers, brands, and consumers’ perception of brands 

displayed in Figure 2 (Kapferer, 1997). Azoulay and Kapferer (2003) believed there 

were more dimensions necessary to determine brand personality. 

Figure 2: Kapferer’s (1997) Brand Identity Prism 
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The Brand Identity Prism is a hexagonal prism divided into two separate 

parts with three facets within in each part. The left side of the prism shows social 

facets, which are the physical, the relationship and the reflection the consumer has 

of the product. The right side of the prism displays the incorporated facets, 

consisting of the personality, the cultural values and the self-image or consumer 

mentalisation. These facets work together to create a long lasting identity 

specifically to a brand. When a consumer is looking at specific products, the 

consumer takes notice of the brand’s product attributes and brand per sonality. The 

brand personality begins to shape how the consumer wants to be perceived while 

simultaneously developing a self-image with the product. This supports the idea 

consumers develop a self-identity through the products they purchase. These facets 

are found in this specific study by asking female tweens to personify specific 

retailers in order to understand how they feel about these retailers (Wesley et al. , 

2006). With the intention of filling the above gaps in the research of female tween 

consumerism, the Brand Identity Prism supports the idea the stronger the relation 

the consumer makes to the product the more likely the consumer will purchase the 

product. This model will be the main theoretical framework of this study used to see 

female tweens’ perception of retailers. 

Other studies were conducted involving the Brand Identity Prism yet many 

gaps were revealed (Wesley et al., 2006). In a study by Wesley, Fowler and Vazquez, 

(2006) small samples of specific ethnic groups were evaluated through retail 

personality, yet female tweens perceptions of retailers as a human being remain 
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unknown. Martineau’s (1958) only asked women who shopped in specific grocery 

stores to personify a retailer, leaving many markets unidentified. This study will ask 

probing questions to female consumers relating to the above mentioned facets in 

the Brand Identity Prism discussed in the Review of Literature in order to 

understand how female tweens view retailers as well as their likelihood to relate to 

the retailer. This will eventually lead to female tweens purchasing the product(s) 

the retailer is selling.  

Information regarding female tweens and their purchasing habits and 

behavior is lacking. Since tweens are the group before teenage adolescents and vary 

in their different preferences of consumerism, their strong purchasing power needs 

to be categorized and researched so they are marketed successfully.  

Using Focus Groups as a Preferred Research Method 

Focus groups are conducted in order to generate conversation between 

participants, rather than interviewing people individually (Kitzinger, 1995). Focus 

groups provide qualitative data observing feelings, emotions, and reactions face -to-

face whereas quantitative data cannot provide these important cues (Sommer & 

Sommer, 1992). The idea is the ideas and feelings of one individual will encourage 

conversation among participants, discovering information not accessible in an 

individual interview (Kitzinger, 1995). When conducting focus groups with female 

tweens, it is imperative to prepare for all possible situations occurring before, 

during and after the focus group (Krueger & Casey, 2008).  
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Prior to conducting any research or focus groups, the observer must receive 

proper consent and assent (for this study, refer to Appendices A & B). When 

working with underage tweens in research methods it is imperative participants 

and legal guardians are aware of the reasons of the methodology, the questions 

asked, and the right to leave from the focus group if they feel inclined (Sommer & 

Sommer, 1992; Krueger & Casey, 2008) 

The most imperative area of research for receiving full feedback from tweens 

is making sure they are comfortable with whom they are speaking to/with and they 

are in a comfortable environment (Krueger & Casey, 2008). It is important for the 

researcher to choose a moderator who understands tweens and their behaviors 

(Krueger & Casey, 2008). In this particular situation, the moderator would need to 

be regularly exposed to tweens and understand their social, physical, and mental 

situations. They must also understand how and why tweens react to certain 

situations differently than a different generation or group might react. They must 

also be aware of how they present themselves while in focus group and have 

experienced the focus group setting prior (Sommer & Sommer, 1992). The 

moderator can be the primary investigator, yet another member of the research 

team would deem equally fit if they fell under the above qualifications (Morrison, 

1997). Another important aspect of selecting a moderator is making sure the 

moderator understands the research being conducted on some level. This will give 

them the ability to probe participants for further answers during the focus group to 

help the observer find the answers they are looking for (Krueger  & Casey, 2008). 
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This will enable the moderator to both connect with tween participants on a 

comfortable level while finding the answers the researcher is looking for. 

Creation of a safe and casual environment is vital for conducting a successful 

focus group with female tweens (Krueger & Casey, 2008). When in a focus group 

setting, it is best to designate an environment where participants may sit and move 

freely (Sommer & Sommer, 1992). Younger participants may feel more comfortable 

sitting on the floor where they can be comfortable and stretch out (Krueger & Casey, 

2008). While participants are relaxing in chairs or on the floor, food provided by the 

research team also allows participants to feel comfortable where a safe environment 

is created (Sommer & Sommer, 1992; Krueger & Casey, 2008). This also allows the 

moderator to begin the session without the participants realizing by breaking the 

ice and casually talking about subjects the participants find interesting. This will 

then open communication among the participants and the moderator where 

everyone is sharing their opinions. 

While probing female tweens in a focus group, it is important to understand 

their social norms. It is best to avoid cliques or students who are peers with one 

another and close friends (Krueger & Casey, 2008). From previous studies, it is 

recommended to find homogeneity in focus groups, making sure participants in 

each group are mere strangers and do not know one another (Kitzinger, 1995). This 

also helps to avoid letting a leader of the clique answer all of the questions and 

influence the way followers of the group answer questions (Krueger & Casey, 2008). 

It is important for participants, especially female tweens in a fragile maturing stage 
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of life, to express themselves freely and be able to answer questions in their own 

words, free of judgment from others (Sommer & Sommer, 1992). 

Focus groups are a great tool to conduct research where answers are not 

provided for participants, as in quantitative data, but enable the participants  to 

freely share their opinions about a wide scope of issues and topics. Focus groups are 

analyzed in a process called transcribing, where the researcher listens and watches 

the session many times, followed by typing the complete discussion. This gives the  

researcher a complete understanding of the focus groups conducted and the data 

collected (Fade, 2004). 

Summary 

The tween, specifically the female tween, generation was discussed in order 

to define the tween group in terms of age range, self-image desires and fashion 

sense. Brand personality was also discussed to create a basis for finding the 

dimensions of brand personality and the importance of consumers giving brands 

humanistic characteristics. The importance of retail personality and the facets 

discussed in the Brand Identity Prism will vastly improve marketer’s understanding 

of female tweens’ perception of specific retailers. Focus groups were clearly defined 

and also discussed to show relevance to this study. 
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CHAPTER III 

METHODS AND PROCEDURES 

Introduction 

The following topics are discussed in this chapter: research method, 

recruitment of participants, location for research study, demographics of 

participants, information regarding the moderator and observer, instruments used 

in the research study, recording and videotaping of data, and the research study 

pilot test. 

The purpose of this study is to understand how female tweens perceive 

specific retailers and how this personification shows female tweens’ ability or desire 

to relate to certain retailers and their positive or negative thoughts towards 

retailers. It is important to receive quality feedback from tweens and understand 

how they perceive retailers in order to help marketers target towards female 

tweens. Female tweens are a part of a large segment within Generation Z and are a 

strong purchasing power. 

Research Objectives 

There are four research objectives for this study: 

1. To determine how female tweens perceive retailers when asked to give

retailers human characteristics. 

2. To determine how female tweens decide where to purchase their products.

3. To determine the female tweens’ willingness to shop at specific retailers
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4. To determine if female tween’s seek products who will exemplify their

desired self-image 

Research Questions 

With knowledge of brand personality, retail personality, and tweens’ 

purchasing power, the following research questions were developed to test the 

research objectives. 

1. How do female tweens perceive certain retailers?

2. Do female tweens shop at retailers to whom they relate?

3. Do female tweens shop at retailers to whom they feel exemplifies desirable

characteristics? 

4. Do female tweens feel positively or negatively based upon these perceived

characteristics? 

Research Method 

The study included three focus groups divided into more specific age cohorts. 

All participants were born from 2000 to 2005. Group one consisted of five eight to 

10 year old females. Group two consisted of six 11 year old females. Group three 

consisted of six 12 and 13 year old females. Groups were divided by close age 

groups in order to prevent peer pressure from older peers and to reduce shyness or 

unwillingness to share or participate in the focus group. Groups were limited to six 

to eight participants in order to control and manage the focus groups effectively. In 

total, the sample for this study consisted of 17 participants. 
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Recruitment 

Campers attending the 2013 Fashion Camp were invited to participate in the 

study. Texas Tech University Fashion Camp is hosted by the Department of 

Nutrition, Hospitality, and Retail Management. Parents were contacted and asked to 

sign all consent forms (Appendix C). Campers were then asked to sign the assent 

form from Appendix D. The consent form (Appendix C) for parents and/or 

guardians and the assent form for campers (Appendix D) were approved by the 

Texas Tech University Internal Review Board (Appendix A). There was no 

compensation or payments made to participants. 

All Texas Tech University Fashion Campers are eligible to participate in the 

study. Convenience sampling was used in this study with the use of the Texas Tech 

University Fashion Camp. Texas Tech University only accepts campers who are eight 

to 18, allowing only eight to 13 year old campers to participate in this particular 

study. 

Location 

The focus groups were conducted in Iva Lea Barton Research Suite in the 

Human Sciences Building, room 501H. This is a room designed specifically for 

conducting focus groups with accessibility to audio and recording advantages. The 

Ivy Lea Barton Research Suite allows recording and videotaping for research to be 

transcribed and documented. The study began with the participants and moderator 

sitting around a table with name tables, designated where to sit. This hampered 

cliques forming during the focus groups. 
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Demographics 

Demographically, participants studied were exclusively from all parts of 

Texas including Lubbock, Abilene, Houston, Dallas and other parts in the Texas 

Panhandle. All participants were females between 8 and 18. The participants were 

also assumed to be interested in fashion, having opinions about clothing retailers 

and whether or not they would shop there and why.  

Moderator and Observer 

 The moderator was a graduate student at Texas Tech University in 

Master of Hospitality and Retail Management Program. She has experience with 

qualitative data and has completed courses involving qualitative research. The note 

taker in this study also was an undergraduate student at Texas Tech University as 

well as a graduate student at Texas Tech University in Master of Hospitality and 

Retail Management Program. The observer also had undergraduate and graduate 

classes in qualitative research and observation. Both the moderator and observer 

were resident hall counselors during the camp. They established a rapport with 

students as soon as the campers registered. 

Instrument 

The discussion guide the moderator used was created to relate to tweens 

(Appendix E). This discussion guide was used from previous studies that created 

discussion guides based on the Hardwick Research case study specifically focusing 

on Identification, Segmentation, Perceptions and Preferences (Wesley et al. , 2006). 

Words and examples were carefully considered to better help tweens understand 
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questions asked of them. Open-ended questions were developed in order to 

sufficiently probe the participants to answer each question to its fullest. This study 

focuses on how female tweens perceive specific retailers as well as their ability to 

relate to those retailers and their feelings (positive or negative) towards the 

retailers. 

Recording 

The three focus groups were both recorded and videotaped in order to let the 

researcher accurately transcribe the data. Confidentiality was promised 

(Appendices C and D) to participants. The note taker was in the corner of the room 

where participants could see them but were not bothered by the note taker’s 

presence while focus groups were conducted. 

Pilot Testing 

The observer conducted a pilot test with the first draft of the discussion 

guide with undergraduate students in the Retail Management program at Texas 

Tech University. After the pilot test, the researcher met with her committee to 

discuss positive alterations needed in order to enhance the discussion guide. These 

changes included altering wording to language which is more familiar to female 

tweens, changing retailers to those focused on marketing to tweens and teens, and 

addition to specific questions to further probe the participants. 

Summary 

The chapter discussed the statement of the study and the justification for the 

research conducted in the form of three focus groups. The rest of the topics were 



 Texas Tech University, Halie K. David, December 2013 

29 

also discussed: research method, recruitment of participants, location for research 

study, demographics of participants, information regarding the moderator and 

observer, instruments used in the research study, recording and videotaping of data, 

and the research study pilot test. 
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CHAPTER IV 

ANALYSIS 

Introduction 

Prior to the focus groups conducted, the researcher reviewed the 

descriptions provided by each retailer on the retailers’ websites discussed in this 

study. The purpose of reviewing each of the retailers’ descriptions was to develop a 

comparison of female tween’s perception of retailers and the retailers’ stated 

description. Below are the following mission statements and target market of each 

retailer. 

Justice 

“Every wonder what Being Tween is all about? It’s about celebrating the fun 

and adventures of life during the ages of 7 to 12 –the tween years. It’s hot fashions. 

Cool prices. And extraordinary customer experiences. Justice stores and Brothers 

online are at the forefront of tween fashion across the country and around the 

globe” (Tween Brands, 2013). 

Claire’s 

“Claire’s Stores, Inc. is one of the world’s leading specialty retailers of 

fashionable jewelry and accessories for young women, teens, tweens and kids. Our 

vision is to inspire girls and women around the world to become their best selves by 

providing products and experiences that empower them to express their own 

unique individual styles…Claire’s has universal appeal to teens, pre-teens and 

kids…We believe Claire’s represents a “Girl’s Best Friend” and a favorite shopping 
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destination for teens, tweens, and kids. Claire’s target customer is a girl between 3 -

18 years old with a particular focus on a core demographic of girls between 10-14 

years old” (CBI Distributing Corporation, 2012). 

Target 

“It’s our belief that great design is fun, energetic, surprising and smart—and 

it should be accessible and affordable for everyone. When we talk about our 

dedication to good design, we don’t just mean how something looks, but also how it 

satisfies a need, how it simplifies your life, and how it makes you feel” (Target, 

2013). 

Forever 21 

“Celebrated by many style conscious and trend-savvy shoppers, Forever 21 

has quickly become the source for the most current fashions at the greatest value. 

Forever 21 is growing quickly, featuring new and exciting store environments, a 

constant flow of fun and creative clothing designs and the accessories to make your 

look come together at the right price. A phenomenon in the fashion world, Forever 

21 provides shoppers with an unprecedented selection of today’s fashions, always 

changing and always in style” (Forever 21, 2013). 

Data Analysis 

The focus group data were analyzed by listening to the focus groups and 

transcribing the conversations held in the three focus groups. The two researchers 

independently read the transcripts and identified all of the major themes.  Major 

themes were then found and grouped together, signified by color coding. After both 



 Texas Tech University, Halie K. David, December 2013 

32 

researchers analyzed the transcripts, the researchers compared their findings. 

During the focus groups, the moderator presented four different retailers based 

upon the participants’ stated preferences, and then participants answered questions 

framed accordingly. All of the commentaries below are from the transcripts were 

un-edited from the original statements of participants. All participants were 

assigned a pseudonym. 

Female tween participants were asked to personify four retailers: Justice, 

Claire’s, Target and Forever 21. They were asked questions such as the retailers’ 

gender, age, style, and the female tweens were asked if they would be friends with 

the personified retailers and if they would choose to shop with the personified 

retailers. The moderator began each discussion saying “so now that we’ve all gone 

around and shared a little bit we’re going to now pretend like different stores are 

actual human beings.” The first question asked about each retailer was their gender 

followed by their reasoning. 

Throughout the focus groups, five major themes within the research 

questions and focus groups were identified. The following are the research 

questions with related quotations from focus group participants. The theoretical 

framework used was based off of Kapferer’s Brand Identity Prism (1997) where the 

consumer forms a picture of a brand focusing on important factors and attributes, 

reflecting on how the brand wants to be perceived and if their desired perception 

correlates with the consumer’s self-image, ultimately creating a personality for the 
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brand (Figure 3). For the purpose of this study, consumers are asked to form a 

picture of certain retailer and assign retailers human characteristics. 

Figure 3: Kapferer’s Brand Identity Prism (1997) 

Analysis 

Research Question 1. How do female tweens perceive certain retailers? 

Theme 1. Female tweens’ personify retailers with existing people 

Tweens were found to be very opinionated when sharing their views about 

specific retailers. Tweens compared the retailer’s personality to their own in order 

to form opinions about the retailers. Their comparison of personalities identified 

their ability or inability to relate to a retailer. Female tweens also personified the 

retailers as having their own opinions about dress and style. 
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A major theme throughout the focus groups was the female tweens’ ability to 

not only personify retailers with a certain look, but to also incorporate the retailers’ 

personality with someone they may already know. They related retailers to people 

in their lives’ whom they felt exemplified characteristics the retailer would have. For 

example, if the female tweens did not think a retailer would be fashionable, they 

thought of a person at their school who copies their outfits and tries to have the 

same style as the female tweens. Participants were asked many questions to help 

form a personality for each retailer as if they were a human being. During the focus 

groups, participants would discuss the retailers as if they were conversing with the 

retailer as if they knew them well. A topic brought up in each focus group was how 

the participants would feel if the retailers did not care for their outfits. Many 

different opinions were given followed by a specific conversation they would have 

with the retailer. One female tween talks about how she would tell the retailer she 

likes her style and would not change it for anyone. Other participants describe 

Justice as “bouncy and annoying” because of how immature they act. They  described 

certain situations in which the retailer would bother them. The three focus groups 

were asked about the following retailers: Forever 21, Justice, Claire’s and Target. 

The following conversations were transcribed about each retailer. The names in  the 

dialog boxes have been changed in order to protect the participants’ privacy and 

keep their identities confidential. 
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Justice 

Moderator: Words to describe Justice? 
Jane (13): Immature, full of themselves 
Isla (12): Bright, rude, dramatic, disappointing 
All (12-13): Too girly! 
Moderator: Would y’all be friends with them? Why?  
Katherine (13): No, because they’d be really rude and stuck up and self-absorbed 
and really young. You would only see them in one style 

Claire’s 

Moderator: If Claire’s didn’t like the way you dressed and she told you, how would 
you feel? 
Diana (11): It would only hurt my feelings for just a little bit. I’d tell her “I like my 
style; you shouldn’t be telling me this!  
Elizabeth (11): If I go to school and she made fun of me and tried to make me look 
bad then it would hurt me  a little bit, but then I’d stand up to her.  
Moderator: Would you be friends with Claire’s?  
Isla (12): Claire’s is someone that is in a lower grade that you say hi to be nice. They 
wouldn’t be in my age group. Claire’s is like hey I want to make you my friend 
because you’re cool and you’ll make me popular, but you never really are friends.  

Target 

Moderator: Would you care if [Target] didn’t like your outfit?  
Opal (10): Sort of, I mean I am basing it off of my friend Allie, we had a big fight this 
year. She is trying to be like me and she’s buying the same things as me and copying 
me. It makes me feel like she’s trying to be my twin and she won’t just let me be me. 
I would say thanks but I wouldn’t take advice from them. It would just sort of hurt 
my feelings if they got the same outfit as me 
Moderator: Would Target be a friend that you would want to go with you shopping?  
Penelope (10): Well, it depends if we shopped all day and where we went. If we 
were going to different places and we were shopping all day I wouldn’t ask Target 
because they have a different style but also I wouldn’t want Target to come shop 
with me because I wouldn’t want to buy a bunch of stuff I didn’t like  

Forever 21 

Moderator: So would you all want to know or care what Forever 21 thought about 
your clothing? 
Hermione (12): Yes. Some friends don’t tell you what they really think of your outfit 
and so I would want to know what Forever 21 really thought. 
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Theme 2. Female tweens personify retailers who have opinions 

As discussed above, the female tweens were asked whether or not they 

would be friends with a retailer if they were a human being. This also connected to 

how the tweens felt they could relate to the retailer if they were a human being. 

Factors such as the tweens idea of how the retailer dresses, how they behave in 

school and their overall personality had a direct effect on whether or not the tweens 

would shop at the retailers. If the tweens did not feel they would relate to the 

retailer nor be friends with the retailer, they are not likely to shop at the retailer. 

Tweens were asked if they would choose to shop with the retailer after school and 

different answers were given based on if they thought the retailer would be a 

fashionable human being and whether or not they could see the retailer as a friend. 

Female tweens also personified retailers as human beings with opinions: similar 

and dissimilar than the participants. 

Another theme throughout the focus groups was participants explaining 

opinions retailers had about the female tweens’ style or clothing choices. Some 

participants discussed Claire’s as overly opinionated while some female tweens 

found Forever 21 to have the right amount of input for their style. Some female 

tweens showed a form of trust, allowing the retailer to alter or adjust what they 

were wearing. 
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Justice 

Moderator: Would you care about [Justice’s] opinion of your outfit?  
Nancy (10): I guess, if I need to tweak it or if there is something I would think ‘ yeah 
I might change it’ but if it’s not totally me I wouldn’t change it. 
Mary (8): I would follow their fashion advice because they have really good fashion 
sense. If I don’t like the outfit, I still want her advice whether or not I should keep 
[the outfit]. I would be open to her ideas. 
Moderator: How would you feel if Justice didn’t like your outfit? Would it hurt your 
feelings? 
Isla (12): I would be glad to know I am not wearing the same thing as them. 
Lily (13): I would ignore them; I would not talk to them.  

Claire’s 

Moderator: If Claire’s didn’t like the way you dressed and she told you, how would 
you feel? 
Carmella (11): At school, I wear different stuff a lot, to mix it up, mix and match 
outfits, if she were to come and tell me, I wouldn’t care because people like my style 
and it wouldn’t bother me that much. 
Elizabeth (11): I don’t really care about people’s opinions except my moms.  
Fiona (11): I really don’t care, no. 
Moderator: How would you feel if Claire’s didn’t like your outfit?  
Nancy (10): Not upset really because I’m more like normal, cute clothes and they are 
more like reality clothes with lots of bling so I wouldn’t really care.  
Opal (10): I wouldn’t really care because Claire’s doesn’t have a lot of fashion sense.  
Penelope (10): I think they’re an older  person so it wouldn’t really get me down but 
I would really like it if they did because they’re a little older.  

Target 

Moderator: Would you care if [Target] didn’t like your outfit?  
Penelope (10): It wouldn’t matter to me if it was something I liked. I don’t like to be 
copied but when I am copied I like it because I know they like it. It’s a compliment.  
Ronnie (8): No because they’re just telling me what they like and don’t like. Yeah 
when they’re not there you can wear it, but hide it from them.  

Forever 21 

Moderator: What if [Forever 21] were to say “I don’t like your outfit?”  
Katherine (13): Okay! I will go change! 
Jane (13): Do you have an extra outfit? 
Isla (12): Can we swop outfits? 
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Research Question 2. Do female tweens shop at retailers to whom they relate? 

Theme 3. Dress as an outward expression of personality 

The tweens in the three focus groups were asked questions about their 

relationship with retailers as if the retailers were human beings, more specifically, if 

they would be acquaintances, best friends of not friends at all. This is also rooted to 

the question of they liked how the retailer would dress if they were a person. A 

connection was made between how tweens felt about the retailer’s style as a human 

being and whether or not they would be friends with the retailer.  

 During the focus groups, participants discussed how clothing and style can 

stereotype a certain personality. Female tweens discussed how clothing can 

strongly suggest how a person acts. When female tweens personified each retailer, 

the female tweens’ opinion of their dress also reflected in the retailer’s personality.  

Justice 

Moderator: Do you think Justice would be a male or female 
All (11): Female! 
Fiona (11): It’s all pink and purple and girly!  
Diana (11): 15 year olds wouldn’t wear that stuff 
Fiona (11): It’d say a lot about her attitude and how she acts and her style and it’d 
bring out the inside of her that no one can see 
Moderator: You think their age depends on whether or not they would wear it?  
All (11): Yes 
Moderator: If Justice were a person would they be male or female and what age 
would they be? 
Nancy (10): 6 through 12 because some of the stuff can be too young for me, so the 
majority is for younger girls but they do have things for older girls. At my age, I 
prefer to not have some of those things on my shirts. 
Moderator: If Justice were a person, would you like the way he or she dresses? 
Opal (10): I would like it but they have a few things I don’t love like camo[flauge] but 
other than that I would like them. 
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Mary (8): They would have a lot of fashion sense, I like their shorts. 

Claire’s 

Isla (12): I don’t shop at Claire’s because it is too young. I go to the Icing because 
they have stuff for me and for even older girls. 
Moderator: Would you be friends with Claire’s? 
Hermione (12): Probably not best friends, maybe I don’t know. Some of their stuff is 
kind of cute. 
Ginger (12): They have more of the anime stuff and I’m not into that, so probably 
wouldn’t be friends. 
Katherine (13): Maybe a little bit, she’d be the cute little girl I used to babysit. 

Target 

Moderator: Do you like the way Target dresses? 
Lily (13): It kind of reminds me of a stay-at-home mom look. I would kind of like it I 
guess 
Moderator: Do you think you would be really good friends with Target?  
Jane (13): They would be one of my friends, kind of, I would talk to them. I wouldn’t 
be best friends with them. I mean, that really isn’t my style. 
Moderator: Do you think you would or would not be friends with Target based on 
what they were wearing? 
Fiona (11): You can tell a lot by what people wear. Like if they wore Goth clothes 
you know now the hang around them. A certain personality goes with how they 
dress. 
Elizabeth (11): I wouldn’t judge a book by it’s over because if they are too stiff or 
jumpy then there is something they are trying to hide. There is more to someone 
than what they wear.  
Moderator: Does it matter what your friends wear? 
Isla (12): It’d be one of those friends that is the last resort to hang with. For me, 
what you wear is what your personality shows. If it was a person I guess I’d be 
friends with them, but it’s not really how I roll. 
Moderator: Do you think what you wear reflects your personality?  
All (12-13): Yes. 
Jane (13): Their style reflects their personality. 

Forever 21 

Moderator: Do you think Forever 21 would be a good or a bad student? What 
attributes would they have to be a good or bad student? 
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Isla (12): They’d be a lot of different things. Forever 21 would have so many 
different personalities. Someone would be a different person depending on what 
they’re wearing.  
Moderator: Would Forever 21 be someone you would want to take shopping?  
Jane (13): They would be fun, look at the clothes that they wear.  
Isla (12): Clothes show your personality and Forever 21 has a really good 
personality. 
 

Research Question 3. Do female tweens shop at retailers to whom they feel 

exemplifies desirable characteristics? 

Theme 4. Female tweens’ connection to retailers and age appropriation  

Themes throughout the focus groups including the tweens assigning an age 

to retailers and based their ability to relate to the retailer on the age assigned. A 

female tween describing Justice said she would not be friends with her because 

Justice would be too young to hang out with her. Female tweens felt they could trust 

a retailer if they could relate to the retailer on an age level.  

Justice 

Moderator: How old do you think Justice would be if they were a female?  
Diana (11): I’d say around 12, 13 maybe. 
Carmella (11): The range is from five to 11 or 12. 
Diana (11): 15 year olds wouldn’t wear that stuff. 
Moderator: You think their age depending on if they would wear it or not?  
All (11): Yes 
Moderator: Would y’all be friends with Justice?  
Fiona (11): Maybe, she might be my babysitter because she is 18. 
Moderator: How old [is Justice]? 
Katherine (13): five to nine because the shirts. There’s not a big range in sizes. They 
have sizes two to 10 and they are all “kiddish” shirts.  
Moderator: If Justice were a person would they be male or female and what age 
would they be? 
Penelope (10): A girl and seven to 13 because they like the style of Justice.  
Opal (10): Seven or eight to 13 or 14 because the sizes work for young kids and 
older kids.  
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Claire’s 

Moderator: So how old do you think Claire’s is?  
Fiona (11): I’d say five because I just think of Claire’s as a younger girl. 
Elizabeth (11): I’d say seven because that is the age you get your ears pierced.  
Carmella (11): I think she is more like eight or nine. I’m 11 and like their stuff but 
they still sell things to little girls around five years old.  

Target 

Moderator: So think of Target clothes. How old do you think Target would be?  
Diana (11): People that like their stuff are probably a little older. 
Moderator: If Target were a person, would they be a girl or a boy and what age 
would they be? 
Ronnie (8): I’d go with a girl because they have lots of purses and accessories and 
bikinis for girls. Target would be about five years old.  
Moderator: If Target were a person, would they be female or male? Why? 
Hermione (12): Male and late 30’s. They have nothing girly. There is too girly and 
then not girly enough.  

Forever 21 

Moderator: How old is Forever 21? Why? Do you think 21 is the right age?  
Hermione (12): Early 20’s because of the name. That is who they are targeting 
towards. 
Isla (12): As young as 12 to late 20’s because they have a range that would work for 
everyone.  

Research Question 4. Do tweens feel positively or negatively based upon these 

perceived characteristics? 

Theme 4. Female tweens connection to retailers and age appropriation 

Throughout the focus groups, tweens were asked to assign an appropriate 

age for each retailer. If there was not compatibility in the “age” of the retailer and 

the age of the tween, the tweens did not see themselves befriending the retailer as 

mentioned in the previous research question. 
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Theme 5. Female tweens’ connections with retailers’ academic and work ethic 

The last theme discovered in the focus groups was the female tweens’ 

response when asked if the retailers would be acceptable or unacceptable students 

in school. Some participants found connections with the actual store and some 

formed their opinion based on adjectives describing the retailers. This question 

triggered a positive or negative response among tweens because of their imme diate 

response to the academic and work ethic of each retailer. 

Justice 

Moderator: Do you think Justice would be a good or bad student in school?  
Mary (8): I would think that they would be a good student because they have a lot of 
friends because they’re fashionable. They might have friends that are really smart. 
Even if they were bad at being a student then they could ask a friend to help them. 
Ronnie (8): A very smart student. Studies every night, doesn’t go to any parties and 
has a good career. 
Opal (10): It’s hard to say. Justice sells school supplies but they might not be devoted 
to their work. They would be good but not super devoted. They would have fun too.  

Claire’s 

Moderator: Do you think [Claire’s] would be a good or bad student in school?  
Fiona (11): Not the perfect student but not the worst. 
Carmella (11): She’d wear a lot of bling and be really nice but might think she is all 
that, like too cool for school! 
Beatrice (11): I think she’d be too talkative for the teachers. 

Target 

Moderator: If Target were a person, do you think you’d be friends with them?  
Mary (8): I would be best friends with Target because some of the stuff I might like 
could help him. If he’s not doing good at math I could help him. No offense to boys 
but I think that girls have more smart brains than boys do. All they care about is 
Pokemon and card games.  
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Forever 21 

Moderator: Do you think Forever 21 would be a good or bad student? What 
attributes would they have to be a good or a bad student? 
Jane (13): In between. I could see Forever 21 being too caught up in her fashion to 
have time to worry about school, unless it was a fashion design class. 

Summary 

This chapter included the analysis method, the themes discovered in the 

focus groups and transcripts and the discussions involving the research questions 

and main themes. The five main themes of this study were the following: 

 Female tweens personifying retailers with existing people

 Dress as an outward expression of personality

 Female tweens personify retailers who have opinions

 Female tweens’ connection to retailers and age appropriation

 Female tweens’ connections with retailers’ academic and work ethic
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CHAPTER V 

DISCUSSION AND IMPLICATIONS 

Introduction 

This chapter will include a conclusions and discussion section following with 

this study’s uniqueness compared to other studies. The five major themes found in 

this study will also be addressed followed by implications for retailers and 

marketers. Lastly, a recommendation for further research has been included. 

Conclusions Found in the Study 

There are many conclusions drawn from this research study. The first 

conclusion is female tweens have strong opinions when personifying retailers. 

There was never an issue for female tweens to focus on a specific retailer and assign 

them human characteristics. Secondly, female tweens assigned characteristics and 

qualities from people they know and associate those towards different retailers. In 

the focus groups, the tweens would talk about retailers as a person and then relate 

the “person” to a friend they have at school or they know in their lives. A third 

conclusion found in this study is female tweens will shop at retailers to whom they 

feel they can relate. Female tweens were asked the age of each retailer and if they 

would choose to take this friend shopping. If they did not think the retailer was in 

their age range and if they would choose not to go shopping with the retailer, they 

ultimately do not feel there is anything for them in that particular retailer. They also 

were asked if they thought each retailer was stylish and their answers also 

correlated with their perception of the retailers’ age and if they would like to go 
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shopping with the retailers. Another conclusion found in the research was most 

female tweens believe clothing is an expression of personality. In the focus groups, 

tweens discussed how people with certain attitudes or characteristics dress a 

certain way. One female tween discussed her opposition to hang with people who 

dressed “Goth,” wearing all black clothing and coloring their hair black. Another 

female tween discussed a retailer saying she believed the retailer had a great 

personality because of how the retailer dressed. 

Discussion 

There were seven topics focused on in the review of literature including 

tweens, tween market segments, tweens’ shopping behavior influences, female 

tweens, brand personality, retail personality and using focus groups as a preferred 

method. After the analysis of data, there were some differences and similarities in 

the literature. An interesting dynamic occurred during the focus groups when 

discussing peer pressure as a factor influencing female tweens clothing decisions 

both supporting and denying the literature (Kantrowitz, 1999; Knowlan, 2012; 

Guthrie, 2005; Solan, 2004). When discussing how the female tweens would feel if 

retailers did not like their outfit, two separate answers were given. Some tweens 

responded to the question saying they would feel a sense of pressure if the retailer 

did not like their outfit and would be willing to change or “tweak” their outfit to 

satisfy the retailer. Other female tweens responded to the question saying they did 

not care about the opinions of the retailer or others in regard to them because they 

see their clothing choices and preferences as a reflection of who they are as a 
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person. Many articles discussed tweens as needing acceptance in their apparel from 

their peers, yet not all female tweens felt this way in the focus groups.   

 Tweens were also able to personify retailers in order to imagine them in 

their minds as people they know in their everyday lives. Kapferer’s (1997) Brand 

Identity Prism shows the incorporated facets, consisting of the personality, the 

cultural values and the self-image. These focus groups showed the facets working 

together in the customers’ (female tweens’) mind to create a long lasting identity 

specifically to a brand. After the feedback from female tweens and their ability to 

personify retailers, it is apparent there is validity to look at specific retaile rs and 

take notice of the retailer’s product attributes and lastly their brand personality 

(Wesley et al., 2006; Kapferer, 1997). The Brand Identity Prism facets were similar 

to how female tweens perceive retailers and the connections and opinions they 

create for each retailer (Kapferer, 1997).  

 There were five major themes from this research study after the data 

analysis. The first significant theme was female tweens personify retailers with 

existing people. Female tweens had the ability to personify a retailer and then give 

specific stories involving the retailer or specific reasons why they feel they would 

behave a certain way. When each retailer was discussed, participants would 

mention people who they thought would wear that particular retailer’s cloth ing and 

would comment on their outfits. The female tweens would develop a person in their 

mind that they already know in their daily lives. The examples they gave were 

situations they had been in previously with people who reminded them of the 
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retailer.  They also would relate the retailer to a certain age group they believe the 

retailer would fall under and would describe people in their lives who reminded 

them of the particular age category. The female tweens were ultimately capable of 

assigning a specific person to a personality. 

The second theme found in the data analysis was female tweens viewing 

dress as an outward expression of personality. In the focus groups, there was a 

debate between the expression of self through clothing and the lack thereof. Some 

female tweens believe they are getting dressed every day and are embodying a 

certain image they desire or they think is the status quo. Other female tweens see 

past the clothing and look at the person for who they are and not what they wear. 

Neither is right or wrong but it is important for marketers to know how their 

specific tween feels about those situations when advertising towards them. 

The third major theme found from the data analysis was female tweens 

personify retailers as having their own opinions. Female tweens wanted the 

opinions of their clothing from the retailers they found fashionable (liked) and did 

not care what retailers they did not find fashionable thought of them. The female 

tweens discussed a conversation they would have with the retailers telling them 

they would make a few changes based on the retailers’ opinions or they did not care 

what they retailers thought of their outfit and would dress how they saw 

appropriate. This also correlated to how they established their relationship with the 

retailers. If they thought they would be friends with the retailers, they cared more 

what the retailer thought of their outfit or were more willing to change a few things. 
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If they did not see themselves being friends with the retailer then they had no 

interest in the retailers’ thoughts on their clothing or style choices. In conclusion, if 

females see retailers as someone they can relate to, (fashion sense, age and type of 

style) they more than likely see themselves being friends with the retailers, and they 

are more willing to accept criticism from the retailer, ultimately trusting the retailer 

to make crucial fashion decisions in the outfits they wear. 

The fourth major theme found from the data analysis was female tweens 

connection to retailers and age appropriation. During the focus groups, female 

tweens were asked to assign a specific age to each retailer. A trend began to emerge 

as the focus groups went on discussing the retailers. If tweens did not feel the 

retailers were in their age group, they (1) did not see themselves choosing to go 

shopping with the retailers, (2) did not see themselves being friends with the 

retailers and (3) did not care what the retailers thought of their clothing. The age 

was an important part in establishing an overall view of each retailer. 

The last major theme found from the data analysis of the focus groups was 

female tweens’ connection with retailers’ academic and work ethic. When asked 

about each retailer’s work ethic, many answers were given. Some tweens would 

relate the retailers’ academic work to whether or not school supplies were sold in 

those stores. Other tweens related personality traits of the retailer to assess the 

retailer’s academic success. 
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Implications 

This study is extremely important to retailers and marketers in order to 

understand how tweens personify retailers and their assessment of the assigned 

personality characteristics. Tweens will shop at retailers who they feel they can 

relate to on a “friend” and age appropriate level. 

An important finding came across in the research beneficial for retailers and 

marketers aiming to target towards female tweens. Through personifying retailers, 

it was found female tweens go through a five step mental process when deciding if 

they are loyal to a retailer. The first step is where the female tweens first perceive 

the retailer naturally either by shopping at the retailer, seeing advertisements or 

both. The second step involves their ability to relate to the retailer. Female tweens 

assess whether the retailer is age appropriate, if the retailer has fashion sense, and if 

the retailer’s style of clothing is desirable. In the third step, if female tweens feel 

they can relate to the retailer, they then establish a relationship with the retailer. In 

the fourth phase, the “friendship” created with the retailer allows the female tweens 

to accept criticism for what they are wearing or how they dress. They desire to 

please their “friend” and want to be accepted by the retailer’s standard. In the last 

phase of female tweens’ mental process, they ultimately trust the retailer, knowing 

the retailer would never lead them astray in the process of shopping or finding 

stylish, fashionable clothing. Figure 4 displays the five step mental process of female 

tweens’ perception of retailers. 
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Figure 4: Five Step Mental Process of Female Tweens’ Perception of Retailers  

A great tool for conducting the focus groups is establishing a rapport and 

relationship with the female tweens, the note taker and the moderator for the focu s 

groups. The moderator and note taker found an ease in establishing a natural 

rapport with the female tweens because the moderator and note taker were 

counselors for the girls at Fashion Camp. There were many hours spent together 

and relationships were created. When focus groups were conducted, there was no 

tension or pressure when discussing their opinions on different matters. 

Further Research 

After conducting research, it is important to reflect on different aspects of the 

process in order for them to improve in the future. More participants could be 

included in the Texas region as well as incorporated other states or even other 

countries and comparing how female tweens from different states and countries 

personify retailers. There could also be a great deal of information to collect when 

asking female teens how they perceive retailers. Their opinions could show a 
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significant difference in the age groups of tweens and teens. A mixed method 

approach of qualitative and quantitative data could be useful and be able to have 

questionnaires with pre-mediated answers and to also hear feedback in person. 

Establishing a rapport prior to the research would also be useful in tweens or other 

age groups feeling comfortable talking to the moderator and discussing diffe rent 

ideas regarding how they dress and why they dress a certain way. 

Conclusion 

In conclusion, female tweens bring fresh ideas when personifying retailers 

and it is important for retailers and marketers to understand exactly how they are 

viewed by this large purchasing power (Guthrie, 2005). In researching and writing 

the review of literature, there was no information where researchers conducted 

focus groups asking female tweens to personify specific retailers in order to gain 

more information on female tweens’ shopping behaviors. This research proves to be 

an important concept for retailers and marketers to understand when marketing 

towards female tweens. 

This chapter discussed the five major themes discovered from the focus 

groups including some differences and similarities in the review of literature. A five 

step mental process of female tweens’ perceptions of retailers was also discussed. 

The importance for marketers to understand how female tweens’ perceive retailers 

as well as implications from the research and suggestions for further research were 

also discussed in this chapter. 
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APPENDIX B 

EMAILS TO PARENTS OF FEMALE TWEENS AND TO THE TWEENS 

 Date 

Dear (salutation): 

Retail personality is a growing field of study involving people personifying retailers. 
Research has shown it is important for retailers to understand how human beings 
view retailers in order to target ideal markets effectively. This study will focus on 
the human characteristics tweens attribute to retailers, thereby personifying the 
retailer. A student pursuing her masters degree in Hospitality and Retail 
Management, Halie David, is interested in this study, specifically targeting female 
tweens and how they would personify different retailers. 

With your permission, we would like to conduct focus groups on the Texas Tech 
campus in the Iva Lea Barton Research Suite (Room 501H) in the Human Sciences 
building asking noninvasive questions regarding how they think a retailer would 
look and behave if they were a person. Attached to this email is a consent form for 
parents to sign (if you are willing to allow your child to participate). Once you arrive 
on the Tech campus I will ask your child to sign an assent form to make sure they 
understand the process. I have also attached a copy for you to read now. The time 
and date are on TBD, 2013 from 1:00 p.m. to 2:00 p.m. (or 2:30-3:30, or 4:00-5:00 
depending on the age of the prospective participant) in Lubbock, Texas. 

As stated in the consent and assent forms, all focus groups will be audio taped and 
video recorded. No information will be gathered that could personally identify your 
child, and all focus groups materials will be destroyed at the completion of this 
study. By allowing your female tween to participate in this study, you may help help 
us understand tweens views of clothing and clothing stores and how they might 
describe traits of clothing stores by personifying them (thinking of stores in terms of 
human characteristics). If in you agree for your child to participate, please fill out 
the consent form and have your child fill out the assent form and mail the 
documents back to Dr. Fowler, Box 41240, TTU, Lubbock, TX 79409. Thank you for 
your time and consideration in helping us answer this important question. If yo u 
have any questions, please do not hesitate to call Dr. Fowler at 806-742-3068 ext. 
295. 

Sincerely, 

Dr. Fowler 
Associate Professor, Texas Tech University 
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College of Human Sciences, NHR, Texas Tech University, P.O. Box 41240, Lubbock, 
TX 79409-1240 
806-742-3068 ext. 295 
Dear Camper 

Hi __________ , 

This is Halie, your friend from Fashion Camp and Dr. Fowler from Texas Tech. We 

are interested in learning more about girls and the stores where they like to shop. I 

hope that you and your Mom or Dad can help me. I want you to come back to Tech 

and see the other campers and answer questions for me about what you like about 

shopping.  I’m going to ask you questions about your favorite retailers. Also, I’m 

going to videotape with a camera, so that I can remember everything that happened 

today.  

Participating is up to you. If you decide you don’t want to talk, that’s okay, nobody 

will be mad at you. 

If you want to help me please ask your Mom or Dad to email me back. 

Thank you, 

Halie and Dr. Fowler 
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APPENDIX C 

CONSENT FORM TO PARENTS OR GUARDIANS 

Thank you for your interest in your child participating in our research project. This 
form describes the project and what will be asked of you and your child today. 
Please read over it carefully and let us know if you have any questions. 
 
What is the purpose of this research? 
We are interested in knowing what your child thinks about retailers who sell clothes 
for children your child’s age. 
 
What will be asked of me today? 
First, we are going to ask you and your child look at some pictures of clothes and 
discuss which store they think would sell the clothes. After this, we will ask your 
child to pretend certain retailers are people. If they were a person how they would 
look or act. The session will last about 1 hour. 
 
Are there any risks to participating? We don’t expect you to encounter any risks 
other than those experienced in everyday life. Our experience is children find it fun 
to participate. 
 
Will my privacy be protected? 
Yes! Your child’s privacy is very important to us. Your child’s information will be 
kept in a locked office and only Dr. Fowler or her trained research assistants will 
have access to this information. We will give your child a unique ID number and we 
will use this number in our files, not your child’s name. Your child’s name will never 
by publically shared. We will never publically share the videos we take today. In any 
report we may publish, you child’s name will not be used. All videos will be 
destroyed five years after the study is complete. 
Is this research voluntary? 
Yes! Your child’s participation today is completely voluntary. You can decide right 
now that you don’t want your child to participate and that is okay. You can stop at 
anytime once we begin. If your child seems uncomfortable with the questions we 
will stop. Whether or not you participate will not affect you or your child’s 
relationship with Texas Tech University. 
 
Will I receive any compensation for participating?  
No 
 
Can I find out the results of this study?  
If you would like an update of the project once the data collection and analysis have 
been complete, please contact Dr. Fowler at Deborah.fowler@ttu.edu or 806 742 

mailto:Deborah.fowler@ttu.edu
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3068, x 295. Please note that this may take up to two to three years. We cannot 
provide you with individual results for your child. We want to emphasize that our 
tasks are not diagnostic, meaning they don’t say whether your child has any 
problems. Children just respond differently to these questions, and we are 
interested in understanding these attitudes and opinions about retailers.  

Who should I contact if I have more questions?  
The researcher conducting this study is Dr. Deborah Fowler. Dr. Fowler may be 
reached by email at Deborah.fowler@ttu.edu or by phone at 806 742 3068 x 295. 
For additional questions about your child’s rights as a subject, contact the Texas 
Tech University Human Research Protection Program, Office of the Vice President 
for Research, Texas Tech University, Lubbock, Texas 79409. Or, you can call (806) 
742-2064.  
Print Name:    ____________________________  

Signature of Parent or Guardian: ____________________________ 

Name of Child: ____________________________ 

Date:  ____________________________ 
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APPENDIX D 

ASSENT FORM FOR TWEEN INFORMANT 

I am here today because I want to learn more about girls and the stores where they 

like to shop. I hope that you and your mom can help me. I will ask you questions 

about your favorite stores. Will tape our time together with my camera behind that 

window, so that I can remember what happened today.  

Helping today is up to you. If you don’t want to talk, that’s okay. Nobody will be mad 

at you. You also can stop at any time.  Helping or not helping will not change your 

chance to come to future camps or activities at Texas Tech. 

If you want to help me today, I’m want you to write your name on this line. Let me 

know if you need some help writing your name. 

Child name 

Date 



 Texas Tech University, Halie K. David, December 2013 

64 

APPENDIX E 

MODERATOR’S GUIDE 

My name is Halie David and I am a graduate student in the Hospitality and Retailing 

Masters Program at Texas Tech. My assistant is Taylor Fields. My professor is Dr. 

Deborah Fowler. As part of my graduate program, I will conduct this group 

interview called a focus group. In this type of interview setting, I will ask you to 

answer a number of questions about stores. You will tell me what you think about 

the stores. Keep in mind this is voluntary and you may quit at any time.  

Please look at the following three outfits I am going to show you. Think about what 

you like and do not like about each outfit and if these outfits would be at any stores 

you shop at. Before we begin, please think about your favorite stores. On the piece of 

paper in front of you, please write down your top three stores. Everyone will be able 

to express their opinions.  

As you answer the questions, let’s take turns so that everyone can be heard clearly. 

If you have any questions at any time, Taylor or I will be happy to answer them. 

Let’s go around the table and tell each other our  top three stores. Remember, there 

are no right or wrong answers.  We are just asking for your opinion and answers. 

Now, we are going to do an exercise that explores your imagination and how you see 

different brands.  For each store, imagine they are a person when answering the 

question. We will first start with Justice.  

How many of you shop or are familiar with Justice? 

Justice 

1. How many of you believe Justice would be a female? Male? Why?

2. How old is Justice? Why?

3. Describe how they dress.

4. Is Justice fashionable? Why?

5. What stores do they like?

6. Do they specific like brands and why?

7. Is Justice someone you would ask to go shopping with you? Why?

8. Would you and Justice be good friends? Why?

9. Do you like how Justice dresses? Why?
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How many of you shop or are familiar with Claire’s? 

Clarie’s 

1. How many of you believe Claire’s would be a female? Male? Why?

2. How old is Claire’s? Why?

3. Describe how they dress.

4. Is Claire’s fashionable? Why?

5. What stores do they like?

6. Do they specific like brands and why?

7. Is Claire’s someone you would ask to go shopping with you? Why?

8. Would you and Claire’s be good friends? Why?

9. Do you like how Claire’s dresses? Why?

How many of you shop or are familiar with Forever 21? 

Forever 21 

1. How many of you believe Forever 21 would be a female? Male? Why?

2. How old is Forever 21? Why?

3. Describe how they dress.

4. Is Forever 21 fashionable? Why?

5. What stores do they like?

6. Do they specific like brands and why?

7. Is Forever 21 someone you would ask to go shopping with you? Why?

8. Would you and Forever 21 be good friends? Why?

9. Do you like how Forever 21 dresses? Why?

How many of you shop or are familiar with Target? 

Target 

1. How many of you believe Target would be a female? Male? Why?

2. How old is Target? Why?

3. Describe how they dress.

4. Is Target fashionable? Why?

5. What stores do they like?

6. Do they specific like brands and why?

7. Is Target someone you would ask to go shopping with you? Why?

8. Would you and Target be good friends? Why?

9. Do you like how Target dresses? Why?
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Thank you for participating in this focus group. Do you have any questions 

about this activity? We hope you enjoyed the focus group and seeing each 

other again and hope you will attend Fashion Camp again next year.  
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APPENDIX F 

PICTURES USED DURING FOCUS GROUP 
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