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A young market
that is growing fast
Jade Lenshoek Pinheiro, wearing an orange Reese's T-shirt, tight black pants and long white skeleton earrings, tried out a $129 padded barrel chair in the Dry Ice room furnishings store in a New Jersey shopping mall, and decided to keep looking.

   "I'd buy everything here," she said, gesturing to the brightly colored pillows, the metallic diner stools and even the free-standing neon palm tree,

“but I’ve got to compare prices at other places first"

Jade, who says she spends about $100 on each of her shopping sprees is 11years old. Yet she represents a shopper that the home furnishings market has recently discovered and started courting avidly: teenagers and preteen consumers with a passion for decorating their surroundings.

In surveys done by Teen Vogue and by Teenage Research Unlimited, these young people say they get their spending money from chores (Jade earns $2 an hour baby-sitting for her younger sister and keeps her own check book) from weekly allowances and from billion market for room furnishings designed to appeal directly to school-age youths.
It is a market, said Michael Wood, a vice president at Teenage Research Unlimited that has "really exploded in the last two years."            

Vocabulary:

Tight pants = pantaloon moulant

Padded = matelassé

Furnishings = ameublement

Pillows= oreillers – cousins

Stools = tabourets

Shopping spree = une folle séance de shopping

Surroundings = environnement

Sheets = draps

Stuff: des trucs, équipement

379 mots
And instead of leaving furnishing decisions to their parents, older teenagers and their 8- to 14-year-old sisters and brothers — called "tweens" by retailers — are proud, insistent even, about making those decisions themselves.
Last year, teenagers and tweens spent an average of $386 each to decorate their own rooms — more than double the figure of a decade ago, according to Wonder Group, a youth-marketing company in Cincinnati
 Merchants are responding. Besides Dry Ice. a $30 million private company that started on a mall cart and has grown to 40 stores from seven in the past three years, this market is full of start-ups, some more successful than others.
Paul Frank, who began by drawing primitive colorful monkey heads on T-shirts, is one example. He now puts out a catalog of home bedding for tweens, with monkey-head and skeleton-head sheets and pillowcases.       
 “About two years ago; this consumer  was not addressed at all” said Patrick Wynhoff, senior vice president at PBTeen. "Teens had to find stuff for their rooms in Ikea or Target or adult furniture shops or do their own make-shift improvisations. Now everybody's hopping on the wagon."
ACADEMIE DE PARIS / CRETEIL/  VERSAILLES


