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Our unique GWI Kids dataset

8-15 16 19k

years old markets annual interviews




Questionnaire content

GWI Kids contains questions
across the following categories
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American Gen Alpha in 2022

Gen Alpha are predicted They belong to the Over half of Gen Alpha
to be the biggest, fastest-growing family are born of millennials.
and most diverse un|t, one-child families.

generation yet.



Growing up during Covid

% of US 8-15s who say the pandemic has made them worry about the following (sorted by % change)

| worry about getting ill

| worry about not seeing family enough

| worry about my family getting ill

| worry about missing out

| worry about the future

| worry about not seeing friends enough

| worry about falling behind at school

Source: GWI Kids QI 2021 & QI 2022

Q12022

I 37%
I 267%
I, 5%
I 267
I 317
N 45%
I, 327%

% change
since Q12021

+16%

+14%

+4%

+2%

-13%

-13%

-18%
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An Alpha outlook

% of US 12-15s who say the following are important to them

Helping people Protecting people from bullying Everyone being treated the
same

Source: GWI Kids QI 2022



Staying
entertained

Covid’'s impact beyond health
Is creating lasting change




US Gen Alpha use an average
of , and 45% of
them use 5 or more social networks



Heavy screen time increases in the US: devices

% of US parents who describe their child’s device usage in the following way

Q12022

Light usage, doesn't spend much time on devices

Medium usage, spends a reasonable amount of time on devices

Heavy usage, spends a lot of time on devices

*Rest of world (ROW) excludes USA, China and Sweden

Source: GWI Kids QI 2021 & QI 2022

38%

55%

% change
since Q12021

-22%

-5%

+16%

% change
for ROW*

+26%

+12%

-19%



Heavy screen time increases in the US: internet

% of US parents who describe their child’s internet usage in the following way

Q12022

Light usage, doesn't spend much time on devices

Medium usage, spends a reasonable amount of time on devices

Heavy usage, spends a lot of time on devices

*Rest of world (ROW) excludes USA, China and Sweden

Source: GWI Kids QI 2021 & QI 2022

35%

56%

% change
since Q12021

-4%

~7%

+15%

% change
for ROW*

+17%

+9%

-18%



..but it’s not all about the small screen

% of US 12-15s who...

B Q1 2022 B % change since Ql 2021

+10%

..say cinema/movie theater is .listen to podcasts ..are interested in podcasts
their favorite way to watch movies

Source: GWI Kids QI 2021 & QI 2022



Gen Alphas aged 12-15 believe
it’s important to see all types of
people in TV shows and movies



Gen Alphas are drawn to those who represent them

% of US 8-15s who say they like the following characters

m Black/African American  m Hispanic  m White/Caucasian

30%

26%

25% 25%

24%

22% 22%

16% I I IW/.

16%

I 9%

14%

Anna Miguel Mirabel Tiana
FROZEN COoco ENCANTO PRINCESS
FROG

Source: GWI Kids QI 2021 & QI 2022



Social media
sentiments

Gen Alpha are more aware
of social media’s effects




Kids are feeling the negative effects

% of US 12-15 year old social media users who agree with the following

It makes me feel closer to my friends

It makes me feel good about myself

| can say what | really think

| care what people think about my profiles

It shows my real life

It reflects other people’s real life

| post everything | do

Source: GWI Kids Q1 2021 & Q1 2022

Q12022

I, 1%
I 34%
I 1%

I 27

I 267

- EI¥

I 152



teens say watching
livestreams is a main reason
for using social media



Stepping away from curated social media

% of 12-15 year old social media users who say the following are the main reasons they use platforms (sorted by % change)

Q12022

To avoid missing out

20%
Seeing what's trending/being talked about

42%

Watching live streams 42%

Looking at memes

A41%

Seeing what my friends are doing 58%

Source: GWI Kids Q1 2021 & Q1 2022



Protection
& privacy




65% of US 12-15s
say they know how
to be safe online




Less limits, more monitoring

% of US parents who say they do the following to protect their child’s privacy online

W 8-11s W 12-15s

65%
L) o,
60% 60% 58%
53%
48% a7% 49% 49%
42% 43%
I I :
Set up parental Speak to me about Monitor websites or Restrict certain  Access my accounts Set time limits
controls privacy apps used content

Source: GWI Kids QI 2022

32% 31%

Turn off location
settings

30%

I ]

Pin numbers for
certain content



As screen time increases, parental supervision declines

% of US parents who say their kids use the following devices unsupervised (based on users of these devices)

E] Mobile phone

Games

console/device

E] Tablet

]

Smart TV

Source: GWI Kids QI 2021 & QI 2022

% change
since Q12021

(2]
) ‘

% change
12-15s since Q12021

81 +10%

+7%

74 +20%



Game on!




41% of US Gen Alpha play games
everyday, compared to 23% of
kids in the rest of the world



World-building isn’t just a fantasy

% of US gamers who want video games to include the following

+19% i

Building/creating Events | can join in the game Stories to follow Items | can buy

B Q1 2022 B % change since Ql 2021

+11%

Source: GWI Kids QI 2021 & QI 2022t



of US gamers aged
8-11 talk to their friends
online when they play




Key takeaways

Concerns about
not seeing friends
enough and
falling behind in
school have all
decreased since
last year, with the
biggest change
being fewer
worries about
their education.

Compared to
kids in the rest
of the world,
screen time for
Gen Alpha in
the US has
soared.

Even as screen
time grows, Gen
Alpha are tuning
in to their
wellbeing and
taking time away
from looking at
their devices.

Diversity and
inclusion for
these future
consumers, and
seeing
characters that
resemble
themselves is a
huge point of
interest and
engagement for
them

Gen Alpha
express an
adaptable
attitude between
real-life and
digital worlds,
expanding on
hybrid forms of
social and
financial
interactions.
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