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Alpha Impact:
How Kids Are Shaping 
Media, Tech & Commerce
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This is a presentation about Gen Alpha

Gen Alpha: the generation born between 2010 and 2024 (and so now aged up to 15).

In some cases data about this generation is hard to find, so where it makes sense we make 
cautious use of data sets including older ages.

In the presentation, when we say:

- ‘Kids’ we mean U13s
- ‘Gen Alpha’ we mean U15s
- ‘Gen Z’ we mean people aged 15 - 25
- ‘Teens’ we mean people between the ages of 13-17 unless otherwise 

stated. This includes some members of Gen Alpha and some of Gen Z.
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Every kid is a member of Gen Alpha. 
There are over 2bn U15s on earth

Global U15 Population

Source: UN, World Population Prospects 2024
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A generation that’s lived through interesting times… 
and may be pretty different as a result

Source: Pew Research, Edison

2010 2025

US smartphone 
penetration (total 

population)
35%

44%

0

Comedic

US social media 
penetration (total 

population)

# global pandemics / 
lockdowns

Cutting edge of AI

91%

82%

1

Terrifying



What happens if you raise a generation 
while you’re re-inventing the world?
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1. Tech, Regulation and the “Avatar Generation”

2. Attention Fragmentation and the End of “Kids TV”

3. “Dismissed as Toys” - Gen Alpha and the Future of Social

4. Shoppers and Makers

5. Gen A(I) and the Next Generation of Products



Confidential – © SuperAwesome 2013–2025

All time high in screen time - although not that 
much more absolute time than a decade ago

Average time spent with screens (hours), US 8th Graders / 8-12

13-14 year olds 8-12 year olds

Screens makes up 60% 
of time not spent 
sleeping, in education 
or eating

TV

Online / Internet

Gaming

Online video

Source: Trends in U.S. Adolescents’ Media Use, 1976 –2016, APA, Common Sense Media

https://www.apa.org/pubs/journals/releases/ppm-ppm0000203.pdf
https://www.commonsensemedia.org/sites/default/files/research/report/8-18-census-integrated-report-final-web_0.pdf
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But the change feels even more dramatic: half 
of teens say they are online “almost constantly”

% of US Teens aged 13-17 who say they use the internet….

Source: Pew Research

Almost constantly

Several times a day

About once a day

Several times a week or less often

https://www.pewresearch.org/internet/2023/12/11/teens-social-media-and-technology-2023/
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And a lot of that time is spent on social media…

US Teen self reported social media usage (%)

Source: Common Sense Media

Almost constantly

Multiple times a day

About once per day

https://www.commonsensemedia.org/sites/default/files/research/report/2024-unpacking-grind-culture-in-american-teens_final-release-updated-for-web.pdf
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We’re worried!

“My claim is that the new phone-based 
childhood…. is making young people sick 
and blocking their progress to flourishing 
in adulthood. We need a dramatic cultural 
correction, and we need it now.”

Jon Haidt, 2024, The Anxious Generation

"Few parents are unaware of the lure of 
radio and of its effects upon the 
attitudes and ideals of children. More 
and more parents are taking troubled 
note of the kind of radio to which their 
children have become accustomed… 
They fear it is counteracting the best 
influences of home, church and school.

Dorothy Gordon, 1943, All Children Listen

…not for the first time
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This doesn’t look great…

Source: Federal Interagency Forum on Child and Family Statistics

% Percentage of US youth ages 12–17 who had at least one Major 
Depressive Episode (MDE) with severe impairment in the past year

https://www.childstats.gov/americaschildren23/tables/health4c.asp
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But do we really
understand what’s 
going on…?
There’s broad agreement that child and 
adolescent mental health is not good - but 
much less consensus as to why… 

Direct consequence of 
social media (and social 

news)?

Better reporting / 
awareness? Rising inequality?

Result of worse adult 
mental health & family 

stress?

Decline of 
play-based 
childhoods?
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Simply asking Gen A strongly suggests 
social media is at least part of the problem

US Teen (13-17) assessment of social media effects (1)

Source: 1 Pew Research, 2 Common Sense  Media, 3 Common Sense  Media, 4 OFCOM

And in particular….

57%
of US girls using Snapchat have been 
contacted by a stranger in a way which made 
them feel uncomfortable (2)

80%
of US teens report that social media at least 
sometimes worsens ‘appearance’ pressure 
(vs 40% who say it sometimes helps) (3)

44%
of UK kids say they’re worried they spend 
too much time on at least one online 
service (4)

Mostly positive
Neither negative nor positive

Mostly negative

https://www.pewresearch.org/internet/2022/11/16/2-teens-views-about-social-media/
https://www.commonsensemedia.org/sites/default/files/research/report/how-girls-really-feel-about-social-media-researchreport_web_final_2.pdf
https://www.commonsensemedia.org/sites/default/files/research/report/2024-unpacking-grind-culture-in-american-teens_final-release-updated-for-web.pdf
https://www.commonsensemedia.org/sites/default/files/research/report/how-girls-really-feel-about-social-media-researchreport_web_final_2.pdf
https://www.commonsensemedia.org/sites/default/files/research/report/2024-unpacking-grind-culture-in-american-teens_final-release-updated-for-web.pdf
https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/online-research/online-nation/2024/online-nation-2024-report.pdf?v=386238
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Driving later
20% decline since 2010 in car trips by 
17-20 year olds (UK)1

Sources: 1 Department for Transport, UK 2 CDC, USA 3 USCB 4 Jean Twenge cited in The Hill

Having sex later
32% decline between 2013 and 2023 
high schoolers who have “ever had sex”2

Leaving home (a bit) later
8% decline 2010 to 2024 in 18-24 year 
olds not living at home (from 47% to 
43%)3

An “Avatar generation”? The more time kids and teens 
spend online, the less time there is out in the world

Weekly social outings, US 8th grade students4

https://www.gov.uk/government/statistical-data-sets/nts03-modal-comparisons#mode-by-age-and-gender
https://www.cdc.gov/yrbs/dstr/pdf/YRBS-2023-Data-Summary-Trend-Report.pdf
https://www.census.gov/data/tables/time-series/demo/families/adults.html
https://thehill.com/blogs/blog-briefing-room/4037619-teens-are-spending-less-time-than-ever-with-friends/#:~:text=The%20share%20of%20high%20school,1%201%2F2%20in%202021.
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Some changes we like: longer term 
pattern of declining risky behaviour

Source: Monitoring The Future, NIH, Learning Policy Institute

% of 10th graders reporting trying any drug 
other than marijuana in the last 12 months

Out of school suspension rates in K-12, %

And the less you’re “out in the world”, the fewer 
opportunities there are to get into IRL trouble.

https://monitoringthefuture.org/wp-content/uploads/2024/01/mtfoverview2024.pdf
https://learningpolicyinstitute.org/media/3885/download?inline&file=CRDC_School_Suspension_REPORT.pdf
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We’d like to regulate something. But what?

Social media  
inherently 

damages mental 
health?

Too much screen 
time?

Kids can be 
approached by 

strangers?

Some content kids 
are consuming on 

the internet is 
harmful?

The average quality of 
content kids are 

consuming on the 
internet is low?

Social media bans / 
age limits

Time limits (but they 
better include TV 

too…)

Age limits / limited 
profile settings / 

content moderation

Mandated content 
policies??

(Really not clear this is 
true)

Mandatory settings 
for social features

Worry

Potential 
solve
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A regulatory battle that’s just getting started

Time

Ag
e 

ap
pl

ic
at

io
n

COPPA 
(USA)

2000

U13

U16

U18

GDPR
(EU)

2016/18

AADC
(UK)

2020 2022

KOSA
(USA)

COPPA 
2.O

(USA)

2023

Privacy-Focused Safety Focused Proposed legislation

HB3
(FL)

Kids Off 
Social 
Media
(USA)

Age Limit

CCPA
(CA)

AADC
(CA)

AADC
(MD)

DSA
(EU)

Social 
Media 

Min Age
(AUS)

SCOPE 
Act
(TX)

Social 
Media 

Reg. Act
(UT) CDPA

(NY)

Harm to 
Minors

(UT)

CDPA
(CT)

FDBR
(FL)

OSA
(UK)

NHPA
(NH)

CPA
(CO)

SAFE 
(NY)

NJDPA
(NJ)

CDPA
(VA)

Source: SuperAwesome analysis

Actual and prospective legislation impacting kids’ online services



Confidential – © SuperAwesome 2013–2025

But none of this works 
if we don’t rethink age 
verification
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1. Tech, Regulation and the “Avatar Generation”

2. Attention Fragmentation and the End of “Kids TV”

3. “Dismissed as Toys” - Gen Alpha and the Future of Social

4. Shoppers and Makers

5. Gen A(I) and the Next Generation of Products



Everyone knows kids aren’t watching tv any more

But the consequences for loyalty and fandom 
formation are underappreciated
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The choices kids make count. Life long 
fandoms are established before the age of 16

When did you…

➔ Fall in love with your favorite band?
➔ Adopt a sports team?
➔ Decide which brands were cool?
➔ Get into Marvel, or Star Wars or LOTR?

For most people, these decisions get made well 
before the age of 16…



Confidential – © SuperAwesome 2013–2025

Millennials and (most of) Gen Z grew up in an era when 
concentrated attention created concentrated fandoms

Producers: 
A relatively small number of 
professional content studios 

produced TV, books and movies

New projects could often be 
pre-sold to multiple distributors, 

reducing financial risk

Distributors
Distribution through multiple 

intermediaries (channels, stores) 
with limited shelfspace

Producers kept a lot of rights to 
their creations

Kids (the audience)
Linear scheduling and limited choice 

drove repeat kid viewing and 
concentrated attention

Result? Fandom
That concentrated attention was 

enough to spawn fandom

That fandom often manifested itself in sales of toys 
and experience tickets that further enriched content 

studios and funded more content
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Linear TV was a powerful vehicle for concentrated 
attention. No longer.

Source: Nielsen via the Wrap

Nielsen ratings, selected kids’ channels

Nickelodeon

Disney Channel

Cartoon Network

https://www.yahoo.com/entertainment/kids-tv-dead-long-live-130000641.html
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Cinema and reading aren’t looking too good either

Source: The Numbers, Scholastic. 2020 reading data not available, calculated as average of 2018 and 2022

Ticket sales, kids fiction movies (m) “Frequent Readers” as %
of young people aged 6-17

2010s Average Annual Ticket Sales

https://www.the-numbers.com/market/2023/creative-type/Kids-Fiction
https://mediaroom.scholastic.com/index.php?q=press-release/new-data-scholastic-kids-family-reading-report-finds-kids-are-reading-less-they-age
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Instead, “kids tv” is being replaced by general 
audience digital platforms, particularly YouTube

Source: Barb, via Evan Shapiro

% of time spent watching video services, kids (4-15) 
vs all ages and quotient kids to all ages, UK, 1H 2024

Kids’ attention has shifted to a small 
number of global tech platforms 
which offer content for both kids and 
adults, with creator-led platforms like 
YouTube and TikTok wildly 
over-indexing

Age 4-15

All Ages (4+)

https://drive.google.com/file/d/1rYtOr0ieVOwlUohHpWw6x-qMLwaLt-39/view
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Gen A have have a lot to choose from - 
resulting in very fragmented attention

Available kid directed IPs, selected services

Sources: channel schedules via @mrmaketsu, justwatch.com. YouTube data shows kid-directed YouTube channels monitored by SuperAwesome’s 
AwesomeIntelligence product, 3696 channels = 95% of consumption of tracked channels

Kid-directed YouTube channels, by views

Top 48 channels make up 25% of views. The remaining 
75% is spread across 3648 channels
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Driving a breakdown in the ecosystem of 
concentrated fandoms

Professional studios 
becoming service 

providers to big SVODs. 
Near infinite number of 
independent creators

Small number of global 
platforms with 

unlimited shelf space

Kids watch a show once 
(maybe - there’s a lot to 
choose from) and move 
on. Large component of 

short form content. 

Fewer new IPs gain 
the critical mass 
required to build 
toy / consumer 
product sales

The old 
ecosystem

Limited number,  
owning significant 

rights, fairly healthy

Multiple channels, 
often different per 

country, limited 
shelfspace

Limited choice and 
concentrated 

attention

Concentrated 
fandom, enabling 

longevity

Producers Distributors Kids Fandom

The new 
ecosystem
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Independent kids producers have lost market power 
as spend concentrates with global streamers

Source: Company reports, SuperAwesome analysis. * Netflix assumes kids content 75% of the cost of other Netflix content

Annual kids content spend ($m. estimated 2024)

CONSEQUENCES / 1
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It’s getting harder to break 
new IP. Paradoxically, in a 
tech-forward world, we’re 
reliant on ‘old’ IP

Source: SuperAwesome // Nickelodeon 2010 schedule courtesy of @MrMaketsu // Emily Horgan // IMDB, The Numbers

Years since creation of original IP, 
selected channels, 2010 vs 2024

With new shows harder to break and content 
producers less able to take risk, fewer brand 
new IPs are being created

CONSEQUENCES / 2

https://x.com/MrMaketsu/status/1785410022962319429
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At the key ages for fandom development, 
Gen A aren’t watching “kids” content at all

Top Netflix U16 directed shows, by views, H1 2024
“Kids” has come to mean “pre-school” - over 
80% of views for kids content on Netflix are  for 
pre-school shows. Meanwhile, anecdotally at 
least, 11 years old are far more likely to be 
watching Wednesday…

Source: Emily Horgan

CONSEQUENCES / 3

Pre-school

Comedy

Action

https://thekidsstreamersphere.substack.com/
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We’ve entered a new era of fragmented fandoms

Source: SuperAwesome research. F2, please give examples of fandoms you are connected to. base 3755

We asked a sample of US kids and teens what fandoms 
they felt “connected” to.

74% 

named a fandom not referenced by a single other 
person in the survey 

Awesome Intelligence, Fandoms Research, 2025

CONSEQUENCES / 4
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New IP is still emerging - but it looks very different

To this

Loose

Emergent, fan-driven, 
lore-first

Low (but improving)

Anything goes.

Short (but getting longer)

Instant (through UGC)

Short (but getting longer)

From this…

Creative control Top-down and total

Storytelling Planned and elaborate

Production 
value High

Tone Curated by few, to many

Production 
cycles

Long, but 
channel-dependent

Cross-media 
expansion

Slow and controlled with 
select partners

Content length Long

Internet-native IP demands 
increasing levels of cultural savvy

“Skibidi Toilet” - a YouTube originated series by a single creator, starring a human-headed, singing toilet. 65bn views so far.

CONSEQUENCES / 5

https://knowyourmeme.com/memes/subcultures/skibidi-toilet


Confidential – © SuperAwesome 2013–2025

Impacting more than just media - toy companies are 
finding there’s not enough fandom amongst kids

Source: Hasbro Q3 2024 earnings call

The 'professional' content ecosystem isn't spawning enough IP 
that kids love rather than just watch, leaving toy companies 
increasingly reliant on nostalgia and older buyers

“This resilience in our business model has been years 
in the making, strategically shifting our mix towards 
games, digital, and IP licensing – the future of play.

This is where the consumer is heading, and we’re 
following our fans as they age up and look for their 
favorite brands on digital platforms”

Chris Cocks, Hasbro CEO

CONSEQUENCES / 6

https://investor.hasbro.com/static-files/8150e0fd-4d0f-4f25-a904-639e74eb79c2
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Impacting more than just media (pt 2.) - sports 
franchises can’t rely on TV to build fandom with 
the next generation

The average age of sports viewer on linear TV is only increasing…
Kid-directed YouTube channels, by views

Source: Sports Business Journal

2016

2000

CONSEQUENCES / 6

https://www.sportsbusinessjournal.com/Journal/Issues/2017/06/05/Research-and-Ratings/Viewership-trends.aspx
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And traditional players are far from guaranteed 
to dominate attention on new platforms

Source: SuperAwesome

@futcrunch
Top ranked football 
channel, 188m 30D VIEWS

@premierleague
Second ranked football 
influencer, 101m 30D VIEWS

Influencers are the most popular YouTube sports 
content providers. Make up of the top 50 most watched 
kid-directed YouTube channels about sports

The soccer example:
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Who won the Superbowl?
Sport leagues are hacking a fragmented attention 
ecosystem by co-opting creators and influencers:

Kendrick attracted twice the search volume of either of 
this year’s Super Bowl teams

While the Paul-Tyson fight was the “‘single largest 
acquisition moment’ in [Netflix’s] history” (1)

But long-term, who’s the star and who’s the support act?

Source: The Wrap via Sports Business Journal

https://www.sportsbusinessjournal.com/Articles/2024/12/18/netflix-mike-tyson-jake-paul-subscribers
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1. Tech, Regulation and the “Avatar Generation”

2. Attention Fragmentation and the End of “Kids TV”

3. “Dismissed as Toys” - Gen Alpha and the Future of Social

4. Shoppers and Makers

5. Gen A(I) and the Next Generation of Products



Disruptive innovation is often dismissed as trivial

But pay attention to gen alpha’s choices and 
behaviors and we can see the emerging contours 

of a very different social landscape

Confidential – © SuperAwesome 2013–2025
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“The defining quality of the metaverse 
will be a feeling of presence”

 Mark Zuckerberg, Meta CEO, October 2021

Source: BBC.

https://www.bbc.com/news/technology-66913551
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The Metaverse is dead…

Confidential – © SuperAwesome 2013–2025
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Or is it?

“The reason big new things sneak by 
incumbents is that the next big thing always 
starts out being dismissed as a ‘toy.”
Chris Dixon, a16z

Source: Chris Dixon,
Confidential – © SuperAwesome 2013–2025

https://cdixon.org/2010/01/03/the-next-big-thing-will-start-out-looking-like-a-toy
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Source: Another Axiom 

Gorilla Tag - a VR game largely played by 
kids - has grown into a sleeper hit
Cumulative revenues, $m

“Many in the field, both inside and 
outside Meta, were hostile to 
Gorilla Tag because it didn’t look 
like their vision of VR success. 
When the market is talking, you 
should listen!”

John Cormack

“Dismissed as a toy” - Part one

https://www.roadtovr.com/gorilla-tag-revenue-vr-success-another-axiom/
https://x.com/ID_AA_Carmack/status/1803260920686080395
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“Dismissed as a toy” - 
Part two

“My assumption is that most devs 
think Roblox is for kids and so 
don’t bother playing it unless they 
have children in their lives…. Like 
many things made ‘for kids’  it’s 
not taken seriously by adults”

Josh Ling, Adopt Me

Confidential – © SuperAwesome 2013–2025

https://www.vice.com/en/article/this-roblox-game-you-never-heard-of-is-more-popular-than-aaa-games-on-steam/
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Roblox is beating out competition 
on both revenue and engagement

Quarterly hours engaged, Roblox vs Snap

Source: Roblox & Snap IR, assumes constant 30 mins average daily usage for Snap, US consumer gaming spending via Matthew Ball

Compound annual growth in spending, 
2020-23

Hours Engaged (Roblox)

Hours Engaged (Snap)

https://www.matthewball.co/all/gaming2024


Confidential – © SuperAwesome 2013–2025

An inherently social platform

➔ Unstructured free play

➔ No likes, shares or asynchronous 
reward 

➔ No body image issues

➔ Anonymous by default

➔ “Off by default” direct messaging

➔ Creative 

And it’s… pretty good? 

Which of the following best describes 
how you view Roblox?

Source: Bespoke Intel

If you designed a platform to answer to Jon Haidt’s 
criticism of social media it might look like Roblox

https://bespokeintel.com/wp-content/uploads/2021/11/Bespoke-RBLX-Player-Survey.pdf
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“Over half (56%) of Gen Z respondents say 
styling their avatar is more important to them 
than styling themselves in the physical world (as 
compared to 42% answering a similar question 
last year)”

35% of young audiences in the US say they 
prefer an in game item over the real version of 
the same thing

And it may not be 3D - but 
there is a sense on which 
Roblox users do enjoy “a 
feeling of presence”

Sources: Roblox, 2023 Digital Expression, Fashion & Beauty Trends, SuperAwesome, Retail, Gaming & The Next Generation

https://cdn.buttercms.com/XJdltBTSNW3kuwiVCqJU
https://www.superawesome.com/report-retail-gaming-the-next-generation/
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Along with Snap and Discord, Roblox 
forms a key part of the teen social stack

Teen social: % of US teens using selected social platforms vs % of US adults

High teen affinity 

Teens

Adults
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The age of semi-social media

“Continuing a trend seen… over the last few years… 
children’s caution about what they shared publicly online 

had further increased, with social interaction now confined 
mostly to chat apps and gaming.”

OFCOM, Children’s Media Lives, 2024
Confidential – © SuperAwesome 2013–2025

https://www.ofcom.org.uk/siteassets/resources/documents/research-and-data/media-literacy-research/children/children-media-use-and-attitudes-2024/childrens-media-lives-2024-summary-report.pdf?v=367549
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Emergent social behaviours

Millennials

Gen A

Real life 
profiles 2D “Look how many 

friends I have!”
Content sharing 

by default
Document

IRL social life

Anon avatar 
profiles

3D / VR 
enabled

Content sharing 
is for the pros

Replace
IRL social life

Close friends / 
select groups 

only
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“Toys” for Christmas…
(2024 edition)

Confidential – © SuperAwesome 2013–2025
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Gen Alpha are doing more online than ever before

We’re very focused on what they’re watching. But 
we tend to miss what they’re buying, making, and 

selling…

Confidential – © SuperAwesome 2013–2025
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Kids are now pretty widely banked

Kid debit card penetration, US & UK

20222016

https://maps.org.uk/en/media-centre/financial-wellbeing-blog/2024-financial-wellbeing-blogs/learning-about-money-in-a-digital-world#
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$20bn in annual youth purchasing 
power in the USA & UK alone

* SuperAwesome analysis

AGE YEARS PEOPLE SPEND/HEAD/MONTH OPPORTUNITY

USA
6-9 3 10770 $25.00 $3,231,000.00

10-12 3 10770 $50.00 $6,462,000.00
13-15 3 10770 $65.00 $8,400,600.00

$18,093,600.00

GBP
6-9 3 2100 $26.00 $655,200.00

10-12 3 2100 $26.00 $655,200.00
13-15 3 2100 $39.00 $982,800.00

$2,293,200.00

GRAND TOTAL $20,386,800.00

https://docs.google.com/spreadsheets/d/1mTxbH0wADv2CX5jMRrzRB2g6sQQCPyXrRU2gQQfiF9Q/edit?gid=0#gid=0
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More than just pocket money: Making 
real money, increasingly online

US monthly income by type, 6-18 year olds, 2021

Source: GoHenry, Youth Economy Report, 2022

C. 40% of earned income 
coming from online hustles or 
content creation

$167

$103

https://cdn.gohenry.com/site-furniture/amp-uk/pdfs/GoHenry_The_Youth_Economy_Report_2022.pdf
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The creator elite: Around 10% of 
teens are making $1,000+ a year

Number of US teens making $1,000+ annually from online activities (‘000s)

Source: Whop.com, The US teen digital earnings report 2025

https://whop.com/blog/teen-digital-earnings-report-2024/
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More than just purchase influencers:
Two thirds of kids buy things independently

8 YEAR OLDS 14/15 YEAR OLDS

USA UK USA UK

% of children making payments 
independently 63% 62% 71%64%

#1 place to buy

#1 method of payment

Physical 
Stores

Physical 
Stores

Social 
Commerce

Physical 
Stores

Cash Cash Debit Cards Cash

Source: Checkout.com *“52% of children and young people [buy] things online without adult supervision, at least some of the time.” UK Money & Pensions Service

https://go.checkout.com/guides-and-reports/peak-season-shopping
https://maps.org.uk/en/media-centre/financial-wellbeing-blog/2024-financial-wellbeing-blogs/learning-about-money-in-a-digital-world#
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How to spend it? the younger you are, the 
more discovery takes place via social

% who usually receive peak season 
deal information via social media

Source: Checkout.com

UK

USA

https://go.checkout.com/guides-and-reports/peak-season-shopping
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MORE SOCIAL = MORE BEAUTY

“Across all age and affluence groups there is a large 
focus on spending more on appearance”

Where kids (6-17, UK) are spending their money - 
top 20 merchants by category

Spend increases 2023-24 (UK kids and teens, 6-17) - 
selected retailers

* Source: HyperJar / Retail Economics

Beauty & 
Wellness

Quick service 
restaurants

General 
Retail

Apparel
& Fashion

Gaming

Food / 
Grocery
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Not for the first time, we’re not quite 
sure how to think about this…
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Chance to change the “playbook”?

Kids take an IRL 
behaviour online Things go off track… The industry starts to 

build solutions
Example behaviour:

PLAY Kids start showing up in 
games like Fortnite…

Epic fined over $0.5bn by the 
FTC (link)

ADVERTISING Kids publishers need to 
monetise through advertising

“Viacom, Hasbro and others 
fined for ad tracking” (link)

SOCIAL U13s become regular users of 
social networking

“Social media giants face 
hefty fines.. under proposed 
privacy measures for kids” 

(link) (Still very early days for ‘solutions’)

https://www.ftc.gov/news-events/news/press-releases/2022/12/fortnite-video-game-maker-epic-games-pay-more-half-billion-dollars-over-ftc-allegations
https://www.ftc.gov/news-events/news/press-releases/2022/12/fortnite-video-game-maker-epic-games-pay-more-half-billion-dollars-over-ftc-allegations
https://www.ftc.gov/news-events/news/press-releases/2022/12/fortnite-video-game-maker-epic-games-pay-more-half-billion-dollars-over-ftc-allegations
https://www.theverge.com/2016/9/13/12902588/child-tracking-online-ads-viacom-hasbro-mattell-barbie
https://www.smh.com.au/politics/federal/social-media-giants-face-hefty-fines-for-breaches-under-proposed-privacy-measures-for-kids-20211025-p592ux.html
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1. Tech, regulation and the “Avatar Generation”

2. Attention fragmentation and the end of “kids TV”

3. “Dismissed as toys” - Gen Alpha and the future of social

4. Shoppers and makers

5. Gen A(I) and the next generation of products



New products break through when there’s a 
paradigm shift in technology, or big changes in 

consumer attitudes

Gen Alpha are experiencing both. 
What might that tell us about the products that 

will win in the next 10 years?

Confidential – © SuperAwesome 2013–2025
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Start with AI: Gen A/Z are early adopters

Gen AI Chat adoption by age

Sources: 18+ data from Reuters Institute (May 2024, ChatGPT only). Teen data from CSM, all chat bots, March / April 2024

Daily

Weekly

Monthly

Once or twice

https://reutersinstitute.politics.ox.ac.uk/what-does-public-six-countries-think-generative-ai-news
https://www.commonsensemedia.org/sites/default/files/research/report/2024-the-dawn-of-the-ai-era_final-release-for-web.pdf
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% of teens and parents expecting Gen AI to 
change their future plans, by type of plan

Still early - but teens are roughly twice as likely 
as parents to expect AI to change their future

Teens

Parents

https://www.commonsensemedia.org/sites/default/files/research/report/2024-the-dawn-of-the-ai-era_final-release-for-web.pdf
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“We’ve had ChatGPT for 18 
months, but what’s it for? What 
are the use-cases? Why isn’t it 
useful for everyone, right now?

Benedict Evans, April 2024

Product market fit

While analysts might 
wonder about Gen A 
use cases…

…for teens the answer is emphatically “Homework!”

Among teens who use gen AI, the percentage who 
have ever used it to assist them in the following ways...

https://www.commonsensemedia.org/sites/default/files/research/report/2024-the-dawn-of-the-ai-era_final-release-for-web.pdf
https://www.ben-evans.com/benedictevans/2024/4/19/looking-for-ai-use-cases
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“The speed and scale of Google’s AIO rollout, and 
student adoption of generative AI products, have 
negatively impacted our industry and our business”

Nathan Schulz, CEO, Chegg Chegg share price, $

FIRST BLOOD

For a while, Chegg.com was the 
go to place for sample essays to 
help you cheat on be inspired 
for your homework. Then 
generative AI showed up….

https://www.sec.gov/Archives/edgar/data/1364954/000136495424000084/a9901-financialresultsq320.htm
https://www.inc.com/bruce-crumley/chegg-once-a-hot-education-tech-startup-now-battles-ai-chatbots-to-survive/91018987
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GEN A USE CASES

Over-indexing on social & content creation

Sources: Common Sense Media, March / April 2024

Among teens and parents 
who use gen AI, the 
percentage who have ever 
used it to assist them in the 
following ways...

Content

Content

Social

Social

Category Total Teens Total Parents Teen/Parents

Help with homework 53% n/a

Learn a new skill n/a 22%

Keep me from being bored 42% n/a

Translate something from one language to 
another 41% 39% 1.1

Brainstorm ideas 38% 27% 1.4

Write a document or email 35% 37% 0.9

Create a new image or video 33% 24% 1.4

Summarize or synthesize information 33% 30% 1.1

Create content as a joke or to tease 
another person 19% 10% 1.9

Get advice on a personal issue 18% 17% 1.1

Plan an activity 16% 19% 0.8

Keep me company 15% 7% 2.1

Seek health-related advice 14% 20% 0.7

Generate new content from a person's 
voice or image 12% 11% 1.1

Write code or create an app 12% 12% 1.0

https://www.commonsensemedia.org/sites/default/files/research/report/2024-the-dawn-of-the-ai-era_final-release-for-web.pdf
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“No one will ever…”

“Watch movies 
on their phone”

“Buy a car online” “Meet their 
partner on the 

internet”

“Have friends 
who aren’t real…”

GEN A USE CASES: SOCIAL
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AI USE CASES: SOCIAL

Making AI safer for the next generation - 
lots to think about…

“Hey Chat, I think I might be transgender…”
How do we want this answered? How does 
that change for a 9 year old, a 13 year old and 
a 17 year old? When do we want AI to bring in 
trusted adults… and how does that fit with 
privacy requirements?

“Hey Chat, are you real…?”
How do we tell the difference between a chatbot and 
a real person - and when is each preferable? What’s in 
the “best interests” of a kid whose best friend is an AI 
agent? Does a kid understand AI’s limitations?

“Is my personal data in your training set…?”
If a kid posts PI, are we sure it won’t make its way into 
model output? And if you tell your AI friend where 
you live - what happens to that data?

“Hey Chat, should we pass laws banning guns”
The right answer to some questions looks very 
different for different groups. How do we keep bias 
out of training data - and for some questions, what 
does bias even mean?

Content

Bias

Safety

Privacy
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Generative AI could spark an explosion 
in Gen Alpha content creation

Default creator 
generation

Think of the “creator 
elite” already making 
$1000+ a year

And unlike previous 
generations, Gen Alpha 
can sell to their peers

Engagement 
being shaken upNo gatekeepers Creativity at a 

premium

VR, AR and the internet 
of presence offer the 
chance for Gen A to win 
in new mediums

Increasingly the 
platforms for attention 
(YouTube, TikTok, 
Twitch) and 
consumption (Roblox, 
Fortnite, social 
commerce) are open 
(so long as you’re 13+)

Gen Alpha don’t need 
to ask anyone’s 
permission to create

Gen AI makes it 
imaginable for one 
person to master both 
complex content 
creation and running a 
business back end

AI USE CASES: CONTENT
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“In my little groupchat with my tech CEO 
friends there’s this betting pool for the 

first year that there is a 
one-person billion dollar company”

Sam Altman 
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AI USE CASES: CONTENT

https://finance.yahoo.com/news/could-ai-create-one-person-120000722.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAACzMiPuFEUwPxxT02jT-nCXRoklHdzMrnHothxo7t2qvei7dusrZgJeyzMx9ROJYGKdVbvKiGk_yIlZhnFWqYadl1rUTjmId5DGQG5Tv0xHJCNW0JGdtGqP4iJ80Ow9jwpJ8kt2-9qNeiVYyYyiPejl0re_tqLVW0rihFBEd1hqO
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That founder will likely be from Gen Alpha

Year of founding of companies started by the 
world’s 100 youngest self made billionaires

Sources: Forbes, dataset via Kaggle

Explosion of mobile resulted in a 
surge of new unicorns being 
founded - with the peak six years 
after the iPhone launched

Six years after the launch of 
ChatGPT will be 2029 - when Gen A 
will be turning 18

Companies founded in the 6 years after 
the iPhone launch. 2013 launches include:

AI USE CASES: CONTENT

https://www.kaggle.com/datasets/vincentcampanaro/forbes-worlds-billionaires-list-2024
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What tools is that founder falling 
in love with right now?

Age 2-4 5-8
Acquisition and 
shedding zone

9-12
Effective 
Acquisition 
zone

13-15
Teen trim zone

16-19
Loyalty Locked 
zone

20+

Loyalty level

Spending power

Household spend 
influence

Passions

Fandoms Low

High

Source: 'How kids and Young Teens have raised the stakes for brand loyalty' research by SuperAwesome X SuperAwesome Audience Research 
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Takeaways

Fragmented fandoms
Gen A’s attention is more fragmented than ever, and so are the communities of shared 
interest that define them. Brands need to re-tool their digital engagement strategies for a 
world which is more fragmented, community-owned and memetic than ever before.

1.

2.

3.

The Semi-social stack
Relative to previous cohorts, Gen A are over-indexing on social platforms which are 
anonymous, game-first, 3D (and sometimes VR). Brands need to design community and 
creator strategies for a new social paradigm.

An Explosion of Gen A(I) Creativity
Gen AI will see us reinvent digital engagement at least as profoundly as the shift to mobile, 
and will further accelerate the shift towards creator-media. Get ready for a world in which 
Gen AI propels Gen A to take their place hyper content creators in their own right. 

enquiries@superawesome.com www.superawesome.comSuperAwesome
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SuperAwesome helps brands responsibly and 
meaningfully engage youth audiences across their 
digital universes

Engage youth audiences at scale with +155B 
available monthly impressions across mobile, 
web, in-game, CTV, YouTube and YouTube 
Shorts.

AwesomeAds provides creative services, 
measurement, and optimization using safe 
data gleaned from every platform kids & teens 
are in.

CreatorsGaming

AwesomeAds

We empower brands to deliver safe, exciting, 
and insights-driven gaming programs, 
whether it’s custom integrations, skins, UGC or 
other in-game opportunities.

Deliver high-engagement creator content with 
fully managed talent partnerships. 

Awesome Intelligence
The world’s first youth-audience and data 
recommendation platform. 

Enabling brands to understand their under-18 
audiences’ interests and motivations in order 
to effectively connect with them where they 
are.

enquiries@superawesome.com www.superawesome.comSuperAwesome
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