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Opinion
Over the years, pre-teenagers have undergone significant
changes in their habits, tastes and daily life. The current generation
experiences the advancement of technology since birth and cannot
imagine what life would be like without the internet.
The pre-teens (8 to 12 years) are always looking for innovation,
technology and comfort. This generation was born in a connected
age, in which through social media and series they learn that they
can be and live in another reality. In today’s world, this group
actively uses all the social media websites, and they possess a
strong power to influence their parents to buy what they want [1].

Social media are collaborative communication platforms, where
users can create profiles and post photos, music, videos and texts,
exchange information, make friends, among other possibilities
[2]. In complement, [3] points that these platforms create a new
environment that is changing the way people communicate, interact
and socialize.

Digital influencers use artifices such as charisma and interaction
to keep the audience and stay on top of the rankings, to become
one of the main opinion formers and to profit from sponsoring
brands and services. According to a survey, 35% of followers of
digital influencers claim to have engaged in some kind of cause
by reposting them in their networks and 70% of teens who access
YouTube prefer digital influencers than celebrities [4].
Digital influencers can be classified through three aspects:
coverage, relevance and resonance. Coverage is related to the
followers’ quantity; resonance means engagement and relevance
is the importance of what is published. They cultivate a sense of
intimacy, accessibility, and relatability, which are the foundation for
affective relationships with followers [5]. Thus, digital influencers
are presented as the new idols of future generations that form

opinions that determine and influence the decisions of their public
when buying a specific product or service, and even in the way of
dressing and acting [6].

The fashion consumption is in line with this context. Pre-teens’
taste, preferences and identities are shaped by the media and
popular culture. This group present greater involvement in and
control over the decision-making and purchasing processes [7].
Our research on the parents’ view about pre-teens’ preferences
showed elements that can be added in this discussion. In a
preliminary study with 25 parents, it was noticed that parents no
longer buy clothes by themselves; their kids participated in this
process. They also believe that pre-teens are interested in fashion
and can choose their own clothing. One of the most interesting
data is that almost 80% of the respondents agree that technology
influences their kids’ opinions.
From the literature and our preliminary study, we noticed that
technology and social media affect directly pre-teens’ opinions
and point of views, especially in fashion consumption. There are
advantages and disadvantages of this new way of communicating
and socializing; on the one hand pre-teens access unlimited amount
of information that can be easily and quickly found [8], on the other
hand, due to the intensive exposition to negative information, their
Internet and social networking usage interferes with their daily
lives [9]. Whether positive or negative, it is undeniable that social
media occupy a huge part of modern life.
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