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“The primary concern for any marketer targeting kids is that 
they do not inadvertently offend parents or children’s advocacy 
groups with cleverly designed campaigns that may be deemed 
‘too effective’ or exploitative of impressionable kids—
particularly for products that are not seen as beneficial for kids. 
Aside from this key issue, marketers can look at social, 
demographic, health, and technology trends to help guide their 
efforts. For example, obesity and childhood nutrition remain 
are top concerns that marketers may address in their 
communication; the increasing cultural diversity of kids aged 
6-11 also needs to be considered in advertising, as well as kids’ 
propensity to engage in multiple media forms simultaneously.” 

– Fiona O’Donnell, Senior Lifestyles & Leisure Analyst 

In this report we answer the key questions: 

• Can social media be used successfully (and ethically) 
to target kids? 

• Though obesity rates have plateaued, to what extent 
does health remain an issue? 

• What challenges do marketers face to creatively use 
new marketing channels to appeal to kids? 

• How does kids’ fragmented attention to multiple 
channels present both a challenge and an opportunity 
for marketers? 

 
According to the U.S. Census Bureau, the number of kids aged 
6-11 is projected to increase by 4.1% from 2012-17 to reach 
nearly 26.5 million and will continue to account for 8% of the 
total population over the next five years. Due to a steady 
increase in their numbers, as well as kids’ “growing up” faster 
than previous generations—showing an awareness of and 
desire for specific brands at a younger age—this group of 
youngsters are a lucrative target audience for marketers.  

 

In addition to age compression, popularly referred to “kids 
getting older younger,” today’s kids also differ from decades 
past in that kids 6-11 in 2012 are far more diverse—not only 
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in their racial/ethnic identities but also in their attitudes and behaviors—likely due to 
increasing exposure to media. Furthermore, access to the internet and increasing 
technology use has impacted how kids 6-11 spend their free time and how much 
attention they devote to any one media channel, and this has wide implications on how 
to best market to kids.  

 

Analysis and insights offered include but are not limited to: 

• Kids’ weekly earnings and how they choose to spend their own money 

• Kids’ favorite brands, commercials, and websites and what aspects of these are 
appealing 

• Insights on kids’ computer and social media use, cell phones ownership, and media 
multitasking activities 

• How the fight against childhood obesity has presented market opportunities in 
various sectors 

• How new kids’ product/service launches are innovating and the opportunities for 
companies in this space 

 

This report builds on the analysis presented in Mintel’s Marketing to Kids—U.S., 
November 2010 and Kids As Influencers—U.S., June 2011. For the purposes of this 
report, Mintel defines kids as aged 6-11 years.  

 

Value figures throughout this report are at retail selling prices (rsp) excluding 
sales tax unless otherwise stated.  
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Figure 19: Median household income, by race/Hispanic origin of householder, 2011 

Obesity remains an issue for kids 

Figure 20: Prevalence of obesity among children and adolescents aged 2-19, 1971-2010 
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LEGO online 

LEGO TV commercial: LEGO Friends 
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TV advertising for technology, toys, restaurants, apparel, and finance 

Technology: Dell Computer 

Figure 34: Dell Computer, “Fly Like An Eagle,” July 2012 
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Figure 43: Weekly spending habits, by kids’ age and gender groups, 2011 

Kids’ spending patterns differ by gender and age 

Girls like their candy and snacks 

Figure 44: Weekly spending habits, by boys and girls aged 6-8 and 9-11, 2011 

Video games not exclusive to boys, but boys remain core audience 

Kids want to be rich, most say they like to save…but are not so good at it 

Figure 45: Attitudes toward spending and saving, by kids’ gender and by boys and girls aged 6-8 and 
9-11, April 2011-June 2012 

ATTITUDES TOWARD TV AND VIEWING BEHAVIOR 
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Kids’ TV viewership increases with age; particularly among boys 

Figure 46: Time spent viewing TV, on last school day/ last weekend day, by kids’ age and by boys and 
girls aged 6-8 and 9-11, 2011 

Talent show competitions are popular among kids who listen to music 

Figure 47: Talent show competitions watched, by kids’ age and gender groups, 2012 

Girls—especially older girls—are more likely than boys to watch talent competition 

Figure 48: Talent show competition watched, by boys and girls aged 6-8 and 9-11, 2012 
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Multitasking, multiscreen behaviors are common for kids 

Figure 49: Incidence of engaging in other media while watching TV, by kids’ age and gender groups, 
April 2011-June 2012 

Media multitasking activities by age and gender 

Figure 50: Incidence of engaging in other media while watching TV, by boys and girls aged 6-8 and 9-
11, April 2011-June 2012 

Top kids’ channels are increasing in popularity according to kids 

Figure 51: Perception of TV channels becoming more and less popular, by kids’ gender group, 2011 

Kids’ attitudes toward TV 

Figure 52: Attitudes toward TV, by kids’ age and gender groups, April 2011-June 2012 

MEDIA USAGE AND PERCEPTIONS 

Key points 

TV remains the most popular and influential media 

Figure 53: Frequency of using media type for news and information, by kids’ age and gender groups, 
2011 

Older girls most engaged in all media types for news and information 

Figure 54: Frequency of using media type for news and information, by boys and girls aged 6-8 and 9-
11, 2011 

The call for youth-oriented newspapers 

Figure 55: Attitudes toward newspapers, by kids’ age and gender groups, April 2011-June 2012 

BRAND AWARENESS AND PERCEPTIONS 

Key points 

Toy/game brands are a kids’ favorite, apparel follows 

Figure 56: Favorite brands and category groups, by kids’ age and gender groups, 2012 

Characteristics of kids’ favorite brands 

Besides TV, social media is essential to promote brand awareness 

Physical stores and great discounts/prices are integral in kids’ path to purchase 

Social responsibility is in kids’ DNA 

Figure 57: Characteristics of favorite brand, by kids’ age and gender groups, 2012 

ADVERTISING EFFECTIVENESS AND FAVORITE COMMERCIALS 

Key points 

TV is king in advertising for kids; online garners less attention 

The power of TV ads is most evident in younger kids 

Figure 58: Attitudes toward TV advertisements, by kids’ age and gender groups, April 2011-June 2012 

Girls are most receptive to online ads 

Figure 59: Attitudes toward online advertisements, by kids’ age and gender groups, April 2011-June 
2012 

http://oxygen.mintel.com/display/590714/


oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel. 

BUY THIS 
REPORT NOW 

VISIT: store.mintel.com 
CALL: EMEA: +44 (0)207 778 7151 | 
Americas: +1 (312) 943 5250 | APAC: +61 (0)2 8284 8100 
EMAIL: oxygen@mintel.com 

Marketing to Kids - US - October 2012 

Contents 

Favorite commercials and advertisements center on toys/games 

Figure 60: Favorite commercials or advertisements, by kids’ age and gender groups, 2012 

Humorous advertisements win kids’ attentions 

Figure 61: Reasons to favor certain commercials, by kids’ age and gender groups, 2011 

COMPUTERS AND TECHNOLOGY 

Key points 

Computer is entertainment for kids; parents demand education/safety 

Figure 62: Computer access and home computer usage, by kids’ age and gender groups, April 2011-
June 2012 

Kids are digital citizens 

Figure 63: Frequency of computer use, by kids’ age and gender groups, 2011 

Kids are media multitasking powerhouses 

Figure 64: Incidence of engaging in other media while on a computer, by kids’ age and gender groups, 
April 2011-June 2012 

Free online games, TV channel sites, and more 

Figure 65: Websites visited in the past week, by kids’ age and gender group, 2011 

Girls’ favorite websites vs. boys’ 

Figure 66: Favorite websites, by boys and girls aged 6-8 and 9-11, 2011 

CELL PHONES AND SOCIAL MEDIA 

Key points 

Universality of cell phone ownership among kids 

Figure 67: Kids’ cell/wireless phone ownership, April 2007-June 2012 

Figure 68: Cell/wireless phone ownership, by kids’ age and gender groups, April 2011-June 2012 

Texting generation integrating games, pictures, and videos 

Figure 69: Cell/wireless phone usage, by kids’ age and gender groups, April 2011-June 2012 

About one in 10 kids think Instant Messaging (IMing) is important 

Figure 70: Attitudes toward instant messaging, by kids’ age and gender groups, April 2011-June 2012 

Figure 71: Attitudes toward instant messaging, by boys and girls aged 6-8 and 9-11, April 2011-June 
2012 

Kids are friendly with Facebook 

Figure 72: Has a social network profile, by boys and girls aged 6-8 and 9-11, 2011 

Kids are fairly connected on Facebook 

Figure 73: Number of Facebook connections, by kids’ age and gender groups, 2011 

Social media activity and its influence on brands 

Figure 74: Activities on Facebook or MySpace, by kids’ age and gender groups, 2011 

KIDS’ ATTITUDES TOWARD SCHOOL, THE FUTURE, AND THEMSELVES 

Key points 
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Kids’ views on the future provides opportunities 

Figure 75: Perceptions on the future, by boys and girls aged 6-8 and 9-11, 2011 

Kids place importance on education 

Figure 76: Values and perceptions of school and education, by kids’ age and gender groups, April 
2011-June 2012 

Being famous appeals to kids 

Figure 77: Values and perceptions of self, by kids’ age and gender groups, April 2011-June 2012 

KIDS’ ACTIVITIES AND FREE TIME HOBBIES 

Key points 

Spending time with family, playing sports, and computer time 

Figure 78: Attitudes to free time and activities enjoyed, by kids’ age and gender groups, April 2011-
June 2012 

Bicycling and swimming are favorite activities 

Figure 79: Sports played in the past year, by kids’ age and gender groups, April 2011-June 2012 

More boys build and collect; girls are drawn to arts and lessons 

Figure 80: Activities and hobbies, by boys and girls aged 6-8 and 9-11, April 2011-June 2012 

IMPACT OF RACE AND HISPANIC ORIGIN 

Key points 

On average, black kids receive among the highest weekly allowances 

Figure 81: Amount of money kids receive weekly, by race/Hispanic origin, April 2011-June 2012 

Hispanic and black kids spend across a variety of categories 

Figure 82: Kids’ weekly spending habits, by race/Hispanic origin, 2011 

Black kids use greatest variety of sources for news/information 

Figure 83: Frequency of using media type for news and information, by race/Hispanic origin, 2011 

APPENDIX—OTHER USEFUL CONSUMER TABLES 

Figure 84: Characteristics of favorite brand, by boys and girls aged 6-8 and 9-11, January-December 
2011 

Figure 85: Frequency of computer use, by boys and girls aged 6-8 and 9-11, 2011 

Figure 86: Websites visited in the past week, by age and boys and girls aged 6-8 and 9-11, 2011 

Figure 87: Favorite Websites, by kids’ age and gender groups, 2011 

Figure 88: Has a social network profile, by kids’ age and gender groups, 2011 

Figure 89: Time kids spent viewing TV, on last school day/last weekend day, by race/Hispanic origin, 
2011 
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