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"Today's kids are the true digital natives; they do not remember a time without

smartphones and constant connectivity. Modern kids can be difficult to impress

and even more difficult to captivate."

Lauren Bonetto, Lifestyle & Leisure Analyst

This report looks at the following areas:

• The importance of targeting both kids and their parents
• How much money kids have and what they are saving for
• How kids watch TV and use the internet

What you need to know
In 2015, there are an estimated 24.7 million kids aged 6-11 in the US. Though they represent roughly
8% of the population, their buying power is significant, as their preferences are often considered in
their parents’ purchasing decisions.

Marketing to kids is often tricky as brands must win the approval of both kids and their parents.
However, resonating with kids is not only important due to the tremendous buying power they hold
now, but also because they are the shoppers of the future.

This report builds on the analysis presented in Mintel’s Marketing to Kids and Tweens – US, May 2014 .
Readers of this report may also be interested in Feeding Your Kids – US, August 2014 ; Kids as
Influencers – US, April 2014 ; Children’s Personal Care – US, March 2014 ; Activities of Kids and Teens
– US, November 2013 ; Children’s Clothes Shopping – US, November 2013 ; and Kids and Dining Out –
US, July 2013 .

Definition
For the purposes of this report, Mintel has used the following definitions:

Kids are defined as those aged 6-11 (typically in the first through fourth grades).

This group has been further broken down into younger kids (aged 6-8) and older kids (aged 9-11).

Value figures throughout this report are at rsp (retail selling prices) excluding sales tax
unless otherwise stated.
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Figure 103: Attitudes toward money, by gender and by age, April 2013-June 2014
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Targeting kids

Favorite commercials
Figure 116: Favorite commercials, by household income, January-December 2014

Figure 117: Favorite commercials, by race and Hispanic origin, January-December 2014

Figure 118: Favorite commercials, by gender, by race and Hispanic origin – Boys aged 6-11, January-December 2014

Figure 119: Favorite commercials, by gender, by race and Hispanic origin – Girls aged 6-11, January-December 2014

What kids want from their favorite brands/stores on social media
Figure 120: What kids want from their favorite brands/stores on social media, by household income, January-December 2014

Figure 121: What kids want from their favorite brands/stores on social media, by race and Hispanic origin, January-December 2014

Figure 122: What kids want from their favorite brands/stores on social media, by gender, by race and Hispanic origin – Boys aged
6-11, January-December 2014
Figure 123: What kids want from their favorite brands/stores on social media, by gender, by race and Hispanic origin – Girls aged
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Attitudes toward favorite brands
Figure 124: Attitudes toward favorite brands, January-December 2014

Figure 125: Attitudes toward favorite brands – Netted, January-December 2014

Figure 126: Attitudes toward favorite brands – Any agree, by household income, January-December 2014

Figure 127: Attitudes toward favorite brands – Any agree, by race and Hispanic origin, January-December 2014

Figure 128: Attitudes toward favorite brands – Any agree, by gender, by race and Hispanic origin – Boys aged 6-11, January-
December 2014
Figure 129: Attitudes toward favorite brands – Any agree, by gender, by race and Hispanic origin – Girls aged 6-11, January-December
2014

Kids’ attitudes and opinions

Attitudes toward life
Figure 130: Attitudes toward life, January-December 2014

Figure 131: Attitudes toward life – Netted, January-December 2014

Figure 132: Attitudes toward life – Any agree, by household income, January-December 2014
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Figure 133: Attitudes toward life – Any agree, by race and Hispanic origin, January-December 2014

Figure 134: Attitudes toward life – Any agree, by gender, by race and Hispanic origin – Boys aged 6-11, January-December 2014

Figure 135: Attitudes toward life – Any agree, by gender, by race and Hispanic origin – Girls aged 6-11, January-December 2014

Issues that concern kids
Figure 136: Issues that concern kids, by household income, January-December 2014

Figure 137: Issues that concern kids, by race and Hispanic origin, January-December 2014

Figure 138: Issues that concern kids, by gender, by race and Hispanic origin – Boys aged 6-11, January-December 2014

Figure 139: Issues that concern kids, by gender, by race and Hispanic origin – Girls aged 6-11, January-December 2014

Advertising Research Foundation (ARF)

American Advertising Federation (AAF)

American Association of Advertising Agencies (4A’s)

American Marketing Association (AMA)

Association of National Advertisers (ANA)

Digital Media Association (DiMA)

Generations United

Interactive Advertising Bureau (IAB)

International Advertising Association (IAA)

World Federation of Advertisers (WFA)

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Marketing to Kids - US - April 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716530/
mailto:reports@mintel.com

	What you need to know
	Definition
	Marketing to Kids - US - April 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Application
	Snapshot of Kids
	Innovations and Innovators
	Marketing Strategies
	Kids’ Activities
	Kids and Watching TV
	Kids and the Internet
	Kids and Money
	Kids and Shopping
	Targeting Kids
	Kids’ Attitudes and Opinions
	Appendix – Other Useful Consumer Tables
	Appendix – Trade Associations



