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"Though the increase in births was small it effectively
ended a three-year streak of birth rates at historic lows.

There is a possibility that the increase is the initiation of a
“baby bounce,” or an increase in births driven by those

who put off having children (or more children) during the
recession and subsequent slow economic recovery."

- Lauren Bonetto, Lifestyles & Leisure Analyst

This report looks at the following areas:

• Many families seek excitement on a tight budget
• Audience fragmentation means advertising reaches fewer family members
• Parents worry about what children are exposed to in the media
• Brands must adapt to the fading away of the “traditional” family

There are some 35 million households with children younger than 18 in the US – representing roughly
28% of all households. A stronger economy and improving consumer sentiment bode well for family
entertainment – on average, families spend $182 per month on family entertainment.

Key opportunity
: The majority of parents say they like the trend toward gender-neutral products for kids which means
brands can confidently experiment with de-genderizing products, services, and categories (eg, doing
away with “girls” and “boys” toy aisles).

Key challenge
: When it comes to consuming entertainment, modern families are not limited to the TV – or even to
one TV. The prevalence of devices and streaming options for entertainment (eg, tablets, gaming
consoles, Netflix, YouTube) means that families may be consuming content on their own or in small
groups that do not include all family members. Audience fragmentation means that advertising and
marketing efforts are seen by fewer family members.
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Figure 38: Attitudes towards children’s media exposure – Any comfortable – Select responses, by race/Hispanic origin, November 2015

Monthly Family Entertainment Budget

In-home Sources of Entertainment

Approach to Family Entertainment

Attitudes towards Children’s Media Exposure

Report Price: £2466.89 | $3995.00 | €3133.71

Family Entertainment - US - January 2016

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 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/747058/
mailto:reports@mintel.com


Parents seek activities that will give their kids an edge in school but kids must buy in as well
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