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"In order to reach kids and tweens, marketers will likely
have to consider strategies that include parents as decision
makers, while at the same time appealing to kids. Gaining
an understanding of the topics that kids are interested in,
and areas where parents are supportive, can help guide
brand strategy.

- Dana Macke, Senior Lifestyles and Leisure
Analyst

This report looks at the following areas:
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Kids have yet to fret about health
Figure 23: Family Greatly | Kraft Brand, December 2017

Figure 24: Attitudes toward health, December 2017

Health concerns grow with age, but healthy habits decline
Figure 25: Attitudes toward health - a healthy lifestyle, by age, December 2017

Opinions on sugary beverages remain relatively stable at all ages

Figure 26: Izze Fusions Sparkling Lemon Lime Beverage, May 2017

Figure 27: Attitudes toward health - a healthy eating, by age, December 2017
For kids and tweens, gender has little impact on health attitudes

Figure 28: Kellogg’s Assorted Fruit Flavored Snacks

Figure 29: Attitudes toward health - a healthy eating, by age, December 2017

Favorite Entertainment Brands

Parents face new forms of kids’ entertainment
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Minecraft is a fun favorite among kids
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Personal passions start young
Figure 46: Kids’ attitudes and opinions - personal interests, by age, December 2017

Friends’ influence grows into teen years
Figure 47: Kids’ attitudes and opinions - relationship with parents, by age, December 2017
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