
This report looks at the following areas:

•• The COVID-19 Impact
•• Influential Information Channels
•• Exclusive Care for Kids
•• Brand Preferences: Foreign vs. Domestic
•• Interests in Parent-Child Activities Themes
•• Attitudes towards Raising Child

Impacted by COVID-19, parents have been spending more time at home, and
are having more interaction and communication with each other even in the
post-COVID-19 era. Driven by the strengthened family bond, parents
increasingly emphasise providing their children with exclusive care in terms of
their food, wearing and personal care products, making more purchasing
online, and considering kids’ opinions when making purchasing decisions.

Meanwhile, in addition to a visible willingness to trade up in kids' consumption,
modern young parents are more open-minded towards new concepts in
education. The engrained perception is that Chinese parents generally take a
“tiger parenting” approach and have high expectations for kids’ future careers.
One trend found in this Report is that young parents are becoming more willing
to give their children encouragement, freedom, and support. Additionally, one
way to help brands win the preferences of young parents is to help them
develop their children's independence, responsibility, and positive attitudes
towards life.
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“The market for products
aimed at children and their
parents keeps on growing as
parents seek out increasing
specialised and exclusive
ways of caring for their
children. Young parents’
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changing, influenced by
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channels. ”
– Gloria, Research Analyst
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• Kids’ market keeps on growing due to diversified needs
despite the slow-down in population growth
Figure 13: The population of kids in 0-14s and the growth rate,
2010-20 (Est.)
Figure 14: Huawei Children’s Watch 4X

• Demands for private and international education keeps
growing

• Hit parent-child TV shows is re-shaping parents’
understanding of education
Figure 15: Xiao Xiao Shao Nian rating on Bilibili and comments
from Douban

• Brands’ engagement with kids increasingly inspired by
concepts and lifestyle values
Figure 16: Children’s room gallery IKEA

• Increase in online service usage and interaction with kids
• One-stop solutions remain most important, while baby care

online forums rise to the second place
• More than 70% of families buy separate personal care

products for kids of 0-12 years
• Absolute advantage of premium domestic products in kids

market
• Chinese traditional culture-related activities are in the

spotlight, close to practical living skills
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• Encouragement and engagement become the common
sense in kid-raising concepts

• Increase of online service usage and interaction with kids
Figure 17: Impact of COVID-19 on families’ behaviour, January
2021

• Community-based interactions for both parents and
children even more welcomed
Figure 18: Impact of COVID-19 on interaction, by the youngest
child’s age, January 2021

• Shopping online in tier 3 or lower tier keeps rocketing
ahead
Figure 19: Impact of COVID-19 on purchasing behaviour, by
city tier, January 2021

• One-stop solutions remains most important, while baby care
online forums rise to second place
Figure 20: Influential information channels, January 2021

• Clear shift from TV programs to social platforms has been
observed among younger parents
Figure 21: Selected influential information channels, by
parents’ age, January 2021

• Video content with explanation help attract more parents in
tier 3 or lower tier cities
Figure 22: Selected influential information channels, by city
tier, January 2021

• More than 70% families buy separate personal care
products for kids of 0-12 years
Figure 23: Exclusive care for kids, January 2021

• Potential market for big kids exists in exclusive personal
care products, milk and snacks
Figure 24: Selected exclusive care for kids, by the youngest
child’s age, January 2021
Figure 25: Balabala X Kispa Antibacterial and Anti-Mite
Laundry Detergent for Kids, 2020

• Tablets are more considered as a necessity for younger kids
Figure 26: Electronic products for kids, by the youngest child’s
age, January 2021
Figure 27: Khan Academy Kids app

• Most kids have their own bedroom at an early age

THE COVID-19 IMPACT

INFLUENTIAL INFORMATION CHANNELS

EXCLUSIVE CARE FOR KIDS
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Figure 28: Kids’ own bedroom, by the youngest child’s age
and city tier, January 2021

• Absolute advantage of premium domestic products in kids
market
Figure 29: Brand preferences across categories, January
2021

• Foreign brands of personal care and snacks are more
supported in baby market
Figure 30: Brand preferences of selected categories, by the
youngest child’s age, January 2021

• Parents in tier 3 or lower-tier cities are trading-up in
footwear for kids in 10-12s
Figure 31: Brand preferences of child’s shoes, by the youngest
child’s age and city tier, January 2021

• Chinese traditional culture-related activities are in the
spotlight, close to practical living skills
Figure 32: Interests in parent-child activities themes, January
2021

• Broadening horizon and mind-body exercises for older kids
Figure 33: Interests in selected parent-child activities themes,
by the youngest child’s age, January 2021

• Public awareness towards ethical topics popular among
young parents in lower tier cities
Figure 34: Interests in themes of public welfare, by the
youngest child’s age and city tier, January 2021

• Encouragement and engagement become the common
sense in kid-raising concepts
Figure 35: Attitudes towards raising child, January 2021

• Demand for diversified education styles rises in all city tiers
Figure 36: Selected educational concepts, by city tier,
January 2021

• New generation of parents give more freedom to kids on
career orientation
Figure 37: Selected educational concepts, by parents’ age,
January 2021

• Brand awareness comes as part of growing up
Figure 38: Selected attitudes towards consumption, by the
youngest child’s age, January 2021

BRAND PREFERENCES: FOREIGN VS. DOMESTIC

INTERESTS IN PARENT-CHILD ACTIVITIES THEMES

ATTITUDES TOWARDS RAISING CHILD
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• Methodology
• Abbreviations

APPENDIX – METHODOLOGY AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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