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EXECUTIVE SUMMARY

The market

Number of families steadily on the rise

Figure 1: Total number of families with dependent children in
the UK (in millions), 2000-21

The makeup of families continues to diversify

Figure 2: Families in the UK with dependent children, by family
type, 2000-21

Children living with their parents for longer

Figure 3: Young adults aged 15-34 living with their parents, by
age and gender, UK, 2021

Cost-of-living concerns rising among parents

Figure 4: Parents’ concerns about household finances,
2021-22

COVID-19 pandemic has impacted parents’ priorities
Figure 5: How parents’ priorities have changed since the
COVID-19 outbreak, 2021

The consumer

Parents spending more on digital entertainment and
educational resources

Figure 6: How parents’ spending has changed since the start
of the COVID-19 outbreak, 2021

Parents spending less on holidays and day trips

Home cooking on the rise among parents

Figure 7: How parents are spending ftheir time since the start
of the COVID-19 outbreak, 2021

Working from home gives parents more time

Figure 8: Proportion of parents who have more time for
selected activities, by their working location, 2021

Families are mainly eating tfogether

Figure 9: Family eating times, 2021

Low levels of exercise/sport among children of all ages
Figure 10: How children aged 3-11 spend their free time, 2021
Older children spending most of their time in front of
screens

Figure T: How children aged 12-18 spend their free time, 2021
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* Parents interested in various sources to help children learn
about diversity
Figure 12: Important sources of education about diversity,
2021

ISSUES AND INSIGHTS

» Cost of living will impact parents’ budgets but there is still
demand for leisure activities and fun experiences
* Children are increasingly moving their world online

* Parents need help to get their children moving

THE MARKET - DEMOGRAPHIC OVERVIEW

* There are over 8.1 million families with dependent children
in the UK
Figure 13: Total number of families with dependent children in
the UK (in millions), 2000-21

* The makeup of families continues to diversify
Figure 14: Families in the UK with dependent children, by
family type, 2001-21

« Age of parents reaches a new record high
Figure 15: Standardised mean age of mothers and fathers at
birth of child, England and Wales, 1990-2020

* Number of children per family remains stable
Figure 16: Families with dependent children, by number of
dependent children, 2001-21

THE MARKET - LIFESTYLE FACTORS

« Children living at home for longer
Figure 17: Young adults aged 15-34 living with their parents, by
age and gender, UK, 2021

« Concerns over cost of living are coming to the fore...
Figure 18: Parents’ concerns about household finances,
2021-22

« ...but general financial wellbeing remains okay
Figure 19: Parents’ financial wellbeing, 2022

* COVID-19 impacted family routine...

+ ...and parents’ priorities
Figure 20: How parents’ priorities have changed since the
COVID-19 outbreak, 2021

PARENTS’ SPENDING CHANGES

« Digital entertainment for children is a priority
Figure 21: How parents’ spending has changed since the start
of the COVID-19 outbreak, 2021
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Home schooling has driven purchase of educational
resources for children

Figure 22: Parents’ spending on “educational resources for
children” since the start of the COVID-19 outbreak, by
household income, 2021

Parents building up savings for children, with fathers
contributing more...

...providing ideal opportunity for ethical savings accounts
for children

Figure 23: Parents’ spending on “Adding to a children’s
savings account” since the COVID-19 outbreak, mums vs dads,
2021

Parents spending less on holidays and day trips

HOW PARENTS ARE SPENDING THEIR TIME

Families spending more quality time together

Figure 24: How parents are spending their time since the start
of the COVID-19 outbreak, 2021

Home cooking on the rise...

...providing opportunity to bring the family together in the
kitchen

Leisure activities fallen by the wayside

Parents feeling the health benefits of working from home
Figure 25: Proportion of parents who have more time for
selected activities, by their working location, 2021

Parents with pre-school children feel greater gain in time
Figure 26: Proportion of parents who have more time for
household activities than before the COVID-19 outbrecak, by
age of children in household (NET), 2021

FAMILY EATING HABITS

Families are eating together...

Figure 27: Family eating times, 2021

...and eating the same meals

Figure 28: Family meals, 2021

Commonplace to eat together at the table

Figure 29: Where families eatf together, 2021

Location of eating varies more when parents and children
eat separately

Figure 30: Where parents and children who mostly eat at

different times eat their meals, 2021
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CHILDREN'S FREE TIME

Younger children spending time watching TV/films and

playing video games

Figure 31: How children aged 3-11 spend their free fime, 2021

Participation in sport quite low

Older children predominantly spending their time online
Figure 32: How children aged 12-18 spend their free time,
2021

CHILDREN'S LEARNING ON DIVERSITY

Family and friends most important in teaching children
about diversity

Figure 33: Important sources of education about diversity,
2021

Social media a tool for learning for older children

Figure 34: Important sources of education about diversity
(NET), 2021

Fathers value watching live sport in child’s learning of
diversity

Figure 35: Proportion of parents who agree “watching live
sports” is important in contributing to their youngest child’s
education about diversity, mums vs dads 2021

Holidays an important learning experience for children

APPENDIX - DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

Abbreviations

Consumer research methodology
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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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