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This report looks at the following areas:

- Baby and children’s items purchased

* Which retailers are shopped

* Purchase influences

* Preferences while shopping

 Desired clothing features

- Attitudes toward baby and children’s clothing

Half of parents want their children to participate in the shopping process with
them. Children wield great influence over what their parents purchase: parents
don’t want to buy something their child won't wear. Parents want kids to try on
items to make sure they fit correctly and are comfortable, which will mean the
child is more likely to wear the item in the long run.

Inflation is a problem for consumers. Kids need clothing as they grow so it won't
be something parents cut out of their budgets; however, parents will be looking
for items that are lower priced, durable and possibly secondhand to minimize
the total amount spent on clothing and maximize the value of each purchase.

Couples are having fewer children if having kids at all. A declining birth rate
and fewer children per household will create less demand for baby and
children’s clothing in the coming years. Brands will need to prove to consumers
how their clothing items will keep up with kids through playtime (eg no tears,
rips) as well as support consumer needs such as sustainability.

The secondhand market and grow-with-you clothing are key opportunities for
brands. Consumers are looking to reduce their environmental footprint, but
since kids grow quickly, they are in consistent need of new clothing items.
Brands that can help parents sell and purchase gently used items will see
greater success as this market adapfts in the coming years.
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“The baby and children’s
clothing market will see slow,
steady growth in the next five
years. Decelerating birth rates
will create less demand for
these items; however, parents
could be willing to spend
more per child if they have
fewer children to care forin
their household.”

— Katie Hansen, Senior
Analyst, Retail & eCommerce
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« Brands can highlight sustainability, secondhand shopping
options

« Appeal fo inclusivity through gender-neutral and adaptive
clothing

« Alternative purchasing options can provide convenience to

parents

MARKET SIZE AND FORECAST

« Slow, steady growth forecasted for children’s clothing
Figure 6: Total US sales and fan chart forecast of baby and
children’s clothing, at current prices, 2017-27
Figure 7: Total US sales and forecast of baby and children’s

clothing, af current prices, 2017-27

MARKET DRIVERS

 Inflation diminishes at an agonizingly slow pace
Figure 8: Consumer Price Index change from previous year,
2020-23

« Birth rate and the number of households with children
decline while childhood obesity trends upward

+ Birth rate and fertility frend downward
Figure 9: Annual births and general fertility rate, 2010-21

» The number of households with kids dwindles
Figure 10: Percentage of households, by presence of own
children, 201-21

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1157853/

Baby and Children's Clothing - US - 2023

Report Price: £3695 | $4995 | €4400

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

» Childhood obesity continues its climb
Figure 11: Prevalence of obesity among children and
teenagers aged 2-19, by age, 2001-02 to 2017-18

+ Sustainability is an important consideration when

purchasing children’s clothing

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

» Incorporate sustainable fabrics and ways to shop
secondhand items
Figure 12: Retykle highlights the importance of shopping
secondhand items

« Brands can better serve children through adaptive clothing
Figure 13: Tommy Hilfiger's adaptive line provides clothing
options to all kids

» Flexible subscription boxes make it easy for parents to
purchase needed items
Figure 14: Stitch Fix makes it easier on parents to purchase
children’s clothing

» Brands can look for partnerships in atypical places

* Gender-neutral clothing can help parents use items for
multiple siblings
Figure 15: Lovely Littles offers neutral basics to be used across
siblings

THE CONSUMER - FAST FACTS
ITEMS PURCHASED

« Girls look for more variety in their closets
Figure 16: Items purchased, 2022

» Shopping for clothing can be a bonding experience for
dads and kids
Figure 17: Items purchased, by parental status and gender,
2022

RETAILERS SHOPPED

* Shopping in-store is still preferred method for parents
Figure 18: Retailers shopped, 2022

- Sustainability, lower prices are key for younger generations
Figure 19: Retailers shopped, by generation, 2022

* Target, Walmart win the in-store experience; Amazon
dominates the online journey
Figure 20: Retailers shopped, by key demos, 2022
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PURCHASE INFLUENCES

Kids, schools have the greatest influence on purchase
decisions

Figure 21: Purchase influences, 2022

Digital and in-store media help consumers make the best
decisions

Figure 22: Purchase influences — In-sfore displays and social
media, by generation, 2022

Schools help multicultural parents find approved items
Figure 23: Purchase influences — School, by race and
ethnicity, 2022

SHOPPING PREFERENCES

Parents want their kids involved in the shopping process
Figure 24: Shopping preferences, 2022

Moms are looking for efficiency, dads are open to more
engaging shopping experiences

Figure 25: Shopping preferences, by parental status, 2022
Clothing shopping is a time for parents to connect with their
kids

Figure 26: Shopping preferences, by child’s gender and age,
2022

DESIRED CLOTHING FEATURES

Comfort, longevity and easy functionality are necessary
clothing qualities

Figure 27: Beya Made extends the lifecycle of each clothing
item through expandable options

Figure 28: Desired clothing features, 2022

Moms want features that prolong the life of clothing and
her budget

Figure 29: Desired clothing features, by parental status, 2022
Gen Z needs sustainable options from clothing brands
Figure 30: Crann Organic leans into sustainability

Figure 31: Desired clothing features, by generation, 2022

ATTITUDES TOWARDS BABY & CHILDREN’S CLOTHING

Parents seem willing to invest in their children’s clothing
choices, within reason

Figure 32: Bee Pumpkin features matching outfits for kids and
parents

Figure 33: Attitudes toward baby and children’s clothing,
2022

Moms are willing to splurge around key time periods
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Figure 34: Attitudes toward baby and children’s clothing, by
parental status, 2022

* Gen Z drives interest in gender-neutral clothing
Figure 35: Attitudes toward baby and children’s clothing, by
generation, 2022

APPENDIX - DATA SOURCES AND ABBREVIATIONS

e Data sources

* Forecast

* Consumer survey data

« Consumer qualitative research
- Abbreviations and terms

- Abbreviations

+ Terms

APPENDIX - THE MARKET

Figure 36: Total US retail sales and forecast of baby and
children’s clothing, at inflation-adjusted prices, 2017-27
Figure 37: Average spending by households with children on
baby and children’s clothing, 2017-22
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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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