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“Despite parents’ commitment to save, a decade of low
interest rates, regulatory interventions and limited
developments in the market has reduced the appeal of
child-specific products. The recent rate rise and digital
innovations mean there are now plenty of opportunities for
providers to shake things up and offer something different,
both for parents and their children.”
– Irene Salazar, Financial Services Analyst
This report looks at the following areas:
•
•
•

The time is ripe for a turn in the tide
Parents are committed to saving but need support and want flexibility
Children’s attention needs to be captured, and early
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83% of parents are saving for their children
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More than half of saving parents keep the amount a secret
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63% of children say they save money themselves
Figure 37: Who children say is saving money for them, March 2018
Children of older parents more likely to say their parents are saving for them
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The Bank of Gran and Grandad?

Children’s Saving Activities
Parents could be doing more money-related activities with their children
Figure 39: Child and parent saving activities, March 2018
Learning about money, the fun way
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Children may need some nudging to get them more involved in saving money
Figure 40: Children’s saving activities, March 2018
Gender stereotypes reflected in children’s savings goals
Figure 41: Children’s savings goals, by gender, March 2018

Children’s Attitudes towards Saving
Two thirds of kids say they are in control of their money
Children want to talk about money and need someone to listen
Figure 42: Children’s attitudes towards saving, March 2018

Appendix – Data Sources, Abbreviations and Supporting Information
Abbreviations
Consumer research methodology
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