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“The franchising industry is aging 
beautifully, but there’s one segment 
of it that stays forever young. Youthful, 
energetic, ever-growing and impulsive, 
the kids’ market defi nitely refl ects its 
target population. 

While kids hold the key to our future, 
they also control their parents’ purse 
strings. American families spend 
approximately $115.6 billion a year 
on their children for food, clothing, 
personal-care items, entertainment 
and reading materials, according to a 
2006 report by Packaged Facts. This 
fi gure is expected to increase to $143 
billion by 2010. Meanwhile, the buying 
power of kids themselves now tops 
$18 billion. Kids may be small in size, 
but spending by them, around them 
and for them represents a powerful 
market opportunity too big to be 
ignored. 

Much of the reason the children’s 
market has taken off is the fact that 
the traditional single-income family 
is rapidly disappearing. “[There is] 
increased attention on children and 
the idea, especially in dual working 
households, of parents trying to juggle 
work time, quality time and family 
time,” says Paul Kurnit, founder of 
KidShop, a marketing communications 
fi rm specializing in the youth market. 

At the same time, today’s parents 
want to provide their children 
with every possible advantage and 
believe this can be achieved through 
their participation in a variety of 
extracurricular activities. “The whole 
dynamic has changed dramatically 
from the ‘50s and ‘60s, [when] children 
were seen and not heard, to today’s 
children being very active members of 
the family,” says Kurnit.

The franchise industry has long been 
meeting the demands created by dual-
income families with active children. 

From serving the most basic of kids’ 
needs by offering day care to dishing 
out the fun with ice cream parties, all 
the bases are covered when it comes 
to kids. Kid-related franchises are at 
the top of their game, and the growth 
spurt has been most signifi cant in 
three categories: sports, education 
and parties.” 

PARTIES

“On the lighter side, parents are also 
willing to pay top dollar for their kids’ 
enjoyment. TV shows like My Super 
Sweet 16 illustrate the trend for over-
the-top birthday celebrations. Perhaps 
not all parents are fi nancially able to 
go to those lengths, but many are 
increasing the budget for their child’s 
birthday bash. According to an online 
poll by BabyCenter LLC, 25 percent 
of parents spent between $200 and 
$500 on their child’s fi rst birthday 
party alone, and 11 percent dropped 
more than $500. Where there’s a need, 
there’s an opportunity, and now the 
franchises aimed at taking the hassle 
out of party planning are celebrating 
their own unheeded growth. “

MARKING THE FUTURE

“The kids’ market is backed by signifi cant 
support: parents’ love for their children. 
And as all signs indicate, this industry 
will only continue to fl ourish. There are 
new concepts sprouting up all the time, 
and the possibilities are limited only by 
the imagination. “

“Meanwhile, kids are growing up faster 
than ever. They’re also becoming more 
important than ever in the purchasing 
decisions of their households and 
are, therefore, much more of a target 
for marketers. They’re even changing 
culturally. Says Brown, “A tremendously 
high proportion of the growth in the 
under-18 population over the next 
10 to 20 years is going to come from 

Hispanics and Asians as well as African-
Americans.”

In other words, the kids’ market is not 
one-size-fi ts-all and is as dynamic as the 
children who constitute it. Says Kurnit, 
“Businesses always have to be up-to-
date with what parents and kids are 
looking for.” The franchises that take the 
time to adapt to and truly understand 
their target population will enjoy a very 
real opportunity to grow by leaps and 
bounds.”
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