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ABSTRAKT/ SAMMANFATTNING 

Titel: Exklusiva hud- och hårprodukter för barn – En studie av marknadens 

utveckling och framtidsutsikt  

 

Författare: Filippa Thornander 

 Rikard Nordlund 

 Therese Dahl 

      

Handledare: Christer Norr 

 

Kurs: C-uppsats i företagsekonomi, 15 ECTS  

 

Datum: 17:e augusti 2008 

 

Nyckelord: Marknaden för barn, exklusiva hårprodukter, marknadsutveckling. 

 

Syfte: Målet med denna uppsats är att få en djupare förståelse för utvecklingen 

av barnprodukter. Tanken är också att skaffa en uppfattning av hur 

framtiden för dessa produkter kan se ut, med fokus på exklusiva hud- och 

hårprodukter. Författarna vill dessutom understryka viktiga 

marknadsföringsaspekter som behövs ta i beaktning, dels av företag som 

redan opererar på marknaden och dels av företag som vill introducera sig 

på marknaden. 

 

Metod: Vid uppsatsens start hade författarna redan en viss kunskap och 

förväntningar om ämnet, då det regelbundet under senare tid diskuterats i 

media. Detta faktum gjorde att en deduktiv ansats var mest lämpad för 

just denna studie. För att få en djupare förståelse av ämnet använde sig 

författarna sig av en kvalitativ ansats med öppna intervjuer. 

 

Slutsats: Resultaten från intervjuerna påvisar en framtida utveckling på marknaden 

för barn. Företag bör fokusera mycket på barn i framtiden för att undvika 

stagnation och i värsta fall minskad försäljning inom detta kundsegment.  
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ABSTRACT 

Title: High-end toiletries for kids – A study of the development and the 

predicted future of the market.  

 

Authors: Filippa Thornander 

 Rikard Nordlund 

 Therese Dahl 

Tutor:                     Christer Norr 

Course:                   Bachelor thesis in business economics, 15 ECTS 

Date:                      August 17
th

 2008 

Keyword:                Kids market, High-end hair products, Market development. 

Purpose:    This study aims to obtain a better understanding of the development of 

the kids market. The aim is also to find out the future directions of this 

market, with a focus on high-end toiletries for children. Furthermore, the 

authors will highlight important marketing aspects that need to be 

considered both by companies entering the market, as well as companies 

already operating on the market.  

Methodology: The authors already had expectations and general knowledge about the 

topic, due to its frequent media publicity during recent years, therefore a 

deductive approach was the most suitable one. Moreover, a qualitative 

method with open interviews was used in order to obtain a deeper 

knowledge about the topic. 

 

Conclusion: The result from the interviews indicates a future growth on the kids 

market. Companies have to focus a lot on the kids in the future in order 

to avoid a revenue decline in this particular customer segment.  
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1. INTRODUCTION  

This chapter starts off with a short introduction on why the topic was chosen. It will be 

followed by a discussion of the topic´s background as well as a clarification of the problem 

area, which the authors wish to examine. This chapter will also shed light on the purpose of 

the study, its restrictions, and a few useful definitions which will facilitate continuous reading.  

 

1.1 Introduction 

 

Consumer behaviour and marketing in general has always been of interest to the authors, and 

initially they had their minds on market development and establishment. This is something 

that the authors have been studying and wanted to go more in-depth with. With this in mind, 

they talked to people in their surroundings and eventually agreed upon that the kids market, 

with its large expansion, would be very interesting. The authors have been in contact with a 

company that wants to enter the kids market, which is the connection between market 

establishment and the kids market. After doing some research on the topic they decided to 

change direction and focus on the development of the trend on the market.  

 

There is a large potential on the kids market, which will affect not only products for children 

but also other enterprises and also the economy as a whole. With the rapid expansion within 

this market, the authors find that any research done on this trend will be of importance to a 

large number of companies in the present and the future. Whilst searching for information 

they realised that the topic still feels new and unexplored, which makes it a lot more 

interesting. 

 

1.2 Background 

 

When a trend appears on the market, the question that one will ask is, if it is here to stay or 

will it disappear after a while? New products and services are continuously brought out on the 

market, either to meet existing demands or to create new needs and wants. A trend with a big 
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hype that appeared a few years ago is the dog fashion trend. This created a new need and want 

amongst us, namely dressing up our dogs in different outfits and collars. The whole 

phenomenon has quickly expanded and now includes everything from dog fashion shows to 

“hair stylists” for dogs and the trend is still going strong. Another trend that has expanded a 

lot in recent years is the one on the kids market. More and more products that were primarily 

aimed at adults are now being aimed at children, such as designer clothing, technology, 

cosmetics and other beauty products. This has brought out a new phenomenon, KGOY, which 

stands for Kids Growing Older Younger (O’Donnell, J., 2007). Nowadays children are more 

brand aware and have a much larger influence on purchases of everything from food and 

clothes to cars and holidays for the family.  

 

Another trend that has aroused in recent years is grooming products for men. L’Oreal has 

been researching this area for years, as they have realised the growth potential on the market 

(L’Oreal, 2008). One of the reasons this market evolved is due to the introduction of the 

metrosexual man (heterosexual man concerned with his appearance), with David Beckham as 

one of the biggest role models. The market for men’s products has always existed with basic 

products, but in the last decade it has developed into becoming grooming products as it is 

widely accepted nowadays. There has been a significant growth on the market in recent years, 

and in 2005 the market research company Datamonitor estimated a growth of 18, 2% for the 

following five years (Decision News Media SAS, 2008). The trend and growth on this market 

can be compared to the trend and the growth on the kids market for toiletries and cosmetics. 

 

One out of many important factors for a company to become successful is to acknowledge and 

seize opportunities on their specialised market as well as potential markets. A good example 

of this is the mobile phones industry, which was primarily targeting businessmen. Nowadays 

almost everyone in the Western world, young as well as old, owns one. The companies have 

created a need where there was none existing before. This is not just specific to the mobile 

phone industry, but applies to companies in general. Once a product has been launched and a 

need has been created, there is a possibility of a trend evolving. In recent years the kids 

market has grown from just being sweets and toys to high-end fashion, cosmetics and 

technology. The reason behind this is that companies have recognised that the kids market has 

got large potentials.  
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James U. McNeal (1999) was one of the first to recognise the kids market as a specific 

market, at the beginning of the 1960s. At this time, other professionals within marketing did 

not accept the idea. In 1987, McNeal published his first book on the subject, Children as 

Consumers, and this time it was more accepted by others. By the mid-90s almost all 

companies in the consumer goods industry had recognised the potential on the kids market 

and were targeting children with some kind of marketing. The kids market can be divided into 

three different markets, primary market, influence market, and the future market. When 

combining these three markets, it is clear that it has got more potential than any other 

demographic segment. 

 

In the 1960s, kids were seen as one target group (AEF Kurnit, P. 1999). This has developed 

and nowadays, children can be divided into five different segments: Toddlers 0-3 years, 

Preschoolers 2-5 years, Kids 6-8 years, Tweens 9-12 years, and Teens 13-15 years. Each one 

of these segments are large potentials for companies, as they have a large influence over 

brand and purchase decisions. The kids group can also be divided into generations depending 

on when they were born, and thereby, one can also see how this has affected the development 

on the market. Generation Y, with their spending power as well as their large influence over 

what their parents purchase, is considered the most important generation for retailers and 

marketers (O’Donnell, J., 2007). 

 

In 2007, in the US alone, companies were spending $17 billion on marketing to kids, which is 

more than double of what it was in 1992 (CBS News, 2007). Unfortunately, figures for the 

global market could not be found, but this indicates the enormous growth on the entire 

market.  

 

Celebrities are a big part of the trend on the kids market, as they are often seen together with 

their children, both individuals visibly showing high-end brands. The Beckham family is a 

perfect example of this as they often bring their children along to events and are photographed 

together. Newspapers and magazines draw people’s attention to the brands worn, shopping 

bags carried and shops, restaurants and hotels that they are visiting. 

 

In connection with the expansion of the kids market, toiletries and cosmetics as well as high-

end fashion were aimed towards children and their parents (Brandchannel, 2008). In 2001 

Dolce & Gabbana launched their first baby and kid’s line, named D&G Junior. Other ultra-
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premium fashion houses like Louis Vuitton, Gucci, Versace, Prada and Armani also have 

special collections for children, everything from newborns to tweens. High-end designers 

have grasped the opportunity that exists on the kids market to generate more sales. When 

realising the potential of the trend, sales rapidly increased and the market has reached the size 

of today.  

 

Toiletries for babies and children have existed for a very long time. The pioneer in this 

industry is Johnson & Johnson, who brought out their famous baby powder, Johnson’s Baby 

Powder, as early as in 1890 (Johnson & Johnson, 2008). This product is still on the market, 

and is still a recognisable name on the shelf amongst other mild and unscented products that 

have entered the market since. In recent years the variety of products has expanded from mild, 

basic products to products that are similar to the ones on the adult market.  

 

In 2007, a report called Teen and Tween Grooming Products: The US Market (Market 

Research.com, 2008) was conducted. Grooming products include hair care, skin care as well 

as colour cosmetics. According to this report, products were purchased for $7 billion in the 

US, and it is estimated to generate $8.5 billion by 2012. Some of the factors that influence the 

market positively include kids’ love of premium brand images and companies’ creative 

approaches to reach this segment. This large growth does not only apply to the US, however  

these were the only concrete figures found. 

 

1.3 Problem Statement 

 

Even though research about the kids market exists, the authors believe that the information is 

rather general and that the area has not been covered enough. With the potential of the market, 

they find that there is a need for dividing the market into smaller divisions such as toiletries, 

fashion, entertainment, high-end products and food. The authors find that this is necessary 

because of the recent expansion on the market, and with more and more companies entering 

the kids market. The adult market has been specified into different divisions, so why can it not 

be done on the kids market? This leads us to the research question: 

 

What main factors have contributed to the great growth and the development on the kids 

market and how will it further develop?  
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Furthermore, the authors would like to point out what a company need to focus on regarding 

marketing efforts when operating in or entering the kids market. 

 

1.4 Purpose 

 

The aim of this descriptive and normative study is to obtain a deeper knowledge about the 

kids market, how it all evolved, what the development looks like and what the future will 

bring, with focus on high-end products. The study will also highlight marketing 

communication channels that will have future importance for companies operating in the kids 

market. 

 

1.5 Restrictions  

 

The kids market covers a large span of products and services, so the authors have decided to 

narrow it down to high-end hair and beauty products. By this they mean skin care, hair care & 

styling as well as cosmetics. The reason behind this decision is that there is a much larger 

interest for these kinds of products for kids, and the industry is quickly picking up on this.  

 

The authors have decided to focus on the market in general, and have therefore not narrowed 

it down to a specific country. The reason for taking this approach is the want to receive a 

global perspective of the phenomenon. However, because of limited time given for the study, 

the authors are aware of the difficulties in finding enough interview objects to make a 

universal study. Furthermore, the authors find that with the limited information on the area 

and with the limited amount of time that they have, it would be too difficult to be specific to a 

country. However, this can and should be done eventually, when more specific research has 

been conducted about the various industries within the kids market.  

 

Regarding the different age groups within the kids market, the authors have decided to be 

quite general instead of narrowing it down to a specific age group. Even though there are 

large differences between a 2 year old and a 12 year old, the authors still believe that between 

these ages the parents still have the final say, even though the child will influence the 

decisions. 
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1.6 Definitions 

 

High-end  Exclusive brands with a higher price tag. 

Toiletries  Includes hair care, skin care, fragrances, cosmetics and other personal 

hygiene products. 

Grooming products  Includes hair care, skin care and colour cosmetics. 

Tweens  Children between 9 and 12 years. 

Teens  Teenagers, 13 to 15 years. 

Metrosexual  A heterosexual man concerned with his appearance. 

Kids  All children between the age of 2 and 12 
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1.7 Disposition  

INTRODUCTION  

 

 

 

 

 

 

 

 

THEORY 

 

 

 

 

 

 

 

 

 

 

METHODOLOGY 

 

 

 

 

 

 

 

 

EMPIRICAL STUDIES 

 

 

 

ANALYSIS 

 

 

 

 

 

 

 

CONCLUSIONS & 

RECOMMENDATIONS 

 

 

 

The introduction gives the reader an understanding of 

the research area as well as why it was chosen. Besides a 

short preface, the chapter also consists of a background 

of the problem area, a problem statement and the 

purpose with the study.  

 

This chapter will bring up all the theories that the 

authors find relevant for conducting the study. All the 

theories will be discussed, and virtues as well as flaws 

will be emphasized. The essential points from the 

theories will form a research model, which will be found 

at the end of the chapter.  

 

The methodology chapter will present the scientific 

stand point and the method choices made. Knowledge 

about the methods used to collect data and other material 

is crucial when deciding whether the results are valid or 

not. 

 

This chapter will give the readers a presentation of the 

interview objects and the data collected.  

 

The presentation of the collected data will be followed 

by an analysis of the results found. The authors will 

interpret the information gathered, and highlight 

interesting findings.  

 

The last chapter will discuss what the results mean, and 

solution to the problem statement will be presented. 

Moreover, implications for businesses as well as 

suggestions on further research will be given. 
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2. THEORY  

All theories that the authors find relevant for this particular study, will be brought up in this 

chapter. The different theories will be discussed, and important aspects will be highlighted. 

The most relevant and crucial parts of the different theories will form a research model, 

which will be used throughout the study.  

 

2.1 Introduction 

 

When determining the main factors that have contributed to the great growth and the 

development on the kids market, the authors have decided to focus on a few aspects. First of 

all the consumer´ needs and influences will be examined, theories such as Maslow’s 

Hierarchy of Needs, Self Concept, Prestige Seeking Behavior, Reference Groups, and the 

DAGMAR model will be discussed. The insight in how and why people think, act and behave 

the way they do, will give a clearer picture of how people might think, act and behave in the 

future. Secondly, factors that have affected the trend will be dealt with. Changes in 

generations and reasons behind the increase in spending will be mentioned, as well as the 

term KGOY. By looking at factors that have affected the trend up till now, patterns can be 

distinguished and used in order to predict the future.  Furthermore, the market and the 

business aspect will be brought up. Well-known theories, such as Ansoff’s Product-Market 

Growth Matrix, the Product-Life-Cycle, and McNeal’s Three Markets in One, will be 

interpreted and applied in order to create a research model that suits the purpose of the study. 

These theories will be used to see what options and strategies that companies have and might 

take advantage of, by acknowledging the present and future opportunities on the market, a 

more correct forecast of the future of the market is to be made. Finally, a few dimensions of a 

market analysis will be discussed. The dimensions serve the same purpose as the market and 

business aspect.  
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2.2 Consumer Needs and Influence  

 

To be able to see which factors have affected the developments and to predict the future of the 

kids market, let us first take a look at the aspects that affect the consumers’ habits and needs.  

 

2.2.1 Maslow’s Hierarchy of Needs 

 

Abraham Maslow’s Hierarchy of Needs theory leads the way in the theories of motivation, 

which was first published in the paper A Theory of Human Motivation (1943). The theory 

states that human beings are motivated by a hierarchy of needs, the needs being divided into 

five different levels (Morgan, 1997). The first and basic level of needs is the physiological 

needs, such as hunger, thirst, and health and maintenance of the body (Maslow, 1943). Once 

these needs are fulfilled, the needs on the higher levels emerge, step by step. The next level is 

the safety needs, which can be thought of as protection against bodily harm, threats or 

dangers, as well as a stable and safe environment for the individual. When the physiological 

and safety needs have been satisfied, the social needs will emerge. These needs consist of 

love and affection, relationships, and belonging to a group. The next step of needs is the 

esteem needs, which consists of two parts: self-esteem or self-respect, and esteem from others. 

The first part can be seen as independence, freedom, achievement, and confidence, while the 

second part is appreciation, attention and recognition. The fifth and last level of needs, when 

the other needs are satisfied is the self-actualisation needs. This refers to self-fulfilment, to 

become everything that one is capable of becoming. For these needs to appear, the previous 

needs have to be satisfied.  
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Figure 1 Maslow’s Hierarchy of Needs 

 

Source: http://patricialin.com/images/maslow_hierarchy.gif 

2.2.2 Self Concept 

 

Self concept refers to the way in which a person perceives oneself, and it involves one’s 

ideals, other people’s views on oneself, as well as one’s own opinions about oneself. 

According to Rogers (1947), the self is the central ingredient in human personality and there 

is a basic human need for positive views regarding oneself both from others as well as from 

oneself (Purkey, 1988). Rogers also claims that a basic human need for positive regard or 

view from both others as well as from oneself exists. 

 

Consumers buy different brands, as people are perceived in different ways and have different 

self concepts (Kahle, et al. 2006). Their purchases can be seen as a representation of 

themselves, some purchases of brands can even be seen as being part of oneself, i.e. the 

extended self.  

 

2.2.3 Prestige-seeking Consumer Behaviour 

 

The demand for status products has been increasing in recent years, and at the same time 

people’s focus on appearance and materialism has grown bigger (Vigneron, Johnson, 1999). 

A prestige-seeking behaviour depends on several different aspects, but mainly on self-
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actualisation and sociability. When a product or a service is bought, the person wants that 

certain good to express a particular kind of image or reveal a certain feeling. This product is 

often the marker of group participation and it is a way to show that one belongs to this group 

(group affiliation), and certain products have a strong collective meaning. To find out what 

products to buy, people nowadays often use the television as guidance. By watching 

television, the viewers will find out about different lifestyles and then try to achieve the same 

image themselves by buying comparable products.  

2.2.4 Reference Groups 

 

A reference group is a set of people whose opinions, attitudes, beliefs, values, preferences and 

behaviours are used by both members and non-members as the basis for these individual’s 

judgement. (Business Dictionary 2007-2008)  

 

The function of a reference group is to be identified as a certain person as well as that it 

creates norms. By buying and using a certain product, especially a luxurious and expensive 

one, an individual can show his or her sense of belonging to a particular group. Another way 

to show belongingness is by following the group’s norms of how to think and act. (Dubois, 

2000; Mumun et al, 2006) 

 

A reference group influence can appear in three terms, namely informational influence, 

utilitarian influence and value-expressive influence. People are informational influenced when 

they consult experts, specialists or other reliable sources for trustworthy information and 

knowledge about products and brands.  The consultants become these people’s reference 

group, and they influence these people either directly or indirectly. When a person’s buying 

process of a specific brand or product is influenced by a reference group’s preferences, a 

utilitarian influence exists. This kind of reference group usually consists of family members, 

friends, colleagues and other social connections.  When a person wants to gain respect and 

liking by buying and using a certain product, a value-expressive influence is usually involved. 

The members of this reference group could be users and marketers of these particular brands 

or products, such as celebrities. (Solomon et al, 1999; Mumun et al, 2006) 
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2.2.5 The DAGMAR Model 

 

In 1961, Russel Colley published a hierarchy-of-effects model, the DAGMAR model 

(Defining Advertising Goals for Measured Advertising Results) which consists of nine 

phases, which a consumer normally goes through when buying a product. (De Pelsmacker, et 

al, 2007) 

 

Figure 2 The DAGMAR Model 

 

 

Source: Colley, R.H. (1961), Defining Advertising Goals for Measured Advertising Results. New York: 

Association of National Advertisers 

 

The category need, or want, is the fundamental condition that has to be fulfilled. A motive for 

purchase has to be created otherwise this communication goal will be unsuccessful. This 

phase is extremely important for innovations. (Ibid) 

 

The next phase, brand awareness, is the association between a category need and 

characteristics such as brand name, logo, package, etc. Brand awareness can be divided into 

two definitions; recognition and recall. Brand recall refers to top-of-mind brand awareness, 

e.g. if kids think of shampoo, they may perhaps spontaneously say Johnson’s and L’Oreal.  

Brand recognition is when people recognise a brand by its logo, colour, package, etc. The 
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brand awareness effect on brand purchase is significant; the brand with higher awareness will 

be purchased more often. (Ibid) 

 

When the consumers are aware of the most crucial brand characteristics and benefits, the 

phase of brand knowledge is reached. At this point liking and preference is added to the brand 

awareness. Furthermore, if evaluation and perceived value is added to the brand knowledge, a 

brand attitude is created. A good attitude will lead to more frequent buying and customer 

loyalty. It is important to maintain a positive brand attitude amongst customers, to keep them 

from switching brands. (Ibid) 

 

Purchase intention, purchase facilitation and purchase are all phases that make the consumers 

pay visits to the stores. Different actions can be made to smooth the progress of these phases, 

such as advertising, sales promotions like coupons and price cuts, and distribution. (Ibid)  

 

Consumer satisfaction is achieved when a product or brand lives up to certain consumer 

expectations. A satisfied consumer is more likely to choose the same brand again, which 

might lead to the next and final phase, brand loyalty. This communication goal is defined as a 

mental commitment between a consumer and a brand. When an emotional bond has been 

established, a consumer is highly involved in a purchase of a brand and has a positive attitude 

towards the purchased brand. Keeping customers loyal can be perceived as a cost-saving 

strategy for companies. Research shows that it can cost up to six times more to obtain new 

customers than retaining existing customers. Brand loyalty may not be mixed up with brand 

habits, which is a repeated purchase based on routine rather than commitment. (Ibid) 

 

2.3 Factors affecting the trend 

 

It is not only the consumers’ habits and wants that need to be studied, but also the phenomena 

that have influenced and affected the trend. Having an understanding of these influences will 

help us to understand the trend.  
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2.3.1 Generations 

 

Baby Boomers are the people born in the years following the Second World War, which 

would make them 45-65 years of age now (De Pelsmacker, et al, 2007). In those years, there 

was a huge increase in the number of births, which makes the Baby Boomer generation a 

large group of people. More people opted for higher educations and people became more 

work-centric, leading to higher incomes (Coffey, et al, 2006). 

 

People born between 1965 and 1980 are referred to as Generation X. During these years there 

was a clear decline of birth rates, mainly because of effective contraception and an increase in 

the number of divorces (De Pelsmacker, et al, 2007).  This generation is more individualistic, 

materialistic and ambitious than previous generations. Furthermore they possess a larger 

amount of knowledge about and are more critical towards marketing and advertising. 

 

This generation grew up with more selections on TV, for example MTV, and more 

technology, with the likes of Walkmans, personal computers, and video recorders (Coffey, et 

al, 2006). With their parents focusing on their careers, individuals of Generation X were often 

home alone, with the TV and telephone being a companion. Generation X parents are more 

family-centric as opposed to the Baby Boomers. This might be as a result of their childhood, 

or the particular events happening in the world, such as 9/11. 

 

Generation Y refers to individuals who were born 1980-1999 (Sutherland, Thompson, 2001). 

People in this generation are more materialistic, brand orientated and more accepting of 

multinationals (Baker, 2002). They grew up with the Internet and with a larger variety of 

technology than previous generations (Coffey, et al, 2006). 

 

2.3.2 KGOY 

 

KGOY is an abbreviation for Kids Getting Older Younger and refers to a recent phenomenon, 

where the emotional and psychological gap between childhood and teen years has decreased 

(O’Donnell, 2007). Nowadays kids are introduced to outside influences, for example 

computers and other media communications, at a much earlier age than before, which leads to 
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kids growing tired of toys and kids clothes earlier. More attention is put on fashion, 

cosmetics, skin care, and mobile phones for children. 

 

2.3.3 Reasons behind the Increase of Spending 

 

During the last decades there has been an increase of spending on the kids market (McNeal, 

1999). One of the motives is that there are more earners per child. New birth control products, 

higher knowledge, labour-force objectives of women and inflation have all made it possible 

for women to join the workforce. When both parents make money, there is more money to be 

spent on the market.  

 

Another reason behind the increase of spending is the new family constellations (McNeal, 

1999). People have fewer kids nowadays than before and women tend to aim for a career 

before having children. With fewer kids per family, there is more money to be spent on each 

kid than there would have been with more kids in the family. Another contributing factor is 

that more people have their careers in place, which leads to a higher income. The higher 

income does not only affect the spending from parents. Grandparents, siblings to the parents, 

friends to the family etc. also have more money, leading to more gifts given to the kids and 

more money being spent on the market. It is also more common these days that families are 

fractured, with new step-parents, additional relatives etc. meaning that the kids receive more 

gifts and naturally the spending increases.  

 

Nowadays when parents work more and family situations look different, there is also a guilt 

factor from the parents (McNeal, 1999). Parents feel that they need to compensate their 

children for being away from them and thus the kids receive more gifts. There is also a nag 

factor that affects the spending on the market. Nowadays, kids are more aware of product 

information, mainly through advertising, which makes parents look at it as responsible 

behaviour rather than nagging. Furthermore, parents spend more money whilst spending time 

with their children as well. Parents today are also more worried about the future of their 

children, which leads to more money spent on training, education etc. 

 



Bachelor Thesis, 15 ECTS,                                     Therese Dahl, Rikard Nordlund, Filippa Thornander 

Business Economics                         

 

 23 

 

2.4 The Market 

 

When there is an understanding of influences, consumer needs and behaviours, the next factor 

that needs to be considered, is the market aspect. Knowledge about where the market is now 

is crucial in determining which direction the market will go.  

 

2.4.1 The Kids Market, Three in One 

 

Nowadays companies spend more and more money on marketing on the kids market, and 

people are questioning if the outcome of the increase in spending will be positive (McNeal, 

1999). In the book The Kids Market – Myths and Realities, McNeal exterminates the myth 

that it will not have a positive effect and instead he explains why the kids market is so 

important for companies. He believes that the kids market has a big potential and that one 

should see this specific market as three different markets, instead of one, and that all three of 

them should be given special attention with marketing and merchandising effort.  

The first market, Primary Spenders, is when the kids spend their own money, for example 

their allowance, on their own needs and wants (McNeal, 1999). The amount of spending on 

this market has been increasing rapidly during the last decades and at the end of the 20
th

 

century kids spent more than 23 billion dollars as primary spenders. This number was 

estimated to increase even more during the following years. 

 

Kids that influence what their parents’ purchase by directing their spending are the second 

market (McNeal, 1999). McNeal calls it Persuasive Power and this market has grown just as 

quick as the first market. The spending was anticipated to almost 300 billion dollars at the 

beginning of the 21
st
 century. In the late 80’s, parents were initially starting to give the kids 

more decision making power over purchases. In recent years companies, like auto producers 

and makers of toiletries, have spotted this potential and have started to actively target kids. 

Kids cannot influence their parents if the parents do not let them.  

 

The third and last market is called Tomorrow’s Customers, which shows that kids have the 

most market potential (McNeal, 1999). In the future, today’s kids will buy satisfying goods 

and services for the rest of their life and for a company that is a big potential future customer. 

There are two different kinds of new customers for companies to acknowledge, those who 



Bachelor Thesis, 15 ECTS,                                     Therese Dahl, Rikard Nordlund, Filippa Thornander 

Business Economics                         

 

 24 

 

change from one of the competitors to their own or those that are brought up with the brand 

and stays with it. Both of them are expensive to reach, but the second one will much likely 

give more profits in a long-term thinking, and companies should look at the potential that this 

kind of customer has.  

 

2.4.2 Product Life Cycle (PLC) 

 

The phase of the Product Life Cycle which a product or a brand is positioned in, is of 

importance when deciding what kind of marketing communication objectives the company 

should focus on (De Pelsmackeret, et al, 2007). The first phase of the PLC is the Introduction 

phase. The consumers on the market are completely unfamiliar to the product and have to 

learn what kind of preferences, functions etc. the innovation has. The most important points to 

achieve for companies with a product in this phase, is to increase brand awareness as well as 

brand knowledge and to show the possible customers what kind of need this product will fulfil 

(category need). By connecting a brand with a certain lifestyle the companies will achieve 

psychosocial brand image nuances. Nowadays this phase is mostly used for new brand 

launches, as completely new products are rather rare on the market. However, to make the 

consumers believe in the new product some kind of endorsement is needed. Demonstrations, 

scientific evidence and celebrity endorsement are normal endorsements that are used to 

support the claim given. 

 

The next phase in the PLC is the Growth phase (De Pelsmacker, et al, 2007). The consumers 

are now aware of the product or brand and know about the most important features of it. 

Other similar products are now entering the market as well, and therefore it is important for 

the companies to defend the brand position and create a brand preference. Promoting the 

uniqueness with the product and emphasising the right product characteristics will achieve 

this.  

 

The third stage is the Maturity phase where there is strong competition on the market and 

when it is hardly increasing at all (De Pelsmacker, et al, 2007). At this point the companies 

need to increase brand loyalty so that the consumers are less open to the other competitor’s 

product advantages. At this phase, the products have none or very small differences which 

make it important to argue a clear and unique brand image. When products are very similar on 
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the market small changes in price, function or small product innovations can achieve that 

extra attention in order to increase the sales of the product. The companies can also emphasize 

the psychosocial meaning for the product once again (like in the Introduction phase), as the 

experience of the products might differ from consumer to consumer, or to try making the own 

product, the top-of-the-mind product.  

 

The fourth and last phase of the PLC is the Decline stage (De Pelsmacker, et al, 2007). Here, 

the companies are facing a decline in the product or the brand and they have two options 

regarding how to confront this turn down. They can see this as the end of the “products life” 

and try to harvest and milk the product as much as possible with marketing efforts put on 

sales promotion (like prizes or lotteries). Otherwise they can see it as a low point in life cycle 

stretching and then manufacturers can renew the life of the product to increase sales again. 

Ways of achieving this can be to communicate an important adaptation or change of the 

product and to try to increase the frequency of usage. Other possible ways can be to find new 

applications or moments of use for the product (e.g. instead of seeing coke as a drink, see it as 

an ingredient for cooking) or trying to attract new target groups (e.g. hairstyle product for 

kids).  

 

Figure 3 The Product Life Cycle 

 

 

Source: http://www.trumpuniversity.com/learn/images/product_life_cycle.gif 
 

http://www.trumpuniversity.com/learn/images/product_life_cycle.gif
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2.4.3 Ansoff’s Product-Market Growth Matrix  

 

By defining two dimensions, the product and the market, Ansoff simplified the competitive 

position of businesses. Depending on the newness of the products and the market, businesses 

have four strategic choices according to Ansoff, namely market penetration, market 

development, product development, and diversification. Which one to choose depends on the 

business’ level of risk as well as its current set of markets and products. (ProvenModels, 

2005-2008). 

 

Figure 4 Ansoff’s Product-Market Growth Matrix 

 

Source:http://www.tutor2u.net/business/images/Ansoff%20Matrix%20w500.gif 

 

Market penetration is a growth strategy which aims to increase product usage of existing 

customers and increase, or at least maintain the market share of current products. It is a 

relatively low risk strategy which requires a defendable competitive position in order for a 

business to implement it. The market development strategy, on the other hand, is a medium 

risk growth strategy. Developing new geographical markets, creating new market segments, 

adding new distribution channels as well as adopting different pricing policies to attract 

different customers are all implementations connected to this particular strategy. The third 

growth strategy, product development, is a medium risk strategy which necessitates the 

development of new products. In order to encourage people to spend money on these 

products, they have to be appealing to the existing customers. The fourth and final strategy, 
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which also possesses the highest risk, is diversification. This strategy involves launching new 

products to new markets. (ProvenModels, 2005-2008). 

2.5 Market Analysis 

 

When determining the future of a certain market, a market analysis can be conducted to see 

the potential of the market (Aaker, 2008). A market analysis determines the attractiveness of 

the market and the importance of it for companies operating on the market, as well as 

companies that plan to enter the market. By knowing this, businesses working within the 

market can make their investment decisions and understand the dynamics of the market. The 

outcome of a market analysis depends on the dimensions brought up and the authors have 

decided to examine the most general ones for further discussion. 

 

2.5.1 Emerging Submarkets  

 

Every now and then, companies lose market share because they do not notice the 

opportunities on emerging submarkets (Aaker, 2008). In order to avoid this, companies need 

to find and recognize emerging submarkets that are relevant and attractive to the company. An 

example is, even though a customer likes one of the company’s products (i.e. a car company’s 

SUVs), it doesn’t necessarily mean that they will purchase the product from the company. 

The reason behind this is that the customer might have other demands regarding the product 

(i.e. a hybrid car). This is regarded as a submarket. Submarkets can be created by an 

improvement or development that adds a new dimension to it, through additional services or 

attributes, which makes other brands irrelevant. It can also be created by making niches, 

through age, gender, usage etc., which will fragment the market into different submarkets.  

 

2.5.2 Actual and Potential Market Size 

 

It is important to look at the total market size and the total sales level to know if it is a 

successful market or not (Aaker, 2008). That kind of data can be collected from companies, 

customers, magazines etc. It is also important to look at the potential market size. There are 

many different reasons that can change the market size, such as change of use (frequency and 

usage) or completely new users (user gap). When looking at new possible users, it is 
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important to remember that even though a want for the products might exist, factors like lack 

of funds or unsuitable technology might inhibit a purchase of the product. This phenomenon 

is called ghost potential.  

Nowadays, some companies avoid investments in small markets because of the lack of large-

scale sales (Aaker, 2008). However, a business that has that kind of strategy can miss the 

potential of a market with vitality and profitability. A lot of major markets were small to start 

off with and have later developed into the size they are today, so one should not completely 

avoid small-scale businesses. 

 

2.5.3 Market Growth 

 

Another important factor to look at is the market growth (Aaker, 2008). By estimating the 

forthcoming growth of the market, one can predict the possible sales and profits in the future. 

If all other influencing factors stay the same, growth on the market means more sales and 

higher profits even without a changing market share.   

 

To be able to forecast the growth of a market, an important factor to identify is the driving 

force behind the sales (Aaker, 2008). Examples of driving forces can be the future demand for 

premium reds on the wine market as well as the relation between wine and health. Another 

way to predict the growth is to use historical data and leading indicators. Historical data 

provides a useful perspective and helps distinguish hope from reality, while leading indicators 

could be demographic data, such as number of births, and sales of related equipment (i.e. sales 

of computers affect the demand for supplies and service needs). 

 

2.5.4 Market Profitability 

 

The profitability of a market can be examined through Michael Porter’s Five-Factor Model 

(Aaker, 2008). According to this model, the attractiveness of a market depends on five 

factors; existing competitors, potential competitors, substitute products, customer power, and 

supplier power. When looking at the intensity of the competition amongst existing firms, one 

needs to take into consideration the amount of competitors, their size, if their products are 

similar or differentiated and their commitment amongst others. The next factor is threat of 

potential entrants and the likelihood of them entering the market. Barriers to market entry, 
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such as required capital investment and distribution channels, determine whether potential 

competitors turn into actual competitors. Threat of substitute products refer to products that 

can influence the profitability of the market, without being direct competitors. An example is 

that electronic alarm systems are substitutes for the security guard market. Bargaining power 

of customers applies to larger customers’, whose purchases affect the company’s profits. They 

can therefore force prices down or demand additional services. The last factor to take into 

consideration when determining market profitability is bargaining power of suppliers. When 

the supplier industry is concentrated, it will have power to influence the prices on the market.  

 

2.5.5 Cost Structure 

 

Understanding the markets’ cost structure is important, as it gives an insight to current and 

future key success factors (Aaker, 2008). An analysis of the value chain will establish where 

value is added to the product. The amount of value added on one specific stage of the value 

chain can become so important that a key success factor is associated to that stage.  

 

2.5.6 Distribution Systems 

 

A change in distribution systems can lead to a lasting competitive advantage (Aaker, 2008). 

Here it is important to look up the different alternatives that exists, to look at the trends, 

determine which channels that are growing and emerging, and, to find out who has the power 

and if it is likely to change.  

 

2.5.7 Trends and Developments 

 

This is one of the most important factors to look at when doing a market analysis, as it 

determines the changes as well as spots what is important (Aaker, 2008). In addition, the 

trends will automatically give an outline of the customers and the competitors. However, it is 

essential to look closely into possible trends, to determine which ones will bring growth, and 

to distinguish them from fads, that will only last for a short while. To do so one can look at 

the phenomenon and see what the driving forces are, if it is mainstream and look up if it is 

broadly based. A trend is based upon demographics, values, lifestyles and technology rather 
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than pop culture, fashion, trendy crowds and media. Furthermore, a trend is expressed across 

different businesses and categories. 

 

2.5.8 Key Success Factors 

 

Key success factors are assets and competencies that are the foundation for competing 

successfully, and is an important output of a market analysis (Aaker, 2008). There are two 

types of key success factors; strategic necessities, factors that are needed but are not 

necessarily an advantage as others have it as well, and strategic strengths. They refer to 

factors that are superior to those of the competitors and an advantage for the company. It is 

not only important to identify key success factors, but also to look at if they will fit in the 

future and identify emerging key success factors. 

 

2.6 The Research Model  

 

The research model that will be used is a mixture of models and theories discussed above.  

Consumer needs and influences are an important part to consider when studying the 

expansion of a certain market. With the theories mentioned in this part, the authors want to 

examine the reasons behind the purchases made on the kids market, for both the kids and the 

parents. The authors believe that all the theories that are brought up in this part affect the 

purchase decisions made on the kids market. They will all be looked into deeper to see if they 

are relevant to the topic.  

 

Regarding Maslow’s Hierarchy of Needs, the authors have decided to focus on the three 

highest levels of needs, social needs, esteem needs and self actualisation needs. The authors 

find that the remaining two needs are not of relevance for high-end products, so these will be 

left out of the study.  

 

As the focus of the study is on high-end products, the authors want to look into theories about 

self-concept, prestige-seeking consumer behaviour and reference groups. The reason behind 

this is that they believe that these theories have a major impact on the need for these kinds of 

products. These three theories are closely linked and will therefore be used simultaneously.  
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Do these purchases fulfil the parents’ or the kids’ self-concept? Who affects whom and what 

do the parents and kids want to achieve through these purchases? 

 

The DAGMAR-model consists of the different phases that a customer goes through on the 

way to becoming brand loyal. The main focus will be put on the phase of brand loyalty, as it 

is the foundation of the companies’ future on the market. However the other phases will also 

be examined briefly, because they are the groundwork of brand loyalty. How brand loyal are 

kids actually, with their ever-changing demands and new products constantly brought out?  

 

Factors affecting the trend are mentioned to give an insight to the background of the 

phenomenon. The different generations are brought up, to be able to see how the 

characteristics have changed throughout the years and how it has affected the development on 

the kids market, such as awareness and attitudes towards brands. Other factors that have 

affected the kids market are family structures and situations, and increase in income. These 

factors need to be taken into consideration when studying the previous and future 

developments on the market. How have these factors affected the development and are there 

any other main factors that need to be mentioned? 

 

The authors have also decided to bring up theories that can be tied to the development of the 

market. These will be used to examine why and at what stage companies entered this specific 

market. Seeing that the kids market can be perceived as three markets in one shows the 

importance for companies to have both a long-term and short-term focus. The authors have 

decided to exclude the first market, Primary Spenders, as they believe that this market does 

not affect the high-end hair products in a larger perspective. However, the second and third 

market will be discussed to see how and what the companies can do to reach the customers on 

those two markets. By looking at the data collected and studying Ansoff’s model on product 

market growth, the authors want to be able to determine which one of the four strategies was 

mainly used. This will give us an insight on how it all started. Furthermore, by knowing how 

it all started, the Product Life Cycle will be used to determine how the development of the 

products looks like. The authors chose to use the approach of marketing communication for 

the PLC as they want to find out what kind of marketing efforts companies should apply to 

the product’s progress and expansion.  
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When determining the future of a market, the authors find it important to look at all the 

mentioned factors of a market analysis. However, the focus will be put on a few of them as 

they are of the most relevance to the studied area. Trends need to be closely monitored to be 

able to find emerging submarkets, which is why the authors have decided to combine these 

two factors and study them jointly. As it is rather hard to find figures on the global market 

size, the authors have excluded this factor and put more weight on the market growth. The 

market growth will not be a specific number, but more a discussion over general movements 

in the growth. Looking at the profitability of the market goes outside the scope of this study, 

so the authors have decided to leave this factor out. It is a very important factor to consider, 

however the authors find it too extensive to use for this study. The same goes for cost 

structure and distribution systems. As the authors have decided to focus on the market in 

general and not on competition between certain companies, key success factors do not seem 

relevant to use.  

 

Figure 5 The Research Model 

 

Source: Own Model  
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3. METHODOLOGY 

This chapter clarifies which scientific benchmark has been used and the execution of the 

study, namely how the research has been crafted. The reader will be informed about which 

methods that have been used when collecting the data as well as the method used when 

interpreting and analysing the collected data. An understanding of the choices that have been 

made facilitates when determining the credibility of the study. 

 

3.1 Scientific Base 

 

Method is a tool used to describe reality. However, it is almost impossible to agree on one 

mutual picture of what the world really looks like. Some people argue that social systems 

have general policies and conformities of law, while others argue that one can only 

understand the unique and exceptional and that experiences can not be transferred from one 

case to another. (Jacobsen, 2002)  

 

The next bipartite issue to take into consideration is the issue of how and to what extent it is 

possible to adopt knowledge. One view, of how it is possible to know things about the reality, 

is the positivistic view. Supporters of this view believe that the reality is objective and that it 

can be studied in an objective way. Personal opinions and experiences are rejected, as only 

relations and situations are studied in order to find general policies. Another view is the 

hermeneutic view, which emphasises how people interpret and create their reality in order to 

achieve an understanding of local context. (Jacobsen, 2002) 

 

The authors believe that every situation is unique, however, previous knowledge and 

experience can be applied to them in order to gain further knowledge and experience. 

Furthermore, they believe that personal opinions and experiences can not be excluded to one 

hundred percent when studying an area. Unconsciously it will be present when interpreting a 

situation. However the authors have tried to collect information and data with objectivity, but 

they are aware of the fact that personal opinions may have influenced the outcome of the 

study. 
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3.2 Choice of Method 

 

As mentioned before, reality can be perceived as either objective or as a human interpretation. 

The approaches that should be used in order to map the reality are dependent on what point of 

views the research initially has. The different approaches will be discussed below. (Jacobsen, 

2002) 

  

3.2.1 Deductive versus Inductive Approach 

 

A deductive approach is made by first getting some expectations about how a certain 

phenomenon works (Jacobsen, 2002). When those expectations are clear, one starts to collect 

data to see if the expectations correspond with the reality. It is important to keep in mind that 

with this approach, the researcher only collects data that is relevant according to him or 

herself. The data that is collected might only support the expectations that he or she wants to 

have, and other important information might be left out, leading to the possibility of the result 

being subjective. 

 

The inductive approach is made by first collecting the information without any expectations 

and then formulating theories (Jacobsen, 2002). The aim with this approach is to achieve 

relevant and correct information that is not reflected by expectations that one had before 

collecting the data. However, to investigate something with a complete open mind can be very 

complex and it is difficult to see how one can complete an approach like that. Information will 

always be restricted, either consciously or unconsciously. 

 

The authors have chosen a deductive approach to this study. When starting the study they 

already had expectations and general knowledge on the topic, due to the kids market being 

widely acknowledged and often discussed in media in recent years. Further information was 

gathered prior to the interviews, mainly to be able to narrow it down to a specific area and to 

be able to ask the right questions. 
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3.2.2 Qualitative versus Quantitative Approach 

 

According to Jacobsen (2002) and Kvale (1997) a qualitative research method gives a clearer 

picture of a specific phenomenon. It also gives a deeper understanding of the area, highlights 

particular and unique features as well as being an open and flexible research method. There 

are few limitations for the researcher, which gives the possibility to explore new territories. 

Not a lot of information exists on the different divisions in the kids market, which is one of 

the reasons why the authors have chosen the qualitative research method.  

 

On the other hand, with a quantitative research method a broader picture of the research area 

is given and one can easily standardise the reality by correlating different variables within the 

topic. (Jacobsen, 2002) The aim with this study is to gain a deeper knowledge on one specific 

area, and not to reach a generalisation, therefore a quantitative research method is not 

applicable for this study. Furthermore, the authors find that there is not enough information 

about particular divisions on the kids market, which is necessary to conduct a quantitative 

research.  

 

One of the advantages with a qualitative research method is receptiveness, being open to the 

interviewee’s thoughts and perceptions regarding the topic without any limitations or 

boundaries. (Jacobsen, 2002) This allows flexibility throughout the study, which means that it 

is interactive and the problem solution can be altered during the process. Specific questions 

and standardised answers are not forced upon the respondent, which gives a high internal 

validity. Another advantage is that this method gives us detailed and nuanced information that 

is unique and specific. 

 

The authors are aware that disadvantages exist as well and they have taken them into 

consideration. This research method allows the authors to work with only a few respondents, 

which can generate tunnel vision because of the limited number of people. Their opinion 

might not represent the general view of the matter, but on the other hand interaction is 

possible and more in-depth knowledge can be gained. Therefore, it is important to select the 

respondents with thought and consideration. The flexibility can also have negative effects, 

namely giving the authors too much information which will lead them into new areas and it 

might make them lose the overview and the initial direction. The authors need to be careful 

with the information that they collect, regarding what is relevant to the study and what is not. 
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3.2.3 Collection of Data 

 

There are three different ways of collecting primary data in a qualitative approach; open 

interviews, group interviews or observations (Jacobsen, 2002). When it is impossible to 

collect primary data, secondary data can be collected instead, i.e. biographies and newspapers. 

 

An open interview is most suitable when few units are interviewed, when one is interested in 

what the single individual believes and how the individual perceives a particular phenomenon 

(Jacobsen, 2002). When one wants to develop new knowledge about a phenomenon or receive 

group opinions a group interview is the most appropriate way to approach the matter. 

Observations on the other hand, are suitable when one wants to identify what people actually 

do instead of what they say they do. It is also used when one wants to know what the user 

does in a certain context.  

 

With this information in mind the authors found the open interviews most suitable for their 

dissertation, as they want to have opinions from persons from different companies, countries 

and professions. It would be too difficult to gather them all to complete a group interview and 

the authors prefer the interviewee’s single opinions rather than a group’s opinion. An 

advantage with a group interview is that the people being interviewed need to motivate their 

statements and thus a discussion can be reached (Jacobsen, 2002). The authors are aware of 

that this cannot be done through open interviews, but believe that it will not affect the 

outcome of the study. Furthermore the authors believe that an observation would not suit their 

study, as an observation would not show anything useful that answers their research question.  

 

The authors are aware of the interviewer effect that can affect the respondents in an interview, 

and in this case it only applies to one of the interviews. An advantage with a personal 

interview is the contact between the interviewer and the interviewee. The interviewer can see 

how the respondent reacts to different questions and how the person behaves. It is easier to 

assess if the given answers are trustworthy or not. When conducting a telephone interview, 

the interviewer does not know how the environment and the situation that the interviewee is in 

affects him or her. Furthermore, the respondents behaviour and reactions cannot be seen, 

which makes it harder to know if the answers are reliable. However, it is a wise option to 

choose if there is a large distance between the interviewer and the respondent and it is not 

possible to conduct an interview face-to-face. 
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The disadvantage with sending questions via email, in the authors’ opinion, is that the 

interviewer cannot know for certain that the person receiving the questions is the person who 

answers the questions. On the other hand, the interviewee will not be affected by the 

interviewer and nor by the context, where the “interview” is taking place. Moreover, through 

email, the interviewer receives the collected data in written words which reduces the time 

needed to type it out. 

 

3.2.4 Selection of Interview Units 

 

The authors wanted a broad and widely spread selection of units for their interviews, as they 

wanted to make sure that they receive opinions from several relevant respondents connected 

to the subject. The authors’ aim was to have one respondent from three different companies 

operating in the hair product industry; one that has products for kids, one that focuses on 

adults, and one that is going to enter the market with kids products. The authors wanted to 

have three companies that were in three different phases regarding the kids market to get 

different views on the phenomenon. Furthermore, the authors also wanted opinions from 

others that have focused on the kids market, such as marketing experts and market 

researchers. These respondents would be able to give more general information about the 

development of the kids market, and factors affecting it. After having done some research on 

the topic and discussing the topic with other people, the authors made a selection of potential 

companies to approach. During the process of choosing interview units, the authors decided to 

exclude a company that operates in the hair product industry with focus on adults, because 

they did not see it as relevant to the study after further thoughts. A few of the companies did 

not want to contribute to the study, due to various reasons. These are the companies that were 

chosen: 

 

 United Minds AB, Sweden, Trend Analyst Company with knowledge about the kids 

market.  

 Lindstrom Company, UK, Branding Company, released a book about the relationship 

between global kids and brands.   

 John Paul Mitchell Systems, US, Hairdressing Company with their own high-end 

product range, including products for kids.  
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  Interview object D, Ireland, a company wanting to enter the hair product market, 

through kids products. 

 

The authors also wanted to hear the parents´ views and opinions. However, due to lack of 

time and resources this had to be excluded. The authors are aware of that this could exclude 

some important information, which in the end could have an affect on the results.  

 

3.2.5 Contacting the Interview Units  

 

The representative from United Minds AB was noticed in a Swedish television program in 

which he was talking about the kids market and the development of it. The authors found his 

participation and the information he gave in the program interesting and decided to contact 

him. Both parts found a telephone interview most adequate because of economical assets and 

facility reasons as the authors are positioned in Amsterdam, the Netherlands, and United 

Minds AB is located in Stockholm, Sweden. By conducting an interview with the 

representative from this company the authors wanted to collect data regarding the kids market 

in general, developments, growth, the importance of the market as well as future predictions 

about it. 

 

Martin Lindstrom has recently released a book that is called Brand Child, which the authors 

found very relevant and applicable for their topic. An extensive study on kids’ attitudes and 

brand awareness was conducted exclusively for this book. A team of 500 people worked on 

this worldwide study resulting in unique findings on the kids market. The book as well as the 

author has their own webpage with further information and contact details. The authors 

contacted the organisation Lindstrom Company through the information on the webpage and 

they chose a suitable representative for them. The representative preferred questions sent by 

e-mail, due to various reasons. Even though a telephone interview would be of preference, the 

authors agreed upon this, as they wanted the company’s views and opinions. With help from 

this company, the authors wanted to find out general information about the kids market 

regarding attitudes, influences, marketing strategies, and future predictions. 

 

Paul Mitchell is a hair-dressing company based in the US that sells their own high-end 

products in 75 countries across the world. Their extensive product range includes products on 
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the kids market, which is why the authors found them useful for their research. When 

contacting the company, the authors came in contact with Jenny Overdevest, Public Relations 

Representative for Paul Mitchell. As in the case concerning Lindstrom Company, Ms. 

Overdevest also wanted the questions sent by e-mail. The reason behind this was that she 

needed to forward certain questions on to different departments within the company for a 

better outcome. Information that the authors wanted to obtain from Paul Mitchell included 

reasons for entering the kids market, differences in products, how important their kids’ 

products are for the company, who they target as well as other marketing related areas. 

 

Interview object D is a company that are going to enter the hair product industry within a 

year, and they want to penetrate the market through their own range of kids’ products. The 

two men behind the company have a lot of experience in this industry, as they have been 

working for other companies within the hair-dressing industry. Due to personal reasons and 

the fact that they are still in the process of building up the company, they would like to stay 

anonymous.  

 

3.2.6 Interview Preparation and Procedure 

 

What, why and how are key questions that the interviewer should ask himself or herself before 

performing the interview (Kvale 1997). The what refers to the procedure of obtaining 

knowledge of the topic, whilst the why stands for formulating and clarifying the purpose of 

the interview. Finally, the importance of acknowledging the different interview techniques 

and choosing the most appropriate one, represents the how. 

 

The open interview should not consist of a series of predetermined questions and fixed 

answers, nor should it be totally unstructured (Jacobsen, 2002). It is common to use a list of 

topics to raise, to make the interview structured to a certain level. By doing this the data will 

be easier to analyse and not as resource demanding as it would be without a structure. 

However, this has been criticised by some since it, according to them, is not following the 

qualitative approach. Those critics have not taken the fact, that people usually unconsciously 

have a structure which they follow, into consideration. Instead of seeing the interview as 

either totally structured or totally unstructured, one should see it as two opposite poles, with 

certain levels of structure in between.  
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The authors chose to have fixed interview guides, with themes, fixed sequence of questions 

and completely open answers. The reason behind this is that the authors want to make sure 

that all information needed is being covered, and that the respondents have the ability to give 

comprehensive answers. In order to give the interviewees an insight on the topic as well as the 

purpose, the authors decided to send them a copy of our introduction chapter. By doing this 

the authors believe that they can collect the most relevant information for the study. 

 

3.3 Critical Revising of Method 

 

The idea of measuring reliability and validity origins from the quantitative methodology 

(Trost 2005), which makes these concepts slightly inappropriate and misplaced in a 

qualitative study. However, the collection of data should be conducted in a way which makes 

the empirical studies trustworthy, relevant and adequate. 

 

According to Kvale (1997), a number of qualitative scientists believe that validity, reliability 

and the ability to generalise should be ignored and dismissed, as these concepts are considered 

an obstacle when conducting an emancipative qualitative dissertation.  

 

However, Jacobsen (2002) states that the evaluation of validity and reliability in a qualitative 

study, does not mean submitting the data some quantitative logic. The two concepts will be 

discussed below. 

 

3.3.1 Validity  

 

There are two different ways of measuring validity, namely internal validity and external 

validity (Jacobsen, 2002). Internal validity refers to if the collected data and the conclusions 

that are made are correct or not, while external validity shows if one can apply the results to 

other contexts. 

 

The internal validity is tested by either controlling the results with others, or critically 

checking the sources used, i.e. choice of units or the phase of analysis (Jacobsen, 2002). Due 
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to the lack of previous research on the topic of this study, the authors have used the second 

option to control the internal validity.  

 

There are two ways to see if one can apply the results to other contexts (Jacobsen, 2002). The 

first one includes generalisation of data from a smaller group to a more theoretical level. The 

second one is generalising a phenomenon’s frequency by doing a spot check and then 

applying it to a bigger population. As this dissertation is about mapping out a trend and 

predicting the future, the authors do not find any of these methods useful. The authors do not 

wish to generalise the conclusion of this dissertation to other markets or contexts. However, 

the authors want to reach a result that is applicable for all companies operating on this 

particular market, even though the interviewees chosen, do not represent the market of choice.  

 

3.3.2 Reliability  

 

In a qualitative research, the researcher is the person in focus, both in the collection of data as 

well as the analysis (Kvale, 1997). In order for the outcome of the research to be reliable, the 

researcher needs to be critical throughout the whole process.  

 

In contrast to validity, which only focuses on word, either collected or concluded, reliability 

focuses on research methods (Jacobsen, 2002). The researcher is affected by relations that 

arise during the data collection, which in turn affects the interviewee who is being questioned 

and the object that is studied.  

 

The researcher’s actions and the context may lead to abnormal behaviour as well as incorrect 

reflections of the situation (Jacobsen, 2002). Both telephone and e-mail interviews reduce the 

potential impact that the interviewer might have on the interviewee. However, there is a 

chance of misinterpretation and missing out important information. To reduce this possibility 

the authors will be very careful when taking notes. Furthermore, the authors have, in case of 

unclear answers, the opportunity to get back in touch with the interviewees for clarification. 
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4. EMPIRICAL STUDIES 

This chapter will first of all give a short presentation of the interview objects chosen. The 

introduction of the interview objects will be followed by a review of the empirical data 

collected from the interviews.  

 

4.1 Presentation of Interview objects 

 

The authors have been in contact with respondents from four different companies, one trend 

analyst company, one branding company and two hairdressing companies, to obtain different 

opinions on the topic.   

 

Fredrik Johansson, a project leader at United Minds AB was spotted on a TV programme, 

talking about the developments on the kids market. United Minds is a Trend Analyst company 

based in Stockholm, Sweden.  

 

Martin Lindstrom, from Lindstrom Company was contacted through the representative given 

to us by the company, Clare Watson. Lindstrom Company is a Branding company that give 

advice to companies regarding all aspects of branding. Martin Lindstrom is recognised as one 

of the top branding experts of the world.  

 

John Paul Mitchell Systems is a hairdressing company based in the US. Having products on 

the kids market, the authors found that this company would be able to provide us with 

relevant data. The person that was contacted at the company was Jenny Overdevest, a Public 

Relations representative.  

 

Interview object D is a hairdressing company based in Dublin, Ireland. The company has 

plans to enter the kids market. The representative that the authors talked to, is one of the 

founders of the company. 
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4.2 Presentation of Collected Data 

 

4.2.1 Consumer Needs and Influences 

 

One of the respondents states that media, Hollywood and the Internet are factors that have 

affected the emergence of kid’s needs. He goes on to say, “assured, self-aware, and able to 

broadcast their presence and their opinions to the world, teens, tweens and little kids are more 

than ever exposed to each other’s and the world’s influences.” The respondent continues to 

say that with the increasing access to television as well as the Internet, children nowadays are 

more brand-aware and have increased knowledge about products. The respondent also says, 

“We are now raising the first generation of people born with a mouse in their hands. From 

now on, online life will be second nature to the world’s emerging consumers. Computer and 

consumer literacy is high amongst the coming generations, and so are their expectations for 

products and brands.” 

 

A second respondent mentions another reason for the emergence of kid’s needs. He says, 

“once the parents have fulfilled their own needs, they continue with their children’s needs. 

The parents create needs that do not exist for the children.” 

 

When it comes to influence, one of the respondents states that kids today influence parents 

and their surrounding more and more. He continues to say “we estimate that 70% of decisions 

are made by kids. Again, every family is different. But it seems that children are gaining a 

level of economic autonomy younger and younger. In the main, parents finally make most 

purchasing decision, but the influence of children, even on major purchases, is not to be 

underestimated hence the interest of car manufacturers in getting their message through to 

children”. 

 

The same respondent as the previous part also mentions that kids, in general, are not very 

brand loyal. However, the amount of loyalty is increasing. The interview object goes on to 

say, “the children’s market is even more fickle than the ever-changing adult market. But 

certain principles maintain a kind of equilibrium: quality matched with enticing 

characterisation, usually of the licensed variety”.  
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One of the respondents mentions different factors that influence purchases on the kids market, 

such as materialism, media, and celebrities. The Internet, which kids use to get information as 

well as communicate with others through blogs and communities, is also mentioned as an 

influencing factor. The majority of the respondents agree that materialism is a strong 

influence on the needs behind the purchases. 

 

4.2.2 Factors Affecting the Trend 

 

One of the respondents claims that one of the reasons behind the expansion on the kids market 

is that nowadays people become parents at a higher age than before. This leads to higher 

incomes, since both the mother and father have their careers up and going. All the interview 

objects agree that the increase of disposable income amongst people in developed 

communities has provided more opportunities on this particular market and has thus affected 

the development of the kids market. “People have more disposable incomes and we are living 

in a materialistic world with fashion and high-end brands. People want a more luxurious 

lifestyle,” says one of the interview objects.  Two of the respondents agree that a contributing 

factor alongside higher income is the increased materialism in the world. However, one of the 

respondents disagrees and says that he does not believe that there is a connection between 

materialism and the expansion on the kids market. Even though many high-end fashion 

designers have, or are entering the kids market, he still believes that this only attracts a small 

group of luxury consumers. On the other hand, one of the interview objects says, “high-end 

brands are being more pronounced in the market. I believe that companies created the hype, 

but the public has picked it up easily”. 

 

One of the interview objects says, “there is a hole in the market for parents wanting to buy the 

best product for their children. The kids are seen as fashion accessories to the parents and 

whatever the kid wears, is a reflection of the parents”. 

 

One of the respondents mentions factors that have affected the development of the kids 

market. He says “the changing family unit, with less children, rising aspirations and 

increasing incomes in many developed communities delivers more opportunities for kids 

marketing”. He goes on to say “the higher divorce rates nowadays mean that kids are more in 

focus when mom or dad finally are together with them. This gives the kids more power in lots 
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of areas, including purchasing power and power over purchasing decisions”. The respondent 

continues by saying “I also believe that the primacy of the child has developed as a cultural 

phenomenon over the past generation. No longer are children seen and not heard. Their 

opinions are encouraged and their expression is valued. A child’s wishes and views count.” 

 

One of the respondents says “in previous generations, children were not invited into 

opportunities to express preferences. Now children are an important part of the family’s 

decision-making processes.”  

 

One of the interview objects says “kids wield considerable power over buying decisions. So 

marketers know that this is a valuable sector to communicate with”. Another respondent 

agrees with this and says, “business people have seen an undeveloped area on the market, a 

niche in the market and that this area can be developed”. 

 

One of the respondents mentions another reason behind the expansion of the kids market, 

which is connected to the fact that people are becoming parents at an older age. He says 

“another reason is the grandparents, who have been longing for grandchildren, as their 

children become parents at an older age. The grandparents also have a higher income, leading 

to more spending on their grandchildren”. The same interview object goes on to say “friends 

to the parents also buy more expensive presents, as the presents are a representation of 

themselves”. 

 

Another reason mentioned by one of the interview objects is that parents also want to show 

their own identity through their own children. He says, “the children become a reflection of 

their parents. Being a good parent brings high status to the individual. Therefore, parents want 

to show this by bringing up their child in a healthy and rich environment.” When asked about 

the fact that celebrities are often seen in magazines with their children, another respondent 

says “being a good parent brings status to an individual. Celebrities have noticed this and 

“use” their children to gain status”. 

 

One of the respondents says “we are now raising the first generation of people born with a 

mouse in their hands. This is a big difference between this generation and the previous ones”. 
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When discussing where the term KGOY originates from, one of the interview objects 

mentions that it was a senior executive at LEGO who came up with it. 

 

4.2.3 The Market 

 

One of the respondents says “we perceive the kids market for our hair products as the same 

market as the adults market, just with differences in the product attributes”. The interview 

object continues by saying “and our marketing does not differ much as we believe that on the 

two markets, the adults, and not the kids, are the buyers of the product. Instead of focusing on 

kids’ products and other products in our range, we believe that the family should be in focus 

for the marketing of our kids’ products”.  

 

On the other hand, the other respondents state that the markets are becoming more and more 

specialised. One of the interview objects says “markets are becoming ever more specialised 

and the worlds of opportunities available in marketing to the elderly and the young are 

sometimes overlooked, which can result in losses for the company”. Another interview object 

says “the kids drive the attention and sales while the parents are often just the gatekeepers”. 

One has to take the potential of the market into consideration when operating on the kids 

market. If a company makes use of the potential in a good way, the company has possible 

customers for a long time ahead.  

 

One of the interviewees says, “the number of kids that influence the parents on the market is 

increasing steadily. We estimate that about 70% of the decisions made are in one way or 

another influenced by kids”. Because of this, the kids should be noticed as an important 

segment both regarding marketing efforts and planning for the future. When asked about how 

brand loyal kids actually are, one of the interview objects says, “they aren’t very loyal, about 

70% less than their parents. But the loyalty is growing as we can see”. This contributes to the 

markets importance for companies operating on it, the more loyal customers now, the more 

potential customers in the future.  

 

One of the respondents says “the hair care products on the kids market are often a 

development of existing products on the market. The existing products for adults are 

developed to suit kids, with other formulas, fragrances, etc”. This is done both by existing 
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firms on the market as well as new entrants, which both have started to acknowledge the 

markets potential. Furthermore, there has not only been a change in the product attributes, but 

the marketing has started to change as well. Commercials have been adjusted to fit not only 

the potential buyer, but also the influencers, the whole family, including the kids. 

 

One of the respondents says, “traditional communication tools are not enough on the kids 

market, viral marketing techniques need to be used as well”. Another one of the respondents 

believes that celebrity endorsement needs to be used to reach their target group.  

 

4.2.4 Market Analysis 

 

When asked about reasons behind the large increase on the kids market, one of the 

respondents says, “a materialistic world with fashion and high-end brands combined with the 

possibility to develop an undeveloped area is a major reason”. Another interview object says, 

“The general increase in income has lead to people wanting to live a more luxury life”. 

Another respondent claims that there will always be a market for high-end luxury brands, and 

that movie and TV tie-ins continue to win approval.  

 

One respondent says, “because we are a family-oriented company, families often choose to 

purchase the kids products and parents purchase them for their children at salons during the 

parents and/or the children’s salon visits”. The respondent goes on to say “our kids products 

are not seen as a separate entity to our company, but as an additional service to our existing 

customers”. 

 

One of the interview objects says, “the kids market is an area that needs to be developed. If 

you want to penetrate the market, with the product industry being saturated, doing it with a 

kids range is a good idea as it is undeveloped”. He continues by saying “we are willing to 

focus a lot on kids products. To start off with, roughly an 80% focus on the kids range. 

Primarily it will be the main product to introduce on the market, therefore a large focus will 

be put on it”. 

 

Another respondent pin points that both existing companies and new companies have grasped 

the opportunities that follow higher divorce rates, changing family units, rising aspirations 
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and increasing incomes. These are some of the driving forces behind the growth up until now. 

A few respondents say that the market is becoming more and more specialised, therefore 

companies need to appeal more and more to the kids only. This is not something that all 

companies apply, but from the data collected, it seems to be an important aspect. 

 

One of the respondents says, “the kids drive the attention and sales while the parents are often 

just the gatekeepers”. The respondent also says that the majority of the brands will have 

adapted a kid’s strategy in the future, and there will also be more influence, higher spending, 

higher brand loyalty and increased multitasking. These are examples of driving forces for the 

future growth on the market. 

 

All of the respondents believe that the growth on the market will continue. One of the 

respondents says, “The market will continue growing for at least five years. The growth in the 

market could be because of the boom at the moment, however if there would be a recession 

the market would probably be affected. The worst case scenario if a recession would kick in, 

is that the kids market would stagnate”. Another one of the respondents states that companies 

are becoming more and more conscious of that it is the youth that is the future. The interview 

object also says “parents want to buy the best product for their kids and the market does not 

yet match this demand, which indicates a strong potential for future growth”. 
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5. ANALYSIS  

In this chapter, the data collected will be deduced and interesting results will be emphasized. 

The results from the interviews will be linked with the theories chosen, and together they will 

be analysed in order to reach a conclusion of the problem statement. 

 

In order to analyse the market, the authors have decided to mainly use their own model. By 

looking at the different factors that have affected the market, according to the model, and by 

checking if the interviewees opinions synchronise with the theory brought up, an analysis can 

be done. 

 

Figure 6 The Research Model 

 

 

Source: Own Model 

 

5.1 Consumer Needs and Influences 

 

According to Maslow (1943) there are five different levels of needs, which are put into a 

hierarchical order. The first level of needs must be satisfied before the next level of needs will 

appear. 
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One of the respondents believes that there is a connection between the purchases made on the 

kids market and the different levels of existing needs. He states that the parents first fulfil 

their own needs, to then continue with their children’s needs. The parents can even go as far 

as creating needs that does not exist for the children. This obviously excludes the basic needs 

for children like food, sleep and safety, which need to be fulfilled together with the parents 

needs. Purchases of high-end hair products clearly go beyond fulfilling the basic needs, and 

can instead satisfy higher needs like belonging to a group, attention and recognition as well as 

status. One of our respondents states that their kids products, which are classed as high-end 

products, are purchased by the parents. Since the parents visit the salons and buy the products 

for themselves, the company wanted to offer products for their children as well. When 

looking at this situation, it is clear that the parents have made a decision regarding the 

purchase. The parents buy their children the same brand as they use and are thus creating a 

need for their child which most likely did not exist before. 

 

A reference group refers to a group of people, who influences an individual’s decision over 

purchases amongst others (Mumun et al, 2006). A reference group can either be family, 

friends, specialists, or celebrities that affect a person’s opinions and attitudes. Self concept 

involves a person’s ideals and other people’s perceptions as well as one’s own perceptions 

about oneself (Purkey, 1988). Choices of what brands to purchases can reflect one’s 

personality and how people look at you. Prestige-seeking consumer behaviour involves 

purchasing products to gain status, which has increased in recent years (Vigneron, Johnson, 

1999).  

 

According to one of the respondents, the need for high-end products on the kids market was 

clearly affected by celebrities and advertisements in the media. The amount of information 

that is available on the Internet has increased a lot, and now almost everything can be found 

on the Internet. This has made children worldwide more self-aware and has given them more 

brand-awareness. Celebrities are constantly seen in the media with their children, which has 

increased the desire to purchase nice and fancy things for your child. One of the respondents 

mentioned that they want to be able to offer a “one-stop” shop for families, so that the parents 

can buy products for the children as well as for themselves at the same time. The parents are 

obviously behind the purchasing decision, most likely because they want to be able to offer 

their children the same quality as they have. By doing this they can show the world around 
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them that they are being good parents, which gives status according to one of the interview 

objects. Furthermore, one of the respondents also mentions that friends to the parents tend to 

buy more expensive gifts, to reflect upon themselves. 

 

The DAGMAR-model goes through nine different phases of the purchasing process (De 

Pelsmacker, et al, 2007). Companies look to achieve brand loyalty amongst customers, which 

can be reached by first going through several other stages such as category need, brand 

awareness, and purchase intention.  

 

Nowadays, kids have easier access to the Internet and other media, which according to one of 

the respondents is why children are more brand aware and have higher expectations about 

brands and products as well as advertising. Teens, tweens and smaller kids are now able to 

broadcast their opinions and presence through blogs on the Internet, which gives them more 

access to each other’s opinions and influences. This leads to companies having to have 

additional features or services to stand out of the crowd. According to one of the respondents, 

children in general are not very brand loyal. They are around 70% less brand loyal than their 

parents, but the respondent can see that brand loyalty amongst children is slowly increasing. 

The same respondent states that even though the kids market is even more fickle than the 

adult market, there should still be certain principles that should remain the same on both 

markets. Products and services on both markets need quality complemented with enticing 

characterisation. 

 

5.2 Factors Affecting the Trend 

 

According to Coffey et al. (2006) the generation of Baby Boomers chose to focus on higher 

education and careers, which is one of the reasons why they have a higher income than 

previous generations. This has lead to that their children, Generation X, have become more 

family-oriented, as that is what their childhood lacked. Furthermore, the people of Generation 

X have become more individualistic and materialistic than previous generations (De 

Pelsmacker, et al, 2007). Generation Y has taken it a step further, and are found even more 

materialistic and brand oriented than their parents (Baker, 2002). A factor lying behind this is 

the increased access to technology, with the Internet and television consumption. 
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Even though the respondents did not specifically talk about the generations, there are obvious 

connections between what they said and what the generations are defined as. One of the 

respondents mentions that the grandparents of today’s children spend more money on their 

grandchildren. This is because they have been longing for grandchildren for a long time but 

mainly because of their high income, due to investing in higher education in earlier years. 

Having a higher income because of focusing on a higher education is one of the main points 

of the Baby Boomer generation. The majority of the respondents believe that increased 

materialism is one of the factors behind the trend. The level of materialism that exists changes 

gradually between the generations, from the Baby Boomers to Generation X, and even more 

from Generation X to Generation Y. Over time, the generations have become more 

comfortable with the use of technology and it has also become more available in the world. 

According to one of the interview objects, nowadays children are more brand aware and have 

more knowledge about various brands. Children get in contact with a lot of brands each day 

through the reach of the Internet and other media. 

 

A large reason for the increase of spending on the market is the changing family structure  

(McNeal, 1999). The changing family structure involves an increased number of divorces, 

fewer children per family, and people becoming parents at a higher age. With the men as well 

as the women working on their careers, less time is spent on the family, putting a feeling of 

guilt on the parents. This is compensated by purchasing gifts and other beneficial products for 

the kids or taking them to nice places.  

 

Both parents having their careers in place leads to the fact that the family has an increased 

disposable income. According to the majority of the respondents, an increased income has 

provided more opportunities on the kids market and is one of the reasons behind the 

development of the market. There is a strong connection between the fact that people become 

parents at an older age and that they put their focus on setting up a successful career. 

According to one of the respondents, a higher divorce rate has lead to more focus being put on 

the children, with the mother and father almost competing against each other with the “best 

presents”. On top of that, there is the feeling of guilt that the parents have, which gives the 

kids more power over such things as decision making and purchasing products. One of the 

respondents states that the child is no longer just seen and not heard, but has obtained more 

and more influence in the family’s decisions. Divorces bring in other people to the inner 
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family, like step-parents and their closest family. This person usually starts buying presents 

for the child to gain acceptance, which increases the spending on children even more.   

 

KGOY stands for Kids Growing Older Younger and refers to the gap between the childhood 

and teenage years, which has recently become smaller (O’Donnell., 2007). This is because 

children are in contact with media on a much larger scale now than before. 

 

This phenomenon was not directly discussed with any of the respondents, but much of what 

they said can be related to KGOY. The majority of the respondents agree that the 

consumption of television and computers have affected the development of the market. With 

the increased usage, the children are more receptive to different brands and trends. Two of the 

respondents agree that the parents sometimes see their children as an accessory, dressing them 

up in fancy clothes, using premier products, etc.  

 

5.3 The Market 

 

The kids market is a market with a big future potential (McNeal, 1999). By looking at it as 

three markets in one, the potential of it is clearer and companies will easier see how they 

should treat each market concerning their own products and strategies. The second market, 

Persuasive Power, and the third market, Tomorrow’s Customers, are directly connected to the 

products sold on the high-end market. On the Persuasive Power market the spending is 

increasing and it has grown fast. Kids influencing what their parents buy has affected the 

market, and companies have started to see the potential of kids with more decision power. The 

Tomorrow’s Customers market has also got a big potential, as kids are the customers of the 

future. A kid who is brought up with a certain brand or product, and who is satisfied with it, 

will more likely stay as a customer in the future as well. By looking into these two markets, 

the companies can put up strategies both for short-term and long-term. 

 

All the respondents pointed out the same indicators, namely that kids influence parents on a 

higher level nowadays. Up to about 70% of the purchases are influenced by youngsters. Kids 

have influence on a lot of different product markets and the parents are just the gatekeepers 

who make the final decision, although they are affected by the kids’ opinions. The kids drive 

the attention and the sales, which is why companies need to put a lot of focus on the children. 
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If a kid is treated well by a company, the kid will probably continue with the same products or 

brands in the future, which is important to have in mind for companies. By aiming for loyal 

customers, the long-term relationships will increase between the kids today and the companies 

in the future.  

 

Ansoff’s Product-Market Growth Matrix shows the competitive position of companies. To 

show this, two dimensions are used, namely the product and the market (ProvenModels, 

2005-2008). The originality of these two dimensions determines which strategic choice that 

was made by the company.  

 

The interviewees mentioned that the products on the high-end hair product market are the 

same products, both for kids and adults, just with slightly different attributes to better suit 

children. The kids’ products have been developed out of already exiting products. Even 

though one of the respondents saw the kids and the adults market as the same one, the 

majority of the respondents argued that a need for specialisation of the two markets is 

growing, and that one needs to notice the opportunities that this development gives. The kids’ 

market needs to be treated as a specified market and one needs to distinguish the two markets. 

As the products are the same and the market is new, one can see in Ansoff’s Matrix that 

Market Development strategy has been used when companies in the high-end hair care market 

enter the kids market.  

 

When looking at the life cycle development of a product and determining which marketing 

actions the company should focus on, the Product Life Cycle can be used (De Pelsmacker, et 

al, 2007). The PLC shows the different phases that the product goes through, from 

Introduction until Decline, and there are different marketing actions to take into consideration 

throughout the different phases.  

 

The different PLC stages were not directly discussed with any of the respondents, but 

discussions about the products and the market in general made it possible to recognise what 

stage the products are in. Hair care products have existed on the market for a long time and to 

avoid a decline, continuous developments of the products as well as the market is necessary. It 

could also be seen as a way to increase the usage, by attracting a new user group of this kind 
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of products. Furthermore it is also likely to be a way to increase the loyalty of the brand, and 

to decrease the purchase of the competitors’ products.  

 

5.4 Market Analysis 

 

A market analysis can be used to see the potential of the market and determine the future of 

the market (Aaker, 2008). The outcome of the analysis depends on the dimensions brought up, 

which in turn determines the attractiveness and the importance of the market. The most 

important dimension is trends and development since it determines the change of the market. 

Values, lifestyles and technology are all important fundamentals for the trend dimension, 

whereas the creation of a niche can lead to the emergence of a submarket, which is another 

essential dimension. By creating a submarket through improvements or developments, 

additional customer demands can be covered. 

 

One of the respondents states that their company is a family-run business and that they wanted 

to provide products for the entire family, which is why they entered the kids market for hair 

products. This is clearly an opportunity that they saw on the market, and it is the reason 

behind further developments of their product range. This makes their kids range a submarket 

to their already existing products. The importance of the submarkets can be strengthened by 

one of the respondents who believes that penetrating the market with a kids range is a good 

idea, especially because the product industry is saturated and the area examined is 

undeveloped. Parents want to buy the best products for their children and this demand is not 

satisfied with the existing market, which shows that there is a potential for a submarket. One 

respondent mentions another important aspect to it, namely that the kids market is becoming 

more and more specialised, and that companies need to appeal to kids more and more.  

 

According to Aaker (2008), an important factor to look at when examining the trend and the 

market growth is the driving force behind the sales. A driving force could be a future demand 

of the product, and if the consumption of the product is connected to a certain feature. 

Another factor to look at, which also applies to both dimensions, is demographic data. The 

demographic factors and sales of related products are examples of leading indicators. Leading 

indicators as well as the use of historical data are both helpful tools when predicting the 

growth.    
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A lot of different driving forces have been discussed, such as influence, higher divorce rates, 

changing family constellations and increasing incomes. These forces will continue to have an 

impact on the growth of the kids market, and they will become even stronger. However, a few 

more forces have been brought up during the interviews. One respondent mentioned that the 

combination of a materialistic world and the possibility to develop an undeveloped area is a 

major driving force. It is also mentioned that the kids drive the attention and the sales, 

whereas the parents make the final decisions, which indicates that the kids themselves are a 

driving force. Other driving forces in the specific market that have been revealed are the 

increasing want of having a luxurious lifestyle as well as increasing brand loyalty.  

 

Overall, the majority of the respondents believe that the kids market for high-end products is 

something important to focus on. The youth is the future and the majority of the brands will 

soon have adapted a kid’s strategy. All of the respondents agree that the increase on the 

market for high-end hair products for kids will continue. One of the respondents states that the 

kids market in general will continue growing for at least another five years. Furthermore, he 

says that if a recession would kick in, the worst thing that could happen on the kids market is 

that it would stagnate. 
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6. CONCLUSIONS & RECOMMENDATIONS  

In this chapter, the authors will discuss the answers to the research question as well as state 

solutions to the problem statement. Finally, further studies within the area will be discussed 

and suggestion on the matter will be given.   

 

6.1 Conclusions 

 

What main factors have contributed to the great growth and the development on the kids 

market and how will it further develop?  

 

There are a lot of factors that have affected the growth on the kids market. The main factors 

that have been looked further into will be mentioned now. The different characteristics of the 

generations have affected the development of the kids market. The level of materialism as 

well as the usage of technology has increased alongside with the shift of generations. The 

increased exposure of media has lead to children obtaining more information and opinions 

than before, which in turn has lead to kids growing older younger, KGOY. Furthermore, 

factors like higher divorce rates, guilt feelings, increased disposable income, changing family 

structures, and becoming parents at an older age due to focusing on a career first, have all 

contributed to the growth. Due to a mix of these factors, more purchases are made on the kids 

market, not only by parents but also by friends and relatives.  

 

When narrowing down the market into high-end hair products for kids, there are additional 

factors that have contributed to the growth on this particular market. Reasons behind 

increased purchases made on this market are needs for belonging to a group, attention, 

recognition, and status instead of fulfilling a basic need like care for personal hygiene. 

Children are only born with basic needs, which indicate that it is people in the child’s closest 

surrounding that create needs on a higher level. The need for high-end products in general has 

been affected by celebrities and advertisements in the media. People look up to the celebrities 

and their luxurious lifestyle, and want something similar for themselves and their own 

families. Therefore, people tend to buy expensive items for themselves as well as to children 

that they know, since the item reflects upon themselves. The high-end hair products for kids 
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have been developed from the high-end hair products for adults. Slight alterations are made to 

suit the children better, which can be perceived as a development of the original product to 

target a new market. One of the reasons behind the development on this particular market is 

that the product industry is saturated. 

 

Another factor that should not be underestimated is that nowadays kids have a lot of influence 

on purchases made, not just regarding products for themselves but also regarding bigger 

issues such as where to go on holiday and what car to purchase. Nowadays, kids are not only 

seen but also heard.  

 

The factors affecting the previous development on the kids market will also affect the future 

developments of the market. These driving forces will become stronger in the future which 

indicates future growth. An increasing number of companies have entered the kids market, 

which will lead to it becoming more and more specialised.  

 

Furthermore, the authors would like to point out what companies need to focus on regarding 

marketing efforts when operating on or entering the kids market. 

 

With the amount of technology that is around nowadays, children are exposed to a lot of 

marketing in their everyday lives. The Internet, along with the television, magazines etc.  

provides them with a lot of information, which has lead to an increased brand-awareness. It 

has also given the children higher expectations about brands, products and marketing, which 

means that the companies need to perform better and have additional features or services to 

stand out of the crowd. Furthermore, traditional marketing communication channels are not 

enough anymore, other techniques need to be used as well as the standard ones. Viral 

marketing techniques, such as word-of-mouth and blogs, are effective methods to create and 

maintain the attention of children and should be used by companies operating on the kids 

market. Celebrity endorsement is another effective method to use, as a lot of attention is put 

on the celebrities, with kids looking up to them and wanting to be them. 

 

When operating on or entering the kids market, companies need to put more focus on the kids 

than before, because of the increased amount of opinions that they have and that they have 

more influences over decisions now than before. Try to obtain and maintain brand loyalty 
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amongst the kids, as they are the future customers of the company. This can be done by 

having a high standard of quality, and treating the kids as well as their parents well. 

 

Continuous developments need to be made within the company, as children are always 

looking for something new and the kids market is constantly changing. 

 

6.2 Recommendations 

 

During the course of the study, the authors found related topics and further studies that can be 

conducted on this area. Because of the great growth on the kids market, the authors believe 

that it is necessary to divide the kids market into smaller segments, which is what has been 

done with this study regarding toiletries. This needs to be done, as the markets within the kids 

market differ from each other and differences and similarities needs to be identified as the 

market will become more and more specialised. Instead of generalising the whole kids 

market, it needs to be divided up into fashion for kids, technology, entertainment, etc. 

 

With the data and knowledge obtained in this study, further research should be made to get 

broader data on people’s opinions and thoughts regarding the kids market. This study has only 

got a selected number of respondent’s opinions, and in order to generalise the public’s 

thoughts and opinions a quantitative research needs to be conducted.  

 

Porter’s five forces can be used in further research to gain more knowledge about the market 

situation, by looking at the suppliers, competitors, potential new entrants, customers and 

substitute products. This model will give additional information to this study, by looking at 

the market situation from another angle.  
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8. APPENDIX 
 

8.1 Interview Guide 

 

8.1.1 Interview questions for Martin Lindstrom, Martin Lindstrom 

 

Why do you reckon there was a sudden expansion on the kids market around 10 years ago? 

Do you believe that companies created a need or is it the market that was demanding it?  

 

Are companies that enter the kids market generally newly established companies or existing 

companies that have decided to enter this market? What is the reason behind this?  

 

In the book Brand Child it is stated that for a brand to ensure a future, it will need to appeal 

to two often contradictory segments of the market, for example the young and the old. What 

are your thoughts of entering a market through the kids market? 

 

How was the term KGOY (kids growing older younger) created? Who created this trend?  

 

How have the needs of today’s children emerged? Who has affected them?  

 

Is it the parents or the children that have the main part of the purchasing process? 

 

Do kids nowadays only have an influence on purchases made for them or are they gaining 

more and more power within this process?  

 

Do you have any specific information on toiletries, high-end products in particular? Attitudes, 

spending, etc. 

 

What is important to think about when branding toiletries for kids? 

 

The kids market is a dynamic market, the kids grow and change their opinions very quickly. 

What specific marketing strategies need to be used?  
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How brand loyal are the kids actually, with their changing demands? 

 

What do companies have to think about when marketing/branding towards children? 

 

Regarding the age-group tweens, who should the companies market to, the children, the 

parents, or both? Why? 

 

Do you think materialism has got anything to do with the trend on the kids market? 

 

What are your predictions about the future of the kids market? How do you think that it is 

going to develop? 

 

When the children of today grow up and have kids of their own, how will this affect the 

market? 

 

What and who is the markets future dependant on? 

 

Is there any additional information you would like to add, which you think will be useful for 

our study? 
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8.1.2 Interview questions for Fredrik Johansson, United Minds AB 

 

In a recent TV show viewed in Sweden, you mentioned that 10 billion SKr is spent on kid’s 

products. Is this figure for Europe or Sweden, and how is the amount divided into different 

products? 

 

Are toiletries included in the 1/3 of the amount? 

 

What are your thoughts regarding the developments of the kids market? 

 

Do you think there is a connection between this and materialism? 

 

Recently, many high-fashion designers are focusing on the kids market. Is there not a 

connection between this and materialism? 

 

What are your predictions about the future? 

 

In your opinion, what are the reasons behind the increase in purchases on the market? 

 

Recently, we can see more and more celebrities having children, and they are all over the 

magazines. Has this affected the market? 

 

We have chosen to use Maslow’s hierarchy of needs. Do you see a connection between the 

different levels of needs and the purchases made on the kids market?
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8.1.3 Interview questions  for Interview object D 

 

Why do you think there has been such a large increase on the kids market? 

 

Where did you get the idea for entering the kids market? 

 

What “role” will your kids have for your brand? (signature product/just part off your range 

etc) 

 

How large focus do you want to put on the kids products? Reasons why? 

 

What age group will you target? Why? 

 

How will your kids products differ from the other products? (fragrance, packaging etc) 

 

How will you market the products? (to the parents or kids themselves, what communication 

channels etc) 

 

What are your predictions about the future on the kids market? 

 

Do you have anything else you would like to add? 
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8.1.4 Interview questions for Jenny Overdevest, John Paul Mitchell Systems 

 

What was the first product that you released?Reasons behind the choice. 

 

What product was it that established you in the product industry? 

 

When did you first release products for children? 

 

What was the company’s situation when you launched your kids products? Did it have an 

effect on why you entered the kids market? 

 

Did other competitors launch kids products during that time as well? 

 

What was the general opinion about the products when they first came out?  

 

Is there a large interest for your kids products? Why do you believe that this interest exists?  

 

Is it the kids or the parents that purchase your kids products? 

 

How much does your kids products generate compared to your other products? 

 

How do the ingredients in your kids products differ from the ingredients used in your adult 

products? 

 

Is there a lot of research put down on the development? 

 

Do you see the kids products as a new product category or do you just see it is a new market 

segment for your products? Why? 

 

Do you market the kids products to the parents or the children themselves? How do you reach 

this segment? What communication channels are used? 

 

How does your marketing strategies for your kids products differ from your other products? 
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What age group do you target your kids products to? Why this age group? 

 

Do you have any plans on  changing/updating your kids products, due to the ever-changing 

market and demands on the kids market? If yes, what are the reasons behind it? 

 

We have noticed that the packaging for the kids products is the same as for your other 

products. What is the reason behind this? 

 

Have you noticed that there is an increased interest in high-end products? Elaborate. 

 

Have you recognised an increase in competitors on the kids market lately?  

 

What are your predictions about the future regarding competitors?  

 

Have you recognised an increase in spending on kids products recently? 

 

What are your predictions about spending on kids products in the future? 

 

Is there any additional information you would like to add, which you think will be useful for 

our study? 

 

 

 

 

 

 


