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FOCUS

Marketing to children

The interpreted result is 
that companies should 

continually produce products 
that are radically new and 
different from what is already 
available, or risk losing  
market share.

The evidence for such a claim 
is spurious because in the real 
world this is simply not the 
reality! There are numerous 
factors that are involved in 
how children and teens make 
their choices and a key aspect 
for marketers is neophobia:  
the fear of things ‘new’.

In our early research work 
young people would generally 
tell us that they were bored 
with the same old thing and 
that they wanted something 
different. However, when we 
tested beverage ideas that 
should have delivered ‘new’ 
and ‘different’, they failed to 
meet the criteria established 
to ensure success. It left us all 
wondering what was going on.

When exposed to Professor 
Patty Pliner’s work (University 
of Toronto) we began to better 
understand the issue. Although 
young people might express a 
desire for things that are new, 
in reality they are innately 
afraid of new things. 

This neophobic behaviour 
can be seen when kids are 
very young and can remain 
evident as they mature into 
adolescence. What we have 
found, however, is that the 
degree of neophobic behaviour 
does vary. It also varies from 
one consumer category 
to another with food and 
beverage being high on the 
neophobic scale. Carbonated 
soft drinks are a bit lower on 
the neophobia scale than dairy 

drinks, for example. Products 
with familiar fruit flavours 
generate a far lesser neophobia 
response than unfamiliar fruits.

The paradox of neophobia 
creates a challenge for all 
companies that market 
beverage products to children. 
While there is often a strong 
desire to communicate a sense 
of novelty in their products, to 
be successful companies must 
provide formulations and forms 
that are familiar to children. Of 
course, there are many brand 
managers who believe that 
promoting a new beverage with 
familiar qualities or attributes 
is uninspiring. However, those 
who have worked with us during 
their development of new 
beverage concepts have seen 
the benefits of this approach.

Companies can deliver to 
young people the perception 
of something new but it must 
be done in a familiar way. New 
products should be developed 
from young people’s existing 
beverage experiences (or other 
food category experiences) and 
moved by steps towards new 
innovation, rather than in leaps 
and bounds. By communicating 
clearly in a familiar way what 
the product is, children will 
feel more in control and 
importantly feel as if they  
know what they are getting.

It is not uncommon to hear marketing professionals 
suggesting that young people want new and different 
products, and that the demand is constant.

Kids’ drinks  
with probiotics to 
reduce colds
Danisco is targeting the North 
American market for 
children’s milk drinks with the 
launch of its probiotic blend 
Howaru. Clinically proven to 
reduce cold and flu symptoms, 
the launch is a response to 
parental focus on child health 
during the winter season. 
Howaru Protect is a highly 
accessible probiotic source, 
capable of boosting the immune 
system which comes with health 
efficacy documentation. In a 
clinical study of wintertime 
respiratory tract infections in 
nursery school children, a daily 
dose of the Danisco probiotic 
contributed to a significant 
reduction in cold-associated 
symptoms, such as a runny nose, 
fever and cough. Sick days were 
almost halved and antibiotic 
prescriptions fell by 80%.

The ability of milk to secure 
excellent probiotic survival 
throughout shelf life also makes 
it an ideal carrier for probiotic 
cultures. “As children move 
towards adolescence, they need 
to strengthen their bone health 
and their immune system. By 
consuming milk fortified with 
Protect, they can do both,” said 
Peggy Steele, Global Probiotic 
Director at Danisco.

Creating new concepts for young 
tastes can inspire manufacturers 
in their product development. 
Danisco has already produced 
a series of drinks for children 
containing three of the most 
documented commercial probiotic 
strains, recognised for their 
immune-modulating properties.

Bryan Urbick

Yoplait Kids contains 
Martek’s DHA Omega-3 for 

brain, eye and heart health.
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