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“There are many factors impacting the market for baby
durables. The rising birthrate in the U.S. and shifting

parent and family dynamics are likely to affect purchasing
in this category. Most parents are likely to buy new items

when purchasing baby durables; however there is a notable
interest in the second-hand market in this category, which

retailers should be sure to address.”
– Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

• The impact of demographic shifts
• Engaging with the used baby durable market
• Exploring the implications of increased online purchasing
• Sourcing information on baby durables

Total retail sales of baby durables reached $2.6 billion in 2012 and are expected to drop slightly (down
3.4%) in 2013. However, the outlook for baby durables is good. Sales are expected to grow by 14%
between 2013 and 2018, reaching $2.9 billion in sales in 2018. The baby durables market is likely to
benefit from rising birthrate, shifting family demographics, and improved consumer confidence.

This report focuses on baby durables and offers sales trends, profiles of major retail players in the U.S.
market, as well as a detailed exploration of consumers’ attitudes, usage, and shopping behaviors in this
category.
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Lower income households own fewer items
Figure 60: Baby-related daytime care item ownership, by household income, July 2013

Key points
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Important Attributes of Baby-Related Products
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Men are less price sensitive than women when buying baby items
Figure 74: Most important attributes when buying baby-related products, by gender and age, July 2013

Lower income consumers seek value in baby products
Figure 75: Most important attributes when buying baby-related products, by household income, July 2013

Key points
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Race and Hispanic Origin

Appendix – Other Useful Consumer Tables
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Figure 98: Baby-related safety/wellness items owned, by Millennials vs. non-Millennials, July 2013

Figure 99: Baby-related safety/wellness items owned, by gender of Millennial parent, July 2013

Retailers shopped for baby-related products
Figure 100: Retailers shopped for baby-related products, by marital status, July 2013

Figure 101: Retailers shopped for baby-related products, by Millennials vs. non-Millennials, July 2013

Retailers shopped for baby-related furniture
Figure 102: Retailers shopped for baby-related furniture, by age, July 2013

Figure 103: Retailers shopped for baby-related furniture, by household income, July 2013
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Retailers shopped for baby-related transport items
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Figure 109: Retailers shopped for baby-related transport items, by Millennials vs. non-Millennials, July 2013

Figure 110: Retailers shopped for baby-related products – transport items, by gender of Millennial parent, July 2013

Retailers shopped for baby-related activity/daytime care/safety/wellness items
Figure 111: Retailers shopped for baby-related activity/day time care/safety/wellness items, by age, July 2013

Figure 112: Retailers shopped for baby-related activity/day time care/safety/wellness items, by household income, July 2013

Figure 113: Retailers shopped for baby-related activity/day time care/safety/wellness items, by race/Hispanic origin, July 2013
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Online/alternative channels where baby-related products are purchased
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Figure 129: Most important attributes when buying baby-related products, by types of new baby-related furniture owned, July 2013
(part 1)
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Figure 130: Most important attributes when buying baby-related products, by types of new baby-related furniture owned, July 2013
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Figure 150: Activities done, July 2013
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