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“Parents are keeping their 2-5-year-olds entertained
through traditional activities like reading and physically

active play. Traditional gender roles influence the way that
moms and dads interact with their children. Moms are
more likely to shop with kids and try to play outside as

much as possible.”
– Fiona O’Donnell, Category Manager –

Multicultural, Lifestyles & Leisure

This report looks at the following areas:

• How do parents keep their toddlers and preschoolers entertained in and out of the home?
• Parents are busy but motivated to choose the best activities for their children’s

development
• Hispanic parents need companies to embrace biculturalism

The focus of this report centers on how parents (namely, moms) spend time with their children aged
2-5 years – specifically the activities that parents do with their children and their motivations behind
what activities they choose.

For the purposes of this report, Mintel defines toddlers and preschoolers by age. In 2014, toddlers are
aged 2-3 years and preschoolers are aged 4-5 years. This report is based on a survey of parents of
toddlers and pre-schoolers, not the children themselves.
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The Most Important Qualities in Activities for Toddlers and Preschoolers

Parents’ Perceptions of Children’s TV Channels/Networks

Attitudes About Activities and Time Spent with Toddlers and Preschoolers
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Figure 51: Attitudes about activities and time spent with toddler/preschooler, by parent’s age, January 2014
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Impact of Race and Hispanic Origin

Cluster Analysis
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Figure 64: Attitudes about activities and time spent with toddler/preschooler, by parents of toddlers and preschoolers clusters, January
2014
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Figure 95: Top five most important qualities in choice of toddler/preschooler activities, by household income, January 2014
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Figure 96: Top five most important qualities in choice of toddler/preschooler activities, by race/Hispanic origin, January 2014

Figure 97: Top five most important qualities in choice of toddler/preschooler activities, by repertoire of in-home activities with toddler/
preschooler within the last three months, January 2014
Figure 98: Top five most important qualities in choice of toddler/preschooler activities, by repertoire of out-of-home activities with
toddler/preschooler within the last three months, January 2014
Figure 99: Games or toys purchased in the last 12 months, by gender, November 2012-December 2013

Figure 100: Games or toys purchased in the last 12 months, by race/Hispanic origin, November 2012-December 2013

Figure 101: Games or toys purchased in the last 12 months, by presence of children in household, November 2012-December 2013

Figure 102: Top five games or toys purchased in the last 12 months, by gender, November 2012-December 2013
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2013
Figure 105: Top five DVD/Blu-ray purchased or rented in the last 12 months, by gender, November 2012-December 2013

Figure 106: Top five DVD/Blu-ray purchased or rented in the last 12 months, by presence of children in household, November
2012-December 2013

Parents’ perceptions of children’s TV channels/networks
Figure 107: Perceptions of TV channels/networks, January 2014

Figure 108: Perceptions of all Nickelodeon, by gender, January 2014

Figure 109: Perceptions of all Nickelodeon, by gender and age, January 2014

Figure 110: Perceptions of all Nickelodeon, by White/non-White and Hispanic origin, January 2014

Figure 111: Perceptions of all Nickelodeon, by toddlers versus preschoolers and gender, January 2014

Figure 112: Perceptions of all Disney, by gender, January 2014

Figure 113: Perceptions of all Disney, by gender and age, January 2014

Figure 114: Perceptions of all Disney, by White/non-White and Hispanic origin, January 2014

Figure 115: Perceptions of all Disney, by toddlers versus preschoolers and gender, January 2014

Figure 116: Perceptions of Cartoon Network, by gender, January 2014
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Figure 119: Perceptions of Cartoon Network, by toddlers versus preschoolers and gender, January 2014

Figure 120: Perceptions of Nick Jr., by gender, January 2014

Figure 121: Perceptions of Nick Jr., by gender and age, January 2014

Figure 122: Perceptions of Nick Jr., by White/non-White and Hispanic origin, January 2014

Figure 123: Perceptions of Nick Jr., by toddlers versus preschoolers and gender, January 2014

Figure 124: Perceptions of Sprout, by gender, January 2014

Figure 125: Perceptions of Sprout, by gender and age, January 2014

Figure 126: Perceptions of Sprout, by White/non-White and Hispanic origin, January 2014

Figure 127: Perceptions of Sprout, by toddlers versus preschoolers and gender, January 2014

Figure 128: Perceptions of Disney Channel, by gender, January 2014

Figure 129: Perceptions of Disney Channel, by gender and age, January 2014

Figure 130: Perceptions of Disney Channel, by White/non-White and Hispanic origin, January 2014

Figure 131: Perceptions of Disney Channel, by toddlers versus preschoolers and gender, January 2014

Figure 132: Perceptions of Disney Junior, by gender, January 2014

Figure 133: Perceptions of Disney Junior, by gender and age, January 2014
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Figure 134: Perceptions of Disney Junior, by White/non-White and Hispanic origin, January 2014

Figure 135: Perceptions of Disney Junior, by toddlers versus preschoolers and gender, January 2014

Figure 136: Perceptions of Disney, by gender, January 2014

Figure 137: Perceptions of Disney, by gender and age, January 2014

Figure 138: Perceptions of Disney, by White/non-White and Hispanic origin, January 2014

Figure 139: Perceptions of Disney, by toddlers versus preschoolers and gender, January 2014

Figure 140: Perceptions of The Hub, by gender, January 2014

Figure 141: Perceptions of The Hub, by gender and age, January 2014

Figure 142: Perceptions of The Hub, by White/non-White and Hispanic origin, January 2014

Figure 143: Perceptions of The Hub, by toddlers versus preschoolers and gender, January 2014

Attitudes about activities and time spent with toddler/preschooler
Figure 144: Attitudes about activities and time spent with toddler/preschooler, by gender, January 2014

Figure 145: Attitudes about activities and time spent with toddler/preschooler, by race/Hispanic origin, January 2014

Figure 146: Attitudes about activities and time spent with toddler/preschooler, by gender and marital status, January 2014

Figure 147: Attitudes about activities and time spent with toddler/preschooler, by toddlers vs preschoolers, January 2014

Figure 148: Attitudes about activities and time spent with toddler/preschooler, by gender toddlers vs preschoolers, January 2014

Figure 149: Attitudes about activities with toddlers/preschoolers, by race/Hispanic origin, November 2012-December 2013

Figure 150: Attitudes about activities with toddlers/preschoolers, by household income, November 2012-December 2013

Figure 151: Attitudes about activities with toddlers/preschoolers, by presence of children in household, November 2012-December
2013
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