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Importance of whey components in items for children (incl. brand and marketing aspects)

Ingo Barlovic, 
Managing Director of iconkids & youth international research GmbH, Germany

In the buying decision on children’s products, their specific interests must be taken into account - next to those of moms. While moms watch out especially for components, ingredients and information marking the product as particularly child adequate and thus giving moms reassurance, for the children aspects such as poly-sensual demands, packaging, the experience worlds suggested by the product and what it ‘does’, heroes familiar to them from the media, as well as catering to their Core Needs play a major role. The health aspect, on the other hand, for children is fairly unimportant. 
To start out, it is very important to realize that one may not really speak of ‘the’ children. Age and maturity development during childhood runs through quite a number subsequent steps. In consequence, one should not look at children more than 2 years apart in age under the same perspective: a 6 year old is worlds away from a 4 year old, and for an 8 year old, a 6 year old is a 'baby'; a ‘tweenager’ (approx. aged between 10 and around 13) aspires towards becoming an adolescent, general aim of youth being to grow up to be an independent youth and potential young adult.
From very early on, boys and girls live in different worlds. While boys go more strongly for the active, the more competitive roles, girls tend more to be the more integrative, more romantically oriented gender – both basic attitudes naturally has effects on how idols are chosen and emulated.

Plus, there are differences between various countries to take into account: e.g. British kids are more advanced by at least 2 years compared to German kids regarding behaviour related to consumption and media use – one effect of the fact that children in UK start school at a younger age and spend their day at school.

For whey components to gain importance in the context of marketing of children’s products one needs to find factors meeting up to the aspects mentioned above as well as to the life-worlds of the kids. 
While this seems fairly easy for the mom target on account of the connection of whey with calcium and zinc and other health, growth etc. enhancing effects, it is more difficult to reach the children target because the benefits would have to be converted into signals of a child adequate character.
One possible approach would be that the functional properties of whey protein concentrates enhance the poly-sensual treat experience of children products, e.g. the invitation to actually experience the effects, to see, smell, taste, touch … products, packs, adverts connected to whey.
Catering to the Core Needs of children and youth would have to communicate to them the potential, the ‘what’s in it for me’ as a male or female child, adolescent … consumer of whey products. This should cover the generally loved aspect of fun as well as the additional specific aims and preferences whey has the capacity of covering. Demonstrate how whey meets Core Needs: integrate and communicate in an appropriate and interesting manner to children that whey works to increase capacity to perform, or to grow older faster, to help one feel good, ….
To incorporate whey in products for children is appealing and promising – providing one takes some fundamental decisions beforehand: 
1.
Decide, which target group to go for: mothers or children or both

2. If children, make sure to define the target group carefully and precisely.

3.
Associate the message to life, experience worlds and Core Needs of the children addressed
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