
Marketing Ethics: Targeting young customers 

 

“You would never know that consumers are more frugal these days if you look at the new children’s lines 

from fashion houses such as Fendi, Versace, and Gucci. Toddler high fashion is not new, but designers 

are taking it to new levels and extending it beyond special occasion clothing to everyday wear. In the 

past, some of the little girls marching down fashion runways carried dolls with matching outfits. But now, 

many of the little children’s fashions are geared around matching mom and dad clothing. Jennifer Lopez 

and her little ones helped Gucci launch a line for babies and children aged 2 to 8 years old. A Gucci 

children’s outfit with a t-shirt, skinny jeans, a belt with the trademark double-G, a raincoat, and boots will 

set mom and dad back about $1.000. A Burberry children’s double-breasted trench coat for a baby runs 

$335, a bargain compared to mom’s matching $1.195 trench coat. The CEO of the Young Versace brand 

sees growth in this market and anticipates this brand making up 10 percent of the company’s global sales 

in only a few years.” 

Reference: Philip Kotler and Gary Amstrong (2013). Principles of Marketing (page 219), 15
th

 edition, 

Pearson. 

Here are my answers to the questions given by the textbook cited above. 

1. What segmentation variables are marketers using in this example? 

Marketers are using the demographic variable and more precisely the age. Indeed, those brands are 

targeting very young children. We can also say that the income is taking into account because all the 

families with kids cannot afford such high-priced clothing.  

2. Is it appropriate that marketers focus on such a young market with high-priced clothing? 

In our world you can do almost what you want when dealing with marketing. And focusing on such 

young market is not ethically acceptable. Young children are vulnerable consumers. This is the time of 

innocence; young children should not be involved in that kind of business. It will increase inequalities 

between those who can afford high-prices clothing and those who cannot. At school, inequalities between 

children can sideline some children. If you do not have the chance to travel during holidays, you cannot 

talk about it once at school, this is inequality. This is the same for clothing.  



I think that marketers are maybe more focused on parents that choose for their children. When you are 

young you do not even know which brand is expensive and which one is cheap. They do not have any 

value of money yet. It makes me think of those beauty contests for young girls. Sometimes, mothers force 

their child to participate because they may want to win themselves, which does not make any sense for 

me. Parents often want their children to succeed where they failed, but sometimes parents exaggerate by 

forcing children to do it.  

In a more practical way, all “normal” parents know that buying expensive clothing for babies is a non-

sensed thing because babies are growing up so fast. One of the favorite activities of young children is to 

play outside, falling down and becoming dirty, what is the point of wearing expensive clothing except for 

the pleasure of parents? The consumption society is destroying innocent life we have when we are young. 


