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FAST FORWARD REPORT

THE ALPHA BRIEF

Brands across categories are building Gen Alpha-specific products for the
first time, starting from scratch for the first generation with no pre-Al
baseline.

June 2026
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Trend Overview

 Generation Alpha — the roughly 2.2 billion people born after 2010 — is reaching
an age where their preferences matter commercially, and brands are
responding at scale.

. This is the first time most categories have built dedicated Gen Alpha lines rather billion members of Generation Alpha

than sizing down adult products: children's vitamins engineered for palatability, : : :
smartwatches designed for their specific relationship with supervision and play, projected globally by 2025, making it the

skincare launched with a pediatric certification, safety features built into largest generation in history by headcount.
hardware rather than left to parental controls. ( - 2024)

« The brands that establish early relationships with Gen Alpha now will hold them
for decades and the category language, ingredient standards, and safety norms
being set today will be very hard for latecomers to dislodge.



https://mccrindle.com.au/article/topic/generation-alpha/generation-alpha-defined/

;:% TREND-WATCHING

Innovations
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Health & Wellbeing

>< May2026

UK vitamins brand designs for the child
who has to take them, not just the parent
who buys them

UK-based CapyChews launched a children's vitamin range,
formulated for ages 3 to 12 with no added sugar and shaped
like capybaras, a meme-native animal with strong Gen
Alpha recognition. The branding deliberately combines
parental trust signals with child-facing character appeal,
rather than defaulting to generic cartoon packaging or
clinical aesthetics.
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Food & Beverage and Beauty & Personal
Care

N March 2026

Meiji crosses from confectionery into

skincare with functional gummies

Japanese confectionery company Meiji launched Frubi, a
line of functional gummies, in Japan in March 2026. The
products combine the format of a candy snack with
nutricosmetic ingredients targeting skin health, entering
the 'beauty from within' category from an unexpected
direction: a brand known for chocolate and food. The
gummies are positioned as a daily habit instead of a
supplement regimen.
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Consumer Tech

May 2026

Huawei builds a smartwatch for children
that is also an action camera

Chinese tech company Huawei launched the Watch Kids X1
Pro, a smartwatch for children with a detachable body that
functions as a standalone action camera. The device gives
parents GPS tracking and call functionality while giving
children an independent creative tool. It runs without a
paired smartphone and targets children aged 6 and above,
a demographic Huawei has not directly addressed before.


https://app.trendwatching.com/innovations/playful-vitamins-aim-to-simplify-wellness-for-kids?queryId=8a195b6842b6c576561abddb27ce1ecc
https://app.trendwatching.com/innovations/playful-vitamins-aim-to-simplify-wellness-for-kids?queryId=8a195b6842b6c576561abddb27ce1ecc
https://app.trendwatching.com/innovations/playful-vitamins-aim-to-simplify-wellness-for-kids?queryId=8a195b6842b6c576561abddb27ce1ecc
https://app.trendwatching.com/innovations/japanese-brand-meiji-launches-skincare-gummies?queryId=23faaca9c4c25f8369c3330d6c4430f0
https://app.trendwatching.com/innovations/japanese-brand-meiji-launches-skincare-gummies?queryId=23faaca9c4c25f8369c3330d6c4430f0
https://app.trendwatching.com/innovations/huaweis-new-kids-watch-is-a-detachable-action-camera?queryId=0fab7bc2ddc5188d7f73d5e58903889e
https://app.trendwatching.com/innovations/huaweis-new-kids-watch-is-a-detachable-action-camera?queryId=0fab7bc2ddc5188d7f73d5e58903889e
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Moisturizing
Lotion
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CeraVe adds a pediatric seal to its
bestselling moisturizer

Skincare brand CeraVe launched a new version of its classic
Moisturizing Cream in an 85g format with a pediatric use
seal on the packaging for the first time, officially indicating
suitability for infants and young children. CeraVe is already
the best-selling dermatologist-recommended moisturizerin
the US; this update extends the brand's presence into
households with children without requiring a new
formulation.

Work & Education and Non profit &
Social Cause

B May2026

WWEF replaces the school bell with the
sounds of endangered species

WWEF France and Saatchi & Saatchi replaced the standard
recess bell in over 6,300 French primary schools with the
calls of four endangered species, one per day of the school
week: a boreal lynx, a whiskered tern, a wolf, and a
humpback whale. The initiative ran for one week, bringing
children into sensory contact with animals they would
otherwise never encounter, using the most reliable daily
routine in a child's life as the medium.
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Financial Services

A Turkish bank builds savings accounts
specifically for girl entrepreneurs

Tirkiye is Bankasi, one of Turkey's largest private banks,
launched the Entrepreneur Girls Account for girls under 18.
The product offers inflation-protected savings linked to the
Consumer Price Index, meaning deposits grow at least as
fast as inflation regardless of interest rate movement. It was
built in partnership with the Entrepreneurship Foundation
and frames financial education as integral to the account.


https://app.trendwatching.com/innovations/ceraves-classic-moisturizer-gets-a-family-friendly-update?queryId=134a2fc8aa2104f20429a858af2bc161
https://app.trendwatching.com/innovations/ceraves-classic-moisturizer-gets-a-family-friendly-update?queryId=134a2fc8aa2104f20429a858af2bc161
https://app.trendwatching.com/innovations/wwf-hijacks-the-recess-bell-to-reconnect-french-kids-with-nature?queryId=b82f9d9ae3dfd1728065c912a557e08c
https://app.trendwatching.com/innovations/wwf-hijacks-the-recess-bell-to-reconnect-french-kids-with-nature?queryId=b82f9d9ae3dfd1728065c912a557e08c
https://app.trendwatching.com/innovations/turkish-bank-launches-inflation-protected-savings-for-girl-entrepreneurs?queryId=099ffde9b8e5a8ac31f372bd764e5062
https://app.trendwatching.com/innovations/turkish-bank-launches-inflation-protected-savings-for-girl-entrepreneurs?queryId=099ffde9b8e5a8ac31f372bd764e5062
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Consumer Tech

Energizer redesigns a dangerous battery
for households with children

Energizer launched its Ultimate Child Shield coin battery
line, addressing a well-documented safety issue: more than
2,500 children in the US swallow these small lithium
batteries each year, causing severe internal burns within
two hours. The new design uses a bitter coating and a child-
resistant package that requires two simultaneous adult-
strength actions to open, preventing accidental access
without changing the battery's performance for adult users.
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Food & Beverage

™ May 2026

India's first kids-only hydration brand
takes on homemade drinks

Indian beverage company UP&RUN launched a kids'
electrolyte drink line, positioning itself as India's first
hydration brand built specifically for active children. The
product competes with homemade alternatives, including
salted lemon water and coconut water, that dominate how
Indian parents hydrate their children. The packaging uses
sports iconography rather than cartoon characters,
appealing to parents of active kids who want something
functional.

Consumer Tech and Mobility & Transport

B May2026

Tonies and SNCF give unaccompanied
children a screen-free companion for the
journey

German audio system maker Tonies partnered with France's
national rail operator SNCF in May and June 2026 to equip
children aged 4 to 14 traveling unaccompanied on trains
with a Toniebox 2 audio device for the duration of the
journey. The Toniebox plays stories and music via small
physical character figurines, with no screen, no app and no
streaming required. SNCF's Junior & Cie unaccompanied
minor service funded the partnership.


https://app.trendwatching.com/innovations/energizer-launches-child-safe-coin-battery-to-prevent-fatal-burns?queryId=6a6beaba3841b990db600d3fda738252
https://app.trendwatching.com/innovations/energizer-launches-child-safe-coin-battery-to-prevent-fatal-burns?queryId=6a6beaba3841b990db600d3fda738252
https://app.trendwatching.com/innovations/indian-kids-drink-uses-smart-design-to-appeal-to-parents-and-players?queryId=6646a9df1e9837ed55961d52676ddd25
https://app.trendwatching.com/innovations/indian-kids-drink-uses-smart-design-to-appeal-to-parents-and-players?queryId=6646a9df1e9837ed55961d52676ddd25
https://app.trendwatching.com/innovations/storytellers-on-rails-entertain-kids-traveling-solo-on-french-trains?queryId=73c300549480c65e489fbf377c621353
https://app.trendwatching.com/innovations/storytellers-on-rails-entertain-kids-traveling-solo-on-french-trains?queryId=73c300549480c65e489fbf377c621353
https://app.trendwatching.com/innovations/storytellers-on-rails-entertain-kids-traveling-solo-on-french-trains?queryId=73c300549480c65e489fbf377c621353
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Travel & Hospitality

&™  \May 2026

Air India gives family travel its own
branded program

Indian flag carrier Air India launched Cloud Chasers,
consolidating all of its child-facing products and services
under a single branded program for the first time. It
includes dedicated in-flight kits, child-appropriate meal
menus, cabin crew trained in child engagement, and a
companion mascot character. The program covers children
traveling alone and with families on international and
domestic routes.
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April 2026

SafeBAE builds a consent tool for the
moment teenagers actually need one

US nonprofit SafeBAE launched Vibe Check in April 2026, a
free tool for teenagers uncertain whether a situation was
okay or whether they may have caused harm. Instead of
directing teens to Reddit or ChatGPT, where they receive
inconsistent responses, Vibe Check uses structured,
evidence-based prompts to help users think through
consent and boundaries privately and without judgment. It
is available on any device, without account creation.

. Non Profit & Social Cause J

Entertainment

=™ May 2026

Ghanaian animation studio launches to
place African stories at the center of
children's media

Animation studio Afrotoons launched in Accra, Ghana, with
a mission to bring authentic African children's stories to
global audiences. The studio's flagship project, Selase's
Adventures, is a short-form animated series for children
aged four to seven, following a young explorer traveling
across Africa's diverse cultures and traditions. The first
season of 13 episodes is in production, debuting on
YouTube as part of a digital-first strategy targeting a USD
100 billion children's content market that has largely
excluded African-created narratives.



https://app.trendwatching.com/innovations/air-india-launches-kids-program-to-make-family-travel-more-fun?queryId=134ce63057e20b039eb51a21f357d96b
https://app.trendwatching.com/innovations/air-india-launches-kids-program-to-make-family-travel-more-fun?queryId=134ce63057e20b039eb51a21f357d96b
https://app.trendwatching.com/innovations/when-teens-worry-they-may-have-crossed-a-boundary-vibe-check-helps-them-think-it-through?queryId=41192d60e0db25495049a3dca2d36f63
https://app.trendwatching.com/innovations/when-teens-worry-they-may-have-crossed-a-boundary-vibe-check-helps-them-think-it-through?queryId=41192d60e0db25495049a3dca2d36f63
https://app.trendwatching.com/innovations/new-animation-studio-launches-to-champion-african-storytelling?queryId=193b730640f7b672b7c4d5f14f6dfa98
https://app.trendwatching.com/innovations/new-animation-studio-launches-to-champion-african-storytelling?queryId=193b730640f7b672b7c4d5f14f6dfa98
https://app.trendwatching.com/innovations/new-animation-studio-launches-to-champion-african-storytelling?queryId=193b730640f7b672b7c4d5f14f6dfa98
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Ideation}

What if...
LEGO would launch a personalised brick set generated from a child's building
history

LEGO Signature will use six months of in-app build photography to generate a 300-piece custom set calibrated to
the child's preferred themes, colours, and building types, with a named nameplate brick. No two sets identical.
Priced at £89. For Gen Alpha — a generation with highly developed digital identities and no physical equivalent —
Signature will fill the gap.

Ideation 2

What if...
Spotify would launch a child listening profile that parents and children configure
together

Spotify Junior will combine parental content guardrails with genuine child input: children will choose their own
artists, playlist names, and profile avatar. Recommendations will be built from the child's own listening history, not
generic playlists. A monthly Listening Story recap will be shareable with family. The brief will be a genuinely
different product — not a restricted adult one.

Ideation 3

What if...
Decathlon would launch India's first dedicated performance kit line built from a
child-specific brief

Ideations

Concepts that make the trer
possible - speculative ideas,
none of which exist yet.

Decathlon Junior Performance will engineer sportswear and equipment for children aged 6-14 from a child
biomechanics brief — not scaled-down adult products. Lighter fabrics, junior-weighted cricket and badminton
equipment, narrower-last footwear. Across 140 Indian stores. In markets where child-specific sports kit has never
existed, first-mover advantage will compound with every year of brand loyalty that follows.
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Opportunity Spaces

The parent-child double brief: design for both at once

The winning Gen Alpha product solves two distinct briefs simultaneously: the parent's anxiety and the
child's loyalty. Products that speak only to parents get refused by children; products that speak only to
children don't get purchased. The brands that design around both the moment of purchase and the
moment of use — with different aesthetic, emotional, and functional appeals built in — will dominate
the category.

Safety as brand language: lead with protection

As Gen Alpha grows up, safety, whether digital, physical or nutritional, is becoming a positive brand
claim rather than a regulatory minimum. Energizer's child-resistant coin battery coating, CeraVe's
pediatric seal, and Huawei's parent-controlled GPS watch are all examples of the same move: turning a
protection feature into the primary selling point. The brands that communicate protection proactively,
will own the trust category with the parents making purchasing decisions on behalf of Gen Alpha.

The first-in-market Gen Alpha tier: build the category before anyone else

In dozens of markets outside North America and Western Europe, categories that Western brands built
for children decades ago — dedicated kids' electrolytes, children's wellness supplements, Gen Alpha-
specific financial products — either don't exist locally or are dominated by home remedies. For FMCG,
financial services, and health brands with global ambition, the Gen Alpha brief in India, Southeast Asia,
Latin America, and Africa is a largely open field.
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After the testing, you'll be offered three

about to turn a trend into three

1, visualised, brief-ready brand
campaigns and experiences.

Turn THE ALPHA BRIEF into your
hext winning product or brand
activation

OPTION A
Co-creation session

Pick a persona and a concept. Your Al
assistant will go fully in character as
that person and respond to your
questions and proposed changes as a Bnn
genuine collaborator. Not a summary
of their views — their actual voice.
Type "End co-creation” when done and
you'll get a synthesis of what shifted.

5LV ( Map your audience

Trends x Al x Experiential Campaign Playbook

the most important foundation step. Your Al

ant will build a detailed picture of your audience’s
tions, contradictions, and emotional entry points —
efine the experience design principles and peak

The platform’s Al x Ideation Playbooks will help you turn this trend into tangible
product ideas — in under 45 minutes.

nt that every concept must honour. There are two
points:

3 TREMD-WATCHING ( Write and Visualise )

Open one of the Playbooks, open your Al assistant, and follow the instructions. You'll generate on-trend concepts, user-test
them against synthetic consumer personas, visualize the actual experience, then package everything into a brief ready to
share with your team or clients.

It runs entirely inside your own Al assistant — be it ChatGPT, Gemini, Claude or Copilot. True trend-driven innovation.
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show them off.

CKPOINT 1 CHECKPOINT 2 CONTINUE Upon using the prompt on the next slid
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before continuing.

concepts —

FORMAT A
Single Hero Image

One powerful image per concept.
Best for stakeholder decks and speed.



https://info.trendwatching.com/ai-innovation-lab

