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The ones who used to dominate the remote
control are now abandoning their seat in front of
the television. But why are they leaving? Do they
no longer watch content? We are talking about
Generation Touch, a generation that consumes
content like never before. Touchscreen devices
are their new playground; offering everything they
could want to watch, here and now. A world of
entertainment in the palm of their hands.
Never before has a generation absorbed
technology so quickly and from such a young
age, and never before has such a key audience
caused so much confusion amongst operators as
to why they are disappearing before their eyes.
However, this generation brings with it a gateway
of opportunities for reconquering such territory
but, to achieve this, we must start by understanding
who this generation is, how they consume content
and how to communicate with them.
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Getting to know Generation Touch
The term Millennial has been commonplace for a while now. Young people aged between
16 and 35 who grew up alongside television, smartphones and the internet. While brands
continue searching for the best way to understand and captivate this group, a new generation
is emerging. They touch a screen and something happens immediately, without a keyboard or
mouse. The true generation of digital natives: Generation Touch.

The origin of this generation
In 2007, Apple brought touchscreen technology to everyday life with the launch of the iPhone.
But it wasn’t until the appearance of the iPad in 2010 that mobile devices started to be seen
as a fundamental element of family life, leading to the birth of this tactile tribe. As a result,
the television has taken a backseat in the daily lives of the youngest members of the family.
According to Bernstein Research, the television’s younger audience has halved since 2011.
This change doesn’t mean that children are watching less, but simply that they prefer to do
so on other devices. Although the most popular choice amongst younger viewers is initially a
tablet, at the age of 11 the preference shifts towards smartphones for watching content. In the
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last year, the number of children using a tablet or smartphone to watch television programmes
and films has grown by more than 30%, according to Ofcom’s study Children and Parents:
Media Use and Attitudes Report.
Generation Touch, also known as Generation T, is the first to have only ever known a virtual
environment. They are constantly connected, highly stimulated and are not scared to try - and
touch - the unknown. According to María Zysman, an educational psychologist specialised in
children’s behaviour states that they are impatient, native multi-taskers and tend to change
their focus quickly: a long text is a tedious text.

The television has taken a backseat in the daily
lives of the youngest members of the family.

Turning this challenge into an opportunity
Making the effort to win over the younger audience opens up a whole world of opportunities
for digital products. Satisfying the needs of this generation, and in turn those of their parents,
serves as a valuable competitive advantage in an industry with such tough competition. Such
differentiating factors are what makes us choose one brand over the other. And once we have
caught their attention, we must keep it. All relationships require effort, but to secure them
long-term, we have to listen to our customer and cater to their needs: a satisfied customer is a
loyal customer - the most valuable capital a brand can have.
Nowadays, children have a huge impact on household spending. The study Kid Power by Viacom
Global Insights 2017 claims that about three quarters of the children and parents surveyed
believe that children play a significant role in the purchase of household items. Entertainment,
pay TV and video streaming services are in the top five categories of which children have the
most influence on decision making. Family homes are increasingly connected, which brings
new opportunities for brands to engage the whole family.
Such a specific audience also provides an excellent opportunity for more efficient content
monetisation. Targeted advertising by age and interests is highly valuable for brands. The
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more we know about a consumer, the more beneficial to the brand and the more satisfied
the customer, as they will see adverts that are truly relevant to them. Similarly, there are other
business models which we can employ, such as the promotion of an operator’s self-produced
content. We can boost premium content in an environment designed specifically for children,
promote payable subscriptions and much more.

A satisfied customer is a loyal customer
- the most valuable capital a brand can have.
These days, many of children’s favourite brands are digital, and the way in which they consume
content has changed massively. A study by Smarty Pants discovered that YouTube was
children’s most-loved brand in 2017, with Netflix and the iPad also making it in to the top 10.
The new generation is here to stay and it is up to us to address the challenge.

Kids Most Loved Brands - 2017 (Smarty Pants)
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Designing for Generation Touch
With different generations in the mix, it is important for us to adapt and implement specific
measures to suit this particular audience. However, there is an implicit challenge: we have two
targets. Our product must satisfy the demands of those who use it and those who approve it.
After all, children must love your product and parents must make sure that it is suitable for
them.

Children are more confident
Children, especially the youngest, are not afraid to try new things and are much more confident
than adults, so we must make sure that their experience is a safe one. It is essential to provide
a controlled environment with child content where they feel they can navigate freely.

YouTube Kids. Parental PIN to access Settings in the app.

7

mirada.tv

Winning over
the youngest audience

A device acts like an electronic babysitter by allowing children to watch content on their own.
For this reason, parents look for a service for their children which has more than just an age
filter for content. They want the power to decide how long their children can watch content
for and to be able to set different parameters according to each child. Parameters such as
maximum playback time or a time limit for how long their children can use the application are
highly valued by parents.
Children develop much faster than adults; the content that a three-year-old child watches
is unlikely to also be watched by a seven-year-old. In any app store, child content is always
segmented by age: up to 5 years old, between 6 and 8, 9 and over… The creation of profiles
helps us to confront this reality.
If we want to satisfy the needs of all ages, we should display appropriate content accordingly.
Creating different profiles on the same account helps different children access their favourite
series easily, regardless of their varying tastes. Preventing the child from becoming bored
means preventing the child from abandoning our app.

Mirada Kids. Screen of creating a profile.
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Children have little patience
They are very demanding and have little patience with products that fail to satisfy their high
expectations. They expect immediacy and get frustrated if it takes them a long time to find
something to watch.
An adult tends to read the synopsis of various titles to choose a film they want to watch. Children,
on the other hand, explore the catalogue with the simple objective of finding the character
from their favourite film or series. No synopsis; no unnecessary information prolonging their
search. We should define the key elements for using our app and remove any unnecessary
elements of little value or that may distract the child from achieving their objective. For
example, younger children do not have the capacity to understand long menus or choose
between many subsections.

Mirada Kids. Screen of a series player and error message with only one possible action.

Such simplification should be consistent across as much of the application as possible, from
the language we use to interact with the children, to facilitating decision-making processes
and navigating between screens.
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Children are visual
At the supermarket, a child chooses the biscuits that has their favourite character on the
packaging. It is likely that many young users haven’t yet learned to read however could identify
a character from their favourite series. Images are the candy that leads a child to choose what
to watch. Moreover, images also help us to communicate and emphasize concepts. A sad face
tells a child that there has been a problem with the application, and a yawning face tells them
that it is time to go to sleep.

Images are the candy that
leads a child to choose what to watch

YouTube Kids. Animation indicating that playback time has come to an end.

When conceptualising an application, all of this prior analysis is fundamental. Once a basis has
been established, we are faced with the last step: communicating with the child.
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A kid-friendly UI
When a child uses an application, it is important that they know that it is exclusively for them.
We should create a visual and child-friendly universe with bright colours, simple buttons and
easily recognisable icons. Young children are not mentally developed enough to understand
abstract icons. Colours and large images catch the attention of children, and we must not
forget that the app needs to be attractive - they have to actually want to use it!

Mirada Kids. Home with access to on-demand content and live channels.

We must try to communicate less child-friendly elements, such as error messages and loading
pages, as simply as possible. Having a playful character who pops up to chat to the child could
be a good alternative.
Taking into account the target audience, the use of both animation and audio is fundamental.
Children want to receive audio and visual feedback when they do something. They expect
a reaction to every action they take, and this reaction should help them to understand and
navigate through the app. Debra Gelman, author of the book “Designing for Kids: Digital
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YouTube Kids. Loading animation.

Products for Playing and Learning” warns about the misuse of such resources, “we should
avoid unnecessary animation and sounds which could confuse them”. Children, just like adults,
look for consistency within an application and such unnecessary elements could disorientate
them.
Ultimately, the consumption patterns of our youngest audience have changed massively in
recent years and, for operators, addressing the environment on mobile devices is a key part
of the development process. It is crucial to offer flexibility to clients with children so that the
latter can watch whatever they want, whenever they want and however they want, based
upon a safe product that parents trust. Listening and adapting to the needs of both will help
ensure that we continue to be a part of their lives and that they don’t abandon our brand. If a
product satisfies their needs, they won’t leave. The market is in constant change and it is our
responsibility to adapt to it.
Did you find this whitepaper useful? Feel free
to get in touch for any further information
about anything mentioned in the whitepaper
that may be of interest to you: ask@mirada.tv
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Mirada is a leading provider of products and services for Digital TV Operators and
Broadcasters. Founded in 2000 and led by Non-Executive Chairman Javier Casanueva and
CEO José Luis Vázquez, the Company prides itself on having spent almost 20 years as a
pioneer in the Digital TV market. Mirada’s core focus is on the ever-growing demand for TV
Everywhere for which it offers a complete suite of end-to-end modular products across
multiple devices, all with innovative state-of-the-art UI designs.
Mirada’s products and solutions, acclaimed for unparalleled flexibility and optimal time
to market, have been deployed by some of the biggest names in digital media and
broadcasting including Televisa, Telefonica, Sky, Virgin Media, BBC, ITV and France
Telecom. Headquartered in London, Mirada has commercial representation across Europe,
Latin America and Southeast Asia and operates technology centres in the UK, Spain and
Mexico.
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