
The National Theatre for 

Children (NTC) has part-

nered with Big Fish Entertain-

ment, LLC for the syndication 

and distribution of a new 

educational and instructional 

(E/I) television series, Mad 

About Money.  Based on  

NTCõs widely successful, in-

school òliveó tour, Mad About 

Money  explores valuable life 

skills in personal finance for 

tweens, teens, and their fami-

lies in a weekly, half hour 

Mad About Money Slated to Air Nationally in September 
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Today's kids have more 

autonomy and decision-

making power within the fam-

ily than in previous genera-

tions, so it follows that kids 

are way more vocal about 

what they want their parents 

to buy and how they want 

them to act. "Pester power" 

refers to children's ability to 

persuade their parents into 

purchasing items they may not 

otherwise buy as well as the 

ability to change parents beh- 

avior about certain subjects 

like green energy and nutri-

tion. We all know òChoosy 

moms choose Jif,ó but what 

do choosy kids choose? The 

obvious answer would be in 

the realm of candy and toys, 

but automobiles, vacations, 

and electronics? Really? You 

betchõya. These days children 

have major influencing power 

on all types of decisions, both 

behavioral and purchasing. 

Let's face it. Anyone who has 

ever stood in a checkout line 

at a convenience or grocery 

store knows that kids have 

always had a say in some sorts  

of items, but what's new is 
how far that influence now 
stretches. 
  
A few years ago you would 
rarely see a vacation ad or  

Harnessing Pester Power 
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NTC actors help reinforce the mes-

sages presented in their live perform-

ances throughout the country.  

of major broadcast station 

groups including Tribune, Sin-

clair, Newport, Cox and Acme, 

and is on track for over 90% 

coverage of US households. 

The program is already sched-

uled to air in 40 of the top 50 

markets  

sketch-comedy/variety show.  

Episodes use a creative mix of 

sketch comedy, music videos, 

animation, and kids-generated 

video to convey important 

messages around making, sav-

ing, spending and sharing 

money.  Think Saturday Night 

Live meets The Electric Com-

pany. 

 

Slated to debut in September 

2010, this weekly, half-hour 

series is cleared on a number  

Mad About Money explores valuable 

life skills in personal finance for 

tweens, teens, and their families. 

Kids influence $700 billion in 

parental spending both directly 

and in-directly. 

The Sketch Comedy, E/I Television Series plus Live School Per-

formance, Internet & Mobile Content Creates an Unparalleled 

Sponsor Platform 

òNTC has learned to harness pester power to posi-

tively impact behavior ð in schools and at home ð on 

issues that are important to our sponsors such as     

personal finance, energy efficiency, water conservation  

and obesity prevention.ó - Ward Eames, President of 

NTC.  
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car commercial aimed at a child 

because there would be no way 

a kid would be able to afford 

such a payment. However, 

those ideas have started to 

morph minds of savvy commu-

nicators. Many magazines these 

days like Time, Sports Illustrated 

and People have all launched kid 

and teen editions, which all 

have ads for adult related prod-

ucts such as cars, hotels and 

airlines. Kids now seem to have 

their sticky fingers all over eve-

rything and they have a grasp 

on their parentõs wallets to 

help them. A study by James 

McNeal, head of the consul-

tancy McNeal & Kids and au-

thor of The Kids' Market: Myths 

and Realities estimates that kids 

influence a monstrous $700 

billion in parental spending in-

cluding $340 billion in direct 

influence (òI want a Delló), and 

$340 billion in indirect influ-

ence (òI know little Johnny 

would prefer us to go to Dis-

neyland for vacationó). That is 

about 45 percent of purchases 

made in U.S. households with 

one or more children under 

the age of 15 that were deter-

mined by the kids. Those num-

bers would explain why compa-

nies are gearing many ads and 

promotional ideas toward chil-

dren. They know that it is little 

Bobby or Suzie who is going to 

talk to mom and dad about a 

product that catches their eye, 

maybe without even realizing it.  

 

And itõs not just little appli-

ances and food items kids are 

voicing their opinions about. 

Some 62 percent of parents 

now say their children actively 

participate in car buying deci-

sions, according to a study by 

J.D. Power and Associates for 

the Nickelodeon network. 

That's significant, since a report 

by Packaged Facts (a division of 

MarketResearch.com) con-

cludes that people with older 

children spend on average 

$1,500 more on the purchase 

of a new car than do their 

childless peers. 

  

Parents are influenced by their 

children way more than they 

used to be. Reasons for this is 

that todayõs families are more 

system oriented in that the 

decision making process is now 

more of a group decision. In 

other words, families are oper-

ating under a web of influence 

and interplay, rather than fol-

lowing the chain of command in 

hierarchical top-down ap-

proach. Take televisions for 

example. According to new 

research from Motorola, 71 

percent of kids age 12 - 17 in-

fluenced parental decisions 

about purchasing cable, DSL, or 

satellite services and 62 per-

cent have influenced the pur-

chase of an HDTV set and pro-

gramming package. Modern TV 

setups are complex these days, 

so itõs natural that parents 

would lean on the guidance 

from a connected child who 

understands todayõs technol-

ogy. This generation was the 

first to get a taste of TiVo, high 

speed internet, on demand 

cable and so on. In some cases, itõs 

all they know.  

 

Another factor that contributes to 

kids influencing their parentsõ 

spending is that the profile of the 

average kid is changing. For one 

there is the KAGOY factor: Kids 

are Getting Older Younger. And itõs 

not just that girls are wearing make-

up and obsessing themselves on pop 

culture at 9 or 10 years old. Parents 

these days are getting their kids 

involved in activities at much 

younger ages. Kids are now starting 

to play sports, take art classes and 

attend music lessons starting at just 

4 and 5 years old. Also, studies 

from the University of Michigan's 

Institute for Social Research deter-

mined that children between the 

ages of 3 and 12 now spend an av-

erage of five to seven hours a day in 

preschool or school, a three-hour 

increase from the early '80s. Even 

children under the age of 3 spend 

about two hours a day in some kind 

of organized daycare or school set-

ting. The result, kids are becoming 

world wise at a much younger age.  

All of this means todayõs generation 

of children has mastered a very 

powerful tool: the power of persua-

sion. With kids becoming smarter 

at younger ages, and families deci-

sion processes shifting to a more 

group decision process, its no sur-

prise that children have major influ-

encing power on parental behav-

iors. 
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NTC  is constantly 

working on new 

programs and pro-

jects to teach, en-

tertain, and inspire 

audiences through-

out the country.  

 

One of these pro-

jects is the new 

Facebook fan page 

for The  National 

Theatre for Chil-

dren. NTC encour-

ages everyone to 

join as a fan and to 

check out whatõs 

new at NTC. The 

page will be a way 

to push up to date 

information to 

NTC fans regarding 

new events, per-

formances, pro-

grams, NTC news, 

and other exciting 

information that is 

currently happen-

ing at NTC.  

 

Feel free to join 

and check out vari-

ous photos from 

NTC perform-

ances, see recent 

teacher quotes 

about NTC pro-

grams, read the 

latest press re-

leases, watch a 

video, and much 

more. Check us out 

today!  

 

 

 

The National     

Theatre for        

Children enters   

Social Media for 

its clients  

(from page 1) 

NTC performs educational pro-

grams in thousands of schools for 

millions of students each year. 

71 percent of kids age 12-17 influenced 

parental decisions about purchasing 

cable, DSL, or satellite services. 
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What Teachers are Saying about NTC Programs 

So how did this theatrical match made 

in heaven come to be you ask? Well, I 

think Kristi explains it best. òWe met at 

a college theatre festival (ACTF) in 

Oklahoma and when I first saw Travis 

perform on stage I thought he was 

amazing.  We started dating in the spring 

of 2007 and were married six months 

later. Having the opportunity to work 

and travel as a newlywed couple, we get 

to create life time memories and stories 

to tell our grandchildren about some-

day.ó says Mrs. Barnhart. Travis chimes in 

that, òThe time we spend together only 

makes us stronger as a couple.ó They do 

confess, of course, that there are times 

on tour where they get to have òaloneó 

time; working out, playing on the com-

puter and even watching different TV 

shows.ó 

Welcome to Patõs Corner!  

With the warm weather ap-

proaching, I thought this would 

be a good time to catch up 

with two of our favorite ac-

tors, who just happen to be 

married, and see if the old 

poem rings true that òlove springs eternal.ó  

 

To most married couples, the thought of 

living, working, traveling and basically 

spending 24 hours a day, 7 days a week 

with your spouse would seem like some 

type of daunting reality TV show challenge. 

But to Kristi and Travis Barnhart, itõs a 

dream come true. òHow many other jobs 

out there can you perform for and edu-

cate children while exploring new places 

with your best friend? Not many.ó says 

Kristi. 

 

The Barnhartõs first came to work for 

NTC in January of 2009 and have since 

completed a half a dozen tours. They keep 

coming back to work at NTC mainly be-

cause of the artistic freedom they are 

given in creating characters for their 

shows. Travis says, òWe get paid to do what 

we love, the kids are getting the message     

and having fun at the same time, itõs great!ó  

Patõs Corner 
Before coming to work for NTC, Kristi 

had no idea how much she would learn 

as an actor by performing for children. 

òKids are the most honest audience  

youõll ever have. If youõre not funny,  

theyõll let you know it.ó Working on  

your improv skills, learning how to deal 

with crowds, getting to see new places, 

doing new things and being treated like a 

professional actor are just a few reasons  

why Kristi and Travis believe that,  òevery  

single actor in the business should try 

working in a job like this. ò 

 

So what does the future hold for such a 

talented and dynamic married duo?  

òWell, working for NTC as long as possi-

ble of course!ó Kristi and Travis declare. 

But like in all good romantic storybook 

stories, this is just the beginning of Chap-

ter 1. The Barnharts plan is to move to 

Chicago within the next five years. Kristi 

plans on becoming a mainstay at Second 

City while Travis intends to find work act-

ing and hopefully become a member of 

the Steppenwolf Theatre. Kristiõs lifetime 

goal is to become a well known actress 

on Saturday Night Live and be known as 

the next Gilda Radner.  And since she is  

so super talented at playing big, wacky, 

goofy characters, we 

know sheõll succeed!  

Kristi and Travis Barnhart are currently 

touring Tennessee in NTCõs show The 

Energized Guyz: Daylight Savings Crime. 

Show: Bye, Bye, Bullies (Bullying)  

A wonderful show! The kids were engaged and learned so 

much about bullying. Great, fun way to educate about and 

decrease bullying. The show also supported our school rules 

about the issue. The workbooks help reiterate the messages as 

well. I sent them home with the students as homework. Had a 

great discussion after the play. Thank you! 
 Lynn Carpentino, 1st grade teacher 

 South Lawrence East Elementary, Lawrence, MA 

Show: The Energized Guyz: Daylight Savings Crime  

(Energy Efficiency)  

The program was wonderful. Students were presented information in a 

fun and exciting way which kept their attention. The program opened up 

classroom discussion not only in the area of science but also in reading to 

discuss elements of plays and characters. The actors/presenters did a 

wonderful job!! Fun for the class!! 
 Robin Layne, 4th grade teacher 

 Spring Hill School, Trenton, TN 

 
Show: Boomerang Jack and the Top Secret Energy Caper 

(Green Energy)  

Once again, your program was both entertaining and educational.  The 

students LOVED it and the teachers as well. The actors did such an 

amazing job and they looked like they were having so much fun.  

I commend them and you on such professional 

and courteous behavior. Thanks for bringing us 

such a worthwhile program free of charge!  

I hope to see you next year. 
           Jana Albers, 1st grade teacher 

          New Haven Elementary, New Haven, MO 

Show: Alice in Waterland (Water)  

Your show far exceeded our expectations! Our staff and 

students LOVED the humor and made connections to the 

educational content. Bravo to the actors and the artists who 

created the set and props. You made my day! A parent also 

attended and stated that he felt it was high quality also. 

Thank you! 
 Marj Oesch, 2nd grade teacher 

 LE Starke Primary, Pekin, IL 



Mad About Money to Air Nationally in Syndication 
including NY, LA, Chicago, Philadelphia, 

Dallas and San Francisco.  òThe re-

sponse from the stations has been 

overwhelmingly positive. Along with 

being able to fill a void left by the can-

cellation of several E/I series, the sta-

tions clearly recognize the importance 

of the message delivered by this pro-

gram,ó says David Bulhack, President of 

BFE.   

In addition to 52 weeks of TV pro-

gramming, NTC comedy troupes will 

perform over 2,000 live, sponsor-

supported school performances of Mad 
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About Money in the same markets 

where the TV series will air.  Each per-

formance includes additional branded 

curriculum for students, teachers and 

the school. òThe local stations are an-

ticipating great PR from being the ôMad 

Aboutõ partner station in their mar-

ket,ó says Bulhack. òThey also see the 

tremendous cross-promotional value 

of combining the TV show, live shows, 

and other ôMad Aboutõ media plat-

forms, which include a robust syndi-

cated MAM website with interactive 

tools to drive user-engagement along 

with targeted mobile applications.ó   

 

With the possibility of producing up to 

6,000 live performances in the first 

year (both in-school and special shows 

for parents after school), Mad About 

Money has the potential to directly 

touch an audience of approximately 3.6 

million tweens and teens, and another 

2.7 million adults. òWhen we pre-

miered Mad About Money in the schools 

five years ago, we knew it was an im-

portant topic,ó says Ward Eames, 

President and Founder of NTC.  

òWhat we didnõt know ð until the re-

cent economic meltdown ð is how 

timely it would be. This is a real oppor-

   ©The National Theatre for Children, Inc. 2010        

Obama Plays with LazyTown 
LazyTown and NTCõs superhero 

Sportacus (aka Magnus Scheving) 

joined Michelle Obama for the US 

Soccer Foundation & National Alli-

ance for Hispanic Health youth soc-

cer clinic, in Washington DC, Friday 

March 5th 2010. This was in support 

of the First Ladyõs Letõs Move cam-

paign to tackle childhood obesity.  

The LazyTown television series currently 

airs on Nickelodeonõs Nick Jr. Network 

and on V-Me, the fastest growing Span-

ish broadcaster in the U.S. for kids.  

 

LazyTown superhero Sportacus was 

there to support this event, provide 

warm-up activities for the attending 

children, and to give out LazyTown 

SportsCandy (fruits and vegetables) and 

water, helping to promote health and 

fitness. NTC and LazyTown joined crea-

tive forces in April 2009 to introduce a 

new theatrical program geared at ele-

mentary students teaching them about 

fitness and nutrition.  

 

Getting kids moving is a key factor in 

tackling obesity and health problems 

among the young,ó says Magnus Scheving, 

creator and CEO of LazyTown. 

òWeõre passionate about kids and being 

healthy.  We want the students to have 

fun while they learn about eating better 

and living a healthy life style. LazyTown is 

a perfect match,ó adds Ward Eames, 

President of NTC. 

For more information on LazyTown and 

NTC contact Bob Beverage at  

612-341-0882 or 

bbeverage@nationaltheatre.com 

 

tunity to deliver a good message about 

the importance of financial literacy.ó As 

Bulhack concludes, òMad About Money 

media model is unique on two levels.  It 

offers cross-promotional platforms and 

an opportunity for stations to recognize 

additional local revenue. Thatõs a pretty 

unusual plus for E/I programming!ó 

A scene from the Mad About Money where game 

show contestants square off and learn about 

investing and risk vs. reward. 

(from page 1) 

NTC and LazyTownõs superhero Sportacus 

and Michelle Obama look to help shape up 

Americaõs kids as part of her òLets Moveó 

campaign to fight childhood obesity. 

Mad About Money is on track for over 90% 

coverage of US households. The program is 

already scheduled to air in 40 of the top 50 

markets. 

Mad About Money has the potential to di-

rectly touch 3.6 million teen and tweens 

along with 2.7 million adults. 

Michelle Obama and Sportacus show 

that exercise can be many things. 


