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adoptionof digital media and  

community-oriented  
online activities

drive

younger urban&
The multi-faceted  
use of Internet  
by the young  
moms today is a  
sign of increasing  
internet usage  
among moms in  
the future. 



super 
       moms

The super-busy lifestyle  
and constant juggling  
between work, family  
and self has led to the  
creation of ‘Super moms’. 
Younger moms are  
more likely to describe 
themselves as “Super 
moms”. Four in ten moms  
in Canada, France and  
China say they’re  
“Super moms”. 
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of their lives... ...as they place  
higher value on  
their career and  
social lives than  
other moms



moms 
technology

 
co-use

newer

super 

more than 
other moms

They feel the need  
to know all that is  
going on with their  
children, and utilize  
the latest technology.



Research commissioned by Platform-A and OMD

moms 
highon

using 
the

rank

super 

for parenting-
specific activities

internet
While the general  
internet usage  
of Supermoms  
is not that different  
from other moms,  
they rely much  
more on the internet  
for parenting- 
specific tasks. 



  moms arewhy 
   target

an
important ?

Moms are an important  
target audience for  
marketers and advertisers 
because not only are they 
the primary decision makers 
in their households, but  
half of them actively  
recommend products/ 
brands to others. 
 
Supermoms are power  
recommenders, with 72% 
passing along brand/ 
product information. They 
are the technology leaders 
among today’s moms and 
tend to be brand loyal. 
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Overall, the internet is very in-
fluential in helping moms decide 
what products/services to buy. 
This is mainly achieved through 
search, commerce sites, portals 
and online networking.  
Moms also rely on word of mouth 
to pick the best that market of-
fers. This aligns well with the fact 
that half of today’s moms recom-
mend products/services to oth-
ers, making WOM a strong & fast 
channel to pass information- be it 
good or bad! 
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Tweens and Teens 
tend to influence  
purchases much  
more than younger 
children and  
probably take a  
consultative role.
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...This is mainly 
achieved through 
search, commerce 
sites, portals and 
online networking.  

Moms also rely on word of  
mouth to pick the best that  
market offers. This aligns well 
with the fact that half of today’s 
moms recommend products/ 
services to others, making  
WOM a strong & fast channel  
to pass information- be it  
good or bad! 
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•	 There is a consistently high	
	 correlation between advertising	
 	 acceptance and trust.

•	 When moms are more willing	
 	 to accept advertising on a 	
	 medium, they also tend to trust	
	 the advertising on that medium
	 as well. 

•	 Media like TV, radio, news-	
	 papers, magazines, Out-of-	
	 Home have high levels of 	
	 ad acceptance and 	
	 trustworthiness. 

•	 For media that are singularly 	
	 directed and not broadcast (like 	
	 email, direct mail, etc), moms	
	 are more open when they opt	
	 for advertising on such media	
	 rather than unsolicited ads. 

•	 As today’s moms actively seek 	
	 information, it’s no surprise that 	
	 online word of mouth is high on 	
	 trust. 

•	 While the relationship between 	
	 advertising acceptance and 	
	 trustworthiness remains similar 	
	 among moms across the world, 	
	 there are some country 	
	 differences.

advertising 
       

moms&



The lowest advertising  
acceptance through  
tradtional media is seen 
in France, Australia and 
Spain while the highest  
acceptance is seen in 
Chile, Mexico and  
India. Online/email ads  
are quickly catching up 
particularly in Chile,  
Mexico and India. 
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Younger moms  
(18-34 years) are 
more willing to  
accept online/
email/mobile ads 
than older moms

impact  
      

demographics ad
acceptance 

as well



summary
This study reveals five key trends of critical relevance to marketers and media planners. 

First, with all the multi-tasking they do, today’s moms are essentially living in “double time,” averaging a 27-hour 
waking day. Eight of those hours are spent using media, mainly for parenting advice and tips, led by the Internet 
at 2.6 hours per day.

Second, don’t underestimate moms as early adopters and influencers. Globally, 38% of moms describe them-
selves as trying to be “supermoms,” a group highly likely to influence their peers and be early adopters of tech-
nology.

Third, looking at the emotional resonance of various media, including overall trust, provides a new and  
important way to look at Media’s influence on moms. 

Survey findings showed substantial differences in emotional impact by media type, with Television’s and Radio’s 
primary footprint being “entertained” and “relaxed,” while Newspaper veered toward “focused” and “interested.” 
Even within the internet experience, moms relate search to feeling “task-oriented, focused, and interested,” while 
digital sites felt like “entertainment.” 

In addition, there is a tight correlation between a mom’s trust in a medium and her acceptance of its advertising 
messages. For example, TV, radio, and newspaper media have both significantly high trust and “ad  
acceptability” ratings, while online banner ads, mobile and text messaging score lower on both. The takeaway 
here is that there’s room for digital marketers to differentiate themselves with high-quality advertising that con-
nects with consumers in a credible way.

A fourth and interesting revelation is that three out of five moms say that the internet has become a “lifeline” for 
them, especially among higher-income moms (70%). This trend seems likely to continue, as younger moms re-
port higher usage than older moms have a higher tendency to use new media such as social  
networking sites.

Finally, it’s important to consider today’s family as a team when it comes to media usage and decision-making. 
Most moms co-view TV, the Internet and other media with their kids and share purchase decisions across an ar-
ray of categories from toys to music.








