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moms

drive = of digital media and The multi-faceted
adoptlon community-oriented use of Internet
online activities by the young

moms today is a
sign of increasing
internet usage
among moms in
the future.
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The super-busy lifestyle

and constant juggling

between work, family % AGREE... (Top 3 Box Scores — 10 Point Scale)
and self has led to the

creation of ‘Super moms’.

Younger moms are

more likely to describe | would describe B34 YEAROLDS 3544 YEAR OLDS 45+ YEAR OLDS
themselves as “Super myself as tryingto [ .., " . “antr ||
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moms”. Four in ten moms be a ‘super mom’...
in Canada, France and
China say they’re
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Super moms=. 34% 43% 24% 4% 25% 40%
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 momsisy
harder
“balance agpects

of their lives...

% AGREE... (Top 3 Box Scores — 10 Point Scale)

E?‘ﬁ] ﬂ:‘ ﬁﬁgﬁ My friends are a very

= M g important part of my life
W /|

s Super moms: 69%
s Other moms: 46%

/j{'? ;E@E My profession or career
é 3\?‘"’ ) s avery important part
W JW  of mylife

s Super moms: 63%
s Other moms: 38%
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-..as they place
higher value on
their career and
social lives than
other moms
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more than
other moms

They feel the need

to know all that is N "
going on with their LEAST ONCE TERNET ST
children, and utilize o o s s

the latest technology.

i DIGITAL CAMERA -

=

AN HH“'H ‘u u\mmum e e L L L L L R ‘r

J




per
Moms
rankhlgh

PAST SIX MONTH INTERNET ACTIVITIES

SUPER MOMS OTHER MOMS
PARENTING/CHILDREN B1% 1%
HEALTHNUTRITION INFORMATION FOR CHILD i 9%
VISIT KID-ORIENTED SITES 8% 28%
PARENTING NEWSLETTERS 5% 25%
PARENTING BLOGS/ONLINE JOURNAL T2% 67%
GENERAL INFORMATION FOR CHILD 56% 52%
CHILD'S SCHOOLWORK 505 42%
GENERAL PARENTING SITES 87% B7%
SEARCH B5% BE%
EMAIL T2% T4%
WEATHER! NEWS B9% 67%

61%

PRODUCT RESEARCH
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using g

e ° INternet
for parenting-
specific activities

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.
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% AGREE... (Top 3 Box Scores — 10 Point Sce
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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 I am the primary
recommend products/ - household decision maker

brands to others.
| tend to recommend good products
SUPermoms are p?Wer | o andfor brands to others
recommenders, with 72% . thJtll:mrrnnmr-::f;:
- ] er moms:
passing along brand/
product information. They

| am willing to pay more for products or

are the tEChnOIOgy leaders . services from brands | know and trust
among today’s moms and - Othor moms: 33%

tend to be brand loyal.

Others look at me for advice when it

11'1, ‘ comes to technology
g, s Super moms: 40%

s Other moms: 15%



influence.s

household

members

npurchases:C

HAS INPUT INTO PURCHASE DECISIONS FOR...

AUTOS
BABY PRODUCTS
BEVERAGES

BOOKS, MOVIES, MUSIC, GAMES

BUSINESS SERVICES
CLOTHING

COMPUTER EQUIPMENT
BEAUTY PRODUCTS
ELECTRONICS
FINANCIAL SERVICES
HOME DECOR
GROCERIES

HEALTH PRODUCTS

QSR

TICKETS |

TOYS
TRAVEL
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MOSTLY MOM

9%
53%
33%
2%
24%
55%
20%
T5%
15%
22%
35%
58%
52%
23%
28%
28%

ategory

specific

MOSTLY SPOUSE

A6%
4%
13%
10%
18%
5%
38%
4%
34%
25%
10%
&%
8%
105
12%
5%

MOM & SPOUSE

28%
10%
2%
23%
21%
14%
26%
%
3%
8%
40%
18%
23%

3%
16%
40%

CHILD |S INVOLVED"

9%
9%
21%
35%
6%
26%
14%
10%
16%
7%
12%
15%
2%

%
25%

4T %
12%

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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moms...

i are
s"‘gle mom influenced
Tweens and Teens children

tend to influence

purchases much

more than younger

children and CHILD HAS INPUT INTO PURCHASE DECISIONS FOR...
probably take a

consultative role.

BABIES & 5-8 YEAR MARRIED/ NOT
TODDLERS OLDS TWEENS TEENS SINGLE PARTNER EMPLOYED EMPLOYED
COMPUTER
ECAIPMENT 8% 8% 14% 25% 2% 13% 12% 16%
ELECTRONICS 9% 10% 17% 27% 26% 14% 14% 17%
TOYS 6% 49% 58% 55% 68% #£3% 44% 48%
BOOKS, MOVIES,
MUSIC. GAMES 20% 3% 43% 53% 558 3% A2% A7%
asr 19% 0% 39% 44% 47% 27% 28% 32%

2% 32% 42% 45% 2% 2%

CLOTHING
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what to buy... ...This is mainly
achieved through
search, commerce
MEDIA INFLUENCE ON PURCHASE DECISIONS sites, portals and
(Top3Box Scores—10 FPoint Scale) . ) -
o online networking.

e e -

COMMERCE SITES

Moms also rely on word of
mouth to pick the best that
market offers. This aligns well
OFFLINE WORD-OF-MOUTH with the fact that half of today’s

e
L 24
R 21%
T
v —m moms recommend products/
i 27
b 26%
B 24%
20%

PORTAL SITES

SOCIALUSER-GENERATED SITES

services to others, making
WOM a strong & fast channel
to pass information- be it
good or bad!

NEWSPAPERS
MAGAZINES

EMAILIM
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ONLINE RESEARCH AND PURCHASE BY CATEGORY

BOOKS, MOVIES, BEAUTY FINANCIAL

e, oamis! | ELEcTRONics | BRI | O ces | GROCERIES | -AUTOS
RESEARCHED : u
ONLINE 46% 52% 42% 49% 35% 52%
BOUGHT 559 37% 3% 23% 17% 1%

ONLINE



There is a consistently high
correlation between advertising
acceptance and trust.

When moms are more willing

adverti Si n g tb mewept advortisig 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

ADVERTISING ACCEPTANCE & TRUSTWORTHINESS trustworthiness.

(Top 3 Box Scores — 10 Point Scale)
For media that are singularly

AVERAGE AD directed and not broadcast (like
ACCERTANCE email, direct mail, etc), moms
38% 1 y Opein mall are more open when they opt
duvewons + Optin email for advertising on such media
w2 Newspaper ads rather than unsolicited ads.
.P.ldl:uﬁ —
§ 2% | - xRN As today’s moms actively seek
£ Maovie theater ads AVERAGE inf ti it’ ise that
| et information, it’s no surprise tha
i Product placements online word of mouth is high on
Spons. links trust.
6% 1 — nmlimmm ads
Mabile spons. content -0 mem..:.ﬁ‘ Fibhaeo oas While the relationship between
Non opt-in e-mall advertising acceptance and
trustworthiness remains similar
among moms across the world,

there are some country
differences.

Research commissioned by Platform-A and OMD



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.

Stradltlo

media
accepted, moms

in most countries

PAST SIX MONTH INTERNET ACTIVITIES

continue
to be

18-34 YEAR 35-44 YEAR

OLDS OLDS

PHOTOS 1% B0%

FORWARDS B3% BO%
MUSICIPODCASTS B1% AT%
USER-GENERATED VIDED 56% A9%
SOCIAL NETWORKING SITES 53% 35%
GAMES 51% 45%

COUPON/SALE EMAILS A7% 44%
ELOGIONLINE JOURNAL A0% %
MOVIESITV SHOWS T% 20%
PERSOMAL WEB PAGE 25% 16%

#

vair 15%

45+ YEAR
oLDs

58%
58%
42%
46%
33%
45%
38%
3%
28%
15%
11%

URBAN
B9%
65%
81%

3§88

40%

25%
175

SUBURBAN MEDIUM CITY

B4%
0%
AT%

8%
50%
45%
32%
28%

16%
13%

65%
62%
53%
50%
43%
4%
45%

2%
200
1%

RURAL
57%
52%
8%
4T%
2%
45%

26%
23%
14%



demographics

Imp

ADVERTISING ACCEPTANCE

act

ad

acceptance

as well

(Top3Box Scores—10 Point Scale)

18-34 YEAR OLDS
35-44 YEAR OLDS N
45+ YEAR OLDS
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M Online/email ad
1 Mobile ads

64%

Younger moms
(18-34 years) are
more willing to
accept online/
email/mobile ads
than older moms




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.
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