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The increased purchasing control of Mom and Her advanced online 
connectivity is having a powerful effect on the way brands must 
communicate to successfully capture Her attention and build a 

meaningful relationship.

To engage with The Connected Mom, you must bridge a true 
understanding that begins with facts and trends developing into a 

strategy for reaching Mom as a real person.



Purchase power, time online & with social media,  let’s take a look at Mom today. 

Generational and online usage trends. 

Mom is more complicated than some may think.

 Focusing in on the point of product integration and the Mom-effect on brands. 

Isolating social media touch points detailing Mom’s social media activity.

Providing entertainment, utility and simply how to make Mom feel great.

Now that we know Mom...what’s next? 

Practices for engaging Her with meaningful programs.  

Mom will continue to demand programs that understand Her.

Twenty top line points to remember when marketing to Mom. 
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Purchase power, time online & with social media. 
Let’s take a look at Mom today.



There are 82.5 MM Moms in the US and 40% are new Mothers.

Becoming a Mom dramatically changes Her purchasing pathway. 
Which factors determine Her purchase of product A vs. B?

• A good value
• Trustworthy
• Responsive to Mom’s needs
• High quality
• Save her money
• Save her time

Moms share brands that are:



American Moms spend almost $2,000,000,000,000 annually!

Women account for 82% of all consumer purchases 
and are typically shopping for more than one person. 

• 91% of New Homes
• 66% PCs
• 92% Vacations
• 80% Healthcare
• 65% New Cars
• 89% Bank Accounts
• 93% Food
• 93% OTC Pharma

Spending power 
of women by industry:



35 MM US Moms are online.
75% go online to research products before purchasing.

Moms use a wide variety of web-based tools throughout Her day.

Online channels used in the past 3 months



86% of women own a social media profile.  
A 28% increase since 2008.

84% of social networking sites are used 
by a greater number of women than men.

56% 64%64%59%53%



She represents the strongest growing demographic in social media.

This growing trend is not only for the young. Social media appeals to an 
ever-increasing and aging population.

Facebook user growth over 120 weeks

InsideFacebook.com 2009



She likes social networking because...
It’s about keeping personal and professional ties alive and having a world 

of resources at your fingertips.

• 76% of Moms report 
using the internet for 
support and guidance.

• 69% recommend 
specific brands by name 
to other Moms.



Generational and online usage trends to better understand 
diverse types of Moms using social media.



Gen Y women use social media to let their opinion about brands be known publicly. 
Gen X turn to Gen Y for trends.

Gen Y women approach social media with higher proficiency.



Gen Y uses social media at a more advanced level than Gen X.
Gen Y women are more comfortable and tend to trust information 

shared through social networks.



"Millions of Boomers are headed not for 
an endless vacation but for a new stage of 
work, driven both by the desire to remain

productive and the need to make ends 
meet over longer life spans,"

“Boomers can capitalize on longer working 
lives to go beyond their own narrow needs, 

get down to some of their most 
significant work and leave 

the world a better place 
than they found it."

• 55 to 75 year-old female has seen 
Her role change from homemaker 
to purchaser of security, 
convenience and luxury items.

• Women age 50+ spend 2.5 times 
more than the average person.

• Love to do their own research.

Boomer women are among the fastest growing audiences in social media.

After a life of purchase experience for herself and a family, Boomer Moms
are discovering, learning and integrating online and tech devices into each day.



But wait. Mom is more complicated than that...



84% of Moms have 
obtained childcare or 
parenting info online

Newbie Moms are
85% more likely to frequent 

Facebook

70% of Moms use search 
engines to find information 

before making an online purchase

52% of Moms read blogs, 
15% own and 
maintain a blogThe Connected Mom

52% of Moms watch 
online videos as a family

77% of Moms have 
looked for recipes online

42% of Moms are more 
likely than the average user 

to download content to 
their phones

 Women represent a much 
greater portion (34%) of the 

game playing population than 17 
year old boys (18%)



She is Connected.
Technology is not intimidating, it helps Her manage the day. 

Hyper-connectivity no matter where She is and who She is with (on & offline).

Growth demonstrates the appeal 
of Facebook to women today

 80% of Moms go online for research before buying



Mom chooses social channels based on the audience She needs to reach.
Texting those closest and gaming with strangers.

Channels used to connect: Identified by Moms 



Women vs. Moms 
with full-time jobs

57%
43%

Working 
MomsU.S. 

Women

What about Mom with a job?
43% of Moms work full-time having a powerful effect on Her family life 

and shopping style.



Focusing in on the point of product integration 
and the Mom-effect on brands. 



How does She use social media to make a purchase?
Understanding the point of product integration in Her total life, what WOM 

looks like in social media and the importance of integrating off & online initiatives.

Top 3 sources for product research 
and purchase advice:

• Mom-focused websites 
• User review on 
  shopping websites 
• Magazine articles 

Top 10 Mom topics on 
Social Media:



Mom trusts Her social networks before buying.
Brands win by demonstrating they get Her full, busy life and leading with Mom’s story.

• Children's toys and games 86%
• Entertainment 84%
• Cooking and baking tools 82%
• Online and offline shopping 78%
• Drugs and remedies 75% 

Mom to Mom advice on 
product decisions:



Isolating social media touch points to detail
Mom’s social media activity.



Facebook, a second home for Mom.

It’s about staying close when you are geographically distant, keeping professional 
networks alive to enhance Her career and having a bit of fun.

• Women currently outnumber men in 
every age group on Facebook. 
                                                            
• 50% of Facebook users log in every day.              

• 85% of Moms 25-35 are more likely to 
spend time with Facebook compared to 
the average online consumer.  
 



Facebook vs. Twitter? It depends on Her message.
Mom uses Her chosen social networks based 

on who She wants to reach and the type and size of content She will share.



• The TwitterMoms network 
represents a confluence of 
over 15,000 women.

Communities such as TwitterMoms demonstrate 
the power of online, organized Moms.

@TwitterMoms has amassed more than 17,000 followers since Jan. 2009 (stats via TwitterCounter).

The TwitterMoms Effect: Moms Take to the Web

Social media Moms recognize the importance of consistent, untraditional 
networking in their lives. 



Blogs play host to trusted Mom communities.
Mom chooses Her blogs based on unique interests 

and subjects She wants to learn about and socialize.



The facts on Mom bloggers.
Mommy Blogger Fact Opportunity

• There are 26,000,000 bloggers.
• Mom bloggers more actively seek fun, work, research, and 

socializing compared with other Moms.

• She can blog at home in the midst 

of Her many responsibilities. 

• Mom bloggers are more active online than non-bloggers. 

• Blogs fulfill her natural record keeping need.

• Mom bloggers are 71% more likely to indicate being 

addicted to a social network.
• Mom bloggers feel their social network profile 

is an extension of their real identity.

• Mom bloggers rate a blogs’ relevance 

as the most important factor. 

• Blogs are invaluable for product information, 

new ideas, critiques and advice.



91% of Moms would never leave the house without their phone.
Get prepared for a world where smartphones are the norm nationwide. 

Sales will account for 50% of the mobile phone market by mid 2011. 

Social Mobile Usage



Mom prefers learning through video.

*Of the 64% of Moms who report having 
watched a User Generated video.

• 75% of Moms agree User Generated 
videos have helped them make a 
product decision.

• Over 80% of Moms  look to videos to 
see a product in action.

• 90% of Moms would upload a video 
about a product in the future.
 

*

Many Mom-centric video options including: Mom video networks, Mommy vlogger 
content found through social sites and Her own camera.



Offerings for Mom providing entertainment, utility and simply
how to make Mom feel great.



Social media sites use style and targeted offerings 
to attract their chosen community.

Understand and apply tactics which appeal to particular audience segments.

18% female users

56% female users



Casual games equal guaranteed engagement with Moms.
She plays for fun and to de-stress during small breaks in the workday and after dinner.

• 85% of Moms use games and/or apps 
regularly.

• 57% of those are earning and spending 
virtual currency daily.



The spectrum of Moms and Her eco-purchase decisions.

*Identified by the Social Studies Group research study

Eco Moderates 
• Constantly weigh effort and impact.
• Want to “do right” by their kids. 
• Brands with eco-friendly messaging appeal 
to these Moms by relieving a level of guilt.

Eco Moderates -- Green & Frugal -- Mainstream Greens -- Simple Lifestyle Mamas -- Super Greens*



Mom is one person responsible for the health of the entire home.
Feeding a family, keeping a healthy household and getting fit.

Moms want their tech devices to:



• 2 out of 3 working Moms use 
coupons monthly.

• 46% of working Moms are more 
likely than the average adult to get 
coupons from email or text.

•Coupons are an ideal type of 
shareable content on Facebook.

Mom has a long tradition with coupons.
Feeding, clothing and additional purchasing for a family can be stressful within a budget. 

Financial relief from coupons is relied upon and appreciated.



Now that we know Mom...what’s next?
Practices for engaging Her with meaningful programs.



Segmenting Mom audiences reveals a diverse spectrum of opportunity. 

• Memory Preservationist Mom owns the responsibility for passing on and documenting Her 
family’s traditions and stories. She needs tech tools to support and simplify this process, not add a 
burden and stress to Her life.

• Tool Equipped Multi-tasker Mom is becoming increasingly reliant on the benefits of online 
and tech tools in Her life. Benefits include time saved throughout Her day and a more direct, 
realtime connection to her family.

• No phones at the Dinner Table Mom depends on opportunities such as family meals to 
reconnect as a unit. Remembering and respecting the offline moments will gain Her appreciation 
and trust.

• Holistic Healer Mom makes purchase decisions with the effect on the planet Her children 
will inherit in mind. She crowdsources online networks to answer the family’s health issues, 
concerns and to get the truth about which brands She should be supporting.

• Instantaneous Entertainer Mom becomes a hero with the power to entertain at any given 
moment. She streams content online (video, music, games), everywhere - even on her phone. Mom 
is no longer bound by what’s on the shelf to keep family and friends happy and informed.



•  Consider the time of day. Mom’s use of social media and 
technology varies throughout the day. Be relevant by creating programs 
that understand Mom’s activity during specific periods of the day.
•  Remember the needs of full-time working Mom.
Working Moms are immensely busy and appreciate focused support and 
targeted content that doesn’t waste Her time. Weekday vs. weekend 
schedules have an important impact on Her on & offline activity and 
responsibilities.
•  Mom is offline too. Offline events in combination with social 
media connectivity builds a strong strategy for brands to consider for 
reaching Mom. Bridge local and virtual programs to generate leads and 
build loyalty.

Lessons for success with Mom.
Essential practices to integrate into branded programs designed to reach Moms.

•  Continue to monitor Her developing online behavior.
Successful programs must incorporate a sophisticated understanding of how a brand’s message is 
positioned in Mom’s current life. Establish a baseline prior to any campaign by incorporating 
traditional consumer research and social media data. Stay current on developing trends of Mom’s 
technology usage and online behavior. Applying the findings to future Mom targeted programs.



And keep listening.
Mom will continue to demand programs that understand Her. 



•  Optimize new programs based on online 
usage data.
As Moms spend more time actively engaging with online 
social networks, marketers will need to measure what 
is (and is not) working, then adjust programs 
accordingly.

• Mom’s relationship with social networking 
and technology continues to develop.
World events, the launch of new tech devices along with 
changes in Her own home and community have an 
important effect on a Mom’s priorities, attention and 
behavior. Being relevant to “Mom” is about keeping 
current to the wide array of niche Mom audiences 
relevant to a brand and presenting targeted 
content that communicates the worth of that brand to 
a specific group of Moms.

Keep aware of the Mom of tomorrow.
Looking toward next year and beyond knowing the impact and power of Moms 

online....practices necessary for successful Mom marketing initiatives.



How will you reach her?

Twenty top line 
points to 
remember 
when marketing 
to Mom.





The Mom Content Spectrum

Be authentic. Build trust. Listen. Respond. Be relevant. Be clear. Be honest.

Helpful Entertaining

Connect me to 
community

Help me fit your 
product into my life

Show me how 
it works

Help me find 
cool “stuff”

Provide me 
with utility and 
convenience

Give me 
something to 

talk about

Give me a 
chance to win

Make me smile, 
laugh or cryTake me 

behind the 
scenes

Let me express 
myself



1.	
Mom won’t be won over by push 
messaging, so brands need to join 
the conversation and listen to what 
She has to say.

2.	
Mom looks for a relationship. 
Relationships are built on trust, 
authenticity, two-way dialogues and 
shared common knowledge. After 
all, it is called “social” media.

3.	
It’s all about transparency.

4.	
It’s all about honesty. Mom doesn’t 
expect brands to be perfect, but 
She does expect responsibility. If 
you are open and honest, She will 
forgive, if you try and hide, you will 
lose her forever.



5.	
Have an advisory panel of Moms. But don’t 
turn them into shills, let them do what they 
do best - communicate. Give them 
tools and knowledge and then let them loose 
to customize and make it their own.

6.	
 With Moms, a brand must act ethically and 
professionally at all times.

7.	
 You need to engage Her. The brand must be 
relevant, fill a need, answer questions, help her 
connect with ideas, forums and other Moms 
like herself. Sometimes just be entertaining and 
make buying fun.

8.	
 Your brand needs to demonstrate authenticity 
and clarity. Moms are marketing savvy and 
skeptical unless a brand is genuine.  And She 
doesn’t have time for brand messages so get to 
the point. 



9.	
Moms can never have too much 
information. She does Her homework 
before buying, so make it easier for Her 
by providing what She needs to feel 
comfortable that it was the right 
decision.

10. Moms think both pragmatically and 
  emotionally. Brands need to cover both  
  sides of any conversation. 

11. Keep it real and fresh. Time and
  time again research shows Moms 
  prefer images of Moms. But don’t settle 
  for clichéd images of gardening and 
  shopping as examples.

12. Moms want to see real women not air 
  brushed, digitally altered women.



13. Moms and women are by nature more 
  social, give them tools that enable, fuel and 
  create conversation. 

14. Sure Moms are time-starved, but it’s also 
  about being timely. She is the ultimate 
  multi-tasker so She likes brands that save 
  Her time. But anticipate Her needs and make 
  it easy for Her to get what She needs from 
  your brand, when She wants it.

15. Remember Moms are more tech-savvy then 
  you might think. 91% of Moms never leave 
  the house without their cell phone.  

16.  With Moms, technology is all about how 
  it fits into their lives. Social media tools - 
  Facebook applications, iPhone and online 
  games - need to be created with this in mind.



17. It’s all about storytelling.  And 
  storytelling is an art. Remember that 
  social media is all about communicating, 
  which is very different then selling 
  to Moms.

18. Don’t be afraid to unleash Moms, 
  they’re already talking so you should 
  be part of the dialogue.

19. Make sure you have a plan before you 
  start any social media campaign for 
  Moms. Social media is not just about 
  tools or tactics–it’s about strategies. 

20. Through communicating valuable 
  information, you gain a Mom’s trust, 
  which equates with sales as people 
  usually buy from companies.



Mom-entum is the Big Fuel channel focusing on marketing to Moms through social media. 
Big Fuel is a full-service marketing and communications company based in New York that 

takes brands from Content To Commerce.  A unique approach that bridges "people stories" 
to "product stories" through social media and branded content.

Big Fuel is one part marketing agency, building brands through consumer insight; one part 
entertainment company, creating content that people love; and one part distribution 

company, driving guaranteed results by delivering 
content to targeted audiences. We work with major brands, leading agencies, publishers 

and platforms to help marketers achieve true consumer engagement.

Distributed in partnership with:

http://www.contenttocommerce.com/category/momentum/
http://www.contenttocommerce.com/category/momentum/
http://bigfuel.com
http://bigfuel.com
http://contenttocommerce.com
http://contenttocommerce.com


Join our mom network

havemomentum.com

http://www.havemomentum.com/Mom-Entum_White_Paper/Welcome_to_Mom-Entum_from_Big_Fuel.html
http://www.havemomentum.com/Mom-Entum_White_Paper/Welcome_to_Mom-Entum_from_Big_Fuel.html
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