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Figure 10: Marital status, moms with coresident children under

18, by race and Hispanic origin, 2020
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Most moms foresee that their time commitments won't
change

Working moms stay motivated by not losing sight of why
they work

How supported stay-at-home moms feel shapes their
mindset towards parenting

MOMS’ ATTITUDINAL SEGMENTS

Moms’ attitudes show different groups

The four segments

Figure 21: Motherhood aftitudinal segments, 2021
Independent Moms (22%)
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Pressured Moms (27%)
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Supported Moms (30%)

Figure 24: Profile of Supported Moms, 2021
Unsupported Moms (21%)

Figure 25: Profile of Unsupported Moms, 2021

Key segmentation themes

Moms see support as a full glass or an empty glass
Figure 26: Moms' perception of support, by moms” attitudinal
segments, 2021

Parenting is a full-time job that is worth it

Figure 27: Moms' attitudes toward parenting, by moms’
atfitudinal segments, 2021
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Figure 31: Prevalent emotions during COVID-19, by moms’
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Lifestage impacts moms’ joy and optimism

Figure 32: Emotions during COVID-19 — Joyful vs optimistic, by
age, 2021

Figure 33: General Mills Facebook post - Pillsbury Cookies &
Brownie Doughs, 2021
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NEXT YEAR'S WISHES

Moms wish for financial security, bonding with family and
some time for themselves

Figure 34: Next year’s wishes, 2021

Brands need to be mindful of variations in the desire for
more social connection next year

Figure 35: Next year's wishes — Connections & professional
growth, by race and Hispanic origin, 2021

Figure 36: Next year’s wishes — Connections & professional
growth, by household income, 2021

PRIORITIZING TIME POST-COVID-19

Some moms want to prioritize self-care

Figure 37: Moms’ plans to prioritize their time post-COVID-19,

2021

Moms’ plans may not materialize

Figure 38: Moms' plans fo prioritize their time post-COVID-19
— Will do more, by moms’ attitudinal segments, 2021

WORKING MOMS - FEELINGS TOWARD WORK

Working moms take pride in being able to do it all

Figure 39: Working moms’ feelings toward work, 2021

Figure 40: PC Express Facebook post, 2019

Figure 41: PC Express — The Talk 30sec, 2019

Support is critical to keep working moms motivated

Figure 42: Working moms' feelings toward work, by moms'’
atftitudinal segments, 2021

More affluent moms are more positive about their jobs
Figure 43: Working moms’ feelings toward work, by age and
household income, 2021

STAY-AT-HOME MOMS - FEELINGS TOWARD STAYING AT
HOME

Most stay-at-home moms see it is as the right choice for
them

Figure 44: Stay-at-home moms’ feelings toward staying at
home, 2021

Perception of support makes a significant difference among

stay-at-home moms
Figure 45: Stay-at-home moms’ feelings toward staying at
home, by moms’ attitudinal segments, 2021

APPENDIX — DATA SOURCES AND ABBREVIATIONS

Data sources
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