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"The 43 million moms in the US are an important segment
for marketers to understand, as they are often making
purchases for the entire household. Although some family
dynamics have changed, some traditional norms remain.
Moms still prioritize spending time with their kids over
their household chores, with the perspective that spending
quality time with their children is irreplaceable."
- Dana Macke, Sr Lifestyles and Leisure Analyst
This report looks at the following areas:
•
•
•

Moms’ parenting role includes household management
Young women more taken aback by the #ParentLife
Marginalized moms looking for representation
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Huggies marketing strategy may face backlash
Figure 26: It’s time to potty! March, 2017
Moms face the brunt of sleeplessness
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Figure 29: Mom survival – Select items, by marital status, May 2017
Like most, Hispanic moms may want more help around the house
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Figure 31: Moms’ priorities, May 2017
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Figure 34: Moms’ priorities, by number of children under the age of 18 in the household, May 2017
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Changes That Come with Motherhood
Finances are top of mind for new parents
Figure 35: Changes that come with motherhood, May 2017
Moms’ and dads’ lifestyle transitions are different
Figure 36: Changes that come with parenthood – Select items, by moms and dads, May 2017
Young moms feel the lifestyle shift more acutely
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Figure 45: Correspondence analysis – Product purchases, May 2017
Figure 46: Product purchases research steps table, May 2017
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Moms’ Attitudes toward Motherhood Responsibilities
Moms take it all in stride
Figure 49: Ariel - #ShareTheLoad, February 2016
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Social media provides some support for moms
Figure 51: Moms’ attitudes toward motherhood responsibilities – Technology, May 2017
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Young moms embrace digital support
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Figure 52: Moms’ attitudes toward motherhood responsibilities – Technology, by age, May 2017
With experience, moms feel less overwhelmed …
Figure 53: Moms’ attitudes toward motherhood responsibilities – Stress, by age, May 2017
…but additional children dampen that effect
Figure 54: Moms’ attitudes toward motherhood responsibilities – Feeling overwhelmed, by number of children, May 2017
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