
The bond between moms and brands 

The online survey was conducted among a random 
sample of women from the SheSpeaks community, 
fielded in January 2011. 1,092 U.S. women 
participated.  The SheSpeaks community includes 
women who are socially active, both online and 
offline. Results presented in this report focus on 
moms with children under 18 (72% of the sample). 
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Methodology 
The online survey was conducted among a random sample of women 
from the SheSpeaks panel, fielded in January 2011. 1,092 U.S. women 
participated.  The SheSpeaks panel includes women who are socially 
active, both online and offline.

Results presented in this report focus on moms with children under 18 
(72% of the sample).  Demographic differences when compared with 
non-moms and moms of kids 18+ are noted where relevant.
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A Simple Good Product Experience Makes a Mom Talk 
About a Brand 

The majority of moms (62%) say that a positive product experience is the 
biggest motivator for them to talk with others about a brand, 
compared with 33% who are most likely to talk about a brand when they have a 
coupon to share or 6% who prefer to forward cool promotional content.  Thus, 
brands should consider creating positive product experiences as 
much as they focus on promotional and couponing activities.

This is even more true for women over 40 (67% of whom tell others about a 
brand after having a good product experience) compared with women 40 and 
under (59%), as well as homemakers (66% vs. 59% of fulltime employed women).
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Moms Want to Connect With Brands on Social Media
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Executive Summary

Email is Still a Very Relevant Communications Tool for 
Learning About Products and for Customer Service

While much is talked about social media as a key channel for communicating with 
moms, email still reigns as the best way for moms to learn about a 
brand’s products and promotions (27%), followed by Facebook (19%), a 
brand’s website (15%) and regular mail (12%).

Email is the top way moms want to hear from companies (29%), and is tied with 
Facebook as the way to hear about brands and products from friends (29%).

Email is also the preferred channel for customer service (38%), 
compared with phone (31%), online chat (15%), Facebook (9%), in person (4%) and 
Twitter (1%).  While relatively few say that Facebook or Twitter is 
their preferred means of customer service, those who do say 
“quicker response time” (47%) is a benefit of customer service via social 
media.  Thus, companies should be vigilant about responding to customer questions 
and posts via social media.
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Q: How many hours do you spend using social media every week? (i.e., reading/posting on Facebook, Twitter, blogs)
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Q: Which of the following do you enjoy receiving from contacts/friends on your social network? 

Her Social Media Use
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Regardless of the source of information or whether or not it 
is personalized, moms like social media content that is 

relevant to them (72%).

n=742 moms who receive social media content

Q: Which of the following is MOST important about content you receive via social media? (choose one)

Her Social Media Use
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Q: Have you ever done any of the following? (check all that apply) 
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Using email is the most popular way for moms to communicate with others 
about brands and products (86%). Moms are also very active at posting 

comments about products on shopping websites, message boards, and on their 
Facebook pages.

Her Social Media Use
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Her social media behavior with brands
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Coupons and promotions (33%) and creative content (6%) inspire some word 
of mouth about brands, but most often it is a basic positive experience with a 

brand or product (62%) that makes a mom want to tell others about it. 

Q: Consider a situation where a brand that you like follows you on Twitter or friends you on Facebook. 
What would your reaction be?
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Her Social Media 
Behavior with Brands
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Q: How do you MOST like to learn about a brand's products and 
promotions? (check one) 
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Moms’ top three channels for learning about products and promotions are 
digital: email (27%), Facebook (19%) and a brand’s website (15%).  The offline 

methods including regular mail (12%), TV ads (10%), magazines (6%) and at the 
store shelf (3%) are less likely to be moms’ favorites.
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Q: Which of the following is the MOST influential way for you to learn about a 
product or brand from a company? 
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Q: Which of the following is the MOST influential way for you to learn about a product 
or brand from a friend? 
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Her Social Media 
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Q: If you have "liked" or become a fan of brands/products on Facebook, what MOST often 
inspired you to do so? (choose one) 
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While many brands work hard to encourage moms to “like” their Facebook page, 
moms (31%) said they were most likely to take the initiative to look up a brand 
they already like on Facebook on their own.  “Liking” the brand from a link on the 
company’s website or a relevant article was the second most popular reason. 

Encouragement from the company through an email (12%) or a friend (11%) to like 
the brand were less impactful.  

“Other” reasons included product promotions that encouraged women to “like” 
the brand.
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MOM FACT
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While there is debate about how much moms want to hear from brands via 
social media, it really comes down to relevant content.  The majority of moms – 
68% - would not even object to a brand initiating contact with them via social 
media…as long as the content is relevant.  Only 11% of moms object to a brand 
“following” or “friending” them.

Q: Consider a situation where a brand that you like follows you on Twitter or 
friends you on Facebook. What would your reaction be? 
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Her Social Media 
Behavior with Brands
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Shopping Online

Her Shopping Online
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Q: Keeping in mind how this influences your intent to purchase, what is your 
level of trust with each of the following online channels? 
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Moms trust content from a range of third-party and brand channels.  The most 
trustworthy source is a brand’s website (72%), and content from third-party 
social media (68%) and magazine sources (68%) are not much more 
trustworthy than content from the brand itself via Facebook (66%) or the 
brand’s blog (65%).  Twitter rates lower because it is a less-used online channel.
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Q: Which of the following have you done in the past month or two-three months? (check all that apply)  

*percent who have done the activity in the prior 3 months 
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Q: IF YOU USE "SOCIAL SHOPPING" WEBSITES (SUCH A GROUPON, LIVINGSOCIAL 
OR TIPPR), WHICH OF THE FOLLOWING DO YOU AGREE WITH MOST STRONGLY 
REGARDING THESE SITES? 

n=560 moms who use social shopping sites 
*percent who agree “strongly” or “somewhat” 

!"#$%&%"'()*+,"(%"(-.&(/%0,#(

Seventy-one percent of moms use social shopping websites such as Groupon.  
Of those women, 93% say these sites help them get the best deals and a similar 
proportion (92%) trust the ratings/reviews from other shoppers. 

Her Shopping Online
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Her Customer Service Needs
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Q: How often do you reach out to a customer service 
representative? (on the phone, via email, in person, etc.) 
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Most moms reach out to customer service representatives, and 40% contact a 
customer service representative at least a few times per month.
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Q: What is your preferred channel for getting customer service from a brand? 

!"#$#""#%&'()*+,#"&-#"./0#&'1233#4&

Moms would most like to conduct customer service with a brand via email 
(38%), followed by phone (31%).  Customer service via social media is relatively 
less preferred (9% for Facebook and 1% for Twitter).

Her Customer Service Needs

Monday, June 20, 2011



U:0/>%5($@"4$(%0$%6M(%X(4(k6%"-%
7:$6"#('%.('*0/(%*0&%."/0&1%!(20&

Q: What, if any, of the following are benefits to receiving customer service via 
social media (instead of private service by phone or email)?  
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Almost one-half (47%) say that a quick response is the greatest benefit of 
receiving customer service via social media.  Thus, while few women prefer 
social media as a customer service channel, brands should closely monitor 
customer service inquiries on social media channels so they can respond 
quickly.

In addition, over one-quarter (28%), like the benefit of a public arena to 
discuss customer service issues with a broader audience.
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Q: What, if any, type of smartphone do you use? [A smartphone is a 
phone that also offers Internet connection, email, etc.] 
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Sixty-two percent of moms have smartphones.  
Equal proportions have iPhones (19%) and Android phones (19%).
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Q: If you have a smartphone, which of the following features/
applications do you use? 
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Taking photos (60%), texting (58%), and sending/receiving email (56%) are all 
more popular than making phone calls (54%) for moms who use smartphones.  
Moms also do a range of other activities on their smartphones, involving social 
networks, videos and games.
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