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“Tuning into Mom lives up to its title’s promise by helping readers understand the mind-set of moms. The authors “listened” to over 4,500 moms, capturing invaluable insights for businesses, marketers, and researchers across a range of consumer categories.

As a marketer to moms, it is critical to understand mom’s values and attitudes. I can complement that understanding with the rich insights in this book. I know you’ll find it just as valuable for your business, whether it’s technology or textiles.”

~ Brigette Wolf, Brand Manager, Global Oreo Innovation, Kraft Foods

“With more than twenty-five years of experience leading consumer-driven businesses and brands in categories ranging from restaurants to wireless, I know how important it is to capture the hearts and minds of moms. Tuning into Mom provides a fresh perspective for brands that recognize mom as an important purchaser or purchase influencer of their goods and services. It will certainly stimulate new thinking and generate category-specific creative solutions to better impact mom as a consumer and influencer. It’s an important read for marketers in any industry.”

~ Mary N. Dillon, President and CEO, U.S. Cellular

A very pragmatic and balanced blend of consumer and brand insights coupled with the appropriate amount of data. It covers the spectrum of “Mom for all Ages.”

~ Jean-Marie Dolenc, General Manager, Hospital Pharmaceutical International Marketing, Abbott Labs

“As a marketing executive who is challenged with finding pragmatic actions in a highly competitive market, I value resources that provide deep, foundational insights. With Tuning into Mom, Michal Clements and Teri Lucie Thompson have delivered—pun intended—such a resource, a first-born winner. The book proves a unique hypothesis about children’s influence on moms’ buying behavior, and at the same time, reinforces to all marketers the importance of targeting mom, the household CFO and chief buyer.”

~ Pam El, Marketing Vice President, State Farm Insurance

“Whether you’re a marketer, at an agency, or simply interested in understanding the most powerful force in the marketplace, Tuning into Mom by Michal Clements and Teri Lucie Thompson give us a game-changing insight that will unlock the potential for brands and businesses for years to come. With fresh data and a savvy-smart approach, this book is a how-to manual for creating demand today. But more than that, Michal and Teri show us that when we understand mom, and create products and services that meet her specific needs, we’re not only making the world better for her, but for all those children and families she influences.”

~Dave Kissell, President and CEO, InStadium

“Rich insights, clever case studies, a fine blend of data and real customer stories . . . What more could a marketer want? Fresh ideas on marketing to moms based on the age of their children? Check! Tuning into Mom delivers all this and more. Kudos to first-time authors Michal Clements and Teri Lucie Thompson who really did their homework and have added to the slow-growing body of knowledge around marketing to moms. Studying and writing about gender-specific marketing for over twenty years, I gained new insights in reading this book. You will too!”

~ Marti Barletta, author of Marketing to Women, PrimeTime Women, and Trends: Recognize, Analyze, Capitalize

“Tuning into Mom is a timely field guide for marketing-driven organizations looking to target mothers. The Theme Resource Guides provide laser focus to unique mom segments and their priorities relative to products, and the case studies beautifully illustrate how solid strategy and marketing creativity come together.”

~ Sarah Merz, CEO, FranklinCovey Products

“Tuning into Mom provides deep insight into the things that moms care about most for children of different ages, as well as for themselves. Moms are making or influencing decisions for their children well into adulthood. Marketers should leverage the practical framework in this book to position their products and services in the most relevant way to this powerful target audience.”

~ Karen R. Haefling, Chief Marketing and Communications Officer, KeyCorp

“Brilliant. Methodical. Right on time. Tuning into Mom draws on a robust body of comprehensive research and a never-ending stream of marketing insights to provide an extraordinary view into the rich and diverse landscape of moms in America. Michal Clements and Teri Lucie Thompson profoundly illuminate the most effective ways for brands to reach moms with relevant solutions and authentic messaging. I highly recommend this path-breaking volume to any marketer that is committed to taking a genuine brand leadership position within this powerful segment.”

~ Eddie R. Navarrete, Marketing Director, T-Mobile USA

“One of the most important axioms in marketing is to ‘control the pathways.’ It is the marketers’ imperative to understand who influences one’s customers and make sure you are communicating to and targeting them as well. Tuning into Mom does an excellent job of explaining the roles mothers play in the decisions of their families. The book will not only allow the reader to understand this important market segment, but will also challenge the reader to better understand how they can win in the marketplace by “helping moms help their families.” I highly recommend this book for college courses as well! It is in the same league as classics like Why We Buy.”

~ Tom Hayes, Ph.D., Professor of Marketing, Xavier University

“Tuning into Mom provides fresh insight into the ongoing influence of moms on young adults. From my experience, I also know that many moms are interested in promoting wholesome eating for their children. For a casual dining chain, this spells opportunity. Tuning into Mom is a must-read for agencies and clients that are looking for fresh thinking and new ideas on how to capture the spending of mom, as well as her young adult child.”

~ Mark Gilley, Vice President, Consumer Insights, Darden Restaurants

“As a beauty writer and mother myself, I find the authors’ insights into marketing to moms in both the real and virtual worlds right on target. Their book, Tuning into Mom, offers great perspective on how and where mothers shop for beauty and fashion and how their buying habits, priorities, and sense of personal style shift as their children grow and they move through different stages of motherhood.”

~ Andrea Pomerantz Lustig, author of How to Look Expensive and contributing beauty editor of Glamour Magazine

“Marketing and brand building can only be successful with deep understanding of the target audience. Teri Lucie Thompson and Michal Clements have done a spectacular job of peeling back the layers of the critical target audience—moms—and providing the insights needed to effectively reach them. A must-read for any marketer with moms on their mind, Tuning into Mom is the engaging and enlightening book that will open your eyes to the mom possibilities for your brand.”

~ Donna Heckler, co-author of The Truth About Creating Brands People Love, Brand Strategy Lead, Ingersol-Rand
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P R E F A C E

To help you grasp the content of the following chapters, we want to share how this book came to be—the inspiration for the work, some context on what makes it unique, and an overview of our research and writing journey.

In the beginning (or, more accurately, in 2004), Teri worked for State Farm Insurance in its corporate marketing department, and she assumed responsibility for the company’s customer segment marketing division. The company had recently transitioned from a property/casualty and life insurer to a full-fledged financial services company, offering bank and securities products in addition to insurance. It needed to refresh its customer insights to effectively market its full suite of products to customers.

Inspired by Marti Barletta’s book Marketing to Women (Dearborn 2003) and working with Michal in her role as owner and principal of Insight to Action, a firm focused on building brands through discoveries that result in specific business-building actions, Teri led a team that developed a body of insights to help the company more effectively target women—with specific emphasis on moms and small business owners. One key determination—that women desire more context and information prior to making financial services decisions—led to the creation of State Farm’s “red portfolio” motif and micro site (www.sfredportfolio.com). As its popularity and success grew, so did Teri’s opportunities to address external audiences. During one of her presentations to a New York City advertising group, she met fellow presenter Maria Bailey, author of Trillion-Dollar Moms, Marketing to Moms, Mom 3.0, and The Ultimate Mom. Energized by Maria’s shared passion, Teri wondered how to pull together resources around marketing to women, particularly mothers, for the benefit of others without sacrificing proprietary knowledge.

She approached Maria about establishing a nonprofit coalition that could function as a repository of information for marketers like herself who were trying to serve a demographic untapped for too long. With Maria’s interest, the Marketing to Moms Coalition began its gestation period. A few months later, with the addition of Bridget Brennan, CEO of Female Factor and author of Why She Buys (formerly of Zeno’s Speaking Female division); Amy Colton, EVP at Current Lifestyle Marketing (also formerly at Zeno); and Michal, the Marketing to Moms Coalition became a reality.

At the same time, Teri pondered ongoing challenges in the women’s marketing segment. She was particularly intrigued about how women, and moms specifically, made decisions in a variety of categories, and she wondered specifically about women’s decision making in the financial services category, which was the focus of her employment. Writers like Marti Barletta, Maria Bailey, and Mary Lou Quinlan had laid a great foundation, raising the corporate consciousness around gender-specific marketing. She envisioned stories told by women specific to various topics and categories in which moms have high interest—for example, food, technology, and clothing. These stories, including case examples of successful brands that captured the attention of moms in these areas, would add color to the personal insights unique to each category. The stories would bring the moms’ needs to life, while data would illustrate the trends. After plotting for a few months, she realized one of her favorite thinking partners could help, so she approached Michal about partnering on a project.

Thus began this journey. At that point in time, Tuning into Mom was a concept for a book in search of the detailed research and specific insights to make it concrete, and the words to bring it to you.

In the early phases of the work, we conducted in-depth interviews to identify initial “hot buttons,” themes and brands that moms felt did a good job in addressing their concerns. We were excited to discover the rich interaction between moms of teenagers and young adults, and how these moms continue to influence their children’s brand decisions and choices. We also saw how these moms held themselves to a high standard, often conducting considerable research for greater context in order to provide their child with the best possible input. This was another manifestation of the earlier insight, and now it was applied in additional areas. For example, a mom might conduct the legwork for her teenager in identifying some appropriate colleges to consider. Even more interesting is that we found teenagers welcomed their moms’ research in many cases as they saw that their mom had their best interests at heart. Later on in the interviews we honed in specifically on the areas of greatest interest by age of child. Another discovery along the way was the quantitative finding that the most helpful lens to understand mom was by understanding the age of her oldest child living at home. This key insight was uncovered by Insight to Action consultants while conducting State of the American Mom (SOAM) analysis. After the research and writing of the book was complete, Michal joined The Cambridge Group, where she has the privilege to work with colleagues who share her passion for go-tomarket action strategies based on robust customer and consumer insights.

Another important element in this narrative is the (SOAM) survey. When we began the Marketing to Moms Coalition, our work focused on aggregating existing information about successful practices in marketing to moms, as well as recognizing companies that did this well. (The HER Award is given annually by the Coalition to a company that creates high-impact marketing campaigns that honor, empower, and respect mothers; see more at http://marketingtomoms.org/herAwards/index.php.) The need for benchmarking and ongoing tracking of moms’ attitudes and purchasing behavior, as well as actionable data and insights on American moms for retailers, manufacturers, and other professionals who market to them, quickly became apparent to the group. Thus, in 2007, we created the first (SOAM) survey, which has been executed annually since then. This survey provides a rich data source for analyzing moms’ attitudes and behaviors. It is also important to note that all five members of the Coalition provided input on the survey, which was designed, fielded, and analyzed by Insight to Action.

We have included some of this analysis in the book, using it to illustrate purchase patterns. We trust you will find this analysis—as well as the detailed case studies—particularly interesting, as this material is often contained only in internal company analyses. In fact, the type of detailed quantitative information found in the SOAM report is often commissioned by companies and not available to the general public. The insights about moms are used to develop growth strategies and actions to build brands in a wide range of categories from automotive, to clothing and shoes, to cruise lines, to financial services, to restaurants and packaged goods. We hope you see this as one of the benefits of this book—an “inside baseball” look at original research that would usually be very expensive or impossible to access.

Speaking of you, we do not know who you are, but we are glad you have joined us. We think this work will be particularly useful to marketers, manufacturers of consumer goods, and services geared toward mothers and their children (of any age from to infant/toddler to young adult), as well as academics teaching consumer behavior or marketing strategy courses. We trust you will find these insights useful and hope you will pass this along to friends and acquaintances—especially those who fall into these categories.
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C H A P T E R 1

Tuning Into Mom: Her Priorities and Hot Buttons

Why is Mom So Important to Marketers?

Mom is a popular topic these days. A quick search of Amazon reveals over twenty-two thousand books on the subject of mom, ranging from historical reviews (Mom: The Transformation of Motherhood in Modern America.) to appreciation (Why a Daughter Needs a Mom) to self-help (Mojo Mom: Nurturing Your Self While Raising a Family or Sippy Cups Are Not for Chardonnay: And Other Things I Had to Learn as a New Mom). The experience of motherhood is a defining feature of our society, and “mom” is an important social and cultural identifier.

Clearly, with over seventy-seven million moms in the United States, these household CFOs are also an important customer group—in charge of spending an estimated $2.4 trillion collectively in the United States.1 However, mom’s spending influence is much greater than this $2.4 trillion she directly controls, because she also influences the current and future purchases of her older children in an array of categories such as consumer products, financial services, and travel. And the future mom market will remain sizable over the foreseeable future, with over 4.25 million births recorded in 2008.2

Simply put, improvements in attracting and retaining moms as customers, as purchase influencers of their children, and as referred providers of other moms will yield rich returns. While many brand leaders are defining moms as an important customer group, too often we find that these brands work with broad definitions such as “women ages twenty-five to forty-nine with children under eighteen living at home.” These overly broad, monolithic target definitions do not provide the rich insight needed to effectively develop strategies and actions to reach mom. They fail to recognize the significant changes in the mom’s focus and needs based on the age of her child. Finding better ways to understand the mom market is the focus of this book.

Digging into the Data

The broad age of child segments that we will explore in this book are the following: moms of infants/toddlers (children under age two), moms of preschoolers (children ages three to six), moms of elementary school kids (children ages seven to nine), moms of middle schoolers (children ages ten to twelve), moms of teenagers (children ages thirteen to seventeen), and moms of young adults (children ages eighteen to twenty-nine). We explain further in the Appendix how we came to select these age ranges and give details of the methodologies we used to understand the different behaviors of these groups.

To build a deeper understanding of American moms, this book uses four data sources: (1) a range of primary and secondary research, including a robust, quantitative fact base with the responses of over four thousand moms; (2) over twenty in-depth personal interviews; (3) a due-diligence review of existing research; and (4) brand case study research.

Quantitatively, the Marketing to Moms Coalition’s report, the State of the American Mom (SOAM), contains a wealth of information providing extensive insight into emerging trends within different groups of moms. Since 2007, the research has been conducted by the Marketing to Moms Coalition as part of its commitment to furthering the understanding of America’s most powerful consumers through research. Each year, the Coalition uses a panel provider to contact a nationally representative sample of American moms via online invitation. As part of this research, Insight to Action compares over thirty different subgroups for the Marketing to Moms Coalition, (e.g., moms by age of child, income, ethnicity, etc.). In 2009 and 2010, the cost of this research was underwritten by Weber Shandwick and Current Lifestyle Marketing. In 2008, 2009, and 2010, with support from Walmart, the survey also included a sample of two hundred Spanish-speaking moms to be analyzed as a separate group.

The quantitative approach not only allows for the identification of over-arching trends, but also can yield more refined insights into the specific groups of moms who are driving those trends and behaviors.

The SOAM research explores a wide range of topics, such as mom’s top priorities; family economics; environmental engagement; shopping tendencies; child influence in purchase decisions, food, and nutrition; and media habits and preferences. For our purposes, most of the information from the research that is covered in this book focuses on responses to the priority themes of moms by age of child, particularly the oldest child. Of note, there are many other interesting topics contained in the research that we do not address given the book’s focus. For more information on this research, please consult the Appendix.

Additionally, we conducted over twenty in-depth interviews among moms of children ages one to twenty-nine. Participants were recruited via a large network of family and friends and were rigorously managed to be balanced on age of child(ren), household size, income, and ethnicity. Of note, child age groups are not mutually exclusive; some of the moms we interviewed had more than one child living at home and therefore were asked to share their perspectives and concerns on each child separately. In keeping with our practice, we asked them to focus first on their oldest child, and then compare and contrast with younger siblings.

Two phases of qualitative interviews were completed. The first phase had a broader scope and helped to identify and refine the hot-button themes. The second phase of interviews was completed after the themes had been identified, and as a result, generally focused on the theme areas. In both phases moms were encouraged to add any additional priorities or perspective. Moms were asked to describe their experiences and candidly share their opinions on key topics explored in this book, as well as any related concerns. These “mommy mind” narratives are included throughout this text for a more fully dimensioned look into their emotions, needs, and decision-making processes.

The third resource was a due-diligence review of existing research including journals, similar studies, government data, and corporate publications to supplement our findings and/or provide a different perspective. We also conducted Internet research to obtain moms’ opinions from blog and forum posts.

Case study brands were identified by moms in the qualitative interviews, as well as through suggestions from branding experts and our own experience. The case studies were developed using published sources, including articles and news releases from third parties, as well as through interviewing select brand leaders for case study products that target moms. Each chapter also includes two or more specific brand case histories with related marketing approaches highlighted to demonstrate how organizations have addressed moms’ needs by leveraging age of child and topical insights. We have aligned the case studies by age of child. As an example, the Apple iPhone is a brand that has developed specific, successful branding efforts for moms of toddlers. Functionally, the Apple iPhone provides a toddler mom with a multipurpose phone, Internet access, GPS, camera, and camcorder device all in one. Perhaps even more interestingly, the iPhone can provide mom with a break by entertaining her child. This toddler-friendly technology truly brings the term “easy to use” to a new level and addresses a market segment (toddlers) that most other phone and PDA brands had overlooked.

How to Use This Book

What are “Hot-Button” Topic Areas/Themes?

“Hot-button” areas are topical and/or purchase areas in which mom is particularly sensitized. There is a well-known maxim that the best way to quickly get a woman’s attention (if she has children, including adult children) is to talk with her and engage her in a dialog about her children. Mom will be even more engaged if the communication also addresses the theme areas she cares about most. Aligning one’s communication approach to these hot-button areas will communicate with mom emotionally and powerfully.

This approach to targeting mom’s concerns to capture her communication interest is relevant for the spending that she directly controls, and also for her children’s considerable spending, which mom influences.

In this book we examine mom’s overall priority hot-button areas, which are shared by moms at a high level across children’s ages. As a starting point, addressing these hot-button themes will pique mom’s interest, so that she is receptive to the brand’s message. However, the approach must be taken a step further to consider the theme in light of the age of her oldest child to be most effective and relevant.

The major hot-button areas that we will explore in this book (and that hold the greatest interest) are the following:

1. Food

2. Exercise and Sports

3. Education

4. Safety and Health

5. Technology

6. Fashion and Beauty

These topical focus areas emerged through our qualitative interviews with moms on an open-ended basis and through the Coalition’s quantitative SOAM research.

The book follows a structured approach with individual chapters that examine each of the six hot-button areas through the lens of the six ageof-child segments (i.e., infant/toddler, preschooler, elementary schoolchild, middle schooler, teenager, and young adult). This allows the reader to readily locate the information that is most applicable to his or her organization, depending on the age of child and the hot-button topic of interest.

Each chapter also includes two or more specific brand case histories with related marketing approaches highlighted to demonstrate how organizations have addressed moms’ needs by leveraging age of child and topical insights. We have aligned the case studies by age of child.

What are “Theme Resource Guides”?

Each chapter includes a summary chart, called a “Theme Resource Guide.” The light, medium, and dark grays identify mom’s concerns (“hot-button” themes) by priority level to mom (low, medium, high) and by the age of her child. Each guide includes content relevant to the child (“Mom’s Concern for Her Child” version), and content relevant to the mom (“Mom’s Concern for Herself” version).

An example of the Theme Resource Guide—the “Mom’s Concern for Her Child” version—is shown on the next page.

While subsequent chapters will examine each major hot-button theme in greater depth, we are introducing this tool at the outset to aid the reader in navigating the book to find the areas of greatest relevance. To use the guide, the reader can first select a theme or themes of greatest interest. For example, consider that the topic of food is selected. Then the reader can scan down the column for food to identify the overall priority of the food “hot button” by age of child. The shading indicates the priority, and generally we can see that food is a moderate to high priority for moms with children in the age ranges from infant/toddler to middle schooler. We can see that this topic is relatively less important for moms of teenagers and young adults.
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The next step for the reader is to examine the text in the individual cells of the grid as this wording provides more specificity on mom’s focus at that age range. For example, moms of young adults will provide recipes and cooking advice as well as counsel on better food choices when asked by their adult children. In comparison, the mom of an elementary schoolchild has greater focus on making sure her child eats enough nutritious foods, including fruits and vegetables, so that the child can perform in his or her busy day of school and extracurriculars.

The reader can then consider whether and how to align the corporate brand using these insights. For example, a brand could sponsor an adult child and mom cooking contest with a cook-off event. The brand does not have to be a food product; for instance, it could be a communications services provider that is celebrating the importance of food (along with communications) in forging family ties and passing along both new and old traditions. A slightly different twist could be for the young adult to introduce the mom to a new recipe.

Insights to Action

During our research, several patterns emerged that permeate the rest of the book that we believe are of great practical importance to executives who manage brands as they proceed to implementation. We refer to these as “Insights to Action.”

Moms of Older Children Matter

In considering branding initiatives that overtly target moms, our observation is that many of the “mom-focused” marketing messages address mainly moms in the youngest child age ranges, specifically infants, toddlers, and preschoolers. While moms of elementary schoolchildren also receive focus, branding efforts are greatly reduced for moms whose children are middle school age or older. We appreciate the strategy of a brand choosing to focus on only the older teenager or young adult, but our research reveals that, at times, this approach stems from an old paradigm that does not accurately reflect the frequent consultation and communication between today’s older children and their moms. Our research finds that for certain topics, mom’s influence remains strong even in the young adult years of eighteen to twenty-nine, and that today’s young adults are in frequent contact with their moms on a wide range of topics.

Consider that of seventy-seven million moms in the United States, only nine million have children in the infant and toddler range, while approximately ten million have children in the preschool range (ages three to five). However, there are more than twenty-five million moms of young adults (ages eighteen to twenty-nine) and another twelve million of teenagers (ages fourteen to seventeen).3

We observe that mom’s influence in decision making with middle schoolers, teenagers, young adults, and even older adult children is a missed opportunity for brands. In many cases, mom is easier to reach than the child, and she continues to either make the decision outright and/or significantly influence her offspring.

Mom’s influence on her older child’s spending is seen in two ways. The first way is through brand preferences and habits developed during childhood and/or adolescence (for example, “I use that brand because it’s the one I grew up with and my mother purchased” or “I considered going to that college because mom took me there for her college reunions so I felt comfortable”). The second way is through consultation. We find that today’s young adults frequently consult with their mothers as a trusted resource on categories with which they are less familiar. For example, they will ask their parents for advice on insurance or work and career decisions.

The Oldest Child Has the Most Impact

We examined the information on the age of child through multiple lenses to determine which approach yielded more distinct insights. Specifically, we looked at families that included any child in the age segment, those that included only one child in the age segment, and those with the oldest child in the age segment. For purposes of the greatest insight on marketplace demand, we found that honing the mom’s focus on the oldest child in the age segment was more impactful than the other alternatives. So, while age of the child living at home is the most important factor overall, we have also learned that it can be helpful to develop branding programs and product offerings by focusing mom specifically on her oldest child at home, instead of asking her to consider all children simultaneously, or asking her to focus primarily on the younger children in her family.

Our experience is that mom typically puts disproportionate focus on her answers for her oldest child. In a sense, her attention is taken up more by this child as they go through each experience for the first time together. This is, of course, barring exceptional circumstances such as children with special needs or significant gaps in the children’s birth years. As almost every parent will recognize, mom typically takes many times more pictures of her first child than she does of subsequent children, documenting each milestone. Related to this greater amount of attention focused on the oldest child, we also observe that the greatest need is found in first-time moms connecting to and being affirmed by other moms with a child of a similar age. First-time moms are, as the name suggests, moms who have never had a child living at home previously, and so they are experiencing the parental journey for the “first time.” Before social networking tools existed, and persisting since their inception, moms found other moms to connect with in hospital prenatal classes, neighborhood sandboxes and play lots, and through secular and religious community groups. With the explosion of the Internet and social media, it is even easier for moms to locate other women with children of similar age. It is also even easier for moms to influence the purchasing decisions of other women who are in similar circumstances (e.g., through online recommendations).

The result is that we find that the more discriminating results come from focusing the mom on her oldest child. However, this is not meant to imply that these moms are the sole target audience, rather that they yield the greatest insights.

Hot-Button Areas Morph

We see the focus of hot-button areas morph over time. Consider safety. While the safety of her child is critically important to all moms, the focus changes as the child ages. For example, cyber safety and concerns with cyberbullying and stalking take on much more relevance to mom when her child reaches the middle school years. Additionally, the physical safety risks to which an infant is most vulnerable differ dramatically from the physical safety issues of a teenager, with teen driving a particularly sensitive area for moms of teens.

Bringing It All Together

Seventy-seven million moms of children ages twenty-nine or younger directly control $2.4 trillion in spending and influence even more than that when their children’s purchases are taken into account. The age of child is a critical determining factor in mom’s thought process and filters her decision making. Major hot-button areas and themes are attention hooks that organizations can use to emotionally connect with moms, tailored for relevancy by age of child.

These findings are built on a robust foundation of primary and secondary research, a due-diligence review of the literature, and case studies of brands that have addressed moms’ priorities.

Understanding the hot-button themes by age of child is a critical framework for organizations that recognize moms as an important customer to understand. The brand or organization can select the specific age and theme insight to use to create its strategy, and also to develop products or services that address mom’s priorities. The brand can also use the relevant theme insight to develop communications that will be embraced by moms, or to select sponsorships that align the brand to mom’s priorities.

Importantly, we have found that the age of child answer can be further refined to take into account an important consideration: how does or how can a brand align with a hot-button priority and concern area for moms? Developing your brand’s marketing efforts using the segmented age and hot-button theme approach will meaningfully improve your brand’s chance of getting mom’s attention and of building connections with her.

So, let’s start “tuning into Mom.”

Notes

1.  Maria T. Bailey, Power Moms: The New Rules for Engaging Mom Influencers Who Drive Brand Choice, Wyatt-MacKenzie Publishing, Inc., 2011, 13.

2.  Laura B. Shrestha and Elayne J. Heisler, “The Changing Demographic Profile of the United States,” accessed March 11, 2011, http://www.fas.org/sgp/crs/misc/RL32701.pdf.

3.  Bureau of the Census (November 2009 and November 1999), Current Population Survey for Moms and analysis by Insight to Action, Inc. for Young Adults (January 2010).
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C H A P T E R 2

Food: Stealth Veggies and Panini Making

The topic of food and nutrition is a critical, complex, and, at times, contradictory hot-button area for moms. For a mom, feeding her child is so central to her role that the topic commands a considerable portion of her attention and time. Arguably, one part of the unstated definition of a “good” mother is one who feeds and cares for her child well so that the child thrives. In many cultures, a plump baby is seen as a sign of health and good parenting. Starting even before the child is born, pregnant women are encouraged to take prenatal vitamins, to eat healthful foods, and to avoid consuming products (such as alcohol and caffeine) that might harm their unborn child. Given the importance placed on food and nutrition, it is not surprising that the vast majority—73 percent—of moms of children of all ages believe they are changing the way their family eats to be more healthy versus the previous year.1

From a marketing perspective, food providers spend considerable effort to convince mom that she is making good nutritional choices for her child(ren), and they also offer mom convenient choices that her children will actually consume (i.e., child will not reject). We have found that while most moms are trying to provide a healthy diet for their child, the definition of “healthy diet” does vary considerably. While there is general agreement among many moms on important parts of nutrition, such as fruits, vegetables, and whole grains, there is often considerable variation in practice. This variation is driven by several factors, including whether the child is a picky eater or has a medical/health issue related to diet, the age of the child, factors such as access to fresh fruits and vegetables, cultural preferences, and importantly, mom’s food preferences and dietary and nutrition concerns for herself (not just for her child).

As an example, the topic of getting their children to eat enough vegetables looms large in many conversations with moms. Many moms claim to have trouble getting their children to readily eat enough vegetables. The strategy of “hiding” vegetables in other products so that kids cannot taste them has moved well beyond homemade recipes to successful commercial products like YoBaby Meals (yogurt, fruit, and cereal combinations that are offered in flavors like pear and green beans, apple and sweet potato, or peach and squash) or Pirate’s “Veggie Booty,” which are snack puffs made from a mix of vegetables—including kale, spinach, and carrots—in addition to the primary ingredients of rice and corn. These products can be a “winwin” for mom if her child likes the taste and readily eats the product. While enjoying these foods, the child is also consuming the vegetables, which is mom’s primary concern.

Fruits and vegetables are a key focus and an important part of many moms’ definition of a healthy diet. In fact, almost half of moms (43 percent) reported that they are eating or serving more fruits and vegetables in their homes in 2010 when compared with the past, and the balance reported serving the same amount (49 percent). Only 8 percent of moms reported eating or serving less fruits and vegetables than in the past.2 Additionally, as far as a fruit or a vegetable goes, every type counts for many moms. In fact, 53 percent find that “there is no difference to me—a vegetable is a vegetable; I just want my kids to eat it.”3

It is also clear that some of the child’s food preferences mirror those of mom, while others are distinct to the child’s own taste preferences. For instance, if a mom is convinced that she does not like the taste of squash, it may be far easier to convince her to buy products for her children that contain squash disguised with other flavors than it will be to convince her to buy a product that is primarily squash or squash-flavored. Companies are well aware of this preference spillover from mom to child (sometimes called “habituation”) and thus offer products that cater to mom’s preferences.

In addition to fruits and vegetables, other important nutritional considerations that moms look to increase in their children’s diets include (1) vitamin and mineral fortification and (2) natural, all-natural, or organic ingredients. In contrast, moms look to avoid or reduce high-fructose corn syrup, high sugar content, and artificial sweeteners.4

 There are also several food areas that are equally important to moms for themselves and for their children. These include the highly popular area of whole grains, as well as the more specific concerns of gluten-free and lactose-free foods.5

When focused on their own diets, some moms’ concerns shift more to keeping calories, fat, carbohydrate, and sodium content low.6 Often, if mom finds a product that addresses her own special diet issues, she will use this for her family, as Mickey’s comments illustrate:


I have celiac [disease], so I have to be completely gluten-free in everything. I was diagnosed six years ago. Betty Crocker came out with a gluten-free cake mix—chocolate and yellow, cookie mix, and brownie mix. And on her Web site, she has different recipes. I used yellow cake mix and made carrot cake out of it for my family.

~ Mickey, mom of a toddler



Additionally, if mom approaches her own diet with weight management concerns, this can spill over to her child’s diet, even with very young children. A recent example from qualitative interviews documented in February 2010 is that some moms were projecting their own weight concerns onto their infant and toddler daughters and were, therefore, restricting certain foods for these young girls, even if the pediatrician had found that the child’s weight was appropriate.7 We found moms are concerned with healthful food and weight-conscious diets for themselves across all age of child subgroups; however, moms of young adults and moms of teenagers were qualitatively even more concerned about their own weight management than other subgroups.

Several brands have capitalized on the insight that mom’s focus on food and nutrition shifts as her child ages.

Infants/Toddlers

The infant/toddler years are a time of mom’s intense focus on her child’s diet, as well as a time of numerous physical and dietary transitions for her child, all condensed into a short period of time.

For a breast-feeding mom of a normal, healthy newborn, her own breast milk is generally recommended as the best diet, barring any complications or issues that prevent breast-feeding. However, by the time the child is three  months old, many moms will select formula feeding either to supplement their breast-feeding or to replace it. As her child grows and mom introduces baby cereal and solid foods, she will often run into additional challenges that require compromises. For instance, she may find that the impact of her child’s digestive system (e.g., gluten intolerance, lactose intolerance) and taste preferences may force trade-offs in the child’s feeding regimen. In keeping with the constant balance that moms face between the ideal diet and the reality of what their child will eat, moms we interviewed also told us that they are more concerned with the “ideal” nutrition for a very young infant than for an older toddler or a preschooler.8

With the goal of a high-quality, healthful diet in mind, it is challenging for infant/toddler moms to consistently provide the desired nutrition in light of busy schedules, picky eaters, food allergies, budget challenges, and even mom’s own food preferences and concerns that she projects onto her children. If mom is blessed with a child who is not a fussy eater, she may find that she can achieve the healthful diet goal fairly readily. However, if the child has medical conditions or is a picky eater, mom must decide how many battles to fight over food with her child. The choice to pick a battle goes against the emotional satisfaction that a mom receives when her child enjoys his or her food and readily eats.

As the child grows older, mom can obtain enhanced emotional satisfaction and bonding from other interactions with her child in addition to feeding her child. A sizable group of moms of older babies and toddlers that we spoke with recently said that they would rather spend time playing with or reading and singing to their child than fight a battle of perfect nutrition with the high-chair occupant. These moms still valued the soothing aspects of breast-feeding or bottle-feeding, but they also enjoyed the time to read to their children, play with them, and encourage their young child’s gross motor skills development.9 Mickey’s comments illustrate how hard ensuring a nutritious diet can be for a toddler mom of a picky eater:


My toddler is more picky about what he eats. He’s weird about textures. He prefers purees. He was spitting out and refusing to eat. I will usually feed him the same thing as the older boys, and they basically all sit together. He’ll eat a little on his own, then protest. . . . He wants pudding (smooth texture) or Gerber toddler foods.

~ Mickey, mom of a toddler



 While infant/toddler moms are highly focused on their child’s food intake, they also are facing intense parenting demands and limited time. We can see evidence of their struggles in several ways. For instance, moms of infants/toddlers are almost 50 percent more likely than moms on average to use quick-service/fast-food restaurants more often when compared with the prior year.10 This may be because the demands of caring for an infant or a toddler create greater necessity for convenience.

Infant/toddler moms may also be managing their own weight, as Zola’s comments illustrate:


I am working on cutting out soda pop and creamer in my coffee. I am cutting that out for weight issues. I have not been able to lose my baby weight at all. I have put on five pounds in the past two years, and it’s hard.

~ Zola, mom of an infant/toddler



There is an opportunity for brands that help infant/toddler moms during this busy, challenging life stage by providing convenient, nutritious food and beverage products that fit the families’ lifestyles and also have tastes and forms that are appealing to the infant/toddler’s palate. YoBaby Meals is a good example of a product line that offers nutrition, portion control, and convenience. Other good examples can be found in a range of toddler snack and meal products offered by Gerber Graduates and Beech-Nut’s Let’s Grow.

Preschoolers

In the preschool age range, the working situation of moms is highly polarized. Broadly speaking, there are two groups of moms of preschoolers: working and homemakers. This is not meant to suggest that homemakers are not working, rather that they are not being paid to perform tasks unrelated to caring for their home and family. According to the State of the American Mom (SOAM) estimates, 34 percent of moms of preschoolers work full time outside the home, and another 13 percent work part time outside the home or are self-employed. In addition, another 7 percent of moms are looking for work. This means approximately 50 percent of moms of preschoolers are employed outside the home, most of which is full time. In contrast, 38 percent of these moms are homemakers. The remaining balance of moms are students, retired, or not employed and not looking for work.11

 While both working and homemaker moms of preschoolers have a shared value of the importance of healthful food and diet for their children (68 percent of working preschool moms rate healthy food and diet for their children as very important compared with 69 percent for homemaker preschool moms), their daily lives lead to different choices both at home and away from home.12A food or restaurant brand that offers mom an affordable, healthful option that her preschool child easily and readily consumes addresses a high priority for these moms.

When eating away from home, moms of preschoolers use more (13 percent of preschool moms versus 10 percent of total) or the same amount of quick-service/fast-food restaurants when compared with last year (54 percent of preschool moms versus 53 percent for total moms).13 When looking at specific fast-food restaurant brands, moms of preschoolers are most likely to eat at McDonald’s (76 percent of preschool moms versus 72 percent of total, and 68 percent of moms of infants/toddlers). Several other leading fast-food restaurants known for fries and hamburgers also do well with this segment, including Burger King, Wendy’s, and Arby’s. In addition, pizza chains overperform with moms of preschoolers, including Pizza Hut, Papa John’s, and Domino’s Pizza. Dunkin’ Donuts also is visited on an above-average basis by moms of preschoolers. In contrast, two other leading quick-service restaurants, Subway and Taco Bell, both significantly underperform with these moms.14 This is likely because preschool children do not as readily consume sub-style sandwiches and spicy food. These brand skews suggest that the food preferences of preschool children are influencing the mom’s choice of restaurant. In addition, the ability of a preschool child to sit patiently in a restaurant setting is limited, as is his or her patience to stand in line at a restaurant while waiting to be seated. For these reasons, moms of preschoolers may further curtail the family’s restaurant options to establishments that offer immediate seating, fast service, and distracting entertainment like coloring, puzzles, and video games at the table.

For approximately 50 percent of preschool children, some sort of day care arrangement (whether in a home or another setting) is part of their weekday life while mom works. In order to take a child to day care outside of the home and also to get the parent to work on time, the mom (or dad) must get the child up, dressed, and fed (more or less). This places clear time constraints on the breakfast occasion, and it also highlights the need for portable foods that mom can give to her preschool child to eat in transit. Alternatively, mom may rely on the day care or preschool provider to give  her child breakfast. Some day care centers and schools with preschool programs open their doors for drop-offs as early as 7 a.m., and with workdays ending at 5 p.m., “after care” can extend as late as 7 p.m. in these settings. In terms of food and nutrition, the mom may provide snacks, but often the lunch menu is in the hands of the day care provider, not the parent. Dinnertime at home also faces time constraints, given the early bedtimes of most preschoolers and the fact that they (and their parents) are hungry after a long day. The challenges for moms in preparing a nutritious, healthy family dinner after a full workday are significant. Similarly, there is a real lack of time to prepare additional menu items if the child rejects the family meal items. Often then, moms may opt for quick, family-pleasing favorites with acceptable nutritional content, such as pasta with butter or marinara sauce or breaded chicken pieces at home. Bonita’s thoughts on dinner provide a good illustration of a working mom’s approach in making sure her son consumes enough fruits and vegetables in his diet.


We eat dinner together as a family. I try to get him to eat. He gets distracted at day care and doesn’t necessarily eat as much as he should, and I want to make sure he gets enough to eat. We try to do lots of vegetables. He likes cooked vegetables, and at day care there might only be raw [vegetables]. I try to get everything into him at night. Also, for fruit. I know they do some sort of fruit in the morning at day care, but I want to make sure he gets it. The individual cups of fruit or applesauce are perfect because he likes it that he gets his own cup, and we [adults] don’t eat fruit at dinner.

~ Bonita, mom of a preschooler



We found a number of differences between working moms and homemaker moms when it comes to their food choices for preschool children. For instance, when compared with homemaker moms with preschoolers, working moms perceive that their preschool children are much more likely to specifically request the family choice of restaurant. When it comes to the restaurant that is chosen, both working and homemaker moms of preschoolers agree on McDonald’s. Working moms of preschoolers are also twice as likely to state that they eat out regularly as a way of managing their busy schedule.15

On the home front and in the grocery store, working moms of preschoolers differ from homemaker moms on a number of dimensions. The working moms are less likely to perceive their children specifically asking for “healthful” foods (11 percent versus 18 percent) and more likely to perceive requests for “treats” such as cookies, snacks, and cupcakes (32 percent  versus 22 percent), or ice cream and frozen novelties (31 percent versus 27 percent). Working moms of preschoolers are also more likely to perceive their child’s request for juice/juice drinks (32 percent versus 21 percent) when compared with homemaker moms. Despite the hectic nature of their lives, in 2009, working moms of preschoolers reported that they were preparing more home-cooked meals (57 percent) when compared with the prior year. This is ahead of homemaker moms (52 percent), perhaps because they already prepared more home-cooked meals prior to the recession. Working moms of preschoolers also reported serving more fruits and vegetables in 2009 compared with 2008 (51 percent), ahead of homemaker moms (40 percent).16

While “pester power” is important to both segments, the working moms are more likely to notice their children’s requests directly and to heed them when compared with the homemaker moms. While this might make it seem that working moms are more indulgent, it could also be the case that homemaker moms are automatically including their child’s preferences in their decisions with less conscious recognition. We have seen this dynamic when moms buy particular brands of cookies, such as Oreos, knowing that their child likes the brand, without the child having to request the item directly.

Sara Lee Soft & Smooth is a case study that illustrates how a brand was built by successfully addressing the disconnect between the nutritional desire of moms to get more whole grains into their children’s diets and the taste preferences of small children, including preschoolers and elementary school children who prefer a softer, smoother bread. More recently, in November 2010, Grupo Bimbo SAB bought Sara Lee’s bakery business in North America.17 The approach to meeting both mom and her child’s needs continues for Soft & Smooth under the Grupo Bimbo ownership.

From a marketing perspective, given the high incidence of both homemaker and working moms, a brand can choose to develop messages and programs that appeal to both groups (as Soft & Smooth and McDonald’s have both clearly done), or to select one of the two subgroups as its primary focus. A brand whose product is typically used by homemaker moms may elect to focus more on this segment. In contrast, working moms may be more open to direct messaging about how a restaurant makes the eating experience enjoyable and affordable for families.



CASE STUDY



Sara Lee Soft & Smooth

Sara Lee Soft & Smooth is a brand that has reached moms through its strategic partnerships and through its emphasis on providing nutritious products within the bread category. While traditionally associated with taste and indulgence instead of nutrition, the Sara Lee brand was able to tie its equity to nutrition through its innovations. Specifically, in 2005, Sara Lee launched Soft & Smooth Whole Grain White Bread to appeal to white bread lovers who were interested in getting the nutrition of whole grains while maintaining the texture of white bread. The white bread taste, appearance, and soft texture were particularly important to moms who faced resistance from their children when it came to eating coarser texture breads. These moms wanted the whole grains, but not the battle. To support this position, the introductory marketing campaign depicted children looking in the bread for the whole grains with a magnifying glass with no success. The product was the first broadscale offering that solved this problem, and Sara Lee was rewarded with strong results.

Starting with estimated sales of $56 million in 2006, the Sara Lee Soft & Smooth brand grew to $251 million in sales in 2008.18 The company also invests efficiently in targeted marketing to promote the Soft & Smooth brand.19 Sara Lee increased the impact of its marketing by using a partnership with Disney’s High School Musical 3: Senior Year to appeal to moms. In this partnership, Sara Lee Soft & Smooth focused on Disney vehicles, including the Disney Channel, Disney.com, and a microsite. This strategy was effective for the brand because the Disney Channel was the most co-watched mom and kid network, while Disney.com was the most co-visited mom and kid Web site.20 Hence, Sara Lee Soft & Smooth was able to engage with both moms and their children by appealing to children’s desire for entertainment and mom’s need for nutritious options.

The innovative product and the high-visibility marketing campaign helped propel the Sara Lee bread brand to the number one position in the U.S. with 8.8 percent market share, according to IRI data on September 21, 2008.21 This tie-in was integral to some of the company’s gains in the bread category, according to Sara Lee.22 This is a  good example of how a company can leverage the power of partner brands in order to reach a critical segment of moms by tying in with entertainment vehicles that can appeal to both moms and children. It is also a good example of how the product itself met the needs of both moms and their children, leading to success.



Elementary Schoolchildren

With the start of kindergarten and then elementary school, an overwhelming majority of children (96 percent or more) will spend many hours each day away from home in a school setting, regardless of the mom’s working status. Despite home schooling’s growth, only 2.9 percent of school-age children in the United States were homeschooled in 2007.23

For a mom who worked during her child’s preschool years, elementary school is a continuation of the food preparation lifestyle that includes taking her child to a preschool setting or day care, where the child consumes at least one meal and often a snack away from home. In contrast, for a homemaker mom, the elementary school transition represents a new lifestyle where she is no longer able to monitor her child’s lunch and snack intake as precisely as she could when the child was at home. In addition, the need to either carry a lunch to school or eat from the school’s options sets constraints on the meal that did not exist when lunch was served at home.

Regardless of mom’s working status, her elementary school-age child typically also exerts more control over his or her food choices than a preschool-age child does. Thus, for the mom of an elementary schoolchild, there is less ability to control or influence the child’s lunch food intake. In addition to child food and taste preferences, eating in the elementary school setting may require faster eating (to meet time constraints) or may result in distracted eating (as a school lunchroom is a busy place). Additionally, the practices of throwing food away or trading food can be common among elementary schoolchildren so that a mom cannot be certain that her child is eating the lunch or snack she provides. If the mom opts for the school-provided lunch for her child, the meal may represent a balanced nutritional  perspective, but only if the child consumes the lunch as designed rather than just eating the portions that he or she prefers.

While some elementary schoolchildren bring a lunch made by their mom (or other caregiver) to school, there is another group of moms who rely on school lunches to feed their children. These school lunches are another source of concern for moms, according to a recent parent study by the W. K. Kellogg Foundation. This study found that more than half of parents perceive the nutritional quality of school lunches to be either “poor” or “only fair.”24

While some moms may opt to become the lunchroom monitor in an attempt to stay on top of lunch at school, as a practical matter most moms will opt to focus more of their nutritional attention on dinner as the main meal of the day. The promise that dinner holds for moms is significant. Dinner is the chance for the child to eat their vegetables (sometimes the only chance), to receive a hot meal (since this may not be possible at school lunch), and to emotionally connect with mom and other family members. While family dinners are under siege due to after-school and evening activities, a majority of moms still place a high priority on eating dinner together as a family. In reality, given lunch away from home and the time pressure at breakfast as children are getting ready to go to school, dinner is the best weekday opportunity for the family to connect over a meal. The net result of these lifestyle demands are brands that recognize mom’s efforts and success (even if idealized) of bringing the family together at dinner are delivering a message that will resonate with moms.

Quantitatively, dinner is identified as important to moms. In fact, a recent report from Babycenter.com reports that half of moms say dinner is the time they reconnect with the family, yet at the same time, two-thirds also find it to be the most challenging meal of the day.25

As a total segment, moms of elementary schoolchildren state that their children are important to the family’s choice of restaurant (65 percent of moms of elementary schoolchildren state their child provides input), and this represents an increase of 16 points when compared with preschool moms (49 percent).26

The increased impact of elementary school children on family restaurant choice is driven by increases in child input for casual dining, whereas the rates of child influence in fast food are comparable between preschool and elementary school. This means that a casual dining or fine dining restaurant chain needs to obtain active elementary schoolchild endorsement to win more of the family’s restaurant dollar.27 Corkey’s comments about the International House of Pancakes Restaurant (IHOP) illustrate this:


Our family’s favorite place is IHOP. We might go once a week, and Dakota [her eight-year-old son] likes to go. They have a coloring page with crayons or different promotions where the kids eat free. Dakota can choose the food he is in the mood for; it could be breakfast or cheeseburger and fries. We normally go there Friday night when I get off work. A couple times we haven’t gone and Dakota has complained.

~ Corkey, mom of elementary schoolchild



When it comes to eating at home and grocery store food and beverage choices, moms of elementary schoolchildren perceive an increased influence of their children, with 52 percent saying their children request treats such as cookies, snacks, and cupcakes, up from 46 percent among moms of preschool children. The most striking increase is seen in the child’s requests for soda, with 40 percent of moms of elementary schoolchildren recognizing that their child is providing input on this decision, nearly double the level of input of preschool-age children at 22 percent. As context, moms of elementary schoolchildren accept more input from their children on decisions across several categories and domains beyond food, including movies, clothing, extracurricular activities, and school supplies.28 Elementary school moms expect more child input and involvement, and the food area is no exception.

Beyond input and influence on their moms’ spending, elementary schoolchildren are significant consumers in their own right for specific categories of interest, including foods and beverages. Around 30 percent of moms of elementary schoolchildren report that their children spend their own money on ice cream/frozen novelties, juice/juice drinks, chips/crackers, treats such as cookies, snacks, and cupcakes, and candy/gum.29

In fact, James McNeal, Professor Emeritus of Marketing at Texas A&M University and author of more than eighty articles and five books focused on children’s consumer behavior, estimated the spending power of children ages four to twelve at $7 billion of their own money in snacks in the year 2000.30 This spending of the child’s own money represents an important step toward independence, but it also illustrates the fact that mom is controlling and influencing a smaller portion of her child’s diet. Given the purchasing power of elementary schoolchildren, as well as their “pester power,” we observe a mix of marketing strategies by food and restaurant companies in choosing to target either mom, the child, or both. There are many considerations, including regulations, that go into this decision, and this requires considerable examination on the part of the organization.

A final major area of elementary schoolchildren’s diet is after-school snacks. It is common for an elementary schoolchild to have a snack after school, either at home or in transit, if they have a sports practice or other extracurricular activity. Typically the mom purchases these snacks at a grocery store. From the mom’s standpoint, the ideal after-school snack will fill her child up enough to last until dinner, but not fill her child so much that he or she is no longer hungry enough to eat a full dinner. As we have discussed, dinner perhaps is the most important meal of the day emotionally and nutritionally to mom, and so the snack plays a complementary role. While breakfast is also considered very important nutritionally, it does not have the shared family experience in many households and is thus slightly less important emotionally than dinner. As a result, we have found that many moms are less demanding on the nutritional or health qualities of the snack, since they view it as a small, ancillary player in the diet. There is a demand for healthy snacks among moms, but less nutritious alternatives like cookies and crackers are considered acceptable by many moms given the limited role the snack is perceived to play (though many may draw the line at a candy bar). Yolanda’s focus on getting her son to consume fruits and vegetables illustrates this point.


It’s the fruits and vegetables; I am always trying to push them. He loves the V8 V-Fusion, and they come in a carryable size. . . . Fruitables [made by Apple & Eve] are also good. My mother-in-law reinforces the fruit as a snack also.

~ Yolanda, mom of elementary schoolchild



In summary, the elementary school years encompass a massive change on the mom’s part when it comes to control over her child’s food and nutrition choices. While the focus is generally on marketing to moms at this age range, brands also need to consider the child’s input in the decisions. For instance, casual dining restaurants must get the child’s vote to win with this age range and need to offer choices that appeal to and entertain elementary schoolchildren. IHOP provides an example of a casual dining restaurant that appeals to this age group.

Middle Schoolers

In the middle school years, mom continues to maintain a strong focus on healthy diet for her child. One of mom’s main approaches is to provide healthy food options for the meals eaten at home. As with the other age groups, moms often will use quick meals at home as a way to juggle the family’s busy lifestyle. In addition, moms increasingly ask their teenagers and middle schoolers to help share in the household chores (64 percent of moms of teens ask children to help with household chores, up from 49 percent of moms with children ages seven to twelve).31 One of the household chores that these middle schoolers are asked to help with is cooking and food preparation.

In addition to meal preparation, in some households that we have visited, specifically Hispanic households where the parents both work, teenagers and middle schoolers may also help by doing some of the grocery shopping. This goes beyond the child providing mom with input, to the child being the person who actually takes on responsibility for part of the food shopping. As a result, when it comes to food decisions for middle school children at home, these Hispanic middle schoolers and teenagers can have an even more influential role on household spending.

An example of a food product that has been specifically designed to meet the nutritional needs of elementary and middle schoolchildren is Barilla PLUS pasta. The product is designed to have a taste profile similar to regular pasta, so it is appealing to the family’s taste preferences. In addition to taste, Barilla PLUS also delivers more protein than many multigrain pastas (10 grams of protein for a 210 calorie serving, compared to 5 grams of protein for Trader Joe’s or Whole Foods multigrain offerings).32 Using Barilla PLUS pasta, a mom or her middle schoolchild can easily make a quick family pasta dinner for a school night that the entire household will enjoy. In this way, moms can give their children more nutrition in a food they typically love. The Barilla PLUS case study is a good example of a product that succeeds by meeting adults’ nutritional needs and children’s taste preferences.

In addition to the household spending that they influence, middle schoolers also have their own discretionary funds to spend. While these children continue to use their own funds for treats and snacks, we also see a huge increase in the use of their own money to buy soda. The number increases from 4 percent among moms of children ages seven to twelve who report their child buys soda with their own money to 16 percent of moms of children ages thirteen to seventeen. In the candy and gum category, there is also a large increase, up from 15 percent of moms of children ages seven to twelve to double that level at 31 percent of moms of children ages thirteen to seventeen.37 Eleanor’s story of her son’s candy binge illustrates this point:



CASE STUDY



Barilla PLUS

Food brands can leverage the importance moms place on healthy food/diet for their children to create brand loyalty among this integral segment. Companies can drive sales by introducing innovative products that address moms’ unmet needs in feeding their children.

In 2005, Barilla America introduced a line of healthy multigrain pasta called Barilla PLUS in order to reach these nutritionally minded moms. Barilla provided these moms with an innovative, tasty food product and positioned it as a way moms could incorporate fiber and other nutrients into their family’s daily meals. Kamal Dagher, vice president of product development at Barilla, said, “We wanted to deliver balanced nutrition that would satisfy the most demanding dieticians and nutritionists, and with taste, texture and color that would satisfy the most finicky kids. We knew that the combination of these two benefits is what made the project very difficult to achieve. At the same time, we also knew that achieving both benefits is what makes the project worthwhile.”33 PLUS was designed to be rich in important nutrients like protein, fiber, and Omega-3’s.34 This strategy of offering moms convenient solutions to feed their children helped Barilla succeed in its introduction of Barilla PLUS. As of 2008, PLUS was a $50 million business in the United States.35 PLUS is also successful in that it commands a substantial price premium over ordinary pasta—almost $1 per box. For example, as of May 11, 2011, the Peapod Web site offered Barilla PLUS Angel Hair Multigrain on sale at $2.59 for a 14.5-ounce box as compared to the regular Barilla Angel Hair pricing of $1.79 for a 16-ounce box.36

As a further convenience, the PLUS product offers mom the added simplicity of not having to include any extra ingredients to make a wholesome meal. For instance, if the product is served just with butter or olive oil, it still delivers protein, and the mom does not have to add a meat dish such as chicken to the meal. This approach of positioning Barilla PLUS as an innovative way to provide children a meal in and of itself helped make the product launch successful for Barilla’s U.S. business.

 Barilla was able to create a product and tailor it directly to its target consumers. As a result, the company gave moms the choice of a convenient, nutritious solution for their children’s meals. Barilla PLUS is a good example of a successful innovation that met the needs of moms.




My two top concerns for him are nutrition and academics. He doesn’t like a lot of foods; he is a picky eater and won’t take any initiative to get food for himself. He won’t even heat up a frozen pizza or a frozen dinner. A good example is that he wasn’t hungry for dinner the other night. I asked if he had a snack. It turned out that he bought a giant bag of gummy Life Savers on his way home and ate the entire bag, which was seven hundred fifty calories.

~ Eleanor, mom of a middle schooler and a young adult



A challenge for moms of middle schoolers is to continue to reinforce healthy eating habits and better choices for their children, in light of the less than healthy choices that moms recognize their children make when the children spend their own money. Moms will welcome brands and other organizations (e.g., schools, community groups) that help reinforce the healthy eating message. There is an opportunity to communicate this message in a way that will capture the interest and attention of middle schoolers as well, such as through videos, games, or songs.

Teenagers

By the time their oldest child hits the teenage years, many moms have returned to work full time (an estimated 40 percent of moms of teens are  employed full time). In addition, 22 percent of moms of teens work part time or are self-employed, bringing the estimated percent of moms of teens who work to almost two-thirds (62 percent). The family lifestyle then includes a working mom, and a teen child who spends the vast majority of the weekday hours at school and/or in extracurricular activities outside of the home.38 Busy teen lifestyles with late afternoon extracurriculars also place further limits on mom’s impact on food choices for her teen. Despite her diminished influence on her teen’s diet, mom still attempts to provide her teen with good choices and also to support the child with healthful options. At times, teen weight concerns are also addressed by the mom. Marly’s story about her teen son illustrates this involvement:


He’s six-foot-four-inches tall, and he weighed two hundred twenty-five pounds. He was playing both junior varsity and varsity football with two games a week. There were issues, and one of the seniors said to him, “If you weren’t so slow and fat we would have won.” So he went on a starvation diet and got down to one hundred ninety pounds. Since then, he has stabilized and wants to gain weight for football in a healthy way. He reads labels, and if it’s more than one hundred calories from fat he won’t touch it. So I have to be more creative with my cooking because healthy food is more expensive. He won’t even eat baked fries now. He loves paninis. Target had a panini maker on sale, and I bought it for him. I bake the chicken, and he makes his own sandwiches with the panini maker using the chicken. During the summer when I’m at work during the day, he uses his panini maker each day.

~ Marly, mom of a teenager



From a marketing perspective, the traditional wisdom in these age ranges is to focus on the teen directly, and marketing to the mom is often avoided for fear of alienating the teen. This traditional approach remains popular despite considerable evidence that the current teens (the Millennials) are a group that is highly engaged with their parents.

As an example of this closeness and mutual influence, we have heard anecdotal accounts of Millennial teenagers’ eating practices influencing their parents. For instance, one teenage daughter became a pescetarian, and ultimately her mom followed suit. An example of a mom influencing teen choices is found in an Asian American family with two teenage children that makes a point of having at least one dinner each week with Asian food to reinforce their cultural heritage with their children.


 For restaurants, I find a lot of value in Asian foods. There has to be two to three meals a week that are Japanese, in a restaurant or at home, or any kind of noodle dish.

~ Karly, Asian mom of two teenagers



From a promotional standpoint, there is an opportunity for an organization to sponsor a mom and teen cooking contest. The contest could encourage family ties by showcasing traditional family favorites along with new traditions that the family has just discovered, or it could turn the tables by having the teen introduce mom to a new dish. This would build on the practice of many local organizations and youth groups that encourage teens to bring a family favorite dish to a “potluck” night to encourage trying new foods and to celebrate family diversity.

We recognize that some organizations will decide that the most effective approach for their product or service in the food area will be to focus solely on the teen. We believe, however, that for other organizations there is an opportunity to leverage food to celebrate the parent/teen relationship or to celebrate cultural and family traditions. This opportunity can go beyond food and restaurant brands to other organizations given food’s saliency and wide appeal.

Young Adults

When young adults leave the family home, mom’s direct influence on food choices is further curtailed. For young adults who leave the home to go to college, freshmen weight gain of several pounds is considered typical given the lack of parental control and a multitude of food options available in college dining plans. In contrast, for mom there may be more time available to focus on her own diet to make both healthful and weight-conscious choices when her child is a young adult.

Even though young adults who continue to live at home experience more direct mom impact on their food choices, these young adults still bring personal groceries and food selections into the family refrigerator or pantry. In addition, young adult schedules and lifestyles may not sync up with mom or the rest of the family, so they may not consistently participate in family meals.

Basic cooking skills, information on preparing nutritious meals, and knowledge of appropriate portion control guidelines are frequently lacking among young adults. As a result, young adults will often look to mom  as a trusted resource on how to prepare a dish, select ingredients, or follow a recipe. For instance, one mom we know e-mailed her daughter, who was living abroad, highly detailed recipes and instructions to help her to prepare family favorite dishes. As a young adult in college, Nicole provides an example of frequently seeking her mom’s input on food choices:


My mom and I are really, really close. When it comes to food, she knows about this stuff. I definitely call her and ask her about getting the right nutrients and vitamins. And also about calories and cholesterol. It was hard eating at the college cafeteria, no way to tell about calories. Also, I have food allergies, and I will call her to see if I can eat it [some specific food]. My mom researched my soy and olive oil food allergy more than me. Now I’m home on break from college, we cook together all the time.

~ Nicole, nineteen-year-old college student



As with teens, there continues to be an opportunity to recognize the importance of mom’s influence with her young adult children in the area of food and nutrition. Alicia’s story about modeling healthful eating for her young adult daughter is a good example:


When Ashlee first came home from college, she wanted to have all of her favorites like egg rolls and chicken fried rice. We did that at first, and then I let her know I’m going back to eating healthy. A goal is the healthy eating for my daughters. If they see me doing it, they see the effects on me overall. I can see the difference in myself, and I definitely tell my daughters. For instance, my skin was getting breakouts from the fried foods, and my feet couldn’t fit into my shoes from swelling from all the salt I was eating.

~ Alicia, mom of young adults



Alicia also mentioned that a local youth group helped educate her college-age daughter on healthful eating by teaching her daughter to read ingredient labels. In Alicia’s words, “It took someone else to tell her [to get the point across].” This suggests a major opportunity for organizations that work with young adults to support mom by providing their children with healthful eating tips served up in an age-relevant manner.

Conclusion

In summary, the topic of food and mom’s influence is a rich area for brand leaders. Food as a theme commands high interest that can be used by a wide  variety of organizations. Several brands have enjoyed considerable success by offering food products to meet mom’s and her child’s needs and preferences. These include Sara Lee Soft & Smooth bread and Barilla PLUS pasta. Additionally, other brands, like McDonald’s and IHOP, do a great job of appealing to both mom and her child for the family’s restaurant dollars. While food and beverage manufacturers and restaurants focus a great deal of attention on mom’s influence, nonfood organizations can also tap into this high involvement, emotional area. In particular, the area of supporting mom’s goals of encouraging healthful food choices for older children (middle school and beyond) is a less explored opportunity area open to creative approaches. Moms will likely appreciate brands that support the message of the importance of healthful eating to their young adult child. An example of a practical message that a brand could deliver would be the findings from a 2000 study by Mickey T. Trockel, Michael D. Barnes, and Dennis L. Egget, who discovered that college students who ate breakfast had a higher first-year college grade point average.39
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	Mom’s Concern For Her Child
	 
	Mom’s Concern For Herself







	Infant/Toddler Moms 
	• Good overall nutrition and developing broad taste palate

	 
	• Weight management or loss











	Preschool Moms  
	• “Healthy,” fruits and vegetables, avoid excess sugar

	 
	• Weight management or loss









	Elementary School  Moms 
	• “Healthy,” fruits and vegetables

• Fuel for the day

	 
	• Weight management









	Middle School Moms 
	• Dinner focus

• Encourage healthy choices

	 
	• Weight management









	Moms of Teens
	• Encourage healthy on-the-go choices

	 
	• Weight management









	Moms of Young  Adults 
	• Recipe and cooking advice

• Guidance on better choices

	 
	• Weight management





[image: images]  = Higher Mom’s priority
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The Theme Resource Guide: Food is a tool that we have developed to enable a brand to quickly examine mom’s priorities on the theme by age of child. It offers two perspectives: (1) Mom’s Concerns for Her Child, and (2) Mom’s Concern for Herself. For example, food is a higher priority during the child’s infant/toddler years than it is for the child’s young adult years. When mom does focus on food for her young adult child, it is with recipes and advice as well as guidance or better choice suggestions.

There is also an opportunity for brands to support mom’s own diet, nutrition, and weight management goals. One brand that did a good job of this is Betty Crocker, which offers several gluten-free baking mixes as well as recipe ideas on their Web site that enable mom to deliver gluten-free treats that her whole family can enjoy.40
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