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"The 43 million moms in the US are an important segment
for marketers to understand, as they are often making

purchases for the entire household. Although some family
dynamics have changed, some traditional norms remain.

Moms still prioritize spending time with their kids over
their household chores, with the perspective that spending

quality time with their children is irreplaceable."
- Dana Macke, Sr Lifestyles and Leisure Analyst

This report looks at the following areas:

• Moms’ parenting role includes household management
• Young women more taken aback by the #ParentLife
• Marginalized moms looking for representation
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Figure 52: Moms’ attitudes toward motherhood responsibilities – Technology, by age, May 2017
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