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A recent survey of approximately 250 moms gives insight
into their media and social media usage, and how their
purchases can be impacted by it.
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Purchasing Dover

A strong majority of moms say they are

the primary decision maker on purchasing:
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healthcare
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education travel/hospitality

ﬁ 64% appliances

Media Influence -- how influential are different

types of media when moms are considering
purchasing goods/services?
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Companies and Causes

Nearly of respondents said they would pay
slightly more for goods and services from
a company committed to causes they

align with

Nearly of respondents indicated a commitment
to a cause could positively impact their

buying decision
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