3
potty- Nl s
training

tricks

Shouldyouhave *
anotherchild?
How todecide

At Parenting we've invested
greatly in exploring and
understanding the mom
market. Our primary source
of insight is the Parenting
MomConnection panel, our
online consumer panel of
5,000 representative moms
(not just subscribers) who
consult with us on an
ongoing basis.
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Mom Matters

Actionable insights on the mom market. Compliments of Parenting magazine.

This month:
Moms & Advertising—Watch
Your Tone!

Mom was right: It's not what you say, it's how
you say it.

“l don't like your tone!” You probably heard it
as a child, and, if you're a parent, you probably
say it to your kids. Tone is key in every communi-
cation—including advertising. A quick glance at
Ad Age’s list of most-liked, most-recalled com-
mercials during the Super Bowl show they have
one thing in common: humor. Everybody loves

a good laugh. But does mom? What tone does
mom like and respond to in advertising?

Appeal to mom on different tones in
advertising on weekdays
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Different tones at different times.

The research shows that mom likes funny on
weeknights—everyone likes a laugh at the end
of a long day. But she’s also an information
seeker, and she’s most receptive to educational
creative during weekday afternoons—possibly
because she can focus on the message more.
And entertaining advertising is always well
received, except in the morning when mom is
more open to informative or funny creative.
But what about the weekend?
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The only difference from weekdays to weekends is
in mom’s attitude towards educational creative,
which takes a dive. Weekends are for fun—
entertaining, funny, quirky messaging triumphs.

What does this mean for you?

You wouldn't craft a marketing message your
audience doesn’t want to hear. So why tell it in
a way that they're not open to receiving? Mom
has let us know what she’s open to in terms of
tone, an aspect of communication that marketers
need to take into consideration. A better
understanding of timing and tone can ensure
that your message gets heard.

Want to understand mom better?

Contact us regarding Parenting’'s new proprietary
study on the best ways to reach moms, The 24/7
of Mom, and how it can work for your advertis-
ing and marketing plans.

To submit questions or for more information on this

or any other aspect of the mom market, please contact
your Parenting sales rep, Associate Publisher Julie Arkin, or
Research Director Cheryl Wilbur at 212.522.1212.
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