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This month:
The holidays are �nished.   
But is mom?

Last mom standing.
For some moms, the holiday season can feel like 
a sprint at top speed, starting at Thanksgiving 
and breaking the tape on New Year�s Day. But 
despite the stress, the rush, and the expense, 
how do moms really feel about the holiday  
season? A lot sunnier than you�d expect:

How do you feel your holiday season turned 
out? % of moms who agree with the following statements: 

 
	� It was a �miracle on our street�  

� everything was fantastic!  
 
	� We followed our usual family  

traditions and everything was swell. 
 
	� This year we shook it up a bit and tried  

some new things and it was great. 
 
	� Thank goodness it�s 2007�I have  

never been so glad to see the end  
of the holidays!  

  
 

Is she Marge Simpson�or Carol Brady?  
Sounds like the holidays were pretty great for 
mom, maybe because her family gets along so 
well. When we asked what TV family her own 
family most resembled during the holidays, a 
solid 24% named the wholesome Brady Bunch. 
A healthy 66% identi�ed with Everybody Loves 
Raymond�s loud yet loving Barone family, while 
only 7% thought they were most like the unruly 
Simpsons. For an unfortunate 3%, their families 
descended into Osbourne territory�totally  
dysfunctional. Aren�t you glad you didn�t spend 
New Year�s Eve at their house?   

 

When it comes to spending, is mom all spent? 
Most moms (about 67%) spent as much or more 
on the holidays this year than last. So is she all 
spent out? Not mom!

 
What does this mean for you?     
Don�t neglect post-holiday marketing�the 
shopping engine is still in gear for half of the 
50-million-strong mom market. And the holidays 
themselves are less stressful than commonly 
thought. Advice for next season: Concentrate 
on the pleasures of the season rather than the 
problems and you might have mom just where 
you want her.     

Tell us what you want to know
Have an issue that needs exploring? A question 
you�d like answered? Send us your requests for 
future �Mom Matters� issues and we�ll take it 
from there.

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.

PARENTING MOM MATTERS         
                                     Insights into the mom market.

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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