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Moms First Time Moms Non-Moms Stay at
Moms with Kids Home
(1-12) Moms
Expecting Moms with Moms Working
Moms Newborns with Teens Full -Time
(<1) (13-17) Moms

Partner: BabyCenter

Research Vendors: OTX Research, Sterling Brands

Study Dates: October 16th to November 17th

Sample Sizes: 45 Moms in online bulletin boards; 4,186 Moms for online survey; 600
Moms in BabyCenter Panel
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Summary & Marketing Implications

Search is Always On for Moms — A very unigue window opens up
when women become Moms. Connect with them via search
1 whenever they are looking.

Getting Behind Mom’s Recipe Search Intentions — Moms frequently
2 search based on ingredients they have on hand rather than on
branded terms.

Moms Play the Coupon Game — Online coupons have the ability to
activate trial, brand switching and repeat purchase. Build an online

3 coupon strategy.
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When it Comes to CPG, Moms Rely on the
Internet More than They Rely on Friends &
Family

Internet 66%

Friend, relative or colleague 64%

Other parents 53%

Magazines/Newspapers 50%

Spouse/Significant Other 49%
Your parents 46%
My children 45%
Television 43%

Books 32%

h- k Q: Please indicate all the ways you gather information for each of the following specific product categories. (CPG). N=127
thinkCPG _
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Recipes & Deals are the Top Two Reasons Why
Moms Search

48% of moms at least sometimes researches CPG related info
using a search engine (vs. 38% of non moms.)

Look for recipes 67%
Find products coupons or special offers 62%
Find where to purchase a product 58%
Request free product samples 58%
Learn about new products or offerings 53%
Read product reviews 49%
Visit a product manufacturer’s website A44%
Find nutritional information 41%

Watch cooking videos online 16%

0% 10% 20% 30% 40% 50% 50% 0% 80%

Q: Thinking about when you're online and using search engines (such as Google, Yahoo!, etc.), how often do you search
for information on the following types of products or services? (CPG) N= 1474
thlnkCPG Q: Which of the following do you do online? N=133

h Google Source: Google BabyCenter OTX Moms Survey, November 2009 Google Confidential and Proprietary 6



Moms Believe It’s Their Duty to Research
CPG...and They Enjoy It!

“As a mom, and the chief shopper, | believe it's my job”

“For me, taking care of my family is my main priority. So
when | save money, | feel like | am able to take care
of them better. | have my faults as a mother, but | can
always be counted on to find a good deal on a product.

“I think | do enjoy it [researching CPG online] because |
have a little bit of OCD. Getting the most for my money
gives me a rush that used to be satisfied with clothes
and shoe shopping.”

“I| feel like a consumer detective. | like hearing what
other people have to say.”

Source: Google Sterling Moms Qualitative Study, CPG Board, Nov 2009
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Busy Moms Search for CPG Even While In
Store

Location Working Moms
At Home 51%
In My Car 19%
At Work 29%
At the Playground 21%
At the Supermarket, Drugstore 20%
or Mass Merchant
0 :
At the Department Store or Mall 18% 26 /O of Workmg moms CondF'Ct
CPG related searches on their
At the Doctor’s office 25% mobile devices at least once a
month or more ( vs. 9% of stay at
At a Restaurant 21% home moms)

Q: How often do you use search engines for each of the following product categories on your internet enabled mobile device? (CPG) N=213
Q: Inthe last 30 days, from where did you use your mobile device to do an online search for each of the following product categories? N=96

thln kCPG Source: Google BabyCenter OTX Moms Survey, November 2009
Google Google Confidential and Proprietary 8
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Branded Recipes Make Mom Click on Brand
Sites

What drives moms to visit a brand manufacturer’s
website over another type of site?

When | am looking for a specific recipe
“‘Rice Krispy Treat recipe, Philly

cheescake recipe, Oreo Pie, etc” 69%

When ingredients | have on hand are
made by that brand

When | need a recipe | can trust for the
brand of ingredients | have on hand

Q: When using a search engine to find recipes, under which of the following scenarios would you be
most likely to use the search results to visit a brand manufacturer’s website (e.g. KraftFoods.com,
Campbell’'s.com)? (select all that apply) #%

(Base: Those who use search engines to find recipes, N = 412) ! ]
Source: BabyCenter Mealtime Mom Survey, Jan 2010

thinkCPG
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Moms Visit Food Community Recipe Sites to
Spark ldeas

What drives moms to visit a food community recipe
website over another type of site?

When I'm not sure what I'm going to

make and want to ask for ideas 76%

When | am planning to go grocery
shopping for the recipe anyway, so I'm
not sure which food brands I'll be using

When | need recipes rated by others

When | want to share a recipe of my
own

Q: when using a search engine to find recipes, under which of the following scenarios would you be most likely to use
the search results to visit a food community website (e.g. AllRecipes.com, FoodNetwork.com)? (select all that apply)
(Base: Those who use search engines to find recipes, N = 409) : y

e Source: BabyCenter Mealtime Mom Survey, Jan 2010
thinkCPG y y
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Moms Want to Make Use of Ingredients on
Hand

Out of Mom’s last 10 recipe searches...

B A brand name in the search term, e.g. “Rice
Krispy Treat recipe”?

17%

A keyword in the search box that would
include an ingredient that you have on hand
or were hoping to use (e.g. bell peppers)?

43%

37%
32%
18%
1%
I
1to 2 3to4 Over 5

Q: When thinking of the last 10 searches you've conducted related to recipes, how many of them included... g
(Base: Those who use search engines to find recipes, N = 412) 5]

W
thinkCP@G Source: BabyCenter Moms & Search Study, November 2009. Source: BabyCenter Mealtime Mom Survey, Jan 2010
Google Google Confidential and Proprietary 12
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Moms Play “Beat the Register”

“| like playing beat the register, | consider saving $60 on a shopping trip a win. | was
using coupons before the economy tanked, but then | had to get creative and shop
sales and more than one store to get the best prices, it used to annoy my husband, but

» n

now that he sees how much | save, he points out sales and coupons.”.

“I definitely play the coupon game. | spend a lot of time researching deals and organizing
coupons. | also love using coupons. | grew up with my Mom using them and now I've

taken it to another level.”

of Moms look for coupons or deals
online

Q: Which of the following types of sites do you use to look for coupons or deals online? (please select all that apply) (Among those who use
coupons and feel more positive about brands that offer them coupons or deals, N =587)

th"‘]kCPG Source: Google BabyCenter OTX Moms Survey, November 2009, Google Sterling Moms

Google Qualitative Study, CPG Board, Nov 2009

Google Confidential and Proprietary
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Coupon Sites and Search Engines Connect
Moms to Deals More Than Social Networks

Coupon sites (e.g. Coupons.com)

37%

Search engines

Pregnancy and parenting sites
(e.g. BabyCenter.com)

Social networking or community
sites (e.g. MySpace, Facebook,
BabyCenter Community)

Personal blogs

Q: Which of the following types of sites do you use to look for coupons or deals online? (please select all that apply) (Among those who use
coupons and feel more positive about brands that offer them coupons or deals, N =587) '? .

Source: BabyCenter Study on Google Search, Nov 2009

thinkCPG
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Moms Think They Have Brands Figured Out

“When a new product hits the
shelf there Is usually coupon
there to get it at a cheaper price.
| like to try things then because
the price will go back up
later and | don't feel bad on
having bought the item if my
family doesn't like it.”

Source: Google Sterling Moms Qualitative Study, CPG Board, Nov 2009

thiGnlfCPG



Coupons Activate Brand Trial & Switching

“Coupons are a big factor in my trying “If one company has
a new product. Like the new Bounce a coupon and another doesn't -
Dryer Bar, | received a great coupon often I will buy the item

and couldn't wait to try it.” with the coupon.”

T hik kit

Q: Let’s pretend you are loyal to a particular brand of product, and then a new brand of the same
product offers you a coupon. How likely would you be to try the new brand? (Amongthose who use
coupons, N =61 %
Source: Google Sterling Moms Qualitative Study, CPG Board, Nov 2009, BabyCenter Study on Google Search, Nov 2009-% '

7 out of 10

(71%) would
switch from a
brand they were
loyal to, to a new
brand, if given a
coupon for it

thinkCPG
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Moms Take Note of Sponsored Search Deals!

If sponsored search produces a needed coupon, 59%
would click on it and 22% would return for it later

959%

Click on the sponsored Go directly to the Come back later to None of these
search link brand or product’s search for the coupon
website by typing inthe  again when | was ready
URL in your browser to buy the product

Q: If you saw a coupon on a sponsored search result, for a brand or product you need to buy, what
would you do? (select all that apply) (Among those who use coupons, N =573) f \

Source: BabyCenter Study on Google Search, Nov 2009 |

thinkCPG
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Online Coupons Trigger Repeat Purchase
Behavior for Moms

7 out of 10

(71%) will buy a brand twice, after trying it once
with an online coupon.

T hik kit

Q: Have you ever used an online coupon for a purchase, and then gone back and purchased the
same brand again later? (Among those who use coupons, N = 593)

£
Sources: BabyCenter Study on Google Search, Nov 200¢ ¥

thinkCPG Google Sterling Moms Quialitative Study, Nov 2009
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Moms Share Coupons Through Search

40% share coupons with other moms; 41% share
coupons with other moms by telling them to search for

them

67%

Tell other Hand them to Post them online Email Send them
moms to other moms in social media them to other moms
search for | know, (e.g. Facebook) through the
them in-person mail

Q: How much do you agree that you feel more positive about brands that offer you coupons or deals?
(Among those who use coupons, N =615) ?_}

Source: BabyCenter Study on Google Search, Nov 2009

thinkCPG o |
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66% of Moms feel more positive about brands
that offer them coupons or deals

Strongly agree Somewhat agree | Not sure Somewhat disagree  Strongly disagree

Q: How much do you agree that you feel more positive about brands that offer you coupons or deals? r
(Among those who use coupons, N =615) ]

Source: BabyCenter Study on Google Search, Nov 2009
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Moms Buzz About Brands

45% 37%

@ of moms say that of moms say that

there are brands there are brands
they love, and that they dislike,
that they have and that they
expressed this have expressed
online this online

tillég.‘gegfingjlcate how much you agree or disagree with the following statements - Top 2 Box.

Google Confidential and Proprietary 22



Summary & Marketing Implications

Search is Always On for Moms — A very unigue window opens up
when women become Moms. Connect with them via search
1 whenever they are looking.

Getting Behind Mom’s Recipe Search Intentions — Moms frequently
2 search based on ingredients they have on hand rather than on
branded terms.

Moms Play the Coupon Game — Online coupons have the ability to
activate trial, brand switching and repeat purchase. Build an online

3 coupon strategy.
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