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Small businesses started by moms have a built-in advantage over big brands when
reaching out to their target market: they are their target market. REBECCA HARRIS talks to
‘mom-preneurs’ about how to connect with this coveted audience

n odd fact made its way into a Twitter discussion Julie
Cole was having aboul foad: she admitted she's never
had a milkshake. Her followers chimed in with their
own examples of common fare they've never had;

poutine, a Twinkie, coffee, ketchup,

Cole, the co-founder of Hamilton, Chnt -hased
Mabel's Labels and mother of six, tumed the discussion into a blog post at
Mabelhood.com, where h||t'c*~£]:-:|,'lt|l.'x| on the topic af “weird food kids love.”
wriling, "ty kid loves hot dogs but i the form of a cold wiener straight

from the fridge.”

Conversing on Twilter, she says allows her to have "real live relationships”
with her customers, noting that 80% of her activity on Twitter and Facebook
is personal and 20% is promoting products. “Twitter allows vou to engage
with vour community without it all being a pitch.”

For this reason, Cole believes it's harder for the “big muns™ o connect witly
moms, “I von're that 35-vear-old guy in a suit and vou're ining to connect
with moms, maybe you can do it but it’s really hard if you're not part of

the commumity,” suvs Cole. *It's all about engaging in an authentic way

And it's easy for people like me 1o do hat with their customer base becanse

they're me.
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Certainly, large corporations are making strides in connecting with moms.
LM Canada, for example, has a successful blogger outreach program and
moms are lovin® MeDonald's “Quality Correspondents” program, in which
igroup of mothers participate in behind-the-scenes field trips to MeDonald's
operations and then blog about it

But it's that personal connection—the sense that mem entrepreneurs are
“Just like us"—that gives companies like Mabel's Labels the edge aver big
brands when it comes to connecting with moms. And let's face it, people
are more apt to share ancedoles aboul their kids' weird eating habits with
@ulicCole than @GMCanada

"l is very easy to build trust and eredibility when vou're talking aboul
vour business from a very personal place, and small companies almost always
start from a very personal place,” says Kim Page Gluckie, founder of Calgary-
hised MPowered Marketing, which provides consulting services to female
amall business owners. “Big companies have lavers of hierarchy and have to
approve messages and try and fita brand mould... [IVsa challenge to] sound
like anything other than a company trving to sell a product.”

(f course, Tweets alone won't push product, and one advantage big
marketers have is big budgets. So how do mom-run businesses zet the word
out? Most rely on word of mouth, which is a “really powerful way for any
marketer (rving to reach moms,” savs Sarah Morgenstern, a former MAnage-
ment consultant who founded Sav Mom o 2004 ;|||||;|u with Minnow
Harmulton, who previously had a career in advertising,

Arecent survey by Savvy Mom found that 94% of moms consider friends’
recommendations when making a purchase decisions: 19% said they “very
often” rely on recommendations from friends, 35% said “often” and 40%
aid “sometimes.”

Savvy Mom, an online publication that offers “solutions for moms”™ across
Canada, relics on word of mouth to promote its own business. “We've never
done any traditional advertising,” savs Morgenstern. “1ts not as effective.
You're competing against a lot of other ads, whether VOUTE 1N & magzine
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oron a website, s hard to el oUr imessaging across i i one-prg
banner, bul vou can et e message from one fiend to another”
-\iillgi'll~|q'l'll notes thal most af Savey Mom's 40,000 newsletter subscrilers
have come from word of mouth, “We want the content to be pood enough
that someone will recommend it to another mom,” she savs. “We don’t want

1o have H),000 e-mail addresses that we got through a contest, We want to

hive [addresses| of peaple who trost our editorial team as the go-to people |

for their mom dilenmmas.”

Cole agrees that word of mouth is “absolutely the best way” of getting
fhe tmessage ouk “People are more reluctant (o trust traditional media,” she
wys. “Ldon't buy anything without going to my mama panel of influencers
and | know a lol of people who don’l buy anything without consulting me
tecause 1 runa [child-focused company and [ have six kids.”

When Mabel’s Labels opened for business seven vears ago, Cole and her
feam, with no money for advertising, wrote a letter and sent it 1o CVETYINE
they knew, and asked them to Ppass 1t along,

By 2008, Mabel's Labels” word of mouth efforts were shightly more sophis-
ficated after launching Buzzmama, a markeling program that allows moms
bo earn free Mabel's Labels products when they spread the word about (he
eompany. There are currently more than 2,500 “Buzzmamas” in the pro-
gram. Participants submit details about the conversations they've had about
Mabel’s Labels and eam free ||||H]|||'r.~.

“We found that our customers who were dedicated to us were our best
ddvocates,” says Cole. “So we thought, ‘We've got people who are doing this
for us anyway. Lel’s reward them, inspire them and help them spread the
Mabel word ™™

Even if she had a big marketing budget today, Cole savs the company still
wouldn't splurge on splashy ad campaigns,

“heven years ago, we would have liked to have done more traditional
advertising. But at the time, Twitter wasn't there, Facebook wasn't there.
Those ways of reaching our customers weren't there. Now that we have

these amazing social media vehicles to better embrace our word-oEmeonth
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Need a media expert that
knows how to talk to moms & kids?

We've been helping Mational advertisers target women

and kids, with media planning and buying, grassroots

event marketing and sampling programs since before
High School Musical made tweens swoan

We're the name behind the breakihrough platiorms
CAMPLING®, Cottage Country Sampling and Mama Media's
Mational Summer Sampling programs
Does your brand need a little marketing TLC?

Give Lisa Viogel a call

416.488.7879 | lisa@mamamediainc.com | mamamediainc.com
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Mabel's Labels co-founder Julie Cole and her son Clancy; a sampling of the
much-talked-about labels

strategy, it's just been fantastic.”

Of course, marketers can't force positive word of month—vou have to have
1 great produet 1o begin with, “But you can get that product by listening to
mioms, too,” savs Savvy Mom's Margenstern. "Asking vour consimers whal
they think of your product and letting them know how you're responding
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ta that feedback goes a long way. Moms like to think they are influencing |

and improving products, that someone is listening to them and what they're
saving is actually making a difference.”

Rebecea Brown, founder of Toronto-based Bunch Family, savs the key
to reaching moms is to not forget about dads. Bunch Family, which holds
evenls like dance parties for parents and kids, is carcful to direct its messaging
to the family unit as a whole, not just moms.

“Tt's true that a lot of time the moms are the decision-makers,” says Brown.
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= Yol “But moms are kind of tired of making all
gty (O the decisions for their families. There's way
i more shared parenting going on than is reflected

hack at parents through media and advertising,..
Women want brands to support themn and reflect
the equality they either have or are looking for in

their relationship with their spouse or partner. And

dads aren't really down with being portraved s clue-
less meatheads.”

One common marketer mistake is making assamptions
about moms, adds Brown, “You don’t turn into someone
else when vou have a child. You're still you and T think

there's a kind of iredness at seeing this lame, unsexy version
of parenting reflected back from the marketing world.”

Cora Brady, managing director of marketing consultancy Mom

Cenlral Canada, says marketers need to cast aside stereotvpes and

really understand their consumer, “They also need to go where the

moims are,” she says. “Its abont higuring out where thev are, what theyv're

talking aboutand then Aguring oot how to become part of their communiby
or add value to their communiky.”

Cole agrees that marketers need to understand their market more deeply,
“They have to understand that moms are very lech-saviy so to approach them
as though we are not is a mistake and it can be condescending and insulting,”
she says, “So vou need to know that moms are online and moms get it

And when it comes lo social media, “they have to get the right person
representing them. People sniff out a fake. If people sense that they're nol
authentic they will lose trust and they will move on, They will disengage.”

More importantly, “vou've got to be very careful because one bad Tweel
can do a lot of damage,” says Cole, "We are a ruthless erew and you don't
mess with the mamas,” ]
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