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Moms and Media 2020

ÅTaken from the Infinite Dial series which dates to 1998 and is the longest -running 
survey of digital media behavior in America

ÅData for mobile behavior, smart speakers, social media, online audio and more before COVID -19

ÅA new, supplement survey completed in April 2020

ÅInsights on media habits and consumption among Moms during COVID -19
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Study Methodology
ÅIn early 2020, Edison Research conducted a national telephone survey of 1,502 people aged 12 and older, 

using random digit dialing techniques to both cell phones and landlines (U.S. Population 12+)

ÅData weighted to national 12+ U.S. population figures

ÅIn addition, Edison Research also conducted a national online survey of 3159 people aged 12 and older (U.S. 
Online Population 12 +)

ÅOnline data weighted to match the Infinite Dial telephone demographics of those with internet access 

Åהāɿɲו Ɇʮ ǿȇȷɆɴȇǿ ǁʮ ǁ ˣɿɲǁɴ ɁǁˢɆɴȺ ǁ ǸɁɆɠǿ ˋɴǿȇʦ ҥҬ ɠɆˢɆɴȺ Ɇɴ Ɂȇʦ household

ÅThe sample yielded 220 Moms from the telephone survey and 467 Moms from the online survey

ÅEdison recently surveyed an additional 326 Moms in a national, online study to get perspective on media 
habits during the COVID -19 pandemic
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The Moms sample:  Age

18-24
4%

25-34
29%

35-44
39%

45-54
21%

55+
7%

AVERAGE AGE OF MOMS: 40
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The Moms sample:  Employment status

Full -time
52%

Part -time
18%

Homemaker
18%

Other*
12% (*temporarily unemployed, student, retired, other)
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Devices
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

own a smartphone
89% of Moms
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Moms show strong tablet ownership

Yes
69%

No
31%

% OF MOMS WHO OWN ANY KIND OF TABLET
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One third of Moms own a smart speaker 

Yes
33%

No
67%

% OF MOMS WHO OWN ANY KIND OF SMART SPEAKER
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

own an average of  two speakers

Smart Speaker Moms
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Most Smart Speaker Moms own multiple
H OW MANY VOIC E ENABLED SPEAKERS DO YOU H AVE IN YOUR H OUSEH OLD?
B A S E :  M O M S  W H O  O W N  A T  L E A S T  O N E  S M A R T  S P E A K E R

One smart speaker
41%

Two or more 
smart speakers

59%
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some form of voice operated
67% of M oms use

I N F I N I T E  D I A L  P H O N E  S U R V E Ypersonal assistant
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I N F I N I T E  D I A L  O N L I N E  S U R V E Y

wireless earphones or headphones
58% of Moms own
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I N F I N I T E  D I A L  O N L I N E  S U R V E Y

a Bluetooth -enabled fitness tracker
32% of Moms own
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āɿɲʮ ǁʦȇ ˋʮɆɴȺ ʻɁȇɆʦ ǿȇˢɆǸȇʮ הɲɿʦȇו ǿˋʦɆɴȺ ʻɁȇ WěƗÌ^-19 pandemic

67
63

53

34

21
16

Television Smartphone Computer Tablet Smart Speaker AM/FM Radio

% OF MOMS USING EACH DEVICE MORE
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their children are using new

49% of Moms agree

technology and devices during the
COVID-19 pandemic
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Internet
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

internet access from any location

94% of Moms have
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

access the internet from their 
82% of Moms

cell phones



T H E  I N F I N I T E  D I A L    ©  2 0 2 0 E D I S O N  R E S E A R C H  A N D  T R I T O N  D I G I T A L

# MomsAndMedia

I N F I N I T E  D I A L  P H O N E  S U R V E Y

S E L F- R E P O R T E D  A V E R A G E  T I M E  S P E N T  W I T H  M E D I A  I N  T H E  L A S T  2 4  H O U R S

Moms spend ֠

2 hours

watching television
21 minutes40 minutes

listening to radio

1hour
53 minutes
using the internet

3 hours

Daily, 
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they are spending more time daily

68% of Moms say

using the internet during the
COVID-19 pandemic
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Social Media
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87% of Moms
In 2020

I N F I N I T E  D I A L  P H O N E  S U R V E Y

use some kind of social media
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73
78

86 88
93

89 92
87

2013 2014 2015 2016 2017 2018 2019 2020

Moms remain social
% OF MOMS WHO USE ANY SOCIAL NETWORKING SITE OR SERVICE
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Social site usage is mainly stable fo r Moms
% OF MOMS WHO CURRENTLY EVER USE EACH SOCIAL NETWORKING SITE OR SERVICE

84

47

37

29

22

21

79

54

44

34

27

25

81

63

53

33

25

23

81

50

50

31

26

18

Facebook

Pinterest

Instagram

Snapchat

LinkedIn

Twitter

2017
2018
2019
2020
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72 69
64

69

2017 2018 2019 2020

·ǁǸȇǷɿɿɝ ǷɿˋɴǸȇʮ ǷǁǸɝ ȷɿʦ זˋʮȇǿ ɲɿʮʻח 
among social media Moms
% OF MOMS WHO USE SOCIAL MEDIA AND USE FACEBOOK MOST
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they are grateful for  social media

56% of Moms agree

during the COVID -19 pandemic
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social media is their main source

39% of Moms agree

for staying up to date on the
COVID-19 pandemic in their community
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Online Audio 
and Other Media Habits
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74

61
53

80

71

59

84
76

69

87

74
70

83
76

70

Ever In the last month In the last week

2016 2017 2018 2019 2020

Weekly online audio listening holds steady for Moms
% OF MOMS WHO HAVE LISTENED TO ONLINE AUDIO
O N LIN E  A UD IO  IN CLUD E S  A M / F M  RA D IO  S TA T IO N S  O N  TH E  IN TE RN E T A N D  I N TE RN E T - O N LY  A UD IO  S O URCE S
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

O N L I N E  A U D I O  I N C L U D E S  A M / F M  R A D I O  S T A T I O N S  O N  T H E  I N T E R N E T  A N D  I N T E R N E T - O N L Y  A U D I O  S O U R C E S

listening to online audio
14 hours and  49 minutes 
Moms spend
Weekly, 

B A S E :  M O M S  W H O  L I S T E N E D  T O  O N L I N E  A U D I O  I N  T H E  L A S T  W E E K  A N D  G A V E  A N  O P I N I O N
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37

21
14

46

29

19

53

33

19

56

33

21

57

39

24

Ever In the last month In the last week

2016 2017 2018 2019 2020

Podcast listening continues to gain among Moms
% OF MOMS WHO HAVE LISTENED TO A PODCAST
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78 78 78

2018 2019 2020

AM/FM Radio holds again for Moms
% OF MOMS WHO HAVE LISTENED TO AM/ FM RADIO 
EITHER OVER THE AIR OR ONLINE IN THE LAST WEEK
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

have listened to an audiobook
48% of Moms
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I N F I N I T E  D I A L  P H O N E  S U R V E Y

Moms who listen to
audiobooks average seven

per year
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it is hard to find time to listen to online audio

25% of Moms agree

like podcasts and music during the
COVID-19 pandemic
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Relaxation and 
enjoyment

74%

To stay informed 
about COVID -19

26%

The main reason Moms listen to audio during COVID -19 pandemic
AUDIO INCLUDES AM/FM RADIO,  ONLINE AUDIO SOURCES AND PODCASTS
B A S E :  M O M S  W H O  L I S T E N  T O  A M / F M R A D I O ,  O N L I N E  A U D I O  O R  P O D C A S T S
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Moms get relaxation and entertainment from media during COVID -19 pandemic 

74
68 65

61

Audio Social Media Television Internet

% OF MOMS WHO USE EACH TYPE OF MEDIA FOR RELAXATION AND ENTERTAI NMENT
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The New Normal 
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A new normal for Moms during COVID -19 

ÅSheltering in place has elevated the need for technology

ÅChildren and their media needs come front and center

ÅMoms take advantage of ways to stay in touch

ÅConnecting with old media habits can be a challenge

ÅThe need for relaxation and entertainment is driving media consumption


