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The Brand parenting of Moms

Over 80% of  moms control total household spending
‐ ‘Before women go shopping they go CROPing looking for Credible Opinions’
: Ketchum

Very powerful networking with others
‐ 77.9% of moms have an average 5.5 of community with on & off line
Passion which wish to parent the brand as parent child of their own
Eager to participate in communication program as a consumer
‐ Even though highly‐educated, having expert job,
49.9% of mom stop working after first baby.

N=586, www.azoomma.com N=3,802, Korea Institue for health and social affairs
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The Brand parenting of Moms

Moms are fully 
influenced
by Word‐of‐Mouth
in all the process
of consumer 
behavior

Action:
WOM > Internet
Usage > Sampling
> TV‐ad

5.6%3.9%3.6%Etc.
4.3%5.4%5.5%E‐mail from Friends
2.0%4.6%7.4%Radio AD
2.0%6.1%10.5%Bus & Subway AD
8.2%8.6%11.1%Brand website
6.4%9.1%12.4%Direct Mail
5.9%11.1%13.3%Magazine Article
4.2%8.1%13.3%E‐mail AD
4.7%9.3%14.5%Banner AD in Internet
8.5%13.3%17.3%Newspaper Article

19.2%16.0%18.2%Experts Referral
6.2%14.2%22.7%Magazine AD
7.2%13.8%24.4%Newspaper AD
23.6%25.2%27.8%In‐store Promotion
36.7%33.7%32.2%Sampling
41.4%36.6%36.6%Internet Usage
58.7%60.2%54.6%Word‐of‐Mouth
35.7%54.6%82.8%TV AD

ActionInterestAttention
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The Brand parenting of Moms
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Consumer’s involvement in Brand Life Cycle

Pre‐birth

Developing
new product
Monitoring
Early‐adopter
Pre‐Study

Brand Loyalty

Word‐of‐Mouth

Brand Experience
Grassroots
Influencer
Sales promotion
Community
* Sister product launching

Birth of 
the sister product
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From Pre‐birth to Growing  

Corporate: CJ Corp. 
(No. 1 company in Food Category in Korea)

Category: ‘Tofu’
Brand: ‘Haengbokan Cong’ (=Happy Bean)

Market situation 
‐ Launching in April. 2005.
* No.1 brand is ‘Pulmuone’ : Over 70% in M/S
No. 2  has 7~8 % in M/S

Product Differentiation
‐No additive 
‐Manufacture by traditional method.
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Consumer,

What differs 
from others?

Duboo?
= Pulmuone’

Marketer,

Any Topics?
Any Rumors?

Duboo is 
Low‐involvement

product!

Conversation
Creation!

From Pre‐birth to Growing  
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Pre‐birth

Create the Buzz! 
Study the Brand!
Involve the Consumer!
Community!

* Character : Miss Congsooni

GuerillaPaperTM
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• Study for ‘Tofu’ product – Exam (on/off)
• On‐line Viral, Off‐line Buzz
• Give the right information to select the brand to consumer

Pre‐birth

POS

azoomma
.com

On‐line

Local
Moms

Off‐line

APT Mon
Community

Family

Local/School
Community

Online
Society

Mart
(CVS)

mall

Market
Store
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Pre‐birth
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I’m waiting
for 
‘happybean…

We are
Colleague 
in the exam 
of Tofu!

They call me 
‘Happy bean’s 
mom

Pre‐birth
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Birth = Launching

Brand Experience
Product Seeding
Evangelist Marketing
Community!

KitchenForumTM

‐Evangelist
‐Product seeding
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Birth = Launching

�KitchenForumTM

Recruiting  
: 200 Seeder

Experience Kits
‐ Card: 200 100 = 20,000

Tracking

SFSTM
‐ 3 times

Happy Duboo Party  
(During 1 month)

Word‐of‐Mouth
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Birth = Launching

WOM Reach

Seeder’s Action
T‐A. Right after party: Analysis of the Report by 200 messengers (N=195)
T‐B About 2 months later: Analysis of the Research about their action for buzz (N=84)
P1’s Action
T‐C. 1 months later: Analysis of the feedback‐data by PI  (N=4,282)
T‐D. 2 months later: Analysis of the Research about their action for buzz  (N=167)

* How
Tracking

[Consulting: Professor 
Kyoung‐ja Kim scholared in 
Consumer in Catholic 
University of Korea]
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Birth = Launching
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Birth = Launching
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Birth = Launching
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Growing…
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Growing…
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Growing…
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Growing…
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Growing…
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Growing…
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What Happened?

60.2% of WOM reach
buy  the ‘Haengbokan Cong’

The reason to buy

Taste (48.8%) > Trust (18.7%)
> No additive (15.2%)
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What Happened?

April, 2005 October, 2006

Market Share
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Constantly Parenting…..
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Questions?

Is WOM (Marketing) valid only to
new products?

WOM = Buzz?

Constantly Conversation
(by Listen & Talk)



Inus Hwang, C.E.O
Advantage Marketing Lab.
www.wommarketing.net
E‐mail. inus@wommarketing.net

Korean Mom’s Community
www.azoomma.com


