




hitting the brakes on the “me” revolution
Our findings indicate the U.S. has crossed a critical cultural 
divide, one that separates everyday indulgences that are 
acceptable from a societal ethos that turns a blind eye to greed. 

For the last few years, there have been a number of cultural trends 
that demonstrate a belief that Americans deserve to regularly 
indulge.  During this time, many more Americans were able to 
purchase bigger homes, better cars, and enjoy other luxuries of 
life than had ever done so before. Most moms believe this culture 
contributed to the financial crisis we are in. What’s more,  
a majority believes most Americans are too greedy.  

But the pendulum has begun to swing the other way. With moms 
taking the lead. In this countercultural trend, moms see themselves 
as shunning greed and are putting family needs before their own.

believe the majority of Americans were 
encouraged to overextend themselves

believe the average American is too greedy

believe they are less greedy than the 
average American

believe it is more important to seek regular 
medical care for their families than self
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moms are divided over accountability
Moms do not agree on who is responsible for this crisis. About half believe lenders fooled people into taking out loans they couldn’t afford –  
while the other half believe the borrowers understood the risks and accepted the loans anyway. When asked about whether  it is 
reasonable to expect an average American has enough financial knowledge to have anticipated this crisis, moms are once again divided.
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Most of the people who are 
facing foreclosure knew they 
were taking a risk and accepted 
mortgages they shouldn’t have

Most of the people who 
are facing foreclosure 

were fooled by mortgage 
companies into taking 

loans they couldn’t afford
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47%
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The average American 
should have seen this 
coming and taken steps 
to protect themselves

It is unreasonable to expect 
the average American knew 

enough about finance 
to have anticipated this crisis
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44%

The average American 
should have seen this 
coming and taken steps 
to protect themselves

It is unreasonable to expect 
the average American knew 

enough about finances to 
have anticipated this crisis

Read our mom segment profiles defined by their  
perception of who is responsible for the  

economic downturn in street beat issue #1.3

what’s next 



get ready for the age of fiscal responsibility
This doesn’t mean stress “savings” – moms are cutting back to the essentials, even saving them money won’t help if they don’t 
see your product or service as essential.  Instead, make sure you have a clear value proposition which is relevant to moms.

unless your product is perceived to be more expensive than it really is, in which case do talk “savings”
In this instance, marketers must fix this misperception before moms cut your product or service from their shopping list.

help moms combat greed
We are at the beginning of a cultural trend. Brands that help moms resolve the tensions that exist around the idea of greed 
and what is or is not necessary will earn attention and preference. Added bonus – brands that start this conversation will get 
to frame the conversation. Could your brand be the antidote to greed?

respect the widely held belief that things are hard right now
Even those who are least affected financially are being pragmatic. Make sure that messages fit in with the general 
sentiment. Only rebel brands can afford to go against the grain.

know there is an end in sight
At least half of moms feel this will be over within the year. Don’t do anything to your brands now that you’ll regret in the near 
future. Remember, your brand will likely outlive this downturn so act wisely.

implications
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