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Mums are a powerful consumer 
group and a significant audience 
segment of our News Community 
newspaper readership- 80% of 
local mums read their local paper 
over a month.* 

To provide insight into the 
relationship mums have with their 
local paper and media generally, we 
explored the emotional drivers of 
their media choices. The research 
utilised needs state theory to 
explore the emotions mums are 
feeling when they use different 
media, the ‘why’ behind the ‘what’ 
she is consuming.

We began by interviewing mums 
and identifying a range of universal 
emotional needs they experience 
when they are using media, then 
quantified these findings using 
a representative sample of 1028 
mums nationally**.

The study shows the emotional 
needs that local newspapers 
meet for mums relative to other 
media; confirming their role as 
a communications channel for 
connecting with mums. 

desire for social 
stimulation, 

enjoyment and 
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 desire to be  
responsible, 

secure and 
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knowledge 
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confident and 
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Extrovert

Introvert

Belonging Individual

Twelve emotions were 
used to identify how 

mums feel in relation 
to nine core media.

** Source: understanding Mums & Media,  
Vision Critical Australia October  2012

80% 

of mums agree th
at 

they want to know 

where to
 find what their 

family need locally**
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Extrovert

Individual

Introvert

Belonging

Weighted Media Average

Local NewspaperBase: All Respondents use media at least 
weekly. Percentages show scores for local 
newspapers. All respondents read local 
newspaper at least weekly (n=629)

Key emotional needs that  
drive mums’ media usage 
• a need for knowledge 

• a fear of missing out

• a need for relaxation

• a need to feel social

• the need to belong

The need to feel 
knowledgeable…
Mums take on a lot of the responsibility for organising 

and managing the family’s home life. So she needs 

to be knowledgeable and just as importantly, feel 

knowledgeable. The need for knowledge is the strongest 

emotion driving mums media use. The best in delivering 

to this need are newspapers – both local, metro and 

online news sites. Whilst she needs to be in touch with 

the world at large, she also needs knowledge close to 

home and the local paper has a unique role to play in 

resourcing her life. 

“There is security and 
comfort in knowing  
what’s going on.”   Local Mum 

The need to feel that she 

is not missing out…
As a parent mums are making decisions every day that 

shape not only their own lives but their children’s lives 

as well. So mums need to feel that they are making 

the best decisions  and choosing the best options. She 

wants to ensure that she and most importantly her 

whole family is not missing out. To help satisfy this 

need they look to media -  social media, online news 

and local newspapers.

WheN MuMS ARe uSiNg 
MediA* They feeL...

“Is this the right 
place? Are my kids 
in the right school? 

Have I made the right 

decisions in my life?”

*Media included in this study: Local Newspapers, Metro Newspapers, Online News, Radio, 

TV, Magazines, Outdoor, Shopping/Searching Online, Online Social Media.
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ART EXHIBITION

Artspot at Avalo
n Recreation Centre, 59A

Old Barrenjoey Rd, A
valon. Work of 15 local

PCAmembers. Exhibition
until Sunday,

January 13.Det
ails: 0407 270 365.

LIFESAVING CARNIVAL

The Palm Beach NewYear Open and Boat

Carnival is on today bringing clubbies

together from across the peninsula.

Registration is from 6.30am. Competitors

will start from under-13s and go right

through tomasters.Details:

0411 727 242.

SATURDAYSUNSETS

The Newport Arms’ beer garden on Kalinya

St, Newport is at its bes
t at this time of

year. Every Satu
rday from 4pmuntil

sunset, there are live DJ sets. Artists

include Kane Kirby and Akuna.

Details: 9997 4900.

CITY CHOIR PERFORMANCE

The Sydney Philharm
onia Choirs are

performing evocativemelodies from

Handel’s opera,
Semele, at the Queen

Victoria Building
. The QVB domewill form

the backdrop for a rousing freemusical

performance from 11.30am onwards.

Details: sydney
festival.org.au

PUPPET SHOW
Sydney Opera H

ouse hosts live, glow
-in-

the-dark puppe
t show ImaginOcean. The

re

are two sessions today (
10am and noon)

Details: 9250 7777.

SYDNEY FESTIVAL

What better way to get in the groove of the

Sydney Festival
thanwith a little bit of

dancing? Held at the Domain tonight from

7-11pm, is the Daptone Super Soul Revu
e –

a huge outdoor dance party. Acts will

include Sharon Jones & The Dap-Kings,

Charles Bradley
, Menahan Street Band

Budos Band and Sugarman 3.

Details: sydney
festival.org.au

Sunday

OCEANSWIM
Newport is hosting the

latest leg of the

Pittwater Ocean

Series. Hundred
s are

expected to turn out

for the event which

has 2km and 800m

swims.
Details:
oceanswims.com.au

FOODMARKETS
The Frenchs Forest

Organic FoodMarkets

are on today from 8am-1pm. Themarkets

offer a great sel
ection of fresh produce as

well as adjoining fashion stalls. The

markets are held at The Parkway Hotel,

Frenchs Forest.

Details: 9999 2226

TENNISACTION
The APIA International Sy

dney Tennis

Tournament begins at th
e Sydney Olympic

Park Tennis Cen
tre today. The event will

include some of the top tennis players in

theworld ahead of the Australian Open.

Cost: from $27.90Details:

apiainternation
al.com.au

A-LEAGUE STARS

SupportWestern SydneyWanders FC as

they take on themight of Central C
oast FC

at Parramatta Stadium. Kick-off at

6pmCost: from $10Details:

premier.ticketek.com
.au

▼The Frenchs

Forest Organic
Food

Markets are on

Sunday, offerin
g

fresh food to

kickstart your

healthy new year.
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SPECIALIST

LOG BOOK SERVICING & MECHANICAL REPAIRS

• FORESTER • IMPREZA

• LIBERTY • OUTBACK

Qualified Technicians

ONSITE DIAGNOSTIC EQUIPMENT

9452 6040

FORESTVILLE AUTOCARES P/L 6 COOK ST. FORESTVILLE LK 2087

(AT SHELL FORESTVILLE) 

OPEN MONDAY - FRIDAY 7.30AM - 5.00PM

2269474m 22/1

The Love Connection 

 Island Night Autism Fundraiser on

Saturday 2nd February 2013 at 6pm.

EARLY BIRD SPECIAL

Purchase before the 14th January and get 30% off your ticket 

which is usually $120 per head $10 from every ticket sold will be 

going to AUTISM.

           Special Appearance By Paulini 

ON BEHALF OF  

ASPECT AUSTRALIA

www.stickytickets.com.au/9785

Need to entertain

    the kids?

Our What’s On 

calendar is packed 

with local events and 

things to do.

The need for relaxation…
We all need to relax and have down time from our  busy lives; mums probably need to relax more than anyone. Media can be a great source of relaxation, offering an escape from everyday pressures.   Not surprisingly media most aligned with entertainment rated highest in meeting this need - TV, magazines and radio topped the list. however, mums also indicated that they find the local newspaper a relaxing read, which they read in their down time.

“When I am 
reading my 
local paper, 
it’s down time. 
Relaxed time.” 

Local Mum 

J

The need for social contact…
Becoming a mum can mean that your time is no longer your own and this means less opportunity to talk and socialise with friends. When they can’t socialise in person, mums use social media to help fulfil this need for social contact. Radio also delivers to this need along with magazines, plus her local newspaper is important for her local networks and keeps her finger on the pulse of what’s going on locally. 

The need to belong …
To feel a sense of belonging is a universal need and it drives us all to connect with others. Social media is built on this need by enabling easy contact with friends and like minded people. Mums look to social media to keep them connected to friends, whilst the local paper supports their need for belonging in a grass roots local context. 

“I love to read about the things that touch my life and things to do with the kids.” 
Local Mum 

“My community feels to me like an extended family”
Local Mum



onions and ga
rlic

milk
multi-grain brea

d

brocolli and 
asparagus

sour cream
pumpkin
 chicken drumsticks

salmon pieces

tissues
toilet paper
washing powder

 porridge

passata
spaghetti
 tea bags 
sugar
honey
ice cream (maybe)

stock
juice
potatoes

Need media 
average primary media media 

average secoNdary media media 
averageKNOWLEDGEABLE 41%

METRO PAPER
ONLINE NEWS

LOCAL PAPERS

77%
69%

65%

SEARCHING/SHOPPING ONLINE
OuTdOOR

MAGAZINES 

44%
38% 
36%

NOT MISSING OUT 28%

SOCIAL MEdIA
ONLINE NEWS

LOCAL PAPERS
METRO PAPERS

49%
45%

40%
31%

RAdIO
SEARCHING/SHOPPING ONLINE

Tv
MAGAZINES

22%
20%
19%
19%RELAXED 42%

Tv
MAGAZINES 

RAdIO 

86%
74%
60%

LOCAL PAPERS
METRO PAPERS
SOCIAL MEdIA

41%
33%
33%SOCIAL 22% SOCIAL MEdIA

RAdIO 
69%
28%

MAGAZINES 
LOCAL PAPERS

20%
19%BELONGING 12% SOCIAL MEdIA

LOCAL PAPERS
41%

26% RAdIO 13%

hOW MediA CONNeCT  WiTh MuMS’ NeedS
Each media meet the emotional needs of mums’ in differing ways and can fulfil complimentary communications roles in connecting with mums. Local newspapers are unique in that they are the only  media that help mums resource their family’s life locally. 

m



Read a magazine

Read a metro or national 
newspaper (in print)

Read your local newspaper

Shopped or looked for 
information online

Read online news or 
newspapers online

Used social media

Watched TV

See outdoor advertising

Listened to the radio

 

The Receptivity Window  
Print media is consumed with the highest focus  
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Q10. What else do you typically have on at the same time when you use each of the following media? Base: All respondents using media at least weekly (n=1028) 
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Nothing else, just  
focusing on that media

eNgAgiNg MuMS

MAG
OutdOOR

Mums lead busy lives so they are big multi taskers 
and this applies to media as well. Reading is a focused 
activity and they told us that they are most likely to 
solely be doing this activity when reading magazines, 
metro papers and their local newspaper. 

They are often busy tending to their children’s needs 
so that TV, radio and outdoor in particular are often 
background media.

in terms of using multiple media at the one time, online 
media and watching TV are the media most likely to be 
done whilst using another media. 

STudy MeThOdOLOgy 

Phase 1 – Qualitative Interviews 
in person interviews to understand how Mums use various media throughout their day and to scope out the range of emotions mums experience when using media.

Phase 2 – Quantitative 
Online survey of 1028 mums.  52% from the Know the Locals Panel, all local newspaper readers.

48% from external sample, primarily light or non local newspaper readers with a booster sample on newspaper readers in age categories under-represented by the Know the Locals Panel. 
data is weighted to be representative of Australian Mums on age (18-29, 30-39, 40+), working status (working, 

not working) and local newspaper readership (once per week or more often, 1-3 times per month, less often or never)

interviews collected between October 8, 2012 and October 18, 2012

Understanding Mums & Media, Vision Critical Australia, October 2012

What else are mums doing when they are...

Print media 

is consumed 
with the 

highest focus



feeling connected to their community
For most mums, feeling connected to their local community means:

Knowing where to find what their family needs locally 80%
feeling safe in their local community 80%
Knowing what opportunities are available for their family locally 72%
Knowing people in the their local neighbourhood 67%
Knowing where to find the best prices available locally 66%

getting the most out of where they live...
They love to read about:

Local events 96%
Local shopping 96%
Local specials 95%
Local crime 91%
Savings coupons they can use locally 90%
health & fitness 89%
food & Cooking 88%
Local people 87%
Local restaurants and cafes 84%
Local schools 81%

her local paper is the media 

that helps her support her 

family’s everyday, local needs. 

Source: understanding Mums & Media, Vision Critical Australia November 2012

75% of mums 

agree it is important 

for mums to know 

what is going on in 

their family’s local 

community. 

79% of mums 
agree that their local 
newspaper helps 
them get the most out 
of where they live.

Two out of 
three mums 
do most of 
their living 
locally.

MuMS     LOCALl
a

64% say it’s important to  them to feel connected to their 
local community.
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NSW (Head office)
2 Holt Street,  

Surry Hills, NSW 2010

Phone: (02) 9288 1249

Victoria
Level 7, 40 City Road,

Southbank, VIC 3006

Phone: (03) 9292 3283

Queensland
Cnr Mayne Rd & Campbell 

St, Bowen Hills, Qld 4006

Phone: (07) 3666 7416

South Australia
31 Waymouth St,  
Adelaide, SA 5000

Phone: (08) 8347 5722

Western Australia
37 Stirling Street,  

Perth, WA 6003
Phone: (08) 9237 1644 

Northern Territory

11 Palmerston Circuit,  

Palmerston, NT 0831

Phone: (08) 8944 9940 

www.newsspace.com.au     
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