
Nudgenomics

The Psychology Behind Getting
Mother’s Day Right



More options don’t help shoppers decide—
behavioral science shows it’s the cues that
make a choice feel right, fast.
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Mother’s Day Isn’t a Messaging Moment.
It’s a Decision Moment.

Mother’s Day is one of the most emotional—and most
mis-marketed—moments of the year.

Brands default to “Thanks, Mom.” Shoppers scroll endless
gift guides. The experience often creates pressure, not clarity.
Because beneath the occasion is a real, often unspoken tension:
The fear of getting it wrong.

For the giver, the process is fraught with potential disappointment.
The wrong gift may signal a lack of thought, care, or understanding.
Shoppers hesitate, overthink, or play it safe. Avoiding this calls for
better decision design.

The most powerful
Mother’s Day messages
portray reactions,
not products.



A M P   |   M O T H E R ’ S  D A Y  2 0 2 6 A M P A G E N C Y . C O M

Using NudgenomicsTM, a proprietary methodology that blends behavioral science with
strategy design, we reframed Mother’s Day marketing messages as a system of nudges.

But instead of asking what people say they like, we measured something more predictive:
how messages perform in the moment of decision.

From Messaging to Decision Design

We tested a range of Mother’s Day headlines across key behavioral triggers:

Elevation (signaling identity & pride)

Narrative Transportation (spurring visualization)

Scarcity (tapping into urgency & timing)

Play & Curiosity (promising discovery)

Novelty (leveraging the appeal of newness)

Simplicity (creating ease & defaults)
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The Nudge Impact Score™

How We Measured Impact:

Traditional research captures conscious opinions. But real decisions—
especially emotional ones—happen faster and more instinctively.
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To capture this, we used implicit testing to measure real-time responses to each message.

From this, we developed the Nudge Impact Score™, a composite score that reflects how effectively

a message drives decision-making by combining:

How to Read the Scores

60 = Average performance

65+ = Strong, decision-driving performance

Speed is critical. The faster a message is processed and accepted,

the less friction it reduces—and the more likely it is to drive action.

The evidence confirms that the winning Mother’s Day message isn’t the one people like most, but rather the one that feels right fastest.

Attention       Does it stand out immediately?

Speed       How quickly does it feel right?

Purchase Intent       Does it move someone closer to action?

Emotional Appeal       Does it resonate on a human level?

A M P A G E N C Y . C O M
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1 The top-performing message:

“Picture her joy on this special morning.” (69.95)

Followed closely by:

“Give Mom the recognition she truly deserves.” (69.84)

“Imagine the smile when she opens this.” (69.24)
The strongest performers were emotionally vivid, outcome-oriented,
and confidence-building. When shoppers can clearly picture the moment
going right, uncertainty drops—and action increases.

Emotionally Vivid Moments Win

What Actually Drives Mother’s Day Decisions
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2Two nudges consistently outperformed:

Narrative Transportation and Elevation.

Narrative Transportation and Elevation Lead

Both address the core tension: “Am I getting this right?”
Narrative Transportation reduces doubt by showing the
outcome, while Elevation reinforces identity and meaning—
turning products into proof of care.

What Actually Drives Mother’s Day Decisions
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3Simplicity Works—But Only When It Feels Right

Simplicity-driven messages performed well,
but only when paired with emotional reassurance.

In the context of an overtly emotional gifting need,
they’re looking for simple and just right.

What Actually Drives Mother’s Day Decisions
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4
What Actually Drives Mother’s Day Decisions

Discovery, Novelty, and Urgency Fall Short Alone

Messages focused on novelty, urgency, or discovery underperformed
when they didn’t resolve decision risk.

Without answering the question, “Will this actually land?”
they create exploration—but not confidence.
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The most effective messages reduce doubt and promise success.

The Real Insight:
Shoppers Want Assurance, Not Options

Mother’s Day shoppers are in validation mode, looking for signals that say:

This will work

She’ll love it

You got it right
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Lead with the moment,
not the product.1

Implications for Brands

Replace more choices
with better signals.2

Use scarcity to guide—
not pressure.4 Treat Mother’s Day

as a design decision.5

Design for confidence,
not just convenience.3
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Behavioral science shows that in high-stakes, emotional decisions,
people don’t want more options. They want and need signals that
reduce uncertainty and help them feel confident, fast.

The brands that win won’t be the loudest or the most promotional.
They’ll be the ones that understand how decisions actually happen—
and design for them.

Because in the end, the most powerful message is the one that
instantly, instinctively tells them:

Closing Thought

“This is the right choice.”


