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Peanut was built to ensure that mothers had a safe space to call their own, to share
the joys and challenges of motherhood among a supportive peer basis. What that
has developed into is a social barometer for what women care about.

The Motherhood Index has been established to amplify the voices of these women.
Combining the most statistically significant survey of mothers alongside analysis of
the conversations on the Peanut platform, our aim is clear - to take a data based

approach to educating the rest of the world what matters most to mothers in 2026.

This report is produced by Peanut and Nuna: two brands built around the realities
of modern motherhood.

What the data shows is not always comfortable. 93% of mothers experience
burnout. Nearly half who needed support last year didn't receive it. 71% carry a
disproportionate share of the domestic load. And what they want from the future is
affordable childcare. Flexible work. A village.

But this report is not just about pressure. It is also about adaptation, honesty,
reinvention and not waiting to be saved. In the absence of support, mothers have
started building their own systems. Group chats. Voice notes at 2am. Communities
of strangers who end up understanding each other better than the people
physically around them.

As the only platform built to solve the most talked about problem in modern
motherhood - the lack of a village - we see this day in and day out at Peanut - and
we're not alone. We are fortunate to partner with Nuna, another brand deeply
rooted in solving issues for modern motherhood, all while acknowledging sure it's
hard, but sometimes a practical solution is as important as a structural one

Women are speaking more openly about identity, burnout, ambition, loneliness,
trauma and matrescence than any other generation. And with that, they are
becoming clearer and more uncompromising about what they need from the
future.

What emerges from this data is not hopelessness, but a generation of women
refusing to quietly absorb the realities any longer. The village may have changed
shape, but mothers are rebuilding it themselves. Through community, technology,
friendship, and brutal honesty. This shift has the power to reshape not just
motherhood, but the systems, workplaces, and industries surrounding it.

We all know that if you want
something done properly, you give
it to a mother.

Now, it’s time to listen to them.
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The Gap

Modern mothers in 2026 are more informed, more intentional, and more
connected than any previous generation. They are also more exhausted, more
lonely, and more structurally unsupported than they have ever publicly
admitted.

This is the story of a gap.

The gap between what modern motherhood demands of women and what the
world currently provides for them. The gap between the 61% who describe their
well-being as 'Good' and the 93% who experience burnout.

The gap between the village that used to exist and the community mothers are
now building themselves - on their phones, in soft play cafés, in the small hours
of the morning when the baby won't settle and there is no one else awake.

The Motherhood Index exists to name this gap, quantify it, and show where the
opportunity to close it lies for individuals, media, policymakers, brands, and
society. It is an annual, data-led report powered by the largest community of
maodern mothers, produced by Peanut and Nuna.
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EXECUTIVE SUMMARY
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Burnout s not exceptional. It is the norm.

93% of mothers experience burnout, with 58% feeling it often or
almost always. Burnout is no longer an exception or warning sign. It is
the baseline condition many mothers are functioning within.

Mothers are carrying the weight alone.

71% of mothers do more childcare and domestic labor than their
partner, 42% significantly more. 69% experienced meaningful career
disruption. 1in 10 are raising their children entirely unsupported.
These are structural defaults that most partnerships, workplaces, and
institutions lack mechanisms to interrupt.

Motherhood changesidentity atits core, and
society offers almost no framework for this.

59% of mothers feel like a completely different person since
becoming a mother. Only 2% say nothing has changed. Yet the
concept of matrescence still has no mainstream cultural framework.

What mothers want from the future is
structural change.

When asked what would most improve their experience, mothers
named flexible work (58%), affordable childcare (36%), and stronger
communities (32%). Mothers are building workarounds while they
wait for institutional change. 43% find their greatest optimism in
stronger motherhood communities. Friendship is a greater cause of
optimism than anything else.

Safety and peer trust drive purchases.

80% of mothers cite safety as their primary purchase driver. 75% trust
recommendations from other mothers above any other source. This is
the architecture of decision-making: outcome first, peer validation
second, brand third.
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EXPERIENCE BURNOUT

OFTEN OR ALMOST
ALWAYS

DO MORE THAN THEIR
PARTNER

SIGNIFICANTLY MORE

EXPERIENCED CAREER
DISRUPTION

RAISING CHILDREN
UNSUPPORTED

FEEL LIKE A COMPLETELY
DIFFERENT PERSON

SAY NOTHING HAS
CHANGED

FLEXIBLE WORK

AFFORDABLE CHILDCARE

STRONGER COMMUNITIES

FIND OPTIMISM IN
COMMUNITY

CITE SAFETY AS THE
PRIMARY DRIVER

TRUST PEER
RECOMMENDATIONS
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Health, Well-being
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Community, loneliness,
friendship, and the rebuilding of
maternal support systems.
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The most deceptive statistic in the dataset is this:

‘? Technology, Al, flexible work, 61% of mothers describe their current mental well-
1 HRBIFEECA G Iioution, Mt being as 'Good." Taken alone, it sounds reassuring.

mothers say they need next. .
Layered against the burnout data (93%
experiencing it), the sleep data (37% surviving on
fewer than four hours), and the support gap (48%
who needed help and didn't adequately receive it),
a different picture emerges entirely.

|
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The data shows that many mothers who call themselves ‘Good’
are, in fact, managing. Managing is not thriving; it's the only way
to cope with an unsustainable load.

PILLAR ONE:

REPORT POOR OR VERY
POOR MENTAL WELL-

GET FEWER THAN 5 NEEDED SUPPORT BUT
HOURS OF UNBROKEN DIDN'T RECEIVE IT
SLEEP PER NIGHT. ADEQUATELY.

“I think I measure my wellbeing against others I've spoken to now. We all agree it's much harder than it was before. 1 still
[unction semi-well. But [ know lots of mothers that are basically just breaking down every day.”

“Alot of women are depressed. | speak to loads of women and they 're just all depressed. It s really sad. And it's a lot more
than the stats say.”
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The Sleep Cirisis
Nobody Talks About

Sleep deprivation is the invisible thread running through every other data point in this report. It shapes
decision-making capacity, emotional regulation, physical health, and cognitive function. And it is near-
universal.

“Forawhole day they didn't
S :"5 believe that I wasin labor. [ was 7
centimetres dilated. I had been
telling them all day. They were
worried about my husband’s
concerns more than mine. They
kept asking him ‘are you okay?”’

s HouRs o e And he was like ‘I'm really tired.
And I'mjust sitting there
thinking - you're tired?”

VARIES TOO MUCH TO MEASURE

The Support Gap

When mothers needed support for their physical or mental health in the past year, this is what happened: from partners, from institutions, has eroded. It is replaced, instead, with the
expectation that women will take on the role of building it for themselves.

Maodern motherhood is not failing because mothers have changed. It is failing
because exhaustion has become normalised, and support, from healthcare,

RECEIVED THE SUPPORT | NEEDED

SUPPORT AVAILABLE BUT INADEQUATE

HAVE NOT NEEDED SUPPORT

COULD NOT ACCESS SUPPORT AT ALL

PEANUT X NUNA
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PILLAR TWO:

The Village
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Community,
[.oneliness & the New

The traditional village is gone. It eroded with urbanization, family mobility, the rise of two-income households,
and the transformation of social life from physical proximity to digital connection. Mothers are not waiting for the

village to return. They are building a replacement themselves.

Find their greatest optimism in stronger
motherhood communities, friendship is a greater
O/ cause of optimism than anything else

bers Behind The

Peanut's year-on-year analysis of commmunity posts reveals that the village crisis is deepening.
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What Mothers Are

Optimistic About

When mothers were asked what they were optimistic about (not just what they hoped for), they told us:

4 370 366 35

STRONGER GREATER PARTNERS MORE FLEXIBLE
COMMUNITIES & RECOGNITION IN BECOMING MORE WORK OPTIONS
FRIENDSHIPS SOCIETY & POLICY INVOLVED

AMONG MOTHERS

284

13%
——

GREATER OPENNESS TECHNOLOGY AND
AROUND MATERNAL DIGITAL TOOLS
MENTAL HEALTH

Community outranks technology, policy, and even mental health innovation. Mothers do not believe the future
improves through building and optimizing alone. They believe it improves through connection.

The Proximity lllusion

In previous generations, community was given: it came from shared
geography, from neighbours who knew your children and parents who
lived nearby. Today, it must be actively constructed. Proximity is not
enough.

The most painful form of isolation in this dataset is not the isolation of the
mother who has moved somewhere new. It is the isolation of the mother
who has, on paper, a village - and finds it is not there in practice.

The Village Takes Work, Too

This tension, between wanting connection and not having the reserves to
reach for it, is what exhaustion does to the capacity for community. The 64%
who cite lack of time as a barrier to their own well-being are describing, in
the same breath, the barrier to the connection that might relieve it. Isolation
deepens exhaustion. Exhaustion prevents reaching for connection.

PEANUT X NUNA

vour baby and your whole
pre gfnan everybody's like | can’t wait,
Ican’twait.’ And then he’s here and
everybodys like ‘Wow. That'sa lot.

Have fun with that. I'll see you later.”

“For his first three to four months [ felt
very alone despite having a lot of people
in the house and nearby. Pwplc’u)u d
have been here having a chat, spending
some Lime w ith me. But nobody really
has been.”

“If youwant the village, you've got to be
thevillager. But I just Ldon’ feellike |

have the physical or mental capacity to
do that either.”

PILLAR THREE:

The Self

PEANUT X NUNA
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[dentity, Matrescence &
the Great Reclamation

Becoming a mother is a full identity transformation. Society treats it as a role change. 67% of mothers have
never heard the word matrescence: The process of becoming a mother.

29 o

FEEL LIKE A COMPLETELY DIFFERENT SAY THEIR IDENTITY HASN'T
PERSON SINCE BECOMING A MOTHER CHANGED AT ALL

Marrescence: The Transformation With No Name

Women are undergoing a seismic psychological transition through matrescence that society barely names.

The question is not whether this
(y transformation is happening. It is
O whether the world around them

is acknowledging it.
93% OF MOTHERS HAVE EXPERIENCED A MEANINGFUL
IDENTITY CHANGE SINCE BECOMING A MOTHER.

“For him, I'm carpet. When he sees his dad, his eyes light up. But for me, I'm always there. I'm not that same kind of

exciting - because I'm the carpet.”

There is a specific loneliness in being the constant, the one who is always there and therefore never noticed arriving, the carpet. It is the
identity cost of indispensability. The person who becomes invisible not through absence but through total presence.

PEANUT X NUNA 15
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Career: The Sacrifice
That Wasn't Supposed
to Be Mandatory

“You start to think: what am I getting
out of this? Not even just the
relatlonshlp what am [ getting out of
anything if I'm the one dgomg every
single thing. The emotlonal labor
raising the children, every single thing”

What the onfirm is that for most mothe
disruption was not a prefer p sed. It was
absorbed. The 12 who fe l 'nbt s tha bf
doing so despite the structur l dt ns, not bec

PEANUT X NUNA
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THE SELF

The values a generation chooses to prioritize in raising the next one are the clearest signal of what the current generation has learned,
and what it wants to change.

This is a generation that has felt the cost of achievement culture, the burnout, the identity loss, the domestic imbalance, the career
disrupted not by choice but by circumstance, and is choosing to raise children with different values.

Kindness and
« empathy towards
others

The Decisions

Emotional
Independenceand ' mtelhgence and
self-confidence self-awareness

Resilience and ability to ST
overcome challenges LRI Al

7 love of learning

(‘ICJU\![\ and SC““ Respect [ﬁ(')r
o expression 0" diversity and
Similar values to inclusion
how i was raised

Completely different
; o 11V valuesto howiwas
Responsibility and ' e ‘ _ Community
strong work ethic = Y and helping
others

Environmental
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How the Decision
Actually Happens

Mothers describe a decision process that is outcome-first and highly
filtered. Brand enters later - after the outcome has been defined, the
values have been applied, and peer validation has been sought.

[. Desired Outcome \\ 2. Risk Filter

E.g. | need to find the most suitable stroller for my child E.g | want that stroller to be safe, light and aesthetic

4. Brand Consideration // 3. Peer Validation

E.g | prioritize the brands my friends told me about E.g | turn to community to seek recommendations

“Before, lused to venture more into new brands or cheaper brands over quality. Now I choose reliability over cost.”

“Istart by asking whether the price matches the value - both in quality and in what the brand stands for. Then I'lllook at
ingredients or materials, read reviews especially from other moms, and sometimes check social media to get a feel for the
brand.”

“When making decisions, | start by identifying the specific outcome I want. I consider the desired result first, followed by
cost and convenience.”

PEANUT X NUNA

PRODUCT SAFETY (RECALLS, CHOKING HAZARDS,
UNSAFE MATERIALS)

HIDDEN INGREDIENTS, CHEMICALS, AND
ALLERGENS

WHETHER A PRODUCT IS ACTUALLY NECESSARY

NOT GETTING VALUE FOR MONEY

MISLEADING MARKETING OR EXAGGERATED
CLAIMS

MISINFORMATION OR CONFLICTING ADVICE
DATA PRIVACY (ESPECIALLY FOR APPS)

BEING JUDGED FOR MY CHOICES

“ltend to choose brands that reflect that balance - ones that see

Licifouistdee Clhet e il e 0 G itnaliz o me asawhole person, not just a parent. Brands that feel
is notably low - a signal that mothers are growing authentic, empowering, and aligned with my values usually
more confident in their decisions and less standout.”

susceptible to shame-based or aspirational appeals.

Bi goest Purchase Decisions

BABY AND INFANT ESSENTIALS (FEEDING, BABY
GEAR, DIAPERS)

HOME AND WHERE TO LIVE

CLOTHING AND EVERYDAY ESSENTIALS FOR
CHILDREN

HEALTHCARE AND HEALTH-RELATED PRODUCTS
CHILDCARE AND EARLY EDUCATION & =
EXPERIENCES AND ACTIVITIES FOR CHILDREN

FAMILY CAR OR TRANSPORT
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In 2026, mothers say baby

Mothers Aren't Spending

essentials like formula, Less, They'eSpending
baby 2CdI, and dlapers More Intentionally

Secondhand and preloved buying language in motherhood posts rose during the period of

are a analysis. But the headline isn't thrift, it's discernment. Mothers are making greater distinctions
between where to invest and where to economize, and those distinctions are increasingly
converted into community wisdom.

t | I al I W | I ‘ r‘ The emerging norm is a two-tier purchasing logic: categories that carry long-term value, safety

products, items built to last, products where quality directly affects a child's well-being, are

bought new, and bought carefully. Everything else is fair game for circular purchasing: fast-

[ [ [
th e] r fam 1 ]y ] lve S growth stages, trend-led items, products a child will outgrow in months or weeks.
. "

UNITED KINGDOM UNITED STATES

CONVERSATIONS AROUND CONVERSATIONS AROUND PRELOVED
PRELOVED BUYING ARE UP 72% BUYING ARE UP 77%

The behavior has matured into a The secondhand signal is also growing
community norm with its own in the US but remains at a fraction of
established rules. The most consistent the UK's volume, not yet representing
principle, repeated across sampling: an established norm. The infrastructure
safety-critical products are always is different: the UK's secondhand digital
new. Circular purchasing is reserved ecosystem has no US equivalent at

for items where the cost of growing out scale.

of something quickly outweighs the

case for buying new, not for the
WHAT THIS MEANS purchases that matter most.
“The most meaningful purchases are the ones that can grow
with my family over time. I really value products that are
durable, adaptable, and can be used in different stages of my
child's life. It feels more intentional and sustainable.”

PEANUT X NUNA
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PILLAR FIVE:

The Future
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Technology,

Innovation &
What Mothers

JDTHERHOOD TODAY IS ) 1 5 THEIR TOP
FOR PREVIOUS G )

Lasier or Harder?

Modern motherhood is held together by trade-offs. As traditional systems fail to evolve at the speed motherhood demands... mothers are
building replacement infrastructure in real time. Al, where healthcare is too slow, digital communities where the village disappeared,
flexible work arrangements where traditional employment structures no longer fit, and peer-to-peer information networks where
institutions are difficult to navigate. The pattern is consistent throughout the data. Mothers are not waiting for support systems to improve.
They are creating alternatives around them.
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The Gap Between
Wanting & Having

What Would Actually Improve The
Institution Of Motherhood

08

404 36, 320
BEEmmem® ¢

MORE FLEXIBLE BETTER MORE STRONGER BETTER ACCESS TO  DIGITAL TOOLS TECHNOLOGY
AND REMOTE MATERNAL AFFORDABLE COMMUNITIES RELIABLE FOR MATERNAL THAT SIMPLIFIES
WORK OPTIONS HEALTHCARE CHILDCARE AND SUPPORT PARENTING MENTAL HEALTH FAMILY
INNOVATION NETWORKS INFORMATION ORGANIZATION

Flexible work is no longer viewed as a perk. It is seen as the minimum condition required to make motherhood functional.

'The Maternal Well-Being Gap

Modern mothers do not lack awareness of what would improve their well-being. They lack the capacity to access it
consistently.

What Would Actually Help

D08
- - 220 220 2% qp g,
D N B e e

MORE TIME FOR FINANCIAL FLEXIBLE WORK AFFORDABLE MORE SUPPORT COMMUNITY OR BETTER MENTAL MORE
MYSELF SECURITY / OR FEWER CHILDCARE FROM PARTNER PEER SUPPORT HEALTH ACCESSIBLE
LESS COST-OF- WORK OR FAMILY FROM OTHER SUPPORT HEALTHCARE
LIVING PRESSURES MOTHERS SERVICES
PRESSURE

The result is a generation of women highly informed about well-being but structurally unable to reach it consistently.
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“If having therapy was something that mothers had
access 1o, even one free session, | think it would change
things. lt would really help people. I know it s out there, but
ifyoudon't have the money, how areyou going toget toit?”

“If they expect three days in the office, [ wouldn’t see
her for three days at a time - I'd leave at six and be
home at eight. Iwould have to look for a new job.”

What Stands In The Way

LACK OF TIME 64%
bli
i
18
15+
O

6%

LACK OF ENERGY

COST AND FINANCIAL PRESSURE

LACK OF SUPPORT FROM PARTNER OR FAMILY

DON'T KNOW WHERE TO START

DIFFICULTY ACCESSING HEALTHCARE

| AM ABLE TO PRIORITIZE MY WELL-BEING

Structural barriers get in the way
O/O lack of time, financial pressure,

exhaustion, and support
systems stretched too thin.

ONLY 9% OF MOTHERS SAY THEY ARE ABLE TO
PRIORITIZE THEIR OWN WELL-BEING.

“hope there’s less shame about asking for help [or the “I feel awkward askin%peo le for help because I don't
next generation of solo mothers. Maybe | come from a want (o feel like I'm a burden. Everyone’s so busy. You
culture where it's shameful to ask. I'm still getting over don’t want to add more to their plate. And yet [ would
the fact that it’s not.” drop everything to help someone if they asked me.”
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Modern Mothers Are Building
Replacement Systems [asier Tha
Alisbecoming _ O

a|ll n

’hOOd ’
mOdern mO[hel eee In references to Al tools — ChatGPT, Gemini, .
Claude — in Peanut community conversations.

side a parallel signal

d anxiety about Al's

symptom identification, medication

benefit eligibility, childcare funding rul g decisions.

/ices cannot

provide at speed - and that they cannot always reach at all.

“It’s been my off-duty midwife, therapist, “Al can be helpful, but I was reading about peOlee
experienced [riend, admin assistant, tracker, just who used pictures of children to make harmfu
%eneral go-to for everything. I don’t know if I could content. I had to tell my mom to stop sharing

ave made it this far this sane without it.” pictures of my daughter as aresult.”

YQOY INCREASE

But it can’t replace

Moms are increasingly utilizing Al for health and parenting answ

then immediately turning to each other for validation. Human

laceable, especially when it Increase in women validating external Al responses from

ience and wisdom remain irrep
s to pregnancy, parenting, and reproductive health. Claude, ChatGPT, Gemini with the Peanut community.

PEANUT X NUNA
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In Conclusion

61% of mothers describe their well-being as Good.

That is the number this report returns to, because it is the number that contains everything else. Good means still standing. Good
means the children are fed, and the job is done, and nobody had to know about 3 am. Good is the standard a generation of
women has set for itself after absorbing, quietly and without much acknowledgement, an enormous amount of structural failure.

This is what the data shows, consistently, across every pillar. Not that modern motherhood is broken. But the gap between what it
demands and what it provides has become so wide and so normalized that mothers can no longer see it from the inside. Could it
be that women are recalibrating their definition of Good downward in order to survive? The exhaustion becomes ordinary. The
guilt is ordinary. The domestic imbalance, the career disruption, the support that didn't arrive - ordinary, ordinary, ordinary.

What is not ordinary is what mothers are doing in response. They are compensating for institutional complexity with peer-built
infrastructure. Friend-finding up 82%. Al as a first-line adviser, community as the number one source of hope. Brands that

prioritize safety to ease the load.

What this year's data makes plain is where to start: with the two things mothers have named, clearly and repeatedly, in their own

words. Affordable childcare. Flexible work. Community. The structural conditions that would make Good mean something different.

Until then, thisis
what good looks like.

PEANUT X NUNA
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"The Motherhood Gap

Th ‘1 i '()'[ Flexible work is no longer viewed as a perk. It is seen as the minimum

e g (, l(«.) 7[ condition required to make motherhood functional.

Th "‘/] 0P The traditional village has eroded. Mothers are rebuilding a replacement in
e il CYC’(' real time.

Th S‘ )/ : Motherhood is a full identity transformation that society still treats as a
e 9 (. lifestyle adjustment.

i N Brands must now sit alongside communities. Mothers trust each other above
The Decisions il

The [:{,” L”/C Mothers are not waiting for broken systems to improve. They are building
/ ' alternatives around themselves.

Good should not mean surviving on burnout,
workarounds, and peer-built infrastructure. But for
many modern mothers, it does. The future will belong
to the brands, employers, and institutions that stop
marketing at mothers and start rebuilding systems
around them, with them, for them.
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Data Sources & Notes

01 SURVEY DATA

4,000 completed responses from Peanut community members, collected February-March 2026. Quantitative multiple-choice and
multi-select questions across five pillar themes, plus open-text responses on key questions. All percentages are rounded to the
nearest whole number throughout this report. Survey findings reflect Peanut community members and may not be fully
representative of all mothers globally.

INDEX:

02 PEANUT COMMUNITY DATA

Year-on-year analysis of Peanut community posts across eight matched monthly pairs: December 2024 vs December 2025,
January 2025 vs January 2026, February 2025 vs February 2026, March 2025 vs March 2026. Pregnancy-related posts are

excluded via keyword filtering, removing approximately 20% of UK posts and 16% of US posts per month. Year-on-year
percentage changes (e.g. +82%, +1,088%) reflect the proportional change in the share of posts containing relevant language
between matched year-one and year-two months. Figures should be treated as directional signals rather than precise
measurements. Community data captures explicit keyword language only: the true prevalence of the experiences described
almost certainly exceeds what keyword signals measure.

03 QUALITATIVE INTERVIEWS

In-depth qualitative interviews were conducted with Peanut community members in April 2026. Participants were randomly
selected from the survey respondent pool and subsequently mapped against the report's five pillars, with question sets tailored
accordingly. Interviews were conducted by Peanut team members in Australia, Canada, the US, and the UK, lasting 20-35 minutes
each. Quotes are lightly edited from verbatim transcripts for length and clarity, with permission. They are representative of
patterns confirmed at scale by the survey data and are also presented as individual case studies where the specificity of a single
experience illuminates a broader finding.

PRODUCED BY PEANUT & NUNA - 2026
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