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Executive Summary

We stand &a societal ipping pointi a tipping point in American economic powand the power of
families to control their destiny in a firestorm of economic ri8kiidthese difficult times, one key factor is
gaining authority agvowingauthbrigéyis nowexerdisedyabdtise kitchert table,an;the
workplaces of Amerigand in retail environments electronic andohysicali by the American woman.

Weare fast becoming a matriarchy in that women not only take theolemssues of parenting,ub are the

principle decision makeris every familyincluding purchamg and investingIn truth, our data shosvthat

Americai s becomioncg aac yioMovm t h women pl aying key rol es i
household$ an effectthataggrejgae s acr oss the country into a soci et
sense of success, sd#termination, leadership, competenaed generosity.

Our society, our economy, our lifestyliesall is being fundamentally reshapég the leadership of women.
This report summarizes two largeale, nationallyrepresentegurveys that underscore the growing power
of women.We also interviewed senior marketing executwhks, as we shall see, fundamentally misread
the lives and aspirations of women today.

First and foremostye find thathe vast majority of womeénnearly 90%i feel successful; 60% feel very
successful. And with good reason. Within the typical family, the female head of household is now
effectively the Chief Executive Officer, Chief Finan@#icer, Chief Purchasing Officer, and Chief

Operating Officer. Outside of the family, women in high positions of leadership andipbeérpolitics

or the corporate world have become commonplace. They have come by these positions of power quietly
and comfortably, witbut dramatic social upheavalsAs we look back, it is clear thatgmofoundpower

shift has occurred. The glass ceiling was not so much shattered as it was dissolved into irrelevance.

|l t6s not just that ltictdeypys8sfwomamehéal $ yShaignde $§ s hu ng
control. Shesets the agendaShe leads by persuasion and consefimulsling. She is passionate about her

family, but is notlefined by itShe i s deci de d]Iryforlienempavernterd and eomiroltia n 0

not necessarilgquate to masculinityShe is happyandshe is also a lifelong learner wistrives forfurther
seltsatisfaction and goodnesShecharacterizeder identity, and draws her sadteemfrom a self

definedmix of @areer, family, friendshig and their own moral fiberl n t oday 6 svievssaving my , s h
asa moral imperative, and it is her vahggientation that is reshapingrands andmarketplaces today.

The fundamental characteristics of women today are renmdylansistent across geography, income
groups, and ethnicities as wellhiscalls for a new world of communication. Women expect open, honest,
andengaging communications. They expect suppliers to offer clear guidieiregsality, relative
advantageand price. They expect to talk with one another about the things they wanto learn new

ideas, but to gain additional opinions and reinforce the opinions theydewxedopedMost of all, the new
woman wants to be respected for the successful kf¢esldsand the authority shpossesseis managing

the economy at home and across the nation.
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Women, Power & Money: Research Methodology

Women, Power & Money: Research

Our research partner for this effort was Harrison Gradgading Study 1:

market research and strategy fikmown forsophisticated analysis e Conduced AugustSeptember, 2008

andactionable business insight§he first wave of research was * Nationally representative of women (U.S. and Canada)
conducted in mi2008,with a second wave conductid . E’LS‘!"?F’ e eimen across
November 20080 replicate and exterttie initial findings. Our ﬁfe&'g'gg;g;d income groupsing sampling
methodology (outlined at the right) ensured ﬂ_‘& demo_graphlcs e Conducted.600 35minute interviews via online researct
of our samplesorresponddclosely to Census information about panels

the population at largeTogether, the two studies paint a coherent ¢ Ages 2170; annual household income of $25K+
and compelling picturef thepowerful andchanging role of women  ® CO_”S'deeldt hemselves fisuccessf
in American society today. PCIIEEEE)

Study 2:
¢ Recontaced602 U.S. respondents from Study 1
She i$¢ Misunderstood by Marketers e Conducted postlection (November-3, 2008)
Study 3
As our research with women progressed,also undertook a « Interviewed48 senior marketing executivastop
separate effort tanderstand how women are perceibgda group consumer marketing companies

who should have a deep understanding of them: consumer

marketing executives. During September 2008intexviewed 48enior executives at top consumer marketing
companies in the United States. These marketing professiowdls titles such as Chief Marketing Officer, Vice
President of Marketing, or Director of Marketingvere asked to estimate how wemof North America would
answer the questions in our survey.

The resultseveabda fundamental disconnect between women and markd#tanketers predicted that women

would describe their lives as stressful, and that less than a third would descritieemselves as successful or

happy. In fact, feelings of happiness and success are widespread, and only-ondéive describe themselves as

highly stressed. Mar ket er s underesti mate the passion todaybds wom
overestimatindier passion forcareer, fashion and celebrities.

% giving an 8, 9 or 10

on a 16point scale % passionate Wo mer Mar ket Gap

about é Reality Estimate
73

Trave 60 38 +22
61 59 Books 59 21 +38
Music 46 13 +33
35 0O Women's reality Healtt 57 73 16
B Marketer's estimate Mone) 37 58 21
19 19 Caree 35 69 -34
Beauty 27 46 -19
Fasion 27 60 -33
Happy Successful Stressed Celebritie: 10 35 -25

Marketers also misread how best to use brands to connect with womever@gemarketerdelieved that 79% of

womenwouldagrethati i t i s | mport ant wheninfae, anly 24%ageeedvith gtdtamentdb r and s 0
Marketers estimated that 65% of womenwould agveei | n t he past year, [ noticed a
endorsed by a celebrity or atldedvhile in fact, only 15% agreedhis reportdispeled these and other

misunderstandings hr ough a deeper | ook at womendés | ives and aspi
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She I£€ Successfubn HerOwnTerms( and i s not fAthe new mano)

Our research goal was to study women who feel successful, and to understand how those success dynamics
reverberate throughout theivdis and their shopping habits. Therefore, we askadento rate how successful they

felt on a 10 point scale, with 1 meaning Anot at all s
definition of success intentionally broad. \&&kedthem to answer based on their own perspective, and that this

could be based on a number of factofsnancial, personal, career, relationships, happiness, and so on.

Fully 89% gave a 6 or higher, our mini mum ¢t
In other words,only 11% declared themselves to be not successful.
Moreover, 59% gave themselves an 8, 9 or 10.

We had set out to understand todayés successful woman,
consider themselves successfiloreove, they are defining success for themselves, and are redefining it for society
as a whole.

Todayds woman i s c | e mddfining characterfandtsweccessshenisdisaaawingtypically

male aspirations, traits, andcombinations of traitao rewrite the rules. Stereotypically masculine aspiratioins

such as career and financial sucdease defined and experienced in relative terms, and are as much about power,
domination and superiority as they are about enjoying experiences them&¥tween, in contrast, are displaying
many fewer malalriven hierarchical notions about success and character.

When asked how others view them, for example, we saw above that the top five characteristics were not necessarily

the terms one would use to debe a stereotypical alpha male: Intelligent, kind, thoughtful, independent, generous.
Conversely, far less than half describe themselves as decisive, ambitious, charismatic, or athletic. Interestingly, only

38% say others would describe themselvesmagiaei perhaps reflecting that males have largehopted the term

and defined it for their own purposes. Similarly, when asked about their passiceghve w i nherent |l y fAno
compet it itomthelisp tamil,dovet children, travel, bogkendmarriage Money, politics and sports

appeamvell down the list.

. a Passionate About...
Consider that todayos _ % L.
ﬁ a I h a f e ma I es OWordétl}gtPéople ﬁhzTKn stTtoDescnbe You.o Family 81 Peop!einneed 39

D/ /o
accomplished, but not G 8; e Love 66 Money 38
: . Children 64 Environment 37

defined by those e Talkative 46
accompllshrAnents, and Thoughtful 79 Serious 39 Travel 62 Movies 37
havenodt needed jgependent 75 © Decisive 38 Books 59 Career 36
the affectations of Generous 70 Feminine 38 Health 58 Church/Temple 29
masculinity to achieve. Funny 67 Ambitious 37 Marriage 57 Volunteering 29
Michelle Obama, for Sensible 66 Eagenioplonso RS Education 55 Fashion 28
example, is a Harvard Law Fun-loving 63 Foraely 2 Cooking 47 Beauy 27
School graduate and married Seusiive Ry a2 cam:us ;1) Music 45 Interior decorafing 25

; Motherly 58 8 f
to the president, but her iied i i S % Pels 45 At 22
i i i ot body 43 Cosmetics 22
identity is |e S F  sophisticated 27 My

Ladyo and more . o |I Micchioveialo4 Exercise 42 Jowely 22
Obamao a-+4nd @ mo Patient 52 Athletic 20 Clothes 41 Politics 17
Chief .o Shopping 41 Spectator Sports 15
Celebrities 10
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She I In Control and Sets the Agenda

The widespread sense of successt®mpanied by an even more profoumd pervasive sense of contr@hesets
her agendajefines her goals, chooses how to pursue them, and remains commfidenability to achieve them.
Beyond her personal goals, it is her ideas and aspirationshidga¢ her household, her destiny, and the national

economy as a whole.

Every single woman in our survelya 100% figure unheardf in the world of survey
researchi described themselves having significant input into household decisions,
with 59% desibing themselves as the sole decision maker on most issues.

Welcome to the modern American matriarchyn t he moder n

Amer i

can househol

A Chief Executive Officer: 7 9 % $nahg end, my opinion determines family financial decio n s o
A Chief Purchasing Officer: 74% areprimarily responsible for buying groceriesd basic supplies

A Chief Financial Officer: 55% areprimarily responsible for paying the bills
A Chief Operating Officer: 91 % f eel t hey ahequalfyofimg Mmamidgeds fobrfe

From the point of view of our respondents, husbands play a vitally important rolesiociaéfabric of thenodern
household as wellBut when it comes to specific tasks, men lead in responsibiliné&king money and mowing the
lawn . T hat 6 <f the women shreeseghl their Bpausd is the primary source of income; 38% say this
responsibility is shared, and 13% describe themselves as the primary breadwinner. In terms of our lengthy-list of day
to-day responsibilitis, however, only in terms of lawn maintenance do men typically thee primary responsibility
(the glass ceiling for women has been replaced by the grass ceiling for men).

Forget the glass ceilingndthe notionthatmen mpose | i mi t s

come to think ofiti wa s n ot so much shattered
power.

d, w

roand by extersionaherdife. Wea r e e
gave women ample opportunity to talk about the glass ceiling and any lingering resentment associated with gender
based constraints on their careensdit was clearly not a tepf-mind issue. Women are aware that naslonger
extraordinary for women to be on top in corporate, academic or even politicihialass ceiling as we have

as

Thisrespo n s i

Mostly
mine Shared
Primarily Purchasing gifts for friends and family 81 19
We rT‘b?l,t” @ Buying groceries, toiletries and basic supplie 75 23
resporsiblilty Scheduling household appointments and activi 73 25
Cooking/providing food for més 68 24
Paying bills* 56 28
Tied: L
Womenos Enterta?nlng in our home 48 48
joint Budgeting for my family 47 49
Managing savings accour 44 46
Major household purchases (appliances, furnitur 22 77
Joint Planning what we do for fur 34 64
responsibility Planning vacations* 40 58
Conducting financial planning 29 51
Having important "talks" with the childrel 21 48
AThe Gr . .
Ceilin Gardening/lawn maintenanc 16 26
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She I In Control and Sets the Agenda (cont)

She leads in more than just houddhasks, and she leads in her own unique $tylet bycommandbut rather by
persuasion and building consensus. More than seveamwomensay they like brands that are valued by their
spouse/significant other, and spouses are generally the priesanyrce when making major purchase decisions.
Similarly, kids have a potent impact as well.

She makes decisions with the input of her fantilyt ultimately, shedecides Leadesship inaction

what is in the best interest of | today 6.
prudently (as we shall see) but she also spends in accordance with her ro| ¢ 91%agree People often

manager of her familyds quality- d seek me out foranswers ler it i
to-school shopping or private school tuition, she is the ultimate arbiter of \ when they have questions

i s a Afamisluys waa nitfoa nviel y need. 0O S ined, f

A 84%agree | am good at
thinking of multiple ways to
explain my issue or point of
view

A 83% disagree: look to
what my friends areaing
to find out what | should be
doing

to cut back on holiday gifts (figuring the spirit of the season could be fostq
in nonmaterial ways) than on birthday gifts for her kids (a rite important tg
her familyés ceéng)si veness and wel

In the end, successful marketers will be those who recognize the evolving
leadership role of women. Arm women with tools fopersuading family
members and help her male effectivedecisions on behalf of the family
unit.
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She IsHappy, but Striving for Self-Satisfaction and Goodness

Todayos woman i s feeli ng h aBupmpatiapedaps mostcemarkableodthe as we h.
sense of contrdl indeed, leadership and succésxtends to each of the four main areas of ffier fiamily, friends,

her relationship with her significant other, and her carbtareover,shemanagsall of these elements, not in ways

or prioritiesdictated by men, but in a manner that ensures that she gets what she wants for herselfesienself

and identity are drawn from each of these grieaselfd et er mi ned proporti ons. Il n a se
own fAi dent iThiyis empgowexingi anchprovdides a buffer against threats to her identity ardteelfi

when one areafder life becomes challenged (e.g., career difficulties), she is able to draw strength-astbsetf

from her family, confide in her friends, and feel good aldwrtother interests in life.

Somewomenfocus largely on family, and family tops the ouekliat of passiongsee chart on pagg.4But while she
is passionate about her family, she is typically not defined by, iand her list of passions is long and well
rounded. For some, work is an important element of the identity equation as wellnaneacompartmentalized way.
Two-thirds feel their job is a critical elemeontttheir selfesteemYetonly onethird feel their life revolves around
their career, and a similarly small number describe it as a pas?egardless of the path omeman clooses, she
tends to be nejudgmental and accepting of women who choose a different path.

Her passions speak to a fundamental underlyip desire: to improve herlife. Today 6s woneadh i s happy
engaged in a litdong pursuit ofself-satisfaction and goo@ss. This is the hot button that Oprah has hit so effectively

for yearsi self-improvement booksypically attract more women readers than mé&he result is a sometimes

confusing paradox of contentmewthile also striving for improvement-or exampleshe is relatively content with

her health and appearance, while she strives to lose weight and be even héabhrers i der t hat é

91% f eel they are fAaging gracefullyo

87% try to fieat what | know is right for mebo
84% believe they Boebéddbeabt what it takes
69% are happy with how they look

Relative contentmentith health and appearandeesnot mean a lack of aspirationsitoprove in these areas

Threefourths areactively trying to lose weightFully half are increasingly looking for oagic products.Over 80%

wish there were healthier choices when eating Witen asked ahiistress educt i on strategies gi
economy, she cites a range of tactics relying on her many sources of support.

Activities done to help manage stress
Staying within my budget 54
Exercising 53
Spending more time with my famil 53
Eating healthier 49
Cooking at home 48
Taking more time for mysel 45

Spending more time with my frienc 38
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She I a New and Savvy Shopper

T o d ay 6 shasvwotro@yaken charge of the management of the household, she is the treasurer and chief
purchasing officer. We suspect that the curemmnomiccrisis will enhance her powers in these roRagt greater
purchasing authority does not imply more impulse purchasinginstead it augers a world in which women
carefully research choices within their constraints of time to shop, incomand family situation. For example,
asked about her last purchase across a variety of price points, women indicated a strong prefémaroetfioased
research, due diligence (for both item features

and price), comparison shopping in stores, and a e Borchess  hurchase

preference for brands that can help mitigate th&"'°" t© Purchase: % % %

downside risks of making a poor purchase.  Researched the item online 61 65 65
. . Looked for pricing online so | am not 49 52 50

Her due diligence owes itself to her natural taken advantage of

seach for the best deal, but in the present Shopped around multiple stores to 49 51 50

environment it must also be understood that sh@'sure best pricing

isndt trying to fAsavVveddiedMAchb@nyihshse 0 s Mmaki mgo 51

money by extending the purchase power of the

family i ncome. And i Wai®d®rthegrpductigobopsilet u d e38 t hats3 i s 29

intensifying, as women increagily seem

prepared to waitthe marketut . Co n s iV "t hat é 1 8 10

A 87% are more thoughtful than ever of every purchase they make
A 86% usually wait for something to go on sale before buying
A 83% are more carefully budgedg expenditures in the current economy

Savvydecision makingin the marketplacetranslates toa practical and quality-oriented approach to evaluating
and choosing brands.Status takes a back seat to qualitycraftsmanship,and service Value has always been
important to hef a focus intensifiedby o d ay 6 s Thevalneequgtion is obviously important, but so is the
values equation, as 81% apprecidteands that

allow them to do something goodechnology and

design are widely valued as well. Study 1: “l like brands that...”
While the practical and utilitarian aspectsofnds Have a reputation for the best quaity 54 | 40 [k
are widely considered very important, the social
and emotional benefits of brands consistently hété bl orateamansip 52 | 41 E&
appeal to a much smaller nich@nly about onen- _ A
five believe fAit is im Hove arepuation or senios. (SO LI 91
br ands, -in-tea loak foobraeds that are :
.o ~ Hawe areputation for techlogy m?ﬁ
prefared bytheirfriends. Today s wom
not rely on brand names tofit in or arrive at a e 3 peation ordeson |20 (TG 75
sense of who she israther, she chooses brands
that are consistent with who she already knows Allow meto do something good mm
she is.
|bdiewe that brands |wearsayalot about me m4ﬂ
Itisimportant to weartheright brands 22
DOStrongly Agree
hthe past year, | noticed aproduct being worn 14 BSomewhat Agree

byacdebritythat increasad my interest init
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She I Empoweredby Technology and Media but Disengaged from Advertising

Increasingly advertisers wonder what is going on out there: the old solutions do not meptoblem is not that
todayods women ar e t olodeed, sty thetoppositeo Wememege heagydconsumers of mass
media, hihly connected with one another through mobile media, and increasingly aqgtraeglasers and distributors
ofcontentConsi der that étodayds women ar e

A Media hungry: They consume over 40

hours of media per weékessentially a full Total  Age 2%
time job1 with Internet use leading the way 34
with 17 hours. Have a cell p_hone 96 97
Have a landline phone 79 61
A Cell phone savyy.CeII phong ownership has Use their cell phol
overtaken landline penetratlon. Moreover, A Text messaging 71 84
nearly threefourth_s send/receive text A Take pictures 67 74
messages on their cell phone, and just as A Access the Internet 31 36
many use a cell phone camera; -timed use
their phone for Internet access. Have a profile on a social netwank site 42 70
i} (e.g., MySpace, Facebook)
A Women 2.0: Overtwo-thirds of women Upload photos to a photo sharing site 39 53
under 3%eep a profile on a social Post comments online about 30 32
networking site, and over half have uploaded | products/services

photos to a photo sharing sitdlearly one
third blog or post comments online in a
typical week

With so mueh media consumptiomnd so much of seeminglyhighly targetable, the challenge for marketers is not
getting their messages in front of todayds women. | ns-
her to truly pay dention, and theteke action.Across a variety of impact measures, advertising in various media is

often far down the listThe most potent influences are generally the opiniomeidpouseWeb siteshe knows

wel, and promotions ( par tentatiall Forldsyfrequit &nd niggdr ticketpyréhasesy al ue or
additional influences includexpert recommendations, online reviews, and trial experiences with the product.
Clearlyyoreaki ng t hrough is a chall enge fiombubrathertiremessagpen g me s s

I ndeed, itbés not even the content of the message, but
women to start tuning out. The challenge is now maximizing relevance, and crafting redssiaggeako her needs
while resonating emotionally.
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