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Wake up!
to the

Purchasing Power
of

WOMEN



Women Roar!!

Marketing to Women is 
the Number 1 Business 

Opportunity… Bar None

Tom Peters - 2004



The Huge Disconnect

Most marketing communications created by men 
with BIG business in mind

Yet, women are the majority buying influence in 
business

Men are in denial about the size or importance of 
women’s market

Attempts to address are painted “pink”



3 Questions about Women

Is the opportunity really that big?

Are women really that different?

What can I do to secure a share of 
that market?



From Doubts to Do it!

The Difficulty List:
Doubts

Denials

Differences?

Decision to act

Design with women in mind

Do it!



The Overlooked Opportunity

Perception:

All women earn less than men

Don’t make “big-ticket” decisions

Uncomfortable with financial matters

Reality:

75% women now working in US and UK

Women’s earning power is growing fast

Their spending power overshadows their earnings

Their income, wealth and spending are all trending UP



The Overlooked Opportunity

Conclusion:

Media stereotypes are misleading

Women are the dominant buyers in 
almost every category



Growth Will Accelerate

Information/Experience economy

Educated employees

Advancing by degrees in USA

Bachelors degrees 57% (men 43%)

Masters degrees 58% (men 42%)

PhDs 42% and still climbing



Spending Power Even Greater
US Research

“Chief Purchasing Officer” for the household, even in  
male driven categories

53% of Investment Decisions (SIA)

55% of Consumer Electronics (CEA)

60% of Home Improvement (HI) buyers

80% of  HI decisions (Lowe’s)

66% of Computers (Intelliquest)

68% of new Cars (J.D. Power)



B2B - Buying for Business in the US

Corporate

49% of corporate decision makers

53% of buyers and purchasing agents/managers

Small Business Owners

Already own 40% of small businesses

70% of all new business startup for past decade



UK Office Market Research

OfficeSMART from 1995-2003

“Sally Saver” processes, “Lucy” Decides

Women make 80% purchasing decisions

Women spend 50% more than men

Women recommend 10x more than men

Women want plug-and-play solutions

Women want to buy online

“Women don’t buy brands, they join them”

Women want productivity tools 



UK Office Market Research

81% of Business Purchases controlled/influenced  
by women

76% of computer consumables are bought by 
women

78% of women think most office products' 
packaging is ‘difficult to open’

71% use colour to organise and brighten offices



UK Office Market Research

88% of UK office supplies buyers are women 

66% of office furniture is bought by women 

73% of hygiene and catering supplies are 
bought by women

Source: Economist Intelligence Unit

Proficiency Index Research 2004



Introducing Lucy

The User Chooser not the processor

Typical roles: Exec PA; Office Manager;

Facility Manager

Usually 1 for every 10 people

SMB office of 50 = 5 user choosers.

Average = 4 women user choosers



UK Office Market Research

Women are not a niche market nor are 
they a new market. They are the market. 

Women want "productivity" solutions i.e. 
time, money and space saving ideas. 

Most manufacturers simply haven’t 
looked at it, this way before.



So, if women are the new majority, how 
do we reach them?

Lessons from the 

Rethink Pink!

marketing to women 
conference, 

October 2006



Rethink Pink! Lessons

Beware of stereotyping women e.g. “Oxo”
moms; beauty bunnies; greying grannies, 
senseless secretaries etc.”

Connect genuinely by building relationships not 
just networking. Use personalisation tools to 
create deeper knowledge of her buying 
patterns. Build ‘personas’.



Rethink Pink Lessons

Focus on creating an “enticing, entertaining…
emotionally engaging experience”

Avoid campaigns which “attack, target, 
penetrate or mass customise”

Businesswomen are time poor. They have money 
to spend but little time to spare.



Rethink Pink! Lessons

Be more direct and clarify the benefits in terms of time, 
money and space savings. Don’t pussyfoot around 
issues…take positive steps to provide solutions.

Be holistic rather than homogenous in your marketing 
approach. Women multi-task whereas men are more 
single minded at work. 

Market to the “soul" in a personal way that

respects her time organisation, 

not the “role" she plays.



Rethink Pink! Lessons

Be transparent…narrow the focus…understand your 
community…build feedback…understand the 
product’s context…define your brand’s positioning. 
Be authentic!

For example: Dutch Boy’s “twist and pour” paint. The 
packaging benefits to women and men are 
transparently obvious.



Rethink Pink! Lessons

Men flick…women stick when browsing the Web.. 
Women are deeper and small things matter e.g. after 
sales service, warranties etc.

Biggest not best. Beware exaggerated, glossy 
advertising claims. Listen to your market intently.

Use testimonial PR case studies rather than 
“testosterone ads”.



Rethink Pink! Lessons

Don’t push perfection e.g. “whiter than white”. 
Push real not ideal.

Women do have a sense of humour

Appeal to it…you can poke fun!

Boomers (45yrs+) most valuable market: savvy; 
active and affluent; forty going on thirty; 
feminine and intuitive (SAFFi)



Male v Female Differences?

Some Observations 

from US/UK Gurus



Multi-Tasking Businesswoman



Commonality -
“Someone Like Me”



“Ideal:” Barbie



Real -
“Not Ideal”



Promoting Self Esteem



Behaviour: Multi-tasking

Men -Linear, first things first

Women - Multi-tasking, parallel paths

Stirring the soup, the kids

The drugstore: the health club

Monday Night Football



Decision-making: The Perfect Answer

Men want “A Good Solution”

Women search for “The Perfect Answer”



Information Processing

Men:
Analysers

• Extract - Essential elements
only

• Isolate the issues
• Identify what’s most `

important
• Broad strokes, simplicity

Women:
Synthesizers

• Include - Thorough,
comprehensive

• Integrate in context
• More options, more info
• Nuances, complexity



The Perfect Answer

“A Good Solution”

Solve the problem

Punch list of key criteria

“Shoot from the hip”

Prioritise

“The Perfect Answer”

Ferret out best possible 
solution

Longer list - developed 
during the search

“Shop till you drop”

Maximise



Men are simple.
Women… are not.



Working in a 
Female Friendly Way



Object of desire

Direct / directive

Difference, standing out

Solution oriented

Male Construct



Non-Linear

Subject of own desire

Panorama view

Empathetic

Sharing

Female Construct



Women are Different

Peer Group, not Pyramid

Maximize, not Prioritize

Commonality, 
not Differentiation

“We,” not “Me”

Multi-tasking

Details Matter

Longer list

Synthesize



Must market differently

Focus on the prospect, not product

Empathise, listen visually

Warmer not winner

Offer shopping opportunities “on the 
way”

Detail the differences

Present the perfect answer



B2C approach – the 5 categories

B2B Marketing Approaches are BORING
Let’s take a B2C approach:

Sex

Humour

Shock Tactics

Gender Insights

Self–esteem

Courtesy of FutureBrand



Sex



Humour



Shock Tactics



Gender Insights



Self-esteem



How to get started

Market information – analyse opportunities

Gain insights into market segment and study 
how your brand is positioned and perceived

Plan. create ideas, relevant strategy and tactics, 
to match women’s behavioural patterns



The World’s Largest Market

“This 
‘Women’s Thing’
is . . .unmistakably, 
in my opinion . . .
Economic
Opportunity #1
…and there’s no
close second.”

Tom Peters





Get Started NOW!

Admit you don’t understand women

Aren’t much like them…

Want to get inside their heads

Need to connect with them better…

… if you hope to seduce them

Get in touch with REAL women

Visit www.rethinkpink.com

- the marketing to women portal



THANK YOU
dawn@flowcrete.com & peter@rethinkpink.com

Wake up!
to the

Purchasing Power
of

WOMEN


