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Why we are here 



Enormous social and demographic change over the last 

50 years has drastically altered the status of women in 

many parts of the globe… 

In the USA for every two guys that graduate from college or get a higher degree, 

three women do 

 

40% of private firms in the US are woman-owned, compared to 26% in 1997. 

 

UK women will be richer than men by 2025 and will own 60% of the UK’s personal 

wealth 

 

 

 

Source: Bureau of Labor Statistics 

TIME magazine 

Inside Her Pretty Little Head; Cunningham 

& Roberts 



But how about Australia? 



 

Recently some questions have been raised  about 

Australian women and political power... 



…but Australian women’s economic power is 

unquestionable  



Australian women earn... 

 

In context, that’s: 

14.3% of Australia’s total GDP 

89.3% of Australia’s annual 

retail turnover 

 

 

$234 billion per year 



 

 

 

 

And she spends  

$1,236 each week  

or $69,166 each year  

on household goods and services alone 

 

 

 



And most importantly for marketers... 



Women make 80% of all household financial 

decisions 

Source:  Victoria Equal Opportunity 

and Human Rights Commission Feb 

2011 



As marketing professionals....  

We see an opportunity 



What did we set out to do? 

To understand what matters to the women of Australia and 

understand makes them tick, what pisses them off and 

what motivates them to buy. 

Ultimately, to arm ourselves and our clients with new 

insights into how brands can better connect with, motivate, 

involve and sell to Australian women. 



Qualitative Online Community  

 

 

 

 

 

Posting  

30-Second 

rants d5 to add 

examples of 

sources   

Uploading 

pictures 
We had all the 

women post 

pics of their 

Mums, ads 

and retail 

environments 

We spoke to 50 

Australian women 

in a longitudinal 

online qualitative 

community  on our 

GfK platform 

Sociolog 

50 
Australian 
women 

We had all the women watch a night of TV advertising aimed at 

women. They used a mobile app to take snaps and send in 

comments in the moment 

Online open discussions 

Instant chat and mobile uploads  

With all the women across the community  

Of ads they 

love and 

hate 

Quick   

polls 
35% 



2 key issues from women that are impacting the 

Australian economy and culture 

 



She values how far she has come  

She looks to overseas and the generations before her... 

...and she’s grateful for the advances Australian women have made 

 

 

 

 

 

 

 

 



She feels that the greatest thing about being a woman 

in Australia is freedom 

The freedom to ‘have a say’ , to ‘have a go’ and to be 

whatever she chooses 



But there are two main areas in which 

she is concerned Australian women 

are stalling...or falling behind  



Woman  

Mum  
Part time or  

casual 
worker  

In the workplace she feels there are serious barriers 

“Businesses are earning 

less and always looking for 

ways to save money so 

when you are casual you 

feel the hit on your income 

first” 

“It’s harder for women to 

get to the top in the 

business world” 

“If you are a Mum or if 

employers think you might 

become a Mum they are 

less inclined to consider 

you for a job or value you 

once you get there” 

This is impacting on her sense of purpose 



And the data supports her 

Iceland 

Finland 

Norway 

Sweden 

Ireland 

New Zealand 

Denmark 

Philippines 

Nicaragua 

Switzerland 

Netherlands 

Belgium 

Germany 

Lesotho 

Latvia 

South Africa 

Luxembourg 

United Kingdom 

Cuba 

Austria 

Canada 

United States 

Mozambique 

Burundi 

Australia 

1 

 

 

 

 

 

2 

3 

 

 

 

 

 

 

 

 

4 

 

 

 

 

 

 

 

5 

8 

 

 

 

 

 

 

 

9 

 

 

 

 

 

 

 

10 

13 

 

 

 

 

 

 

 

14 

 

 

 

 

 

 

 

15 

6 

 

 

 

 

 

 

7 

11 
 

 

 

 

12 

23 

 

 

 

 

 

 

 

24 

 

 

18 

 

 

 

 

 

 

 

19 

 

 

 

 

 

 

20 

16 

 

 

 

 

 

 

17 

21 

 

 

 

 

 

 

22 

25 

Finland 

Ranked 25th in the world in 

Wage Equality for Similar 

Work 

Only 12.5% of directors of 

the ASX200 are women 

(though women make up 

45.6% of the total labour 

force) 

72 of the ASX200 don’t 

have a single woman on 

their boards 
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Her other big area of concern—which she feels is 

getting actively worse—is that old chestnut, body image  



She sees this as a growing issue for young women  
 

 

Driven by social media, ‘selfies’ and the  

rapid erosion of the private/public divide  

that sees all of our lives displayed on  

multiple screens … 

 

Manipulation of image is rife, and it’s 

impossible to know what is real and what is 

not 

 

She worries about its impact on young  

women in particular, and the next generation 

living up to unrealistic physical ideals 

 



..This is impacting on her identity 

Older women feel that they have no  

opportunity to grow old gracefully these  

days (unlike previous generations)  

 

They don’t feel respected or revered for 

their wisdom and life achievements 

 

They just feel judged, and live with a fear 

of ageism leading her to tangible 

disadvantage 



So how are they feeling about brands and marketing? 



7 insights about the Australian woman that 

marketers need to know  

 

2

5 

 

SHE IS 
BORED 
 
 
 

What’s worse,  
is that she’s not 
even angry. 
 
WHAT’S 
WORRYING,  
IS SHE DOESN’T 
EVEN CARE.   



7 insights about the Australian woman that 

marketers need to know  

 



1. She is doing it tougher than she remembers 

Heightened awareness 

of how far each dollar 

needs to stretch 

Workplace barriers 

hampering her earning 

potential  

Increasing financial 

pressure from the GFC 

Feeling the 

pinch  

“My fear as I see 

every day prices 

rising is not  being 

able to keep my 

house hold afloat or 

provide for my 

family”  

 



Which means for marketers...  

 

 

 

 

 

She is taking the financial burden of the household, and worry 

 

Empathising is a good start, but what she really needs is  useful,  practical 

solutions 

 

Coles’ Curtis Stone “Feed a family for $10” campaign was a pertinent 

example  

 

...she appreciated that the campaign recognises a financial  issue she 

grapples with every day 

 

 

 

 

 

Which means for marketers...   



 

 

 

 

Women no longer feel 

assured the government 

will provide  a pension for 

them  

This means she is on her 

own in providing for her 

retirement and she is 

feeling it! 

2. She is afraid for her financial future 

“I was self employed on our 

family farm until my mid 

forties, so super was not a 

priority. I only started to get 

super when I commenced 

work with Dairy Farmers 

when I was 45. Since then, 

loss of jobs, the break up of 

my marriage and other 

financial strains has caused 

my super to deteriorate. I 

am now approaching 

retirement age. I expect I 

am not the only one in this 

boat.” 



Which means for marketers...  

   

“What about a rewards 
programme with a 

difference that helps 
women set up themselves 
financially for the future. 

Perhaps a programme 
that would put money 

into a superfund for 
women and reward them 
for the hard work they do 

in looking after their 
families.”  

Superannuation is a hot button 

topic right now 

 

All categories can acknowledge 

this is an area where she needs 

reassurance and help.   

 

Helping her manage future 

planning will be appreciated- but 

she’s busy so solutions ideally 

need to be time efficient and 

delivered to her door  

Which means for marketers...   



3. She is not a Feminist ....she’s more of an Equalist  

 There are absolutely things she wants to change... 

She is hacked off about workplace barriers and body image 

pressures just like a Feminist  

 

...but she does not identify with Feminism—she feels the 

term belongs in the 1960s... 

 

...the modern Australian woman’s conversation is more 

about equality and respect for the individual  

 

“I just see myself as an individual who expects to be treated 

as an equal and assessed on my performance not my 

gender”. 

 



Which means for marketers...  
 

She doesn’t believe that marketers appreciate the blending of 

roles in contemporary Australian society 

 

The men in her life are not enemies, they are partners and 

hero’s. Cheap shots at men irritate her 

 

Images of the bumbling Dad or the guy who can’t identify a 

sanitary pad are an insult to the men in her life, and to the 

choices she has made  

 

This sort of gender politics may backfire and prove 

counterproductive for brands 

Which means for marketers...   



We mentioned that she’s bored with female 

marketing stereotypes...  

 

...here’s why 



4. The way brands depict her often miss the mark 
 

She does not look like that. 

Her house does not look like that.  

Her family  may not look like 

that.... It may be just her or 

she may not have kids or be a 

single Mum.  

...and despite women still taking 

on the bulk of domestic duties, 

her family does not operate 

like that.   

 

 

 

 

 

“My husband helps with the cleaning and 

we share the nappy changes”  

 



 

...this may seem obvious, but it prevents her from 

feeling connected with the women she sees in brand 

messaging  

  
 

“Who wears those uncomfortable clothes in the kitchen?” 

 

 



We need to reflect the  diversity of the Australian woman… 

 

 

 

Which means for marketers...   



WOMEN ARE MORE DIVERSE AND MORE 

INTERESTING IN SO MANY FACETS OF LIFE. 

Yet we continuously portray such a narrow view 

of her. 

 

Don’t be afraid to dimensionalise her beyond her 

demographics.  



 

  

5. She wants real. But not too real. 

“If the woman on the bus  

understands me and my needs then yes”  

  

The call for ‘real’ looking women from the community was so strong and 

consistent, we wanted to explore just how real?  And to explore where 

aspirational fits in- does brand messaging need to be aspirational too? How 

would that work?  

So we opened up a discussion on the community and asked,  

“If a spokeswoman for a brand looks like the woman who sits next to you on 

the bus, would you still be motivated to buy a product or service?”  

 

 

 



Which means for marketers...  

 

Real is an attitude – not a physical form 

  

We need to inspire her – deliver communications that make 

her feel uplifted and empowered – empowered to achieve 

something meaningful 

 

 

 

 

Which means for marketers...   



“I want to see fit, strong, independent  

women who are happy being single, or  

in a relationship with a man who is on  

the same level. I want to see  

courage rather than fear, and  

confidence rather than shame.... Ads  

should give women powerful/ 

leadership roles to show that women  

are capable of achieving just as much  

as men.” 

 



6. She is funnier than you think 

....and nobody is bothering to make her laugh! 

 

Why is it so many ads for men are funny? Why not women?  

 

We asked what emotions tend to be the most motivating  to her when 

she’s exposed to advertising and overwhelmingly she wants to have a 

laugh.  

“It’s much more 

motivating to me 

when an ad makes 

me smile or laugh. 

Even if it means I'm 

laughing at myself.” 

“For me advertising 

that makes me laugh 

has more of an 

impact than any 

other kind.” 



 

Introduce a bit of humour—you won’t scare 

her, she thinks a lot of the blokes’ ads are 

funny! 

TV content these days is showing women in 

surprising ways- in this age of age of HBO 

why is it that when the ads come on we 

seem to time travel back to the 50s?  

What if Lena Dunham from “GIRLS” were to 

advertise mascara? What would that look 

like?  

 

How would Sookie Stackhouse sell 

tampons?  

 

Which means for marketers...  

http://www.google.com.au/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=6TqlV_ImpvIZuM&tbnid=D5zYKqgG11Sp5M:&ved=0CAUQjRw&url=http://blog.zap2it.com/pop2it/2013/01/lena-dunham-is-a-taylor-swift-fangirl---who-knew.html&ei=dotCUqL5GMjmswae-oHACg&psig=AFQjCNGdwh5dd1mzsj7sVXGbjc1ijttC8Q&ust=1380178988073031


7. She wants to take it like a man—at times 

We’d like to introduce you to a term:  

“pink-washing”—a token stab at connecting to women 

with a gendered touchy feely emotional approach 

 

AKA “pink it and shrink it”  

 

 

There’s a difference between feminine and “girly” and 

stupid and childish 

 

 



Pink washing short cuts her integrity 

The Australian woman  finds this kind of approach 

irritating and reductive...she responds better to a less 

gendered approach.  

 

“Products that need to appeal specifically 

to women tend to go too girly” 
 



“One of the big mistakes companies make is 

assuming women are all about the warm and fuzzy 

and they’re not. They want the same things as 

men and then some” 

 
Marti Barletta 



Summary 

3. She’s an Equalist so respect her  

4. Stereotyping voids your brand so dimensionalise her 

5. She doesn’t need rescuing so be empowering 

6. She is funnier than you think so make her laugh 

7. Never pink it and shrink it! 

1. She’s doing it tough so help her practically 

2. She’s afraid for her future so direct her 



Let’s stop marketing to women, and start marketing for women 



Discuss 

Thank you  


