WOMEN, POWER & MONEY
A Study of Women’s Lives, Lifestyles and Marketplace Impact

Consumer Products &
Services

Energy & Communications is about engagement. And engagement
Utilities

requires insights into what is important and influential to an
audience. This is the idea at the foundation of our commitment

Financial & to research and analytics.
Professional Services

It’s also the foundation of our Women, Power & Money study,
which provides a look – both quantitative and qualitative – at
Food, Beverage & the marketplace opinions and preferences of women. The
Agribusiness

research, a joint effort between FleishmanHillard and Hearst
Magazines, was launched in 2008 as a U.S.-focused study. It

Healthcare

continues to evolve, now incorporating a variety of insights from
several countries. It’s crucial data that helps guide our counsel
and can be applied to a wide range of consumer organizations.

Manufacturing &
Industrials Methodology

Women, Power & Money uses qualitative and quantitative
Public research to explore the lives of women across various countries.
Sector

It’s conducted in three phases:
•

Technology

Exploratory qualitative research – Women and
men describe how they feel about gender relations,
marketplace experiences and the future.

•

20-minute online interviews – Respondents from a
wide age range who meet select income standards
are questioned on broad attitudes as well as detailed
information about marketplace preferences and
decision-making in 12 categories.

•

One-on-one interviews – Conducted with a subset
of women, these interviews layer qualitative richness
on top of quantitative conclusions.

Key Takeaways From
Previous Studies:
Women firmly in control as the
explicit or implicit CEO, COO,
CPO and CFO of most American
households. She leads with her
distinct voice and consensusoriented style; she is not “the
new man.”
Women’s leadership intensified
during the financial upheaval
of late 2008; her pragmatic
approach to brands and finances
fit the new marketplace zeitgeist;
her priorities became the de facto
priorities for the marketplace as
a whole.
Emotional reverberations of The
Great Recession – she became
more resourceful, more confident
and happier as her family pulled
closer together.
With the “new normal” of
economic concern settling in, she
is increasingly a game-changer
in the marketplace, spreading
word of mouth through expanding
spheres of influence.
As economic concerns lessen,
she increasingly looks toward the
future – gaining traction toward
a longer-term, more meaningful
strategic vision for self, family
and business.

Key Data Points From Previous Studies:
91% agree, “I am the manager for the
quality of my family’s life.”

86% agree, “I usually wait for
something to go on sale before buying.”

79% agree, “In the end, my opinion
determines family financial decisions.”

81% felt their family had drawn closer
together as a result of the economy.

87% agree, “I am more thoughtful
than ever before about every purchase
I make.”

79% of mothers are satisfied with their
relationships with their children.

54% agree, “I feel it is my responsibility
to help friends and family make smart
purchase decisions.”
42% agree, “I regularly influence friends
and family to buy or not buy a particular
product or service.”

68% felt happy, up from 61% in previous
study.
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LEARN MORE
For more information about FleishmanHillard’s consumer products and services
expertise, please visit fleishmanhillard.com/consumer-products-services.

