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EVEolution.

Understanding Women - - Eight Truths
for Your Business and Your Life

The Main Idea

For any business to survive today, it needs to
understand how to market to women. The fact is
women make 80% of all purchasing decisions and
are loyal to brands that they trust. Women have
complex lives because of many responsibilities:
from managing households, to caring for aging
parents, raising children, and managing their
own careers. Learn how to help women join your
brand and build meaningful relationships with
them. Recognize their personal and professional
needs, and EVEolutionize your business.

Introduction.
Why Women Consumers are So Important

Businesses need to understand that Men and
Women travel, eat, work, play, shop, and relax in
different ways.

Consider these statistics from the United States:

- Women influence 80% of all consumer goods

- Women buy or influence the purchase of 51%
of all consumer electronics

- Women buy or influence the purchase of 75%
of all over-the-counter drugs

- Women influence 80% of all healthcare
decisions

- Women start businesses at twice the rate
of men

- Female-owned and female-run businesses
generate $3.6 trillion annually

- Women make 50% of car purchases.

- Wives earn more than husbands in 22.7%
of households

- 40% of households with assets over $600,000
are headed by women

- 50% of all PC purchases are made by women

- 48% of stock market investors are women
This book will help you understand the following

eight truths about marketing to women:

1. Connecting your female consumers to each
other connects them to your brand.
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2. If you’re marketing to only one of her
roles, you’re missing all the others.

3. If she has to ask, it’s too late.

4. Market to her peripheral vision and
she will see you in a whole new light.

5. “Go to her” and secure her loyalty forever.

6. This generation of women consumers
will lead you to the next.

7. Female input will help your brand.

8. Every little detail matters — you can’t hide
behind your logo.

Chapter 1

Principle 1: Connecting your female consumers
to each other connects them to your
brand.

Stop thinking “pink” and think “link”.

Rethink what women want from brands. Your
brand must be different because of the way it is
able to bring women together. Women want a
“place” to meet and talk to enjoy each other’s
company and bond. Does your product give
women something to talk about with each other
or a “place” to talk with each other?

iVillage attracts 7.1 million visitors a month,
and is the leading women’s community online.
Medscape.com, Women.com, Oxygen.com and
other successful women-specific sites share the
EVEolutionary credo of think link.

One US health-food company called Snackwell
launched a program of Mother-Daughter
workshops across the US. This bonded mothers
and daughters and reinforced the idea of eating
healthy.

Chapter 2

Principle 2: If you’re marketing to only one
role, you’re missing all the others.

MEN DO ONE THING AT A TIME. WOMEN
DO MANY THINGS AT THE SAME TIME.

[ 3]
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Multi-tasking has become a woman’s survival
response. In the woman’s quest to have it all,
they end up with many roles. Of course “work
roles” and “home roles” are obvious. A marketer
should understand the deeper emotional side
of women. Women have multiple roles as the
family command center, mediator between
business associates, and friends. Employers need
to recognize the multiple lives of their female
employees. Provide leave for new parents,
flexible hours, on-site childcare, and better
compensation. Service companies should see the
merging of women’s professional and personal
lives. Stores can offer fax paper, ink cartridges, as
well as Coke, laundry soap, and frozen dinners in
order to help the busy mom and business owner.

EVEolutionary Ideas:

- Fugazy limousine service used their cars
to ferry children of employees from school to
home. This helped working mothers and was
a good new business at a time of the day
when their cars usually were not employed.

- Companies can provide a quiet space, room,
or garden for women employees only to relax.

- Merrill Lynch developed a more loyal
workforce creating a system for women to
“telecommute”. Two days per week, these

women worked from a home office.

- Classroom Cameras from watchmegrow.com
and kinderview.com allows moms to observe
their kids throughout the workday for $15-20
a month, through Web cameras installed in
150 daycare centers nationwide, linked to
mom'’s office computer.

Ask yourself 3 critical EVEolutionary questions:

- When is the last time my marketing group
has closely observed, analyzed, and been
sympathetic to a woman’s 24/7 life?

- How many women’s home offices have I
visited lately?

- What could our business do to help a woman
manage her Multiple Lives better?

Chapter 3

Principle 3: If she has to ask, it’s too late.

It’s easier to keep her than to win her back.
Ninety-six percent of female customers never
complain. They just never come back if they
are disappointed. Marketing to women means
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anticipating what women want, creating products,
services, and technologies women may not yet
know they need.

EVEolutionaries:

- Mead Johnson Company makes baby
formula. This company keeps data on the
customer and later sends coupons for when
the baby becomes a toddler. If you want
brand loyalty, send advanced information.

- Kimberly-Clark Company makes diapers.
When the child reaches 18 months they send
Pull-upTraining Pants. At 2 years of age they
send toilet training guides.

- Kraft Foods website has a Recipe
Recommender to solve the problem of
“What’s for dinner?”

- The Phoenix hotel in San Francisco has a
guest checklist when they register so by the
time you’re unpacked, you receive everything

you requested.

How to become more Anticipatory than merely
Reactive:

- Women must be in on the planning every
step of the way.

- Talk to consumers in ways that inspire
innovative thinking.

- Jiffy Lube is a quick car oil change service.
This company helped make women relax
while their cars were serviced by friendly
service and complimentary coffee.

- Talk with your customer to discover what her
dream service would offer, which is not being
offered now. What does she think her family
will be like in the next 5 years? What will
her home of the future look like?

Chapter 4

Principle 4: Market to her peripheral vision,
and she will see you in a whole
new light.

Women don’t bond with brands that market in an
overly aggressive way. Women notice the subtle
hint. They notice what a newswoman on TV
is wearing while listening to her read the day’s
headlines. Men focus solely on the news and do
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not run to department stores the next day in search
of the same type of sweater that the newsman had
on last night. This is marketing to her peripheral
vision. Women visiting art galleries notice the
art and the lighting.

Examples of Marketing to Her Peripheral
Vision:

- Actor Jeremy Irons pinned the red AIDs
awareness ribbon to his lapel at the 1992
Tony Awards. Millions of viewers saw it,
and the practice spread far and wide.

- The pastel pink breast cancer ribbon has
done wonders for its awareness campaign.

- “Intel Inside” speaks of that subliminally
female, womb-like inner mystery.

- Giorgio Armani and Dolce & Gabbana
designed staff uniforms for hotels and
restaurants so women notice their high-end
value.

- Starbucks’ success proves the value of
showing up in a female’s peripheral vision.
Clean, cheerful, wonderful-smelling, it’s a
place where she can relax in comfort and

safety.

So ask yourself:

- Is my brand female-friendly?
- Am I being too direct, too confrontational?

- When was the last time I contacted my
female consumer and asked for her feedback?

Chapter 5

Principle 5: “Go to her” and secure her loyalty
forever.

Women who return to their home have often
been working all day. Therefore what a woman
wants is convenience. The less trips to the store
for her, the better. If you can “go to her” with
your product or deliver your product while she is
doing another task, she will value your brand.

- Streamline.com provided families with an
automatic household supply replenishment
service (tissue, laundry soap, shampoo, etc.).

- 24-hour service or the Internet are very
convenient for her because she can shop
whenever she wants Is your product available

in this way?

- Look at the examples of airport malls or gyms
built in supermarkets. Mom can shop while
traveling. Mom can work out while a
grocery employee does her shopping for her.
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This “go to her” principle also contains one
extra highly valued and benefit — privacy. A
woman’s purchases can be made without every-
one seeing.

Chapter 6

Principle 6: This generation of consumers
will lead you to the next.

Ask a woman why she uses certain pots and pans
in her kitchen, or what ingredient she prefers for
her favorite recipe, or what detergent she uses for
her laundry. Probably she’ll name a trusted brand
that Mom always used.

Our childhood memories are filled with the
sights, sounds, and smells of brands that Mom
used. The mother-child bond forms the basis of
a great business opportunity. People trust their
mothers and want to use their same products.

How does a brand set itself up for next genera-
tion success?

- Disney cleverly re-releases old classics like
Snow White, Cinderella, and Sleeping Beauty
every generation, so moms can share the

experience with their kids.

- Gap Inc. filled the need of young adults
looking for an easy, casual way of dressing.
The retail giant opened GapKids in 1986 and
Baby Gap in 1996.

Research shows children in America are in control
of (or have an influence in) about $500 billion of
consumer purchasing. PlayStation, Pokemon, and
Beanie Babies are just some of the phenomena
that prove the kid with cash has influence.

Here is a current example:

The WNBA started in 1996, and in just two sea-
sons built an audience of 10,000 fans on average
per game. The men’s NBA took 29 seasons to
build that kind of audience.

Here are some ideas for the future:

- If a large company established a math/science
program for girls.

- If a local bank offered junior classes in
financial matters to teach kids about financial
responsibility. Later on, whom do you think
they will go to for a credit card?

[7]
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- There are 13 million single moms in the US.
The brand that lends a hand to this group
could become part of the family, and
therefore a brand for life.

Ask yourself how can my brand be repositioned
to:

- Become part of the family tradition
and folklore?

- Remain equally relevant to all generations,
past and future?

- Provide lasting value to this generation
and the next?

Chapter 7

Principle 7: Female input will help your brand.

Partner with your female consumer to nurture
your brand. Actively solicit suggestions for
change and be consistent in your dialogue. If the
female consumer offers her idea and the marketer
listens, the company can then implement a
successful new concept.

To understand how women think, you’ve got
to engage them in compelling conversation.
These need to be warm, friendly, and open
discussions.

- M&M’s consulted consumers and asked what
color they would like before adding blue.

- Ford redesigned its Windstar Minivan by
enlisting the expertise of 50 female engineers,
30 of whom had kids, 10 of whom were
pregnant, and 10 who had no kids. Ford’s
sales and market share both increased.

Ask yourself:

- What would my brand or company be like if
it were run by a woman?

- If my brand were a child, how would I
raise it?

- How could I get my partner and my family
to help me?

Chapter 8

Principle 8: Everything matters — you can’t hide
behind your logo.

With women, the personal is political. They want
to know the personal background of a candidate
running for public office, the family tree of their
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son’s new girlfriend, and the ethical practices of
the cosmetic brand you’re selling. Everything
matters to women, and if they don’t like what
they see, it will be bad for your business.

Marketing to women is not just about money, it
is about values.

Beyond the quality of the products and services
you offer, women want to know about:

- The personal ethics of owners and managers
- How you treat your employees
- How you treat women and minorities

- The number of women and minorities who
hold management and executive positions

- The salary gap between men and women

- How much money your CEO gives to
political campaigns and to which candidates

- Who you give charitable donations to
and how much

- Your environmental record

- Whether you give journalists or consumers
on-demand access to inspect your facilities

Ask yourself:

- If my consumer knew every single detail
about my brand, from process to product,
would I still be selling as much of it?

- Am I doing as much as I personally can to
better every aspect of my brand? Can I sleep
at night?

- Does my brand have a soul? Can my
consumer see right into it?

- Does she like what she sees?

Conclusion: The Power of Marketing to
Women

Women represent the future, in terms of pur-
chasing habits, spending patterns, and product
demands. You don’t have to be a woman to un-
derstand this; men can be part of this principle.

There is an Audi commercial where a young fa-
ther takes his ten-year-old girl driving; he takes
detours and backroads in order to spend more
time with his daughter. The commercial doesn’t
try to sell the car’s sleekness or speed; it’s more
about a “life journey” and the “connection”
between father and daughter. This is an example
of enlightened marketing.
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The future of marketing to women:

- Asian and Latino cultures are very important
when it comes to next generation selling.
Tradition and family values are held high.

- In America 15 million 8-12 year-old girls
are now spending $5 billion a year on
clothing alone, and they use computers to
connect to each other and play. Address this
market and capture them for life.

- Older women above 50 are another market
worth addressing. They are opening new
businesses or have leadership in the
companies they work for. The possibilities
are limitless.

Understand women and change your business for
the better. Forge deeper connections with your
consumer. Create more value in your business
and your life. Have the courage to let women
help your brand and your company.
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