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The CEO of the household

 “I manage the quality of my family’s life” (91%)

 “I determine family financial decisions” (79%)


Economic 
anxiety 
intensifies  
her hold on 
spending

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


Tough economy builds her 
confidence and happiness

I have become more resourceful (87%)

My family has drawn closer together (81%)

More happy today (68%) than 2008 (61%)


Her marketplace 
influence grows


“I feel responsible to help 
friends and family make 
smart purchase 
decisions” (54%)
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Economic anxiety 
eases


“Your child’s future” 
becomes her top concern, 
ahead of economy & HH 
budget

First international wave




Wave 5


Wave 6

N = 4,300+ interviews 
in US, UK, China, Brazil


The  inaugural  wave  of  Women,  Power  &  Money  was  conducted  in  August  2008,  and  demonstrated  that  even  in    
pre-­‐recession  America,  women  had  already  become  the  CEO,  CFO,  COO  and  CPO  of  most  American  households.    
Since  then,  the  study  has  explored  the  lifestyles  and  marketplace  impact  each  year.  Wave  5  was  the  first  to  detect  
significant  easing  in  financial  concerns,  and  was  the  first  internaOonal  wave  as  well.


This  White  Paper  summarizes  the  results  of  Wave  Six,  which  was  conducted  among  women  and  men  ages  21-­‐69  in  
the  United  States,  United  Kingdom,  China  and  Brazil.  US  respondents  must  have  at  least  $25,000  in  annual  household  
income,  and  similar  income  thresholds  were  established  in  each  country.  (Throughout  the  White  Paper,  results  that  
are  relaOvely  consistent  across  countries  are  illustrated  with  data  from  just  one  representaOve  country.)


Women,	
  Power	
  &	
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History	
  &	
  Methodology	
  



3	
  

Wave  Five  of  Women,  Power  &  Money  was  conducted  in  2013,  and  found  women  to  be  “seizing  the  future”  –  for    
the  first  Ome  since  the  recession,  her  child’s  future  rose  to  the  top  of  her  list  of  concerns,  outpacing  the  economy    
and  household  budgets.  She  was,  in  a  sense,  rising  up  the  “hierarchy  of  needs”;  less  constrained  by  tacOcal  concerns  
of  financial  survival,  she  was  freed  to  take  a  more  strategic  perspecOve  on  the  future.


In  Wave  Six,  conducted  in  Q3  2014,  economic  concerns  conOnue  to  lessen  (although  sOll  remain  prevalent),  and  she  
remains  focused  on  the  future.  But  the  world  has  become  increasingly  complex,  and  the  future  more  uncertain.    For  
example,  across  countries,  nearly  half  of  women  have  experienced  upward  socio-­‐economic  mobility  in  their  lifeOmes,  
compared  to  only  about  one-­‐in-­‐ten  who  feel  their  standing  has  dropped.  But  they  see  significant  challenges  to  future  
advancement.  On  average,  middle  class  consumers  feel  their  income  would  have  to  rise  75%  to  become  upper  middle  
class,  and  upper  middle  class  consumers  feel  their  income  would  have  to  double  to  become  wealthy.


Her  definiOon  of  success  reflects  hard  choices,  and  an  aspiraOon  toward  realisOc,  pragmaOc,  achievable  goals  in    
an  uncertain  world.  Her  top  three  associaOons  with  success  are  financial  security,  family,  happiness,  and  these  are  
menOoned  far  more  ofen  than  wealth,  luxury  or  being  a  senior  execuOve.  Ask  if  she  would  like  more  money,  power  
or  sex  (and  could  only  choose  one),  eight-­‐in-­‐ten  across  countries  choose  more  money.


Adding  to  the  uncertainty  of  future  achievements  is  widespread  and  conOnued  discriminaOon  against  women,  
parOcularly  in  the  workplace.  Across  countries,  70-­‐90%  of  women  agree  that  “women  sOll  face  discriminaOon,”    
and  similar  numbers  agree  “women  are  ofen  judged  unfairly  when  they  are  asserOve  in  the  workplace.”  Again,  the  
dynamics  are  complex,  and  it’s  not  as  simple  as  just  men  being  the  culprits  –  in    the  US,  UK  and  Brazil,  two-­‐thirds  
agree  that  men  and  women  discriminate  against  women  in  the  workplace.


Wave  Six  of  Women,  Power  &  Money  explores  women’s  prioriOes  as  they  strive  to  achieve  their  aspiraOons  in  an  
uncertain  world.  She  is  evaluaOng  her  opOons  thoughgully,  and  is  wrestling  with  hard  choices.  “Having  it  all”  seems  
like  an  aspiraOon  from  the  distant  past  –  today  it’s  more  about  trying  to  make  realisOc  trade-­‐offs  in  an  aiempt  to  
design  a  more  saOsfying  future  for  themselves  and  their  families.


	
  

	
  

Reality	
  Check:	
  Hard	
  Choices	
  in	
  an	
  
Increasingly	
  Complex	
  World	
  

What	
  does	
  success	
  mean	
  to	
  you?	
  (US	
  women)	
  

Power	
  
Sex	
   Money	
  

79%	
  11%	
  
10%	
  

If	
  You	
  Could	
  Have	
  More	
  of	
  Only	
  One,	
  
Which	
  Would	
  You	
  Choose?	
  	
  

Among	
  UK	
  women.	
  
Results	
  comparable	
  
across	
  countries.	
  



4	
  

As  she  looks  to  a  hopeful  but  ulOmately  uncertain  future,  she  brings  a  nuanced,  mulO-­‐dimensional,  and  culturally-­‐
shaped  perspecOve  on  the  challenges  of  aging.  But  across  cultures,  several  trade-­‐offs  are  parOcularly  prevalent,  
including  quality  of  life  over  longevity,  and  viewing  aging  as  a  marathon  rather  than  a  sprint.

	
  
Aging	
  as	
  pursuit	
  of	
  quality	
  of	
  life:	
  Most  prioriOze  quality  of  life  over  longevity  per  se,  and  the  vast  majority  would  
rather  live  10  more  years  in  good  health  than  20  more  with  limited  mobility.  Many  also  worry  about  being  a  burden    
as  they  age:  those  who  fear  having  to  be  taken  care  of  in  old  age  generally  outnumber  those  who  fear  taking  care  of  
someone  else  in  their  old  age  3-­‐to-­‐1  or  more.

	
  
Aging	
  as	
  state	
  of	
  mind:  In  the  US,  UK  and  China,  87%+  of  both  genders  agree  “You  are  only  as  old  as  you  feel.”  SOll,  
most  women  are  interested  in  products  that  will  help  them  look  and  (parOcularly)  feel  younger.  In  Brazil,  only  about  
40%  feel  age  is  a  state  of  mind,  and  they  are  even  more  interested  in  products  that  help  looking  and  feeling  younger.    
(InteresOngly,  this  marketplace  opportunity  is  not  limited  to  women.  In  the  US  and  UK,  one-­‐third  to  one-­‐half  of  men  
are  interested  in  products  that  help  them  look  or  feel  younger  –  figures  that  rise  to  60-­‐80%  in  Brazil  and  China.)

	
  
Aging	
  as	
  social	
  mobility	
  barrier:  About  seven-­‐in-­‐ten  agree  “in  the  workplace,  people  over  50  face  discriminaOon,”    
and  about  eight-­‐in-­‐ten  agree  “Older  women  face  more  discriminaOon  than  older  men.”

	
  
Aging	
  as	
  culturally-­‐influenced:	
  In  the  US,  UK  and  Brazil,  women  are  most  likely  to  believe  that  “old  age”  starts  at  age  
70.  Old  age  comes  sooner  in  China  –  50  for  women,  and  60  for  men.  InteresOngly,  men  in  most  countries  (except  for  
the  US)  see  “old  age”  as  coming  sooner  for  women  than  for  men.

	
  
Aging	
  as	
  a	
  sequence	
  of	
  moving	
  targets:	
  	
  PercepOons  of  “old  age”  differ  by,  not  only  by  country  and  gender,  but  by  
generaOon  as  well.  Millennials  (18-­‐29)  typically  think  it  starts  at  60,  while  Baby  Boomers  (50-­‐69)  typically  think  it  starts  
at  80.  “Old  age”  is  always  in  the  future,  far  enough  away  so  that  it  doesn’t  create  an  overwhelming  fear,  but  inevitable  
and  moving  inexorably  closer,  further  fueling  the  market  for  aids  to  looking  and  feeling  younger.

	
  

Quality	
  of	
  Life	
  Over	
  Longevity	
  

US	
  
Women	
  

UK	
  
Women	
  

China	
  
Women	
  

Brazil	
  
Women	
  

US	
  	
  
Men	
  

UK	
  	
  
Men	
  

China	
  
Men	
  

Brazil	
  
Men	
  

	
  	
  At	
  what	
  age	
  do	
  	
  
	
  	
  you	
  think	
  a	
  woman	
  	
  
	
  	
  is	
  old?	
  

70	
   70	
   50	
   70	
   65	
   65	
   50	
   65	
  

	
  	
  At	
  what	
  age	
  do	
  	
  
	
  	
  you	
  think	
  a	
  man	
  	
  
	
  	
  is	
  old?	
  

70	
   70	
   60	
   70	
   65	
   70	
   55	
   70	
  

In	
  China,	
  “old	
  age”	
  comes	
  
sooner,	
  parNcularly	
  for	
  women	
  

Men	
  think	
  women	
  “get	
  old”	
  
before	
  men	
  (except	
  in	
  the	
  US)	
  

Live	
  10	
  more	
  years	
  
in	
  excellent	
  health	
  

Live	
  20	
  more	
  years	
  
with	
  limited	
  mobility	
  

Imagine	
  you	
  are	
  	
  
75	
  years	
  old.	
  	
  	
  
Would	
  you	
  rather…	
  

Median	
  answers	
  shown	
   Among	
  US	
  women.	
  	
  
Results	
  comparable	
  
across	
  countries.	
  

9%	
  

91%	
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Increasingly,	
  Privacy	
  over	
  Sharing	
  

Which	
  One	
  of	
  the	
  Following	
  Do	
  You	
  
Think	
  Poses	
  the	
  Greatest	
  PotenNal	
  
Threat	
  to	
  Your	
  Privacy?	
  	
  

Individuals	
  (such	
  as	
  
criminals	
  or	
  hackers)	
  

Government	
  

Private	
  Companies	
  
(such	
  as	
  search	
  engines,	
  

wireless	
  providers)	
  
65%	
  21%	
  

14%	
  

Social  sharing  is  widespread  and  growing,  as  are  privacy  and  security  concerns  (parOcularly  in  Brazil  and  China).  The  
result:  a  new  balancing  act,  and  complex  consideraOons  when  evaluaOng  a  host  of  everyday  situaOons,  both  online  
and  offline.  Increasingly,  women  are  choosing  discreOon  and  privacy  over  sharing.


	
  
Security	
  concerns	
  rising:	
  Across  countries,  one-­‐third  to  one-­‐half  of  women  are  more  concerned  about  their  privacy  
than  a  year  ago.  In  the  US  and  UK,  30-­‐40%  are  extremely  concerned  about  credit  card  security  and  idenOty  thef  –  
figures  that  rise  to  60-­‐80%  in  Brazil  and  China.


	
  
“Lawless	
  individuals”	
  considered	
  biggest	
  threat:	
  In  the  US,  UK  and  Brazil,  the  biggest  threat  to  privacy  is  seen  as  
coming  from  individuals  (such  as  criminals  or  hackers)  rather  than  private  companies  or  governments  (not  asked  in  
China).


	
  
Most	
  taking	
  acNon:	
  Two-­‐thirds  of  women  in  the  US  and  UK,  and  about  80%  of  women  in  Brazil  and  China,  have  taken  
specific  steps  to  protect  their  privacy  online.  The  most  common  acOviOes  are  deleOng  cookies  on  a  computer  (done  by  
nearly  half),  and  changing  privacy  seongs  on  social  media  sites  (done  by  one-­‐in-­‐three).


	
  
More	
  ediNng	
  before	
  sharing:	
  Many  –  including  61%  in  Brazil  –  are  more  closely  monitoring  what  they  choose  to  share  
on  social  media.  One-­‐in-­‐ten  Millennials  have  “goien  in  trouble”  over  social  media  posts.


	
  
Sharing	
  has	
  its	
  limits:	
  While  many  would  readily  share  informaOon  about  products  and  services  online  and  in-­‐person,  
topics  such  as  religion,  poliOcs  and  sex  remain  taboo  for  many.


35%	
  

34%	
  

52%	
  

44%	
  

29%	
  

29%	
  

39%	
  

61%	
  

US	
  	
  

UK	
  	
  

China	
  	
  

Brazil	
  	
  

I	
  have	
  become	
  more	
  
concerned	
  about	
  my	
  
online	
  privacy	
  

I	
  have	
  become	
  more	
  
careful	
  about	
  what	
  I	
  
share	
  on	
  social	
  media	
  

In	
  the	
  Past	
  Year…	
  

Among	
  UK	
  women.	
  Results	
  
comparable	
  across	
  countries.	
  	
  
Not	
  asked	
  in	
  China.	
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Sleep	
  over	
  Sex	
  
Overall,  women  are  relaOvely  saOsfied  with  their  sex  lives,  and  in  general  they  are  more  saOsfied  with  the  tenderness  
and  the  quality  of  sex,  and  less  saOsfied  with  frequency  and  variety.    InteresOngly,  there  is  no  “stamina  gap”  –  
women  tend  to  be  as  saOsfied  with  their  partners’  stamina  as  with  their  own.    



SOll,  sex  may  not  be  as  high  a  priority  as  some  might  expect,  and  in  many  cases,  sleep  is  a  more  precious  commodity.  
In  the  US,  UK  and  China,  most  women  would  choose  a  night  of  really  good  sleep  over  a  night  of  amazing  sex;  in  all  
four  countries  surveyed,  a  majority  of  men  would  prefer  the  night  of  amazing  sex.  Men  in  each  country  would  prefer  
three  months  without  technology  rather  than  three  months  without  sex,  along  with  women  in  China  and  Brazil;  
women  in  the  US  and  UK  would  rather  go  three  months  without  sex.  Across  countries,  most  have  sex  less  than  once  
a  week,  and  one-­‐in-­‐four  don’t  have  sex  in  an  average  month.  



While  many  elements  of  women’s  lives  are  relaOvely  consistent  across  countries,  sexual  dynamics  show  more    
cross-­‐cultural  differences.  In  Brazil,  women  (and  men)  have  the  most  acOve  sex  lives,  and  the  highest  level  of  sexual  
saOsfacOon.  Compared  to  other  countries,  women  and  men  in  China  are  more  likely  to  describe  sex  as  a  necessity    
for  a  good  relaOonship,  an  obligaOon,  or  something  their  spouse  enjoys  more  than  they  do.


US	
  

UK	
  

China	
  

Brazil	
  

WOMEN	
   MEN	
  

60%	
  

68%	
  

70%	
  

32%	
  

40%	
  

32%	
  

30%	
  

68%	
  

A	
  night	
  of	
  really	
  good	
  sleep	
   A	
  night	
  of	
  amazing	
  sex	
  

36%	
  

38%	
  

37%	
  

16%	
  

64%	
  

62%	
  

63%	
  

84%	
  

Would	
  you	
  rather	
  experience…	
  

58%	
  

59%	
  

45%	
  

41%	
  

42%	
  

41%	
  

55%	
  

59%	
  

Three	
  months	
  without	
  sex	
   Three	
  months	
  without	
  technology	
  

44%	
  

44%	
  

26%	
  

16%	
  

56%	
  

56%	
  

74%	
  

84%	
  

US	
  

UK	
  

China	
  

Brazil	
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Family	
  Over	
  Self	
  
As  probably  has  always  been  the  case,  women  consistently  put  their  family’s  needs  ahead  of  their  own.  In  each  
country,  about  80%  of  women  would  rather  see  their  kids  get  a  good  job  than  get  a  good  job  themselves,  and  about  
three-­‐fourths  would  rather  see  their  kids  get  into  a  good  college  than  get  a  “very  significant  promoOon”  themselves.  




When  asked  about  their  top  priority,  their  children  were  by  far  the  most  common  response  around  the  world.    In  the  
US  and  UK,  “spouse”  was  a  very  close  second  –  in  Brazil  and  China,  it  was  a  much  more  distant  second.  “Self”  was  
generally  a  distant  third,  but  sOll  ranked  ahead  of  extended  family,  work,  friends,  local  community,  or  society/world.  
When  asked  how  they  spend  an  extra  hour  in  their  day,  a  similar  paiern  emerged.  In  the  US  and  UK,  kids  and  spouse  
were  essenOally  Oed.  In  Brazil  and  China,  kids  were  a  clear  #1,  while  spouse  was  essenOally  Oed  for  a  distant  second  
with  self  and  wider  interests  such  as  hobbies  and  entertainment.








Your	
  child	
  gets	
  a	
  
really	
  good	
  job	
  

80%	
  

You	
  get	
  a	
  
really	
  good	
  job	
  

20%	
  

Would	
  you	
  prefer…	
  

Data	
  shown	
  for	
  women	
  in	
  China;	
  
results	
  comparable	
  across	
  countries	
  	
  	
  

Your	
  child	
  
gets	
  into	
  a	
  
top	
  college	
  

75%	
  

You	
  get	
  a	
  very	
  
significant	
  
promoNon	
  

25%	
  

US	
  	
  
Women	
  

UK	
  	
  
Women	
  

China	
  	
  
Women	
  

Brazil	
  	
  
Women	
  

My	
  spouse/partner**	
   27%	
   25%	
   12%	
   22%	
  

My	
  kid(s)*	
   23%	
   23%	
   25%	
   44%	
  

Myself	
   15%	
   11%	
   9%	
   20%	
  

More	
  sleep	
   13%	
   14%	
   9%	
   6%	
  

Exercise/fitness	
   11%	
   10%	
   10%	
   10%	
  

If	
  You	
  Had	
  An	
  Extra	
  Hour	
  In	
  Your	
  Day,	
  	
  
On	
  What	
  Would	
  You	
  Spend	
  This	
  Time?	
  

*Among	
  Parents	
  	
  **Among	
  Married/Partnered	
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Value	
  and	
  experiences	
  remain	
  key	
  marketplace	
  themes:	
  Across  
countries,  women  approach  the  marketplace  with  a  strong  interest  in  
value,  brands  and  experiences.  More  than  90%  agree,  “good  value  for  
the  money  is  more  important  than  price,”  and  a  majority  (including  
76%  of  US  women)  “would  prefer  to  spend  money  on  experiences  
rather  than  things.”  While  these  broad  themes  have  global  appeal,  
there  are  certainly  country-­‐specific  variaOons  as  well.  For  example,  
women  in  the  US  are  more  interested  in  experiences,  women  in  the  
UK  tend  to  perceive  less  differenOaOon  across  brands,  women  in  China  
express  fundamental  concerns  about  product  quality  and  safety,  and  
women  in  Brazil  are  more  likely  to  be  interested  in  luxury  items.

	
  
Strong	
  engagement	
  with	
  brands:	
  Across  countries,  only  about    
one-­‐in-­‐three  agree  “all  brands  are  preiy  much  the  same,”  and  there    
is  a  parOcularly  strong  preference  for  brands  with  a  reputaOon  for  
reliability  and  funcOonal  excellence.  The  vast  majority  of  women  
connect  with  brands  online  via  mulOple  means,  spanning  websites,  
email  and  social  media.  About  half  of  women  in  the  US  and  UK,  and  
three-­‐fourths  in  Brazil  and  China,  follow  at  least  one  brand  on  social  
media.  Two-­‐thirds  have  posted  online  reviews,  and  most  state  they    
are  inspired  to  write  both  posiOve  and  negaOve  reviews.  

	
  
Variety	
  over	
  loyalty:	
  While  interest  in  familiar  brands  is  strong,  so  is  
openness  to  new  and  different  brands.  Across  all  four  countries  and  
both  genders,  a  majority  describe  themselves  as  interested  in  a  variety  
of  brands,  as  opposed  to  being  loyal  to  certain  brands,  in  virtually  
every  category  examined.  In  some  categories,  openness  to  alternaOve  
brands  is  shaped  by  the  fact  that  many  feel  there  are  no  trusted  
brands  already  in  the  category.

	
  
Simplicity	
  over	
  complexity:	
  More  than  40%  of  women  in  each  
country,  and  more  than  80%  in  China,  agree  “I’m  overwhelmed  by  all  
the  product  choices  available  these  days.”  Overwhelm  is  parOcularly  
strong  in  categories  related  to  financial  services,  technology  and  
beauty.    

	
  
Values	
  over	
  deals:  The  ethical  and  security-­‐related  drivers  of  “brand  
abandonment”  are  significant  and  vary  by  country.  When  asked  what  
would  cause  them  to  permanently  stop  buying  a  product  that  they  
have  used  and  liked  in  the  past,  women  in…


•  The  US  &  UK  cite  learning  that  a  company  discriminates    
against  women  


•  China  cite  a  company  on  the  brink  of  bankruptcy

•  Brazil  cite  a  company  that  has  been  hacked  and  credit  card  
informaOon  compromised


Most	
  trusted	
  brands	
  	
  
(among	
  US	
  women)	
  

FINANCIAL	
  SERVICES	
  

APPAREL	
  

AUTOMOTIVE	
  

Marketplace	
  Mindsets	
  



9	
  

Baby	
  Boomers	
  in	
  Transifon	
  

• Caring

• Decisive

• Family-­‐focused

• Friendly

• Generous

• Happy

• Healthy

• Helpful


•  Independent  

•  Informed

• Kind

• OpOmisOc

• PracOcal

• RealisOc

• Thoughgul

• Trustworthy




They  approach  reOrement  and  near  the  lifestage  of  empty  nesterhood  
with  a  strong  sense  of  self,  and  more  likely  than  Millennial  women  to  
describe  themselves  with  a  range  of  posiOve  terms,  including  happy,  
healthy,  informed  and  trustworthy.



Asked  to  describe  their  own  generaOon,  they  are  most  likely  to  express  
their  hard-­‐working  nature,  and  the  value  of  their  experience  and  wisdom,  
although  many  admit  struggling  or  being  anxious.  Millennials  
acknowledge  Boomers’  hard  work  and  experience,  but  also  tend  to  
describe  Boomers  as  tradiOonal,  conservaOve  or  set-­‐in-­‐their-­‐ways.





The  Baby  Boom  is  most  typically  known  as  a  demographic  phenomenon  in  the  US,  marked  by  high  birth  rates  in  the  
post-­‐World  War  II  era  years  of  1946-­‐1964,  but  a  similar  boom  occurred  in  other  countries  as  well.  Today  Boomers  
are  a  generaOon  in  profound  transiOon.  Every  Boomer  is  aged  50  or  older,  remarkable  for  a  generaOon  that  has  
always  prided  itself  on  its  youthful  perspecOve.  Although  they  may  not  be  the  trendiest  demographic  to  pursue,  
they  are  among  the  highest  spenders  in  many  categories,  and  ofen  display  a  loyalty  to  brands  and  a  willingness  to  
pay  for  premium  offerings  that  is  less  prevalent  among  some  younger  consumers.


Boomers	
  more	
  likely	
  to	
  
describe	
  themselves	
  as…	
  

Millennials	
  describing	
  Boomers	
  

Boomers	
  describing	
  Boomers	
  

Results	
  from	
  US	
  women	
  shown	
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  Results	
  from	
  US	
  women	
  shown	
  

Millennials	
  describing	
  Millennials	
  

Boomers	
  describing	
  Millennials	
  

Millennial	
  Women,	
  Millennial	
  
Cultures	
  
As  explored  in  Wave  Five,  Millennials  are  a  globally-­‐coherent  generaOon,  with  similariOes  spanning  countries,  
driven  by  the  global  hallmarks  of  Millennial  culture:  mobile  devices,  social  media,  privacy/security  concerns,  
beliefs  in  gender  equality  (of  opportunity,  if  not  yet  equal  pay),  an  openness  to  new  brands,  an  expectaOon  of  
reciprocal  relaOonships  with  brands,  and  an  enthusiasm  for  entertainment  and  pop  culture.    Shaped  by  these  
global  drivers,  Millennial  women  share  many  similariOes  around  the  world.  In  the  US,  and  in  other  countries  as  
well,  Millennial  women  are  more  likely  than  Boomers  to  describe  themselves  with  terms  reflecOng  the  potenOal  
and  pressure  this  generaOon  feels,  including  ambiOous,  anxious,  athleOc,  airacOve,  exhausted,  lonely,  sarcasOc,  
skepOcal,  smart,  stressed,  and  successful.    Millennials  describe  their  generaOon  as  young  and  tech-­‐savvy,  while  
admiong  a  sense  of  enOtlement.    Boomers  acknowledge  Millennials’  youth  and  comfort  with  technology,  but    
use  a  host  of  less  posiOve  adjecOves  as  well,  including  spoiled,  self-­‐centered,  and  lazy.




China  and  Brazil  have  large  segments  of  Millennials,  and  the  aotudes  and  acOons  of  women  in  those  countries  
take  on  a  Millennial  flair  as  a  result.    But  even  afer  controlling  for  their  younger-­‐skewing  populaOon,  the  
marketplace  cultures  in  Brazil  and  China  reflect  “Millennial  mindsets”  more  broadly.  Their  consumer  marketplaces  
came  of  age  in  the  era  of  social  media  and  the  other  cultural  drivers  of  the  Millennial  mindset  described  above.    
“Being  Millennial”  is  less  an  age  group,  and  more  a  state  of  mind  and  cultural  philosophy.
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Dawn  Langeland  is  a  senior  partner  and  leads  FleishmanHillard’s  consumer  products  sector    
in  the  Americas.  An  award-­‐winning  communicaOons  strategist,  Dawn  is  known  for  creaOng  
magneOc  programs  that  capture  consumers’  aienOon,  deliver  against  business  objecOves  and  
drive  results.  She  has  supported  many  of  the  world’s  leading  brands  and  FleishmanHillard  
clients,  including  Procter  &  Gamble,  Hyai  Hotels,  L’Oreal  among  many  more.    


FleishmanHillard  is  one  of  the  world’s  most  complete  global  communicaOons  firm,  
specializing  in  public  relaOons,  public  affairs,  markeOng,  paid  media,  and  transmedia  and  
social  content.  FleishmanHillard  delivers  on  The  power  of  true,  reflecOng  the  firm’s  high  
values  and  unique  ability  to  guide  clients  through  a  world  demanding  unprecedented  
authenOcity  and  transparency.  FleishmanHillard  is  part  of  the  DAS  Group  of  Companies,  a  
division  of  Omnicom  Group  Inc.,  and  has  more  than  85  offices  in  31  countries,  plus  affiliates    
in  42  countries.




Marlene  Greenfield  is  vice  president,  execuOve  director  of  research  at  Hearst  Magazines.  She  
leads  all  custom  and  syndicated  adverOsing  and  markeOng  research  throughout  the  Hearst  
Magazine  Division,  including  both  the  print  and  digital  plagorms  for  all  21  magazine  brands.    
Her  work  encompasses  acquiring  a  deeper  understanding  of  the  ever  changing  media  
landscape  as  well  as  keeping  abreast  of  behavioral  insights  across  all  aspects  of  consumer  life.  
An  acOve  member  of  the  media  research  community,  Marlene  sits  on  the  board  of  directors  
of  the  Media  RaOng  Council  and  is  a  member  of  the  MPA  Research  Commiiee.    


Hearst  Magazines  is  a  unit  of  Hearst  CorporaOon  (www.hearst.com),  one  of  the  naOon's  
largest  diversified  media  and  informaOon  companies.  With  21  Otles  in  the  U.S.,  Hearst  is  the  
leading  publisher  of  monthly  magazines  in  terms  of  total  paid  circulaOon  (AAM  1H  2014)  and  
reaches  83  million  adults  (Spring  2014  MRI  gy).  In  addiOon,  the  company  publishes  nearly  
300  ediOons  around  the  world.  Hearst  Magazines  Digital  Media,  dedicated  to  creaOng  and  
implemenOng  Hearst  Magazines’  digital  strategy,  manages  18  websites  for  brands  such  as  
Cosmopolitan,  Popular  Mechanics,  ELLE,  ELLE  DECOR,  Esquire,  Good  Housekeeping,  Marie  
Claire  and  Seventeen,  as  well  as  digital-­‐only  sites  such  as  Delish.com.  Hearst  Magazines  has  
published  more  than  150  apps  and  digital  ediOons  for  the  iOS  and  Android  plagorms.  The  
company  also  includes  iCrossing,  a  global  digital  markeOng  agency.




Dr.  Stephen  Kraus  is  senior  vice-­‐president  and  chief  insights  officer  of  Ipsos  MediaCT’s  
Audience  Measurement  Group.  In  this  role,  Steve  helps  lead  the  Ipsos  Affluent  Survey,  now    
in  its  38th  year  of  tracking  the  lives,  lifestyles,  spending  paierns  and  media  habits  of  affluent  
Americans.  Steve  is  author  of  three  books  on  success  and  affluence  in  America,  and  his  
insights  are  widely  cited  in  the  media.  He  has  a  Ph.D.  in  social  psychology  from  Harvard  
University.  Steve  has  directed  Women,  Power  &  Money  since  its  incepOon.


A  publicly-­‐traded  firm  headquartered  in  Paris,  Ipsos  is  the  third  largest  market  research  firm    
in  the  world  with  offices  in  more  than  80  countries  (www.Ipsos.com).  Ipsos  MediaCT  is  the  
specializaOon  within  Ipsos  built  to  reach,  engage  and  more  effecOvely  understand  today’s  
consumer  in  the  fast  moving  media,  content  and  technology  space.    





Want	
  more?	
  
While	
  we've	
  summarized	
  key	
  highlights	
  from	
  Wave	
  Six	
  of	
  Women,	
  Power	
  &	
  Money,	
  there	
  is	
  much	
  more	
  including	
  extensive	
  
informafon	
  about	
  women's	
  media	
  and	
  technology	
  usage,	
  and	
  her	
  approach	
  to	
  many	
  marketplace	
  categories.	
  Together,	
  the	
  
six	
  waves	
  represent	
  a	
  powerful	
  database	
  that	
  can	
  be	
  mined	
  to	
  address	
  any	
  number	
  of	
  specific	
  markefng	
  quesfons.	
  For	
  
more	
  informafon,	
  please	
  contact	
  us	
  at	
  womenpowermoney@fleishman.com	
  

Key	
  Contributors	
  

http://fleishmanhillard.com
http://www.icrossing.com

