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Femininsight 

ÅContemporary women, daily life with a focus on 

beauty, fashion & food  

ÅField: February - May 2011 

ÅN = 3000 Belgian women 

Å15-75 years old 

ÅOnline Panel, by GFK 

 



On the agenda 

sheõs every woman 

sheõs a beauty consumer: skin care, hair care, make -
up and perfume 

sheõs different types with different needs 
Å Attitudes, values & interests  

Å Shopping behaviour 

Å Media behaviour, inspired & influential  

Å Marketing to women: advertising attitude  

Å é 



sheõs every woman 



Mother  
41% is responsible for 

bringing her children 

to school/ child care. 

47% does it together 

with her partner  

80% cannot 

imagine her 

life without 

family  

Friend  
71% calls friends/family  

 at least once  a week  

85% shares 

that it is 

important 

to have 

real 

friends 

Partner  
83% is convinced that  

it is important to have  

a stable relationship  

77% is in a 

relationship 

and 84% is 

satisfied with 

her partner  

Colleague 
71% believes that work 

gives her  

a place in society 
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housekeeping

gardening

finances

bring or pick up the children to/fromé

daily shopping

look after the children

daily budget management

cleaning

child care (bathing, clothing, feeding)

cooking

ironing

washing up

The allocation of household tasks is still traditional  
 

me

together

partner

other

Household 



Me tiME 

Not enough  time to do it all   60%   

41%  Not enough time to do what I really like  

Important to make  time for myself  88%  

 



Fulfillment  

I cannot imagine life without ... ð her Maslow pyramid  

Cigarettes 
& alcohol  

Media & online 
social networks  

Job 

Mobile phone & SMS 

Sex 

Travel & holiday  

Internet & computer  

Music, hobby, books  

Family, friends, partner and kids  

3XF for her 

fulfillment: friends , 

family & free time  



Couple 

63% 

76% 

78% 

63% 

29% 

56% 

60% 

63% 

73% 

16% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

For me, it is romantic to get married

Sex and love are intertwined

Love at first sight is possible

Both men and women should contribute to overall
household income

It makes sense that men do less domestic chores than
women

2011 2001-3 Générations

More feminist, less romantic ...!  



Caring self -image 

 

1. Generous 85% 

2. Can be trusted 84% 

3. Hard worker 62% 

4. Lazy 13% 

 

Interesting ideal image  

 

1. Interesting personality 29% 

2. Good mother 22% 

3. Very good friend 21% 

4. Caring partner 11% 

 



Projective image  

36% 

3% 

28% 

11% 

23% 

38% 

14% 

7% 

29% 

23% 
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N°1 = Interesting personality if no kids or kids not at home  

N°1 = Good mother if kids at home  



Projective image 

29% 

17% 
20% 
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37% 

14% 

8% 
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Interesting
personality

Good mother Very good friend Caring partner

Partner, no kids Partner & kids Total

The presence of children in the household doesnõt always benefit men ... 



Happiness 

Å 88% are happy & 18% are really happy 

Å More happy when: 

Å @home or student 

Å With partner (with or without kids)  

Å Higher income 

Å Kids & family >> work & money  



51% 

24% 

63% 

74% 

53% 

30% 

32% 

52% 

62% 

63% 
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« Equal work Ÿ Equal pay » is a reality  

For me, it is difficult to grasp, that even in these
days some women decide to become a housewife

Housewives should receive a salary

Domestic chores are as valuable as paid work

A job is the best way to evolve

2011 2001 - 3 Generations

Having a job is important  

Work 



Power of Women  

Work  full  or part time 55% 

50% Career and promotion are important 
(for women <35 yrs.)  

52% earn good money  
(for women <35 yrs .)  



sheõs a beauty consumer 



Inner beauty  

70%  

beauty comes from within   
 



Female beauty is ...  

 

63% having charisma  53% having character  

 

72% being charming  68% being self -confident  

 

68% being intelligent  69% feeling good  

 

 

 

 



Being beautiful  

57%  

Good looking people are more successful in their social life  

 

 44%  
When meeting someone new, physical appearance is most important  

 

43% 
Beautiful women feel better than others   



Beauty4all  

57%  

I always notice whether people have a smart appearance  

 

 

 44%  
Itõs important that my partner pays attention to his looks 

 



She is happy! J 

88%  

I am (very) happy  

 

 50%  
I am satisfied with the way I look  

 

54% 
I think I can be proud of myself   



But no harm in helping the inner beauty  

59%  

My skin care is as important as eating & drinking  

 

 48%  
Beauty products are important so that people can feel confident  

 

54% 
I never leave the house without make -up on 



Beauty = a pleasant necessity  

56%  

Being occupied with my looks is fun  

 

 

 29%  
Being beautiful takes a lot of effort  

 



Womenõs beauty budget 

35% 

28% 

26% 

11% 

Skin care

Hair care

Make-up

Perfume



91% spends the same or more than 5 years ago on beauty products  

MORE: 

45%  buys more beauty products  

44%  believes prices  for beauty 

products have risen  

29%  buys more expensive brands 

LESS: 

81% buys less beauty products  

10% buys less expensive brands 

Womenõs beauty budget 

9% 

58% 

33% Less budget

Same budget

More budget



Women are looking for beauty inspiration  

Beauty  

77% 
Fashion 

79% 

Deco 

77% 

Food 

77% 

Finance 

64% OTC 

66% 

Automotive  

71% 

Baby 

43% 



Sources (top 3)  

Ranking Source % 

1 visit  shop 42%  

2 magazines 37%   

3 conversations friends, family, ...  36%  

Women use traditional channels for inspiration on beauty  



Source Ranking 

Skin care Hair care Make-up Perfume 

Magazines 2 3 1 3 

Visit shop 1 1 2 1 

Brochures of shops or brands 4 5 3 4 

Conversations friends, family, ...  3 4 4 2 

Television 5 2 5 6 

Conversation salesman in shop 8 9 6 5 

Sources 



Purchase 

0 10 20 30 40 50 60

Supermarket

Drugstore

Pharmacy

Branded shop (Bodyshop, Yves
Rocher)

Perfumery

Private sales

Post order

Internet

Hairdresser

Perfume

Make-up

Hair care

Skin care



sheõs different types 

with different needs  





INDIVIDUAL HARMONY 

CONTROL 

OPEN 

INDIVIDUAL HARMONY 

CONTROL 

OPEN 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

INDIVIDUAL HARMONY 

CONTROL 

OPEN 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

INDIVIDUAL HARMONY 

CONTROL 

OPEN 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

ACTIVE 

ENERGY 

ADVENTURE 

CHALLENGE 

MY WAY 

MY VISION 

INDEPENDANT 

FREEDOM 

STYLE 

CLASSY 

EXCLUSIVITY 

ORIGINAL 

INNOVATION 

MODERN  

EMOTION 

SPONTANEOUS 

CARELESS 

IMPULSIVE 

SIMPLICITY PLEASING 

NOT IN CENTER 

OF ATTENTION 

CARING FOR OTHERS 
CALM 

CAREFULL 

SECURITY 

THOUGHTFUL 
RATIONAL 

INDIVIDUAL HARMONY 

CONTROL 

OPEN 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

EVASIONISTA 

10 % 





Evasionista 

open   

down to earth 

optimistic  proud  

new challenges  

make new  friends  

being in a group 

enjoy  life  



Evasionista 

 

 

Having charme 76% 

 

Showing the inner 

me 72% 

 

A sign of health 49%  

Beauty is é 



Evasionista 

Satisfied with her 

appearance   Emotional 

shopper  Trendsetter    
It doesnõt take a lot of effort to 

be beautiful     Influential   

Seldom leaves the house 

without make-up  

61% hair coloring  minimum 

few times a year  

To the hairdresser  every 

month 33% 

35% goes to a beautician  

minimum few times a year 

Enjoys wellness  minimum a 

few times a year 34% 

 

Beauty = Fun  
She loves to pamper 

herself  



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

TRADITIONALISTA 

12 % 





Traditionalista  

home family  
traditional values   

mom  security   

pleaser  
structured life  

life without stress 
  

 



Traditionalista  

Beauty is é 

 

 

 

Showing the inner 

me 74% 

 

Being in harmony 

62% 

 

Maturity 31%  



Traditionalista  

Beauty comes from 

within  
Back to basics 

Soap 32% and day  

cream 35% are the 

essentials 

 

Beauty products Ą 

supermarket  

 

Loyal to her favourite  

brands 66%   

Price-conscious shopper  

Plastic surgery is useless 

and unnecessary   

Natural  look 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

AMBITIONISTA 

11 % 





Ambitionista  

young  

ambitious 

extravert style  
 social status  career  

luxurious life  

me first  

optimistic  about 

the future  
 



Ambitionista  

Beauty is é  

 

Being confident 79% 

Having an own        

style 71% 

A sign of health 56% 

The most important 

seduction tool 44%  



Ambitionista  

It takes a lot of effort  to 

be beautiful  

  Influential    Big spender 

Known brands  

Personalized look 
Beauty products help her to 

feel good  

Looks are as important as 

inner beauty  

Show off attitude  Full beauty case  

46% make-up every day  

Manicure  minimum few times 

a year 28% 

43% goes to a beautician  

minimum few times a year 

Enjoys wellness  minimum a 

few times a year 35% 

Likes advice of a specialist  

 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

HARMONISTA 

18 % 





Harmonista  

humble caring  
avoids the 

unexpected  

harmony  
traditional housewife  

economical  

homebody  



Harmonista  

Beauty is é  

 

Being confident 72% 

 

Showing the inner 

me 69% 

 

Always looking 

impeccable 37%  



Harmonista  

Important that her appearance 

is accepted  by her 

environment  

Emotional  shopper  
Simple & natural look 

Plastic surgery is unnatural  

Authentic beauty  Hair beauty case  

Uses hairstyling products 

minimum once a week 46% 

 

58% colours  her hair 

minimum few times a year  

 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

RATIONALISTA 

29 % 


