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A Contemporary women, daily life with a focus on
r

beauty, fashion & food
A Field: February - May 2011
A N = 3000 Belgian women

A 15-75 years old
A Online Panel, by GFK
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On the agenda

s h eebesy woman |
r

sh e @ fashion & beauty consumer |
r

shedos different types with

A Attitudes, values & interests |
f

A Shopping behaviour
A Media behaviour, inspired & influential rl
|

A Marketing to women: advertising attitude
Ac 4)
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shedOs every Wwo
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85%shares
Colleague S thatitis
71% believes that work Important
. h 71% calls friends/family /,/\ to have
gives her at least once aweek ¢~ real

a place in society

friends

MOthe.r 80% cannot Partner TT%isina
41%is responsible for _~ imagine her o _ A relatlonsh|p
bringing her children .22  ito without 83%is convinced that 2~ and 84% is
to school/ child care. family itis important to have satisfied with
47% does it together a stable relationship her partner

with her partner
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Household
I

The allocation of household tasks is still traditional
|

ironing

\ cooking
child care (bathing, clothing, feeding)

\ cleaning

daily budget management

\ look after the children

daily shopping
the chil dmemeseovsfo=omemm ¥ Oother |
(

|
_

0% 10% 20% 30% _40%.508%-6096"70% 80% 90% 100%
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\ washing up

me ((
together (f
W partner

ring or pick up
finances

gardening
\ housekeeping




Not enOugh time to do it all 60%
41% Not enough time to do what | really I|ke

Important to make time for myself 88%
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| cannot imagine life without ... dher Maslow pyramid

( \ Cigarettes
3XF for her
fulfilment: friends |

famiy & fee time _
\_ J

Internet & computer

Music, hobby, books

Family, friends, partner and kids
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More feminist, less romantic ...!

It makes sense that men do less domestic chores than h 16%

women 29%
Both men and women should contribute to overall || GGG 3%
household income 63%

irst sight i iple T, 63
Love at first sight is possible 78%

- - I G096
Sex and love are intertwined 76%

- - - I 5690
For me, it is romantic to get married 63%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
m 2011 2001-3 Générations
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Caring self -image Interesting ideal image
1. Generous85% 1. Interesting personality 29%
2. Can be trusted 84% 2. Good mother 22%
3. Hard worker 62% 3. Very good friend 21%
4. Lazy 13% 4. Caring partner 11%

/ / $1sanomalMedia



Projective image Rt

N°1 = Interesting personality if no kids or kids not at home
N°1 = Good mother if kids at home

50% 1
45% -
40%4  36% 38%
35% -
30% -
25% -
20% -
15% -
10% -

5% A

0% -

Interesting Good mother Very good friend Caring partner
personality

mmm No kids mm kids @home kids NOT @home —Total
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Projective image Rt

The presence of children in the household does.|

50% -
45% -
40% - 37%
35% - o
30% - 29/02
25% A v 0
20% - 7% 2L 17%
15% -
10% - 8%
5% -
O% I T T T

Interesting Good mother Very good friend Caring partner

personality

= Partner, no kids Partner & kids —Total
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Happiness [ by

A 88% is happy & 18% is really happy

A More happy when:
A @home or student
A With partner (with or without kids)
A Higher income
A Kids & family >> work & money
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Having a job Is important

A job is the best way to evolve

Domestic chores are as valuable as paid work

- - I 52
Housewives should receive a salary 52%

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

32%
24%

« Equal work Y Equal pay » is a reality I 30% 51%

63%

m 2011

0% 10% 20% 30% 40%

2001 - 3 Generations

50% 60% 70%

80%
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'0
Power of Women V\;g)m

Work fU” or part time 55%
50% Career and promotion are important J

(for women <35 yrs.)

52% ean go0d money

(for women <35 yrs .)

E—
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Women love shopping

@

3% .., doesndét | ik

Shopsat least once a month
for PLEASURED0%




Shopping pleasure

it's like a gift
more choices to get dressed
feel prettier
relax
spend time with family, friends

break the daily monotony

0% 10% 20% 30% 40% 50% 60% /0%
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Best shopping advisor %m

PARTNER 54%

NO ONE 26%
FRIENDS 25%
KIDS 23%

PARENTS 16%

SISTER/BROTHER 14%

COLLEAGUES 6%
OTHER 2%
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Best shopping advisor Ll ey

54%

omy partner 1 s my best

61%

0 myartner likesmetobe f emi ni neo

26%

O myna n d omotca rdytnew dress or accessor
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Criteria for fashion

COMEORT fit my silhouette _
Yes comfort —

moderate price

fabric quality
match my wardrobe

neat cut —

original

refinement P
EXCLUSIVE fashionable
NoO brand
exclusive

0%

20% 40%
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Still,
1 out of 6 women
likes to buy

LUXURY




Luxury stands for:

6 8 O/Oquality 5 O O/Qeeling spoiled
3 5 O/Ooeing original 3 5 O/Ooeing different




on

I'w
budget Woviad

H<(25
M0 25049
W0 50-099 J
W0 100-0 149 |
W 0 150-0 199
M (0 200-0 299
i (0 300-G 500 |
> (0500

ﬁ
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/7% spends the same or more then 5 years ago on fashion ]

MORE:

22% buysmore expensive brands
47% buysmore clothing , shoes
and/or accessories

57% believesprices for clothing,
shoes and/or accessories have risen

M More Budget

M Same budget

LESS:
18% buyless expensive brands

92% buyless clothing , shoes and/or
accessories

M Less Budget
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Women look for fashion inspiration

7%beauty 77%interior

, o
7 " % focdfashlon 79 A)Baby [y 3%

6 %finance6 6 %OTC ot 71 (y




Sources (top 3) [ by

Women use traditional channels for inspiration on fashion

_

visit shop 63%
2 brochures 50%
3 magazines 41%
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Place of purchase: for me & my partner

Brand shop- luxury price segment P 90
Brand shop- superior price segment ” 70
Brand shop- average price segment -753
e — o1
Big chains F 85

,
Supermarket ﬂ 63

0 20 40 60 80

M Regularly &
Somestimes

H Already
bought, not
anymore &
Never
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| Place of purchase: for my kids

!
f
| Brand shop- luxury price segment _ 94
|
|

r
r
| ) rr
\ Brand shop- superior price segment “ 78 {
|
\\ . M Regularly & rr
\\ Brand shop- average price segment 753 Somestimes ff
\ . r
\ _ f
\\ Mail order 4753 m Already r{
\\ . bought, not |
\ Big chains 94 anymore & |
\ i Never !f
\ 50
\ Supermarket 50
|
|
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Purchase in shop

Price/quality ratio is top criteria for a purchase in a store

price/quality ratio

proximity to my
home/work

wide range of
choices

proximity to other
stores

promotions -
discounts

sufficient parking
spaces

atmosphere

service, advice §1sanomaMedia




Online or offline mm

1 out of 4 women buy as much online as offline

mostly online |l 7%
as much online as in physical 0 ]
[ e —

mostly in physical shops | 70
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1 }
Online purchase [ty

Price Is top criteria for an online purchase

price/quality ratio

wide range of
choices
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I }
Online purchase e ey

Advantage
convenient (72%), always open (55%),
less time consuming (46%)

Disadvantage
ca n fotuch products (48%), fear of payment
Issueq42%)
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1 }
Online purchase [ ity

30% buys her Still most purchases

clothing online are made offline
Clothing I - ——/

LiNgerie i s -V —_ o
AULIES aCCESSOIreS A/ . - =) — 20

M Online
Bags WOz %0
M In store
Shoes Wz 2 L0 /o i Never bought
Sportswear Er/ 7y ——.6.00]
Jewellery

0% 20% 40% 60% 80% 100% 120%
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" '
Online purchase [ty

1 out of 2 who shops online, buys fashion in webshops

from mail order
~ 500 )

28%
22% 20% 20%

13%

webshops webshop webshop auction outlet webshop other

only frommail fashion website webshop clothin
available order brand
online
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sheodos di ffere
with different needs
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ACTIVE
ENERGY
ADVENTURE

CHALLENGE
ORIGINAL

INNOVATION
MODERN

INDEPENDANT
FREEDOM

STYLE
CLASSY
EXCLUSIVITY

CONTROL

]
EMOTION %&5§EG%
SPONTANEOUS

CARELESS
IMPULSIVE

NOT IN CENTER
OF ATTENTION

CARINGFOR OTHERS
CALM

CAREFULL
SECURITY
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Evasionista l'wm
open
down to earth optimistic

proud
new Challenges

make neW friends

beingina Jroup
enjoy ire

take t| IMEe forher Divorced

No interest in social st
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Evasionista

Fun attitude

Versatile wardrobe

own original style, not practical creative
attached to brands IMpulsive Mix of styles

shopper, experiment try .
different clothes in brand AcCcessories

or chain stores 90%price 77%neat cut
Shopping ispleasure & 58% original
a way to break daily - Luxury is comfortable,

timeless, original

/ as;moma Media

routine advice from

partner and friends




—_N

7 "IARMONY

$1sanomaMedia



N —
4__-_____"‘"

3SanomaMedia






Traditionalistaﬁ /3

home fa.m | Iy
traditional values

IMOM security |
pleaser |

structured life |

L\ ife without SIFreSS
|

Lower social groups (

A B | | Oldest segment
| I Old fashione
| /r':; )) $1sanomaMedia




Traditionalista

Beauty comes from
within

comfort , low price , shops
with partner , functional
clothing

No exclusive brands
Not interested in social
status/appearance

l

:
|

Basic wardrobe

practical Casual classic

Easy to maintain

affordable brands

guilty pleasure is lingerie

97%comfort 96%price
94% quality of fabric
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AMBITIONISTA
! 11% |
.
- | | \ ;ﬁﬁ‘
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