
35%  
ôt he new manõ  

is an invention  of the media   



74% 
uses coupons as much as possible  



40% 
money  makes me happy  



94% 
clothes , shoes and accessories  

have to fit  my figure  



3% has an iPad 

15% plans to buy  one within 5 years  



60% 
buying clothes  is a great pleasure  



50%  

buying luxury  
gives me the wonderful feeling  

of being pampered  



77% 
my man should take care  

 of his looks  



78% 
cannot imagine life without  friends  

 



70% 
beauty  comes from within  



70% 
is pleased  with her physical 

appearance ,  

if only she could get rid of that belly   



80% 
wearing perfume  is a pleasure  



Insights about the contemporary woman  
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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 today...  

sheõs every woman 

sheõs a fashion & beauty consumer 

sheõs different types with different needs 

Å Attitudes, values & interests  

Å Shopping behaviour 

Å Media behaviour, inspiring & influencing  

Å Advertising attitudes  

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 





0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

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  

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

job

travel/holidays

hobbies

car

music

kids

partner

friends

family

3XF for her fulfillment: friends , family & free time  



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% 

 



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 fashion & beauty consumer 
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Beauty is vital  

20% 59% 

My skin needs only 

water  & soap 
Skin care is as important as  

eating  & drinking  



Beauty is fun  

56% 29% 

Taking care of my 

appearance is a 

pleasure  

It requires a lot of 

effort  
to be beautiful  

Good looking people are more successful in their social life  (57%) 



Fashion is pleasure  

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

break the daily monotony

a way to spend time with friends

a way to relax

feel prettier

more choices to get dressed

it's like a gift

Fashion shopping is pleasure (60%) 

I love to shop...  



sheõs is different types 

with different needs  





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 
CALM 

CAREFULL 

SECURITY 

THOUGHTFUL 
RATIONAL 

INDIVIDUAL HARMONY 

CONTROL 

OPEN 



Watch the video  

http://www.youtube.com/watch?v=4_zu4bwnTfE
http://www.youtube.com/watch?v=4_zu4bwnTfE


INDIVIDUAL HARMONY 

CONTROL 

OPEN 

EVASIONISTA 

10 % 



open   

down to earth 

optimistic  proud  

new challenges  

make new  friends  

being in a group 

enjoy  life  

Evasionista 



Fashion own original  style,   

impulsive shopper, try 

different  clothes in shops  

-- 

Beauty take care  of my 

appearance, beauty is fun , no 

plastic surgery  

-- 

Food experiment , fresh , 

organic & fair trade, invites 

friends over for diner  
 

Evasionista 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

TRADITIONALISTA 

12 % 



Watch the video  

http://www.youtube.com/watch?v=A7-VDQB_95o
http://www.youtube.com/watch?v=A7-VDQB_95o


home family  
traditional values   

mom  security   

pleaser  
structured life  

life without stress 
  

 

Traditionalista  



Fashion comfort , low 

price , shops with partner ,  

no exclusive brands 
-- 

Beauty loyal  to brands, 

hair  products, natural , 

samples 
-- 

Food simple,  traditional , 

home  made, discount , 

meat  
 

Traditionalista  



Watch the video  

http://www.youtube.com/watch?v=q1hK1EVMshE
http://www.youtube.com/watch?v=q1hK1EVMshE
http://www.youtube.com/watch?v=q1hK1EVMshE


INDIVIDUAL HARMONY 

CONTROL 

OPEN 

AMBITIONISTA 

11 % 



young  

ambitious 

extravert style  
 social status  career  

luxurious life  

me first  

optimistic  about 

the future  
 

Ambitionista  



Fashion trends , 

designers, jewellery , fan 

of shopping , luxury  

-- 

Beauty  ostentatious  

time & money , complete 

beauty case  
-- 

Food restaurant , haute 

cuisine , fresh & canned, 

recipes , vitamins  

Ambitionista  



Watch the video  

http://www.youtube.com/watch?v=Guklptk5e6s
http://www.youtube.com/watch?v=Guklptk5e6s


INDIVIDUAL HARMONY 

CONTROL 

OPEN 

HARMONISTA 

18 % 



humble caring  
avoids the 

unexpected  

harmony  
traditional housewife  

economical  

homebody  

Harmonista  



Fashion practical, comfort , 

emotional  shopper, opinion 

of family, affordable price  
-- 

Beauty authentic, hair , 

personal care, samples, 

unsatisfied  with appearance  

-- 

Food traditional , likes to 

eat not cook, canned  & 
frozen  food, delight vs light  

Harmonista  



Watch the video  

http://www.youtube.com/watch?v=5y_ltaAX_e4
http://www.youtube.com/watch?v=4_zu4bwnTfE
http://www.youtube.com/watch?v=5y_ltaAX_e4


INDIVIDUAL HARMONY 

CONTROL 

OPEN 

RATIONALISTA 

28 % 



in control freedom  
enjoys the simple 

things in life  

rational security  

structured life  

work for financial 

independance  

Rationalista  



Fashion comfort, quality ,  

practical, loyal  to brands, 

fair trade  
-- 

 Beauty organic  skin 

care, natural , loyal to 

brands, pharmacy 

-- 

Food origin , snack, 

simple  dishes, organic  

Rationalista  



Watch the video  

http://www.youtube.com/watch?v=3_HX4U0pu70
http://www.youtube.com/watch?v=4_zu4bwnTfE
http://www.youtube.com/watch?v=3_HX4U0pu70


INDIVIDUAL HARMONY 

CONTROL 

OPEN 

EPICURISTA 

20 % 



stylish  trendy  

  luxurious life  

 big spender  

physical appearance  
career  

possessions 

wealth  

Epicurista  



Fashion shopaholic , 

pleasure, trends , luxury, 

brands , new collections  

-- 

Beauty cosmetics , physical 

appearance , brushing , 

daily personal care  

-- 

Food restaurant, healthy & 

fresh, champagne, 

gastronomy, nice packaging 

Epicurista  



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

Evasionista 

Harmonista  

Traditionalista  

Rationalista  

Epicurista  

Ambitionista  



Rive Gauche Colorella  

Product :  

 hair care range 

 

Target group :  

 caring women, mothers,  

 frequent users of hair products  

 

Objective :  

 increase awareness 

 sales 

Product :  

 upscale, trendy fashion brand  

  

Target group :  

 trendy fashionistas into   

 luxury & wealthy  

 

Objective :  

 launch campaign new    

 collection  



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

Ambition  

Big 

spenders 

Luxury  

Trendy  

Fashionista  

Upscale 

Pleasing 

Caring 

Emotional  

Family  

Price/quality  



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

Evasionista 

Harmonista  

Traditionalista  

Rationalista  

Epicurista  

Ambitionista  

28% with children  
living at home 

38% with children  
living at home 

38% with children  
living at home 

42% with children  

living at home 

48% with children  

living at home 

37% with children  
living at home 



Hair colouring usage 

Rationalista  

 (%) 
Evasionista 

 (%) 
Harmonista  

(%) 
Traditionalista  

(%) 

Never 47% 35% 39% 47% 

Occasionally 28% 35% 32% 29% 

Regulary 25% 30% 29% 24% 

Indispensable 22% 23% 21% 18% 



This stylish  and trendy  

woman truly enjoys her 

well -deserved luxurious  

life and yes, she spends 

lots of money to look 

classy 

 

Epicurista  



The latest fashion trends (142) 

 

Spends a lot on fashion (152) 

 

Luxury brands (176) 

 

First to buy new collections (171) 

 

Epicurista  



Saves for a luxurious life (134) 

 

Career (197) 

 

The latest fashion trends (158) 

 

Likes to wear brands (157) 

Ambitionista  



63% is fashion influential   

Trendformer  

Communication:  

During the past 4 months Iõve 

shared my opinion with more  

than 6 people  

Transfer of knowledge:  

I am able to inform them well  

Conviction:  

I am able to convince them  

Connector  

31% 

Expert  

40% 

 

Saleswoman 

55% 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

Fashionable  
shopping criterium:  

46% 

Refinement 
shopping criterium: 
57% 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

highest  
spending on fashion 

(Sel. 135)  

highest  
spending on  

fashion 
(Sel. 128)  

2 

1 



INDIVIDUAL HARMONY 

CONTROL 

OPEN 

53% shops for hair products  
in the supermarket  

53% shops for  
hair products in the  

supermarket  



sheõs inspired, sheõs touched 

she uses media 


