Marketing at Women
We marketers like uniformity. That is to say we like to be able to clearly identify target groups to aim at so that we can create a single message communicated in a precise and effective manner. 
If only life was that simple. 
Gone are the days when we could identify the businessman by the type of hat he was wearing or the colour of his braces! Groups of people are not so easy to stereotype … and women are the most difficult of all!

Writing this article, I am nervous about sounding chauvinistic, so please bear with me.
Why are women so difficult to target?

Because there are so few stereotypes. The Bisto lady is a long-gone figment of the imagination (if she ever did exist) and bears very little resemblance to today’s woman. 
Research (Martha Barletta – Marketing to Women, Daeborn, 2003) shows that women are getting more and more frustrated with the way in which marketers communicate to them. They are rebelling against the dictates of the perfect wife/mother/executive roles. They want brands to reflect their individual status.

This is, I’ve got to say, far easier said than done. How on earth do you target a person who is all things to all people … and yet perceives herself to be something totally different to all of the above?

The challenge lays in understanding a woman’s thought processes. They are, as we are often reminded, multi-faceted and extremely complicated. Their decision-making processes are very different to that of we males, for example they seek out information far more readily; they require more endorsement; they relate better to values and beliefs; they are great recommenders – 21 times on average against a man’s 2.6 recommendations.
Other key statistics:

· The average age for a woman to marry in Britain is now 28

· 91% of women say advertisers do not understand them
· 25% of women born after 1973 will be childless at 45

· 28% of British households are single households
· Women are adopting a far more individualistic approach – almost 50% of women will have a child outside of marriage compared to 17% twenty years ago

· Single women make up 1/5 of all mortgage applications

So what do we need to do?

A basic move is to employ/support more female marketers. The industry is very male dominated and this is reflected in much of the creative we see in our advertising.  We need to stop using outdated stereo-types – research more into the real needs of the modern woman. 
Brand managers need to understand better that women don’t just buy brands, they join them. They don’t take too well to the token addition of pink when targeting them – in fact, I would be more inclined to save the pink for a different marketplace altogether. 
And, last but not least … listen more to women – they already make 92% of all consumer purchasing decisions! Think about it – who will be filling Santa’s stocking this Christmas?
If you wish to read more about the subject, visit www.shapingtheagenda.com
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