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Who cares what women want? 

•  Women are the mega niche; the most critical market 
in our nation’s economy !

  Women represent just over 50% of the population but 
make over 85% of consumer purchasing decisions, fueling 
2/3 of the U.S. GNP. Women influence 85% of all sales, 
including categories you might not expect like 60% of all 
cars and 40% of all stocks.!

  Over the next decade, women will control two thirds of 
consumer wealth in the United States.!

  Globally women control $12 trillion of overall consumer 
spending.!

!
Bottom line: !

This survey helps mainstream marketers 
understand alpha women’s issues !

and better serve them!
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POPULATION!

INFLUENCE!



So, what is Ginger’s Alpha PanelTM  
What Women Want Survey? 

Ginger’s Alpha PanelTM!

•  Proprietary panel of 400 women in 10 U.S. markets!
•  New York, Chicago, San Francisco, Minneapolis, Charlotte, Los Angeles, Boston, Seattle,    

Atlanta, Denver!

•  Consumer influencers and ahead-of-the-curve opinion leaders in their peer 
groups and circles!
•  Including business, parenting, academia, politics, style, spirituality, sports & fitness and design !

•  Alphas represent the tipping point!
•  For what mainstream women will be thinking about and doing six months to two years from now!

!

Ginger’s What Women Want Survey!

•  Online survey conducted March 25-April 2, 2013!
•  Covering the economy and shopping habits, technology usage and attitudes, green and 

sustainability and the age-old question of what ‘having it all” really means to women!
 a!

•  2013 survey results reflect a robust 57% response rate !

•  Additional sample of 400 nationally representative general-market female 
consumers is included for comparison – full mainstream report available upon 
request!
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Three key themes 

1.  What women want financially!

2.  What women want in life!

!

3.  How women want to connect!

The slow-growth economy is now just the way it is, and responsible 
spending and budgeting have become business as usual in today’s 

American household !

The headlines say women are chronically short on time, 
opportunity, money and even closet space.  Here’s how they 

navigate an imperfect world.!

Women today are in-demand and connected all the time.  But the 
technology onslaught creates a need for netiquette and road rules.!
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Theme #1:  What women want financially 
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WHAT WOMEN WANT 
FINANCIALLY
Living on a budget is a way of life. Women are brand 
loyal but retailers have trained them well — they must 
get it with a deal, discount or coupon.



Alpha women are taking today’s economic 
realities in stride 
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Most alphas report positive economic news; !
many continue to act prudently!

Source:  2013 Ginger’s What Women Want Survey!

What’s the 411 on your personal 
economic state? 

• 34% We’re doing very well

• 26% We’re managing but it‘s not fun having to 
be so careful 

• 22% Our finances have taken a turn for the 
worse in the last 6 months 



And mainstream women are managing through 
their economic issues 
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The mainstream market is moving in a positive 
direction, but more cleanup needs to be done on their 

household balance sheets!

Source:  2013 Ginger’s What Women Want Survey!

What’s the 411 on your personal 
economic state? 

• 46% We’re managing but it‘s not fun having to 
be so careful

• 15% We’re doing very well (tie)

• 15% Our finances have taken a turn for the 
worse in the last 6 months (tie)



Alphas are planning for both  
savings and splurging in 2013… 
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Many have one significant splurge planned, but are also 
smartly shoring up savings or paying down debt!

Source:  2013 Ginger’s What Women Want Survey!

What tops your personal economic 
agenda this year? 

• 49% Budgeting for one or two splurges like a 
vacation or new furniture

• 28% More funds going into savings than prior years

• 25% Paying down or off debt
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…while the general market is more focused on 
savings and debt relief, for now   
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Mass market women are working on building savings or 
paying down debt, but planning for a future splurge!

Source:  2013 Ginger’s What Women Want Survey!

What tops your personal economic 
agenda this year? 

• 40% Paying down or off debt

• 23% More money into short- or long-term savings

• 22% Budgeting for one or two splurges
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Now, everyone’s an expert in the game of smart 
shopping and spending 
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Alphas have learned to use deal shopping to get better brands for 
less.  Emotionally, they don’t want to leave money on the table!

Source:  2013 Ginger’s What Women Want Survey!

What’s your motivation for deal shopping? 

26% Why not? 
Deals are 
everywhere and 
it’s more of a 
habit now.

11% I like the 
thrill. It’s exciting 
to think how 
much I’m saving.

26% I like 
nicer brands 
but I want to 
get them for 
less.



Mainstream consumers are budget-driven expert 
shoppers 
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For mainstream, deal shopping helps them work the 
budget, and they are even more passionate about it!

Source:  2013 Ginger’s What Women Want Survey!

What’s your motivation for deal shopping? 

36% I’m on a strict 
budget. It helps me 
live within my 
means and stretch 
my dollars.

23% I like the 
thrill. It’s exciting 
to think how 
much I’m saving.

16% I like nicer 
brands but I 
want to get 
them for less.

14% Why not? Deals 
are everywhere and 
it’s more of a habit 
now.



Alphas are doing what they can,  
and more, to be green 
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A third of Alphas spend what they can on being environmentally 
friendly, and another third is willing to do more!

Source:  2013 Ginger’s What Women Want Survey!

What’s your biggest barrier 
to being even more green?

• 35% I’m as green as I can be within my budget. I don’t have the 
money to buy all organic.

• 33% I don’t have a barrier. I’m willing to invest the time, money and 
effort in being more green.

• 19% I’m confused about what else to do that would make a real 
difference. There’s a lot of conflicting information out there. 



However, costs stand in the way of  
mainstream women being more green 
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Over half do what they can within their budget, 
but almost a third are unconvinced!

Source:  2013 Ginger’s What Women Want Survey!

What’s your biggest barrier 
to being even more green?

•  54% I’m as green as I can be within my budget. I don’t have the 
money to buy all organic.

•  9% I don’t buy into the “Green Argument”/I am confused about what 
else to do that would make a difference.

•  16% I don’t have a barrier. I’m willing to invest the time, money and 
effort in being more green.



Theme #2: What women want in life 
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WHAT WOMEN
WANT IN LIFE
Women strive to have it all, but recognize you can't 
have it all at once. They are finding the time for the 
kids, friends – even sex.  What they covet is time for 
themselves, fitness, and their significant other and a 
taste of the celebrity life!



Our women would spend one extra hour a day on 
mind and body 
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Alphas prefer to take care of their own mind and body with an extra 
hour, more than motherhood, work or mindless pursuits. This mirrors 

mainstream preferences !

Source:  2013 Ginger’s What Women Want Survey!

What would you do with a 25th hour 
in your day?
I WOULD... I WOULDN’T...
• 21% Fitness

• 15% Time with significant other

• 11% Read a good book

• 5% Play with the kids (tie)

• 5% Have sex (tie)

• 2%  Work



Alpha women love to declutter,  
especially if it’s their spouse’s stuff 
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Many feel their spouse’s general clutter has to go, but a small 
minority would throw out the spouse as well!

“Once the bills are paid, I want the paperwork in the recycling bin, not in my dining room.”!
!

“Sometimes I wonder if it would be easier if he lived across town…”!
!Source:  2013 Ginger’s What Women Want Survey!

Thinking about your spouse/significant other, 
what’s the one thing you’d most like to purge?

44% Their general 
clutter, papers and mail

2% Just get rid of him entirely.  
Maybe if he goes then all the 
stuff will go, too.

11% Their treasured 
favorite sweater/ 
sweatshirt/t-shirt

GIVE 
AWAY

S.O.



The celebrity perks that alpha women  
want the most 

We all read about, and obsess over, celebrity lifestyles, but we envy their 
more substantive perks over their primping and pampering!
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Source:  2013 Ginger’s What Women Want Survey!

What fancy celebrity lifestyle perks 
do you envy most? 

MORE THIS...
• 56% Premium travel

• 33% Personal chef and nutritionist

• 29% Dream home

LESS THAT...
• 16% Unlimited spa services

• 10% Perfect hair, makeup, nails



Women want those few special days  
to be truly special, so don’t hold back 
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Pragmatism and keeping expectations in check rule most of the time, but on 
her (few) special days she wants to raise the roof and be treated luxuriously.  

Alpha and mainstream results were similar!

Source:  2013 Ginger’s What Women Want Survey!

When it comes to your special day how 
would you like to be recognized and gifted?

•  23% Luxury item I 
would be hesitant to 
buy for myself

•  19% Queen for a day

•  17% One small but 
thoughtfully chosen gift

GET THIS... NOT THAT...

•  9% Handmade items 
from kids

•  4% Fresh flowers (tie)

•  4% Just a card is fine (tie)



Alphas are pragmatic, not dogmatic,  
about “Having It All” 

19 

Despite the headlines, most are realistic about the having-it-all debate.  
The top tangible route to balance is work flexibility!

Source:  2013 Ginger’s What Women Want Survey!

•  46% Let’s face it, you can have it all, just not all at the same time 
– at any given time, something has to give

•  44% Work flexibility:  working part time, or from home, reducing 
commuting time, less travel – that’s the way to have it all

•  24% It’s an impossible ideal (though I still keep wishing and 
striving for it…)

What does having it all mean to you?SU
C

C
ESSFU

L



While general market women remain conflicted 
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Mainstream women don’t believe you can have it 
all at the same time.  But the most pragmatic 

route to finding balance is work flexibility!

Source:  2013 Ginger’s What Women Want Survey!

• 28% It’s an impossible ideal (though I still keep wishing and 
striving for it…)

• 24% Let’s face it, you can have it all, just not all at the same time 
– at any given time, something has to give

• 21% Work flexibility:  working part time, or from home, reducing 
commuting time, less travel – that’s the way to have it all

What does having it all mean to you?SU
C

C
ESSFU

L
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Theme #3:  How women want to connect 

WHAT WOMEN WANT 
IN COMMUNICATION
Women are looking for real connections in a 
highly tech-enabled, always-on world.



Alpha women want lots of technology,  
but also want less  
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Alphas are more likely to constantly connect with their 
smartphones, except during family meals or eating out with friends. 

More also trying to reduce their reliance on it altogether!

Source:  2013 Ginger’s What Women Want Survey!

What are your unwritten rules of 
engagement with technology?

• 65% During meal time at home or eating out I don’t 
want to be distracted by technology.

• 30% My phone is an extension of myself.  
I check all the time.

• 29% I’m trying to reduce my technology use. I worry 
it makes me less productive and less creative.

• 10% (lowest agreement) If others check constantly I have no issue 
since I am a bit complusive and often do it myself.

RULES



The mainstream market is wary of the constant 
tech onslaught 
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Mainstream women are concerned about bad tech manners, 
and they don’t believe the they should be “always connected”!

Source:  2013 Ginger’s What Women Want Survey!

What are your unwritten rules of 
engagement with technology?

•  47% During meal time at home or eating out I 
don’t want to be distracted by technology.

•  30% I think there’s too much technology, period.  
You don’t need all these gadgets to live better.

•  19% My phone is an extension of myself.  
I check all the time.

RULES



For Alpha women, texting is the way to 
communicate 
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Many prefer to text but some do like a real phone 
call. This mirrors the trend toward texting overall!

Source:  2013 Ginger’s What Women Want Survey!

What’s your preferred way of 
connecting with friends and family?

30% 
A real, live phone 

conversation

29% 
I prefer email and or 

messaging via 
Facebook or Linked in 

38% 
I’m an avid 

texter  



Mainstream women prefer real conversations 
over technology 
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Mass market women tend to call or email over texting.  This is 
understandable given their feelings about an over-teched society!

Source:  2013 Ginger’s What Women Want Survey!

What’s your preferred way of 
connecting with friends and family?

• 4% Skype/Facetime

• 3% Leaving/receiving VM

• 3% Handwritten 
letters/cards

43% 
A real, live phone 

conversation

27% 
I prefer email and 
or messaging via 

Facebook or 
Linked in 

20% 
I’m an avid 

texter  



On social media, women are happy to  
see family pictures and good news  
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But much less interested in your state of mind, 
where you are, or playing your game.  Alpha and 

mainstream opinions very similar here!

Source:  2013 Ginger’s What Women Want Survey!

What’s acceptable in social media?

•  76% Photos of kids 
and pets

•  68% Proud Parent

•  65% Good personal 
news

•  93% Sharing your 
current emotional state

•  93% Invitation to your 
latest game addiction

•  83% Checking in

PLEASE SHARE... NO THANKS...



About Ginger!
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Ginger is focused on marketing to women…the 
economy’s great mega niche 

•  We are two women with senior marketing strategy 
expertise !

•  We bring razor-sharp thinking, creativity and moxie to 
brand strategy and custom research!

•  We deliver ideas that expand our clients’ businesses, 
not their file drawers!

We focus on women because they are 
not just a target. !

They are the market.!
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We are proud to have teamed up with blue chip 
brands across many categories 
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Our two partners 

Beth Perro-Jarvis!
!
Marketing:  Journalism degree 
from sturdy Big 10 school, prior 
to consulting/Ginger many years 
at Fallon as Global Group Account 
Director and head of the agency’s 
Trend Unit.  Plus a few more 
agency gigs that all make for some 
hard-to-believe war stories.!
Life:  Two sons, two cats, one 
husband, much beloved family, a 
great gaggle of girlfriends, loads of 
enthusiasm, a talent for pie-
baking, a penchant for red lipstick 
and a love of things that 
simultaneously challenge and bring 
joy, from snowboarding to Sunday 
night programming on HBO.  
Optimism is Beth’s secret weapon.!

Mary Van Note!
!
Marketing:  English degree 
from fancy-pants Eastern school, 
enriching planning director stints 
at Fallon and BBDO.  Plus several 
additional advertising posts coast-
to-coast that are too tedious to 
mention here.!
Life:  All the makings of a great 
G-rated movie including one 
discombobulated long-suffering 
husband, a sassy daughter, and a 
cat who walks her dog.  Add a 
quirky southern heritage, a 
sometimes problematic passion 
for handbags, and a knack for 
storytelling and you’ve got Mary, a 
girl with hair too curly for her 
own good.!
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And finally 

!
!

!
“Ginger is a soft kiss !

from a girl who likes to bite.”!
!
!

 
-- Chef Alton Brown!
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Thank you!

Mary Van Note!
612.710.1827!

mary@gingerminneapolis.com!

 

www.gingerminneapolis.com!

Beth Perro-Jarvis!
612.396.4352!

beth@gingerminneapolis.com!

 


