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 [Women]  ”Half victims, half accomplices”  Simone de Beauvoir!

!
The Future of the Female Consumer!

Overview!

Research by organisations such as Boston Consulting Group, The World Bank, Bank of America and others 
provides evidence that women are the dominant force in the world economy and are responsible for, or in-
fluence, up to 70% of buying decisions.  At the same time, economic assets and earning power (but not nec-
essarily employment equality) are moving inexorably to women. It is surprising therefore that more research 
has not been carried out into how the female consumer acts and what she might want beyond the status quo.  
Hewson research since 2008 provides powerful evidence that markets fail women in ways that are not easily 
recognised and that it is far more probable that women adapt to markets and NOT that markets adapt to 
women.  Understanding the full impact of this is challenging because the real life need of the female con-
sumer to be pragmatic masks failings in the market.  The main aim of the research for ‘The Future of the Fe-
male Consumer’ is to establish how and where markets should adapt better and faster.!

Women Sex and Shopping Research!
The Hewson research project ‘Women Sex and Shopping’ is well known and has been studied at business 
schools such as Harvard and has made many media appearances from the BBC to the Wall St Journal and 
Cosmopolitan.  We started it back in 2008 because we, as market analysts, thought that the whole issue of sen-
sual products for women looked like a big emerging market and important for many reasons.  Broadly, we 
were covering sex toys, lubricants, erotica and to some extent, lingerie.  What we did not fully realise was the 
fact that we were analysing such rare and significant sectors and that they would be of such importance to 
women.  It is unusual in the 21st Century to come across product markets that are genuinely ‘new’ but that is 
certainly how sex toys and intimate lubricant can be viewed (allowing for the fact that such products existed 
previously but not on a commercial scale).   The product areas we looked at were both uniquely female and 
also female-demand driven - and yet, we would argue,  the market that supplies them remains (mostly) dys-
functional to an exquisite degree.  In fact, we made  a considerable error of judgement in the early years of 
Women Sex and Shopping (WSS) because we believed that product markets with such a substantial and mo-
tivated female constituency (over half of women in western markets aged 18-65) would be recognised as op-
portunities - and as gateways -  by mainstream commerce.  This has not happened and much can be learnt 
from that fact.!

The Female Economy!
In 2009  Boston Consulting Group (BCG) produced what still appears to be the standard work on the Female 
Economy.  BCG set out research findings that suggested that the female consumer was the most powerful on 
the planet and responsible for 70% of all consumer expenditure. The research was supported by a book 
called Women Want More: How to Capture Your Share of the World’s Largest, Fastest-Growing Market and an arti-
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cle in the Harvard Business Review by the same authors (Silverstein and Sayre)  “Women now drive the 
world economy. Globally, they control about $20 trillion in annual consumer spending, and that figure could 
climb as high as $28 trillion in the next five years. In aggregate, women represent a growth market bigger 
than China and India combined—more than twice as big, in fact” (HBR 2009)!

These figures were broadly supported by the World Bank (although Hewson consider that both the influence 
on expenditure and the potential growth are over-estimated - but not greatly).  Just recently, Goldman Sachs 
considered that if all impediments and restrictions on women’s employment were to be removed tomorrow 
in the Western economies then the GDP of the Eurozone would rise by 13% and the GDP of  America by 9%.!

The corporate imbalance !

Despite the very clear indications that women matter most in the future of the world economy the imbalance   
of influence or executive direction within corporates is still extreme.  Only 4 out of the 100 FSTE  CEOs are 
women, only 4.6% of Fortune 1000 CEOs are women, only 3% of creative directors are women and only 2% 
of Hollywood Directors are.  These statistics will be well known amongst most businesswomen but they car-
ry an obviously implied presumption and that presumption is that male influence on how consumer markets 
operate is unnaturally dominant and must have an impact - either visible or invisible.  We use the word ‘pre-
sumption’ here because surprisingly, there is very little research on gender influence in product markets - 
although what there is suggests that women designed products do better than the norm.!

Does it matter?!
‘Does it matter’ is a very good question.  The statistics that we quoted above about the power of the female 
consumer strongly suggests that business all over the world has adapted itself very well to the needs of the 
female consumer - because - why else would she be responsible for  [perhaps] 70% of all expenditure?   But, 
we also quoted Simone de Beauvoir who observed that women were “half victim, half accomplice” and we 
think that is an apposite remark.  Simone de Beauvoir was obviously not talking about consumerism but 
more about how a 1930’s woman might be complicit in society’s demands to survive even though she might 
simultaneously be a victim of that society.   In 2014,  women may, by most measures,  exist on far more equal 
terms. However,  as consumers they may be unwittingly ‘accomplices’ because if they want products… then 
they must buy what is being sold and where it is sold and how, even perhaps if they find this antipathetic to 
their true desires  Hewson believe the ‘Women Sex and Shopping’ (WSS) project has provided some very 
powerful evidence to support the idea that women, when the necessity demands,  act in their own interests 
as ‘pragmatic accomplices’ and that the pragmatism masks the inherent dysfunction (in respect of what 
women really want) in many markets.  This masking may be so effective that in most cases women do not 
realise that the dysfunction exists.  We realise that such a remark might be considered patronising but it is 
not, of course, intended to be and merely acknowledges a complex reality.  Imagining a better product, store 
or service might be nice but day to day life does not always allow for this.!

What don’t we know?!
That’s the difficult issue!  It’s easy to point to a ‘new’ and obviously deficient WSS research area like lubri-
cant (not legally available over the counter in the USA until the 1980s) where the status quo obviously isn’t 
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right. A product market where -  despite its manifest importance to women over 40 (economically the rich-
est) no Beauty or Skin-care brand makes the product and no department store sells it - but more ethically 
challenging anti-ageing products abound.  It’s harder where the product market is more established and 
where women have had to adapt to the market rather than the market adapt to women.  The masking ef-
fect of pragmatism is very significant in these circumstances.!

This lack of adapting to women could be in any sector which might be Financial Services, Estate Agency, Au-
tomotive, business travel or retail in general.   We are not necessarily referring to products alone because the 
infrastructure and intent that supports them may be equally important.  The failure of the High St is com-
monly attributed to the internet but while this is no doubt partly true the failure may also be found in the 
lack of exciting and appropriate environments. WSS might suggest that Marks & Spencer’s reported short-
comings are more about the lack of immersive ambience than than product issues - at least as far as lingerie 
is concerned.!

2014 Research !
The research for ‘The Future of the Female Consumer’ will follow an evolved programme that is regularly 
informed by the views of participants.  The focus on particular sectors or issues will largely be determined 
by the exposure of failings or, perhaps of more interest, better alternatives.  We will cover three main as-
pects:!

1. Products!

2. Retail Environments!

3. Attitudinal Issues - whether in customer service, system infrastructure or culture.!

The research mechanisms will include:!

• Written question sets!

• Audio interviews - both topic specific and subject discursive!

• Smartphone Notes on specific topics!

These mechanisms may be carried out either directly by Hewson or by research associates across the world.!

In addition, we will collate and analyse as much third party material as is both relevant and accessible.!

Women Sex and Shopping!

The research around WSS will carry on as before because a) it is important in itself b) WSS is a unique test-
bed and will continue to illuminate how we might view more mainstream sectors.!

!
!
!
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Material available to clients!

This material will be accessible via a customer portal to the Hewson Document Management system.!

I. Two main narrative reports that run concurrently - ‘The Future of the Female Consumer’ and ‘Women 
Sex and Shopping’.!

II. Scanned material such as written question sets (which almost always have handwritten answers) !

III. MP3 based edited collations of recordings of audio interviews and Smartphone or email responses to 
‘campaign’ topics.!

!
How to Subscribe to the Research Programme!

Subscription to ‘The Future of the Female Consumer’ programme is for an initial period of SIX Months.  This 
includes:!

1. The current version of both main reports together with updates made available from time to time!

2. All new and relevant research material accumulated in the time period!

3. 60 minutes of phone/Skype access directly to analyst advice!

Cost!

6 Months initial subscription  ! £495.00/ 550 Euros/ US$790!

Quarterly renewal! ! £295.00/330 Euros/US$490!

Euro and US dollar prices are indicative and will vary upon exchange rates obtaining at the time of payment.!

Ordering!

Upon confirmation of your order and subject to our Terms and Conditions we will provide immediate access 
to the material.!

Payment is upon receipt of invoice and should be made by BACS or other suitable funds transfer to the indi-
cated bank account.!

!
!
!
!
!
!
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About Hewson Group!

Hewson Group is a market analyst company founded in 1989.  Hewson are acknowledged as one of the global founders 
of the CRM (Customer Relationship Management) industry and the company was the author of many influential books 
and reports on sales and marketing issues in the 1990s.  Hewson Group established Sistrum a Europe-wide customer 
management best practice club co-sponsored by Experian.!

Hewson were also a key initiator of e-govt programmes in the UK and elsewhere and have been involved in the poten-
tial reform of corporate reporting standards to accommodate more leading indicators  Since 2008 Hewson have spe-
cialised in the women’s retail sector and more broadly in the area of ‘customer onboarding’ and how companies should 
handle the initial relationship with new clients.  !

Hewson Group clients include most of the major players in the IT industry such as Microsoft, Oracle, IBM and SAP as 
well as investment sector clients such as RBS, HSBC, Allianz and 3i.!

Hewson Group, Upgate Barn, Swannington, Norfolk NR9 5AH  UK.!

www.hewson.co.uk!

!
tel: + 44 1603 866234!

mob: +44 7768 588753!

email: info@hewson.co.uk!

Skype:  nickhewson2334!

!
!
!
!
!
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