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COLUMNIST – DATELINE AMERICA

In Cold War America, we we re
a d v i sed there was a ‘s pa ce’ gap
when Ru ssia shocked the wo r l d
(o r, at lea st, the US) with the
fi rst Sputnik launch. 

This was fo l l owed by the
‘ m i ss i l e’ gap when our lea d e rs
co nv i n ced us that Ru ssia had
m o re ICBMs than we had and
that we had better all learn to
p rotect ourse l ves from nuclea r
a ttack by sitting under our
d es ks at school and putt i n g
n ews paper over our hea d s, or
by building fall-out shelte rs in
our ba c kya rd s. 

I have a gap between my
two fro nt te eth, even though I
s p e nt three yea rs wea r i n g
b ra ces. 

N ow we, like Lo n d o n e rs, are
being warned to mind the gap
b etween train and platform. 

Lots of gaps.
I wa nt to talk about a

‘c rea t i ve gap’. That is the idea
behind a growing niche in
m a r keting and adve rt i s i n g
sta rt- u ps. Th ese are co m pa n i es
which have re co g n i sed that,
while women co nt rol 85 per
ce nt of the purchasing power in
the US, adve rtising crea t i ve
d e pa rt m e nts are still dominate d
by men. 

N ow, any woman will tell yo u
that men don’t know any t h i n g
about women. (For those men
out there who have n’t been to l d
this or don’t believe it, my
a d v i ce is simple: Get married). 

So, how can male
a d ve rtising and market i n g
c rea t i ve ty p es ca ter to a larg e l y
female buying audience? 

I t’s a very good quest i o n .
One new co m pa ny trying to

do more than just fo cus on

female consumer behaviour is
called Womenkind. 

The co n ce pt is to pool the
c rea t i ve knowledge and
ex p e r i e n ce of about 60 wo m e n ,
or ‘female crea t i ve ty p es’ as
t h ey call them. 

I nte rest i n g l y, many will be
u t i l i sed as fre e l a n ce rs wo r k i n g
on a project ba s i s. This ce rta i n l y
b e n efi ts the co m pa ny, as hav i n g
fewer full-time employe es saves
a lot of money. I am hoping it
a l so benefi ts the women who
m ay prefer this type of
a r ra n g e m e nt to better fit their
l i festy l es. But that’s beyond the
scope of this discu ss i o n .

The female buye r
The co n ce pt appea rs sound. If
women are ultimate l y
responsible for the va st majority
of consumer purc h a ses, than
t h ey need to be approa c h e d
effe c t i vely and effi c i e nt l y. 

And since no man knows
a nything about women, then
women ‘c rea t i ves’ ca tering to
the female buyer makes a lot of
se n se. Womenkind has
co m m i ssioned resea rch ca l l e d
Wo m e ntuition, which is to
i nvest i g a te the gender
d i ffe re n ces in how men and
women look at, and respond to,
m a r keting and adve rtising. I
tried but failed to find this on
the Inte r n et.

I ro n i ca l l y, or perhaps
ty p i ca l l y, the person inte r v i ewe d
in the Wall Street Journal fo r
this article was a man, one of
four people leading the new
co m pa ny. 

He claims there re m a i n s
so m ething of a men’s club
atmosphere in

Making minor
c h a n g es to co py
and crea t i ve in
o rder to reach a
p re d o m i n a nt l y
female buying
a u d i e n ce is not
going to wo r k .

Mind the (gender) gap
C rea t i ve co m pa n i es are at last re cognising that
i t’s women who make the majority of buying
d e c i s i o n s, notes DOUG SAC KS.

a d ve rt i s i n g /m a r keting. I was not
awa re of this, but will ta ke his
wo rd for it and I wish them luck.   

The numbers shown below
ce rtainly reflect a need to ca te r
to the female buyer almost
exc l u s i vely – aside from se l l i n g
beer and pick-up trucks. Wh i l e
this is hardly new, the way it is
being done may be.

Along with Lisa Johnso n ,
A n d rea Learned co -a u t h o re d ,
‘Don’t Think Pink: What Really
Makes Women Buy and How to
Increase Your Share of this
Crucial Market’. (Vi s i t:
w w w. l ea r n e d o nwo m e n .co m)  

The book’s thesis is that
m a r kete rs ca n n ot and should
n ot rely on ste re oty p es and old
d a ta when trying to sell to
women. 

Making minor changes to
co py and crea t i ve in order to
reach a pre d o m i n a ntly fe m a l e
buying audience is not going to
work. Markete rs need to dig
deeper and learn to market
t ra n s pa re ntly to fe m a l e
a u d i e n ces. 

P rese ntation must be
re l eva nt and in co ntext with
their lives. Learned also st resses
staying authentic: women have
b u i l t-in radar that ident i fi es
s u p e r ficial and old-fa s h i o n e d
‘ p i n k’ approa c h es to se l l i n g .

Pe rsonal co n n e c t i o n
Learned agre es there are
d i stinct gender diffe re n ces
b etween men and women in the
way they eva l u a te and
u l t i m a tely purc h a se goods and
se r v i ces. Men tend to be more
l i n ea r; women look for a
p e rsonal connection. 

Men look for co m pa n i es and

b rands that fit into their ove ra l l
v i ew of life. 

Women consider what a
b rand stands for and how their
p u rchasing decisions affect their
daily lives. 

For more on this, ta ke a look
at a book called ‘B a l a n c e d
B r a n d’ by John Fo l ey and Julie
Kendrick, which sta tes that
t r u sted long-term re l a t i o n s h i ps
with cu sto m e rs come about only
via aligned principles and va l u es.

M a rtha Ba l etta in ‘M a r k e t i n g
to Women’ ( 20 02) cited 
eye-opening sta t i st i cs. When this
resea rch was carried out – more
than fi ve yea rs ago – wo m e n :
● Handled 75 per ce nt of family 

fi n a n ces
● Co nt rolled $14 trillion (51 per 

ce nt) of priva te wea l t h
● Acco u nted for at lea st $2 

trillion in consumer spending 
each yea r

● Made or infl u e n ced 80 per 
ce nt of consumer purc h a ses

● Bo u g ht 81 per ce nt of   
e l e c t ro n i cs

● Bo u g ht 75 per ce nt of      
ove r- t h e - co u nter drugs

● Bo u g ht 65 per ce nt of new 
ca rs

Cu l tu ral shift
Mary Clare Hunt’s ‘In Women We
T r u s t ’ ( 2006) shows a cu l tu ra l
shift is needed to better tap into
the growing infl u e n ce of fe m a l e
b u ye rs and business ow n e rs.
Sta t i st i cs cited in what many
consider male-orienta te d
p u rc h a se domains are surprising,
women affect decisions made on:
● 83 per ce nt of all consumer 

p ro d u c ts and se r v i ces 
● 50-60 per ce nt of all auto 

p u rc h a ses 

● 51 per ce nt of consumer 
e l e c t ro n i cs (this fi g u re is from 
20 03 – I think it is increasing) 

● 81 per ce nt of riding lawn 
m owe rs.

● Women own 45 per ce nt of all 
US co m pa n i es with + 1.2 
trillion in sa l es

N u c l ear and ex tended fa m i l y
As mentioned prev i o u s l y, what
I ’m saying here is ce rtainly not
n ew. Not even news. 

M a r kete rs have known these
things for yea rs. 

But maybe now, a cu l tu ra l
shift is taking place in the ty p e
of messa g es being crea ted that
fo cus on the needs and
ex p e c tations of fe m a l e
co n s u m e rs. 

Women are making the
buying decisions, not just fo r
t h e m se l ves but for an ent i re
h o u sehold. 

So, by reaching them, yo u
reach the ent i re nuclear (t h e re’s
that wo rd again) family and
of ten the ex tended fa m i l y. 

M e, I just wa nt a we l l - c ra f te d
b e e r, I’m ea sy. 

But then, I’m a man.

P rof Douglas Sa c ks is an
a ss i sta nt professor of
m a r keting at New Yo r k
U n i ve rs i ty and an inte r n a t i o n a l
m a r keting co n s u l ta nt. 
e m a i l : sa c ks.d o u g l a s @ g m a i l .com
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