Swedish female consumer s are most stressed

Women have a hugeinfluence over all purchasing decisionsin Scandinavia, even in traditionally
male areas such as cars, insurance, and lawnmowers.
Meanwhile, the female consumers are very stressed. Especially in Sweden, where 5 out of 10

feel that thetimeisnot sufficient.

The study of gender differences in our consumgptialpits is commissioned by the Danish advertising
agency Lowe Friends and presented at the confeioceen Buy in Munich in late February. It is
based on nearly 5,000 interviews with women and m&weden, Denmark and Norway.

“This shows both that it is very profitable for cpamies to turn to women and that companies can
develop smart solutions that reduce women's stfesgeryday life would be very successful, “says
Bodil Czarnecki, head of & Friends Communicationkjch cooperates with Lowe Friends and
specializes in communications directed at women.

The survey reveals considerable gender differer#h,in terms of what makes men and women
happy and what to worry about. While women empleasacial values such as family, friends, and
shopping, the men are made happy by money, comgatees and sex. There are no major differences
between the Nordic countries.

What worry the Scandinavian women first and foretnaos others' demands and expectations. And
while the Norwegian and Danish men worry aboutrtkexk life, shopping is the thing that makes the
Swedish men most miserable.

“We perceive ourselves as very equal, yet theréaage gender differences. Women take a lot
more responsibility in the family, both sociallydapractically. It is also noticeable in our shogpin
behaviour when women shop for the entire familyilevimen in a much greater extent spend money on
themselves. But Swedish women do not want to attraitthey are not equal, then you are a failure or
have chosen the wrong man, says Bodil Czarnecki.

Several other speakers at the conference higtthghdifferent consumption behaviours of women
and men. Professor Linda Scott of the Universit@aford describes how women of 45-64 years
constitute the largest part of the market in Eurdff®A and Japan, as they both controls much money

and like to try new products and services.



Something else that will change consumption padtarrihe future, according to Linda Scott, is
that a very large proportion of households will have any children. In 2030, it is about 74 pertt éen
Japan, almost 60 per cent in the UK and 68 peringht United States.

“This will in turn affect the marketing tremendoyssays Linda Scott, Women will take care of
the elderly parents rather than children. They bolth control parental finances and possibly timeir
laws. They will then buy for between two and sixiliésiand will mainly seek products and services tha
make life easier for the frail elderly. Then themag is neither going to be spend on trips nor on
expensive watches.

Gemma Cernuda from Barcelona and founder of theorktElla deciden (She decides) speaks on
the theme "Pink Tax" and shows that women in mauntries pay extra for products targeted directly
to them. In the US it is about approximately 1400ats more than men in a year for the exact same
products.

“You could say that women pay extra to be womere $&ime toy cost more if it is pink and caters
to girls. It's the same for example, hair clippeazors and shampoo. The companies make money by
splitting the exact same product in two and takeenmaoney for the pink one,” says Gemma Cernuda

Uta Brandes, professor at the Kdln Internationdddst of Design, talks about her research and the
book with the same name "Frauenzimmer im Hotelly Female business travellers are different from
men.

“We did a survey on 500 female business travedasthen repeated the same with as many men
to find out if their views on hotel room are diféet. It turned out that the men first and forenuase
about three things, good wifi, a hard mattressaagdod shower. The women listed 39 things they
found important, says Uta Brandes.

The survey was then supplemented with hidden obens made by her students at a number of
hotels in Cologne. The result in brief is that woneenphasize safety, social meeting points and
sensuality as more important for their hotel stay.

“Women appreciate getting pampered. This includesyhing from a nice hotel bar, a good
lighting and extra pillows and slippers in the radut it turns out that also men appreciate sutigt)
even if they do not emphasize it in the first plddetels that are adopting a more female perspetias
much to gain in a time when more and more busitrassllers are women,” says Uta Brandes.
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