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Today, 1 billion women work worldwide, 
and more than half of college students are 
women. Women control half the wealth in 
the United States. 

Women will drive an incremental $5 trillion 
in global spending in the next several 
years, which represents the most important 
commercial opportunity in our lifetime, 
greater even than the rise of the consumer 
economy in the developing countries. 

Women Want More explores this phenomenon 
and how companies can respond to it.
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The BCG Global Inquiry 
into Women and Consumerism

In 2008, the Women Want More

Women Want More
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Women all over the world responded to the survey with insights unique to 
their country, culture, and individual circumstances. Yet whether from France, 

Brazil, or Saudi Arabia, women worldwide share many of the same fears, 
dreams, and daily challenges.
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Meet Nicole Green: 
Stressed Out
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“Much of my daily stress is because so many people 

things that absolutely have to happen, and they 

Peter to pay Paul with my time.”

In 2006, 70.9% of mothers
were in the labor force

56% of those mothers had 
children under one year of age

On average, women are 
committed 113 hours a week

a night
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The Triple Challenge 
of Time

lack
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Typically, a woman says she must deal with:

Too many demands on my time. There are just 
too many things to do in a day. Almost half 
of the survey respondents cited demands on 
their time as their number one challenge.

Not only are 
there too many things on the to-do list, but 

When do women get 
a moment to close the door to the bedroom, 
take a walk, read a book, sit and gaze out the 
window? Almost never. 
was at the top of the list for 45 percent of 
survey respondents.
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Surprising Findings About 
Women Around the World
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About what 
women NEED

Time
Love 

Family 
Relationships 
Community

About what causes 
ARGUMENTS

Money
Chores

Work schedules
Children

Sex

About MONEY
48% say managing 

the top challenge

About BODY
68% believe they are 

higher than their ideal 
body weight

About BEAUTY
25% believe they are 

extremely or very 
attractive

About POWER
44% rarely or never 

feel powerful

About PETS
83% of women with 

pets say they are one 
of their greatest 

sources of happiness
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Mary Anne Fross: Fast Tracker

Six Archetypes

Lucy Kim Lee: Relationship Focused

Laura Meyer: Managing on Her Own

Rebecca Montague: Pressure Cooker
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Linda Welby: 

Karen Dunrack:

Economic class

Elite

Upper

Upper
middle

Middle

Lower
middle

Lower

Single Married
without kids

Married
with kids

Empty
nester

Divorced

Fast Tracker

Relationship
Focused

Pressure
Cooker

Fulfilled 
Empty
Nester

Managing
on Her 
Own

Making Ends MeetMaking 
Ends
Meet

Independent
woman

Striving for
achievement

Struggling
for stability

Successful
multitasker

U.S. Consumer Segments
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Some Brands Really 
“Get” Women

Leslie Wexner,
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Gerber

Companies that gain respect and loyalty 
understand the 

design, technology, and materials

They assess how these features contribute to superior 
functional performance
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Categories That Serve 
Women Well

Food

Whole Foods has long 
been the market of 
choice for women who 

especially urban profes-

mothers, and women 
over 55.

As one woman put it, 

complete approach to 
taking care of the family, 
wellness, and healthy 
eating.”
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Fitness

Beauty

Apparel
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Categories That 
Frustrate Women

Financial Services
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Health Care

When Dorothy Hastings’s 

fatal heart attack, she was 

very little idea of what to do 
or how to get the help she 
needed.

Her experience forced her 

own hands. Today, Dorothy 
feels much better educated 
about matters of personal 

understands it all. She has 
a 401K plan, one credit card, 
no car loan, and manageable 
credit card debt.
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Annalie Lindstrand: 
Happy for Now
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“In Sweden, everyone accepts that women have 
careers. When you have children, everyone under-
stands that you are going to keep working. Fathers 
take much more paternity leave, and it’s very equal 
in that respect.”

Finding time for themselves 

women

daily stress level
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Challenges for Women in the 
Low-Growth Economies
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Women in the United States
control 73% of household 
spending

They take responsibility for 
91% of household tasks

work will help them achieve 
their goals

Women in Germany shoulder 
93% of household tasks

French women control 67% of 

10% feel they will be able to 
save enough for retirement

20% of Italian respondents 
believe women have achieved 
equality in their country

family are the most important 
things in a Japanese woman’s 
life
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Qin Liu: In the 
Pressure Cooker
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“We are very happy now. We have a harmonious 
family, a lovely daughter, healthy parents, and stable 
jobs and incomes.”

most of any national group 

families, and personal happi-
ness will improve in the next 
ten years

as a country and as a global 
player, is bright

“A woman can never have enough clothes, right? 
I was going to turn one of our bedrooms into a library, 
but now it has become a big closet instead.”
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The Optimistic Economies: 
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Chinese women work slightly 
more than the global aver-
age while shouldering 77% of 
household responsibilities

26% of Chinese women report 
feeling appreciated for their 

Middle Eastern women are 
less stressed than the average 
woman globally, but they 
want more control over their 

Jobs are a source of happiness 
for 79% of Indian respondents

priorities for 56% of Indian 
women

Sex and money appeared on 
Russian women’s lists 

of top sources of happiness

Brazilian
women believe that over the 
next ten years women will 
make economic, professional, 
and educational gains
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Josette Sheeran: Solving Hunger
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“Hunger is destabilizing for the world. It drives 
people to arms and war. Children under two who 
receive inadequate nutrition are crippled for life. 
Inadequate nutrition reduces the income potential 
of the child by more than half. If you get the child 
food, you change a life.”



Women Want More      28

Women Want to 
Give Back

Lynne Nellemann
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Zainab Salbi

Carol Evans



To Learn More

For more insights, data, and additional 
materials, visit our Web site at

www.bcg.com/womenwantmore

Michael and Kate are available 
to talk with the press and 
organizations.

Learn more about the survey, the questions, 
our methodology, the respondents, and their 
responses, and take a short version of the 
survey at www.womenspeakworldwide.com.

Women Want More

Contact





The Boston Consulting Group (BCG) is a global management consulting 

with clients in all sectors and regions to identify their highest-value 
opportunities, address their most critical challenges, and transform their 
businesses. Our customized approach combines deep insight into the 

of the client organization. This ensures that our clients achieve sustain-
able competitive advantage, build more capable organizations, and 
secure lasting results. Founded in 1963, BCG is a private company with 






