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Introduction

“Who’s your audience?”

That’s what everyone asked when I first started writing
this book. “Are you trying to create awareness for
business or for female consumers?”

“Both,” was my reply. You
can’t have a strong offering
without a strong support base
and you can’t have a strong
support base if women don't
trust you enough to even
sample the offering.

Business has been slicing and

dicing their customers by

their demographics and then mass marketing to them
for years. Today consumers are slicing and dicing them
back making decisions based on who they can trust long
before they see an offering. Both are playing new roles
in the interlinked marketplace where the consumer is



In Women We Trust

queen. Thereby each side needs awareness of how the
other one thinks.

Smart marketers already know that women are in
the decision seat when it comes to purchasing 80% of
consumer products and services. What they may not
know is that these same women are taking a lot more into
account than just the offering, especially if there is face-
to-face interaction as in professional services or sales.

Smart women already know that their power is rising in
the marketplace: one look at the number of commercials
showing everyday women'’s faces tells them that. What
they may not know is how their voice, writings, and
actions are rocking the consumer world.

What could surprise both is an early indicator that
women are choosing woman-based services because
they trust the culture (in general) that women provide.
This is especially prevalent in midlife women who have
had a lifetime of working with both genders and are now
putting their money with their friends or where their
friends tell them to put it. Coming along with them are
their daughters who are seeking advice from “mom” or
each other online.

So what exactly do women offer other women? Why does
the trust factor lead to an assumed trust level between
them? How can business apply the same values and keep
both genders as customers?

We'll attempt to answer those questions and also leave
you with more of your own to ask the women in your
business life.



Introduction

This book is for marketers who aren’t yet aware of the
culture shift, for employees who can influence customers
more than advertising and to the female consumers who
take their purchasing power seriously, using it to help
companies find their footing.

In women we trust, to show business their way.



The Women’'s
Consumer Culture
Is Shifting ...

It’s a slow, silent shift — like the melting of the ice caps
—but one that in its own way could melt down centuries
of social systems. Women are opting to work with their
own “culture” first —in a quiet, under-the-radar defection
to the softer side of business.

Why are they doing it?

The answer is because they

can (if they want to), and

the reality is — they want to.

Fear not, they aren’t leaving

men behind, just the traditional corporate mindset, in
pursuit of one that suits them better. Companies don’t
have to be all female to re-capture this group; they need
only to supply goods and services in a way that closely
mimics the culture their female customers use outside of
business, in their daily lives.
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Ladies First

My curiosity about this whole “women’s culture” thing
was piqued after taking a survey of baby boomer women
in Southern California — the ones who own their homes,
have a full-time career or retirement savings, expendable
incomes and who have lived through decades of
social change.

I asked, “If all things are equal and competency isn’t
a factor, do you prefer to use women or men for your
professional services, forexample: CPA, doctor, financial
planner, lawyer, etc.” The majority of respondents said,
“Women,” but not because they wanted to support
the sisterhood; they simply felt more comfortable with
women for many of the reasons they give below. Even
those women who stated that competency, not gender,
was their first criteria, said that they went with the person
whom they felt “cared about them” or was a part of their
circle of friends.

“| feel like the female doctors I've had, now and in the past,
listen and actually care about what’s happening to me.”

Realtor, age 54

“Through the years the women | have worked with seem to be
more responsive and also gave me more work for the dollar.”

Former software programmer, age 62

“My preference would be female, only because | feel that they
would watch out for me more than a man would.”

Franchise business owner, age 51

“| prefer females as | have found they generally are more
detail oriented, more patient, easier to communicate with and
more honest. However, | still think sometimes it depends on
the individual. Actually, two yours ago my 90 year old mother






























