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Brand investigation, positioning and activation. 
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A story about taking back beauty
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A story about small defeating big
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A story about preserving personal freedom
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What we make is not what we sell
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Safety Freedom Happiness

Personal
Performance

Driving
Pleasure

Purity

Wholesome Creativity Dependability

Progress British cool
Local coffee 

house



Cut to May, 2016. Los Angeles, CA.
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Cut to May, 2016. Los Angeles, CA.
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“Ma’am, has anyone 
shown you our new SUV?”
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Earning power and status are linked to mate selection and traditional 
gender roles in the mating game. 

Therefore, evolutionary and socio-cultural theories of mate selection have 
influenced how luxury brands appeal to men and women differently.



Cultural orientation shapes consumption patterns: 
Traditionally…
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Men:  Attainment Goals

• Task-oriented thinking and 
performance-motivated acting

• Independence

• Identity shaped by individualistic 
character of autonomy and 
independence

• Luxury establishes status, competitive 
advantage, badge value, elitism

Women: Communal Goals 

• Directed toward social and 
emotional relationships with others

• Interdependence

• Identity shaped by environment 
and interactions

• Luxury offers membership/inclusion, 
affirmation, confidence, 
competitive advantage



Thus far, Two Dialogues
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Him: Breadwinner, Warrior, Sage
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Appeal to: Ambition 
and desire for 
achievement/victory, 
acquisition, success, 
leadership



Her: Romantic Partner, Wife, Mother, Matriarch
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Appeal to: Allure. All 
traits required to lure 
and secure the alpha: 
Beauty, sexiness, 
femininity, nurturing, 
“The Neck”



Let’s check in on the current zeitgeist…
Entrepreneurship

126 million women starting or running businesses

98 million operating established (over three and a half years) businesses

About 50% of the 9.72 million new jobs will be created by woman-owned 
SMEs. (US only)

Executive Leadership

2016 marked the year in which there were the most women ever 
heading companies in the S&P 500. 

The Tippety Top

Women CEOs are still rare — just 3% of this year’s incoming class — but 
they are becoming more prevalent, and we expect that trend to 
accelerate. By 2040,we project that women will make up 1/3 of new 
CEO appointments
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*NERDY SLEUTH NOTE: That’s 224 million women impacting the global 
economy — and this survey counts only 67 of the 188 countries recognized 
by the World Bank.

Harvard Business Review, The Global Rise of Female 
Entrepreneurs



Who’s shaping V2?

When defining 
innovation as “offering 
products that are new 
to some or all 
customers” women 
entrepreneurs have 
higher levels of 
innovation than their 
male counterparts, 
globally.

16



Women now make up almost half of American workers (49.9% in October). 
Women run PepsiCo, Archer Daniels Midland and W.L. Gore.
Women earn almost 60% of university degrees in America and Europe
Versus in previous decades in which women worked menial or support jobs 
if they worked at all, today women make up the majority of professional 
workers in many countries (51% in the United States, for example)
Today 80% of American women with a college education are in the labor 
force compared with 67% of those with a high school diploma and 47% of 
those without one.
More women with more marketable education: In 1966, 40% of American 
women who received a BA specialized in education in college; 2% 
specialized in business and management. The figures are now 12% and 
50%. 
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Along with gender roles, the forces motivating 
women (and men) have changed drastically…



As marketers, however, we don’t deal solely in 
reality. We deal in aspiration.
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“Someone that looks like me”



Same old strategy is hitting walls
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Performing Well?  

• Clothing (75%)

• Hair care(74%)

• Fragrance and cosmetics (72%)

• Shoes (72%)

• Watches and jewelry 
(62% from 53%)

Performing Poorly?

• Cars (6%) 

• Real estate (7%), 

• Home improvement (8%)

• Credit cards (13%)  
pharmaceuticals (15%)

• <5%: Insurance, Liquor, 
Electronics and Banks



What’s that saying about the 
definition of insanity again..?
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Until recently the only thing 
scarier than a woman’s 

success and independence, 
was her DESIRE for those 

things..
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Of course, the paradigm shift has begun…
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A Luxury example
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This is not a diamond.

It’s an expression of my eternal love.  
(3,000% margin)



Co-opting western-style courtship and love
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The business challenge?
• Too many small stones accumulating. 

• Not useful in the current product design and marketing framework. 
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Marketplace challenge?
• 21 in 1973 to 25.3 in 2013, according to the U.S. Bureau of the Census

• “We have to wait for a rock?”

• Purchase opportunity for primary and ensuing product plummeting
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“Women of the world…”



Culture points to GO.
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We’ll take what she’s having



When the winds of change 
blow, some people build walls 

while others build windmills 

– Chinese Proverb
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