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At Kantar, we have the most complete view of people, globally – the way they live, 
shop, vote, watch and post. We work with a range of organisations – from FMCGs 
and fashion brands to NGOs and technology partners – to help them better 
understand human beings. Businesses cannot succeed and grow if they don’t 
connect meaningfully with consumers and the public in the right ways; that’s a 
simple fact. And in the UK, 52% of those people are women.
 
This report, part of the wider #WhatWomenWant? initiative, seeks to use the 
expertise we have at Kantar to get some deeper understanding of the desires 
and needs of women in particular, as we mark the centenary of the first UK 
women achieving the vote. We recognise it’s also part of a bigger project to make 
greater progress. The work is on-going. We want to help add to the conversation 
about inclusion and diversity, and show brands and businesses how they can not 
only connect better with women through building their self-esteem, but create 
a societal benefit – to be on the ‘right side of history’. Ignoring the question, or 
making tokenistic efforts that don’t feel authentic, will no longer build brands, 
and they simply won’t be part of the new society women are building for 
themselves.

Rosie Hawkins, Chief Offer and Innovation Officer, Insights division, Kantar
Amy Cashman, Managing Director, Kantar TNS
Bart Michels, UK Country Manager, Kantar
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This year marks the centenary of the 1918 
Representation of the People Act, when the 
first women in the UK were granted the vote. 
This was the beginning of a new era, when 
women were treated as individuals rather 
than represented by their fathers or husbands. 
Brands started to see women as consumers 
in their own right. Yet recent movements, 
protests and marches would suggest that we’re 
not there yet when it comes to equality of the 
sexes. 

In our original research, we set out to explore 
the concept of empowerment – what it means 
to women in the UK today and how brands and 
advertising can better connect with women. We 
discovered that underpinning empowerment 
is a highly nuanced and personal experience 
of self-esteem. Understanding this complex 
anatomy of self-esteem is key for brands.

Introduction

We discovered that underpinning empowerment 
is a complicated, often very individual view of 
self-esteem. More than simply confidence, “self-
esteem” is about having real belief in your own 
ability and value; feeling that you can achieve what 
you want to achieve in a way that makes you feel 
happy. It forms part of the lens through which we 
view the world. And, as such, it has an impact on 
brands, as we will discover.

Our research found women had lower self-
esteem than men, and they feel the value of 
self-esteem acutely. When we asked women 
what advice they would most like to pass on to 
their daughters or their younger selves, the theme 
of self-esteem and self-confidence came through 
more strongly than any other. It’s something they 
wish they had more of, and something they hope 
future generations can enjoy. 

Self-Esteem

Almost a third of women 
told us that their self-

esteem is “below average”. 
For men, the number was 
just 15%, with a massive 
38% telling us that their 
level of self-esteem was 
higher than the average 

person, compared to only 
20% for women. 

In comparison to the average person, when you think about your level of self-esteem how would you compare it?

The gulf was widest among 
millennials (those aged 18-
34): less than a quarter of 

millennial women identified 
their self-esteem as 

above average, compared 
to more than half of 

millennial men (52%). 

Brands, social media, and 
advertising are regularly held to 
account for the role they play 
in reflecting, representing and 
championing women. Is this fair? 
Well, partly. Because our research 
shows that brands are still not 
really listening to what women 
want.

“To see ourselves represented 
as a spectrum of views and 
personalities ….Is that too 
much to ask?”
(Respondent in the qualitative research 
study.)

Research by J Walter Thompson 
(Female Tribes) found that two 
thirds of women would switch 
off their TV or skip ads if they 
felt that they were negatively 
stereotyping women, and 85% 
said film and advertising needed 
to catch up with the real world 
when depicting women.

The Chief Executive of the ASA, 
Guy Parker, said: ”Portrayals 
which reinforce outdated and 
stereotypical views on gender 
roles in society can play their 
part in driving unfair outcomes 
for people. While advertising is 
only one of many factors that 
contribute to unequal gender 
outcomes, tougher advertising 
standards can play an important 
role in tackling inequalities 
and improving outcomes for 
individuals, the economy and 
society as a whole.”

While improving outcomes 
for society as a whole should 
be reason enough to tackle 
inequalities, there is a 
commercial benefit too. BrandZ 
data shows that UK brands 
that are gender balanced or 
even slightly “female-skewed” 
(according to our research) 
outperform brands that are 

skewed more towards men. 
While most of the brands in the 
study were skewed male (40%), 
these actually underperformed 
(with an average brand value of 
$3,092bn) compared to female-
skewed and “balanced” brands, 
who had an average brand value 
of $4,085bn.

How do you actually go about 
creating inclusive brands? 
How do you empower women 
through your advertising? 
What does that even mean?

The Role of Brands



 6   7  

So why is self-esteem so low? 
Our qualitative research explains why women’s self-
esteem is so textured and perhaps fragile.

The world around us drives lower self-esteem: 

“Of course we have less confidence – we have 
unequal pay or lower pay compared to men.”

“Objectification and doubting attitudes are directed 
to women more than men – so how 
could it not knock us?“

Women’s interactions with men also create this feeling:

”There is a difference in confidence levels between 
men and women. Men may overestimate their ability 
and women underestimate it… We doubt ourselves… 
and men do as well, but they don’t show their 
doubt.“

Where women are defined by their relationship with a 
man, it can knock self-esteem:

“Men who stick up for us only because we are related 
to them or are their partners, and not because we are 
also human and we are deserving of chances, spaces, 
jobs, rights on that basis alone, and not because of 
our relationship to or proximity to a man.”

And it can also stem from women’s interactions with 
other women:

“It’s amazing how women can fail to be encouraging 
or supportive and that a lot of the worst comments 
(when discussing other women) come from women 
themselves.”

“We need to be putting more energy into 
collaborating instead of competing with 
one another.”

Self-Esteem

Through our programme of qualitative and 
quantitative research we found five contributors to 
self-esteem amongst both men and women. Those 
five contributors are: 

financial autonomy, sexual and body autonomy, 
freedom of thought and expression, accessibility 
and visibility and social connections and networks. 

Five Contributors to Self-Esteem

55%
agree that movements 
like #MeToo have made 
gender equality a more 

prominent issue. But 
only 37% of women and 

43% of men thought 
that gender equality 

had improved versus 12 
months ago.

(Lightspeed Survey, 2018)
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Five Contributors to Self-Esteem

The five contributors, for women with high self-esteem & with low self-esteem.

We also divided the results by age groups and found that the biggest difference between women of 
different generations is in the contributions of financial and sexual/body autonomy to self esteem. Is this 
a product of being young? Being in control of our bodies is something that matters more when you are at 
a more ”vulnerable” age?

The five contributors, for Millennial and BabyBoomer women.The five contributors, and the difference between men and women.

There is no single ‘magic feel-good factor’ – all 
elements are important. But sexual and body 
autonomy is, perhaps unsurprisingly, more 
important to women, who are more frequently 
objectified and face more societal pressure to 
conform to a stereotype. Meanwhile, financial 
autonomy is slightly more important to men. 
Accessibility and visibility – the presence of role 
models – was the least important for both women 
and men. 

When we split the data by existing levels of self-
esteem, we found that financial autonomy as 
a contributor is far more important for women 
with high self-esteem. That is, for more confident 
women, they felt their self-esteem was or could be 
boosted by the feeling of financial independence. 
Conversely, the ”social connections/networks” pillar 
contributes far more where self-esteem is low. 
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1 2 Financial Autonomy Sexual/Body Autonomy

“I’ve never been 
beautiful or had a 

great body but I am 
me, I am the best 

version of me so far 
and how dare they play 

on a low moment to 
knock that.”

“I think that women should dress in whatever 
makes them feel good. And yet I can’t help but 

worry about wearing the right thing that will help 
me feel good but also blend in so as not to attract 

the wrong kind of attention.”

“I am slowly starting to 
begin to accept myself 

for who I am rather 
than hate myself for 

what I’m not.”

“We are so much more 
than our bodies, we 
have to hang on to 

that fact.”

“Having the skills if not 
the means to take care 

of yourself.”

“Freedom to choose, 
not only how you spend 
your money but where 
it takes you in terms of 

having a voice 
to do and say

 what you want.”

“More than being 
about how you make 

your money, this is 
about having control 
of how you save and 

spend it. It is deciding 
in how you will invest 
it for the future. It is 
about being able to 

manage it so you don’t 
fall into debt. It is a 
huge responsibility 

and something 
I believe everyone 

should be taught as 
they grow up.”

The ability to be financially independent is a core 
aspiration of all women we spoke to (regardless 
of socioeconomic background or age). Having 
access to your own money and control over how 
it’s spent is a fundamental requirement among the 
millennial generation, in particular. Women tend 
to be comfortable and competent in the world of 
everyday finances, often taking responsibility for 
the finances of the household. While empowering, 

responsibilities can quickly become overwhelming, 
particularly with long-term financial products (e.g. 
pensions and investments). As Kantar’s Winning 
Over Women work uncovered in 2017, this is an area 
where women can feel disempowered and daunted 
as the jargon and perceived complexity results in 
their feeling excluded from the conversation.

Women we spoke to felt they were ”walking a 
tightrope” and unable to ”win” when it came to 
body confidence. Women want to feel ownership of 
and comfort in their own bodies and able to make 
purposeful choices for themselves. They also want 
the right to own and act on their sexuality, without 

shame or judgement. The perception that women’s 
bodies are constantly watched and judged by 
others pervades women’s discussions of their own 
self-confidence, and directly impacts their feelings 
of agency, self-worth, and even safety. 
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3 Freedom of Thought/Expression

Freedom of thought and expression is a belief that 
one’s thoughts, opinions, and ways of expressing 
one’s personality and identity will be accepted, 
heard, valued, and judged fairly on their own 
merits. While freedom of expression is in some 
ways easier than ever, thanks to the rise of the 
internet and social media, many women’s freedom 

of expression is severely limited by a combination 
of social pressures, internalised expectations about 
femininity, a lack of representation, and low self-
confidence. Many women’s freedom to express 
themselves is hindered by the fear that they will be 
perceived as ”too emotional,” ”silly,” or”irrational.”

“…When there is 
a topic, I’m fairly 

knowledgeable about, 
not being spoken over, 
dismissed or having it 

explained to me.”

“It’s difficult being a woman and 
expressing who you are as it will always 
be criticised. If you show emotion, you 

are seen as weak, too sensitive but 
showing no emotion you are seen as 

heartless and not caring.”

“…When I don’t have to hold my tongue 
because I don’t know if a man’s reaction 

will end in violence towards me.”
“…When I 
can voice 

an opinion 
without being 
told that my 
place is in the 

kitchen.”

Accessibility/Visibility

Both visibility and accessibility relate to the need 
for a diverse representation of women in the media 
and public sphere – women of all shapes, sizes, 
ethnic backgrounds, social roles, and professions – 
and to ensuring all women have an equal voice. If 
women do not see representations of others that 
they can identify with, simply as being given equal 
space in the world at large and more specifically 
as personal inspiration, it is difficult to imagine 
themselves achieving their goals, regardless of 
whether opportunities do exist. Increased visibility 
of different types of women has the potential to 
create a pathway for yet more visibility – as more 
women are inspired to pursue their dreams, they 
will become role models themselves. In turn, 
products, services, and professions are more 
accessible to women when they know about and 
feel they can seek out opportunities in these 
spaces.

When we asked women about the role models 
they saw in the media, there was a general lack of 
connection with the images presented to them. It 
was interesting that this aspect of self-esteem did 
not contribute to the overall picture as much as the 
others, although it did resonate more with younger 
women. Perhaps this is a reflection of current levels 
of representation.

Describing when they feel able to express themselves, women in our research said:

“I thrill to representations of women 
where we’re bawdy and funny and 

vulnerable but not weak. . . Strong but not 
un-womaned.”

“To see ourselves represented as a 
spectrum of views and personalities …. 

Is that too much to ask?”

“I have to say, I am finding this section 
really difficult. There seems to be so little 

that I encounter in my daily life that 
empowers me as the woman that I am.”

4 
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According to research from Oxford University, 
women invariably have more close friends than 
men, and may actually have a slightly tighter inner 
circle. Men’s closer relationships tend to be more 
casual, whereas women invest more heavily in 
fewer and make a big effort to maintain them. This 
nature of relationships is reflected in how they are 
serviced (women by talking, men more often by 
doing stuff together). 

“Women are more verbal and more likely to sit 
across from one another at a café… Men are 
more likely to do an activity together, watch or 
play sport, take up a hobby or have some kind of 
external stimulation that fosters bonding.”
Kate Lever, The Friendship Circle

Social networks are particularly important to the 
women in our study with the (self-defined) lower 
levels of self-esteem. 

Of course, this area is in tension with the comments 
earlier around women not helping each other out.

So for brands to connect better with women, they 
need to understand the question of self-esteem, 
and they need to find a way to gain access to this 
”inner circle” – to become a trusted friend that 
builds women up rather than tearing them down.

All five contributors play a role amongst both men 
and women. By building self-esteem for women 
through your marketing, you are not alienating 
men in the process. It’s a winning strategy.

The Community Life survey 2016-17 conducted by Kantar Public on behalf of the DCMS 
(Department for Digital, Communications, Media and Sport) found that 74% of women 
definitely agree that if they needed help, there would be people there for them (66% for 
men) and 63% of women definitely agree that if they wanted company or to socialise there 
are people they could call on (56% for men). 

Social Connections/Networks

We saw that women often blame other women 
for their lack of self-esteem relative to men. But 
beyond this damaging rivalry, women – more so 
than men – have a ”magic inner circle” that does 
actually build self-esteem. 

Social connections and the support network that 
they provide are vital for women and men alike, 
providing support through difficult times as well as 
the personal validation and solidarity that comes 
from shared experiences and interests. Strong social 
connections build confidence to navigate highs 
and lows, and life changes, and create a feeling of 
acknowledgment. 

Women frequently struggle with the feeling that 
they are alone in their interests or struggles, and 
do not have the space in public to express their 
opinions and feelings. Therefore, women often rely 
on close personal connections to find personal 
validation; social networks give women a chance 
to be themselves freely, feel accepted, and be 
recognized as complex individuals while also 
feeling that they are not alone. These networks and 
connections help to provide a sense of justification 
of self that feeds into women’s confidence and self-
esteem. 

“It’s such a good and, dare I say, 
empowering feeling when you find others 
feel the same way. I went to an SFI 
convention last year and felt so liberated 
to be surrounded by other people that 
loved the same thing as me and did not 
look down on me because of it – we all 
celebrated together and supported each 
other; such a great feeling.”

“Think about how women do all these 
little things for each other, all the time. 
We look out and keep each other right 
and save each other from embarrassment 
and awkward situations. Being a woman 
is great when you are in this kind of 
situation.”

5 
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Recommendations and Case Studies

We were keen to uncover trends that would help 
brands better connect with women – so it is worth 
understanding the general sense amongst women 
when it comes to marketing. Overall, there is still a 
long way to go. 

“I have never identified with any woman in an 
advert for anything! Showing normal, everyday 
people using products would, for me, make 
me more likely to buy a product – and more 
representation of disabled women, 
women who are more than a size 12, 
non-heterosexual women doing normal 
things would be nice to see.”

Our research and insights across Kantar reveal 
that brands can do more to engage with women 
meaningfully and that doing so has both 
commercial and societal benefits. Looking through 
the lens of self-esteem gives clear examples of how 
to engage more effectively with women.

I am influenced by ... I am more likely to buy a product if I have...

Kantar Media TGI Data, January – December 2017

Men and women respond in different ways to different touch-points, with women relying more on friends, 
fellow consumers, and experience to make decisions.

 17  
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The financial brands in our study all resonated more with men than 
with women. These brands need to consider the world women are 
operating in and ask themselves:

Nutmeg used animated bears 
– Nut & Meg – to successfully 
position the investment brand 
as an approachable, non-elitist 
and simple new way to invest. 
As a result, brand awareness in 
London rose from 12% to 36% 
and the campaign beat the 
growth target by over 50%.

Financial Autonomy

• How can we represent 
the social reality more 
in communications: 
women as the builders, 
contributors, and the 
managers of money, 
rather than the 
spenders?

• How can we engage 
women at an early 
age around financial 
matters and build 
their confidence… and 
empower them to take 
control of their financial 
future? 

• How can we create 
relatable, accessible 
financial products 
that makes them 
feel like they’re part 
of the conversation? 
(This is not about pink 
products!)

 18   19  
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Where brands in our study used progressive images in their 
advertising, they performed better amongst women with both high 
and low self-esteem. All brands, not just those in health, beauty, 
fashion and retail, need to make women feel included:

Sexual/Body Autonomy

• Celebrate women’s 
diversity without 
reference to external 
judgement, and show 
women who look 
different, and who 
enact different roles 
(mother, professional, 
athlete, etc) without 
relying on stereotypes.

• Provide options and 
opportunities, don’t 
solve “problems.” 
Products that offer 
“solutions” (like 
makeup that will 
“improve” appearance) 
reinforce the idea that 
difference makes you 
less-than and women 
must conform to ideals. 

• Understand what 
makes women feel 
confident and sexy, and 
not just what they 

   think men will be 
attracted to.

 20  

“They use models of different 
races and cater for women 
of all shapes, sizes and 
ethnicities.”

 21  
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Empowering women to express themselves helps give them the 
confidence to put themselves out in the world, whether it is 
professionally, politically, or simply on a day-to-day basis. 
Brands can support women’s freedom of expression by:

Freedom of Thought and Expression

• Representing and 
treating women as 
respected experts, 
whose opinions are 
legitimate and taken 
seriously.

• Looking inwards: 
ensuring that company 
culture and ways 
of communicating 
encourage female 
colleagues to speak 
their minds and 
participate equally.

• Providing a customer 
experience that allows 
customers to feel their 
thoughts and feelings 
are taken seriously.

 22  

“The last few months have 
been amazing because I’ve 
found a couple of ‘safe spaces’ 
on Facebook. It’s amazing how 
much better I feel after talking 
to people that have the same 
thoughts and struggles and 
ideas as me. I’ve spent a lot of 
my life feeling alone and it’s 
things like this that make me 
realise that I’m not.” 

 23  
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Even in representing Empowered Women, 
advertisers frequently resort to stereotypes and 
manage to exclude… or remind people of their 
perceived shortcomings. It’s not about showing 
MORE women, it’s about showing women 
realistically.

Increasing accessibility involves breaking down the traditional 
expectations of women’s roles to allow for the reality that 
women are all different and aspire to different things; it is about 
encouraging women to follow their interests and letting women 
feel included in spaces that social norms have excluded them from. 
Brands must consider: 

Accessibility/Visibility

• Diversity in advertising 
and communications: 
including diversity 
across size, age, 
profession, ethnic 
background – and, 
more importantly, 
being sincere in inviting 
all women to engage 
with the brand.

• Diversity in the 
business: ensuring 
that communications 
are created by diverse 
women who can 
bring a different style 
and perspective, as 
well as “talking the 
talk”: creating real 
opportunities within the 
business for women.

• Creating products that 
cater to diverse needs: 
this could be clothing 
sizes that represent 
different body types, 
cosmetics for different 
needs or skin colours, or 
products that speak to 
the needs of individuals 
with disabilities.
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“Especially the #likeagirl 
campaign and they do this by 
encouraging young women 
to be themselves and takes 
away the negative connotation 
attached to saying you do this 
like a girl!”

“Sometimes I feel that companies 
only like to empower certain 
‘types’ of women that fit into 
what they think an Empowered 
Woman is.”

“When I see ads of tall, thin, 
pretty women in tight-fitting 
sports gear smiling while they 
run / cycle / do whatever, I just 
feel alienated and frustrated as 
I’m not able to be part of that 
demographic.”

“I thrill to representations of 
women where we’re bawdy and 
funny and vulnerable but not 
weak. . . Strong but not un-
womaned.”

 25  
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It is crucial that women find and maintain social connections 
so that they can navigate the world with confidence, and build 
up the assurance that their ideas, opinions, and experiences are 
valid, heard, and truly understood. To become more ingrained in 
the social networks that rule women’s lives, brands must create a 
sense of community and connectivity, making women feel part of 
something bigger. Brands should consider:

Social Connections/Networks

• Creating a space to 
really listen to women’s 
needs/issues, or connect 
them with one another 
through shared topics, 
so that they feel truly 
understood.

• Bringing women on 
board across the 
company so that 
the team itself can 
empathize with women 
consumers. This applies 
to communications 
especially: work 
on building 
communications created 
by women, for women.

• When relevant, creating 
a platform or space 
for women to connect 
with each other and 
create their own support 
networks based on 
individual needs.

 26  

“They speak with retailers about incorrect sizing and providing a 
more varied collection. There is a fantastic community spirit and you 
feel valued when you ask for help or express an opinion.”

 27  
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UK Brand Gap Index

So how are brands doing in the UK? To develop a better understanding of which brands are connecting 
most meaningfully with women, through this lens of self-esteem, Kantar looked at 40 brands across 8 
major sectors. The question we asked respondents was about the role brands play in building self-esteem, 
with those identified as being “on your side” (with a score above the mid-point) making a positive 
contribution and those “against me” (a score below the midpoint) making a negative contribution. We 
looked at the scores and the gaps between scores in various ways. 
When we looked at differences by gender, we found that Boots, Amazon and Dove are the three highest 
performers for both women and men. They have the highest scores and the smallest gaps between the 
average male and average female score. L’Oreal makes a positive contribution for women but only an 
average one for men; while Nationwide and Trivago make a positive contribution for men but only an 
average one for women. 

We also looked at how brands fared amongst women with high self-esteem levels, versus low self-esteem 
levels. As shown in the chart, the size of the gap varied – many brands are somewhat “divisive” in that they 
appeal far more to one segment of women than another. 

We found that all brands contributed more for those with high self-esteem, suggesting that it is relatively 
easier for brands to endorse self-esteem than it is for them to “create” it. However, some brands are more 
inviting to all: Dove and Boots work better for those with high self-esteem, but are making a very positive 
contribution for those with low self-esteem. 

UK Brand Gap Analysis based on Self-Esteem
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Nutmeg and Nationwide 
also have very small gaps, 
identifying them as democratic 
brands – something that is 
at the heart of Nationwide’s 
‘Building Society’ purpose and 
Nutmeg’s inclusive campaigning 
we saw earlier. In the case of 
Nutmeg, the contribution is 
actually marginally greater 
amongst those with low self-
esteem.

When we looked at generational 
differences amongst women, 
the findings were more 
predictable. The majority of the 
health and beauty and clothing 
brands contributed more to 
millennials’ self-esteem, which 
reflects the greater contribution 
of sexual/body autonomy for 
them. Brands appealing far 
more to millennials (with wide 
gaps between this generation 

and baby boomers) are brands 
like ASOS and Primark, Nutmeg 
and Monzo, and Trivago and 
Airbnb, which isn’t hugely 
surprising given their targeting 
strategies. 

While gender and generational 
differences are perhaps 
reasonably predictable, 
understanding your brand 
through the lens of self-esteem 
will help you to have a more 
nuanced understanding of 
its power, reach and impact 
and to identify where there 
may be missed opportunities 
for growth through forging 
stronger emotional connections 
with otherwise unreached 
targets. With all brands, 
we’re encouraging them to 
be inclusive or at least to 
understand where they may be 
constraining their growth.
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Cultural Context

STABILO - Highlight the remarkable, 2018
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Kantar Consulting has conducted an exploration of culture today to inspire the marketing 
landscape tomorrow. Many of the shifts identified in the Hold Her Gaze project connect to the 
contributors of self-esteem; they show that women’s confidence is growing and manifesting in 
some quite specific ways. The six themes of their research, and some suggestions for brands, are 
as follows: 

Uncover the Untold 
Women who have been lost, forgotten or 
purposefully excluded from history are being newly 
discovered and celebrated. This is a great way to 
explore visibility and establish a better connection 
between your audience and the real women that 
could provide inspiration. Where does your brand’s 
version of history come from? Who has been telling 
your stories, and who has been excluded? 

No Man’s Land 
Celebrate the true life connections between 
women, which are colourful and complex. 
Let’s not underestimate the importance of 
social networks and woman-only spaces – can 
your brand play there? Foster the incredible 
collaborations and ideas that happen when 
women work together in your business.

I Contain Multitudes
We judge women for being ‘too much’: 
too opinionated, too emotional, too shrill. 
Explore the women who refuse to conform 
to society’s narrow expectations of how they 
should behave. This goes beyond freedom 
of expression to a real encouragement and 
celebration of how strange and wonderful 
individual women can be. Go beyond narrow 
depictions of women and their lives. In Sync

Empower women to take control over 
things that matter most to them. Femtech 
innovations are revolutionising women’s 
holistic healthcare, empowering women to 
take control of their bodies. Break taboos 
and ignore category conventions to truly 
innovate and deliver against women’s 
needs.
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Beyond Diversity
Shift the conversations around diversity 
to one of intersectionality, inclusion and 
representation. We cannot be what we 
cannot see. Role models and networks 
for the future generations of empowered 
women. Beware of inauthentic, tokenistic 
diversity that is only skin deep, and strive 
to really understand the experiences of 
your different audiences as you build 
products and campaigns that speak to 
their concerns and needs.

Truth to Power
Explore the rise of the women as the 
catalyst for change and revolution. Again, 
we are not just free to voice our thoughts; 
we must do so to make enormous 
cultural changes. Collaborate with the 
changemakers, use your platform to raise 
them up and amplify their voices.
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It is 100 years since “Votes for Women” were granted in 1918. 
Today, women are taking control in many aspects of their lives, 
and make 80% of household purchase decisions – but how 
much has really changed? 

The work we have undertaken shows women still feel that 
they are between a rock and a hard place when it comes to 
autonomy and self-expression. Advertising doesn’t portray 
the real them, and they still don’t have as high levels of self-
esteem as men do. Making 80% of household 
purchase decisions, women are a massive 
group of consumers who feel like they are not 
being reflected, represented or listened to, and 
they will still turn to their tightknit group of 
friends for advice – not your brand. 

Women have always been multi-dimensional, 
diverse and catalysts for change, even in times 
when their power and influence has been 
limited. While our research shows that we still 
have work to do to raise self-esteem levels 
and achieve true equality between genders, 
we know that brands can be on the right side 
of history by playing an active role in this 
empowerment – to the benefit of society as 
well as their bottom line. 

What do women want? They want brands that 
genuinely understand what makes them tick, 
and the things that are actually important to 
their empowerment (from financial autonomy 
to sexual and bodily autonomy). They want 
portrayals in the media that will build self-
esteem for many, without diminishing it for 
others. They want to see more of the truth. This 
means truly “walking the talk” of advertising 
and marketing credentials. The challenge is 
laid down – it’s all of ours to take up.  

Conclusion
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Methodology
The bulk of the research presented here is 
original research by Kantar. The Qualitative 
Team at Kantar TNS uncovered the views of 36 
women from a diverse range of backgrounds, 
between 28 August and 3 September 2018. 
Lightspeed, working closely with Kantar TNS and 
Kantar Analytics practice, surveyed a nationally 
representative sample of 2000 men and women 
to explore the themes identified in the qualitative 
research. 

Kantar TNS Qualitative partnered with Liveminds, 
a Behavioural Recruitment agency, to find 30 
women from across the UK with a spread of 
backgrounds encompassing a range of ethnicities, 
socio-economic statuses and lifestages. They 
created a 7-day online community hosted by 
Further, where participants were encouraged 
to share their experiences and opinions as a 
woman in 2018. Every day a different theme was 
discussed with the aim to understand how these 
topics impact participants as women. Across the 
7 days, rich content was shared, including hand-
drawn pictures of what it’s like to be a woman in 
2018, photo collages of inspirational women in 
their lives, and a diary that documented all the 
empowering/disempowering moments that they 
experienced throughout their day.  

A survey was created using the latest Lightspeed 
QuestionArts adaptive survey components, to 
ensure accessibility across all audiences and 
maximum nuance to the data. Consultation with 
Lightspeed’s in-house innovation team was also 
undertaken to design a survey which engaged 
people, while making the complex topics explored 
digestible and questions easy to answer. 
 
Data has also come from Kantar Media, Kantar 
Consulting, Kantar Millward Brown and BrandZ, 
and Kantar Public. With special thanks to Rosi 
McMurray, Alex Wheatley, Lucy Mote and Suzanne 
El Ghorab for their contributions.

A radically different approach to participant 
recruitment was used – powered by unparalleled 
social data on 2 billion people in 190 countries. 
Liveminds’ award-winning Behavioural Recruitment 
service doesn’t use a database – participants are 
matched, based on their demonstrated behaviour, 
demographics and interests for every project.

Further collaborated with Kantar and Liveminds for 
the What Women Want? project using Together, 
their online community platform that enables 
insight generation at scale, anywhere in the world. 
Together allows the platform user to embark on a 
voyage of discovery with target audiences. With 35 
languages available, it contains powerful research 
tools and functionality that make it simple to set 
creative tasks, activities and questions that will 
engage participants throughout the lifetime of 
the community. Participants can respond using 
multiple media formats including video, images 
and text. The content can be easily tagged and 
exported, leaving time to focus on key messages 
and insights for stakeholders.

Partners
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Notes Notes



For general enquiries:  
valeria.balaro@kantar.com

For press enquires:  
kantar@axicom.com

www.kantar.com

About Kantar

Kantar is one of the world’s leading data, insight and consultancy 
companies. Working together across the whole spectrum of research 
and consulting disciplines, its specialist brands, employing 30,000 
people, provide inspirational insights and business strategies for 
clients in 100 countries. Kantar is part of WPP and its services are 
employed by over half of the Fortune Top 500 companies.

For more information visit  
www.kantar.com

©2018 Kantar. No part of these materials may be used, reproduced 
or adapted without the prior written consent of the copyright owner.

All rights reserved.


