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THE REALITY OF THE

WORKING WOMAN

Her lmpact on the Female Target Beyond Consumptxon

This JWT study conducted in partnership with AMAP
explores the changing attitudes among multiple
generations of working women in Mexico. This
follows a similar study conducted in the U.S. 1n April.

We explore women’s attitudes, behaviors and
anxieties related to the workplace and work-home
life balance. We also dig into how their work life
influences other aspects of their life, from what they
prepare in the kitchen to why they apply makeup.

In addition, we examine the depiction of working
women 1n advertising in Mexico, as well as abroad—
looking at what works, what doesn’t and why. We
then identify opportunities and strategies for
reaching this powerful group of consumers.




METHODOLOGY

Quantitative survey of 422 Mexican working women 18 and older conducted
Sept. 29 to Oct. 4, 2010, using Preguntame, JWT's proprietary online
research tool.

— All data have been weighted to Lightspeed Research estimates across age.

Desk research.




DEFINITIONS

Generational  Mjllennials Boomers
Breakdown
18-32 33-45 46 - 65
Level Top Level Low Level
Breakdown .
Top level Middle management Support
(CEOQ, CFO, etc.) or role/worker,
or senior project/team entry level

management manager or intern




WHAT WE'LL COVER

Introduction
- Why She Matters
- Defining Mexico’s Working Woman
- What's Her Role in Mexico’s Economy?
- Gender Gap?

Why She Works

At Work With Her: Image and Perception
Anxieties

Balancing Work Life and Home Life

At Home With Her

Thought Starters




WHY SHE MATTERS
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UEEN
THE CONSUMER IS%N@

Women influence 80% of
household spending.

Source: Entrepreneur, Agosto 2008, “Conquering the Female Consumers”




S0, WHO IS SHE?
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DEFINING MEXICO'S
WORKING WOMEN

They read newspapers
and magazines for one
hour each day.

They watch 1.5 hours of
television each day.

They listen to the radio (one hour
and 24 minutes) more than their
MP3 players (56 minutes).

They spend about 20 minutes
each day playing with a
gaming device.

They're surfing the Internet for
almost 2.5 hours each day and
spending more than one hour on
social media sites.

They're reading books for
one hour each day.

They spend more than one
hour a day e-mailing.

They spend around 50 minutes
talking on alandline phone and

another 50 talking on their cell phone.




DEFINING MEXICO'S
WORKING WOMEN

They're driving more (one hour) They sleep an average of 5.6

than they’re riding public hours each night.

transportation (42 minutes).

They're exercising for about a They spend 48 minutes getting

half-hour each day. ready for the day and 36 minutes
getting ready for bed.

They shop for around one They spend more than one

hour each day. hour eating per day.

Household chovres take up one They’re running errands for

hour and 54 minutes of their day. nearly 40 minutes each day.

While they average around one hour each day
with friends, they're spending over two hours
each day with their family.




DEFINING MEXICO'S
WORKING WOMEN

On average, she works 5.4 days per week
for 6.5 hours a day.

She 1s more likely to work in a support role
(46% of respondents) than in a top level
role (7%).

She’s satisfied with her job (87%).
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HOW SHE DESCRIBES WORK
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