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Brands in the apparel, personal care and footwear sectors are among the best at marketing to affluent women,
according to research by Luxury Institute.

The best industries targeting affluent women through advertising and social media do not come as a surprise, but it
does shine a light on the sectors that are not doing well at focusing their attentions on this demographic of wealthy
consumers. Survey respondents felt that the industries doing the least to target affluent women include insurance,
liquor, consumer electronics, banks and brokerages and transportation including automobiles and private jets.

Luxury Institute surveyed women ranging in age from 21-years-old to more than 65-years-old with a household
income minimum of $150,000 per year. The respondent pool's had a reported average household income of
$289,000, and a $2.9 million average net worth.

A battle of the affluent sexes
When it comes to marketing to a female demographic, brands in apparel (75 percent), shampoos and conditioners
(74 percent), fragrances and cosmetics (72 percent) and footwear (72 percent) unsurprisingly fared the best.

In regard to the industries that are failing at capitalizing on the purchasing power of affluent women, each had an
approval rating of less than 5 percent. This approval rating has continued to fall since 2012.

Efforts put forth by automotive brands, for instance, have only impressed 6 percent of the female respondents.
Although traditionally associated with a masculine culture, the auto industry should expand its marketing efforts to
cater to the sentiments of its  female consumers, especially those with families, by touting the safety of high-end
vehicles.

On the corporate side, automakers have made strides in being more inclusive of females in general. For instance,
British automaker Aston Martin looked to close the gender gap in engineering by teaming up the Royal Air Force to
introduce female students to various career routes (see story).

Sectors improving outreach to female consumers include the jewelry and watch sector, which has seen the largest
improvement over the past three years. Sixty-two percent of respondents felt that these brands do a good job
marketing to their demographic, a 53 percent increase from 2012.
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In addition, department stores are listed sixth, with 60 percent of affluent women appreciating the efforts put forth by
retailers.
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Across the board, older affluent women aged 45-64 felt that brands across industries are doing well when marketing
to their demographic. This response was much more likely from the older age group than it was for women 45-years-
old and under.

But, 25 percent of women 21- to 44-years-old felt that the wine industry is not doing enough, or not marketing to them
well enough. This propensity decreases with age, with 21 percent of 45- to 54-year-olds, 16 percent of those between
the ages of 55 and 64 and 12 percent ages 65 or older approve of the wine category's marketing efforts.

In a statement, Luxury Institute CEO Milton Pedraza said, "Married women tell us that they make two-thirds of all
household purchasing decisions. Women maintain huge economic power and it is  a necessity for companies to
step up marketing and how they connect with affluent women regardless of industry. Research that includes
speaking directly with these women about what appeals to them and what turns them off removes much of the
guesswork in making marketing decisions."
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