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U.S. women accounted for about 47% of total hours worked but only 42% of wages earned in 2013.
Despite this, women influenced approximately 80% of U.S. consumer spending in 2013, suggesting nearly
a 2x multiplier of earnings vs. purchasing power. Women’s earnings in the US economy have been growing
faster than men’s for the past decade and this trend should continue for the foreseeable future because it
is being driven by several trends, including:
¾ Since 1960, women’s participation in the work force has grown from 35% to 53%.
¾ Women’s wage gap narrowed from 62% of men’s pay in 1979 to 82% in 2013.
¾ The disparity between college educated women and men has widened, with 44% of women 18-25
versus 38% of men attending college. College graduates in the US earn $2.1MM over their lifetime,
nearly double the $1.1MM earned by the average high school graduate.
¾ Women are having fewer children, later in life, and they are wealthier.
¾ Women’s life expectancies are elongating, reaching 81 years in 2013, 5 years longer than men’s.
In our coverage universe, investment ideas from this work include:
¾ Since 2002, women have spent 25% more money in 14% less time, aided by online shopping. This
bodes well for online shopping solutions like RATE and TRIP.
¾ Women spend more time on social media, and their purchase decisions are highly influenced by their
friends. This elevates the value of social sites. We recommend FB.
¾ Women use mobile devices more than men, so companies with mostly mobile revenue, like P and FB,
should garner more upside as women’s purchasing power grows.
¾ Proliferating screens make women harder to reach for advertisers. This should increase the value of
NLSN, SCOR and RENT because they measure audiences and find women.
¾ Women are aging, which increases demand for financial services like RATE.
Relevant disclosure information begins on page 14.














Women’s Work Force Participation Upside
Although work force participation by US women has grown from 35% in 1960 to 53% in 2013, it appears
there could still be significant upside based on comparable European countries. The International Labor
Organization tracks global trends in
Figure 3: Work Force Participation, by Women Comparison
work force participation by gender for
the peak working years of 25 to 54 year
olds. As illustrated in Figure 3:
 In 2014, the US had approximately
72% work force participation by
women aged 25-54 compared to
80% for each of France, Canada,
Germany, and the Netherlands.
Sweden was highest at 88%.
 Worse yet, the US has made no
strides at closing the gap with these
countries, as it has remained near
72% for the past 25 years.
 We believe policies aimed at adding
women to the work force would aid
future GDP growth in the US.

Widening College Enrollment Gap
Another driver of rising earnings power by women in the US is education. The US Department of Commerce
tracks college education levels by gender. As illustrated in Figure 4:
 Since 1980, US college enrollment has risen consistently for both men and women.
 Since 1980, the disparity between women and men in college has been growing.
 The percentage of men between the
Figure 4: US College Enrollment Trends, by Gender
ages of 18 and 24 enrolled in
college has risen from 26% in 1980
to 38% in 2012.
 The percentage of women between
the ages of 18 and 24 enrolled in
college has risen from 25% (one
percentage point below men) in
1980 to 44% (6 percentage points
above men) in 2012.
 According to the US Census
Bureau, a graduate of college in the
US makes an average of $51,000 per
year, which is nearly twice that of a
high school graduate at $28,000,
and calculates that over a 40-year
career, someone with a high school
diploma will earn about $1.1MM,
about half that of an employee with a bachelor’s degree at $2.1MM.
 If half of the population is women, but significantly more of them have at least some level of college
education, it follows that women in aggregate have more money to spend even in the face of nearly 20%
lower pay than men.
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Women Are Closing the Salary Gap
Another driver of outsized earnings upside in the US has been the fact that women’s wage rates are growing
faster than men’s as they close the salary gap. The US Bureau of Labor Statistics tracks wage rates. As
illustrated in Figure 5:
Figure 5: Salary Gap Between Men & Women Is Closing
 In 1979, the first year for which
comparable earnings data are
available, women who were full-time
wage and salary workers made 62%
of the median weekly earnings of
male full-time wage and salary
workers.
 By 2013, women earned 82% of
what men earned. In dollars, median
weekly earnings for women in 2013
were $706, or 82% of men’s average
of $860 per week.
 In 2013, the median weekly
earnings were highest for women
aged 35 to 64 at about $770. In
fact, there was little difference
Source: U.S. Bureau of Labor Statistics, 2014, from a survey of 60,000 households.
between the earnings of 35- to 44year-olds ($767), 45- to 54-year-olds ($761), and 55 to 64-year-olds ($779). By contrast, young women
aged 16-24 were the lowest earners at only $423 per week.
 The salary gap is an emotional issue. Defenders of this gap note that men do more dangerous jobs, as
evidenced by the fact that 92% of work-related deaths are men. They also work longer hours as more men
are employed “full-time” (i.e., >35 hours per week) for more years. More men work in well-paid
professions like STEM (science, technology, engineering, and mathematics). For example, men represent
87% of engineers and only 16% of teachers. Finally, men are less likely to take long career breaks.
Research shows that single childless women earn 95 cents for every dollar paid to a single childless man.

Women’s Elongating Life Expectancy
Another factor driving growth in
Figure 6: U.S. Life Expectancy Trends, by Gender
women’s earnings power is their
elongating life spans. As illustrated in
Figure 6:
 According to the CDC, the average
life expectancy of women in the
U.S. is 81 years old, 7% longer than
men’s 76 years.
 One implication of the extra five
years is that some categories of
spending are over-weighted toward
women, such as retirement living,
health and wellness solutions, food,
apparel, etc.
 In addition, because women know
Source: U.S. Center for Disease Control & Prevention (CDC) at www.cdc.gov/nchs.
they are likely to live longer, this
impacts their attitudes toward
savings and financial planning during their peak earning years, ages 25-54.
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Fewer Children
According to a 2014 Johns Hopkins
study, the fertility rate in the US
(defined as the number of children a
childbearing aged woman will have in
her lifetime) fell to 1.86 in 2013, a
record low, and well below the 2.1
children each couple needs to replace
themselves. In aggregate, this equates to
63 births per 1,000 women, about half
the level of 1920.

Figure 7: US Live Births, 1920-2013

Ken Johnson of the University of New
Hampshire concluded that about
2.3MM births are “missing” between
2008 and 2013, compared to if birth
rates had remained constant at 2007
Source: CDC, NCHS, National Vital Statistics System.
levels. The economic implications of this
are negative for the US as 2.3MM fewer children will be working and paying into social security in their peak
earning years, etc.

Older and More “Unmarried” Moms
About 40% of US births are now to unmarried women, according to the CDC. The definition of
“unmarried” no longer has the same meaning as in the past. The notion of “cohabitating unions,” where two
unmarried people live together and raise kids as a team, has risen rapidly. These households mirror
“marriages” from the historical parlance in regards to outcomes. Between 2002 and 2013, cohabitating
unions with births rose from 41% to 58%. In round numbers, this implies that, of the 160MM live births
recorded in 2013, nearly 100MM children were born to married couples, and about 60MM (40%) were born
to unmarried women, of which 35MM were born to cohabitating couples, and 25MM were born to single
moms. As illustrated in Figure 8, between 2002 and 2012:
 Births to unmarried teens aged
Figure 8: Births to Unmarried Women, 2002-2012
15-17 almost halved, from 20 to 12
per 1,000.
 For unmarried women aged 20-24,
birth rates per 1,000 fell 9%, from
70 to 64. Younger women, married
or not, are putting off having
children to pursue careers.
 For unmarried women aged 35-39,
birth rates per 1,000 rose 48% to
31. The rise in unmarried moms is
most pronounced in this 35-39 age
group, which is often a welleducated single mom that can afford
a child.
 For unmarried women aged 40-44,
Source: CDC, 2013.
birth rates per 1,000 rose 30% to 9.
 In total, non-marital childbearing rose steadily from nearly 800,000 in 1980 to a peak of 1.7 million in
2008, falling by 7% to 1.6 million in 2012.
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Investment Implication #1: We Are Buyers of Online Spending Solutions
Rising Consumer Spending vs. Falling Time Spent Shopping
As illustrated in Figure 9:
 Consumer spending in the US rose
from about $8.7 trillion in 2002 to
nearly $11 trillion in 2014.
 Quarter over quarter, annualized
consumer spending of $11.2 trillion
in 1Q15 was 0.04% higher than the
$11.1 trillion (annualized) spent by
U.S. consumers in 4Q14.
 The data shows that women’s US
consumer spending is growing faster
than men’s spending.

Figure 9: US Consumer Spending, 2002-2014

Sources: U.S. Bureau of Economic Analysis, TrendingEconomics.com.

Although we could find no government agency that keeps track of US consumer spending trends by gender
over the years (which surprised us), the US Department of Labor does track time spent making purchases by
gender.
Figure 10: Minutes Per Day Spending Money, by Gender

Implications of Figure 10 include:
 Even
though
US
consumer
spending has risen by more than
25% over the past 12 years, average
minutes per day spent purchasing
goods and services in the US fell by
11%, from 49 minutes per day in
2003 to 44 minutes in 2013.
 Spending by women represented
most of the time savings, falling 14%
from 57 minutes per day to
50 minutes.
 Men now allocate about 38 minutes
per day to spending money, down
7% from 41 minutes in 2003.
 At an average of 50 minutes per day,
women devote nearly one-third
Source: US Bureau of Labor Statistics, 2014.
more time to buying goods and
services compared to men at 38 minutes per day.

Investment Implications. We believe that the significant drop in time allocated to purchasing goods and
services by both men and women has been facilitated by the growth in online shopping. Women are heavier
users of online ordering, which explains, in our view, why their time savings has been 14%, about double the
7% time savings reported by men since 2003. This bodes well for online sites that save time for women.
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Global Online Retail Sales Growth
How big are shopping volumes today, both online and offline, globally? As illustrated in Figure 11:
 Spending online (i.e., eCommerce) in the retail segment reached approximately $1.3 trillion in 2014,
representing nearly 6% of total global retail sales
Figure 11: Global Online Retail Sales ($trillions)
of $22 trillion.
 Despite its large size, online retail revenue
reported 22% y/y growth in 2014.
 WhatWomenBuy.com estimates that 60% of
online shopping in the retail silo is by women.
 According to a 2013 study by Ogilvy & Mather,
22% of US women shop online at least once
a day, and 92% pass along information to
their friends.
Investment Implications. eMarketer estimates that
global online spending in the retail silo will continue
to grow at 13-20% for the next several years. If they
are right, this rapidly growing pie should
supercharge revenue of online companies in this
space, suggesting multiple expansion. In addition,
because global online sales were under 6% of total
retail sales in 2014, this implies continued growth
for the foreseeable future.

Source: eMarketer, December 2014.

Online Spending Benchmarks
Do we have a benchmark for how big online
Figure 12: e-Commerce Revenue % of Total, 2013
retail sales could ultimately be as a percent of
total retail sales? The US Census Bureau helps
us answer that question in Figure 12:
 Of the total US manufacturing sector, 57%
of total revenue came from online orders in
2013, up strongly from 52% the prior year
(2012).
 Of the total US wholesale sector, 26.5% of
revenue came from online purchases. US
wholesalers reported e-commerce sales of
approximately $2 trillion in 2013, up 4%
over 2012’s $1.9 trillion. Over the same
period, total (including offline) wholesale
segment revenues were $7.4 trillion in
2013, up 3% over 2012’s $7.2 trillion.
 At 3.5% of services and 5.8% of retail sales in
Sources: US Census Bureau, from 2013 annual surveys.
2013 (according to the US Census Bureau),
ecommerce within both of these silos appears to have plenty of headroom from here, especially if they are
destined to close the gap between either the manufacturing or wholesale silos.
Stocks. In our coverage, this trend bodes well for online solutions like TripAdvisor and Bankrate.
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Investment Implication #2: We Are Buyers of Companies that Benefit From
Women’s Supercharged Spending Growth
Women’s spending power in the US is growing faster than their earnings power, owing to the 2x multiplier
effect discussed earlier in this report. Women spend more time and money buying goods and services in the
US economy than men. Women also buy more goods online, in order to save time. One investment
implication of this is that online categories that women are most active in should grow faster than categories
in which men are more active. We note that we expect online revenue to grow faster than offline revenue for
the foreseeable future. We prefer women-dominated categories.
According to a Nielsen study in 2Q13, 116MM US women were active online, 14% higher than 102MM
men. Figure 13 includes online purchases by gender in 2014, and shows that the online shopping categories
that have the biggest premium of women shoppers over men include clothing, accessories, and cosmetics.
Men spend more money online than women on digital entertainment, electronics, and ordering specialty food
and drink.
Figure 13: Online Shopping Purchases, by Gender

Source: Statista.com, June 2014.

In thinking about investment criteria, according to a 2014 PaymentSense study in the UK, major influences
on women’s online purchasing behavior included:
 Good Deals. 70% of women said the last purchase they made online was for something that was on sale,
compared to just 57% of men. This is consistent with findings by Groupon that women are more likely to
use coupons, and that women comprise 62% of total Groupon users.
 Retail Therapy. 64% of women admitted to spending money in an attempt to improve their mood versus
40% for men. Of these women, 58% decided to purchase apparel.
 Autos. In a 2014 study, Digital Sherpa estimated that about two-thirds of autos were directly purchased
by women in 2014, and 80% of new car purchases were influenced by women. They also found that
women do more research online than men, and are often more price conscious.
Stocks. In our coverage, we recommend Yahoo.
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Investment Implication #3: We Are Buyers of Mobile-First Companies
A whitepaper from mobile advertising platform AppLovin (based on 1 billion data-points from the month of
July 2014) found meaningful differences in mobile behavior between men and women.
The average purchase size in July 2014 was about 40% higher for women than men:
 On Android devices, women reported an average purchase size of $18.65, more than 50% higher than
men’s $12.28 average purchase size.
 On iOS devices, women reported an average purchase size of $20.65, more than 30% higher than men’s
$15.73 average purchase size.
Click-through rates for mobile ads in July 2014 were higher for women:
 On Android devices, 10.2% of women clicked on ads, compared to only 9.5% of men.
 On iOS devices, 7.1% of women clicked on ads, compared to only 6.5% of men.
Conversion rates from advertisements on mobile devices were significantly higher for women:
 On Android devices, 1.8% of women who clicked on an ad bought the product, well above the 1.5%
of men.
 On iOS devices, 2.4% of women who clicked on an ad bought the product, well above the 2.0% for men.
Figure 14 includes conversion rates by gender over mobile devices.
Figure 14: Conversion Rates on Mobile Devices, by Gender

Source: AppLovin whitepaper, 3Q14.

Investment Implications. The strong growth of time spent on mobile devices is being driven by women.
Because women are heavy users of mobile devices, have higher click-through rates for ads, and convert at
higher levels than men, we recommend purchase of shares with a high percent of mobile traffic monetization
and a bias toward women.
Stocks. In our coverage universe, Facebook and Pandora garnered approximately 85% of their traffic and
about 75% of their economics from mobile devices in 1Q15, and therefore fit this profile best.
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Investment Implication #4: We Are Buyers of Social Media Companies
Women’s Purchase Decisions Are Influenced by Their Friends
Women are heavier users of social networks and their friends influence their purchase decisions more than
men. According to a DigitalBuzzBlog Study, social was a major influence on women’s purchasing habits:
 90% of purchases are subject to social influences.
 90% of women trust recommendations from people they know.
 67% of women spend more time online after recommendations.
 50% of online sales are tied to
“conversations” on social sites.
Figure 15: Social Network Use, by Gender

Virtually every social media site has
more women users than men. As
illustrated in Figure 15:
 71% of Pinterest’s 72MM monthly
US unique visitors are women.
 56% of Instagram’s 85MM monthly
US unique visitors are women.
 53% of Twitter’s 91MM monthly
US unique visitors are women.
 52% of LinkedIn 93MM monthly
US unique visitors are women.
 52% of Facebook’s 205MM
monthly US unique visitors
are women.

Source: comScore, WSJ, December 2014.

Globally, Women Are More Social
Globally, women are more prevalent
Figure 16: Global Social Network Use Per Month, by Gender
users of social networks. As
illustrated in Figure 16:
 Worldwide, women use social
networks 6.5 hours per month,
20% more time than men at
5.0 hours.
 In North America, women use
social networks 7.9 hours per
month, 32% more time than
men at 6.0 hours.
 In Europe, women use social
networks 8.2 hours per month,
30% more time than men at
6.3 hours.
 In Latin America, women use
Source: comScore, 2013 global study.
social networks 8.2 hours per
month, 19% more time than men at 6.9 hours.
 In Asia Pacific, women use social networks 3.3 hours per month, 22% more time than men at
2.7 hours.
Stocks. In our coverage, we recommend Facebook.
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Investment Implication #5: We Are Buyers of Audience Measurement Companies
Women’s time and attention is fragmenting as screens owned by consumers proliferate. Women are becoming
more difficult to find. Advertisers’ challenges are growing every day as women divide their time among more
devices. As brands follow audiences onto digital platforms in addition to TV, they are insisting on better data.
The ability to link ads to purchase behavior benefits any company that can deliver “big data” solutions. Thirdparty measurement companies have teams of measurement scientist PhDs working to solve the difficult
problems associated with finding women consumers, no matter what screen they are using.
In addition to measuring women across all screens, we note other trends driving upside earnings performance
and valuation multiple expansion for third-party audience measurement companies, including:








Global Scale. The global scale of the internet makes it a powerful distribution platform from an
economic point of view. Measuring globally scaled ad campaigns and content consumption represents an
upside revenue driver for third-party measurement companies, and makes the measurement fee pie larger
than at any time in the past.
Comparability. To maximize their spending efficiency, advertising agencies and brands want third-party
measurement that makes metrics comparable across TV and websites, including reach, frequency, demos,
unique users, viewability, etc.
De-Duplicated Audiences. Only third-party measurement companies can assess how many unique
consumers an ad reached over all devices (TVs, PCs, laptops, tablets or smartphones). The ability to assess
how many unique (i.e., unduplicated) viewers were reached becomes more valuable as desktop usage
cedes to mobile devices.
Addressable Advertising. Addressable advertising (where new ads can be swapped in or out at any time)
enables hyper-targeting, which gives publishers access to very granular data sets and allows audience
measurement companies to generate new measurement products that have pricing power.

Figure 17 includes hours spent per month, by gender, across devices.
Figure 17: Women Are Harder to Reach

Source: Nielsen.

Stocks. In our coverage, we recommend purchase of comScore, Nielsen and Rentrak. Please see our report
entitled The Economics of Measurement, dated June 4, 2015.
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Investment Implication #6: We Are Buyers of Financial Services Companies
Women and Finance

Figure 18: US Women’s Age Profile

As illustrated in Figure 18, women in the US are
aging along with the population as a whole, which
implies that they have growing demands for financial
instruments and wealth management services. In
March 2015, Forbes highlighted a TD Bank study
that analyzed differences between men and women
in the personal finance space. Key findings of this
study included:
 48% of women prefer to use debit cards, well
above the 38% of men polled. 66% of women
say a debit card is essential vs. only 53% of men.
 53% of women use reloadable prepaid cards,
compared to only 43% of men.
 Only 62% of women have a credit card, well
below the 72% statistic for men. Men also use
their credit cards more often than women.
Source: Wikipedia.
 Women use mobile banking more often,
completing an average of two checking account
transactions per month via mobile banking, which is double men’s.
 Women also use their remote check deposit service more often.

Women Tend to Be More Conservative with Their Money
Globally, a Nielsen study of 30,000 consumers in
4Q14 found that women have a much more
pessimistic (i.e., risk-averse) view about their
financial outlook. In fact, only 54% of women have
a positive outlook about their personal finances,
which is five percentage points lower than men’s
59%. Similarly, only 36% of women say that, in
light of the high cost of living compared with their
earnings power, now is a good time to spend
money. Men are far more optimistic, at 43%.

Figure 19: Saving Strategies, by Gender

WOMEN

STRATEGIES TOSAVEMONEY

WOMEN MEN

- MEN

SPENDLESS ONNEWCLOTHES

58%

45%

13%

SWITCHTOCHEAPERGROCERY BRANDS

41%

30%

11%

CUTDOWNONOUT-OF-HOME ENTERTAINMENT 51%

44%

7%

Owing to women’s more conservative financial
CUTDOWNONTAKE-AWAY MEALS
40% 33% 7%
profile on a global basis, more women adopt
strategies to save on household expenses than their
CUTDOWNONSMOKING
10% 18% -8%
male counterparts. As illustrated in Figure 19, to
Source: Nielsen Global Survey of 30,000 online consumers in 60 countries,
November 10-28, 2014.
save money women switch to white label grocery
brands, fewer purchases of new clothes, pay for less
out-of-home entertainment, and lower their spending on ordering food in or eating out. The Nielsen study
also found that men and women have widely disparate views of how to spend their discretionary cash.
Women say that they plan to spend more on new clothes than men (38% women vs. 31% of men), whereas
men say that they are more likely to buy the latest tech product (28% men vs. 18% of women). Men also
have a greater tendency to invest (24% men vs. 17% women) and save for retirement (12% men vs. 8%
women).
Stocks. In our coverage, we recommend Bankrate.
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Source: Women’s Bureau, U.S. Department of Labor, 2013.



