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  Paradox-es™: The New Generation of She

Are marketers missing the mark by overlooking the tongue-
ringed, 20-something, tattooed-and-proud-of-it Paradox-es™ 
standing right in front of them?

The Boomer generation has been the primary audience for 
marketers for decades. Now, as the last of the Boomers enter 
their mid-40s, Frank About Women saw a need to understand 
the next generation and women in particular. This generation 
bears many names — Generation Y, Millennials, Echo Boomers,  
etc. — yet none quite fit. With a population of more than 50 
million females comprising this group, they are a third larger 
than the Boomers. They are also more affluent, better educated 
and more ethnically diverse than any preceding generation.

n  In 2004, nonwhites and Latinos accounted for 40.3% of 
the 22 and under population.

n At least 20% have an immigrant parent.

n  Women earn 57% of all bachelor’s degrees, 58% of master’s 

degrees and nearly 50% of law and medical degrees.

Born during the child-centric movement of the 1980s and 1990s,  
Millennials are the product of the previous generation’s need 
to overcorrect for their childhoods spent in career-focused 
families. As a result, they grew up as the center of the universe 
and are used to being treated as such. 

Utilizing our proprietary research methodology, Frank About 
Women identified the characteristics that make this group 
challenging and outlined the rules of engagement and top 
three game-changing initiatives marketers must adhere to.

(continued on next page)
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Game Change #1:  
She is ONE with technology.

Technology is the #1 defining Millennial characteristic. Of the 
1,100 women we surveyed online, 61% of Millennial women 
associated “tech savvy” with their generation. Likewise, other 
generations also viewed technology as central to Millennials’ 
lives. When asked which characteristics best define their attitudes 
toward technology, 53% of Millennial women answered, “It’s like 
breathing. I use it without even noticing,” compared to 37% of 
Gen-Xer women and 24 percent of Boomer women.

Game Change #2:  
There is power in pink. 

For Millennial women, the road to equal rights has already  
been paved. Feminism is a given, and the fight over women’s 
rights is no longer relevant. They are empowered and do not 
believe displaying femininity makes them appear to be the 
weaker sex. In fact, our online study uncovered that 17% of 
Millennial women chose pink as their favorite color versus only 
7% of Gen-Xers and 5% of Boomers. 

Game Change #3:  
She’s a walking contradiction.

As we’ve gotten to know them, things about them have seemed 
paradoxical. They are culturally diverse, yet often insensitive. 
They are socially conscious, yet shallow. They are success-driven, 
yet believe it is okay to wear flip-flops to work. They believe in 
female empowerment, yet reject the notions of feminism. With 
such confounding attributes, Frank About Women renamed this 
generation: The Paradox-es™.

n  n  n  n  n  n  n  n  n  

Contact
For more information about this study or Frank About Women, the country's leading marketing-to-women communications 
company, please contact Dana Harville at 336.774.9364 / dana.harville@frankaboutwomen.com or Ruthie Winig at 336.774.9224 / 

ruthie.winig@frankaboutwomen.com.
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