
  Retail Rituals III: Empty Hearts, Empty Carts
      

Recreational shopping just isn’t what it used to be, according to
Frank About Women’s Retail Rituals III Study. When looking for
an ideal shopping experience, women value ideas, experiences 
and feelings more than the products themselves. Unfortunately, 
many retailers are missing the mark.

n  Only 15% of women said that they found inspiration and  
ideas when shopping in a store.

n  Only 16% of women said shopping provides an escape  
from the world.

n  Just 12% of women believe store environments stimulate  
their senses.

This failure to excite and inspire, coupled with rising gas and  
food prices, is making women think twice before heading to  
their favorite store for a little “retail therapy.”
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Shopping Attitudes Have Shifted
In the Retail Rituals II Study, Frank About Women identified five distinct shopper profiles:

n  Mission Shoppers — Interested in getting in and out of the store quickly. Will spend more money if it means more  
convenient shopping. Very practical about shopping.

n  Anti-Shoppers — View shopping as a necessary evil. Mainly shop for essentials and replenishment. Avoid shopping  
if possible.

n  Zealot Shoppers — Love nearly everything about the shopping experience. Enjoy shopping for just about anything  
from groceries to clothing. Often go down every aisle in the store.

n  Feel-Good Shoppers — Like to shop alone and browse uninterrupted. Go shopping as a means of escape, to relieve  
stress, as a reward or just for the adventure/stimulation.

n  Social Shoppers — Prefer to shop with friends/family because it makes the shopping experience more enjoyable.  
Like to talk with others while they shop. Love variety and shopping multiple stores. 

(continued on next page)
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“When heading to their favorite store, more women are being deliberate about their 
purchase decisions with a prepared shopping list in hand.”— Jennifer Ganshirt, co-founder, managing partner, Frank About Women

Is Online Shopping Any Better?
At just 17%, shopping online ranks third behind gathering information (27%) and entertainment (25%) as the most 
favorite thing women like to do on the Web. Of the women who choose to shop online, their main motivational driver 
for choosing the Web is function. When asked what their top three favorite things about shopping online are, all of the 
top responses were based on function, including: 24-hour shopping ability; no lines or crowds; and ease of comparing 
products, features and prices.

n Fifty-four percent of women said, “I love hunting for the best price I can online.”

n Nearly one-third of women said, “I have used a price I found online to negotiate a better price off-line.”

(continued on next page)
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In just three years, the number of self-identified Mission 
Shoppers has doubled.

n  More than one-third of women are saving up for the things  
they really want, rather than buying on impulse.

n  Younger women are even less inclined to be Mission  
Shopper-oriented. Twenty percent of Millennial women  
are Mission Shoppers, compared to 40% of Baby Boomers  
and 33% of Gen-Xers.

Economic Uncertainty Creating Jitters
As recession talk looms, more than half (60%) of women think  
the economy is going to get worse before it gets better.

n  Women cite low or unreliable incomes (48%), large regular 
expenses (39%) and unexpected expenditures (39%) as  
barriers to saving.*

n  Nearly 60% of women carefully consider whether an item is a 
“need-to-have” versus a “want-to-have.”

n  A third of women are putting off buying large purchases until 
the economy gets stronger.

n  Forty percent of women said they are more aggressive about 
getting the absolute best price.

n  Younger women are more optimistic about the future of 
the economy. Thirty percent of Millennials stated they are 
confident in the economy versus only 9% of Gen-Xers and  
7% of Baby Boomers.

*From a Wachovia and Consumer Federation of America survey conducted in December 2007.



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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In a world where the price of gas is halting many “recreational” 
trips, why aren’t more women flocking to the Internet to fulfill 
their shopping needs? According to the study:

n  Less than one-third of women consider shopping online a 
way to escape the real world for a little while. They do not 
agree that shopping online makes them feel better when 
they are down, and it does not provide stress relief.

n  Only 33% of women agree that they like to treat themselves 
by shopping online.

n  A mere 19% of women agree that shopping online is better 
than chocolate.

“Since retailers are failing to excite and women 
aren’t finding fulfillment online, then a huge 
gap of opportunity exists for businesses that 
truly get what drives women’s brand devotion.” 
  — Jennifer Ganshirt, co-founder, managing partner, Frank About Women


