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A national hair care brand engaged SheSpeaks to help launch a new hair care
product. SheSpeaks developed and executed a broadscale sampling, word-of
-mouth and insights program for the hair care product. SheSpeaks member

. data base was leveraged to invite women based on the brand's consumer
targeting criteria.

What follows is an overview of key insights and findings from this broadscale
sampling, word-of-mouth program.
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' Introduction

Objectives: The objectives of the program were to:
1. Obtain feedback about Othe product@rough product testing research.

2. Understand the impact of testing Othe product©On Purchase Intent and
l Recommendation Intent of Othe master brand@rough pre and post research.

3.  Generate buzz about Othe product@nd Othe master brand@mong influential

women.

Method: Pre and Post Sampling and Surveying
N 2000 Samples of Hair Care product were sent to participants
N Pre Test: 2000 women took the Pre Test survey

N Post Test: women completed the Post Test survey (82% response rate)
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Executive Summary

shespeaks"

. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883

SheSpeaks, LLC. All rights reserved



Executive Summary

Overall, respondents like the product and believe it is a high-quality, high-performance product.
Testing the product dramatically increased purchase intent and recommendation intent of the master brand!

The product is high performance. The product performs as promises, particularly among women with
thick hair. Respondents also say the product controls frizz and effectively manages their hair.
However, women with fine hair feel that the product makes their hair greasy and weighs it down.

The product is easy-to-use and has a great smell. The container size and texture of the product make it
easy to apply to hair.

The product name is not universally appealing. WWomen do not want to think of their hair as the names
describes and the name conveys an impression that the product will weigh hair down.

The product packaging needs improvement. While sophisticated-looking, the package is not eye-catching and has a
“masculine” look. The product benefits are not clearly stated, so consumers do not know what to expect. The directions
are hard to read which causes confusion about how much product to use and how to use the product effectively.

Awareness of the master brand is low, but sampling the product dramatically drove high overall ratings.
\ 10% of respondents were familiar with the master brand before the test.

\ After testing the product, 46% gave it a Top 3 Box rating on an 11-point scale. 45% are likely to buy the

product, and 50% are likely to recommend it. ,
shespeaks™®
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' Executive Summary

Sampling is a very effective way to generate interest and purchase

N Purchase intent increase by 120%
l N Recommendation Intent for the brand increased 82%!
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Hair Types & Hair Styling Product Use
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Hair Type

The respondents have a wide range of hair types. Similar proportions of the women have thick hair
(37.7%) or bPne hair (35.7%), and similar proportions have wavy hair (32.2%) or straight hair (32.1%).
Other common hair problems include dryness (32.6%) and frizziness (27.9%).
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Q: Which of the following describe your hair type? [Choose all that apply.] Shes eaks"
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Use of Hair Styling Products

The highest proportion of respondents use hair spray (61.7%), and styling creams (50.5%) and leave-in

conditioners (46.7%) are also populdr.
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Q: What types of hair styling products do you use at least once per month? Shespea ksl ‘

[Choose all that apply.]
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Hair Styling Product Brands

Recently Purchased Brands

Paul Mitchell and Redken ]

Paul Mitchell : ] 33.4%
are the most recently Redken | | ! 133.1%
purchased hair styling Matrix | | | | 95.6%
brands among Bumble Bumble | | ] 12.6%
respondents. Other Frederic Foldal | |  11.4%
popular brands named in Tigi | | 110.8%
the “Other” category Kerstase | 9.7%
include Aveda, Garnier Pureology [ EETIIIIIT] 8.8%
Fructis and Pantene. Phyto [ 5.0%
Ojon [T 713.0%
Carol's Daughter -:I 1.8%
Oscar Blandi -[l 1.1%
Rene Furturier -D 0.7%
Warren Tricomi -D 0.4%
Other 1 : : : ] 36(7%
0% 10'% 20'% 30'% 40%

Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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. Q: Which of the following brands of hair styling products have you purchased in the past 6 months?
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Top Retail Locations for Hair Styling Products

Almost one-half (48.8%) of Drug store (CVS, Rite Aid) | 8.8%
I I I
respondents purchase hair Salon | 41.5%
styllng prOdUCtS at Specialty bath & beauty (Bath & Body Works) | | | [39-3%
drugstores. Salons Discount stores (Wal-Mart, Target, Kmart) | 48.2%
(41.5%), specialty shops I I
Beauty supply stores (Sally Beauty) | 24.7p6
(41.5%) and discount ) : |
Department store (MacyOs, Barney's) | 17.1%
stores (38.2%) are also ]
Grocery store (Kroger, Safeway) ‘ 1640%
popular. Few have made 1
Online through a retailer Web site ‘ 1.0%
purchases through brand ’ ]
Web sites (3 8%) or TV Wholesale clubs (Costco, Sam®s Club) | || 9.0%
programs (2_8%)_ Online through a brand Web site ] 3-8%
TV programs (QVC, HSN, Infomercials)  [1] 2.8°
Other |[] 11%

0% 10% 20% 30% 40% 50% 60%

Q: Where do you usually purchase your hair styling products? [Choose top 3 locations.] SheSpea ks i ‘
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Hair Styling Product Purchase Drivers
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' Purchase Drivers

Overall, product attributes such as

L . | | | | |
quality ingredients (65.7%) and Quality ingredients | | | | | | | 1 65.(r%
performance (63.8%) are the key Product performance/results | | | | | | ] 63.8%
drivers for purchasing hair styling Hair stylist recommendation | | | | | 1 58.9%
products; emotive qualities such as Brand reputation ] $8.5%
recommendations from hair stylists Convenience/availability I I I I I 1 52.6%)
(58.9%) and friends (45.2%) and brand Innovative product | : : : : -
(68.5%) are secondary; marketing Recommendation from a friend | | | | ] 45.2%
factors such as price (18.3%) and Product information | | | 1 41.8%
. o . ]
packaging (16.2%) are tertiary. Free sample | tried | | 39.7%
Advertising | | 1129.4%
) . Sulfate/detergent-free product ] 27.0%
Interestingly, advertising (29.4%) ranks . | |
) ) All natural product 124.1%

higher as a purchase driver than _ . | |

Organic product 1 20.8%
sulfate/detergent-free product o _ 1 [ [ 20.7%

70
(27.0%), all natural product (24.1%) Sale/promotion | .
. : i 18.3%
and organic product (20.8%). While Price | '16 oo ’
specifics about the ingredients Atractive packaging | e
(sulfate-free, all natural or organic) are Celebrity-endorsed | 12.2%6
. | 0,

only moderately compelling — they help Habit 10.3%
convey that the prOdUC’[ is made of 0% 10% 20% 30% 40% 50% 60% 70%

quality ingredients overall (65.7%),
which is extremely compelling.

Q: When shopping for hair styling products, how important are each

of the following in your purchase decision? [Top 3 Box] Shespea ks .
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' Drivers for Purchasing New Hair Styling Products

Purchase Drivers for New Products
Product benefits (45.1%) are

even more important than The stated benefits on the package (i.e., shiny hair, | | | ' ' 145.1%
quality ingredients (15.8%) reduces frizz) were appealing | | | | ’
as purchase drivers for new My hairstylist recommended it ] $38.4%

oducts. Detailed product | | |
P . . I Pr u | was familiar with the brand 29.9%
attributes (natural, organic or | |

vegan) were less compelling A friend or colleague recommended it 19.6%

%) but, agai —
(7'5@ but, again, these The product ingredients were high-quality ] 15]8%
details may help convey that

There was a special value associated with the |

the ihgredients are high product purchase (i.e., sale, coupon, bonus item) | 15.1%
-quality overall. The packaging was visually appealing | 12.89
The product was mentioned in a magazine article | 12.0%

As seen in the previous slide,
product benefits/quality and
recommendations from The product was mentioned on TV [T ] 4.6%
hairstylists and friends are 1

the top drivers for trying a A
new product. Other [ 3-3%
| haven’t bought a new hair styling product in the ]

| 7.4%
past year —

0% 10% 20% 30% 40% 50%

The product was natural, organic or vegan | | 71.5%

(=)

The salesperson recommended it [ 3-3%

Q: Have you purchased a new hair styling product in the past year? If so, what ,
encouraged you to make the purchase? Shes eaks 4 ‘
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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Impact of Claims, Benefits, and Ingredients Lists

Claims, benebts and promises are much more important than ingredients lists when deciding which hair styling
product to purchase. Over one-half (56%) always read the claims & benebts as compared with 18% who
always read the ingredient list. Still, both claims & benebts and ingredients are key factors for a purchase

decision.
Frequency of Reading IC|a|ms, Benefits Frequency of Reading Ingredients List
and Promises
Often
25%
Always
18%
Always
56%
Never
Often
28% 9%
Bometimes
28%
Rarely
Never Sometimes 20%

1% Rarely 12%
3%
Q: How frequently do you read the ingredients list before you purchase a
hair styling product?

Q: How frequently do you read the claims, benefits or promises on the
bottle before purchasing a hair styling product? Shespeaks '
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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Advertising Impact on Purchases

Over two-thirds (68.0%) of respondents ultimately bought a hair styling product after
receiving a free sample. Magazines are the most effective media channel for advertising

80%

70%

60%

50%

40%

30%
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(47.2%)!
68.0%
47.2%
38.0%
37.1%
27.4%
13.3%
8.9%
Yes, froma Yes,froma Yes, from Yes, from a Yes, from Yes, from an No
samplel  magazine ad coupons | TV ad displaysina  online ad
received received salon or

store

Q: Have you ever become interested in a new hairstyling product from an
advertisement or promotion and then ultimately bought the product? [Choose all that

apply.]

Contact: Josh McKay josh@shespeaks.com (p)212-830-9883

SheSpeaks, LLC. All rights reserved
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Word of Mouth Preferences

Respondents would most want to tell people about a new hair styling product during a casual
conversation (80.5%). However, nearly three-quarters (72.9%) would want to share a new
product with a friend by offering a free sample

Preferred Methods for Spreading the Word

Casually mention the product during a conversation l l l I| 80.5%
Get free samples to give to friends | 72.9%
Get coupons to give or email to friends | B7.3%
Send an email that | would write myself | 30.9p6
Forward or link to companyOs website | 23.0%
Forward an email written by the company about the :l 14.3%
productOs benebts
Write an entry in my blog :| 13.1%
Throw or attend an event  showcasing the product :l 8.8%
other [] 1.8%
0% 20% 40% 60% 80% 100%

Q: If you wanted to tell people about a new hair styling product you liked,

how would you want to tell them? [Choose top three.] Shespea ks’ ‘

Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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Product Test: Detailed Results
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' Overall Rating

Respondents are very favorable about the product. Nearly one-half (46%) rate the product in
the Top Three Box. A minority (11%) rated in the lowest tier.!

| .
_/

Overall Rating

3%
Overall Rating 6% 15% 15%
Mean: 6.7

. \ .
11%: Bottom 3 Box Rating 46%: Top 3 Box Rating
Of;/b 10I% 20I% 30;/6 40I% 50I% 60I% 70I% 80;/6 QOI% 100I%

0 = Did not like it Hl N2 3 W4 5 H6 7 8 M9 llO:LovedIt,

Q: How do you rate the product overall?
3 shespeaks™®
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' Product Attributes

Product achieves high Easy to use ] ; ; ; ; ; ; ] 65]2%
scores in all attributes — Smell | | | | | | 161.49
most features score Effectively controls my hair | | | | | | 156.8%
about 50% in the top 3 Ccombats frizz 1 | | | | | 156.5%

Texture/feel ]52.6%0
box. “Easy to use” and Combats dryness, is hydrating 1 | | | | | 151.8%
“smell” stand out as the Manageability | ! ! | | I,50.7%
top attributes. Performance/results | | | | | I| 50.6%)
“Reparative” is the only Shine | | | | | 1149.2%
feature that scores Pliable/flexible | : : : : 1148.9%
noticeably lower than Long-lasting effect | | | | | 1148.9%

Natural look and feel 148.3%
the others.! Healthiness of my hair 1 | | | | | $7.6%
Overall Rating | | | | | 46.4%
Lightweight, not heavy 1 | | | | ] 42{71%
Reparative 1 ! ! ! | 34.2%
10

0% % 20% 30% 40% 50% 60% 70% 80%

Q: How do you rate effect on your hair based on the following criteria? [Top 3 Box] Shes ea ks"
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883 p
SheSpeaks, LLC. All rights reserve
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Product Statements

Respondents strongly agree that the container size is convenient (69.5%) and that the product information
(59.6%) and ingredient list (57.9%) are easy to understand. Some women agree that 0100% VeganO
increases their likelihood to purchase the product, as it is an indication that the ingredients are high

guality in general (see slides 13 & 14). Relatively fewer women agree that the product name is an
accurate or appealing name (30.8% and 30.5% respectively), or that the product provides good value
for the price (30.5%).

e s | | | |
Container size is
Product Statements convenient 69.5%

Product information is
easy to understand 59.6%

Ingredient list is easy to .
read/understand | 47.9%

Prodcut claims are
accurate I [+8.9%

Packaging would catch I
my attention 41.1%

100% Vegan makes me

I 37.8%
more likely to buy
Product has an accurate I 30.8%
name
Product has an appealing I 30.8%
name '
Product provides good | 30.5%

value for the price

I I I
Q: How strongly do you agree or disagree 0% 10% 20% 30% 40% 50% 60% 70% 80% ,

with the following statements? [Top 3 Box]

kY@
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883 Shespea
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Overall Rating: Verbatims

The majority like the product and believe it is a high-performance, high-quality product. However, reactions
range from Olove itO to Ohate itO, with regard to the effectiveness, smell and packaging of the product!

Makes hair manageable and shiny and contains frizzies.

f Ol liked that the product was light and you couldn't tell that you applied product- no sticky feel or stiff appearance.O !
K Ol liked the texture of it - not very greasy.O

K OGave my hair just enough stiffness to hold a style; smell; texture and ease of application; can be used BOTH wet
and dry.O!

i OMy favorite thing was the wonderful shine that it left on my hair.
i OLiked how it controlled frizz without added weight
K Ol was amazed that it actually did what it said it was going to do.O!

While many like the product, others complain that the product makes their hair greasy and heavy and did
not effectively control frizz.

§ Olt left hair soft and shiny, but also dirty looking. When | run my bngers through my hair they feel greasy afterwards. O!
i OAfter using it, | felt like | needed to wash my hair because it was greasy.O!

f “It didn't conquer my frizzies - | still needed to use an anti-frizz serum.O!

N OThe product is very sticky. | felt it weighed my hair down.O!

Q: After trying the product, what were your initial impressions?

What did you like and dislike about the product? h k ,‘
shespeaks?
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' Overall Rating: Verbatims

Hair type is a big factor in perceptions of product performance. \Women with fine or oily hair find
The product very heavy and overwhelming for their hair.

—O[lIt] was very heavy on my hair making my bne straight hair look "dirtyO!

—ODidn't do much for my hair type - bne and straight shoulder length.O!

— Ol think it weighed down my hair a bit. However, on my sister's coarser hair, it worked a lot better.
—Ol am not sure it is tailored for the curly girlEit was way to heavy for my hair.O !

—OlI think its not for east indian hair, because my hair felt unclean and seemed like i had residue.O

Product use and directions are unclear. There is a lot of confusion about how much product to use.
Especially for women who did not have good results, some thought they did not use the

product correctly or possibly it was not for their hair type. Using too much product because of poor
directions may have worsened their impression of the products effectiveness.

—Ol was unsure what the benebpt of the product was based on the package - why or when would | want to use it. It !
— also didn't have recommendation on how to use it. The brst time | used it, | used way too much.O!

—Olt was difbcult to know how much product to use, and | initially used too much. When | used a smaller amount, | !
— really liked the effect of the product on my hair.O!

—OThe directions on the back were confusing, | still was unsure on how to use it.O!

—OlI think | probably wasn't using it for its intended purpose. It seems it would be used for short, spiky, piecy styles, !
— whereas | used it for overall styling/management.O!

—OThe product works better on my hair when it is dry. Once | bgured that out--1 LOVE the product!O!

shespeaks,‘

—Olt's description did not really tell me "how" to use this effectively.O

SheSpeaks, LLC. All rights reserved.
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' Overall Rating: Verbatims

Respondents like the natural and 100% vegan ingredients, although the healthfulness of the ingredients seem like a nice-

to-have and not a necessity. Most important to women is the product benefits to their hair.
1 Ol also loved how the ingredients were listed, and an explanation was given about what each ingredient does.O!

N Ol was pleasantly surprised to Pnd that the product was 100% vegan and chock full of natural ingredients.O!

1 Ol was impressed that it was clearly labeled a vegan product. | normally don't notice that sort of thing because I'm !
N not looking specibcally for it.O!

N OLove the 100% vegan.O!

There are strong opinions about the smell. Most women absolutely love it. But, those who do not love it find it very
distasteful.

N OThe smell is delicious!O!

i Ol absolutely love the scent of the productEit's a relaxing scent’!

§ OMy brst impression was how strong the scent was & as the day progressed, the smell made me sitk

Feedback on the product name is almost universally negative. In fact, the name would have deterred some from

purchasing the product.
N Ol was leery of trying it due to the name, but it turned out to do just as promisetl.

{1 Ol am not that crazy about the name, so | don't think that | ever would have purchased it .O!
N OThe name OproductO doesn't sound like something you want to put on your hair!O!
N OName implies will be too heavy on hair.O

shespeaks,‘
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Overall Rating: Verbatims

Packaging had mixed — but mostly negative - reactions. The package needs to clearly state the product
benefits, what consumers can expect based on their hair type and how to use the product.

—A few women liked the simplicity of the package design and branding.

—Some women were confused because the packaging mentions “long hair” — it made them think that the product
might be for long hair only.

—Many thought the package colors were dull and/or masculine and not eye-catching.

—Product benefits were not clearly described on the package — a “must have” for women when purchasing hair
styling products.

—Words on the package are hard too read because the of the dark maroon and black coloring and the small print.
This exacerbated the confusion with regard to the directions and how to use the product.

—Ol was unsure what the benebt of the product was based on the package - why or when would | want to use it. It
also didn't have recommendation on how to use it. The brst time | used it, | used way too much.O!

—OHated packaging - couldn't read instructions on dark background.O!
—OPackaging was attractive; label nearly impossible to read.O!

—ODid not realize it was a vegan product until about 2 weeks after | opened it - font should be larger if you want to
point that out.O!

—OPackaging gives no clue about what it is or do€s.

shespeaks,‘
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Purchase & Recommendation Intent
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' Purchase Intent: Post Test

Nearly one-half of the respondents are very likely to purchase a the brand after
sampling the product. Very few (6%) are highly unlikely to purchase!

Mean: 6.7
21% 13% \&b%
6% Bottom 3 45%: Top

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
0=Veryunlikely H1 m2 =3 m4 =5 N6 9 m10=Ve m,

Q: How likely are you to purchase the product? espea

. Contact Josh McKay josh@shespeaks.com (p)212-830-9883
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' Purchase Intent: Pre Test vs. Post Test

Respondents are much more likely to purchase the brand after sampling the product
(45.2%) than before (20.6%).

Purchase Intent: Top 3 Box

50%
45.2%
119% [
increase
30% N\ N Bal
s~ Vv \\
20.6%
20% —_—
10% —_—
0% .
Pre Test Post Test

SheSpeaks, LLC. All rights reserved.

Q: How likely are you to purchase the product? Shes eaks"
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883 p



' Recommendation Intent: Post Test

When asked how likely they are to recommend the product after trying the product, one-half
of the respondents are very likely to recommend the product to friends, family or colleagues.
Over one-quarter (27%) scored their recommendation intent a 0100 as compared to the
SheSpeaks norm of 18%.
12%

Mean: 5.7
celihood to Recommend 17% 12% \
—
Bottom 3 Box Rat 50%:

Q: How likely are you to recommend the product?

0°I/ﬁ 10I% 20:% 30I% 40I% 50I% 60% 70% 0% 0% 100%
0 =Very unlikely H1 N2 3 m4 5 M6 7 8 l9h W10 = Veryllk

shespeaks
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heSy s, LLC. All rights s 1



' Recommendation Intent: Pre Test vs. Post Test

Recommendation Intent for the brand increased 82% from 27.4% to 49.8% after sampling
the product!

- M
49.8%
0,
0% 82%

40% / —
30% 27.4% L
20% L
10% L
0% .
Pre Test Post Test

Q: How likely are you to recommend the product/brand to friends, family and colleagues? ShespeakS"

. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883

SheSpeaks, LLC. All rights reserved.



Recommendations: Number of Recommendations

Q: Pre-test: Have you ever mentioned or recommended the brand/product, either in a casual
discussion with colleagues, or in an email to a friend, etc.? Post-test: How many friends, family or

colleagues do you plan on telling about the brand/product?!

Pre test: When asked if they had ever
actually recommended the brand
before participating in the product test,
very few respondents (9.0%) had
already made a recommendation. !

Post test: After trying the product, 75%
of women made actual
recommendations for the brand.
Overall, the respondents made (and
planned to make) a total of 7,889
recommendations as a result of the
product program.!

SheSpeaks, LLC. All rights reserved.

. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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Product Sample Packets

Product samples are a big part of promoting word of mouth for the brand/product.
Three-quarters (76.9%) of the respondents plan to share the packets with friends.

Product Sample Packets

90%
80%
70%
60%
50%
40% 29.9%
30%
20% 8.3%

10% ———-
0% - - - | '
| gave them (or will | will save them to use | used them (or will Other
give them) to when | travel use them) myself at
someone else home
(spouse, friend,
colleague, etc.)

Q: What did you do with the 3 small sample packets of the product you received? h k ,‘
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76.9%
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Conclusions & Recommendations
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' Conclusions & Recommendations

Overall reactions to Othe productO are very positive. !
Tweaking the package will address much of the negative feedback about the product.

State product benefits on package. WWomen buy new hair styling products because of expected
benefits (i.e., “Combats frizz” or “Enhances shine”); the product package should clearly state the
product benefits.

— Currently, the copy on the front of the package focuses on detailed ingredient descriptors (i.e.,
100% Vegan) which are positive, nice-to-have product attributes, and help convey that the
product is high-quality overall. Adding one or two statements about the product benefits on
the package is key to driving purchases.

The product seems to perform better on thick hair than fine hair.

— As part of communicating product benefits, it may be effective to set appropriate expectations
about how “product” performs on different hair types. Consider targeting the product to
thick-haired women and state the product benefits for thick hair on the package.

Directions for product use need to be very clear and explicit. Be very clear that a small amount (i.e., use
a drop the size of a dime) is all that is needed. The current directions read like marketing copy as well as
being instructional which adds to confusion. Many respondents were frustrated that they could not
figure out how to use the product. Many felt that they used too much which made their hair greasy or

heavy and worsened their impression of the product.
shespeaks™®
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Conclusions & Recommendations, cont.

The packaging can be enhanced to be more feminine, eye-catching and easy-to-read.

- Some feel that the colors are masculine which would have prevented them purchasing it in the store,
because they would presume the product is not for them. Consider ways such as brighter coloring to
make the package more feminine.

— Less is more. There is too much copy on the back of the package and is very hard to read, especially with
the dark coloring on the package. Focus on clearly stating the directions for use, the product benefits and
briefly highlight a few of the healthful ingredients for the greatest impact.

The product name causes confusion. Respondents associate “the name” with a heavy, dirty hair styling
product which goes against their desire to have clean hair. Consider alternatives which convey the
product benefits — control and shine — or, list product benefits on the package which help explain why
the product has its specific name.

Free samples are effective. Free samples are the most common way that respondents are incented to try a new hair
product. And, offering free samples to friends is the second-most popular way to spread the word about a hair
product. As one respondent said “| gave the two samples to friends and they have already bought full bottles.”
Continue to offer free samples to encourage new users.

SheSpeaks, LLC. All rights reserved.

% o
. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883 Shespea S



Conclusions & Recommendations, cont.

Location. Most women purchase hair products at drug stores and salons. While
“the brand” is available at a great range of venues, consider potential distribution

. channels through drug stores if appropriate based on maintaining brand cache,
price point, etc.

shespeaks,‘
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Appendix: Demographics
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' Age

The majority of respondents (75%) are between 25 and 44 years of agje

Age: 25 - 34
37%

Age: 35 -44
8%

Age: 18 -24, 4%

Age: 50+, 5%

17%

shespeaks"
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Marital Status

The vast majority are married or partnered!

Married / Partnered I
86%

Divorced / Separated / Widowed '
3%

11%
Single.

shespea o
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Presence and Age of Children

Over three-quarters of respondents have children.
Of those who do have children, 38% have children under age 6.!

SheSpeaks, LLC

. Contact: Josh McKay josh@shespeaks.com (p)212-830-9883
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38%
30%
22% 23%
19%
5%
Less than 6 6-12 years 13-17 years 18+ Pregnant Do not have
years kids
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' Education & Employment

One-quarter have masters degrees and nearly one-half are college graduates.
Nearly three-quarters are employed.

College Graduate!
46%

Masters / PhD /
other Prof!

25%

Some College!
24%

6%
High School!

oSy } LL 1t
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Employed Fulltime s

Employed Part-time!

14%

Homemaker ,
Retired, Student, other. 21%
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Race & Income

The majority of respondents are white. Nearly all respondents have
household incomes of $90K or more!

$90 - $119K
54%

$120-149K,
23%

Other
3%

Asian / Pacific Islander
8%

3%

African American
4% 1%

Less than $90K $150K plus

23%

1%
Native American Hispanic
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Thank you!

Josh McKay

Strategic Development
SheSpeaks, Inc

(p) 212.830.9883
josh@shespeaks.com
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