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With so many choices and deeper-than-ever 
pockets, they can afford to be picky. So what are 
they looking for? 

According to Catherine Soucy, Montreal-based 
account manager at ZenithOptimedia, it�s ironic 
that the more sophisticated a woman�s tastes 
have become, the more she seeks out simplicity, 
value and convenience. �More than ever, we 
need to get back to the basics: from exceptional 
service to understanding and [ultimately] 
retention,� she says. �By taking the time to learn 
about them on a more personal level, only then 
can we tell the right woman about the brand, 
and what it stands for. [Then] communicate with 
her in a language she understands.�

Soucy says more brands now understand 
the value of creating meaningful dialogue 
through personalized or customized online 
or offline interactions. Here are two examples 
that do just that. From the mass reach of Corus 
Entertainment�s W Network and its sister 
station Cosmopolitan TV to the stylish online 
content offered by Sweetspot.ca, each has 
successfully created a sisterhood that keeps 
their respective audiences engaged. 

Sigmund Freud and modern-day 
marketers have a question in common: 
what do women want? 
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