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There is no doubt that?the statds of women hag éhanged. ” ThlS
N

change is evident in a variety of areas, 1nclud1ng the percentage . .
of women employed the types of jobs held by women, the life styles ,
of women, and the med1a portrayal of women. The changlng';tatus of
women has led to a redefinition of the role of women, which has.

broad -implications for, marketers, as well as for soc1ety The pur-

R

pose of this paper is to examine changes whlch‘have,occurred, par-
ticularly in the rarea of women's employment, and to discuss the im-

- “ LY ~ . ) .
pact of thogé changes on life styles and consumer, behavior.
e . ,

.

WOMEN IN THE LABOR FORCE

AY

Female part1c1patlon in the Iabor force'prov1des dramatlc
evidence of the changtng social and economlc status‘of women. \

Durlng the past century the number of women in tHe labor force has
1

grown from approxamately 2.5 million to over 43 million. In 1880

PIEY
almost 15 percent of all women age 10 and over were in.the qﬁ;tedr

v

States iabor force;l.in 1981 the labor force participation rate for

rd

! As Table 1 shows, there has been steady growth in the number

<

of working women, both .as a percentage of all workers and as a . K

<«

percentage of all women. In the first half of the centur increases

Paper presented at the Annual Meeting of the Southwestern Social Science Association
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I : ~ f TABLE 1 -
{; ' WOMEN'S PARTICIPATION IN. THE LABOR “FORCE .
o - '
Working Women Working Women | Working Women Working Wémen
As Percentage AS Percentage As Percentage  As Percentage

T Seue
)

- Year Of All Workers Of All Women | Year  Of All Workers ~ Of All Women

. 1890 L1 ~ 187 . | 1940 25% N 201
. 1900 18% 20%- 1950 297 . - 34%°
‘19100 - 21% - 255 ' 1960 o.337 . 38%
1920 20% ©23% 1970 4070 Y 43%
1930 22% 247 1980 437 527

S
)

SQURCES: Barbara $inclair Deckard, The Women's Movement 3rd ed. (New York:
Harper & Row, Publishers, 1983), pp. 292, 306; and U.S. Departmenﬁ of Commerce, *
Bureau of the Census, Population Profile of the United States: 1981, Current

Population Reports, Series P-20, No. 374 (Septémber 1982), p. 39. \ p
. o\

[

K

Bt ‘

in women's labor force part101patron were primarity due to economic

o

'

necessxty Between 1890 and 1920, the urban populatlon rose rapldly,
. . (

and the number of 1mm1grants grew'51gn1f1cant1y~ as a re ult, men' s

wages were SO 1ow that wdmen had to work in order for the famlly

. to survive. Durlng the 1930's Dépre551on, 90% of all women who worked

B A hd
L S, P

did SO -for ecopomic reasons. 3. : S, .

The 1abor shortage durlng World War II had a strong impact&on

L d

wdmen s emplq ent, as .can be- seen in the follow1ng chanaes "(1)

a 50 percent rise in womén at work, {2) a large rise in wages, (3) -

' e * ’ ‘ 3 - . ‘ 3
twice as many Wives at work, (41 four times as many women in unions,

" and (5) a\Vast change in the publlc s attltude toward women.

-
»

Immediately after the war, however many women were laid off or .

& -

fired to provide jobs for veterans; £he percentage of women 1n the
- ‘" <« |

’

~
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total labor.force declined from 36 percent to 28 percent.q' Although .

‘women .were urged to stay home, care for children, and do their house-

-,
- work more and more women entered the labor force. &ince the 1950"s
Beéwéen

-

» {
the percentage of working women has continued to accelerate

»

1947 and 1975 the female jpopulation grew by 52 percent; durlng thk

~ )

same perlod the female’ labor force increased by 123 percent

4

b . One of the most significant changes in women s labor force
partrcrpatrqn has been the ‘dramatic increase of marrled women, .both .
A
In 1950,

with and withont.children.

only 25 percent of ‘the mafried "

women were -in the “labor force; by 19753 hhlpercent of the married

women worked outside the home.7 Although the lahor force‘partici;

patlon rate of marrled women with chlldren has 1ncreased overall,

the presence of younger children is "still associated w1th relatlvely

~

lower partlclpatlon rates. In 1981 marrled women of chlldbearlng

age with no children under the age of 18 had.a partlclpatlon rate

under 6 years

of 80 percent;

in comparison,'those women with children 6 to 17

-

8

4

a 48 percent rate. .
v Over the/éears_the typgs of jobs performed by women have.,

changed. A century ago, women workéd in a limited numbér of oceu-

pations. In 1880, 86.3 percent of all.women workers were employed

i 1740k .
_;ﬁanresses, dressmakers, milliners, agricul-

.

as domestlc workers,
v ~
tural workers, cotton and<woolen mill operatlves, teachers, and

,,\.. P

restaurant and hotel workers. Today t%ege women worklng in almost

every occupation.9 : ) “ : )

LS

Since 1972 women have accounted for 67.oercent of the total ~

Of the 11.1 million increase in employed

-

| .
' ‘ increase in employment.
|
|
|

v

., years old had a 66'percent participation rate and.those,with children
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women, 84 ‘percent was’ concentrated in the fdhlowing industrial ~
- - ’ ? . .. e
t 4

~groups: - professional and related seryices; olesale and retail . .
- tradei finance, ifsurance, and real estate; and wanufacturing.
- * 'From l972 to 1981, women tripled their empldyment‘in the mining

~industry and had an 86 percent employment increase in busipess and

*  repair servt;es Women accounted for approx1mately,one -half the

employment i crease in both the managerial occupational group and
10 ’

~ 1]

- in the bluefcollar group.

Many factors have contributed to the increase in wopen's

¢ . I

1abor force particlpation # The feminist movement, which began in

S

the 1960 S and imereased in strength in the 1970's, 'led to a grow1ng

awareness among women of the different kinds of employment oppor-
\

_; tunities Women realized .that they had a right to satisfying, oY

f challenging Jobs ouESide the home. Women who postponed marriage or

[

got divorced often had fo work to support themselves. Married

:
ﬂ

womén discovered that a second paycheck helped to'maintaln or im- ‘

sprove'the famjly's-standard of living. A factor directly related

- to female labor force participation is the level of educational

AN

attainment par;iCipation in the work force is highest ‘for women ,

[ With 4 or more years of college and lowest for those who do not |,

complete hlgh school. 11

= ’ ’ \,‘. ’ "’;}5‘@7‘”;:
THE MODERN LIFE STYLE c

-
" -

The traditional feminine life- style was home-oriented; women Vs
. . played two primary roles -- housewife and mother, In those roles

women were considered dependent uport their husbands and subordinate

to them; incapable of understanding world issues; and interested

-
.

Q . i -

)
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. only in the affairs of the home, such as c@bkingl cleaning, decora-

’

ting, and'rgiéing children. Friedan described that life style as
"the feminine mystique;'. she characterized the resulting female
s stereotype as ''young and frivolous, almost childlike; fluffy and

feminine; pgssive; gaily content in a world of bedroom and kitchen,

sex, babies, and home "2 - ' ’

In 1967, 60 percent of the adult American women generally or

¢ . :
definitely agreed with the—statement: '"A woman's place is in the
la ' , Y

[y

\\__home." However, in less than 10 years, the Percentage Sf women

agreeing with that statement had decreased to 26 percent.13 Arnott .

v

. apd Bengtson pointed’out reasops for the change:

‘o " The role of "homemaker'" is undervalued in the United States,
where occupation is thé key to the assignment-of role

. . status, and achievement and monetary value tend to provide .
the criteria for social ranking. In contemporary America, .-
women tend to absorb the same values as the men with whom
they are educated, and to use these men as reference per-
sons. in comparing social role rewards.. Educated women in,
the '""hgmemaker only" role may feel a semse of '""relative |
deprivation' in the distribution of social status. A .
"homemaker-plius' role (such as the addition of employme?z /
to home duties). may promise Breater social recognition.

-~ v

- -

Not only does the "homemaker-plus" role indrease social recognition,

but it is also encouraged by contemporary sociéﬁ?l e
The increasing number“of'married working women has led McCall

to coin the term, "workwife.', The workwife 'is combining two

4y

critical societal roles:..motﬂer/housewife with employment outside
of the home, thus affecting the 1ifestyle of an entire family -

uniq."lsi,More than one-half of ‘the female population falls in this

¢ .

*  category. In addition to having new needs, these women have less

AN : £

time to satisfy them.- .
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- 45 percent of the respondents indicated that they preferred a tradi-

‘to bake from scratch.

traditional wife.

i

Although many women have adopted the’"ﬁomemaker plus role,

: ¢
employpent st;tus is’ not the sole deter%inant of a modern life

and Wells, 10

”

style. In a study condubted by Reynolds, .Crask,

tional marriage in whixh the husband assuﬁes responsibiiity for
prov1d1ng for the family and the wife runs the house and takes .
care of the childrem: A modern marriage where the husband and
wife share respons1b111t1es, 1nc1ud1ng work, homemaklng, and Chlld-
care," was chosen by 54 percent of the, respondedts. The.remalnlng
respondents Ehose some other arrengement, such as staying single:.
As Table 2 shows, women with a modern orientation tend- to be °
younger, better educated, employed, and in a higher income bracket,
In their survey, Reynolds et al. fouhd that women with a- B
modern orientation are less likely to enjoy hgusekeeping activities
and are more inclined to avoid them than are women'with*e tradi~

tional orientation. Modern females tend to agree that meal prepara-

tion should take as little time as possible, and they are less apt .

Employment status, however, serves to
moderate the housekeeping v1ews expressed both by traditional and

by modern women. The traditlonally orlented working wife.is more

likely to believe that meal preparation should take little time
and less likely to bake from scratch than is the non-worhihg

Reynolds et al. suggest that this demonstrates

a "practical coplng with realities. w17 -

Modern women are more 1nterested 1n‘Eook1ng attractive to

males and in wanting to look different from others. Tradltlonally—

oriented working women are also interested in attractiveness, but y

-

r

v

‘ “' ‘_ 7 : )
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. WABLE 2 .
DEMOGRAPHIC PROFILE OF TRADITIONAL AND MODERN WOMEN
. ¢ . "(“
>
\ . ~ -
ITEM 'l;RADITl_:ONAiK . MODERN \
AGE T e . ] .
Under 25 ' , 34% * 66%
25-34 . . 6% ., 647% " -
35-44 “ . * 447 567 i
45-54 48% , ' 52%
' 55+ 58% 427
EDUCATION ‘ )
‘ Some college and higher 407 ~’ 50%
High School and lower 60% : . 0% 2
EMPLOYMENT . s. . * < ar |
Employed , 26% 567 .
Not Employed . 747 447
FAMILY INCOME B . J
" Upder $4,000 ' 4% o 4% .t
~ $4,000-8,000 ) . l6% 137
$8,000-10,000 10% 10%
$10,000-15,000 - 32% 27%
$15,000-20,000 18% 247
$20,000-0or over . 20% 22%
DWELLING UNIT .
Apartment 5% 117
One Family Home 83% 76%
Other 127 ~ 13%

« <

SOURCE: Fred D. Reyndlds, Melvin R. Crask, and William D. Wells, "The Modern
Feminine Life Style," Journal of Marketing 41 (July 1977): 39. °

-
A\l
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their poiht of reference is other women. Modern women are more
4 L T

. likely to consider themselves cosmopolitan, self-comfident, and

1

~

mobile. They are more financiglly optimistic and tend to have

«* !

more liberal attitudes toward life, social change“,and business.18

Women with a modefn orientation are more likely to participate

L] . ! . ] -9, . ¢ L3
in strenuous leisure activities and to be~concerned about physical

conditioning. Working women, both modern and traditional, tend
to engage in a greater variety?bf leisure activities. It is 'possible

that their greater participation in\Ehose activities is a function
. ’ Y,
19 ’

~

of higher income levels.

Since ‘the modern life style is related to more factors than

-
-

just employment status, it is important to -avoid stereotyping the

20

"working woman.' Bartos compared working énd non-working women . :
Aﬁong working women, there are ‘'some who consider their work "just

a job" aﬁd‘others who' feel they have a career; among non—working' R
housewives, some ffefer to, stay at home, while others plan‘go work

in the future. In the late 1970's, approximately 63 peécent of -

the working women fell in the "just a job" category and 37 pefcent - ‘

-

in the '"career" caﬁegory; of the non-working housewives, 59 per-

4

cent were happy at home, and Alnﬁgrceﬁt planned to work.

When Bartos examined the life styles and self-concepts of

the women, she found distinct differences between thé'gfoups. - The
”sfay at home'" housewives have the lowest education level of the ..

four groups, and the '"career' working women have the highest.

-The "plan to work" housewives are the youngest group, and’ the o,

"stay at home" hodSewives are the oldest g-roup.21 Y . )

: 3

'y




~ strongest self—images; The "'stay at home" housewives consider

- also feel more- tense, stubborn, and‘awkward than the other groups.

COLISUMER BEHAVIOR
P N

The ''career' women consider themselves broad-minded,

dominatlng, frank, efficient, and independent; chey have the

v

themselves kind, refinedh and reserved; they are less likely to.
feel brave, stubborn, dominating or egocentric. The "plan to work"

housewives have much more in common with the working women, both , 2
- ‘ 4 »
the ”career” group and tie ' Just a job" group. - The "plan to work"

[

housewives describe themselves as creative and affectlonate they

The ‘working. women and the 'plan to work"ﬂhouseines'haVe more of

2

a sense of partnership with their husbands and a feeling of '"family
teamwork."zz, -
- ’ Y o -

Venkatesh has summarized the consequences of the feminist

‘»

movement and its. impact on life styles: .

-
-

e The women's movenfent is both a cause and an effect of o
changes in the social values and in the social system. ' v

e Life styles of women will be significantly affected,
with some bearing on economic behavior of consumers

at large. . .

o Traditional household dec1s1on making w1ll undergo
s1gnaf1cant changes.

e The-economics of ‘the household are changing, especially
in.the allocation of women's time in acqulrlng and
processing commodities.

!ﬁ +As a result of antlclpated changes in the llfe styles
# of women, we.can expect changes in’ the life styles of -

" men. . ) )
s !
- ]

.

. The changes,in womén's employment status and in their Jlife- .

style orientation hawe ‘affected consumer behavior in a variety of

’

ways, Changes are appaxent not only in” the traditionally female A

I

1v
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. areas,, such as food-shopping,‘but also 4n traditionally non-female

" a. week working at home and on the job, "time is a critical variable

, many products, price is less important than convenience, availa— ,

Frequently, these women shop’ at convenience stores rather than

*

areas, sfch as, automobile and . travel purchases The types of

products purchased are different; shopping patterns have changed

’

considerably; decision-making.respbnsibilities have shifted.

Because employed women typically spend about 60 to 70 hours
/ :

L] N - ‘
in determining the products'and services that women need.24 For |

bility, §erVice and time saVings 25

occurred in food shopping behaVior Working wives are more likely

¢

to purchase prepared foods.or convenience foods, to take whatever, -

Significant changes have _ (:

meat is available, and to skip items on their shopping lists be-

“

cause they are in a hurry.2§ They also shop less often and prefer ) R

to shog in the afternoon and evening, or on Saturday and Sundayv e

- ~

r

L

at supermarkets. Working mives often delegate,food-shopping ] ~‘_' o
duties to other members”;f the family -~ to husbarids or"teenage
children.27 o / L . v
Working women are more likely to buy expensive appliances
and. household equipment such‘as microwave ovens and food processows.
Their additional income allowsﬂthem to Justify expenditures on ° ‘,

rd

labor saVing devices.- Working wives are more casual and less
_guilt-ridden about housekeeping; consequently, they tend to be less '«
interested in choosing among household care. products. The types

.

‘of home furnishings selected tend to. be casual and easy to maintain.

Because many household dutigs ‘are shared by the éntire - family,
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traditionally female appliances, such as vacuum cleaners, have ,
taken on a unisex image.28 , . ’ P .
— - . - .. - . . R

) . Since advancement in business ‘s often associated.with being
ung, wofkin women tend to‘em haSize outhful a earance. While .
////,,,yo g g P y 1% .

- traditional women~ieport greater usage of lipstick and hairspray,

‘ ~

= the modern women have higher usage levels for eye_makeup and sun v \
. 2 - g ' P e
tan, lotion. 9 When selecting clothes, working wives consider not /!

" only a.flattering £+#€, but also suitability for work. They are

-~

> more likely to shop in the evenings, to use the same ‘store for all

’

//lothing purchases, and to purchase in a depar;ment store rather

than a‘Specialty shop.30'_ ] . ) ) ' ) \

*The concern with youthful appearance and physical conditioning

»
v

is also apparent in the leisure-time actrVities of working women . .

“ v

When "asked. about leisure- timeaactiVities, working*Wives were less

A -

likely to mention yardwork, shopping, or cooking, and more likely
* 5

to mention boating, camping, and crafts. _A- comparison of work .
- ¥

status and leisure-time activities shows that houseWives favor
home centered activities which are social in nature “while working R

Wives-tend to be more sglf- centered/and to, engagé in actiVities ’
. . el 31 o~
which are less sociaLﬁqu often removed.from the home. .

/
*

Working women have substantially increased their use of such

”

serVices as life insurance, credit cards, travelers~checks, airlines, oo

- { >
rentalicars, hotelsf and nestaurants As an example, the’ propor-
— -~ .
tion of United Airline s buSiness travelers who are females in- -

‘ - creased from 4 percent in l974 to 18 percent in l981 32 Among

’

married women, the best customers for travel services and products

v

- -
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‘ . ' > . ’
w are the working wives with no children at home. However, the

careér-oriented working woman is the prime customer for travel.33

“ . Working.wives have gained more equality in the decision-

deus

making process; working women make more independent decisions and

- 34

’ have lfss‘incomé restraints. This change in decision-making

responsibility from a pr@mhrily male task to a shared task has
had impact upon all industries and particularly upon those which

- were considered male-dominated. No longer can.a salesperson assume

.

_that a woman's only function in the buying process is to choose

4

the color.of a new cay or refrigerator.’

-——

i CONCLUSION

-~ - >
In our society there have been stgnificaht changes in the
Lt status of women. In increasing numbers, women have entered the
- L]

work force; they have become more than "just housewives." The

role of women has shifted in response to social changes and has

a}éo been a factor leading to the social changes. In addition,

N . r ) -
- the changes in women's life styles have influenced and modified .
: ™~ '
, men's life styles. ' @

~

Women constitute a major marketing force. Any change in a

working wife's consumer behavior is affecting not just one person,

35

but usﬁally 3 or more family members. Although working is not

. . £ - .
“necessarily synonymous with a modern life style, it is closely .
) - ﬂ L ’ ‘ .
related. Efforts to define consumer target markets have shown
LS

. that the modern woman tends to be younger, better educated, em-

ployed, and. in a:highér incomé bracket. She needs and wants

+ ’ L]
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Y .
products which are convenient to byy-and to use; s she is inter- .

~

ested in goods and serv1ces whlch comﬁzgment her cosmopolltan

\life style and challenge her’ intellecﬁﬁélly

s

W

Soad
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