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introduction to face and mindbubble

Face
Face brings together brands and consumers to co-create insights, 
ideas and advocacy. We believe that the customer is always right 
so they should stay involved in every stage of the innovation and 
marketing process. We help clients like  Boots, Dove, Sure and Pepsico 
to profile consumers, generate insights, develop new products, create 
UGC advertising & content and spread  word of mouth. 

Mind bubble
Face has developed Mindbubble, an on-line collaboration community 
for women aged 25-45 yrs. Mindbubble enables brands to collaborate 
with women from different backgrounds in project teams and each 
member of a team can share their ideas, opinions and creativity with 
other team members (including brand owners) to complete project 
tasks using a range of community tools. These include on-line focus 
groups, on-line and mobile surveys, multimedia diaries and virtual 
creative studios.

Job Muscroft 
Managing Director, Face
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If you’re a male executive reading this report then 
beware because as this year’s Boots ad campaign hails 
“Here Come The Girls”.

Gone are the days when geeky men or spotty youths ruled 
the web. As this report shows the rise of Web 2.0 women 
is upon us. Women aged between 25-34 are spending 
more time now on-line than men and the number of 
women becoming regular users of the internet is growing 
faster than their male counterparts. Facebook is a good 
example of this trend. There are 10m people on Facebook 
in the UK and 64% of them are women; a number that is 
equal to their female tally worldwide. The 35 and up crowd 
now account for more than 41% of all Facebook users.

The feminisation of the web is a natural continuation of 
what is happening in broader society. In the US women now 
make 80% of consumer spending decisions, including cars, 
computers and financial products. It is the first step to the 
creation of a matriarchal society where the female uses 
her economic and social power. And although this trend is 
most pronounced in the US, Britain is not far behind.

It is why companies such as Ask.com have given up their 
fight against Google and Yahoo and are re-inventing 
themselves as a female focused on-line query specialist. 
It is also why according to a  Guardian report earlier 
this year that in terms of audience, the fastest growing 
categories online in 2007 were women’s communities 

and political sites; it also explains Yahoo’s preparations 
to launch a major new community site aimed at women 
aged 25-54.

It is also why at Face we have launched www.mindbubble.
co.uk, the first collaboration community in the UK for 
women aged 25-40. The development of mindbubble 
including its name, identity and the concept has been 
driven by mindbubble women. Seeing this first hand has 
highlighted a huge amount of untapped creativity that 
brands could be harnessing on a daily basis. It also points 
to a growing opportunity to see Web 2.0 women not just as 
potential customers but as sources of inspiration, creativity 
and influence who can help move a brand forward. It is 
something the Laundry division of Unilever have already 
spotted by co-creating with key Web 2.0 women to 
innovate new products and new product variants. 

The growing trend of web feminisation and the increasing 
desire for web 2.0 women to colloborate and be heard 
means that brands need to look at the potential offered 
by this group of consumers with a fresh set of eyes.”

Andrew Needham 
Founding Partner, Face
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Methodology 

In order to find out the ways in which women’s usage of the web was 
changing and growing we naturally went online to see what was being 
said by women and about women.

In addition we spoke to 20 women aged 25-40 in a series of online and 
offline group discussions – finding out something about the role the 
internet played in their lives and what they were getting up to online.

The findings in this summary are drawn from a combination of this primary 
and secondary research.

Philip Mcnaughton 
Research Director, Face
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Matriarchal Society 

“In the US, women now make, 80% of consumer 
spending decisions, including cars, computers 
and financial products. It is the first step to 
the creation of a matriarchal society where 
the female uses her economic and social 
power. While the trend is most pronounced in 
the US, Britain, Scandinavia and France are not 
far behind”

Michael J Silverstein    

vice president, The Boston Consulting Group

“Treasure Hunt: Inside the Mind of the New Consumer”

“female purchasing power up by 50% over last 
20 years”

Marks & Spencer female spending report 2005
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the internet is a gender neutral space 

“in 2007 women aged 18-34 accounted for 21% 
of all time spent on computers by Britons. 
That is, for every hour that Britons spend on 
computers, 13 minutes are accounted for by  
18-34 year old women”   www.marketingcharts.com 
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“14 hours, - per week”
Jo - 32

“every day and i probably spend 
from half an hour to 3 hours”
Harriet - 36 

“ i only started using the pc 
2 years ago and i have never 
looked back”
Tamara - 38

How the UK internet population is composed by  
age & gender Marketing charts – March 2007

men
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and it’s becoming a routine activity 
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The rise of web 2.0 women 

“women aged between 25-34 are spending more time 
online than men, together with more over-50s logging  
on to the internet.

Guy Phillipson   chief exec IAB

“The number of visitors to women’s websites  
rose by 35% between December 2006 and  
December 2007. An estimated 55% of social  
networking website users are women”

guardian   21/03/08
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what they are doing online?
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the content they consume
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companies are preparing for  
web 2.0 women

“The website Ask has surrendered in its effort to 
compete with Google and Yahoo for internet searches, 
opting instead to reinvent itself as a female-focused 
online query specialist”

guardian   6/03/08

“A recent study found that, in terms of audience, the 
fastest growing categories online last year were 
women’s communities and political sites, which explains 
Yahoo’s preparations to launch a major new community 
site, aimed at women aged 25-54”

guardian   21/03/08
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The internet is part of women’s  
everyday lives

banking, email, holidays, flights, 
facebook, online libraries, 
dating, research, price 
comparison, shopping, gardening, 
recipes, child information, days 
out, good deals online, book 
tickets, make reservations, 
food shopping, card making, 
scrap book, youtube, teaching, 
cosmetics, estate agents, 
NHS Direct, helping kids with 
homework, buying childrens toys

“Banking is a nightmare - I love online banking” 
Jane - 40

“I use it for emailing friends, abroad and just 
ones i don’t get chance to ring, shopping (food 
and other goods), booking flights, theatre 
tickets etc, general information” 
Susan - 37 

“Women behave like women — whatever they 
do and wherever they are. The Internet is 
just another channel for women to do what 
they enjoy: shopping, talking, and caring” 
Reineke Reitsma Forrester
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Women use the internet for specific  
reasons but aren’t afraid to surf

“The internet  has become integrated 
into my families life; it is essential for 
my work”
Hannah - 35

“i will think of something throughout 
the day that i need to do or find out 
and then go on and specifically do 
that thing.” 
jo - 42 

“can start out on line for specific 
task and then wander off looking 
randomly at other things” 
Sarah - 41

“its nice to go onto sites to chat 
about stuff other than the kids” 
Laura - 35
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women are contributing to the internet 

creators

critics

collectors

joiners

spectators

inactives

“it was good for finding out about 
a hotel we stayed in this summer 
and the forum was bang on” 
Jane - 36

“I love You Tube - it is a family 
favourite” 
Tamara - 38
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Women are influencers
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Blogher, a major female 
blogging network recently 
recieved $5m of funding to build 
an advertising network and the 
Blogher conference this year 
had 1000 attendee bloggers

“Well first of all, many women are in 
control of  the financial spending in 
the household (ahem, that’s true at my 
house) and they are also ‘creators’ 
with blogs, pictures, video and 
podcasts - they’re influencers. With so 
many brands understanding the new 
“Google” world, where influence can 
happen from digital creators, they do 
what they can to reach them” 

Jeremiah Owyang   
Forrester Research



Web 2.0 women are using Facebook

10m people on Facebook in the UK

UK - 64% female

US - 59% female

Worldwide total - 64% 
(techcrunch)       

in June, 11.5 million of the individual visitors  
to the site were 35 or older 

35-and-up crowd now accounts for more  
than 41% of all Facebook visitors
(Business Week 06/09/2007)
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Facebook
“Having kids limits your time so much 
and it’s much easier to keep on top of 
each others lives. Plus, i find that we 
tend to meet up alot more as organise 
in advance and i love seeing pictures of 
what they’re up to and especially of my 
friends who have moved abroad” 
Alison - 35

“it’s ok, great for organising stuff with 
friends if you’re in a hurry and great 
for being nosey and looking at others 
photos/lives etc” 
Gaby - 36

“it is the best way of keeping in touch 
when you have kids”
Jo - 38
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summary

We found strong evidence for the increasing feminisation of the 
internet.

Crucially, familied women are not just getting online for household 
managment but for pure pleasure and indulging passions.

Online is both a space to share things with older kids and a space 
to escape looking after kids; there is relatively little interest in ‘mum’ 
focused sites.

Just under half of all women 25-45 are contributing to the internet 
in some way – either commenting or creating.

Facebook is a key social network and is skewed towards women 
overall, and has seen huge growth in terms of over 35s; it is also a 
fantastic way of managing social life and staying in touch when 
time is limited.

Philip Mcnaughton 
Research Director, Face
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