
At the core of the lifestyle consumer lies an intrinsic need for emotional fulfilment, for more 
emotionally rewarding interactions with people, content and brands. The emotional 
economy is here and lends itself well to lifestyle, women and brands who are keen to 
remain relevant and engaging.  
 
Regardless of a woman’s demographic cohort, she is driven by a need to make important 
decisions about her lifestyle choices that are in sync with her feelings, especially where 
investment in time and money is high. Table stakes in the emotional economy is to feed her 
desire for cultural voyeurism and encouraging learning at any age.   

From simple life hacks through to self-improvement and new horizons, we need to inspire, 
inform and stimulate by providing curated content that is transformational emotionally and 
intellectually. We need to fascinate her with a window into a world she wants to know more 
about. We need to keep her ahead of the trends in food, health and home and we need to 
keep her emotionally engaged throughout the lifestyle journey. 

Emotional Fulfilment is 
the new Empowerment
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1. The collapse of demographic conventions
Mindsets and motivations are the true drivers of happiness, curiosity and interest, no matter what age you 
are. Take for instance the new Pokémon Go craze, which is breaking demographic boundaries by combining 
immersive emotional experiences with virtual reality all on a personalised smart phone app. It has reinvent-
ed orienteering to appeal to the new visual consumer by championing fun and nostalgia, and is also driving 
healthier lifestyles by getting people outdoors and socialising. 

Interest in lifestyle has a broad age range, but really peaks amongst older audiences 35 to 59 years who are 
embracing increased freedoms and social liberties. These women are riding the collapse of demographic 
‘conventions’ to construct their identities in emotionally fulfilling ways. Lifestyle’s recent consumer research 
shows that this group of women tended to be better educated, more affluent and have grown up in a 
generation most dedicated to TV. They respond to the language of mind, body and wellness, emotion, 
empathy and heart. These women were also 85% most likely to be the driving force behind a purchase 
decision1 ,with 50% of those in traditional male categories such as auto, consumer electronics, and home 
improvement.  

The interesting thing about age is that it is losing relevance. Significantly, the ABS predicted that 1 in 3 
Australians will be over 50 in 20162 and, not only are they living longer, they are defying demographic 
expectations. We have the highest life expectancy rates ever recorded - amongst the highest in the world 
- which means the way we live our lives has to change and further defy stereotypical labelling. Attitudinally 
(and physically) brands need to recognise and embrace the growth of socially liberal, energetic and optimistic 
older female audiences, and we must change the way we portray and speak to them.
  
We have to remind ourselves that she is smart, tech savvy and on trend. Facebook, Twitter and LinkedIn 
usage, for instance, is similar across 35 to 59 year olds and not far off Millennials3. She is into the world of 
Kombucha and fermenting, thinking about an interior design course or learning to knit. She is attending 
masterclasses on cheese-making, wine-blending and knife skills. She is selling her art and handcrafted 
jewellery on Etsy. She is part of a booming market for physical and mental wellness from boot camps to 
mindfulness retreats to life-changing adventure and cultural immersion challenges. 

So forget anything that is conventional, old-fashioned or dusty, as the older woman today has more in 
common with Millennials than any other generation. The Great Australian Bake Off makes this point well. This 
year’s series features a 16-year-old boy from country NSW alongside a 61-year-old grandmother. If we were 
to target by demographics only, rather than by interest and intent, we would potentially miss both of these 
passionate bakers. The future is here and it’s about finding ways to connect to and engage with people and 
their passions (rather than demographics).

1The Growing Power of Women: Womenomics., Symmetra 2013
2ABS 1986-2011 Census report 
32015 Sensis Social Media Report
4ABS 2011-12 report on Housing Occupancy and Costs
5MCN Multiview data

2. The Lifestyle world is built for families, but one size doesn’t fit all
There is a sense in popular culture that home equals family, but this is far from true. Recent census data 
demonstrates that nearly a quarter (24.3%) of all households are single households - a trend that has been 
held for over a decade. Single-dwelling households are in growth and 54% of these households are occupied 
by women and seniors . This means that whilst families are still important, the conversation needs to become 
more inclusive of single4-living adults and their needs.

Our research demonstrated that there is a growing voice for the inclusion of single living options and lifestyles 
that are cool, funky, and suburban, not just inner city focused.  Deadline Design with Shaynna Blaze is a new 
program that caters for a range of households in just this way, inclusive of singles, couples, young families, 
established families and both big and small dwellings. Over in the UK, grocery stores are adjusting to the ‘one 
size doesn’t fit all’ scenario with smaller, more regular and local shopping sessions, and more vibrant, healthy 
food. Bilder & De Clercq in the Netherlands are offering pre-portioned fresh ingredients grouped by 14 
different recipes every week, so shoppers can select just enough food for one or two. 

Today’s single living women are wanting to carve out a sense of status and privilege and we need to help 
them feel rewarded and proud of that status. They are spending significantly in premium department stores, 
on glossy magazines, furniture and homewares as well as in health and wellbeing improvement5 so we need 
to help them dream, escape and progress, just as we have been doing with families and couples.
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Stereotypes in living status are ripe for deconstruction by brands willing to tap into this growing opportunity 
and change the conversation. Brands like Alfa Romeo get this by targeting single women who are driven by 
the same motivations as its classic macho male audience. While women6 are the focus, we can’t forget 
reconnaissance man embracing the shift in roles. For some time now, developers have been creating inner 
city apartments with high-end kitchens and appliances that appeal to both men and women, as well as 
security parking, parking for GoGet cars and vans and wellbeing inclusions such as gyms and lap pools.  
Studies in the US show that 65% of people participating in the sharing economy are women and could well be 
sharing a room on Air BnB to help supplement mortgage payments and build retirement funds. 

Renting is equally ripe for re-imagining. With a quarter of all households renting privately7 , we need to 
recognise the growing cohort of renters who prefer inner city living and smaller spaces over commuting from 
sprawling houses in the distant suburbs. They want help with creating spaces that can move with them, like 
balcony gardens and removable walls. Modern Pet Doors has a range of sliding pet door inserts that mean 
renters can simply insert a removable pet door without disrupting the existing screen doors. In 2016, we must 
embrace renters who want and need a conversation about the positives of renting, and teach them how to 
make the most of new products entering the Australian context such as shared ownership and long-term 
rental.  

New ways of living need to be conceived. For instance, architects are envisioning communities of the future, 
inspired by the oldest in society, but modern and contemporary rather than old-fashioned and homey. 
Commune living is a growing co-living arrangement that helps people pool resources and forget about the 
pesky administration of life, so they can focus on enjoying their lives. In London a new 11-storey complex, 
called the Collective is a co-living experiment aimed at young professionals willing to compromise on smaller 
bedrooms in favour of larger communal areas and unusual perks like a disco launderette and a roof terrace. 
The Collective also runs a charitable fund to bring positive change to the community, also ticking the 
self-optimisation box8.

6Huffington Post: 2016 Myths of Sharing Economy
7ABS 2011-12 report on Housing Occupancy and Costs
8,9LSNGlobal The Optimised Self

    

3. Emotional fulfilment is key in the emotional economy.
The emotional economy is the ‘feeling economy’. It places a premium on meeting a wide spectrum of 
emotional needs from uplifting through to melancholy and sorrow, with the overall benefit of greater 
self-awareness, deeper empathy, improved social skills and better decision-making. Creating emotional 
fulfilment is the key to unlocking the rising emotional economy that is pushing empowerment back into the 
twentieth century. When a women switches on the television, she doesn’t want to be empowered. She wants 
to immerse herself in excitement, cheerfulness or empathise with sorrow.   

Developing a better emotional intelligence and allowing herself to experience a range of emotions from 
happy to sad is correlated with better health outcomes and better choices by creating options she might not 
have otherwise imagined or considered possible.  Brands that understand this are taking consumers on an 
emotional journey by using the language of emotion, sensorial experience and mind-body wellness to 
connect and differentiate.  Air BnB encourages us to “feel” what it is like to live like a local, Dr Smood in the US 
talks about “smart food for a good mood” and Samsung’s “See More, Feel More” ad taps into the emotional 
range you can feel by watching digital content in HD.

Emotional fulfilment is a multifaceted concept. It can be about finding her sense of purpose, having a laugh or 
a cry, or about deeper pursuits such as the art of ‘conscious living’ and mindfulness, or building 
emotional resilience. These days she feels there is too much reality and not enough real and she craves more 
meaningful moments. She wants her reality television to have less mocked-up outrage and more genuine 
emotion. She wants to be challenged with narratives that connect her to real-life experiences or help her 
decide how she really feels about social dilemmas such as cultural diversity.  

Community-mindedness is in growth, a backlash to the threats of modern living and mass consumption that 
feels empty and lacking in meaning. Giving back, making a difference and choosing brands with corporate 
responsibility is a powerful emotional trend.  Recently the New York Times helped its readers ‘walk in the shoes 
of refugees’ through a virtual reality (VR) smart phone app. With access to first-person stories, through 
empathic devices, people could feel the challenges of travelling around like a refugee themselves9.  

Lifestyle 2016 trends & Insights report



Experts and talent have an important role to play in the emotional economy. Personalities and talent that 
connect expressively and passionately, sensitively and vividly like Nigella Lawson, Maggie Beer, Matt Moran, 
Shaynna Blaze and Nick Tobias do so through language, emotional experience, warmth, energy and 
optimism. Imperfection in talent is part of the charm, which is seen as honest, emotionally engaging and 
approachable.   

What this means for your brand is that today’s lifestyle woman is seeking to harness and explore her 
emotional depth and breadth that will allow her to do more, feel more, be more. She responds to content that 
is spoken in the language of emotion and is emotionally rich, extending beyond a single note. She wants to 
experience the ups and downs and the uncomfortable alongside the easy. 

We need to appreciate that the core of emotional intelligence, fulfilment and mindfulness are rich areas to 
tap into and create better engagement with consumers. Brands need to care about the emotional life of their 
consumers, creating user journeys that cross sensorial experiences and help them to dream big and small, to 
escape or shake off, to find relaxation and comfort that is warm and real. We need to create personalisation, 
involvement, captivation and fascination through retail, travel, food and life. We need to explore with women 
the array of new and interesting technologies like virtual reality, biometrics and facial technology to help 
buyers make emotionally-led purchase decisions that feel right.
 

10seedsofcompassion.org
11VolunteeringAustralia.org  

4. The search for self-optimisation
Being self-optimised is essentially a quest to become a better human being. Not a quest for perfection, but 
a journey toward a more ‘humanised’ version of ourselves to share with the world. This quest involves being 
altruistic, generous, compassionate and selfless, yet also showing self-compassion.   

Altruism and giving back was an overriding theme in the research, suggesting the quest for self-optimisation 
was very important to our lifestyle audience. The experience of helping others provides value in terms of 
increasing self-worth, providing a constructive social role as well as positive health enhancement (known as 
the ‘helpers high’). Studies on the benefits of practicing compassion and benevolence show that there are 
physiological benefits as well as emotional10. Being compassionate tends to release more hormones to 
counteract the ageing process by reducing stress, but overall it makes the person happier as well as everyone 
around them. The power of emotional enrichment that volunteering and community-mindedness brings is 
so strong that Volunteering Australia believes that doctors should recommend volunteering as an antidote to 
lifestyle stress and anxiety11.  

Giving back extends to making a difference in what you buy and there is a clear determination amongst 
women to engage with brands that are more socially, ethically and emotionally conscious. Ozharvest is a 
great example of an ethical brand that is all about humanised connection, using brand ambassadors like Matt 
Moran and Maggie Beer who are passionate about food waste education and awareness.

Cultivating compassion requires cultivating self-happiness. Learning to be kind to ourselves, giving ourselves 
a break, and not aiming for constant perfection leads to being a happier person to be around. Lululemon 
breathes this insight through its new range of leggings to emphasise how women feel when wearing them, 
rather than how they look. The collection includes names like Relaxed (nothing in your way) and Hugged 
(a comfortable embrace) which fly in the face of the Nike ‘just do it’ world that women are supposed to strive 
for - emotional fulfilment winning over empowerment.

Taking good care of yourself is a hallmark of the premium travel industry with airline business class offering 
massages, pyjamas and wellness breakfasts. Westin Hotels have rebranded around the concept of wellbeing 
as a signifier of luxury. The Westin Wellbeing movement defines being kind to yourself by combining offerings 
in fitness, health and beauty, as well as six wellbeing pillars - Sleep Well, Eat Well, Move Well, Feel Well, Work 
Well and Play Well.

Brands seeking to help with emotional fulfilment and self-optimisation need not try to be all things to all 
people. However, brands that are honest, imperfect, transparent and demonstrate a positive impact on 
society do well in this economy. 
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Conclusion
Emotional fulfilment is the key to the rising emotional economy that is pushing
empowerment back into the twentieth century. Women are looking to fulfil a range of 
emotional needs when they switch on the television: from positivity and optimism to feeling 
sad and needing escape. Experiencing the full range of emotions is powerful and 
gratifying, and valid in today’s fast changing world. She wants to experience the ‘real’ in 
reality and get past the superficial outrage. She wants to find her humanity through giving 
back and choosing brands that align to her values, compassion and sense of purpose.  

The Lifestyle Group is the authority on emotional fulfilment and the emotional economy.  
We understand that driving emotional fulfilment (instead of exhausting empowerment) is 
the best way to help her get in touch with her humanistic potential and the wonderful
possibilities that life has to offer her.

To connect with Lifestyle contact your MCN representative.

About this study. 
The Lifestyle Group has recently conducted a study using a bricolage research approach to 
help us get underneath the mindsets and the motivations of today’s lifestyle consumer. The 
approach included analysis of consumer engagement survey data, MCN multi-view, ABS 
facts, trends and figures, consumer opinion leader blogs and qualitative focus groups with 
women.
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