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Attitudinal Segments 
My research shows four different attitudinal segments of professional women who have different perspectives, beliefs, 
preferences, and feelings about luxury. I’m thrilled to share my insights with you! My hope is that this research will help 
“career women” harness a luxury mindset and incorporate more luxury into their lives. 

As you read through the descriptions, consider which type sounds like you — and see if you can guess which type I am. 
Every woman can make luxury a habit as long as you know what you need to prioritize for yourself!

 Reluctant & Removed 28% 
“Luxury is hard.” 

If you’re Reluctant & Removed, you avoid luxury purchases because you feel guilty, overwhelmed, or because you 
believe luxury brands do not understand you. 

You feel unsure of yourself when purchasing luxuries and consult others when spending money. You struggle to 
prioritize luxury in your life and find it hard to justify spending money on luxury for yourself.

Women like you have too many responsibilities to make luxury a priority. There are so many decisions for you to make, 
it’s hard to choose luxury. 

Luxury is out of your comfort zone! 

And you know you’ll feel a little uncomfortable when purchasing luxuries. When you do purchase luxuries, you keep it a 
secret. You worry what others will think of you. 
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 Luxury Lovers 25%
“I’m worth it.”  

If you’re a Luxury Lover, you tell everybody you know all about your love of luxury! You’re the woman who tells her friends 
they deserve to spend on some luxury for themselves. You believe women deserve luxury. 

Not only do you incorporate it into your everyday life, but you believe doing so improves your quality of life.

You feel more confident than other women when deciding to purchase luxury goods, services, or experiences. And the 
more you make luxury part of your life, the more confident you feel. If you decide on a luxury you want, nobody can talk 
you out of it. 

 Pro Prioritizers 25%  
“Luxury is power.”  

If you’re a Pro Prioritizer, you dress for success. Luxury purchases are part of your professional development. You want 
to look the part.  

You believe women are under more pressure than men to succeed in leadership positions. Women like you want to 
prove they can reach the same level of success as their male counterparts. 

You’re a team player; you think the best way to make an impact professionally is to help other women advance to your 
level. You believe women should be more confident when it comes to their professional development. 

You’re practical about luxury brands and want to buy from ones you can rely on year after year. It’s important to you for 
luxury brands to consider their social and environmental footprint. 

	 Confident	&	Content 22%
“I’ve got this.” 

If you’re Confident & Content, you’re happy with your work and personal life. 

Luxury isn’t a top priority for you, and you don’t believe it needs to be expensive. When you do make purchases, you’re 
comfortable and confident in your abilities. 

You do a good job of promoting yourself and your contributions in your organization. Women like you believe most 
women can learn professional confidence if they want to. 
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What Women Have In Common 
Think about the following statements and whether you agree with them or not: 

• “I use luxury items, or experiences, to reward myself for hard work.” 

• “I want more options for luxury goods, services, and experiences.” 

• “My financial position affords me a position of privilege.” 

• “Luxury can be experienced by leaders at any income level.” 

• One of the most important points of agreement from all leaders is that they use “luxury as a  
reward” and some believe it makes them “more confident and improves their quality of life.”

My research found that no matter what segment the survey respondents belonged to, they all strongly agreed with the 
above statements.

Why does that matter? The women I work with in one-on-one executive coaching engagements 
— or if they’re in the audience at a keynote I’m delivering to their company — always 
acknowledge to me that luxury can improve their everyday personal and professional lives. 
Women	leaders	realize	that	while	luxury	might	mean	different	things	to	different	women,	
taking	care	of	yourself	in	order	to	best	serve	the	team	you	support	is	a	priority.	And	for	some,	
luxury	gives	them	more	confidence	in	those	leadership	roles.	

Women who buy luxuries come from all different age groups and income levels. Most of them are married (69%) and 
educated (71% have a Bachelor’s or a Master’s degree). And 69% contribute 51% or more to their household income. 

Professional women who buy luxuries are smart and are major financial contributors at home. 
 
Professional women also know that their income level does not determine their self-worth. 

The	women	we	work	with	are	driven	by	a	variety	of	goals	like	developing	future	leaders,	
contributing	to	their	organization,	serving	in	their	community,	higher	recognition	within	their	
company,	and	additional	responsibilities	in	their	role.	While	their	income	is	one	measure	of	
their	success,	they	are	rewarded	by	so	much	more	than	that.	Luxury	to	all	of	them	is	a	reward	
for hard work.
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Working Women  
When you’re a working woman, it can be hard to make time for luxury. But from me to you, it’s so worth it. Having a 
luxury mindset helps women like you live their best lives. Even board meetings and conference calls can be luxurious 
with the right habits. But before I give you some strategies to do that, let’s talk about the professional lives of women 
who buy luxuries.  

Most women who took my survey — 75% — are in leadership positions at work. And 42% of women who aren’t are 
taking steps to become one. There are no differences between the types of women in job levels and responsibilities. 
Women who buy luxuries can be administrative assistants or CEOs. They can work in finance or HR.

Professional women who buy luxuries exude confidence — 60% say they’re extremely confident in their professional 
development. But if you’re struggling to feel confident, no need to worry. There are plenty of women out there working 
on their professional confidence, and it could depend on which segment you identify with most. Pro Prioritizers are less 
likely to be extremely confident, while Confident & Content are more likely. 

Reluctant & Removed Luxury Lover Pro Prioritizer Confident & Content

But either way, developing confidence is vital, especially if you’re looking to become a leader during your career. 
Professional women believe confidence is the most essential quality for executive presence, followed by forward-
thinking and the ability to inspire others. 
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Biggest Challenges Facing Women in Their Careers

But work life isn’t always champagne and a new pair of stilettos. 67% of women say finding work/life balance is a 
significant challenge for them. And one in two say gender bias impacts their careers. Do you face these challenges, too?
 
Pro Prioritizers, who are the most likely to find luxury purchases valuable for their professional development, are more 
likely to cite any professional development challenges.  

Qualities that Best Reflect Executive Presence



7

If	you’re	a	professional	woman	wanting	to	increase	your	confidence,	you	can	take	several	ac-
tions: 

• Conduct a self audit of the skills you have and what you have accomplished in your career, and 
ensure you can articulate this when required.

• Invest in clothing that makes you feel powerful and confident. You don’t need a lot of clothes, 
just your ‘A’ outfits that allow you to feel your best self.

• Walk into every room and assume everyone wants to interact with you! I have always done 
this and it will ensure you enter every space knowing you have valuable information and op-
tions to share.

• Pay attention to the luxury accessories you use — small details like the purse you carry, the 
pen you use, and your business card holder are all extensions of your personal brand. Invest in 
quality items that represent you and your personality (and success).

• Invest in a mentor or executive coach — someone who can help guide your career, have a con-
fidential conversation with, and hold you accountable for your goal achievement. 

• Treat yourself — book that luxury vacation, invest in that suit that makes you feel powerful, 
schedule a massage at your favorite spa, register for the conference you have always wanted 
to attend, buy the bag, order the champagne, schedule recovery time — you deserve it. 



8

What Is A Luxury?    
All this talk about luxury, and we haven’t even defined what luxury is! According to 63% of the professional women 
we surveyed, luxuries have to be high-quality. Especially if you’re a Pro Prioritizer — high-quality goods, services, and 
experiences stand out as luxuries. Luxury Lovers are more likely to consider luxuries long-lasting, unique, and exclusive.

Luxury Qualities

Professional women care about quality because they are focused on delivering quality work in 
their careers and expect quality experiences and products from brands. 

They understand that the brands they associate with and recommend are an extension of 
their	personal	brand.	Regardless	of	whether	you	are	Reluctant	and	Removed,	a	Luxury	Lover,	
ProPrioritzer,	or	Confident	and	Content,	you	prefer	a	quality	experience	as	reward	over	things.

	You	enjoy	sharing	that	experience	with	others	and	know	it’s	a	reflection	of	you.	
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What Luxuries Do You Buy?     
When I think about buying luxuries, three categories come to mind: goods, services, and experiences. Think about the 
luxuries you’ve purchased this year. Do they line up with my research results?  

Many professional women are looking for luxury experiences. 78% purchased airline tickets last year. Plus, 50% say 
they’ve purchased luxury vacations including travel packages, accommodations, or experiences. And in 2022, luxury 
travel reigns supreme. 61% of women say they expect to purchase luxury travel this year, especially Luxury Lovers. 

Luxury experiences (vacations, private tours, hiring a celebrity for an event) are slightly more of a priority for 
professional women than luxury goods, luxury services, small luxuries, or large luxuries. 

When’s your next vacation? 

Expect to Purchase Luxury Travel in 2022

Professional	women	understand	that	luxury	experiences	and	travel	expands	their	mind,	
increases	their	skills,	deepens	appreciation	for	different	cultures	and	in	many	cases	increases	
their	confidence	(it	does	for	me!).

As	a	professional	woman	traveling	alone	I	am	constantly	assessing	situations,	negotiating	
(sometimes	in	foreign	languages),	reorganizing	and	reprioritizing,	and	meeting	new	people	—	
all	while	trying	to	stay	fit	and	focused	on	achieving	professional	goals.	Not	to	mention	taking	
in	the	magnificent	views	of	a	new	city,	savoring	a	delicious	meal,	or	meeting	the	locals!	All	of	
these things help to enrich our lives both personally and professionally.

Reluctant & Removed women are least likely to purchase any luxury goods, services, or experiences. Remember, these 
women have a few more barriers to making luxury part of their lives than the other types of women from my research. 

On the other hand, Luxury Lovers embrace all types of luxuries fully. Since luxury is part of her everyday life, she has 
plenty of time to indulge in the Hermès bag, the spa vacation, and that custom diamond bracelet she’s been dreaming 
about. 

Pro Prioritizers are more likely to purchase clothing, skincare, makeup, and luxury vacations. She chooses luxuries based 
on how much they can benefit her professional development. If you’re most like a Pro Prioritizer, you may find yourself 
buying luxuries that help you put your best foot forward at work. You buy luxuries to look the part.
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Confident & Content purchase a wide range of luxury items. Luxury is less of a priority for them, but when they do buy, 
they buy across categories. 

Luxury Good Types Purchased

How often do you purchase luxuries? How often do women you know purchase them? One in 10 women purchase 
luxuries weekly. But most — 60% — purchase luxuries every one to six months.  

Luxury Purchase Frequency

Purchasing a luxury under $500 takes some time and consideration, but how long do most women wait? 45% take 
anywhere from a few days to a week to decide to purchase a luxury of this price range. If you take a month or more to 
make a $500 purchase, you’re like the Reluctant & Removed women. 
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Time Frame for Considering a <$500 Luxury Purchase Before Buying 

Some women make luxury purchases 100% on their own, and others like to consult with somebody else first. One 
in two say they always make luxury purchases independently. For one-third, it depends on the purchase. If you’re a 
Luxury Lover, you don’t need anybody’s approval or permission; you’re significantly more likely to make purchases 
independently. 

Final Decisions for Luxury Purchases
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When leaders do ask for input from somebody else, 51% say they turn to their spouse when making luxury purchases. 

Luxury Purchase Influencers

Even though women differ in their luxury purchases, how frequently they buy luxuries, and who they seek input from, 
95% of women are at least somewhat if not extremely comfortable making luxury purchases. Reluctant & Removed are 
less likely to be comfortable compared to the other women.  

Comfort Making Financial Decision to Purchase Luxuries

For professional women the most popular luxury experiences and items include the things that 
they	feel	will	help	advance	their	career:	quality	clothing	to	feel	more	polished,	accessories	they	
purchase	as	a	reward	for	their	hard	work	and	to	remind	themselves	of	their	accomplishments,	
and vacations they schedule to share with those they love. There has been a marked shift in 
recent years that has reminded women that a critical element of success in focusing on their 
careers is prioritizing self-care. Their attention is focused on creating memories that matter 
and prioritizing what is most important to them and those they care about.  
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What Inspires Them to Buy  
When women buy luxuries, it’s about more than just the product, service, or experience. There are other factors that 
influence purchases. 

Luxury Lovers are less likely to be influenced by the price or their budget and more likely to be influenced by the 
exclusivity of the purchase. 

Factors Influencing Luxury Purchase Decisions

Professional	women	have	high	expectations	for	themselves,	and	others.	They	are	required	
to juggle multiple competing priorities and they expect brands to understand this. They will 
respond to brands who understand their challenges and tailor their messages to speak directly 
to them. They will research experiences and services to ensure brands are aligned with their 
image	and	values.	Price	is	not	their	top	priority	when	determining	a	luxury	investment,	
experience is. 
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How Luxury Makes Women Feel    
Think about the last time you purchased a luxury for yourself. How did you feel? Did you feel inspired? Was your quality 
of life better? Did you feel guilty? Professional women experience a wide range of feelings and experiences when they 
buy luxuries. Many of my survey respondents say they experience improved quality of life, memorable experiences, and 
greater satisfaction after buying luxuries. But there are some differences between the types of women.

Experience as a Result of Luxury Purchases

Reluctant & Removed women are more likely to say they’ve experienced negative reactions to luxury purchases 
compared to other segments, such as guilt about spending money. 

Luxury Lovers are more likely to say luxury makes them feel a sense of accomplishment and improved social 
status. 

Pro Prioritizers are more likely to say luxury improves their appearance and self-esteem. 

Confident & Content respondents cite improved quality of life, memorable experiences, and greater satisfaction, 
but are less likely to report any other emotions or experiences. 
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Experience as a Result of Luxury Purchases

I recommend professional women consider developing luxury habits to provide the 
experiences that matter most to them.

• It might be the simplicity of adding fresh flowers to your desk each week so you are reminded 
of beauty. 

• You could schedule time to workout with a personal trainer or attend a workout program that 
makes you feel strong and powerful. 

• You may be working towards a promotion or presentation; consider investing in a wardrobe 
that makes you feel your best self and allows you to get out the door quickly. 

• Schedule vacations early so that you have something to look forward to as a reward for your 
hard work, and you have time to prepare your team and clients for when you are away.

• Consider investing in your education, professional development, and networking opportunities 
that will provide the environments to help you succeed. 

• Blocking time in your calendar for activities that recharge you like hiking in nature, reading 
a book by the pool, cocktails with a friend, a massage or facial, playing with your furry 
baby, attending a concert, wandering an art museum, laughing at a comedy club — these 
experiences help you personally and professionally. 

Reluctant & Removed Luxury Lover Pro Prioritizer Confident & Content
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The Luxury Mindset    
Living a life of luxury is more than just buying luxury goods, services, and experiences. It’s all about having a luxury 
mindset. I can teach you how to get in a luxury mindset, but first, let’s look at what my research says about the concept. 

Women associate a luxury mindset with self-worth, beauty, personal fulfillment, indulgence, relaxation, and 
achievement. 

Pro Prioritizers are more likely to associate a luxury mindset with indulgence. 

Luxury Mindset Qualities

How can you identify which of these four mindsets best represent you? Pay attention to the 
attitudes	for	each	segment	and	then	consider	how	that	influences	your	daily	decisions	about	
luxury.	Then,	decide	how	you	want	to	incorporate	luxury	experiences	into	your	personal	and	
professional	lives.	The	best	place	to	start	is	by	focusing	on	who	you	spend	time	with,	where	and	
who	you	invest	your	time	and	resources,	and	what	gets	your	attention.

Brands need to understand how to ‘speak the luxury language’ of each of these mindsets to 
incorporate the words and images important to these women in their marketing and sales 
efforts.	



17

Who	And	What	Influences	You				
Most women say they’re most influenced by people close to them. 44% say their spouse has been most influential on 
their growth and development. 36% say their parents have influenced them a lot. Bosses and coworkers are low on the 
list of influences. 

It	was	interesting	to	see	that	professional	coworkers	ranked	lower,	but	not	surprising	to	
me.	Many	professional	women	work	hard	to	separate	their	personal	and	professional	lives,	
ensuring their image at work is accomplished and professional. This may mean they are 
less	likely	to	solicit	input	from	their	peers	on	decisions	(concerned	they	might	be	judged	
incorrectly),	and	will	seek	out	the	opinions	of	those	who	know	them	best	and	in	their	trusted	
circle.

Who Has Had the Most Positive Influence on Growth
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What Has Been Most Influential On Growth

Women also influence each other. About half of women mentor other women. And 39% say they currently have a 
mentor. 

Women who have been mentored by other women are significantly more likely to mentor other women. 73% of those 
who are currently being mentored by a women, currently mentor other women. Only 25% of those who have not been 
mentored are currently mentoring other women.

Mentoring Other Women

Many women — 43% — say vacations/trips have influenced their growth and development. Pro Prioritizers are more 
likely to list vacations/trips as an influence.

Currently being mentored by other women
Mentored by other women in the past
Never been mentored by other women
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One of the greatest secrets of success for many professional women is having a variety of 
mentors. 

Professional	women	all	benefit	from	pursuing	mentorship	across	gender,	experience,	culture,	
and age to accelerate their career and professional development.

If you are not comfortable seeking mentorship within your organization, consider hiring a professional coach or mentor 
for confidential conversations and accountability. 

While it may seem a luxury to invest your time and resources in a professional mentor, I assure you that working with the 
right mentor will not only allow you to develop unique skills personally and professionally, but also accelerate your career. 
It has absolutely helped me. 

Most professional women want to help other professional women. We all have a responsibility to help nurture and grow 
the women around us, to expand our networks, to advocate for each other, and to constantly promote and endorse the 
work of women who are changing the world. 

Your commitment to your career, community and those you care for will inspire others to do the same. This all begins with 
your mindset, and I suggest, it’s even more fun when you understand your own luxury mindset. I wish you enormous 
success and hopefully some fun luxury rewards along the way for all your hard work! 




