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Contrary to popular belief,
men and women aren’t that
different.... We discovered
that the differences among
women are more significant
than the expected differences
between women and men.”

When looking at the issue of how to better connect with women regarding health-related issues,
we were surprised by what we found. Contrary to popular belief, men and women aren’t that
different  — at least when it comes to how they approach healthcare. Instead, there are actually bigger
differences within gender groups than between them. We discovered that the differences among
women are more significant than the expected differences between women and men.
During the process of considering numerous behavioral traits related to health, the primary differences we
found between men and women are that:

• Women are slightly more likely to challenge a doctor’s recommendation than men
• Men are more likely to take a specific drug recommended by their doctor and to feel they are able
to keep their weight under control
However, statistically, men and women are the same on matters like:

• Taking preventative medicine
• Working on eating a well-balanced diet
• Trusting their doctor completely

ONE-SIZE-FITS ALL? NOT HERE.
Understanding how women differ from each other in regard to health-related behavioral traits is essential
if you want to speak to them in an authentic, empathetic voice  — a key element of any successful campaign.
But if your goal is also to change how they behave, you’ve got to do more than communicate well. You need to
look closely at the unique needs and drivers of women as individuals, avoiding a gender-driven, one-size-fits-all
approach.

Marketing to women based on
gender alone is not one-size-fitsall, especially when you’re talking
about changing complicated
behaviors related to health.”

Differences among women become even more
multifaceted and challenging when your message
attempts to modify long-term, complicated behaviors
related to health  — like getting people to stay on a
medication for a chronic disease or convincing patients
to make difficult changes such as losing weight and

modifying their diet and exercise habits. To drive difficult lifestyle changes among women, you have to tap into
their individual psychologies to find the motivational approaches that work.
Marketing to women based on gender alone is not one-size-fits-all, especially when you’re talking about
changing complicated behaviors related to health.
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ACTIVE VS. PASSIVE COPERS: UNDERSTANDING THE DIFFERENCE
Even in cases where you would expect women to act rather homogeneously, they don’t. For example, women
who are demographically similar, all at a certain stage in their breast cancer treatment, and on the same
medication regimen, behave quite differently.
The differences in how women approach breast cancer and other conditions are explained by their coping
styles, which are determined by their inherent psychologies.

ACTIVE COPERS tend to be

PASSIVE COPERS, by contrast,

information seekers. They:

tend to look backward. They:

• Focus on the future

• Have a strong need to be cared for

• Ask, “What’s next?”

• Defer to their doctors

• Tend to be optimistic

• Are less actively engaged in their

• Reach out to help others, despite
their personal health concerns

treatment decisions
• Need someone to help and
motivate them, whether it’s a
doctor or a loved one

With these diametrically opposed mindsets, if you orient your communications to one group, it’s highly likely
that you will not reach the other group. Worse yet — you might alienate them altogether.

A FOCUS ON MOTIVATION
When it comes to women, attitudes about and approaches to
health-related barriers and drivers are as varied and diverse as
the individuals involved. And it’s by addressing the differences
within the female gender group that we’ll effectively reach
them in a meaningful way and change behavior.
Regardless of gender or condition, effective messaging starts
with knowing how to motivate your target audience to become
more actively involved in their treatment. At MicroMass, we use
behavioral science to uncover and leverage insights about what
affects health behavior and what moves each individual to the
place you need her to be.
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