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Method / procedure

Field time

Basic population

Survey methodology

23. November -11. December 2018

Visitor and exhibitors of ISPO Munich 
833 interviews

Anonymous online survey in German and 
English 
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Proportion of women in the company

Among executive managersTotal

Basis: All respondents, rounding differences possible   

Messe München Connecting Global Competence

15%

47%

36%

3%

25% - 50%

Less than 25%

More than 50%

I can't say

48%

29%

16%
7%
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(Support) programs for women in companies

Basis: All respondents, multiple answers possible 

Messe München Connecting Global Competence

Yes (Total)

- Coachings

- Mentoring program

- Women's network

- Young Talents program

- Other support programs

No, my company does not offer special 
programs for the empowerment of women.

I don't know

19%

10%

6%

8%

3%

3%

73%

8%
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Addressing the compatibility of job and family in the 
corporate image

Basis: All respondents, rounding differences possible 

Messe München Connecting Global Competence

54%39%

7%

No

Yes

I can't say
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Equality between men & women in the company

Need for optimisation in…
(Total)

- Salary

- Career opportunities

- Decision-making competencies

- Other optimization needs

No need for further optimization

I can't say

53%

32%

32%

29%

6%

30%

17%

Basis: All respondents, more than one answer possible

 Messe München Connecting Global Competence
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Offering flexible working time models within the company

Basis: All respondents, more than one answer possible 

Messe München Connecting Global Competence

Yes (Total)

- Flexitime

- Home Office

- Part-time

- Job sharing

- Sabbatical

- Other flexible working time models

There are no flexible working time models in 
my company.

84%

57%

46%

47%

6%

10%

13%

16%
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Importance of the target group "women" for turnover

Basis: Brands, rounding differences possible           
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18%

27%
34%

15%
6%

4 = very important

5 = extremely important

3 = important

2 = less important

1 = unimportant

TOP 2 (5+4) 45%

TOP 3 (5+4+3) 79%

LOW 2 (2+1) 21%

averages

3,3

1,0

2,0

3,0

4,0

5,0



December 2018 | Online Survey

Changed significance of the "women" target group

Basis: Brands, rounding differences possible      
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20%

26%
50%

2%
3%

4 = gained some 
importance

5 = significantly increased 
in importance

3 = Meaning has remained more
or less the same

2 = lost some of one's 
meaning

1 = lost some ground

TOP 2 (5+4) 46%

TOP 3 (5+4+3) 96%

LOW 2 (2+1) 5%

Averages

3,6

1,0

2,0

3,0

4,0

5,0



Special products for women

Basis: brands or brands in whose companies there are special products for women, rounding differences possible 
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66%7%

27%

Not yet, but is 
planned 

Yes

No

Since this year

Since about 2 to 4 years

For about 5 to 9 years

For 10 years or more

Since the company was founded

I can't say

6%

13%

14%

20%

44%

4%

Introduction to the companyProducts for women

See following chart 
for meaning 



Changing significance of women's collections 
and products

22%

31%

43%

4%
4 = gained some 

importance

5 = significantly increased 
in importance

3 = Meaning has remained 
more or less the same

2 = lost some of one's 
importance

1 = significantly lost 
importance (0%)

TOP 2 (5+4) 53%

TOP 3 (5+4+3) 96%

LOW 2 (2+1) 4%

Averages

3,7

1,0

2,0

3,0

4,0

5,0

Basis: Brands whose companies have been offering special products for women for at least 2 years, rounding differences may occur. 

Messe München Connecting Global Competence December 2018 | Online Survey



Involving women in the development of women's 
products

Basis: Brands in whose companies there are special products for women, multiple answers possible 
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Yes (Total)

- Through market research in advance

- Through product tests in the various
development stages

- Women are members of the design and/or
development team

- Women are members of the sales team

- Decisions on these products are mainly
made by women

No special involvement of women in 
product development

94%

27%

42%

72%

42%

22%

6%
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Campaigns & Marketing for female target group

Basis: Manufacturer, rounding differences possible

Messe München Connecting Global Competence

26%

53%

21%

No

Yes

I can't say

Communication and marketing channels for female target groups Campaign planning for female target group

Yes (Total)

- TV

- Consumer magazines

- Special interest magazines

- Participation in trade fairs

- Sponsoring of events and/ or own events

- Social Media

- Brand ambassadors

- Own point-of-sale at retailers

- Extra advertising material for retailers

Do not use special channels to 
address female target groups

67%

4%

17%

22%

28%

27%

54%

28%

11%

10%

33%
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Changed proportion of special women's products

Basis: Retailer (with specification), rounding differences 

possible Messe München Connecting Global Competence

31%

27%

37%

3%
2% TOP 2 (5+4) 58%

TOP 3 (5+4+3) 95%

LOW 2 (2+1) 5%

Average

3,8

1,0

2,0

3,0

4,0

5,0

4 = gained some 
importance

5 = significantly increased 
in importance

3 = Meaning has remained 
more or less the same

2 = lost some of one's 
importance

1 = significantly lost 
importance 
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Share of women's collections and products in 
the overall portfolio

7%
16%

36%

25%

16%

Basis: Retailers, rounding differences possible 

Messe München Connecting Global Competence

10% - 24%

Less than 10%

25% - 49%

I can't say

50% and more
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Addressing the female target group through ...

47%53%

Basis: Retailers, rounding differences possible 

Messe München Connecting Global Competence

Presentation area for women's productsHolistic concept

No

Yes

55%
45%

Special promotions

30%

70%
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