








CONNECTOR  This Gamma interacts with an extensive 

network of friends, colleagues, people 

in her community, people who share her 

hobbies and interests, and so on. She uses 

all the tools at her disposal, both online and 

off, and her network is vast and diverse.

CATALYST  This Gamma’s primary motivation is to 

make a difference in her world, whether 

that be in her own immediate circle or in 

the larger world. She puts time and effort 

into causes, organizations, and projects 

that matter to her. Whatever her specifi c 

interests, she has a talent for inspiring 

others and getting things done.

CHALLENGE-SEEKER  These risk-taking Gammas are 

adventurous, dynamic, and always ready 

to push their personal limits. Many have 

left the corporate world to start their own 

businesses—some after “retiring” from full 

careers. Many are athletes, and they derive 

satisfaction from testing themselves 

physically as well as mentally.

FAMILY-FOCUSED  Gamma moms put their families fi rst; 

work exists to serve family needs, not the 

reverse. They feel free to defi ne family 

for themselves, and while they put their 

families’ needs front and center, they also 

want to be recognized as individuals. 

It’s also important to note that Gammas’ 

families may not look like the traditional 

nuclear “two parents plus biological kids” 

household.

DIY CREATOR  These are the artists and innovators of 

the Gammas. Many have started their own 

businesses to allow them to pursue their 

deepest interests; others fi nd alternate 

ways to bring creativity into their daily 

lives. Their do-it-yourself spirit also 

extends to their homes; many combine a 

love of creating things with a desire to be 

environmentally conscious.
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CONCLUSION

As the social and technological environment in which they live becomes 

more and more suited to their communication and interaction styles, 

Gammas’ infl uence in the marketplace will expand. As more Gen Y girls 

grow into adulthood, Gammas’ numbers will also increase.

Because many marketers are still concentrating their efforts on reaching 

the Alpha mentality, those who go after Gammas have an early-to-market 

advantage. To tap into the power of this consumer, speak her language—

understand what’s important to her, how she uses media and fi nds 

information, and which messages resonate most strongly with her. 

For marketers, the value of reaching Gammas lies not only in harnessing 

the power of their word-of-mouth but also in learning their language of 

infl uence: the voice of authenticity, of trust, and of shared passions. 

To request a copy of the full Gamma Report, visit www.GammaWomen.com 

or contact Nancy Weber, Chief Marketing Offi cer, at Nancy@Meredith.com.

GammaWomen.com provides marketers with insight into the lives of real 

Gamma women, as well as strategies and tools for inspiring and interacting 

with them on their terms. Tools for marketers include video interviews 

with real Gamma women, profi les of each personality type, a master class 

podcast with report co-author Lisa Johnson, and a Gamma blog: an online 

network of Gammas that allows marketers to “listen in” on interactions 

among Gamma women. 
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