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Power of the Purse
Who Am I?

• Managing Director of United Capital,  #4 in Barron’s Inaugural Top 20 Independent 
Advisory Firms ranking

• CFP Ambassador,  One of 50 in the USA

• Winner of Investment News Women to Watch Award

• Winner of the Decade in Finance and Leadership

• 80% Female Practice

• Author of the Money Queens Guide for Women Who Want to Build Wealth and 
Banish Fear,  #1 Best Seller in Wealth Management

• Contributor to PIX Financial Fix,  NY1,  Fox,  Fox and Friends, PBS

• One of the Most Influential Women on Twitter in Finance

• Have Spoken all over the World on Financial Literacy for Women
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Awards, ranking, and credentials not indicative of investment performance. 



Women Make Decisions Differently
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Women drive the world’s economy. Are businesses missing 
an opportunity?  

4

• Women represent a market bigger than China & India combined (2x as big)!
• This Number has doubled in the past 10 years

“The Female Economy” Silverstien and Sayre,  HBR 2009.  “Naked Women Don’t Sell Shoes, 2016 MMG McGolrick”



Why Learn About Women?

• 70% of female widows fire their financial 
advisors within 1 Year of the death of their 
spouses

• If you don’t know how to work with them, you 
will lose them as clients
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Women are Less Likely than Men To:

• Plan for their financial future

• Negotiate benefits and compensation

• Advocate for a promotion and personal 
accomplishments

• Feel comfortable/confident making financial decisions

• Have a backup plan
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Compared to their male colleagues, women are 
MORE likely to…
• Invest conservatively or not all

• Save less

• Make Less

• Live longer

• Have shorter careers 

• Live in poverty during retirement

• Rely on social security

7



The Financial Facts about Women
• Women are quite likely to be solely responsible for financial 

decision making at some point in their lives. 

• According to the Social Security Administration, the average life 
expectancy for women is 81 years, compared to 73 years for 
men.

– Census information tells us that the average age of widowhood is 55 
years old.

– The current divorce rate is estimated between 36 and 50%.
– Statistics indicate that the earlier in life one marries, the higher the 

probability of divorce.
– Women are more likely than men to be single parents.
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• Women have lower average wages, lower lifetime earnings, 
and are less likely to be covered by a pension plan.
– The Bureau of Labor Statistics reports that median earnings for all 

women are $638 a week, compared to $798 for men-approximately 
80% of what men earn. 

– The Department of Labor reported in 2008 that less than half of 
working women participated in a pension or retirement plan.

– Women are more likely to work in part-time jobs that don't offer 
retirement plans.

– The typical woman spends 10 years out of the workforce for caregiving, 
while the typical man spends just 2 years out of the workforce.
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The Financial Facts about Women Cont’d…



The Financial Facts about Women Cont’d…
• Nearly two-thirds of U.S. women ages 40 to 79 have already dealt 

with a major financial "life crisis," such as job loss, divorce, the death 
of a spouse, or serious illness.

• These statistics are sobering, and they underscore the importance of 
financial education for women. 

• 50% of  the labor force is composed of women, compared to 38% in 
1970.

• Nearly one-third of married women workers now out-earn their 
husbands.

10



Myth 1: Women focus on nonfinancial household roles 
while men deal with the finances.

• This myth is based on the notion of a division of household responsibilities that 
assumes women have no role in important financial decisions. 

• As household managers, women supervise the budget for and purchase of many of 
the highest-cost items consumed by American families. These items include food, 
clothing, child care, eldercare, health care, transportation, family communication 
networks (including cell phone and computer purchases), vacations, and, finally, 
financial services and products.
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Myth 1 Cont’d: Women focus on nonfinancial household 
roles while men deal with the finances.

• One recent market survey reported that women 
account for 80% of all consumer purchasing decisions, 
making 93% of food purchases and 65% of auto 
purchases.
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Myth 2: Women are emotional about money.

• It is true that women often face important financial decisions 
as a result of emotional life events, such as divorce or 
widowhood. They are also more risk averse

• One upside of being risk averse is that women incur fewer 
transaction fees and costs because they tend to invest more 
conservatively than men and hold onto stocks longer. 
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Myth 3: Women are impulsive shoppers and equally impulsive with 
financial decisions

• Underlying this myth is the notion that anyone who purchases something on 
impulse does not have the self control to save in an organized, regular way. 

• Internet shopping data indicate that 51% of online shoppers are mothers, and 
92% of women shopping online share information about bargains with friends 
and family. 

• In addition, women have demonstrated their ability to save, especially for items 
related to family milestones or the advancement of opportunities for their 
children. Women also need to recognize that saving for themselves.
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Myth 4: Women don't have the math skills necessary to 
make successful financial decisions.

• The notion that girls are not good in math has been around for 
a long time. Somewhere in the K-12 educational experience the 
rumor that girls aren't good at math inevitably circulates. 

*See Stats from Rock the Street
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Rock the Street Stats
• Two out of three women state they know little to nothing about finance and financial products. 

• 90% of elementary school teachers are female and have little to no certification in math. They 
inadvertently transfer their math anxieties to the girls in the classroom, but not the boys. "Having a 
highly math-anxious female teacher may push girls to confirm the stereotype that they are not as 
good as boys at math, which in turn, affects girls' math achievement.“

• Girls have a significantly stronger negative affective reaction to math than boys. RTSWS conducts 
workshops about financial matters to make math relevant, interesting and fun while helping to 
assuage girls’ anxiety about math. 

• While over the past two decades, there have been more middle school and high school girls taking 
math and science courses and scoring higher, they still are not choosing financial nor STEM related 
careers in the numbers they could be.
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Rock the Street Stats

• Adolescents are influenced by their parents’ perceptions and beliefs 
during high school. Students identify parents as the strongest 
influence on career and course decisions, particularly when choosing 
careers in science or engineering

• In a recent National Endowment of Financial Education study, over 
80% of teachers across the U.S. self report that they don’t feel 
competent to teach financial literacy in their classrooms. This fact 
makes our new model of bringing in only financial professionals 
(100%) who are comfortable with math, to volunteer in the high 
school classrooms. 
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https://www.fdic.gov/about/comein/Mar3.pdf


United Capital’s Women’s Research

• Research Summary to Hand Out

• Video from United Capital Research

• Sample Size -30 Women recorded daily,  followed up with 
a survey of 200 women

https://www.youtube.com/watch?v=LtHM6PllnFc
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https://www.youtube.com/watch?v=LtHM6PllnFc


How to Work with Women

• Women thrive on connection, authenticity and 
partnership

• They use their gut

• Are you female friendly?  

• Take the Kathleen Kingsbury Quiz
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POWER OF THE PURSE

• Tips for Working with Female Clients

– Women Need to Tell Their Story

– Women get Personal Quickly

– Women Communicate using Feeling Words

– Women remember details and read body language

– Women are Loyal

– Women Make Better Clients
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Power of the Purse

• Why are Women So Powerful as Centers of Influence?  

– Because women are so social and relational - they will be 
your best refers.  

– Remember that commercial,  and so on
https://www.youtube.com/watch?v=mcskckuosxQ
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https://www.youtube.com/watch?v=mcskckuosxQ


What Keeps Affluent Women Up at Night?

• Healthcare Costs

• Retirement Planning (more than 50% of women have the 
bag lady fear)  and 23% of them make more than 200,000 
a year

• Raising Affluent Children

• Their To Do List
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Women and Insurance

• More than 75% of caregiving is by women

• $660,000 is the average lifetime income given up by being an 
unpaid caregiver

• 90% of women say keeping up with rising health care costs is a 
priority but only 9% think they will be able to meet it

• 88% of women don’t want to be a burden to their family

• Long Term Care is a great product for Women
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Power of the Purse

• The Financial Services Industry was created by men to serve 
the male “wealth creator”  

• This is why women dislike our industry  

• It is set up for men “winning” or beating the market

• Females care more about how her portfolio performed in 
conjunction with her long term life goals and objectives 

• This is why UC is different, we don’t cater to one spouse over 
the other, but we insist all clients get involved and engaged in 
their financial lives
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Financial Services is NOT Top of Mind

• Women don’t wake up one morning and say,  I want 
and need a financial planner!  

• Men do.

• Women need a life event to overwhelm them to 
realize they need help with this.  

• Usually they don’t even know where to start.  
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Power of the Purse

• Female Lens

– Women use a female or gender lens on everything, which is 
even more important than income level or race. 

• Women give more to charity

– According to a 2009 Barclay’s Wealth Study “Tomorrow’s 
Philanthropist,” women give 3.5% of their wealth to charity 
while men give 1.8%
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Power of the Purse

• Where I got my best female clients:

– Teaching Investments at a local community college

– Referrals from a divorce attorney, CPA,  mediator,  life coach

– My video’s online

– Social Media-#female advocate

– Referrals from my other female clients
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Cary’s List of What Women Want
Someone who will:

• Be Sensitive

• Be Transparent

• Be empathetic

• Talk Less,  Smile More (gratuitous Hamilton reference)

• Not use financial jargon

• Tell them how you can save them time

• Make it a win-win collaboration

• Be patient,  women take longer

• Teach her
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Please stay in touch!!!  
www.moneyqueenguide.com
Social Media
Linkedin.com/in/carycarbonarocfpmoneyqueen
Twitter-@carycarbonaro,  @moneyqueenguide
Facebook- facebook.com/ccarbonaro
Email-cary.carbonaro@unitedcp.com
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All referenced entities in this presentation are separate and unrelated to United Capital. Any references to any 
specific commercial product, process, or service, or the use of any trade, firm or corporation name is for the 
information, and does not constitute endorsement, recommendation, or favoring by United Capital. Expected 
results from marketing programs are goals and not guaranteed. There is no assurance that any marketing 
program will yield success. Noted historical success of regional offices since joining United Capital is not an 
indication of future success of those or of any other United Capital office.


