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Research Methodology 
 
v  Research 
Research was conducted using a sample size of 60 respondents 
 
v  Digestion 
This phase involves the collection of all research data for analysis. In the 
digestion phase our trend analysts scrutinize all information received in 
order to export the data into relevant and meaningful insights.  This is 
where we ‘unlock the human truth behind the trend’ 
 
v  Report 
In the report phase we use the research insights extracted from the 
second phase to compile a consumer research report. These research 
reports are the tools designed to help marketers and brands gain a 
deeper understanding of the consumer market in their path to 
developing differentiated brand positioning's, impactful communication 
and campaigns. 
 
 
All quotations are the exact words from our respondents.  
Please also refer to Vox POPS (Video Survey) attachment as an edition to 
the report. 
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It has been widely known that women define beauty in one of two 
ways; Inner and outer beauty.  
Whether women relate to beauty as something on the inside or 
outside, it is apparent that the two views are driven by the same 
desire and thus stem from a common human insight.  
 
The two are co-dependent and in fact one cannot exist without the 
other. 
 

 
Our  2015 Beauty Report explores this relationship and digs 
deeper into the key drivers behind this common insight, as 
well as extracts some key attributes to what really makes a 
woman feel beautiful. 
 
This report also uncovers what beauty means to women, 
whether or not they feel beautiful and what they would 
change about themselves. 
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Introduction 



Do South African women feel 
beautiful? 

Majority of South African women (86%) agree that they do feel 
beautiful and this is a result of being confident as well as being 
comfortable with themselves.  
 
The (14%) that did not feel beautiful, stated that it depended on the 
type of day and their mood. They did not always feel beautiful but 
didn’t considered themselves to be unattractive. 
 
The results and responses show us that every woman does indeed feel 
beautiful in some way or another. However, some do at times seek 
reassurance.  
 
A key insight to consider in this situation is that beauty for women is not 
a hard to reach ideal as it is something they already consider 
themselves to possess. 
Therefore when addressing women about beauty, one should focus 
more on complimenting or enhancing beauty.. 
  

Figure 101: Do you feel beautiful? 
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Sometimes.... I have my 
bad days.... 

“When I'm happy” 
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About TrendER 
 
TrendER Insights is a South African consumer insights research agency. We 
follow trends and survey consumers to gain a deeper understanding behind 
the trends in our consumer environment. 
 
South African planners and marketers have limited access to local insights 
and research.  TrendER Insights aims to bridge this gap and equip planners 
and marketers with the relevant South African insights from surveys 
conducted with local South African consumers. 
 
 
www.trender.co.za 
mogorosi@trender.co.za 
 
Company registration number: 2014/083345/07  
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Disclaimer 
  
This publication contains general information only. The views and opinions 
in this publication should not be viewed as professional advice with respect 
to your business. Before making any decision or taking action that may 
affect your finances or your business, you should consult a qualified 
professional adviser. 
TrendER Insights shall not be responsible for any loss whatsoever sustained 
by any person who relies on this publication. 
   
The use herein of trademarks that may be owned by others is not an 
assertion of ownership of such trademarks by TrendER Insights nor intended 
to imply an association between TrendER Insights and the lawful owners of 
such trademarks. 
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