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Why do women love heels?

They teeter. They totter. They pinch and they bind. Yet millions of 
women reject sensible shoes to embrace the pain of high heels. 
Ever wonder why? Well, we did. And it all makes sense ... once 

you understand the appeal of the high heel.
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futures, and hope for confirmation of fantasies about themselves.
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They are difficult to walk in. Their designs are so elaborate they take 
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would be nothing without the rest of the outfit, and the rest of the outfit 
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their lives when they first start aspiring to womanhood, but when 
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would fit, and how they might appear later in their lives after they 
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point from which the identity of womanhood is defined.
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The first formal transformative event for girls is the prom. Similarly, 
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course, the most significant of their lives.

Prom is seen as the first adult event in a woman’s life, but it isn’t 
really an adult event at all. It is, rather, the final event of childhood 
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("8("*"-.#.2'"%7=%<#((2"$%)2="6%O(7<*%#-$%>"$$2-@*%#("%(2./#)%"'"-.*%
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<"#-2-@=/)6%0.%2*%-7.%#-%"#*3%*/:<2**27-%#-$%*7%5#*%<7("%>"2@5.D%
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sacrifice of individual will. Through this ritual sacrifice, social power is 
@#2-"$%.5(7/@5%#99"8.#-9"%2-.7%.5"%52"(#(953%7=%8("*"-.#:)"%>7<"-6

When selecting their high heels, women feel a conflict between trying  
to fit in and trying to stand out. Women want to feel appropriate but 
$7%-7.%>#-.%.7%97<8)".")3%*/(("-$"(%.5"2(%2-$2'2$/#)2.36%J7%>7<"-%
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size-fits-all identity. They want to be shapeshifters, exploiting the 
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A'"-%.57/@5%.5"3%</*.%97<<2.%.5"<*")'"*%.7%.5"%$#2)3%(7/.2-"%7=%
7($2-#(3%)2'2-@D%.5"3%9#-%="")%.5"3%#("%9#8#:)"%7=%"*9#82-@%2.%*2<8)3%:3%
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-7%<#.."(%57>%@(7>-%/8%>7<"-%#("D%.5"3%*.2))%>#-.%.7%="")%)2E"%#%
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>7<#-577$6
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As much as women gain and lose weight, they feel confident that 
.5"2(%*57"%*2N"%>2))%-7.%95#-@"6

When women try on other kinds of clothes and find they don’t fit, 
.5"3%5#."%.5"<*")'"*%#-$%.5"2(%:7$2"*6%4(32-@%7-%*57"*%$7"*%-7.%
8(7'7E"%*/95%*")=F)7#.52-@D%57>"'"(6

,"9#/*"%*57"%*2N"%("<#2-*%(")#.2'")3%97-*.#-.D%*57"*%$7%-7.%("<2-$%
>7<"-%7=%.5"2(%=#2)/("%.7%<#2-.#2-%.5"2(%2$"#)%>"2@5.6%J7%52@5%5"")*%
:"97<"%8#(.29/)#()3%#..(#9.2'"%.7%>7<"-D%-7.%?/*.%.7%*578%=7(%:/.%#)*7%
.7%7>-6

A'"-%#*%3"#(*%8#**%:3D%>7<"-%9#-%8/.%7-%8#2(*%7=%*57"*%.5"3%
:7/@5.%3"#(*%"#()2"(%#-$%="")%#*%37/-@%#-$%:"#/.2=/)%#*%.5"3%$2$%
when they first went shopping for them.

!2@5%5"")*%("8("*"-.%.5"%"."(-#)D%2$"#)D%.(/"%*")=%.5#.%$7"*%-7.%
fluctuate even with significant body changes, such as weight gain. 
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C7<"-%9#-%#)>#3*%*""%.5"2(%7>-%*57"*D%("@#($)"**%7=%.5"2(%>"2@5.D%
#-$%*7%52@5%5"")*%9#-%8(7<7."%#%97-*.#-.%2<#@"%7=%*")=F>7(.5%
>5"("'"(%.5"3%@76

Reflection of the ideal self.
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45"%#9.%7=%:/32-@%#%8#2(%7=%*57"*%"-#:)"*%>7<"-%.7%#91/2("%#%="")2-@%
7=%-">%87**2:2)2.3%=7(%.5"2(%=/./("6%C5"-%>7<"-%="")%*./9E%2-%#%(/.D%
.5"3%9#-%:/3%#%-">%8#2(%7=%52@5%5"")*%.7%8(7."9.%.5"%=#-.#*3%.5#.%.5"3%
>2))%*.2))%:"%#:)"D%*7<".2<"D%.7%("9#8./("%.5"%<#@29#)%97("%7=%.5"2(%
>7<#-577$6

,/32-@%#%-">%8#2(%7=%*57"*D%*2<8)3%:"9#/*"%.5"3%#("%-">D%("8("*"-.*%
#-%#9.%7=%*")=F("?/'"-#.27-6%+*%)7-@%#*%>7<"-%@2'"%.5"<*")'"*%
8"(<2**27-%.7%@7%7/.%#-$%@".%<7("%-">%*57"*D%2.%="")*%#*%2=%.5"3%%
have a closet filled with an infinite number of shoes, and thus an 
infinite number of possibilities for who they can become.

C7<"-%*"-*"%.5"3%97/)$%-"'"(%8"(=7(<%#-%#9.%7=%*")=F.(#-*=7(<#.27-%
>2.5%#-%7)$%*57"6%+-%7)$%*57"D%#=."(%#))D%("8("*"-.*%.5"%7)$%*")=%.5#.%2*%
.7%:"%)"=.%:"52-$6%J7%#%-">%*57"%2*%)2E"%#%-">%*E2-%.5#.%"-#:)"*%.5"%
(":2(.5%7=%.5"%*")=%2-%#%-">%=7(<D%2-%#%>#3%.5#.%#-%7)$%*57"D%-7%<#.."(%
57>%>"))%<#2-.#2-"$D%97/)$%-"'"(%$76%

When shopping for outfits, women are drawn to high heels in 
8#(.29/)#(%:"9#/*"%*57"*%#("%"#*2"(%.7%:/3%7-%2<8/)*"6%0.%2*%(")#.2'")3%
"#*3%=7(%>7<"-%.7%9577*"%.5"%(2@5.%*2N"%7=%*57"D%2-%97<8#(2*7-%.7%
7.5"(%E2-$*%7=%9)7.52-@6

Thus, high heels are a quick fix for women who feel trapped in their 
"'"(3$#3%*792#)%2$"-.2.2"*D%"-#:)2-@%.5"<%.7%("@#2-%578"%=7(%.5"2(%)2'"*%
>2.57/.%5#**)"%#-$%>2.57/.%$")#36

J57882-@%#*%(":2(.56
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J7%>53%$7%>7<"-%>"#(%52@5%5"")%*57"*B

!2@5F5"")%*57"*%#("%:")2"'"$%.7%5#'"%.(#-*=7(<#.2'"%87>"(*%.7%<#E"%
.5"%>7<"-%>57%>"#(%.5"<%2-.7%.5"%>7<"-%.5"3%*""E%.7%:"6

A#95%8#2(%7=%*57"*%("8("*"-.*%578"6

C7<"-%578"%=7(%("97-*.(/9.27-%7=%8#*.%*792#)%.(2/<85*D%578"%=7(%
desired events in their futures, and hope for the confirmation of their 
=#-.#*2"*%#:7/.%.5"<*")'"*6%!2@5%5"")*%#("%2<#@"*%7=%>57%>7<"-%
5#'"%:""-D%>57%>7<"-%:")2"'"%.5"3%#("D%#-$%>57%>7<"-%>#-.%.7%
:"97<"6

+-$%=7(%52@5%5"")*%.7%(".#2-%.5"2(%87>"(D%.5"3%</*.-H.%:"%>7(-%
9#*/#))36%!2@5%5"")*%#("%=#-.#*3%*57"*D%#-$%.7%97-*.#-.)3%>"#(%.5"<%
>7/)$%:"%.7%97-*.#-.)3%)2'"%2-%.5"%>7()$%7=%=#-.#*36%M7(%52@5%5"")*%
.7%(".#2-%.5"%87>"(%("1/2("$%.7%9#.#)3N"%#-%"-.(3%2-.7%.5"%("#)<%7=%
=#-.#*3D%.5"3%</*.%-7.%:"%>7(-%=7(%.5"%#997<8)2*5<"-.%7=%"'"(3$#3%
.#*E*6%0=%.5"3%>"("%.7%:"%/*"$%2-%*/95%#%9#*/#)%#-$%=("1/"-.%<#--"(D%
.5"3%>7/)$%)7*"%.5"2(%<#@29%#-$%:"97<"%</-$#-"D%87>"()"**%.7%$7%
#-3.52-@%<7("%.5#-%8(7."9.%.5"%=77.%=(7<%853*29#)%5#(<6

C2.5%#%9)7*".%=/))%7=%87**2:2)2.2"*D%#%>7<#-H*%=#-.#*2"*%9#-%:"%>7(-%
#.%>2))%7(%E"8.%2-%("*"('"%=7(%87**2:)"%=/./("%.2<"*%7=%-""$6%!2@5F5"")%
*57"*%("8("*"-.%578"6

45"%*7/)%7=%5"")*
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A shoe is a metaphor. 
It’s better to have more 
shoes because no one 
pair of shoes can fit many 
occasions.... There are 
many different roles and 
I wear many hats ... so 
I wear lots of different 
kinds of shoes.”

“ 

–high-heel shoe zealot
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ABOUT BRANDTRUST

Brandtrust specializes in helping our clients understand the 
emotional factors that drive consumer decisions, create trust 
in the marketplace and engage employees in the workplace. 
Understanding the real nature of consumer emotions is 
fundamental to success.

THE EMOTIONAL INQUIRY® STUDY

Brandtrust Emotional Inquiry® Study methods involve one-on-
one interviews in which the respondents are guided through 
relaxation and visualization exercises and respond to a series of 
probes about experiences in their past and how they feel as they 
recall the times, places and people involved. These techniques 
are not new to psychological analysis, but Brandtrust is among 
the first to use them extensively in a commercial way.

875 N. MICHIGAN AVENUE 
CHICAGO, IL 60611 
312-440-1833

WWW.BRANDTRUST.COM

About Brandtrust

Business challenges are human challenges, and humans are complicated. 
 

Brandtrust is a research and strategy firm that utilizes applied social and behavioral sciences to solve 
complex business challenges. Our methodologies are designed to unlock the nonconscious needs and 

desires of customers, providing insight-driven strategic direction for brand development, innovation, 
customer experience, and behavior-design change.

We promise to change the way you think.

Emotional Inquiry® 

Brandtrust’s Emotional Inquiry® methodology is proven to gain a deeper understanding of psychological 
motivation. A unique approach, it utilizes in-depth, one-on-one interviews and extensive analysis to focus 

on the dynamics of the emotional brain, which is the center of all human behavior.

This powerful methodology utilizes psychoanalytic techniques such as relaxation, visualization, repetition, 
and dynamic probing to unearth mental models embedded in memories and elicit the deep emotions and 
sensory impressions that shape an audience’s associations, motivations, and barriers related to a specific 

product, brand or experience. The insights uncovered help define the actions our client teams must 
pursue in order to reach the desired objective that aligns with the emotional needs of their audience.




