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This report looks at the following areas:

- Consumer’s changing purchasing behaviour in gender-neutral fashion

< Concepts that are associated with gender-neutral fashion from consumers’
point of view

- Business implications of the reasons for purchasing gender-neutral
products

= Consumers’ concerns and the barriers to brands promoting gender-neutral
fashion

- Captivating brand activities that can effectively improve consumers’
favourability

< Consumers’ attitudes towards gender-neutral fashion: the opportunities
and risks

Gender-neutral fashion has been rising in popularity recently, and China is no
exception. Half of the surveyed consumers have purchased gender-neutral or
unisex products in the last 12 months, making gender-neutral one of the hottest

concepts of the moment as well as a fashion trend in the ascendant.

Modern consumers are breaking down traditional gender norms to pursue the
freedom to wear whatever they want. In response to the demands, fashion
brands are launching gender-neutral products and harnessing them to
empower consumers with the right to choose any roles they prefer, inciting

changes to create more inclusive environments in society.

However, marketing and communication around breaking gender stereotypes
can have risks, as brands cannot cater to a portion of consumers who embrace
the new concept without actively alienating the rest. Being foo ‘politically
correct’ in promoting unconventional messages might make the other half of
the consumers feel uncomfortable or even offended.

Gender is not a topic in isolation. It's essential for brands to look at the whole
picture, such as understanding consumers’ purchase experiences of gender-
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trends. The ultimate feeling of
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— Gloria Gan, Research
Analyst
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neutral fashion products, their buying triggers, concerns and barriers, as well as
their perceptions of brand activities promoting gender-neutral fashion.

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1104927/

Gender-neutral Fashion - China - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

Table of Contents

OVERVIEW

What you need to know
Key issues covered in this Report
Definitions

EXECUTIVE SUMMARY

The market

Calls for equality rise as a global trend, especially in China
market

Figure 1: Selected key factors driving consumer behaviour
around surroundings, 2021

Fashion brands increasingly take stands on promoting
gender-neutral styles

Figure 2: Development of gender-neutral fashion trend, 2022
Changing attitude towards marriage and attractiveness of
opposite sex

Figure 3: Marriage registration, 2011-21

Companies and brands

Sports brands incorporate ‘gender-agnostic’ lifestyles in
branding

Figure 4: Lululemon Lab

Emerging ‘woman’s strengths and confidence’ in beauty
products

Figure 5: Proya ‘It's gender, not border!” campaign, 2021 and
2022

Luxury brands expand gender-neutral offerings and
position to lead on non-binary inclusion

Figure 6: Off-White gender-neutral offerings, 2022

Figure 7: Omega’s Aqua Terra, 2022

Retail regeneration of genderless beauty shop

Figure 8: Sugi’s new unisex sub-brand Prieclat U, 2022

The genderless colour and removal of gender tags on voice
and language

Figure 9: Transparent’s Small Transparent Speaker

Figure 10: Apple iOS 15 offers a gender-neutral Siri voice,
2022

The consumer

The pursuit of ‘me’ outside the gender binary

Figure TI: Purchase experience, 2022

‘Be more with less’ is the key message of gender-neutral
fashion

Figure 12: Definition of gender-neutral, 2022

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentatfion

Interactive Databook

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China  +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1104927/

Gender-neutral Fashion - China - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

* Functionality of gender-neutral fashion is recognised and
considered attractive
Figure 13: Buying triggers, 2022

* Too much similarity and lack of uniqueness are of most
concern
Figure 14: Concerns and barriers, 2022

» Responses towards gender-neutral implications in both
product development and marketing are equally positive
Figure 15: Perception fowards brand activities, 2022

« Gender-neutral fashion is a way to help brands go viral
Figure 16: Perception of gender-neutral frend and willingness
to pay for and share, 2022

» Purchasing for spiritual reasons has an impact on brand
preference
Figure 17: Purchase preference of gender-neutral brands and
brand activities — selected, by selected reasons for
purchasing, 2022

* What we think

ISSUES AND INSIGHTS

» Introducing the inclusive and sustainable lifestyle value

¢ The facts

e The implications
Figure 18: Bosie Space brick-and-mortar store in Shanghai
and its services, 2021
Figure 19: Eco-friendly unisex shoe brand Tread

» Applying cross-border integration to make gender-neutral
products fun and unique

e The facts

* The implications
Figure 20: Pharrell Williams x KAWS x COMME des GARCONS
collaborate on fragrance “GIRL”

* Incorporating genderless elements to show the nature of
gender-neutral/unisex

e The facts

* The implications
Figure 21: Yin x CASCI “The Gift From The Universe”, 2021

MARKET FACTORS

« Calls for equality rise as a global trend, especially in China
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around surroundings, 2021
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PERCEPTION TOWARDS BRAND ACTIVITIES

Responses towards gender-neutral implications in both
product development and marketing are equally positive
Figure 49: Perception towards brand activities, 2022
Collaboration could be a quick start, especially when
targeting lower tier market
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Discussion on genderless social issues needs caution
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Gender-neutral fashion is a way to help brands go viral
Figure 52: Perception of gender-neutral frend and
willingness to pay for and share, 2022

Purchasing for spiritual reasons has an impact on brand
preference

Figure 53: Purchase preference of gender-neutral brands
and brand activities — Selected, by selected reasons for
purchasing, 2022
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