
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 too ‘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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neutral fashion products, their buying triggers, concerns and barriers, as well as
their perceptions of brand activities promoting gender-neutral fashion.
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Figure 38: Purchase experience – Clothing, by gender and
age, 2022

• Willingness to experience new concepts benefits
genderless products in general
Figure 39: Purchase experience – Skincare products, by
household income, 2022

• ‘Be more with less’ is the key message of gender-neutral
fashion
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• Functionality of gender-neutral fashion is recognised and
considered attractive
Figure 43: Buying triggers, 2022
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Figure 46: Concerns and barriers, 2022
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Figure 47: Concerns and barriers, by gender-neutral clothing
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• High-income consumers have higher concerns that gender-
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Figure 48: Concerns and barriers – Selected, by household
income, 2022
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• Responses towards gender-neutral implications in both
product development and marketing are equally positive
Figure 49: Perception towards brand activities, 2022
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Figure 50: Perception towards brand activities, 2022
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Figure 51: Perception towards brand activities – Selected,
2022

• Gender-neutral fashion is a way to help brands go viral
Figure 52: Perception of gender-neutral trend 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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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
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© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

https://www.mintel.com/

	Gender-neutral Fashion - China - 2022
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.
	Buy this report now


	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.
	What's included

	Did you know?
	Buy this report now

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	Market Factors
	Marketing Activities
	New Product Trends
	Purchase Experience
	Description of Gender-neutral Fashion
	Buying Triggers
	Concerns and Barriers
	Perception towards Brand Activities
	Influence of Gender-neutral Trend
	Appendix – Methodology and Abbreviations

	About Mintel


