Gender Identity and Expression - US - November
2020

Reporf Price: £3695 | $4995 | €4400 The above prices are correct at the time of publication, but

are subject to change due to currency fluctuations.

This report looks at the following areas:

« An overview of the Gender Landscape in American, including how “Today more people are

consumers consider and perceive gender as a concept coming to accept the gender

» The prevalence of gender-expansive identity and expression amon

P 9 P Y P 9 spectrum model that supports
Americans today ) )
The role of gender norms and stereotypes in society today and how they fluid and non-binary gender
impact consumers and their behaviors identification. While gender-

« The impact of gender identity on consumer behaviour across categories,

expansive identities remain a

and how brands can support gender inclusivity both internally and

externally minority, they are most

common among Gen Z and
Today nearly half of Americans view gender as a spectrum rather than as a LGBTQ+ adults. ”
fraditional binary model. V\/b|le the majority continue ToApersonolly \denﬂf\{ as _ Lisa Dubina, Senior Culture
male or female, many Americans are aware of and believe that a person’s
gender can be a blend of or independent of these two mutually exclusive and Identity Analyst
options. Regardless of how people identify or the pronouns they use, a person’s
gender is an intimate and crucial aspect of who they are. It's important that
brands understand the gender spectrum paradigm and how it impacts the

identity, self-expression and behavior of all consumers.

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/987292/

Gender Identity and Expression - US - November 2020

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

COVID-19: market context

EXECUTIVE SUMMARY

°

Top takeaways

Overview of the gender landscape

Figure 1. Perception of gender - by LGBTQ+ identity, by
generation, September 2020

Figure 2: Gender expansion in social circles — by LGBTQ+
identity, by generation, September 2020

Challenges

Consumers feel limited by gender norms

Figure 3: Eliminating gender norms — by LGBTOQ+ identity,
September 2020

Employees want more gender diversity training

Figure 4: Gender education in the workplace - by
generation, September 2020

Opportunities

Expanding identification options

Figure 5: Government ID — by LGBTQ+ identity, September
2020

Gender-neutral and gender-fluid products

Figure &: Personal care items — by LGBTQ+ identity,
September 2020

THE GENDER LANDSCAPE - KEY TAKEAWAYS

The gender spectrum model is increasingly widespread and
accepted

Gender-expansive identity and expression is more common
among Gen Z and LGBTQ+ adults

Gender-expansive identities are more common than one
would think

THE GENDER LANDSCAPE

Defining sex and gender

Seeing gender as a spectrum is becoming mainstream
philosophy

Figure 7: Perception of gender — by LGBTQ+ identity,
September 2020

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

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
conftain 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/987292/

Gender Identity and Expression - US - November 2020

Report Price: £3695 | $4995 | €4400

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

Women and younger generations are more likely to believe

gender is a spectrum

Figure 8: Perception of gender — by generation, September

2020

Figure 9: Perception of gender — by gender, September
2020

Among LGBTQ+ adults, the gender spectrum is less
embraced by men and transgender adults

Figure 10: Perception of gender — by gender and
transgender identity, September 2020

Transgender identity versus non-binary identity
Gender-expansive identity is more common among the
LGBTQ+ population

Figure 11: Gender identity — by LGBTQ+ identification and
fransgender identity, September 2020

LGBTQ+ adults also see gender expression as more
nuanced and fluid

Figure 12: Gender expression - by gender, by LGBTO+
identity, September 2020

Figure 13: Gender expression — by gender, by LGBTQ+
identity, September 2020

Gen Z and Millennial LGBTQ+ adults are more likely to
personally embrace gender-expansive expression
Figure 14: Gender expression — by LGBTO+ population, by
generation, September 2020

Figure 15: Gender expression — by total population, by
generation, September 2020

PREVALENCE OF GENDER-EXPANSIVE IDENTITIES

* Younger generations are more likely to know someone who

* Americans are unsure if the use of gender-neutral pronouns

Nearly one in five Americans know someone who uses
gender-neutral pronouns or identifies as non-binary
Figure 16: Gender expansion in social circles — by LGBTQ+
identity, September 2020

identifies as non-binary

Figure 17: Gender expansion in social circles — by generation,

September 2020

Figure 18: Gender expansion in social circles — by generation,

September 2020

will be an enduring trend
Figure 19: Gender-neutral pronouns — by LGBTQ+ identity,
September 2020
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* Whether or not gender-neutral pronouns are a fleeting fad,

most Americans feel government IDs should be more gender

inclusive
Figure 20: Government ID — by LGBTQ+ identity, September
2020

THE CONSUMER - KEY TAKEAWAYS

« Gender is a critical part of a person’s identity
* Traditional gender roles remain prevalent and frustrating

« Gender-neutral, gender-fluid and gender-bending products

are gaining attention and appeal
* Workplace training on gender-expansive identities is
lacking and desired

ROLE OF GENDER IDENTITY

- Gender is an important part of personal identity, for both
the general population and LGBTQ+ adults
Figure 21: Role of gender — by LGBTQ+ identity, September
2020

« The general population is more likely to be offended by
misgendering than LGBTQ+ adults
Figure 22: Being misgendered — by LGBTQ+ identity,
September 2020
Figure 23: Gender pronouns and idenfification — by LGBTQ+
identity, September 2020

* Sharing pronouns is also more common among young,
urban-dwelling adults
Figure 24: Gender pronouns — by generation and location
type, September 2020

» Not knowing someone else’s gender identity is less of a
concern
Figure 25: Recognizing gender — by LGBTQ+ identity,
September 2020

GENDER ROLES AND SOCIETY

» Nearly half of LGBTQ+ adulis feel limited by gender norms
Figure 26: Gender norms — by LGBTQ+ identity, September
2020
Figure 27: Gender norms — by sexual orientation and
fransgender identity, September 2020

« Younger generations are more impacted by the limits of
gender norms

Figure 28: Gender norms — by generation, September 2020

» Men feel more limited by gender norms than one might think
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Figure 29: Gender norms — by gender, September 2020
Figure 30: Feminine traits — by gender, September 2020
The majority of people feel gender norms should be
eliminated

Figure 31: Eliminating gender norms — by LGBTQ+ identity,
September 2020

GENDER AND BRANDS

Clothing and personal care product purchases are the most
likely to be influenced by consumers’ gender identity

Figure 32: Gendered products — by LGBTQ+ identity,
September 2020

Nearly half of LGBTQ+ adults experiment with personal
care products designed for a different gender

Figure 33: Personal care items — by LGBTQ+ identity,
September 2020

Figure 34: We Are Fluide, Fluide Universal Gloss, September
2020

Interest in experimenting and mixing gendered personal
care items increases with younger generations

Figure 35: BiC Us razor, June 2020

Figure 36: Personal care items — by generation, September
2020

Gender bending has noteworthy interest among the general
population

Figure 37: Gender bending — by LGBTQ+ identity, September
2020

Figure 38: Decades of gender-bending fashion of the MFA
Boston

Figure 39: Billie Eilish's fluid gender expression

Figure 40: Gender bending - by gender, September 2020
Gender bending is more of interest among younger
generation

Figure 41: Gender bending - by generation, September 2020
Unisex clothes for adults is more niche, but unisex clothes
for children has more mass appeal

Figure 42: Unisex clothing — by LGBTQ+ identity, September
2020

Gender equity across products is desired by all

Figure 43: Brand and gender-neutral products — by LGBTQ+
identity, September 2020

Figure 44: Always removes Venus female symbol from
packaging, October 2019
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- Gender inclusivity efforts become more accepted and
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