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In recent years, attention has been drawn to gender stereotypes, generalized images of groups of men and women, ideas about masculinity and femininity in our world. Even certain movements are being created against certain prejudices and sexism, such as feminism, masculism, etc. Most, especially young people, no longer perceive a certain distribution of the roles of women and men, advertised items related only to a certain gender. Paying attention to the current situation, many companies no longer focus on a particular gender, while releasing common products. However, there is still the concept of gender marketing, and there is also an opinion that such a distribution of the target audience is the key to successful marketing.
Let's analyze its main essence and its constituent elements. 
Gender marketing – understanding and taking into account the gender characteristics of consumer groups and individual consumers in the implementation of market activities.
Tobacco companies were the first to use gender marketing. They sold cigarettes to a female audience based on the values that were significant to them – external attractiveness, independence, success. But in advertising cigarettes for a male audience only a decade earlier, companies "sold" masculine images of the military, politicians.
The process of popularization of gender colors and the formation of appropriate tastes among generations was also investigated by one photographer Jung Mi-yoon in her project The Pink & Blue Project. So, gender markers appeared in the same period as the feminism of the first wave. The project also raises other issues such as gender relations, consumer protection, urbanization and globalization. 
However, they had opposite meanings: pink as close to the dominant red was considered a boyish color, and blue as passive and calm – girlish. Before World War I, pink was considered a symbol of masculinity, and American newspapers advised mothers to use pink for boys and blue for girls.
After the Second World War, everything changed - then the ideas of equality destroyed the priority of some color for one of the sexes, calling it a prejudice. Today, under the influence of commercial advertising, pink has become for girls, and blue for boys.
For example, Hasbro instead of neutral characters began to produce GI Joes figures for boys in 1964, made in the form of military. The products have sold more than 375 million units. And for girls, they began to produce the world-famous Barbie doll today. At that time, every girl dreamed of such a doll.
In the 60-70s, the second wave of feminism came, which actually marked the beginning of the trend for "gender-neutral" colors. Barbie dolls were dressed in costumes of representatives of different professions.
In the 70s, shapeless attire appeared more and more on the clothing market, as well as overalls of bright colors, without special distribution. Also, the popular Sears children's clothing brand has not produced pink baby clothes at all for three years. But with the advent of the 80s, consumer goods flooded the market and advertisers were forced to return to gender marketing in order to sell more.
During the period of economic recovery, the phenomenon of pink tax arises – "pink tax" or "pink margin". In business, this meant that goods for women could be sold more expensive than similar goods for men.
An attempt to stop this gender madness was made in 1995 by the then member of the American Parliament, Jackie Speyer, by passing a law prohibiting setting prices in the service sector based on gender. It affected hairdressers, dry cleaners, ateliers. However, the product group continued to sell to women at inflated prices.
A 2015 report by the Department of Consumer Affairs in New York demonstrates the difference in prices for women and men by 794 positions. In general, it was 7%. The prices for personal hygiene products differed the most. 
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In fact, there is an opinion that the so-called "pink margin" is pure business. After all, often because of gender marketing, women's products require more presentable and elegant packaging, are more difficult to produce, and therefore more expensive. 
However, in the 21st century, using gender marketing is not the best solution. After all, with its onset came the understanding of the word "gender". For example, classic floral perfume can be used by girls in heels and sneakers, hipsters and bikers, singers and pizza deliverers, and even guys who like flower arrangements. Therefore, advertising a product with a woman in a ballroom-floral dress has long been outdated and will not bring much benefit. It's the same with men. An excess of masculine images discriminates against those to whom it is not close. Such advertising literally puts pressure on the male population, imposing on it a stereotypical role in society.
Today, up to 40% of consumers of the modern generation have "gender fluidity– - the ability to independently choose gender or even their totality. And 48% of consumers will rather choose brands whose marketing is not tied to gender.
So, it is quite expected that gender-neutral marketing is gradually taking the place of classical gender. 
For example, Hasbro, a company producing children's toys, which in the 19th century actively divided goods into "men's" and "women's", carefully revised its strategy after learning that 30% of My Little Pony's consumers worldwide are boys.
Also, "unisex" items appear in the fashion product line.
Some "men's" brands today do not appeal exclusively to men, because they notice a gender bias within the target audience. For example, 30% of Johnnie Walker whiskey consumers in India and Asia are successful wealthy women and businesswomen. 12% of Harley-Davidson's sales in the USA in 2014 were also provided by women.
Nike is also a striking example. In 2009, sportswear and footwear manufacturer Nike launched an online social campaign "Gamechangers: Change the Game for Women in Sport". The initiative is an implicit continuation of Nike's women-oriented "Yes, I am!" campaign. And in 1986, their sales began to grow and reached $ 1 billion. In many ways, this became possible thanks to the introduction of changes in the line of women's goods, in which casual clothing appeared, and the introduction of a series of budget sports shoes, called Street Socks.
In conclusion, I think it is necessary to say that the positive aspect of gender marketing is that it is more familiar, especially to older consumers. Thanks to familiar visual codes and communication ideas, this segmentation makes it easier to choose. However, when choosing such a strategy, it is necessary to understand whether the needs (both rational and emotional) of different sexes really differ. If not, then gender marketing will look at least playful, and at most offensive. It is impossible to turn gender stereotypes into cliches — caricature communication repels consumers and does not cause them to associate themselves with the brand. 
When choosing a gender-neutral marketing strategy, it is important to keep in mind that this strategy is based on the rational advantages of a product or service, causing greater consumer confidence. Secondly, "gender-neutral" brands are less associated with external stimuli, such as sexual attractiveness, display of status, compliance with social norms, etc., and therefore are able to build a deeper personal connection with the consumer.
References:
1. The Pink Tax: Why Women’s Products Often Cost More. (2016, February 17). U.S. News & World Report. https://money.usnews.com/money/personal-finance/articles/2016-02-17/the-pink-tax-why-womens-products-often-cost-more
2. Глушакова, Ю. (2018, November 12). Война полов: Как работает гендерный маркетинг. Секрет фирмы. https://secretmag.ru/trends/tendencies/obyknovennyj-seksizm.htm
3. Кошельник, Д. (2015, November 25). Просто сделай это: История развития компании Nike. Vc.Ru. https://vc.ru/story/12049-nike-story
image1.png
$

THE PINK TAX

WHAT COSTS MORE FOR WOMEN?

@ - more for personal care products
~ more for adult clothing
~ more for toys and accessories

Q - more for children’s clothing

Source: New York City Department of Consurmer Affairs.




