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1.

to evaluate consumer awareness and attitudes toward these disparities.

in-store. The second stage involved a quantitative anonymous survey designed to capture consumer awareness, perceptions 
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stages of  the study is discussed in detail. The results of  the price comparison and the consumer survey are then presented 

2. 

2.1.
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pricing were the most affected.

 

their functionality is identical. These pricing strategies highlight how deeply gender norms can drive perceived value and, 
ultimately, how much consumers are willing to pay (Guittar et al., 2022).

prices consumers pay.
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equal quality cost more for women than their equivalents for men (Lafferty, 2019).

personal hygiene products.

I. 

of  legislation (U.S. Congress, 2023).
II. 

I. 

II. 
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challenges of  direct comparison due to differences in composition and functionality. Kern (2023) also addressed the issue, 

3. 

consumers.
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Demographic characteristics of  respondents

Category Group

Gender Female

Male 31

8

Age 101

22

8

10

29

31

27

37

31

Education 2

Lower secondary 1

Basic vocational 3

General secondary 57

20

27

19

2

Average monthly net income 32

35

53

22

7
 own evaluation

directions, more advanced statistical procedures such as the paired samples t-test are considered for comparing matched 
product prices.

4. 
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razors consistently carry a higher price tag than their male equivalents, despite possessing very similar functionality and 

Shop Brand Regular price Regular price 
difference in 

Rossmann
Sword

79,99
Intuition Rose Gold

109,99 30,00

Sword
79,99

Intuition Rose Gold
109,99 30,00

Rossmann
Sword

Sensitive
Intuition

8,99

Sword Xtreme3 Sensitive
Sensitive

8,99

Gilette
Gillette
Blue 3

Gillette
Venus

8,99 2,00

Rossmann Gilette GILLETTE Blue 3
GILLETTE VENUS 
Simply 3

0,5

their fundamental functionality remains consistent. These pricing differences imply that aesthetic differentiation or targeted 

Shop Brand Regular price 
women

Regular price 

Douglas Givenchy Gentleman 
Shower Gel

158,99
Gel

201,99

Notino Dior Sauvage Shower 
Gel, 250 ml

210,30 Miss Dior Shower 
Gel, 175 ml

21,10 

Notino Carolina 
Herrera

Bad Boy Shower 
Gel

Good Girl Shower 
Gel

232,00 8,00

Rossmann Nivea NIVEA MEN 15,99 NIVEA Cream 
Care

1,00

8,99 0,5 
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product categories. In almost every instance, products aimed at women are priced higher than those intended for men, even 

Shop Brand Regular Regular price 

Notino Rituals Rituals Homme

50 ml

187,50 The Ritual of  Namaste

cream for the night, 
50 ml

229,00

Rossmann Bielenda BIELENDA 

Moisturizing cream-gel, 
soothing, 50 ml

59,99 BIELENDA 

Glow
Oil-free, moisturizing 
face cream with Glow 
effect, 50 ml

79,99 20,00

Rossmann
MEN
Face cream, against 

71,99 DERMIKA Maestria

cream, day and night 

89,99 18,00

Rossmann Hagi HAGI Ahoy Captain!

cream, 50 ml

HAGI Smart
Face cream, natural, 
nourishing with retinol, 
50 ml

15,00

Douglas Douglas 
Collection

Men Anti-aging Face 
Cream
Face cream, 50 ml

115,00
Day Cream
Anti-Aging Care, 50 ml

129,00

Rossmann Nivea NIVEA MEN Active 
Energy, 50 ml,
Energizing face cream

Face cream, anti-

the day, 50 ml

51,99 10,00 

Rossmann AA AA MEN Active Care
Outdoor face cream, 

50 ml

31,99 AA 5 Repair Gold 
Treatment

ml

39,99 8,00 

Rossmann AA AA MEN Advanced 
Care
Regenerating cream 
for men, day and night, 

AA 5 Repair Active 
Lifting

daytime, 50 ml

2,00
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Rossmann ISANA ISANA MEN Ultra 
Sensitive
Face cream, 
moisturizing, for men, 
75 ml

Face cream, 
moisturizing, 50 ml

17,99 0,50

Shop Brand Regular price for 
women

Regular price for
difference in 

Douglas Tom Ford Lost Cherry 23,59

Douglas The One for Men 
Gold Intense 100 
ml

The One Gold 
Intense 75 ml

9,72

Notino
Gaultier 125 ml

5,15 La Belle Le 8,30 3,15

Notino Givenchy
50 ml

9,82

Notino Versace Bright Crystal 2,99

Douglas
100 ml

Lady Million 8,50 1,95

Sephora Luna Rossa Ocean 10,18
50 ml

11,98 1,80

Douglas Carolina 
Herrera 50 ml

9,70
50 ml

Douglas Valentino Born In Roma 
Uomo Intense 

7,09 Born In Roma 
Donna Intense 

ml

Douglas Guerlain L`Homme Idéal Mon Guerlain 

Notino Dior Sauvage 5,39 Miss Dior
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Douglas Mugler A*Men A*MEN 
FANTASM

7,78 8,70 0,92

Douglas Giorgio 
Armani

Emporio Armani 
Stronger with you 

5,85 Emporio Armani 

functionality, composition, or material quality.

the research group, found it challenging to ascertain whether they had noticed such differences (Figure 1).

 Consumer awareness of  pricing disparities among products for men and women

the degree of  awareness regarding this phenomenon. 



T É R – G A Z D A S Á G – E M B E R
Journal of  Region, Society and Economy

Publisher name: Széchenyi István University
ISSN: 3058-1079 (Online)

criteria.

Age Gender Noticed differences 
in price

Did not notice 
differences in price

Hard to determine if  they 
noticed differences in price

Man 0

0 0

0

Man 0

0 0 0

Man 0 0 0

0 0 0

0 0

Man 0 0

0 0 0

55 and older 0 0

55 and older Man 0

55 and older 0 0 0

age groups, which may indicate their limited representation within the sample. In summary, the data indicates that awareness of  

Afterwards, participants who recognized variations in pricing were requested to specify the categories of  products or 
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that gendered pricing is particularly common in everyday personal care products. The second most commonly cited category 

related categories.
In the consequent question, participants rated how frequently do they consciously compare prices of  products 

women and men. In this instance, demographic factors such as gender and monthly net income were employed to conduct  

Monthly Net Income Gender 1 (always) 2 3 5 (never)

0

Man 0 0 0

other
0 0

Man 0

other
0 0 0 0  

Man 0 0 0

other
0 0 0 0

Man 0

other
0 0 0 0

0 0 0

Man 0 0

other
0 0 0 0 0
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. Conversely, men 

no responses were recorded in the highest income group.

in Figure 3.
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differently according to gender. This suggests that many consumers are aware of, and potentially critical toward, such gender-

how to accurately identify or evaluate it.
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I. 

II. 

III. 

 

 

I. 
II. 
III. 

perceptions indicate that consumers are aware of  the disparities in gendered pricing for common personal care items. 
Furthermore, the results highlight the need for transparency and consistency in pricing strategies to maintain consumer trust.

do you feel when you notice that products aimed at women are priced higher than those intended for men?”, the predominant 

strategies.

awareness regarding pricing fairness.
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4. 

The clear differences in perceived fairness and emotional responses, particularly among women and younger 

recognition and active engagement with the issue.

informed purchasing decisions.
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5. 

their male-targeted equivalents, despite similar composition and usage.

and younger respondents. However, while general awareness was common, detailed understanding of  the mechanisms 

feelings such as disappointment or anger, and over one-third indicated that they had avoided purchasing a product due 

internationally.
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