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Re Examining the Bias of “Designing for Women”: Promoting Brand Design by Revealing

Female Consumer Preferences

Jin Zhan" Liu Yang’ Li Ziying’ Li Muzi'
1. University of the Arts London, Central Saint Martins, Granary Building, 1 Granary Square, London, UK, N1C 4AA
2. College of Arts, Heilongjiang University, Harbin, Heilongjiang, 150080, China

Abstract: With more and more brands claiming that their products are “designed specifically for women”, but the actual
market performance is frequently poor, this paper aims to explore the mismatch between this design concept and the real
preferences of female consumers. By analyzing the common stereotypes in the industry (such as simply reducing product size
or using pink) and conducting systematic research based on interviews, questionnaire surveys (including MBTI personality
analysis), and typical cases, the paper found that brand power, aesthetic design, social reputation, and functional selling points
are the four core factors driving female consumers’ purchasing decisions. Based on this, the paper advocates that the real needs
of female consumers should be taken as the starting point, and a design strategy centered on women should be constructed to
break inherent biases and enhance product market performance and user identification.

Keywords: Female consumer preferences; Gender stereotypes; Brand power; Aesthetic design; Social reputation
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	重新审视“为女性设计”的偏见：通过揭示女性消费者

偏好，促进品牌设计

