Gendered Consumption at Target.com
For this time’s sociology observation, I went back to Target.com, a shopping website I often use. In the past, I noticed color patterns like blue for men and pink for women, but I always thought it was natural and did not think much about it. This time, with a sociological view from class, I realized that gender divisions in products are much more complicated than just color differences.
In the adult deodorant section, Target has categories like “Women’s Deodorant” and “Men’s Deodorant,” and it also has categories by ingredients or functions, such as “Aluminum-Free Deodorant” (Figure 1). Gender is one way the website organizes products, but not the only way. The product pages I looked at all use white backgrounds and red buttons, and there is no separate page design for men’s and women’s products. The differences appear more in product names, packaging, and descriptions.
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Figure 1. Target’s deodorant categories.
Old Spice is labeled “Men’s Deodorant,” while Secret says “for Women” (Figures 2–3). Before taking a further look at ingredients and effects, the name already tells us which one to choose. Their packaging is not the “blue for men, pink for women” pattern I expected before: Old Spice is red, while Secret is blue.
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Figure 2. Old Spice men’s deodorant.
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Figure 3. Secret women’s antiperspirant and deodorant.
What is worth noting is the wording. Old Spice’s description connects scent with “masculinity” and “confidence”. With a sociological perspective, I feel it sells not only odor protection, but also a male image. Secret also emphasizes confidence and performance, including “72-HR PROTECTION.” This is not the same as the simple impression that men’s products talk about performance and women’s products talk about being pretty.
How are these labels related to socialization? Becker thinks culture includes shared understandings that people rely on when they coordinate common activities (Becker 1982). When we see “for men” or “for women,” we usually know right away who the product is for. Because we already have these gender ideas in daily life. And. if people see this kind of division again and again, they may get used to choosing by gender first, instead of asking what they actually need. Furthermore, when adults choose products for children, they may also pass this habit down. But labels are only hints, and consumers, of course, do not always follow them.
Native is a good example of another way. It uses white packaging and gold lettering, and it clearly says “for Men & Women” (Figure 4). Its description mainly stresses ingredients, odor protection, and how it feels to use. It’s a body-care product as well, but it does not ask the shopper to pick a gender first. This shows that gender is not the only way to introduce this kind of product. It still mentions gender, but it does not arrange two separate images for men and women. To me, this can be seen as an example, that the boundary between men’s and women’s marketing is becoming a little looser.
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Figure 4. Native deodorant for men and women.
Children’s toys have similar examples. Melissa & Doug’s cleaning set includes a broom, mop, and so on (Figure 5). Its description clearly targets boys and girls, and it describes cleaning as learning independence, responsibility, and life skills. Here, housework is not said to be only a girl’s thing. Kane’s 2006 study found that many parents accept boys learning housework skills and showing care (Kane 2006). This toy makes me feel that products can also encourage children to try activities without first telling them that “this is what boys or girls should do”.
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Figure 5. Melissa & Doug cleaning play set.
Looking at Target with a sociological view, I care more than before about how products tell us “who this is for.” The class phrase “Make the familiar strange” became concrete in this observation: before, I chose by men’s and women’s labels; now I stop and think why products are classified this way and what gender expectations they suggest (“What Is Sociology” n.d., slide 14). Finally, I did not observe actual reactions of consumers and children, so I can only analyze the messages products send. I cannot say these messages will definitely affect them in a certain way.
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$7.99 ($2.66/ounce)

Shop all Old Spice
® See 1 deal for this item

Old Spice Red Collection Swagger Scent Men's Deodorant - 3oz

2 Questions Add to cart

Old Spice Swagger deodorant is celebrated for its clean, masculine fragrance that lasts throughout the day,
providing guests with confidence and freshness. Many appreciate its smooth application and lack of residue,
making it suitable for various occasions. While the scent is a highlight, some guests noted that its
effectiveness can vary, especially during long, active days. Overall, it remains a popular choice for those
seeking reliable odor protection and a pleasant aroma.
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Secret Outlast Clear Gel Antiperspirant & Deodorant for Women - @ See 1 deal for this item
Unscented - Completely Clean - 2.60z

6 Questions Add to cart

Highlights

e 72-HR PROTECTION + PRO-HYALURONIC ACID : Go the extra mile while staying
fresh and confident. With Secret Outlast Antiperspirant Deodorant for Women

¢ FIGHTS ODOR-CAUSING BACTERIA: Fights 99% of Odor-Causing Bacteria*
*Prevents the growth of staphylococcus epidermidis, staphylococcus hominis,
corynebacteria tuberculostearicum

+ GOES ON DRY: Goes on dry and keeps you dry for 72 hours

* IMMEDIATLEY FIGHTS ODOR: Secret Outlast Works so you can smell like you
didn't

e PRO-HYALURONIC POWER
» Certified Cruelty-Free by PETA
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Shop all Native
Native Solid Deodorant for Men & Women - Vanilla & Sandalwood

- Aluminum-Free 2.650z
Add to cart

Are you looking for long-lasting odor protection that is also clean, simple, and cruelty-
free? Native Deodorant provides 72-hour odor protection so you can go about your
day with confidence. Designed for both men and women, this is the ideal solution for
anyone seeking an aluminum-free deodorant that works without compromise. Our
award-winning formula is thoughtfully made with naturally-derived ingredients, like
shea butter, and is free of aluminum, parabens, and phthalates. Enriched with skin-
loving ingredients like triglycerides and coconut oil, our solid deodorant stick glides on
smoothly for a comfortable, non-greasy feel that feels gentle on your skin. Whether
you're heading to the office or hitting the gym, our deodorant is designed to keep you
feeling fresh. The formula applies clear and won't leave white marks or yellow stains on
your clothes, so you can get dressed without a second thought. It's powerful odor
protection you can feel good about.

L % NATIVE
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Shop all Melissa & Doug $34.99

Melissa & Doug Dust! Sweep! Mop! 6pc Wooden Pretend Play
Preschool Cleaning Set
Add to cart
10 Questions

Details N

Highlights

* INSPIRES HOURS OF PRETEND PLAY - Colorful kids cleaning toy set sparks
imaginative fun as children sweep, mop, dust, and tidy up, while learning
independence, responsibility, and essential life skills

* REALISTIC WOODEN CLEANING TOYS - Kid sized set includes broom, mop,
duster, brush, red dustpan that clips onto handles, plus a sturdy toy storage
wooden stand to keep the pretend play toys organized

o SKILL-BUILDING MONTESSORI TOYS - Durable wooden toys designed to
boost confidence, purpose and support fine motor skills, coordination, through
hands-on pretend tasks, and imaginative role play

« EDUCATIONAL TOYS FOR ANY OCCASION - Thoughtful birthday gifts,
holiday gifts, or rewards for kids. Melissa and Doug toys inspire screen-free,
open-ended play and make timeless toys for boys and girls

* Wholesome Play for 35+ Years: Melissa & Doug inspires kid-powered play with
its learning toys for kids, baby & toddler toys, puzzles, games, building
toys & stuffed animals, dolls, & even a doll house; product made with FSC-
certified materials that support responsible forestry; applies to new inventory
only (FSC C156584)




