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“My long hair is quite feminine. I guess I would describe my 
style as a mix of both feminine and masculine.” – 

20something year old man 
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Conform 

 
Today’s youth do not conform to strictly male or female attire, they exhibit freedom and blur the lines between what used to be meant for 

men and women. 62% of respondents say that their style is a mix of both genders as their attitude shows that they do not believe it is 
important for men and women to dress based on their sex (69% say it is not important).  

Conform 
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Opposite sex, don’t care 

 
Relative to this 84% of these same respondents say they would buy an item from the opposite sex’s section.  

Opposite sex, don’t care 
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“These are men’s jeans. They were actually my uncles. I just took 
them in a bit to make them more feminine.” – 20something year 

old woman 



What’s for you is for me too 

 
We can infer that sometimes regardless of whether a product is marketed to a man or a woman it can gain attraction from the opposite sex.  

For you, for me too 
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Blurred lines 

 
Then why are products still made and marketed in a way that says “this is for a man” or “this is for a woman”?  

Blurred lines 
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Defined by my gender 

 
Because while there are many people whose liberal views blur gender lines there are more people that would buy an item that the 

opposite sex would wear too, only they would style it in a way that defines their personal sex.  

Defined by my gender 
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“I think unisex clothing should be worn the same but I still want to 
look like a woman.” – young woman in Braamfontein 



Make it fit 

 
Most young people being exposed to fashion inspiration largely on social media such as Instagram see the opposite sex wearing things 

they would wear too but they are only comfortable in making it fit with their gender.  

Make it fit 
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We are equals 

 
It is not that men are better or women are better, but to them they believe that each are equal to one another and should not be judged on 
whether or not they are male or female. This is all inspired by the great freedom the youth have or are striving towards that breaks all sorts 

of barriers.  

We are equals 
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“I’m about challenging what society thinks is normal or not. I 
wear what I want and that’s it.”  - Tshepho at Live Mag SA 



The same but different 

 
In the case of clothing, the barrier of buying only what is marketed as male or female. Many of these young people do not mind if the 

person they like or are attracted to wears the same or similar clothes to them.  

The same but different 
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They have a less sexualised perception of each other which again symbolises their freedom and forward-thinking.  

Freedom and forward-
thinking 
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Top and bottom 

Unisex tops and sneakers are the items that the youth would be most willing to buy.  

Top and bottom 
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‘The human science behind consumer behaviour’ 
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About the report 
  
A consumer based research report: 
Research was conducted through online 
questionnaires as well as field questionnaires in 
urban areas. 
Sample size: 30 respondents 
 
 
About TrendER Insights   
 
TrendER Insights is an African consumer insights 
research agency. We follow trends and survey 
consumers to gain a deeper understanding behind 
the trends in our consumer environment.. 
 
Our services include: 
 
•  Qualitative research 
•  Product sampling 
•  Neuromarketing 
•  Consumer journey mapping  
 
 
 



Disclaimer 
  
This publication contains general information only. The 
views and opinions in this publication should not be viewed 
as professional advice with respect to your business. Before 
making any decision or taking action that may affect your 
finances or your business, you should consult a qualified 
professional adviser. 
TrendER Insights shall not be responsible for any loss 
whatsoever sustained by any person who relies on this 
publication. 
   
The use herein of trademarks that may be owned by others is 
not an assertion of ownership of such trademarks by TrendER 
Insights nor intended to imply an association between 
TrendER Insights and the lawful owners of such trademarks. 
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