FHSEA MRS “BrelB” IR PR

BF', HrH', €307, @ARE', S5k’
1. EBEUENEFR, £iE 201108
2. LimEEFR, £iF 200241
& E  ERAEEMRD, "SOR AKRCZEE, IEEUIRXERNEZNESNRSESRERENS~R, &
RBE MRS EHEERSMEENLMEES L, X—AKRERTHERENNREASHERTES, BEEER
WAEE., HERSABERRAOE, AMRBEINEHI . DEFAERRHHAR, NMEBEZ. VEBEFNHSZEA
ERAKY “BOH” , SERALAKERETIR, REMRIFESESHSE,
X @ i\ : Ba¥; §S¥; HE; MRER

An Analysis of the Phenomenon of "Pink Tax” From the Perspective of Semiotics
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Abstract : Intoday’ s consumer—driven society, the “pink tax” remains a widely overlooked yet deeply
impactful issue. The term “pink tax” refers to the phenomenon where women pay higher prices
or receive lower—quality products compared to men for similar items. Businesses employ symbolic
marketing strategies, assigning feminine characteristics or labels to products, subtly increasing
expenses for female consumers. This reflects underlying price discrimination and gender inequality in
the marketplace, further connected to broader issues like income disparity and imbalanced consumer
rights. This study investigates the “pink tax” through literature review, surveys, and case analyses,
exploring the phenomenon from the perspectives of communication, psychology, and sociology.
Ultimately, it aims to raise public awareness, advocate for consumer rights, cultivate a fair and
equitable commercial environment, and promote gender equality and social harmony.
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