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[Abstract] With the rapid growth of the “she—conomy,” China's female consumer market has emerged as a vital
engine for economic expansion. Yet beneath this prosperity lies a hidden form of gender—based price
discrimination known as the “pink tax” or “she—tax economy.” This study employs content analysis and
questionnaire surveys to investigate whether consumers perceive this “invisible markup” in everyday purchases,
examining its manifestations, underlying mechanisms, and impact on consumer behavior.Research reveals that
China's market is rife with hidden price markups, such as differentiated pricing for similar products labeled
“women—specific” and gender—based price differentials in service sectors. These price gaps are not solely driven
by cost variations but largely stem from enterprises exploiting gender marketing strategies, female consumer
preferences, and consumer information asymmetry to implement price discrimination. This paper argues that the
“she—tax economy” phenomenon directly increases women's economic burdens, constitutes a potential factor in
“gender poverty,” undermines market fairness at a deeper level, and negatively impacts progress toward gender
equality.
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