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Abstract

This study aims to explore the significant role of gender in design, revealing the impact of gender
inclusivity on design innovation and user experience from the perspective of design anthropology.
Through comprehensive literature review and case analysis, the author examines the influence of
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single-gender impressions on design practices, the manifestation of gender differences in user
experience, and the potential role of gender diversity in design thinking and innovation. Selected
case studies include brands such as IKEA, LEGO, Apple, and Nike, which have employed design an-
thropological methods in their design processes. The research demonstrates that gender stereo-
types often lead to homogeneous and non-inclusive designs, whereas gender-diverse design teams
can break these stereotypes, creating more attractive and innovative products. Gender differences
significantly affect users’ needs and experiences with products, and considering these differences
in design can enhance user satisfaction and market competitiveness. Case studies illustrate how
gender-inclusive design practices can successfully improve product design quality and market
performance. The conclusion highlights the indispensable role of gender in design and how design
anthropological methods enable designers to better understand and meet the needs of users of
different genders, promoting gender inclusivity and diversity. Establishing gender-diverse design
teams is crucial for enhancing innovation capability and market competitiveness. Future design
education and practice should place greater emphasis on the gender perspective to achieve more
comprehensive and inclusive design.
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Figure 1. Apple watch bands for transgender communities
[& 1. Apple watch B4 Bl Btk Fa®
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Figure 2. Fenty beauty contour sticks
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