
1. My Final Major Project is called AntiPat and focuses on the Pink 
Tax. 

2. AntiPat is a software which aims to reduce the impact, and raise 
awareness of the Pink Tax, and how much of a problem it is in 
today’s society. PAT stands for Pink added tax, just like VAT stands 
for Value added tax. So, if you’re unfamiliar, the Pink Tax is a 
hypothetical added “tax” which is applied to products which are 
specifically targeted towards women. The prices of individual 
products may not seem that different - so for example £2.49 for a 
male or unisex version vs £3.79 for a female version of a razor or 
shampoo or body wash etc. But according to axthepintax, the 
average 30 year old woman has spent an extra £29,057 or more 
in unfair added fees, which men don’t have to pay! 

3. RESEARCH - I did a lot of background research into the Pink Tax to 
try and get a better understanding for the subject. I found that, 
unfortunately, women are still at an economic disadvantage compared 
to men (even in this day and age). So, women are generally paid less 
than men, for the same job roles and workload. In 2019, the figure 
was that women earned around £0.80 for every £1 that men earned 
(which equates to a 20% gender pay gap!). In addition, women are 
frequently charged a higher interest rate for mortgage loans, have 
higher insurance prices, despite their generally higher credit score 
ratings. The pink tax is a hypothetical tax applied to products which 
are specifically targeted towards women. A woman in her 60s will 
have spent up to £75,000 in unfair added fees. Currently, no federal 
law prohibits companies from charging different prices for identical 
items based on gender. This is a real problem and it needs to change! 

I also did some research into why women buy female targeted 
products - like what is their motivation to buy these products, as 
opposed to buying male or unisex products. In most aspects of life, 
men and women act and react differently to different situations. This 
suggests that their responses and buying decisions regarding 
advertising and marketing will also differ. According to Richard 



Johnson. When selling to females, brands tend to use descriptive 
words, include disclaimers, use soft, calm words and most importantly 
– the message must end in a way where it gives the feeling that the 
brand understands them, and will support them. In contrast, when 
targeting men, brands messages are generally concise, clear and 
straight to the point. They use “power words”, and back up what they 
claim with facts and figures. They also tend to provide solutions to 
problems, via the products they are selling. In general, women take in 
more information from an advertisement than men, but they require far 
more exposure to the advertising to be convinced by it.  

This lead me to look into why brands feel the need to target women 
and men separately in the first place. I found that according to Red 
Evolution, in general, females are the primary buying deciders within 
households, especially during festive periods, such as Christmas. Most 
female partners will be able to relate – they are the ones left to 
organise every Christmas gift (and everything in between) for the 
family, his family and everyone in between. This is because females 
are thought to be more organised and thoughtful when it comes to gift 
buying, but in reality, it’s mostly that gift purchasing is just hassle the 
men don’t want to deal with. This trait can be seen even day to day 
when it comes to advertising for the likes of household products such 
as washing powder, fabric conditioner and even your grocery 
shopping – an example of this is Iceland’s slogan ‘That’s why Mums 
Go To Iceland’. Although these facts may not be politically correct 
when written down like this, they are true in most areas within the UK. 
Brands’ advertising agencies know that typically, the females of the 
households will be the ones making the major buying decisions, and 
therefore they are the ones who should be primarily targeted, in 
addition specific female products should be more expensive than 
male’s – which brings me back to the Pink Tax. 

4. INITIAL IDEAS - Initially I thought about creating a standard 
campaign to raise awareness, also creating a documentary, a discount 
software and even a mascot lead campaign. I decided to take forward 
the discount software and think into it more than just a “discount 



software” I decided that the tone of voice needed to change so that’s 
where “AntiPat” came in. Anti Pat started as “your favourite money 
saving aunt”, but I soon realised that this was quite intimidating and 
too “motherly” and “ahhh anti pat will save you moneyyyyy” - just the 
wrong message and tone of voice for this project.  

5 DEVELOPMENT - AntiPat had a glow up and is now a bright, 
powerful, strong shade of pink rather than the faded, muted colour 
which I had previously. The illustrations were more simple and less 
childish which gave the overall feel of the visual language a facelift. A 
cutesy swirly script typeface was replaced with a modern, fast paced 
script called Modernline, paired with the strong and bold CLASSIC 
gotham to create an overall powerful appearance. I also introduced 
the contrasting colour yellow to create a sense of contrast and 
playfulness. 

6 OUTCOMES 

7 Browser extension - so the first outcome is the browser extension 
or add on. This will work in a similar way to discount code softwares 
(such as Honey). It’s a built in software which works by applying an 
inventory search to the specific store that you’re purchasing from to 
find cheaper male or unisex alternative products (which are exactly 
the same quantities, brand and ingredients as what’s already in your 
basket). It will pop up at the checkout asking whether you’d like to 
apply the search, then it will search the inventory and show you the 
alternative to each product - so for example here there’s a chance to 
save £0.90 if you choose the men’s deodorant over the women’s.  

8. IN STORE - AntiPat will also have an App whereby you can scan 
the barcodes of products as you shop to search the store for cheaper 
alternatives. The app will also be scanned at the checkout to help the 
software and participating stores track how many people are using the 
app and how much money they are saving. This will then be used as 
statistics in future campaigns related to the Pink Tax.  



9. SOCIAL MEDIA - The AntiPat Instagram page will create a 
community of women using the software to help reduce the impact of 
the Pink Tax. The hashtag #ThinkPinkTax will be used to share stories 
and experiences which will help with further research into the Pink 
Tax. AntiPat will share informative posts including statistics, 
infographics and photography to show the impact that the Pink Tax is 
having on today’s society. A set of stickers & GIFs will also be 
available for anyone to use which will help maintain brand consistency 
and awareness throughout users sharing their experiences and stories.  

10. ANIMATION/VIDEO - This is a storyboard for a promotional 
video which I am going to create to raise awareness for AntiPat and 
encourage people to start using the software. This will be quite playful 
but also have an element of seriousness to it to maintain the overall 
powerful tone of voice throughout the video. It will be voiceovers 
throughout (as I find this paired with motion typography is really 
effective in conveying a message clearly). It will feature statistics, 
examples and footage of the software in use to support this.  

11 NEXT STEPS - the next steps for me will be to create the 
animation, create a working prototype of the online software in use 
using Adobe XD, and finally, to animate and upload the Stickers & gifs 
to the GIPHY library so that people can use them. 


