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Communication

Consumers’ behaviour

Project activities

Gender, Rights and Ethical Task Force -
objectives

Guaranteeing an equal
gender ratio among project 

participants. 

Task 
Force’s

Objectives

Evaluating consumers’ 
behaviour by gender. 

Taking into account gender 
issues and  possible

differences in consumers’ 
behaviour when project 

information are 
communicated.



FuturEnzyme 3

Gender, Rights and Ethical Task Force 
Guaranteeing an equal gender ratio among project participants

At the beginning of the 
project

M1

After 12 months

M12

 Of the 44 researchers involved in the
submitted FuturEnzyme proposal, the
gender ratio was 46% female and 54%
male

 The goal set out at the beginning of the
project is to reach after the recruitment
stage a minimum of 50% female
researchers comprising PhDs and
postdocs

 Of the 68 researchers involved in the
project after a recruitment stage, the
gender ratio is currently 51% female and
49% men.
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Gender, Rights and Ethical Task Force 
Guaranteeing an equal gender ratio among project participants

List of participants
to the 12M 

meeting in Madrid: 
51% men and 49% 

women
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Gender, Rights and Ethical Task Force 
Guaranteeing an equal gender ratio among project participants

Clusters for greener products (participants to the working group): 20% men and 80% women
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Gender, Rights and Ethical Task Force 
Guaranteeing an equal gender ratio among project participants

C&D activities participants gender ratio: 52% men and 48% women
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Gender, Rights and Ethical Task Force 
Taking into account gender issues and  possible differences in consumers’ 
behaviour when project information are communicated.

Analysis of gender ratio on social media

Taking into account gender differences in content development for brochures
The content of the FuturEnzyme brochures were validated with each specific target audience.
For consumers, specific focus groups were conducted to test the tone and the content of
project brochures. For this activities, a group with an equal ratio of men and women was
selected.

Gender-related statistics are not available, but there is information regarding the
diversity of followers based on location, sector and job occupation.



FuturEnzyme 8

Madrid (Spain)
22%

Barcelona 
(Spain)

15%

Milano (Italy)
15%

Pavia (Italy)
6%

Colonia 
(Germany)

15%

Hamburg 
(Germany)

3%

Monaco 
(Germany)

3%

Basel Area 
(Swiss)

9%

Bergen Area 
(Norway)

6%

Austria area
6%

Biotechnology
38%

Research
19%

High school 
education

13%

Pharmaceutical 
industry

8%

Management 
consulting

6%

Chemistry
4%

Informatics and 
services

4%

Textile
4%

Food production 
2% Training 

management
2%

LOCATION

Research
35%

Education
18%

Business 
Development

10%

Operations
9%

Sales
7%

Program and Project 
Management

7%

Engineering
4%

Media and 
Communication

4%

Information
3%

Customer 
Succes and 

Support
3%

JOB OCCUPATION

SECTOR



FuturEnzyme 9

Gender, Rights and Ethical Task Force 
Taking into account gender issues and  possible differences in consumers’ 
behaviour when project information are communicated.

Events to promote gender equality in science

 14th February 2022: in the context of The International Day of
Women in Science, women from CSIC organized a lecture in Rafael
Frühbeck de Burgos Highschool (Madrid, Spain) to encourage
young teenagers in reaching gender equality in science.

 Equality at CSIC (17.11.2021): 2° meeting of the equality groups at
CSIC

 Workshop on European Green Deal aligned with Rights, Ethics and
Equality (M36 – 2023) in the frame of the International Day of
Women and Girls in Science. To be organized in Madrid
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Gender, Rights and Ethical Task Force 
Evaluating consumers’ behaviour by gender to determine any actual 
behavioural differences in purchase and consumption 

Analysis of literature and market data related to this issue

Detergent

Gender is the major factor out of all the other factors that affects consumer purchasing
behaviour. Men and women tend to have different choices while shopping because of the
difference in their upbringing and socialization (Iakshmi et al., 2017).

10 
minutes

1 hour 
and 20 
minutes

MEN WOMEN

How much time do people spend on daily
house chores and cleaning by gender?

(Thébaud et al, 2019)
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Gender, Rights and Ethical Task Force 
Evaluating consumers’ behaviour by gender to determine any actual 
behavioural differences in purchase and consumption 

Cosmetics

0% 20% 40% 60% 80% 100%

Women

Men

Frequency of use of skin care products by 
gender 

Everyday

Several times per
week

Once per week

65% of interviewed women reported to
use cosmetics everyday, while more than
25% of men use skincare products with a
frequency of “less than once per week”
(Statista, 2017)

0% 50% 100%

Women

Men

Purchasing drivers by gender

Mention of
skin
protection
Price

Brand

The main purchasing driver for women is
the mention of skin protection, while for
men is the price (Statista, 2015)
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Gender, Rights and Ethical Task Force 
Evaluating consumers’ behaviour by gender to determine any actual 
behavioural differences in purchase and consumption 

Clothing and textile

An average person spends 
$161 per month on clothes 
with women spending 76% 

more than men per year 
(Forbes, 2022). The 35 to 44 

age group is the highest 
spender for both women and 

men (Statista, 2020)
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