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The New York City Department of Consumer Affairs (DCA), the Consulate General of Mexico, and Citi 
Community Development are pleased to share the findings from the first year of the Ventanilla de Asesoría 
Financiera program.

Launched in 2014, the Ventanilla program offers free, high-quality financial counseling in-house at the 
Mexican Consulate. This new financial empowerment program is based on in-depth, on-the-ground research 
into the unique needs of the immigrant Mexican community in New York City conducted by DCA’s Office 
of Financial Empowerment in partnership with Citi Community Development and the Mexican Consulate; it 
builds on the model used at NYC Financial Empowerment Centers, which number nearly 30 throughout the 
city. The Ventanilla program leverages the existing trust and use of the consulate by Mexican families to pro-
vide them with the financial information and resources they may need to participate in mainstream financial 
services. 

As this report documents, the Ventanilla program has already made a marked impact in the lives of its clients 
in its first year, and much has been learned in the process. The program epitomizes the power of public- 
private partnerships to merge critical services and to bring together stakeholders with a shared commitment  
to promoting inclusivity and equal access to opportunity for all New Yorkers, among them new immigrants.  

DCA, the Mexican Consulate, and Citi are proud to work together toward the greater financial integration 
of Mexican nationals, the third largest immigrant group in New York City and the fastest growing. Beyond 
our efforts in New York City, we are excited to share that the Ventanilla program is being expanded to other 
Mexican Consulates across the country.  

We hope to use the lessons learned from this pioneering program to continue to develop innovative strategies 
to connect new immigrants to safe and affordable banking accounts and savings to increase their financial 
stability. We invite you to explore how the lessons learned can be applied to your work to enhance financial 
empowerment services throughout the United States.

Message from the Ventanilla 
Partnership

Julie Menin
	 Commissioner
	 Department of 
	 Consumer Affairs

February 2016

Sandra Fuentes-Berain
	 Ambassador
	 Consulate General of
	 Mexico in New York

Bob Annibale
	 Global Director
	 Citi Community
	 Development
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In 2014, the New York City Department of Consumer Affairs Office of Financial Empowerment
(DCA OFE, hereafter OFE), in partnership with the Consulate General of Mexico in New York, Cities for 
Financial Empowerment Fund, Ariva, Qualitas of Life Foundation and with generous support from Citi 
Community Development, launched the Ventanilla de Asesoría Financiera, or Financial Counseling Window, 
an initiative to offer one-on-one financial counseling to Mexican immigrants at the Mexican Consulate.  
“Ventanilla” is a common term for service desk in Mexico, and OFE adopted this framework for offering a 
tailored financial counseling program in a format that would be familiar to Mexican nationals. The Ventanilla 
program was built on the proven success of the City’s Financial Empowerment Centers, which have provided 
free, professional, one-on-one financial counseling to more than 35,000 New Yorkers, and is adapted specifi-
cally to the needs of the Mexican community. 

The initiative was designed to address some of the findings from OFE’s Immigrant Financial Services Study 
(IFS Study), which was released in 2013 with generous support from Citi Community Development. The IFS 
Study was the first study to take a closer look at the financial behaviors of specific immigrant populations in 
New York City, and surveyed more than 1,300 immigrants from China, Ecuador, and Mexico. The IFS Study 
found that 57 percent of Mexican immigrants surveyed were unbanked, higher than the Ecuadorian and  
Chinese populations. Many immigrants surveyed expressed misconceptions about the process of opening a 
banking account, identification requirements, and language barriers. The IFS Study also found that the immi-
grant groups surveyed had a high rate of savings and the desire to save, but typically saved in an informal  
setting, lacking the protection of a formal financial institution. The Ventanilla program sought to meet this 
need for increased financial access and stability. Under the Ventanilla program, visitors to the Mexican  
Consulate can get free, confidential advice and support about budgeting, managing money, accessing safe and 
affordable banking products, building savings, filing taxes for free, improving their credit, and reducing debt.

The Ventanilla program represents a vision for the future of financial counseling for immigrant communities 
and strengthening financial stability of immigrant households by embedding financial empowerment strat-
egies into local and intergovernmental infrastructure. Furthermore, the Ventanilla program represents a new 
integral part of service delivery at the Mexican Consulate and is a foundation for other services for recent 
immigrants. 

During the first year of the Ventanilla program, more than 16,000 visitors to the consulate received personal 
financial education materials, and more than 1,200 Mexican nationals received financial counseling services, 
91 of whom filed taxes for the first time in the United States using free tax preparation services. Further, 66 
individuals received an Individual Taxpayer Identification Number (ITIN), and 68 reduced their debt by 
more than 10 percent. These figures represent real lives changed and the establishing of a firm foundation  
for financial stability among Mexican immigrants in New York City.

OFE’s experience during the first year of the Ventanilla program provides a number of key lessons for organi-
zations and consulates interested in providing immigrant communities with financial counseling services. This 
paper outlines the program’s origin, design, implementation, successes, challenges, and lessons learned, and 
can be used as a framework to replicate this initiative in other cities. We hope these findings serve as a guide 
for organizations and consulates looking to embed financial counseling into their service delivery.

Executive Summary
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Table 1: Sampled Mexican, Ecuadorian, and Chinese immigrants by banked status (%)

Immigrant Financial Services Study

In 2013, OFE released the results of the Immigrant Financial Services Study (IFS Study), the first field  
research initiative in New York City to examine the particular financial service needs of recent immigrants,  
in particular Chinese, Ecuadorian, and Mexican immigrant New Yorkers, and the real and perceived barriers  
to their full participation in the financial services marketplace. The IFS Study revealed gaps in financial  
services for immigrant households with low and moderate incomes and missed market opportunities to  
connect immigrant households to the financial mainstream. 

The IFS Study used quantitative and qualitative methods to obtain a picture of demand- and supply-side 
barriers and opportunities for financial access for immigrants in New York City. The research also sought to 
examine differences between banked and unbanked individuals in New York City’s immigrant communities 
and to provide insight on how programs and products might be tailored to the needs of unbanked individu-
als. Of the survey sample, Mexicans were by far the least banked (only 43 percent had bank accounts) com-
pared to Ecuadorians (65 percent had bank accounts) and Chinese (95 percent had bank accounts). The IFS 
Study showed that Mexican immigrants, being the least banked group, could benefit the most from financial 
counseling opportunities and would be open to accessing mainstream financial services if there was a trusted 
resource for advice.

Program Origins: Understanding 
the Financial Lives of New York 
City’s Immigrants

Mexican 
(443)

Ecuadorian
(417)

Chinese
(464)

Total
(1,324)

Banked 43 65 95 68

Unbanked 57 35 5 32

Total 100 100 100 100

While Mexicans surveyed identified structural barriers to banking, such as concerns with fees and minimum 
balances, some respondents also had misconceptions that could be corrected by a financial counselor and 
financial education. For example, Mexican immigrants were skeptical of the U.S. banking system, frequently 
responding that they were worried their money would not be safe in a bank or that their information would 
be given to one of the law enforcement agencies. A financial counselor could inform clients of the safeguards 
of the U.S. banking system, as well as steps to be taken to secure finances if there was a change in an individu-
al’s immigration status. Mexican respondents also noted concerns with selecting a bank, namely that they did 
not know which bank to go to or that they were not comfortable speaking English. Most Mexican immigrants 
surveyed indicated that they would open a banking account if they found a financial institution where their 
language was spoken or that did not require a passport or Social Security number (SSN). Furthermore, more 
than one-third of respondents indicated that they would open an account if a trusted source explained the 
account opening process to them or if they learned how to open an account during a class or from a financial 
institution representative, solidifying the opportunity for financial counseling.
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Table 2: Top Three Reasons Respondent Might Decide to Open an Account*, by Country of Origin (%)

Figure 1: Perceived Structural Barriers of Unbanked Immigrants
	 Process related responses of the unbanked to “Why have you not opened a bank account?”                

Note: Since the total unbanked Chinese sample was so small (21 respondents), they were omitted from this Figure.

Note: Since the total unbanked Chinese sample was so small (21 respondents), they were omitted from this Figure.

*unbanked respondents

Figure 2: Perceived Non-Structural Barriers of Unbanked Immigrants
	 Trust and perception related responses of the unbanked to “Why have you not opened a bank account?”

Mexican Ecuadorian
…If I found a bank that didn’t require a SSN or a passport. 58.9 49.2

…If I found a bank where they speak my language. 62 56.5

…If I could send money home more cheaply. 52.7 44

There is no bank in my neighborhood.

I don’t plan to stay in the U.S. long.

I don’t have a proof of address.

I am waiting for the documents.

I don’t have enough for the minimum balance -or-
the fees are too high.

0% 20% 40% 80%60%

Mexican
Ecuadorian

I’m worried they will charge me hidden fees.

I don’t think I need one.

I’m worried my money won’t be safe.

I don’t know which bank to go to.

I don’t feel comfortable speaking English.

I’m afraid they will give my information to the authorities.

I don’t know anyone at the bank.

I had a bad experience with a bank in the past.

0% 10% 20% 30% 40% 50% 60%

Mexican
Ecuadorian
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The IFS Study also found high levels of savings among Mexican immigrants. The most common long-term 
savings goal among Mexican immigrants surveyed was funding their child’s or grandchild’s education. Even 
with high levels of savings, most survey respondents from the Mexican immigrant community lacked a bank 
account and were saving informally, which could leave them vulnerable to theft, robbery, scams, and other 
fraud. Thus, a financial counselor could help identify the best savings vehicle not only to meet their savings 
goal but also to accrue assets in a safe and efficient manner.

The IFS Study also highlighted important demographic indicators for the Mexican immigrant community  
in New York City. Eighty-two percent of Mexican respondents reported being undocumented, the highest  
of the three groups surveyed, despite having been in the United States for an average of 10.4 years. The  
majority—69 percent—were employed. The average age of Mexican study participants was 33 years old.

In addition to the IFS Study findings, the New York City Department of City Planning estimated that  
Mexicans are the third largest immigrant group and the fastest growing in New York City with a population  
of 186,300 in 20131. Given the financial inclusion needs demonstrated in the IFS Study, coupled with the 
rapid increase in the Mexican immigrant population in New York, OFE believed that enhancing the financial 
health and financial inclusion among this growing community was essential. The Mexican Consulate, a part-
ner in the IFS Study, was also interested in exploring financial empowerment services for Mexican nationals 
and their families living in New York City.

Financial Needs Assessment at the Mexican Consulate

The Mexican Consulate took great interest in the IFS Study and, in light of the IFS Study’s findings, wanted 
to explore opportunities to support Mexican nationals living in New York City. The consulate was excited to 
work with OFE and discuss its vision for financial empowerment programming at the consulate and sought 
OFE’s guidance in launching a program. 

In order to develop tailored financial counseling programming to address the financial needs of recent  
Mexican immigrants, OFE first needed to understand their specific needs beyond those revealed through  
the IFS Study. OFE created and conducted a Financial Needs Assessment (Assessment) survey at the  
Consulate General of Mexico in New York2—a centralized location to interact with Mexican nationals from 
across the city. The Assessment aimed to determine interest and needs for financial counseling services and 
inform a suite of tailored services to be offered at the Mexican Consulate. 

Table 3: Long-Term Aspirations by Country of Origin (% yes)

Mexican
Are you saving to buy a house/apartment in the U.S.? 13.9

Are you saving to buy a house/apartment in your home country? 40.7

Are you saving to make home improvements? 29.2

Are you saving for your own education? 31.1

Are you saving for your children or grandchildren’s education? 49.9

Are you saving for a business in your home country? 23.6

Are you saving for retirement? 19.4
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Encouragingly, survey analysis found that most visitors would be interested in one-on-one financial counseling 
and that 38 percent of visitors were interested in a counseling session of 30 minutes or more and a majority 
would visit for more than 15 minutes. Consulate visitors surveyed were interested in a variety of topics for 
counseling, most commonly increasing savings, understanding taxes and ITINs, managing money, and using a 
bank account.

When asked about taxes, 47 percent of respondents replied they would “very likely file their tax return at the 
consulate if free tax preparation services were available,” and 31 percent responded that they would be “likely” 
to do so. The Assessment found that 48 percent of all respondents had not filed taxes in the United States in 
the last three years. 

With respect to banking and savings, 42 percent of respondents did not have a bank account in the United 
States. The Assessment confirmed IFS Study findings that most survey participants—60 percent—were sav-
ing. Additionally, 59 percent of Assessment respondents wanted to build savings and more than one third of 
respondents wanted to manage money better and use a bank account. This combination signaled an opportu-
nity for on-site financial counseling services with a focus on becoming banked.

Credit and debt were not common issues for survey respondents. Seventy-seven percent of respondents indi-
cated that they had no credit history in the United States, and most were not interested in establishing credit. 
With regard to debt, 71 percent reported having less than $1,000 of debt, showing that this would likely not 
be a major area of focus for financial counseling.

The Assessment also revealed information about respondents’ personal finances that would be important in 
designing services. The majority—72 percent—of survey respondents were employed and had weekly income 
of $200–$600. OFE also learned that 57 percent received their income in the form of cash, and 93 percent of 
respondents used cash most often when making an everyday purchase.

Figure 3: Responses to “Which services would you be interested in using if a trained financial counselor could help you?”

None of the above

Reducing loans or debt

Money transfer options

Getting credit card or loan

Using bank account

Managing money

Understanding taxes and ITIN

Increasing savings

0% 10% 20% 30% 40% 50%

59%

8%

19%

20%

23%

30%

37%

45%

60% 70%
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OFE’s Financial Empowerment Center Model

The Ventanilla is rooted in OFE’s flagship program, the Financial Empowerment Center initiative, which 
provides high-quality, one-on-one financial counseling for free through a number of integrated partnerships 
citywide. OFE received a grant in 2008 to launch the first Center in the Bronx based on the clear need for 
individualized counseling services identified in OFE’s Neighborhood Financial Services Study (NFS Study). The 
NFS Study found that many residents in low-income neighborhoods had never received formal education 
on money management. Over the following years, OFE refined the Financial Empowerment Center model 
through pilot programs, building the gold standard for one-on-one financial counseling. Due to the demon-
strated impact of the model and the high demand for services, the Financial Empowerment Center initiative 
was baselined as a core City service in 2011 through a significant investment of public funds.

The initiative has grown substantially since 2008—from a single Financial Empowerment Center to nearly 30 
Centers citywide. Financial counseling services are now successfully integrated into a variety of social service 
contexts and a number of community partner sites. To further ensure quality and professional services, OFE 
developed the credit-bearing counselor training course, Consumer and Personal Finance, in partnership with 
the City University of New York (CUNY). The course is mandatory for all Financial Empowerment Center 
counselors. 

The Financial Empowerment Center model includes four foundational paths toward financial stability: Access 
to Banking, Improving Credit, Reducing Debt, and Increasing Savings. Clients can enroll in any or all of the 
model’s Service Plans based on the four paths. To assess interim and long-term successes of financial counsel-
ing clients, the model includes 30 milestones to track clients’ progress, as well as eight outcomes to measure 
substantial changes in clients’ financial health. These measures are captured in an integrated database system 
that Financial Empowerment Center counselors use as a case management tool. Further, the database is 
shared, allowing OFE to evaluate the impact of services in a variety of delivery contexts and across all sites and 
providers.3

Based on the findings of the IFS Study, the results of the Financial Needs Assessment, and input from com-
munity partners serving Mexican immigrants in New York City, OFE tailored its Financial Empowerment 
Center model for the Ventanilla program to meet the needs of Mexican nationals living in New York. An over-
view of the modifications made to OFE’s Financial Empowerment Center model is provided in the following 
section.

Adapting Existing Financial Empowerment Center Model

OFE examined its existing Financial Empowerment Center Service Plans to ensure that the action steps and 
measures of success captured the services needed for the Mexican immigrant client base. All financial coun-
seling Service Plans include action steps that clients can take to move toward achieving outcomes that OFE 
uses as indicators to help clients strengthen financial health. Informed by the Financial Needs Assessment, the 
action steps and outcomes tailored to the Ventanilla program for each Service Plan are outlined on the follow-
ing pages.4

Program Design: Tailoring Services 
to Meet Community Needs



13

Budgeting

Based on the findings of the Financial Needs Assessment and IFS Study, OFE modified the foundational  
Budgeting step to be a dedicated Service Plan with relevant action items for Mexican Consulate visitors5.  
The considerations made in creating the Budgeting Service Plan for the Ventanilla program include:  

• Budgeting for irregular cash income: The Financial Needs Assessment showed that most consulate vis-
itors earn irregular cash wages and that 93 percent use cash to make everyday purchases. In this context, 
budgeting and tracking income are critical for this population. OFE, therefore, developed an income 
tracking tool for Ventanilla clients, and counselors noted when clients tracked cash income with the tool.

• Separating business and personal finances for the self-employed: Many Ventanilla visitors are self- 
employed, including construction contractors, housecleaners, and day laborers. As these individuals may 
want to grow a business or file taxes, helping them to separate business and personal finances is impor- 
tant. To this end, OFE created an expense and income log for the self-employed and added documenta-
tion of business expenses as an action step in the Budgeting Service Plan. 

• Increased household involvement in budgeting: Through our partnerships in the Mexican immigrant 
community, OFE learned that household involvement in budgeting is a cultural norm. Many decisions 
regarding daily purchases, sending money abroad, and using financial services are made with family 
involvement. Accordingly, OFE added obtaining input from family members as an action step in the 
Budgeting Service Plan.

Banking

The IFS Study revealed that 57 percent of Mexican immigrants in New York City are unbanked compared 
to approximately 20 percent of Financial Empowerment Center clients who are unbanked. A great number 
of Ventanilla clients could be candidates for opening safe and affordable banking accounts. As a result, OFE 
modified action steps to address unique considerations to move Ventanilla clients to greater financial inclu-
sion, among them:

• Documentation for opening accounts: As documented in the IFS Study, many financial institutions in 
New York City have flexible documentation requirements, allowing non-U.S. citizens to use Consular ID 
among other forms of identification for account opening. As also seen in the IFS Study, many immigrants 
are not aware of the availability of these more flexible documentation alternatives. A financial counselor 
can connect clients to financial institutions citywide that accept alternative forms of documentation.  
Discussing identification for account opening was added as an action step in the Banking Service Plan.

• Language access at financial institutions: The IFS Study revealed a perception among Mexican  
immigrants that bank staff does not often speak Spanish. Additionally, the Mexican Consulate approx-
imates that 20 percent of Mexican immigrants speak indigenous languages other than Spanish. While 
many mainstream financial institutions do have Spanish-speaking staff, community partners indicated 
that bank staff may speak a different dialect of the language or use more formal vocabulary that can  
be off-putting to potential customers. Due to this concern, OFE added addressing language access as  
a potential action step to the Banking Service Plan.

• Unfamiliarity with U.S. banking system and general distrust of banks: Based on the IFS Study, 42 
percent of Mexican immigrants were concerned that their money would not be safe in a bank. Commu-
nity partners indicated that Mexicans may perceive banks in Mexico as unsafe and immigrants may be 
unfamiliar with the Federal Deposit Insurance Corporation (FDIC) and other U.S. banking system safe-
guards. Therefore, OFE added an action step so Ventanilla counselors could discuss the safety of financial 
institutions.

• Concern with changes in documentation status and impact on deposits with financial institutions: 
Thirty-five percent of Mexican respondents in the IFS Study reported feeling concerned that a bank 
would give their information to one of the law enforcement agencies. Accordingly, OFE added an action 
step to discuss planning for managing accounts with a change of immigration status.
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• Disinterest in advice on remittance services: According to the IFS Study, remittances are the most used 
financial service among Mexican immigrants. However, consulate visitors did not indicate a strong inter-
est in discussing the best options for sending money to Mexico. One explanation is that users already may 
be aware of the best deals and opportunities to meet their needs simply because money transfer services 
are so widely used within the community. Regardless, OFE included discussing the client’s method of 
sending money home as an action step in case a counselor is able to help a client identify a better option 
for this common financial transaction.

• Increased focus on reducing financial service costs: The IFS Study found that 23 percent of Mexicans 
surveyed used check cashing services, which can prove more costly than bank accounts. Because of this 
reliance on fringe services, Ventanilla counselors were encouraged to focus banking conversations on 
reducing financial services costs when clients were using alternative financial services.

Savings

The IFS Study found a high level of savings but a low level of bank account ownership among Mexican 
immigrants in New York City, implying that informal savings is common among this population. Given this 
information, Ventanilla counselors asked specific questions about clients’ current savings vehicles and transi-
tioning to a safer vehicle, if needed. For example, among immigrant populations, informal lending circles such 
as tandas are common. While lending circles can be perceived in such communities as an alternative savings 
vehicle among family or friends, it is not uncommon for even family members to take advantage of people 
in these arrangements. Understanding these practices, OFE added two service milestones in the Ventanilla 
Savings Service Plan: discuss current savings habits and identify potential new savings vehicle. 

Credit

Credit and Debt are the most common Service Plans for Financial Empowerment Center clients, who often 
have high levels of debt resulting in poor credit. In contrast, according to the IFS Study and Financial Needs 
Assessment survey, Mexican Consulate visitors often have no established credit and little debt. Participants in 
the Financial Needs Assessment survey did, however, indicate an interest in building credit to start a business. 
Additionally, because visitors to the consulate are often new to the United States and less familiar with local 
financial systems, it was important to include foundational information to introduce clients to the credit 
reporting system and strategies for building credit. Thus, the Credit Service Plan includes relevant action steps 
and distribution of tip sheets to clients.

Debt

Similar to poor credit, formal debt is a common issue among Financial Empowerment Center clients, but was 
shown to be less so for Mexican Consulate visitors. As a result, many action steps from the Financial Empow-
erment Center model were not included in the Ventanilla Debt Service Plan as formal debt was less acute, 
thus requiring less counseling.

Nonetheless, new immigrants can still face considerable informal debts. Many Ventanilla clients have debts 
in Mexico, which can include funding for the trip to the United States or other borrowed money from family 
members. While these debts are not reported on formal credit reports, they are part of the reality of Mexican 
nationals and are a common conversation topic with Ventanilla counselors.

Also, undocumented immigrants who file taxes in the United States often acquire debt with the Internal Rev-
enue Service (IRS) as they do not qualify for some of the tax credits and other entitlements in the tax code. 
Mexicans living in the United States for a long period of time sometimes file several tax returns at once, mak-
ing their tax liability even larger. In response, OFE created additional tools and resources for Ventanilla clients 
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to manage debts with the IRS and to document expenses in preparation for future tax filings. Accordingly, 
OFE added entering a payment plan with the IRS for tax debt in the Debt Service Plan. Ventanilla clients are 
also encouraged to return for additional sessions during which counselors walk them through the process of 
making payment plans with the IRS and ensuring that clients document any payments to the IRS.

Taxes

Because of the great interest in taxes within this community and the impact that filing taxes can have on the 
potential for permanent residency in the United States, OFE offered free tax preparation services at the Mex-
ican Consulate and added a Tax Service Plan to the Ventanilla’s financial counseling model. While nearly half 
of those interviewed in the Financial Needs Assessment had not filed taxes previously in the United States, 
78 percent indicated an interest in filing taxes on-site at the consulate. OFE manages a coalition of free tax 
preparation services citywide; however, this program is largely aimed at ensuring low-income New Yorkers re-
ceive all of the benefits to which they are entitled. Many Mexican immigrants have an additional and distinct 
interest in filing taxes separate from those of the general population, as tax filings can serve as documentation 
for proving residency in the citizenship application process. Additionally, an Individual Taxpayer Identifica-
tion Number (ITIN) obtained through filing taxes can open financial opportunities that may not otherwise 
be available, including opening a bank account or starting a business. Given the importance of filing taxes to 
this population, OFE ensured tax preparation services would be available at the consulate and filers would also 
receive financial counseling through the Ventanilla program. In creating this Service Plan, OFE considered 
relevant action steps, such as understanding the benefits of an ITIN, directly depositing a refund, and estab-
lishing a plan for paying monies due, if needed. 

Fraud and Scams

OFE alerts clients to scams that can undermine their financial stability. While this is not part of the tradition-
al financial counseling model, OFE informs Financial Empowerment Center counselors of relevant scams and 
how clients can take preventative measures to protect themselves from becoming victims. In the case of the 
Ventanilla, OFE identified and provided counselors with information on scams that victimize Latin American 
immigrants: notario fraud and immigration services fraud. 

In Mexico and some other Spanish-speaking countries, a notario público can be a trained legal advisor. In the 
United States, however, a Notary Public is a public officer only authorized to certify that an individual is the 
named person on a document, and cannot give legal advice or review the legality of documents. Fraudulent 
businesses in New York City claim to be notarios público that have the same legal authority as they do outside 
of the United States, and often charge families for services they are not legally able to provide, deceptively 
taking money from innocent immigrants who are unaware of this distinction. 

Immigration Assistance Service Providers are not lawyers but charge fees for any kind of immigration-related 
services. They are not qualified to advise on how to file for a particular immigration status, determine  
one’s likelihood of obtaining a particular immigration status, or help prepare individuals for immigration 
interviews. Because of cultural, linguistic, and legal differences between the United States and many  
Spanish-speaking countries, coupled with clients’ urgent immigration needs, immigrants are vulnerable  
and subject to predatory practices from fraudulent immigration services.

Given this environment, Ventanilla counselors are trained to warn clients about these scams, educate clients 
about how to protect themselves, and direct clients to nonprofit, immigrant-focused organizations to assist 
with legal issues.



16

Outreach and Marketing Catering to Walk-in Clients

The Ventanilla’s outreach and marketing strategy was also tailored to the target population. The Mexican 
Consulate hosts hundreds of visitors daily, and each visit may involve waiting up to two hours for services to 
be completed, creating a rich pool from which counselors could recruit clients. Advertising and providing  
Ventanilla services to clients waiting for other services at the Mexican Consulate were effective means of  
encouraging participation in financial counseling. Walk-in services proved highly successful in attracting  
clients, with more people interested in the Ventanilla than could be served. To support those who could  
not attend one-on-one financial counseling sessions, the Ventanilla offered workshops and tip sheets. 

“Some of the most critical areas of need we serve involve forms of fraud, abuse,  
and scams. The Ventanilla de Asesoría Financiera is able to inform the Mexican pop-
ulation visiting the consulate how to avoid costly mistakes, scams, and their rights 
as immigrants and independent workers. The information they receive from outside 
sources is not always correct and fair to them. Our presence at the consulate is very 
informative and educational because we are truly serving a need.”

	 – Ventanilla counselor
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OFE has had years of experience working with community-based providers to hone the financial counseling 
model for integration into their services; moreover, as a local government agency, OFE is uniquely positioned 
to convene partners to deliver municipal financial empowerment initiatives. 

To deliver the Ventanilla program, OFE was able to bring together three critical elements: financial counseling 
at an appropriate venue; financial counseling offered by a trusted financial counseling provider; and culturally 
relevant program materials with guidance from a community organization rooted within the Mexican immi-
grant community. These stakeholders provided the critical mix of inputs to make the Ventanilla de Asesoría 
Financiera a successful program.

In addition, for this historic program, it was important to partner with a funder open to testing an innovative 
financial empowerment strategy without the guarantee of success. With Citi Community Development, OFE 
secured a key partner to help implement the Ventanilla program.

Program Implementation: 
Key Partnerships

Figure 4: Key Partnerships for Ventanilla de Asesoría Financiera

The Mexican Consulate as Venue and Program Host 

For New York City’s Mexican immigrants, the Mexican Consulate serves as a trusted source for services. Mex-
ican nationals visit the consulate frequently for government services, such as renewing passports, obtaining 
a Consular ID, birth certificates, power of attorney, and receiving legal counseling on issues, such as family, 
civil, criminal, and migratory matters. 
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The consulate is distinct in that it also provides additional community services to visitors, a practice which 
served as the precedent for the Ventanilla. The consulate houses the Ventanilla de Salud (Public Health 
Window), which provides on-site preventative health screenings, health insurance enrollment, and referrals 
to health care providers, among other services. Even before the Ventanilla de Asesoría Financiera, the Mexican 
Consulate established this “Window” model for community services that Mexican immigrants might not 
otherwise access. Thus, the consulate was a natural setting for adding the Ventanilla de Asesoría Financiera to 
their on-site program offerings.

The Mexican Consulate also houses a Department of Economic Affairs, which is committed to economic 
empowerment of Mexican nationals. Since 2012, the Department of Economic Affairs has hosted an annual 
financial education week during which financial institutions and community organizations offer workshops 
and information booths for consulate visitors. Given the consulate’s commitment to the economic prosperity 
of its nationals residing in New York City, the Ventanilla program was a natural fit.

Skilled Financial Counseling Provider

To provide financial counseling services more broadly, OFE contracts with quality nonprofit partners identi-
fied through a competitive solicitation process. For the Ventanilla program, the ideal organization needed to 
have experience providing financial counseling to Latino immigrants using OFE’s Financial Empowerment 
Center model. As part of the partnership, OFE would provide programmatic support to build a high-quality 
referral network, develop financial counseling materials, establish relevant trainings with community partners, 
and build a scalable program model for national replication at other Mexican Consulates. 

Through a Request for Proposals, OFE identified Ariva, a Bronx-based organization primarily serving His-
panic and Latino clients, as the organization with a demonstrated ability to provide one-on-one financial 
counseling for the Ventanilla program. Ariva’s mission is to empower low-income New Yorkers with effective 
tools and resources so they can make informed financial choices and achieve economic stability. Ariva is also 
a leading free tax preparation provider in New York City, helping low- and moderate-income individuals and 
families file their tax returns and claim tax credits, such as the Earned Income Tax Credit. Furthermore, Ariva 
offers financial education workshops and one-on-one financial coaching with community partners in the 
Bronx, Manhattan, and Brooklyn. Ariva also provides connections to asset building opportunities at tax time, 
as well as assistance to eligible clients in accessing benefits and entitlements, such as the Supplemental Nutri-
tion Assistance Program (SNAP) and Medicaid, to further strengthen clients’ financial stability. 

Advisory Services from Experts from the Mexican Immigrant 
Community

Another organization that was instrumental to the Ventanilla program was the Qualitas of Life Foundation. 
Qualitas has both cultural knowledge of the Mexican immigrant community in New York City and familiarity 
with their specific financial counseling needs. Qualitas assisted in reviewing materials developed for consulate 
visitors and suggesting appropriate language used by Mexican nationals. Qualitas was instrumental in educat-
ing Ventanilla counselors on issues affecting the Mexican immigrant community in New York City, in particu-
lar the challenges they face in a new society.
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Building a Referral Network to Address Further Issues  
Affecting Mexican Nationals

Ventanilla clients often face several, simultaneous challenges beyond those that financial counseling can direct-
ly address. Understanding the multifaceted reality this community faces, Ariva was proactive in seeking part-
nerships and connecting clients to additional appropriate resources to positively impact their lives, including: 

• Small business ownership and entrepreneurship. As many Mexican immigrants aspire to be 
business owners, connections and partnerships with available business development resources in New 
York City were critical. Ventanilla counselors learned the details of service offerings at the New York City 
Department of Small Business Services’ Business Solutions Centers and Immigrant Business Initiative, as 
well as at microlender Acción East. 

• Financial Institutions. As the IFS Study uncovered, Mexican immigrants face both perceived and struc-
tural barriers to safe and affordable bank accounts. Thus, Ventanilla counselors visited bank and credit 
union branches in the Bronx and Manhattan that offer safe and affordable banking accounts. Counselors 
met the branch managers, introduced Ventanilla services, communicated needs of the Mexican immigrant 
population, and discussed opportunities to connect Ventanilla clients to appropriate banking accounts. 

• Legal Clinics. Mexican immigrants are targeted by legal, immigration, and financial scams. Although le-
gal topics are outside the scope of the Ventanilla services, counselors connect clients in need with internal 
or external partners that can help clients navigate their complex situations. Internally, the Mexican Con-
sulate connects with the Department of Protection; externally, clients are referred to legal clinics offered 
by law schools and other nonprofits.

Specialized Trainings for Ventanilla Counselors

In addition to the financial counselor training OFE requires of counselors, OFE and 
Ariva provided several professional development training opportunities to Ventanilla 
counselors. This is important as OFE and Ariva wanted to ensure that counselors were 
not only native Spanish speakers but also had the knowledge and cultural competency 
necessary to provide high-quality financial counseling to Mexican immigrants. Training 
topics included: 

• Mexican immigrant community in New York. Qualitas of Life Foundation provided 
training in the history and causes of Mexican migration to New York, demographic 
trends in Mexican immigrant communities, gender roles in Mexican families,  
as well as poverty and economic opportunity within Mexican immigrant families. 

• Legal issues affecting the immigrant community. An immigration lawyer who  
works closely with the Mexican Consulate provided important context regarding 
documentation status and other legal issues important for Ventanilla visitors.
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Ventanilla’s Culturally Relevant Materials

Organizations that operate Financial Empowerment Centers use a variety of standard 
tip sheets and tools to provide and supplement financial counseling services. Examples 
include worksheets for budgeting and debt management, as well as charts explaining 
how a FICO* score is calculated. The Mexican Consulate also provides materials and 
brochures to help Mexican nationals navigate starting a business, buying a house, and 
sending remittances abroad, among other topics. However, for the Ventanilla program, 
it was critical to develop tools that met the specific financial counseling needs of Mexi-
can immigrants. Through the partnership with Qualitas and Ariva, OFE developed these 
high-priority materials for the Ventanilla program:

• Financial Empowerment Referral Guide for Mexicans in New York City: Counselors 
use this to help clients access services for small business development, health 
care, immigration, and domestic violence support, and many other services, with 
the aim of integrating all relevant services to guide clients toward financial health 
and stability.

• Bank Account Guide: This includes a list of financial institutions, by borough,  
offering safe and affordable banking options. The guide includes account terms 
and identification requirements for each institution or location.

• Tip sheets and materials for financial empowerment tailored to specific program 
needs:

• General program materials, including: Ventanilla program brochure and  
promotional flyer; Intake and Financial Health Assessment forms that include 
traditional Mexican naming conventions and indigenous Mexican languages as 
options for primary language; and a counseling Action Plan for counselors to 
create with clients during counseling sessions to document next steps

• Banking materials, including tip sheets on What to Look for in a Bank Account 
and Protecting Your Bank Account in Case of Emergency for those concerned 
about changes in immigration status

• Tax materials, including Tax Guide and Free Filing Options Checklist and Guide  
to ITINs

• Budgeting materials, including a monthly budget worksheet, weekly spending 
journal, and an income log for the self-employed

• Savings materials, including a Setting Savings Goals worksheet

*“A FICO score is a particular brand of credit score. FICO stands for the Fair Isaac Corporation. Most lenders still use FICO scores 
when deciding whether to offer a loan or credit card, and in setting the rate and terms. Banks may also use FICO scores when approv-
ing checking and savings account applications and setting the terms of those accounts.” What is a FICO score? Consumer Financial 
Protection Bureau. Posted on 8/12/2014: http://www.consumerfinance.gov/askcfpb/1883/what-is-fico-score.html
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Highlights

The Ventanilla de Asesoría Financiera was launched during the Mexican Consulate’s third annual Financial 
Education Week in March 2014. The launch of the Ventanilla program held much promise for OFE because 
it would allow OFE to reach an immigrant group that was underserved through the Financial Empowerment 
Centers. Since the inception of the Centers in 2009, no more than 2 percent of clients have self-identified 
as being from Mexico. The Mexican community represents 6 percent of New York City residents—the city’s 
third largest immigrant group and fastest growing—and the Ventanilla program presented OFE with an op-
portunity to serve this community and ensure financial stability for Mexican nationals as they live, work, and 
participate in New York City’s economy.

In the first year, the Ventanilla program provided financial counseling to 1,235 clients through two Ventanilla 
financial counselors. In addition, more than 16,000 visitors to the Mexican Consulate received Ventanilla bro-
chures and other financial education materials. Further highlighting the contrast to Financial Empowerment 
Center clients, Ventanilla clients were predominantly male (63 percent) and spoke only Spanish (93 percent)6. 
The majority of participants were employed7, and more than three-fourths reported an average yearly income 
of less than $30,000. In terms of attitudes about their own financial security, 61 percent felt they had little or 
no control over their finances, and 28 percent expressed little or no confidence that they could cover a $500 
expense if faced with an emergency. In line with the Financial Needs Assessment, 44 percent reported being 
unbanked8.

Taxes and accessing the formal financial mainstream were the most commonly discussed topics with Venta-
nilla counselors. Eighty-nine percent of Ventanilla clients discussed tax preparation matters, and almost half 
of Ventanilla clients discussed banking options with their counselor. The popularity of counseling on taxes 
and banking reflected the needs and wants of clients who are eager to comply with U.S. laws. Clients sought 
assistance in understanding and abiding by the U.S. tax system with its corresponding rights, responsibilities, 
and opportunities. During four tax preparation days held at the consulate in 2014, services were fully booked, 
with 91 individuals filing taxes for the first time in the United States using free tax preparation services, and 
66 individuals obtaining an ITIN. 

The high demand for tax services concurrently served as an effective portal for engaging clients in the other 
core financial counseling services, in particular banking to directly deposit a refund. In the first year of  
the program, 64 clients opened or transitioned to a safe and affordable bank account with guidance from  
Ventanilla counselors. However, while the Ventanilla generated a high number of tax filers, the number of 
bank accounts opened was not equally high. This is despite the fact that, according to the Financial Needs  
Assessment, nearly as many Mexican Consulate visitors were unbanked as had not filed taxes. One reason  
for the high demand for tax preparation services is the perceived incentive for filing taxes as a step on the 
pathway to citizenship, while there may not be as great of a perceived incentive for accessing banking services. 
(More than 40 percent of Mexican participants in the IFS Study indicated that they did not think they needed 
a bank account.) Indicators from the first year of the Ventanilla program highlighted both successes and  
challenges of the Ventanilla program model and identified key lessons to share with the field and to improve 
the program going forward.

Overview of Ventanilla’s First Year



22

Tables 4 and 5: Select Financial Counseling and Client Service Plan Enrollment

Table 6: Outcomes* by Service Plan

*Recorded outcomes are based on follow-up contact with clients and the supporting documents they provide. Additional outcomes may have been 
achieved by clients who have not followed up with their counselor.

**Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service Plan. Instead, the 
milestones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for other Service Plans.

Session Summary
Indicator Result

Total Clients Served 1,235

Total Counseling Sessions 20 Minutes or Longer 1,838

Total Counseling Sessions Less than 20 Minutes 2

Average Sessions per Client 1.4

Clients with More than One Session 26%

Workshops/Group Counseling Sessions Participation 88

Outcomes by Service Plan
Service Plan Result Unique 

Clients (#)
% of Service Plan
Enrollment

Budgeting Not Applicable** – –

Banking Opened a safe and affordable bank account 45 8%

Transitioned to a safe and affordable bank account 19 3%

Bank account is open 6 months later 10 2%

Credit Established credit score 3 1%

Increased credit score by at least 35 points 3 1%

Debt Reduced by at least 10% 68 37%

Savings Maintained a regular savings habit (3 months) 10 4%

Transferred savings to a more secure storehouse 4 1%

Increased savings by 2% of income 0 –

Taxes Filed taxes for the first time 91 8%

Obtained ITIN 66 6%

Filed taxes for a second time 2 –

Total Outcomes Achieved 321

Total Clients Achieving Outcomes 158

Clients Enrolled in Service Plan
Service Plan Number Percent

Budgeting 215 17%

Banking 600 49%

Credit 346 28%

Debt 184 15% 

Savings 267 22%

Taxes 1,104 89%
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Snapshot of Clients
Figure 5: Gender, n=1235

Figure 6: Language Usage, n=1235

Figure 8: Employment Status, n=1235

Figure 7: Educational Attainment, n=1235
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Figure 9: Annual Net Income, n=1235

Figure 10: Banking Status, n=1235

Note: Numbers reflect rounding.

Figure 12: Paying for Unexpected $500 Emergency, n=1235

Figure 11: Control of Finances, n=1235
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Maria Baez
Client
Ventanilla de Asesoría Financiera

I came to the United States because I believed I could lead a better life. I sought help 
from the Mexican Consulate because I found myself with nothing. No place to live. No 
job. No steady income or economic security. And with little information. Most impor-
tantly, I needed my documents in order to be a citizen in this country. 

And that’s when I found Ventanilla de Asesoría Financiera. 

Thanks to the Ventanilla  
program, I’ve managed to  
get a bank account and 
a checking account. We 
worked on opening a savings 
account, as well as getting 
me an ITIN number so I  
can be in accordance with 
the tax laws in this country. 

It’s been a year since my 
overall situation has changed. 
It’s amazing what the finan-
cial counseling program can 
help one achieve with their 
training and the benefits they 
provide for each and every 
one of us. 

Right now, I work in home cleaning services, and I also work as a nanny. I’m taking 
classes on how to open a small business. My specialty is making piñatas, as well as 
confectionaries. I want to grow my business, and opening a bank account is helping 
me get closer to achieving my goals. 

When I needed help, I found it at the Ventanilla de Asesoría Financiera.  

To view Maria’s story, visit nyc.gov/consumers
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OFE worked closely with Ventanilla stakeholders, among them the Consulate General of Mexico in New York, 
Ariva, and Qualitas of Life Foundation, to understand how best to adapt, launch, and implement a financial 
counseling program targeting a specific immigrant group in New York City. This section highlights several key 
lessons learned during the first year of the Ventanilla program that are important to share with the field.

Lesson 1: Research is important to inform program design.

The IFS Study served as a firm foundation for determining the need for financial empowerment services for 
New York City’s Mexican immigrants. Through the IFS Study, OFE realized the high rate of unbanked Mexi-
can immigrants and the role counselors could play in leading Mexican immigrants to financial inclusion. The 
Financial Needs Assessment further demonstrated potential client interest in the service and confirmed the 
need for counseling to inform clients of banking, saving, and tax filing options. The Financial Needs Assess-
ment also confirmed that one-on-one counseling sessions would be an effective means of providing Ventanilla 
services. By confirming the top service interests and ideal service delivery mechanism, OFE was able to adapt 
the program model and counseling materials prior to launch to ensure an effective and demanded service from 
the outset.

Lesson 2: Establishing client trust at multiple levels is critical 
for program success. 

As seen in the IFS Study, Mexican nationals in New York City may lack confidence in financial institutions 
and other formal entities in the United States. Therefore, establishing the Ventanilla as a trusted service was 
critical for program success. OFE identified three components of building client trust.

First, OFE found that being colocated at a trusted entity for the target population facilitated client recruit-
ment and interest in Ventanilla services. The Mexican Consulate has historically been a strategic point of 
engagement to assist clients with resources beyond intergovernmental and consular matters. Thus, part of the 
Ventanilla’s success is attributed to the confidence Mexican nationals have in the consulate.

Second, OFE learned that culturally relevant materials were a quick means to ensure credibility of the service. 
The IFS Study and Financial Needs Assessment both revealed client hesitation in dealing with formal finan-
cial institutions due to a perception that those institutions did not speak the client’s language. Because of the 
importance placed on familiar language and cultural references, Ventanilla placed great value on the insights 
provided by Qualitas and the Mexican Consulate and developed approachable materials as a result, helping to 
ensure client buy-in.

Third, despite the consulate being a trusted resource for the Mexican immigrant community, discussing one’s 
personal finances still requires a great deal of trust in a counselor. Ariva’s extensive expertise working closely 
with the Latino community was an important asset in navigating client reluctance to discuss certain personal 
information, such as savings levels, other debts, and tax issues. Ventanilla counselors were able to break down 
trust barriers as they built relationships based on personal identification, a demonstrated knowledge about 
personal finance issues, and a cultural understanding of Mexican immigrants in New York City.

Lessons for the Financial  
Empowerment Field
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Lesson 3: Retention strategies should be client focused.

Similar to OFE’s Financial Empowerment Centers, client retention at the Ventanilla is a challenge. During the 
first year of the Ventanilla, 26 percent of clients participated in more than one financial counseling session—a 
retention rate comparable to that of NYC Financial Empowerment Centers. In order to build financial health 
with Ventanilla clients, counselors had to adapt follow-up sessions to meet their needs and availability.  

Consulate visitors tend to come for one-time services, so returning for in-person counseling alone presented 
a hurdle. Furthermore, Mexican immigrants live across all five boroughs, many in locations that are distant 
from the consulate, and traveling can be a barrier. Additionally, many Ventanilla clients have inconsistent work 
schedules, work on short notice, or are self-employed, which often prevented them from keeping scheduled 
follow-up appointments.

As a solution, Ventanilla counselors used phone sessions as an alternative to in-person sessions to overcome 
the challenges of traveling to the consulate. This adaptation was instrumental in retaining some clients who 
might not have come back otherwise but, as noted, it only allowed the program to achieve a retention rate 
comparable to the Financial Empowerment Centers. Even as a retention tool, there still remain two barriers 
to phone-session retention. First, clients’ irregular work schedules posed difficulties. In some cases, counselors 
would call a client at a predetermined time, but the client would be at a job that had come up on short notice. 
Also, the client might only be able to speak for a few minutes or express hesitation about discussing sensitive 
personal finance topics while at work. Additionally, some clients remain disconnected from communication 
altogether because of inconsistencies in phone numbers or not keeping current on mobile phone bills. 

OFE understands that several sessions are typically needed in order for clients to achieve outcomes and make 
substantial improvements in financial health. Improving client retention continues to be a focus for OFE and 
its partners in the second year of the Ventanilla program.

Figure 13: Residential Settlement of Persons Born in Mexico by Neighborhood, New York City, 2007–2011

Sources: U.S. Census Bureau 2007–2011 American Community Survey-Summary File;  
Population Division-New York City Department of City Planning
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Lesson 4: Choose funders that are open to risk-taking and 
testing and patient in the pursuit of results.

Citi Community Development, which funded the Ventanilla program, allowed OFE to test a new program 
model while also testing different approaches to financial counseling and different recruitment and retention 
strategies. Although the Ventanilla program displayed promising results in year one, there is work to be  
done to improve the service so that clients achieve outcomes within multiple Service Plans. Citi Community 
Development has renewed its support to make additional experimentation and improvement in year two  
of the Ventanilla program possible. 
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Ventanilla’s Second Year

OFE believes in the sustainability and scalability of programs like the Ventanilla at consulates around the 
United States. For the second year of the Ventanilla program, OFE and its partners have taken several steps to 
make improvements based on the lessons learned in year one of the program. 

First, OFE and its partners have continued to focus on improving client retention by testing a variety of strat-
egies. For example, Ariva is working with the mobile Consulate on Wheels to follow up with clients in approx-
imately a dozen different locations within the tristate area. When the Consulate on Wheels is visiting a location 
where Ventanilla clients live, Ariva travels to selected locations and schedules appointments with clients. 
However, the Consulate on Wheels does not regularly travel to all of the neighborhoods where Mexican immi-
grants live. OFE is exploring a solution whereby Ariva will host office hours at local community organizations 
in neighborhoods not frequented by the Consulate on Wheels. Additionally, OFE and Ariva will test behav-
ioral nudges, such as texting and mailing clients, to remind them of the value of counseling and options for 
scheduling and keeping appointments. The efforts to improve client retention for the Ventanilla program will 
be further enhanced by the findings from an upcoming Designing for Financial Empowerment project. This 
project, a partnership between Citi Community Development, the Mayor’s Fund to Advance New York City, 
Parsons Design for Social Innovation and Sustainability Lab, and OFE will use human-centered service design 
methodology to identify strategies to improve client retention at OFE’s Financial Empowerment Centers.

Second, through the relationships built in the first year, and an emphasis on increased retention in year two, 
OFE aims to increase the number of bank accounts opened and savings formalized, given the strengthened 
relationships and built trust between counselors and clients.

Third, for the second year of the Ventanilla program, the Mexican Consulate added six more tax preparation 
days, for a total of 10 days, to accommodate the popular demand for tax services from Mexican nationals to 
prepare and file their taxes for free. 

Finally, the program has increased counselor capacity by hiring another staff member to better meet the 
demand for financial counseling services at the consulate and to increase counselor bandwidth to test and 
implement retention strategies.

Replication

Beyond the Ventanilla program at the Consulate General of Mexico in New York, it was announced on April 
20, 2015 that the Ventanilla de Asesoría Financiera model will be expanded to other Mexican Consulates  
across the United States. In announcing the national expansion, Ambassador Sandra Fuentes-Berain of the  
Consulate General of Mexico in New York emphasized, “Our goal is to empower the Mexican nationals  
so that they can understand and enroll in banking and financial services available to them, which allows them  
to better integrate in the local socio-economic fabric. We are providing them the tools to achieve tangible 
goals, like buying a house, saving for their children’s education, or opening a business, which will ultimately 
contribute to economic growth and job creation. And due to the Ventanilla’s success, we are now working 
together with the Mexican Ministry of Foreign Affairs to replicate this program in other Mexican Consulates 
in the United States.”

Looking Forward
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Moreover, the Ventanilla program will be replicated in other cities, further highlighting the importance and 
impact of municipal strategies and partnerships to tackle income inequality and help diverse, low-income 
communities. The replication of the Ventanilla program at Mexican Consulates across the country represents  
a broader vision of serving, adapting, and learning how integrating financial counseling in a thoughtful  
way is an integral part of empowering immigrant communities and bringing individuals into a shared pros-
perity. The Ventanilla program demonstrates that individual counseling not only delivers beneficial and 
life-changing outcomes for low-income immigrant clients, but also can be implemented in partnership with 
a foreign government. 

The Ventanilla also demonstrates the adaptability of OFE’s financial counseling model, and that thoughtful 
program planning and implementation are keys to program success. In this manner, local government can 
continue to support hardworking immigrants by educating them on their rights and responsibilities as mem-
bers of the community, helping them gain access to mainstream financial services, and strengthening their 
financial stability. 

There remains a lot to learn about providing financial empowerment services to immigrant communities, and 
that will come with replicating this service model in other cities. OFE is proud to contribute this report to the 
growing body of literature on municipal financial empowerment strategies. 
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1 The Newest New Yorkers, NYC Planning, 2013, http://www.nyc.gov/html/dcp/html/census/nny.shtml, pg. 10.
2 OFE’s research team designed the Financial Needs Assessment survey instrument in both English and Spanish (see Appendix 

A) and was submitted for Institutional Review Board (IRB) approval through NYC’s Center for Innovation through Data 
Intelligence (CIDI). The primary data collection was in the form of an oral survey. The participation was purely voluntary and 
the survey did not collect any identifiable information. Verbal consent was needed to conduct the survey, but participants could 
choose to stop at any time. Surveyors consisted of OFE staff trained as survey takers and in human subjects research; addition-
ally, they were fluent in both Spanish and English. A total of 105 surveys was completed over a period of several days in late 
October 2013. With a script, surveyors approached people seated and waiting to receive services at the Mexican Consulate. If 
they agreed to participate, the survey began. It was designed to take 7-10 minutes to complete and, if the participant was still 
interested, additional questions were asked (for a total survey time of 15–20 minutes). Ninety-three (out of 105) respondents 
completed the long survey.

3 See Appendix B for OFE’s Financial Empowerment Center Model.
4 See Appendix C for more details about the Ventanilla de Asesoría Financiera Service Plans.
5 Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service 

Plan. Instead, the milestones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for 
other Service Plans.

6 In 2014, the percentage of male and female Financial Empowerment Center clients was 31% male and 68% female.
7 In 2014, 53% of Financial Empowerment Center clients were either full-, part-, or self-employed, and 21% of Financial Em-

powerment Center clients were unemployed.
8 In 2014, 20% of Financial Empowerment Center clients were unbanked.

Endnotes
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Appendix A: Financial Needs  
Assessment at the Mexican Consulate

1 
 

    

Office of Financial Empowerment/Mexican Consulate Needs Assessment 

Guidelines for Conducting the Survey: 

Thank you for helping the Mexican Consulate and the Office of Financial Empowerment conduct these surveys.   Over 
the course of a few days, we will be asking people waiting for services at the Mexican Consulate for their opinion on 
what financial services, information and guidance they would be interested in receiving at the Mexican Consulate, 
through a new program called the Financial Empowerment Window.  We will have two versions of the survey—one 
basic and one extended version—to better fit the time availability of respondents. We aim to have at least 100 basic 
surveys completed by a diverse group of Mexican immigrants representative of the larger pool of Consulate visitors 
(varying backgrounds in age, gender, socio-economic status, and experience with financial institutions in the US, etc.).  
Of the 100 respondents, we hope to have at least 30 voluntarily complete the extended version of the survey. The 
purpose of the survey is to gather information about different financial services needs and service delivery preferences 
of those that visit the Mexican Consulate.   The survey results will be used for the purpose of tailoring the Financial 
Empowerment window services to the specific needs of Mexican Consulate visitors.    

Here are some survey techniques and tips: 

 Remember to introduce yourself to survey respondents and explain the purpose of the survey. The opening 
section on the survey page includes a script to read to respondents. 
 

 Reassure participants that this is just a survey, it is anonymous and all information will remain confidential.  We 
do not want to sell anything or share any of their answers. 
 

 If the participant feels uncomfortable answering questions, reassure them that the survey is confidential.  If they 
are still uncomfortable, skip the question and proceed to the next question. 
 

 If participants are unable to remember the list of options for them to choose, feel free to show them the written 
questions and choices 
 

 Please write down any interesting or relevant comments made by the participants and notes on participants’ 
demeanor and disposition. 
 

 We would like survey respondents to mirror the diversity of the Mexican Consulate. So, please try to target a 
representative sampling of Consulate visitor respondents. 
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Survey Instrument  

Opening statement and purpose of survey (will probably take about 2 ½ minutes to complete): 

 “Hello, I am  ____________ from the New York City Department of Consumer Affairs. I am working 
with the Mexican Consulate. Do you have a few minutes to talk to me? Would you prefer English or 
Spanish? 

 I’m helping to start a new financial education project here at the Consulate, and I would like to ask 
your opinion about it today.  All of your responses will be anonymous, and the survey will take 
around 8 minutes. Your participation is completely voluntary, and you can choose to stop at any 
time. You will not be denied any services if you do not participate in this survey. And feel free to ask 
me any questions along the way. 

 May I continue? Thank you. 
 As part of this program, services will be provided right here at the Consulate by a non-government 

organization. They will be free and open to all Consulate visitors.  
 In the program, trained staff  will offer information and assistance in areas such as: 

o Banking  
o Money management  
o Savings  
o Taxes  
o Credit  
o Debt  
o Fraud  

 Services will be provided at the Consulate in a number of ways: 
o Group workshops with general information for many visitors at a time.  
o Individual financial counseling in which you will work with a counselor on your personal 

financial situation and goals. 
o One-page information sheets that you can take home and share. 

I want to learn more about how services will be most convenient for you and which services might 
interest you the most.  I know that sometimes it can be uncomfortable talking about your personal 
finances, but all of your answers will be completely anonymous and are confidential and will help the 
Mexican Consulate provide better services. Thank you for helping us in this process.” 

 
Is everything that I have explained so far clear?  
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Questions for short survey:  

1. When making an everyday purchase, which do you use most often? (top 3): 
a. Cash 
b. Debit or ATM card 
c. Credit card 
d. Prepaid card 
e.  Check  
f. Money order 
 

2. How do you receive your income (Pick all that apply)? 
a. Cash 
b. Check deposited into a bank account 
c. Check cashed at a check casher 
d. Prepaid card  
e. Direct deposit 
f.  Other : ___________________ 

 
3. While you’re at the Consulate, how much time do you think you could spend talking with somebody about your 

finances? 
a. __<15 minutes  b. __16-25 minutes c. __About half an hour      d.__More than half an hour 

 
4. Would you prefer to attend group workshops or one-on-one financial counseling?  

a. Workshops only 
b. Counseling only 
c. Both 
d. Neither 

 
5. How likely are you to speak to a trained counselor about your own financial situation? 

a. Very likely b. Likely  c. Not sure d. Unlikely e. Not at all likely  
 

6. Which services would you be interested in using if a trained financial counselor could help you?  (top 3) 
a. Using a bank account 
b. Managing your money 
c. Increasing savings 
d. Comparing money transfer options 
e. Understanding taxes and the Individual Taxpayer Identification Number (ITIN) 

*Clarify if respondent is not familiar with the ITIN: Regardless of legal status, those earning income 
in the United States can file a tax return. If you do not have a Social Security Number, you can 
apply for an ITIN to file your tax return. Your information is not shared with immigration 
authorities in this process.  

f.  Getting a credit card or loan 
g. Reducing loans or debt 
h. None of the above 
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7. Are there other financial services you would like to see offered at the Financial Empowerment window at the 

Mexican Consulate? 

_______________________________________________________________________________________________
_______________________________________________________________________________________________
________________________________________________________ 

 
8. Is there anything else you want to share with me? 

_______________________________________________________________________________________________
_______________________________________________________________________________________________
________________________________________________________ 

Demographics: 

1. Do you live in New York City?   __Yes  __No 
a. If you do not live in NYC, where do you live? 

__Another part of New York State __New Jersey  __Connecticut         __Other (please 
indicate)_________ 

2. Age in years: ____    
3. What year did you move to the US?  _____      NYC?  ____    Born in US? _____ 
4. Are you currently employed?   __Yes  __No   
5. What is your weekly household income?* 

(note, if respondent asks: *after taxes,)  
__<$200 __$200-$400 __$400-$600 __$600-$800  $800+ 

*If the client prefers to estimate income over a different timeframe, please note that below: 

a. Bi-weekly     $__________ 
b. Monthly $__________ 
c. Annually $__________ 
d. Other  $__________ 

 
6. Which of these documents do you currently have? (check all that apply) 
__SSN  __Matriculate Consular   __ITIN  __Birth Certificate  __American Passport 
__Mexican Passport __Green Card  __State ID __U.S. Driver’s license __Other  
 __ Prefer not to answer 
7. What type of Consular services are you here for today? 

a. Identification (passport, matrícula consular, military primer) 
b. Legal (immigration, labor, family, civil, criminal) 
c. Civil Registration (birth certificate, marriage certificate, Mexican nationality) 
d. Other ______________________________________________________ 

 
8. Is it all right if we continue asking you questions? __Y  __N 
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(Following questions to be asked if participant is inclined to continue talking) 

Additional questions for extended survey: 

1. If you met with a counselor, how would you like a counselor to follow-up with you: (check all) 
a. On-site at the Consulate 
b. By phone 
c. In person closer to where I live or work 
d. Text/SMS message 
e. Email 
f. Not at all 

 
2. Do you currently have a bank account in the US? __YES  __NO 

Savings: 

1. Approximately how much do you currently have in savings? 
_$0  __<$500 __$501-$1,500  __$1,501-$6,000 __>$6,000 

2. How much would like to have saved for emergencies?  $________ 
3. Which of the below strategies do you think would be most helpful for increasing or starting your savings?  

(top 3): 
a. Find a safe place to keep my money 
b. Open a savings account 
c. Creating a spending plan with savings included 
d. Set up direct deposit with some money automatically going into a savings account 
e. Reduce bank account fees 
f. I am not interested in increasing or starting my savings 

Taxes and the Individual Taxpayer Identification Number (ITIN) 
 

1. Have you filed a tax return in the US in the last 3 years?        __Yes __No      __Not sure 
 

2. If there were free tax preparation services available at the Consulate next year, how likely are you to file your 
return here? 
 
 Very likely Likely  Not sure Unlikely  Not at all likely 

 
3. Which of these services would you be interested in receiving from a financial counselor?   

(top 3 or highest priority) 
a. Information about how the US tax system works 
b. Information about immigration and taxes 
c. Learning how to file taxes for free or at low cost 
d. Applying for an ITIN  
e. Managing unpaid taxes 
f. How to appeal a tax dispute 
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Credit and Debt 

1. Do you have a credit history in the US? __Yes __No ___Not sure 
2. How much money would you estimate that you currently owe in total, to banks, friends, family, or others in 

the United States or Mexico? 
__ Less than $1,000  ___$1,000-$5,000 __$5,001-10,000 __$10,001-30,000 
__$30,001-$50,000  __$50,001-$100,000  __>$100,000 

3. How worried are you about paying off your debts?   
Extremely Very  Somewhat A little  Not at all  

 
 
 
Thank you for completing our survey! Do you have any questions or comments about the survey? 

Look for the financial window opening soon! 

 

For surveyor:   

Take note of the following: 

1. Gender   __M __F  
2. On what floor of the Consulate did you recruit this participant?   __1           __2       __3 
3. Is the person alone or with other people? 

a. Children? 
b. Other adults? 

4. Does the person seem (check all that apply): 
a. Relaxed? 
b. In a hurry? 
c. Stressed? 
d. Impatient? 
e. Distracted? 
f. Other? ___________________ 

5. What was the person’s demeanor? 
a. Open and talkative? 
b. Suspicious/untrusting? 
c. Disinterested? 
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Appendix B: OFE’s Financial 
Empowerment Center Model
OFE’s nearly 30 Financial Empowerment Centers are located citywide in areas with a high concentration of 
poverty and need. Counseling services are available to the public, free of charge, and are typically integrated 
within a host of public programs to improve multiple outcomes. 

Counselors work with clients during the initial session on a full Financial Health Assessment. Regardless of 
the defining issue or question, a counselor will probe the client’s entire financial situation and together the 
counselor and client will define one or more Service Plans. The Service Plans enable the client to establish 
short-, intermediate, and long-term goals and begin working to address those goals. Client outcomes are  
then tracked based upon the specific Service Plan chosen during the initial assessment. However, these are 
subject to change over time as the client identifies new goals or achieves sufficient outcomes in prior goals. 
The Service Plans include strategies to:

• Establish or improve client credit score
• Decrease debt
• Develop and manage safe and affordable banking relationships
• Build savings
• Triage other pressing issues of financial security

Current Financial Empowerment Center outcomes tracked include:
a. Banking (for those with no bank account): Open a safe and affordable bank account
b. Banking (for those with a bank account): Transition to a safe and affordable bank account
c. Banking (for all): Bank account is open 6 months later
d. Credit (for those with none): Establish credit score
e. Credit (for those looking to improve their credit): Increase credit score by at least 35 points
f. Debt: Decrease debt by at least 10%
g. Savings: Increase savings by at least 2% of income
h. Savings: Establish and maintain a regular savings habit (monthly)

Financial
Health
Assessment

Banking

Credit

Debt

Savings

Intake-Demographics Service Plans Milestones

Points of Service

Outcomes

Open Account

Transition account

Account open for 6 months

Establish credit history

Increase FICO at least 35 points

Decrease debt at least 10%

Increase savings by at least 2% of net income

Saving regularly (monthly)
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Appendix C: Ventanilla de Asesoría 
Financiera Service Plans
Budgeting Service Plan
Action Steps Desired Outcomes*

✓ Complete a budget
✓ Adhere to a budget
✓ Include savings plan in budget
✓ Assign spending journal
✓ Track expenses and revise budget
✓ Review budget with partner and/or other family members
✓ Identify short-term and long-term financial goals
✓ Reduce expenses
✓ Organize bill payment cycles for money management
✓ Document cash earnings or other income
✓ Document business expenses for self-employment
✓ Apply for public benefits

✓ Greater sense of financial control
✓ Better ability to cover expenses
✓ Reduce expenses

Banking Service Plan
Action Steps Measurable Outcomes

✓ Discuss steps to reduce financial services costs
✓ Take steps to reduce financial services costs
✓ Discuss safeguards of U.S. financial system, such as FDIC,  

consumer protections
✓ Discuss how to use Matricula Consular to access financial  

services
✓ Compare financial services or products across institutions
✓ Discuss language availability for customer service
✓ Identify appropriate financial product or account (includes  

prepaid cards)
✓ Gather all documents needed for account or product application
✓ Discuss plan for managing accounts in case of change in 

immigration status
✓ Client intends to open bank account
✓ Review ChexSystems report
✓ Enroll in direct deposit
✓ Make regular deposits of cash earnings
✓ Discuss current method for sending money abroad
✓ Compare options and costs for sending money abroad

✓ Open or transition to safe and affordable 
financial checking account

✓ Open or transition to safe and affordable 
financial savings account

✓ Maintain account for 6 months

*Although a Budgeting Service Plan was added for the Ventanilla program, there are no measurable outcomes for this Service Plan. Instead, the mile-
stones identified for the Budgeting Service Plan serve as foundation to help clients achieve outcomes for other Service Plans.



40

Savings Service Plan
Action Steps Measurable Outcomes

✓ Identify savings goals (short term and long term)
✓ Develop a savings plan
✓ Discuss current savings method/vehicle
✓ Identify new savings vehicle (if necessary)
✓ Discuss investment options and identify investment vehicles
✓ Client starts automatic savings transfer

✓ Increase savings by 2% of income
✓ Establish regular savings habit  

(3 months)
✓ Transfer savings to more secure 

storehouse (such as tanda, savings 
account, or CD)

Credit Service Plan
Action Steps Measurable Outcomes

✓ Review credit report and score
✓ Discuss basics of credit scores and reporting system
✓ Dispute errors on credit report
✓ Identify need to build credit
✓ Discuss eligibility for credit building product
✓ Discuss using credit wisely and protecting information
✓ Apply for credit builder loan
✓ Obtain credit builder loan
✓ Apply for secured credit card
✓ Obtain secured credit card
✓ Assist client with identity theft case

✓ Establish credit
✓ Increase credit score by 35 points

Debt Service Plan
Action Steps Measurable Outcomes

✓ Review credit report
✓ Identify errors on credit report
✓ Create a debt management plan
✓ Identify debt owners
✓ Negotiate with creditors
✓ Send debt validation letters
✓ Remove errors from credit report
✓ Enter a payment plan with the IRS for tax debt
✓ Discuss options for clients considering loan or other debt product

✓ Reduce total debt by 10%

Tax Service Plan
Action Steps Measurable Outcomes

✓ Discuss filing options and implications
✓ Identify free or low-cost tax prep method/site
✓ Document income and cash earnings to include in tax return
✓ Discuss Consumer Bill of Rights Regarding Tax Preparers, e.g., refund 

anticipation loans marketing/disclosures, paid preparer rules, etc.
✓ Complete ITIN application for self and/or spouse and dependents
✓ Gather documents needed for tax prep for current year
✓ Gather documents needed for prior years
✓ Discuss direct deposit of refund (need account and routing number)
✓ Discuss use of refund for savings, money management, and debt payment

✓ Client files taxes with free or low-
cost service for first time

✓ Client successfully obtains ITIN
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Executive Summary
The New York City Department of  Consumer Affairs (DCA) is responsible for maintaining a fair and vibrant 
marketplace. To this end, DCA conducted a first-ever study of  the gender pricing of  goods in New York 
City across multiple industries. The industries studied for this report include: toys and accessories, children’s 
clothing, adult clothing, personal care products, and home health care products for seniors. This study reflects 
an average consumer lifecycle, from baby to senior products, providing a glimpse into the experiences of  
consumers of  all ages.

The Agency compared nearly 800 products with clear male and female versions from more than 90 brands 
sold at two dozen New York City retailers, both online and in stores.

Methodology

The goal of  the study was to estimate the price differences male and female shoppers face when buying the 
same types of  items. DCA derived an average price for 35 different product types based on an analysis of  794 
individual items and then compared the prices of  the analogous men’s and women’s products. To minimize 
differences between men’s and women’s items, the Agency selected products that had similar male and female 
versions and were closest in branding, ingredients, appearance, textile, construction, and/or marketing. 

For this study, DCA analyzed:
	 •	 Industries: 5
	 •	 Stores: 24
	 •	 Brands: 91
	 •	 Product Categories: 35
	 •	 Products: 794

Findings

On average, across all five industries, DCA found that women’s products cost 7 percent more than similar 
products for men. Specifically:
	 •	 7 percent more for toys and accessories
	 •	 4 percent more for children’s clothing
	 •	 8 percent more for adult clothing 
	 •	 13 percent more for personal care products
	 •	 8 percent more for senior/home health care products

In all but five of  the 35 product categories analyzed, products for female consumers were priced higher than 
those for male consumers. Across the sample, DCA found that women’s products cost more 42 percent of  
the time while men’s products cost more 18 percent of  the time.
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In every industry, products for female consumers were more likely to cost more. Specifically:
	 •	 Girls’ toys cost more 55 percent of  the time, while boys’ toys cost more 8 percent of  
		  the time.
	 •	 Girls’ clothing cost more 26 percent of  the time, while boys’ clothing cost more 7 percent 
		  of  the time.
	 •	 Women’s clothing cost more 40 percent of  the time, while men’s clothing cost more 
		  32 percent of  the time.
	 •	 Women’s personal care products cost more 56 percent of  the time, while men’s products 		
		  cost more 13 percent of  the time. 
	 •	 Senior home health care products cost more for women 45 percent of  the time and cost 		
		  more for men 13 percent of  the time.

Impact

Over the course of  a woman’s life, the financial impact of  these gender-based pricing disparities is significant. 
In 1994, the State of  California studied the issue of  gender-based pricing of  services and estimated that 
women effectively paid an annual “gender tax” of  approximately $1,351 for the same services as men.1 
While DCA’s study does not estimate an annual financial impact of  gender pricing for goods, the findings 
of  this study suggest women are paying thousands of  dollars more over the course of  their lives to purchase 
similar products as men.

Though there may be legitimate drivers behind some portion of  the price discrepancies unearthed in this 
study, these higher prices are mostly unavoidable for women. Individual consumers do not have control over 
the textiles or ingredients used in the products marketed to them and must make purchasing choices based 
only on what is available in the marketplace. As such, choices made by manufacturers and retailers result in a 
greater financial burden for female consumers than for male consumers.

DCA encourages consumers to join DCA’s social media campaign to address this issue by tweeting examples 
of  gender pricing and fair pricing with #genderpricing. 

Total Number of Times Incidence

Women pay more 168 42%

Equal 157 40%

Men pay more 72 18%

Total 397 100%

Table 1: Pricing Disparity Frequency Chart, All Industries

1 CA State Senate 1995, Gender Tax Repeal Act of  1995, AB 1100. Aug 31, 1995 
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Table 2: Price Breakdown, Toys and Accessories

Product Number of 
Products*

Girls’
Average

Boys’ 
Average

Price 
Difference

Percent 
Difference

Bikes and Scooters 22 $86.72 $81.90 $4.82 6%

General Toys 20 $29.49 $26.49 $3.00 11%

Backpacks 20 $25.99 $25.79 $0.20 0.8%

Preschool Toys 14 $21.65 $19.85 $1.80 9%

Helmets and Pads 20 $25.79 $22.89 $2.90 13%

Arts and Crafts 10 $32.79 $30.59 $2.20 7%

Total 106 $222.43 $207.51 $14.92 7%

*Each gender has an equal split of the total number of products in this column.

Figure 1: Example, Bikes and Scooters2

2 Retrieved from http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28 and 
  http://www.target.com/p/radio-flyer-my-1st-scooter-sport-red/-/A-14168218#prodSlot=medium_1_59 on 10/05/2015. 

Detailed Industry Findings

Toys and Accessories
Across the six product categories of  toys and accessories, products for girls were consistently priced higher 
than those for boys. On average, the largest price discrepancy was in helmets and knee/elbow pads, with girls’ 
versions priced 13 percent higher. The smallest discrepancy was between girls’ and boys’ backpacks; girls’ 
items were priced at less than a 1 percent premium. See Table 2 for a detailed breakdown.

http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28
http://www.target.com/p/radio-flyer-girls-my-1st-scooter-sparkle-pink/-/A-14168217#prodSlot=medium_1_28
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Children’s Clothing
Of  the five industries studied, children’s clothing was priced the most similarly. On average, girls’ clothing 
cost 4 percent more, the lowest percent difference of  any category. Girls’ items cost more in seven of  nine 
product categories. Though girls’ shirts cost 13 percent more on average, products like onesies, baby shirts, 
and baby shoes were priced less than 5 percent higher than analogous products for boys. See Table 3 for a 
complete breakdown.

Table 3: Price Breakdown, Children’s Clothing

Products Number of 
Products*

Girls’
Average

Boys’ 
Average

Price 
Difference

Percent 
Difference

Children’s Shirts 20 $15.82 $13.95 $1.87 13%

Children’s Jeans 20 $24.63 $22.83 $1.80 8%

Baby Pants 20 $18.33 $16.77 $1.56 9%

Onesies 20 $20.91 $20.07 $0.84 4%

Baby Sweaters 20 $24.87 $23.39 $1.48 6%

Baby Shirts 20 $12.58 $12.38 $0.20 2%

Baby Shoes 20 $20.69 $20.07 $0.62 3%

Children’s Underwear 20 $17.67 $18.17 ($0.50) 3%

Toddler Shoes 8 $28.85 $29.60 ($0.75) 3%

Total 168 $184.35 $177.23 $7.12 4%

*Each gender has an equal split of the total number of products in this column.

3 Retrieved from http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and 
  http://www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1 on 10/16/2015.  

Figure 2: Example, Helmets and Pads3

http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and    http://www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1
http://www.target.com/p/raskullz-unicorn-ride-alongz-toddler-helmet/-/A-16713916#prodSlot=medium_1_18 and    http://www.target.com/p/raskullz-shark-attax-ride-alongz-toddler-helmet/-/A-16713915#prodSlot=medium_1_1
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Adult Clothing
Women’s clothing cost more than men’s in six of  seven categories, with the exception of  underwear, which 
cost an average of  29 percent more for men. The clothing product category that had the largest price 
difference by percent was women’s shirts, which cost 15 percent more on average than men’s shirts. See 
Table 4 for a detailed breakdown.

Table 4: Price Breakdown, Adult Clothing

4 Retrieved from http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-
  Sleeve-Classic-Polo-2043376-6B and http://www.childrensplace.com/shop/us/p/boys-clothing/boys-tops-and-boys-shirts/boys-tops-and-boys-  
  shirts-short-sleeve-tops/Short-Sleeved-Uniform-Polo-2043171-1027 on 11/19/2015. 

Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Dress Pants 40 $75.66 $71.71 $3.95 6%

Dress Shirts 40 $58.11 $51.46 $6.65 13%

Sweaters 42 $63.19 $59.45 $3.74 6%

Jeans 50 $62.75 $57.09 $5.66 10%

Shirts 40 $29.23 $25.51 $3.72 15%

Socks 40 $9.98 $9.73 $0.25 3%

Underwear 40 $8.46 $10.90 ($2.44) 29%

Total 292 $307.38 $285.85 $21.53 8%

*Each gender has an equal split of the total number of products in this column.

Figure 3: Example, Children’s Shirts4

http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B
http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B
http://www.childrensplace.com/shop/us/p/girls-clothing/girls-tops-girls-shirts/girls-tops-shirts-short-sleeve-tops/Uniform-Short-Sleeve-Classic-Polo-2043376-6B
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Figure 4: Example, Jeans5

5 Retrieved from http://www.levi.com/US/en_US/womens-jeans/p/178040027?abTest=true and http://www.levi.com/US/en_US/mens-jeans/
  p/181730014?abTest=true on 10/15/2015.
6 Retrieved from http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?ofp=true and 
  http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?ofp=true on 10/15/2015.

Figure 5: Example, Shirts6

Men’s Jeans, $68

Women’s Jeans, $88

http://www.levi.com/US/en_US/womens-jeans/p/178040027?abTest=true
http://www.levi.com/US/en_US/womens-jeans/p/178040027?abTest=true
http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?of   p=true and http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?of   p=true
http://www.abercrombie.com/shop/us/womens-short-sleeve-graphic-tees/applique-logo-graphic-tee-5250574?of   p=true and http://www.abercrombie.com/shop/us/mens-heritage-graphic-tees/distressed-applique-logo-graphic-tee-5043573?of   p=true
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Personal Care Products
Of  all the industries analyzed, personal care had the highest premium for women, with products costing, on 
average, 13 percent more than personal care products for men. Because personal care products are purchased 
at a higher frequency than the other consumer goods included in this study, this 13 percent difference trans-
lates into a significant financial burden for women over the course of  a lifetime.7 8 The largest price discrep-
ancy was in hair care; products cost women 48 percent more. Razor cartridges were the second largest price 
discrepancy, at 11 percent more for women on average. See Table 5 for a complete breakdown.

Table 5: Price Breakdown, Personal Care Products

7 http://www.statista.com/markets/415/consumer-goods-fmcg/ 
8 http://www.statista.com/statistics/260963/leading-fmcg-companies-worldwide-based-on-sales/

Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Shampoo and
Conditioner (Hair Care)

16 $8.39 $5.68 $2.71 48%

Razor Cartridges 18 $17.30 $15.61 $1.69 11%

Razors 20 $8.90 $7.99 $0.91 11%

Lotion 10 $8.25 $7.43 $0.82 11%

Deodorant 20 $4.91 $4.75 $0.16 3%

Body Wash 18 $5.70 $5.40 $0.30 6%

Shaving Cream 20 $3.73 $3.89 ($0.16) 4%

Total 122 $57.18 $50.75 $6.43 13%

*Each gender has an equal split of the total number of products in this column.

http://www.statista.com/markets/415/consumer-goods-fmcg/
http://www.statista.com/statistics/260963/leading-fmcg-companies-worldwide-based-on-sales/
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Figure 6: Example, Razor Cartridges9

9 Retrieved from http://www.walgreens.com/store/c/schick-hydro-silk-for-women-cartridges/ID=prod6104933-product and http://www.walgreens.
  com/store/c/schick-hydro-5-cartridge-razor-refills/ID=prod6016280-product on 11/18/2015.
10 Retrieved from http://www.walgreens.com/store/c/alberto-vo5-2-in-1-moisturizing-shampoo-%2b-conditioner/ID=prod6239649-product and 
   http://www.walgreens.com/store/c/alberto-vo5-mens-3-in-1-shampoo-conditioner--body-wash-ocean-surge/ID=prod6241892-product on 10/02/2015. 

Figure 7: Example, Shampoo and Conditioner10

http://www.walgreens.com/store/c/schick-hydro-silk-for-women-cartridges/ID=prod6104933-product
http://www.walgreens.com/store/c/schick-hydro-silk-for-women-cartridges/ID=prod6104933-product
http://www.walgreens.com/store/c/alberto-vo5-2-in-1-moisturizing-shampoo-%2b-conditioner/ID=prod6239649-product
http://www.walgreens.com/store/c/alberto-vo5-2-in-1-moisturizing-shampoo-%2b-conditioner/ID=prod6239649-product
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Senior/Home Health Care Products
On average, women’s home health care products cost 8 percent more than men’s. For example, women’s 
braces cost, on average, 15 percent more than men’s. Men’s digestive health products, which were 5
percent more on average, were the only category that cost men more than women. See Table 6 for a 
complete breakdown.

Table 6: Price Breakdown, Senior/Home Health Care Products

Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Supports and Braces 22 $37.17 $32.43 $4.74 15%

Canes 6 $21.99 $19.66 $2.33 12%

Compression Socks 24 $27.86 $26.77 $1.09 4%

Adult Diapers 22 $32.71 $32.06 $0.65 2%

Personal Urinals 12 $11.32 $9.32 $2.00 21%

Digestive Health 20 $9.41 $9.84 ($0.43) 5%

Total 106 $140.46 $130.08 $10.38 8%

*Each gender has an equal split of the total number of products in this column.

Figure 8: Example, Supports and Braces11

11 Retrieved from http://www.walgreens.com/store/c/ita-med-rib-support-for-women-white/ID=prod6127922-product and http://www.walgreens.
   com/store/c/ita-med-rib-support-for-men-white/ID=prod6127914-product on 10/05/2015. 

http://www.walgreens.com/store/c/ita-med-rib-support-for-women-white/ID=prod6127922-product
http://www.walgreens.com/store/c/ita-med-rib-support-for-women-white/ID=prod6127922-product
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12 Retrieved from https://shop.riteaid.com/rite-aid-bladder-control-pads-for-women-maximum-extra-coverage-39-ct-8016097and https://shop.riteaid.
   com/rite-aid-pharmacy-guards-for-men-maximum-absorbency-one-size-fits-most-52-guards-0324384 on 11/18/2015.

Figure 9: Example, Adult Diapers12

https://shop.riteaid.com/rite-aid-bladder-control-pads-for-women-maximum-extra-coverage-39-ct-8016097
https://shop.riteaid.com/rite-aid-bladder-control-pads-for-women-maximum-extra-coverage-39-ct-8016097
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I. Introduction
Report Objectives

This study establishes the first-ever look at gender pricing of  goods in the New York City marketplace across 
multiple industries. DCA investigated gender-based pricing disparities in toys and accessories, children’s 
clothing, adult clothing, personal care products, and senior/home health care products.

The goal of  the study was to determine the frequency and extent to which female consumers face higher 
prices than male consumers when buying similar products. Using the study’s findings, DCA aims to inform 
consumers, as well as raise awareness about the issue of  gender pricing. 

Inherent in the study design is an understanding that male and female versions of  products often differ from 
one another in branding, construction, and ingredients. However, individual consumers do not have control 
over the textiles or ingredients used in the products marketed to them and must make purchasing choices 
based only on what is available in the marketplace. As such, DCA selected products that had similar male and 
female versions and were closest in branding, ingredients, appearance, textile, construction, and/or marketing. 
In this way, the findings of  the study represent a female consumer’s experience in the marketplace, which 
includes unavoidable higher prices for women’s products. 

Historical Context

In 1992, DCA conducted an investigation of  “price bias against women in the marketplace,” and issued a 
report with the findings titled Gypped by Gender. The study concluded that women paid more than men at 
used car dealers, dry cleaners, launderers, and hair salons. A major obstacle in helping consumers avoid 
pricing bias, the study reported, was a lack of  information about the prices paid by other consumers. 
Twenty-three years later, and with more information readily available than ever before, it may be that this is 
still the case—price conscious female shoppers may not know that, for discounts, they need look no further 
than the men’s department. 

The 1992 study found that when women bought used cars, they were twice as likely to have been quoted a 
higher price than men. Based on a survey of  80 hair salons across the five boroughs, the study found that, 
on average, women paid 25 percent more for the same haircuts. Similarly, on average, women paid 27 percent 
more for the identical service of  laundering a basic white cotton shirt.13 	  

DCA’s research on gender pricing started a national conversation, and soon states were following New York 
City’s example by conducting their own research. A California study in 1994 estimated that women effectively 
paid an annual “gender tax” of  $1,351 each.14 Other states, such as Florida, Connecticut, and South Dakota, 
began to research the topic and began publishing official reports of  their own.15 16 In 1995, California became 
the first state to enact a bill to protect consumers from price discrimination for services; soon Massachusetts, 
Washington D.C., and some Virginia counties followed.17 In 1998, relying on DCA’s research, the New 

13 New York City Department of  Consumer Affairs. Gypped by Gender: A Study of  Price Bias against Women in the Marketplace, 1992. Print.
14 http://articles.latimes.com/1995-10-14/news/mn-56735_1_gender-based-pricing 
15 http://leginfo.ca.gov/pub/95-96/bill/asm/ab_1051-1100/ab_1100_cfa_950831_152302_sen_floor.html 
16 http://legis.sd.gov/docs/referencematerials/IssueMemos/im96-22.pdf  
17 http://www.csmonitor.com/1998/0109/010998.us.us.5.html 

http://articles.latimes.com/1995-10-14/news/mn-56735_1_gender-based-pricing
http://leginfo.ca.gov/pub/95-96/bill/asm/ab_1051-1100/ab_1100_cfa_950831_152302_sen_floor.html
http://legis.sd.gov/docs/referencematerials/IssueMemos/im96-22.pdf
http://www.csmonitor.com/1998/0109/010998.us.us.5.html
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York City Council passed a law prohibiting gender-based pricing of  services.18  19  There are no similar laws 
regarding gender pricing of  goods.

The law added a rule to the Consumer Affairs section of  the New York City Administrative Code, enabling 
the Agency to issue violations to dry cleaners, hair salons, and any “retail service establishment” that illegally 
price services differently based on gender.20 21 Posted prices must reflect actual differences in required labor. 
For example, instead of  using the terms shirts and blouses, which are inherently gender-based, price lists must 
describe the differences between the garments: shirts with ruffles, shirts with pleats, etc., as items that require 
additional labor to clean.

Unfortunately, even with the dialogue and legislation, it is an issue that still persists today. In 2014 and 2015, 
DCA issued 118 and 129 violations, respectively, to businesses for violation of  New York City’s gender 
pricing law. A 2011 study from the University of  Central Florida found the same results as DCA’s 1992 
report. The study examined the price of  personal care products, in addition to services, and found that 
women paid more than men for certain goods and services, such as deodorant, haircuts, and dry cleaning.  
The authors additionally concluded that while the individual price differences may seem small, the cumulative 
cost is not.22  

18 http://www.nyc.gov/html/om/html/98a/pr019-98.html
19 http://www.nytimes.com/1998/01/10/nyregion/for-the-sexes-equality-under-the-law-and-under-the-hair-clippers.html
20 http://www1.nyc.gov/assets/dca/downloads/pdf/about/PricingLaws.pdf  
21 Any consumer can report an instance of  gender-based pricing of  services by calling 311. 
22 Duesterhaus, Megan et al. “The Cost Of  Doing Femininity: Gendered Disparities In Pricing Of  Personal Care Products And Services”. Gender Issues 
   28.4 (2011): 175-191. Web.

http://www.nyc.gov/html/om/html/98a/pr019-98.html
http://www.nytimes.com/1998/01/10/nyregion/for-the-sexes-equality-under-the-law-and-under-the-hair-clippers.html
http://www1.nyc.gov/assets/dca/downloads/pdf/about/PricingLaws.pdf
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II. Study Methodology
Cradle-to-Cane Focus

This study mirrors an average consumer lifecycle, from baby products to products for seniors, providing a 
glimpse into the experiences of  consumers of  all ages. Each product category was selected to reflect a stage 
of  the consumer lifecycle. The product categories are based on staple consumer goods, from apparel to 
personal care products.

Retailer Selection

Overall, DCA analyzed more than 90 brands encompassing nearly 800 individual products. 

DCA selected children’s clothing stores that are national chains with multiple New York City locations. 
Children’s toy stores included in the study are top national chain retailers with New York City locations.23 
There are five children’s clothing stores in this study, and three stores from which toys and accessories 
were analyzed. 

Similarly, DCA used industry analytics to identify top-grossing, national chain retailers in the high-end, 
low-end, and median price ranges with New York City store locations.24 25 Clothing stores were limited to 
those that carry their own name brands. Two exceptions to this were the inclusion of  Kmart and Target, 
though only their stores’ own brands of  clothing were analyzed. In total, 15 clothing stores were evaluated.

DCA selected personal care product retailers based on the market and geographic dominance of  the three 
major chain drugstores in New York City: Walgreens/Duane Reade, CVS, and Rite Aid. 

Senior/home health care product retailers included the same three major New York City drugstores as in 
the personal care products category, as well as the two major big-box stores included throughout this report, 
Kmart and Target. DCA evaluated products from five stores.

Product Selection

Analogous men’s and women’s products were selected. DCA chose items that were closest in branding, 
ingredients, appearance, textile, construction, and/or marketing to minimize differences stemming from 
gendered marketing and design.

Toys and Accessories
Toys and accessories were found to have inherent differences based on their gender marketing. A recent study 
determined that toys and children’s products have become more differentiated based on gender than they 
were 50 years ago “when gender discrimination and sexism were the norm.”26 27    

23 http://www.forbes.com/sites/prospernow/2011/12/20/battle-grounds-among-toy-retailers-breaking-down-the-consumer-demographics/
24 http://www.businessinsider.com/the-10-biggest-apparel-companies-in-the-us-2015-7
25 https://www.chainstoreguide.com/static_content/pdf/Apparel_Top_100.pdf
26 http://www.theatlantic.com/business/archive/2014/12/toys and accessories-are-more-divided-by-gender-now-than-they-were-50-years-ago/383556/
27 http://www.nytimes.com/2015/10/31/upshot/boys-and-girls-constrained-by-toys and accessories-and-costumes.html?rref=upshot&_r=0

http://www.forbes.com/sites/prospernow/2011/12/20/battle-grounds-among-toy-retailers-breaking-down-the-consumer-demographics/
http://www.businessinsider.com/the-10-biggest-apparel-companies-in-the-us-2015-7
https://www.chainstoreguide.com/static_content/pdf/Apparel_Top_100.pdf
http://www.theatlantic.com/business/archive/2014/12/toys and accessories-are-more-divided-by-gender-now-than-they-were-50-years-ago/383556/
http://www.nytimes.com/2015/10/31/upshot/boys-and-girls-constrained-by-toys and accessories-and-costumes.html?rref=upshot&_r=0
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In order to minimize these differences, DCA selected gender-neutral toy categories, which had equivalent 
numbers of  products offered to boys and girls: bikes and scooters, general toys, backpacks, helmets and 
pads, preschool toys, and arts and crafts. Within the category “general toys,” DCA compared products from 
the “girls” and “boys” sections of  the same brand. The products DCA chose for comparison had the most 
similar number of  individual parts, packaging, or description within the same brand.

Adult and Children’s Clothing
DCA selected categories of  clothing that are staples in an average consumer’s wardrobe: a mixture of  
casual clothing, work clothing, and necessary garments, such as socks and underwear. DCA analyzed seven 
categories of  clothing: dress pants, dress shirts, jeans, casual shirts, sweaters, socks, and underwear. Individual 
articles of  clothing were limited to those for which there were clear male and female versions of  the same 
item on retailers’ websites. In order to minimize differences in construction and fabric used, which could 
impact cost, DCA made every effort to find nearly identical articles of  clothing. Otherwise, DCA compared 
similarly named products offered in analogous women’s and men’s sections (e.g., a women’s “1969 Perfect 
Boot Jeans” and a men’s “1969 Boot Fit Jeans,” both found in the “jeans” section).  

The Agency selected children’s clothing items in a similar fashion to adult clothing items, and drew from what 
was available and comparable on retailers’ websites. Included in this report are baby pants, baby shirts, baby 
shoes, baby sweaters, children’s jeans, children’s shirts, children’s underwear, baby onesies, and toddler shoes.

Personal Care Products
DCA chose personal care items that are staple hygiene products used by both genders: body wash, deodorant, 
shampoo and conditioner (summarized as “hair care”), lotion, razors, razor cartridges, and shaving cream.  
Personal care brands were chosen based on an industry analysis of  the top-grossing brands that were also 
available in the three major New York City drugstores.28 DCA also included private-label or “generic” brands 
from these drugstores. All efforts were made to find equivalent products, by looking at factors such as the 
number of  blades in a men’s or a women’s razor, or the description or name of  a body wash. In some cases, 
men’s products were clearly marked as intended for men, while products included in this study as women’s 
products could be considered “unisex,” because the label did not specifically indicate a gender.

Products’ gender marketing is notable in the context of  how products are displayed and separated in the 
drugstore aisle. See Figure 10. The products targeted to men are in dark-colored, boxy bottles that are 
explicitly marked “for men.” The products targeted to women, while they may not explicitly include the 
word “women” on the packaging, have marketing that seems geared to female consumers: they are packaged 
in light-colored, curvy bottles. The text on these bottles often includes the word “beauty” or claims of  
improving appearances, while the text on bottles marketed toward men often emphasize efficiency and the 
strength of  the product. Regardless of  whether certain products are officially targeted to women, the price of  
men’s personal care products is clearly gender-based. 

28 http://www.statista.com/statistics/273236/brand-value-of-the-leading-personal-care-brands-worldwide/ 

http://www.statista.com/statistics/273236/brand-value-of-the-leading-personal-care-brands-worldwide/ 
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Senior/Home Health Care Products
To select senior/home health care products, DCA identified the categories on drugstores’ websites with clear 
male/female versions: adult incontinence products; canes; compression socks; digestive health products, 
consisting of  laxatives and probiotic supplements; personal urinals; and supports and braces.

There were a limited number of  these products, as many have unisex labeling. However, when there were 
male and female versions of  products, it was very clearly marked, and these products were often as identical 
as two products could be in terms of  ingredients, function, or construction.

Price Comparisons

In order to analyze the pricing of  products, the Agency examined individual products side by side, and then 
incorporated the prices into an average price for the larger category. For example, DCA selected comparable 
pairs of  women’s and men’s jeans and recorded their prices. DCA then found the individual sums of  all men’s 
and all women’s jeans and divided the sums by the number of  individual items to derive the average cost for a 
pair of  jeans.  

•	 Sum of  cost of  25 pairs of  women’s jeans ÷ 25 = average cost for a pair of  women’s jeans

For some products sold in packages of  multiple items, such as socks and underwear, DCA recorded the unit 
price in order to more accurately compare products’ prices and value. For personal care products, the amount 
of  product in items was often unequal, while the price may have been identical. DCA recorded the per-unit 
price, and made every effort to find similarly sized products, so as not to compare unit pricing of  large-size 
products and small-size products. As such, price comparisons were made on a unit basis.

Figure 10: Example, Product Display29

29 Photograph taken in Walgreens/Duane Reade on 10/22/2015.
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The prices recorded for the study data were always the full price, regardless of  any sale or discount the 
retailer offered.30  

Price Analyses

DCA analyzed price differentials using several different methods. In all categories, DCA derived the average 
price for an item, then found the percent difference between the average total men’s cost and women’s cost. 

In order to control for the possibility of  an outlier skewing the data in any direction, the Agency also found 
the median prices for each product type in all categories. DCA found that the prices mirrored the findings of  
the average price analyses, but DCA relied on the average prices, as they most accurately captured the pricing 
patterns in the data.

In the adult clothing, children’s clothing, and toys and accessories industries, DCA further analyzed costs by 
finding an average price of  the high-end and low-end price ranges. To obtain the high-end price range, DCA 
averaged the prices for all products above the median price. The low-end price range was the average of  
prices for all products below the median price. This revealed trends of  price discrepancy by gender based on 
how much a product cost.

In order to determine the frequency at which women’s products cost more than men’s products, DCA found 
the price difference for each individual product comparison. DCA then analyzed the incidence of  a higher 
price for women’s products, a higher price for men’s products, and equal prices.  

Limitations

Men’s and women’s products are rarely identical, making exact comparisons difficult. To minimize 
differences between men’s and women’s items, the Agency chose products based on those that were closest 
in construction, ingredients, textile, appearance, description, and/or marketing. The products in this study 
are those that are currently available in the marketplace and, as such, accurately reflect what is available for 
consumers of  both genders.

30 Prices may have changed online since the initial recording, but DCA recorded the date of  the price capture. Similarly, the product offerings have 
   changed since the beginning of  the study, which DCA began in July 2015 and concluded in October 2015. Retailers added warmer clothing articles  
   to their websites, and other seasonal adjustments may have been made. 
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III. Main Findings
Toys and Accessories

Overview
DCA included six product categories—bikes and scooters, general toys, backpacks, preschool toys, helmets 
and pads, and arts and crafts. In total, 106 individual products were included in the analysis. 

Price Analysis 
On average, children’s toys and accessories cost girls 7 percent more than boys. In total, one of  each 
average item cost girls $222.43, and cost boys $207.51, a difference of  $14.92. On average, the largest price 
discrepancy was in helmets and pads, costing girls nearly 13 percent more, with an average difference of  $2.90 
per product. The most equally priced category was backpacks, costing girls 0.8 percent more on average, or 
$0.20. As described in the study methodology section, it was difficult to compare some types of  products 
within categories such as general toys and accessories, because girls’ and boys’ toys are inherently created 
differently, with different types of  functions intended. However, when it was possible, DCA compared from 
the same brand in equivalent product lines, or toys and accessories with equivalent numbers of  parts and 
similar functions. 

Table 7: Average Price, Toys and Accessories

Product Number of 
Products*

Girls’
Average

Boys’ 
Average

Price 
Difference

Percent 
Difference

Bikes and Scooters 22 $86.72 $81.90 $4.82 6%

General Toys 20 $29.49 $26.49 $3.00 11%

Backpacks 20 $25.99 $25.79 $0.20 0.8%

Preschool Toys 14 $21.65 $19.85 $1.80 9%

Helmets and Pads 20 $25.79 $22.89 $2.90 13%

Arts and Crafts 10 $32.79 $30.59 $2.20 7%

Total 106 $222.43 $207.51 $14.92 7%

*Each gender has an equal split of the total number of products in this column.
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DCA analyzed the high and low price ranges for toys in addition to the average. Unlike adult clothing and 
children’s clothing, however, these ranges are not necessarily representative of  the same products at multiple 
price points, such as a shirt from multiple stores. Rather, these price ranges are reflective of  different kinds 
of  products within some categories. The general toys category ranges in product type from dolls to remote 
control cars, and so different price points are reflective of  the variety of  toys, rather than a single type of  toy.

Toys in the higher price range in this study cost girls nearly 7 percent more on average. The total cost of  
one of  each average higher-priced item from all toy categories was $342.51 for girls and $320.97 for boys, 
a difference of  $21.54. In the lower price range, one of  each lower-priced item cost girls more—a total of  
$121.04 for girls, and a total of  $107.34 for boys, a difference of  $13.70, or nearly 13 percent.

Products Number of 
Products

Girls’
High Range

Boys’
High Range

Price 
Difference

Percent 
Difference

Bikes and 
Scooters

22 $141.99 $137.99 $4.00 3%

General Toys 20 $42.59 $38.99 $3.60 9%

Backpacks 20 $33.79 $34.19 ($0.40) 1%

Preschool Toys 14 $29.99 $25.32 $4.67 18%

Helmets and Pads 20 $32.66 $26.99 $5.67 21%

Arts and Crafts 10 $61.49 $57.49 $4.00 7%

Total 106 $342.51 $320.97 $21.54 7%

Table 8: High Price Range, Toys and Accessories

Products Number of 
Products

Girls’
Low Range

Boys’
Low Range

Price 
Difference

Percent 
Difference

Bikes and 
Scooters

22 $38.79 $33.19 $5.60 17%

General Toys 20 $16.39 $13.99 $2.40 17%

Backpacks 20 $18.19 $17.39 $0.80 5%

Preschool Toys 14 $17.19 $14.99 $2.20 15%

Helmets and Pads 20 $19.99 $18.79 $1.20 6%

Arts and Crafts 10 $10.49 $8.99 $1.50 17%

Total 106 $121.04 $107.34 $13.70 13%

Table 9: Low Price Range, Toys and Accessories
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Figure 11: Example, Bikes and Scooters

Toys and Accessories Number of Times Incidence

Women pay more 29 55%

Equal 20 38%

Men pay more 4 8%

Total 53 100%

Note: Numbers reflect rounding.

Table 10: Frequency Chart, Toys and Accessories

Girls’ toys cost more 55 percent of  the time, the second-highest disparity rate of  the five industries studied. 
Boys’ toys cost more 8 percent of  the time, and the price was equal 38 percent of  the time.
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Figure 12: Example, Helmets and Pads

Children’s Clothing

Overview
The Agency analyzed nine types of  children’s clothing: children’s shirts, children’s jeans, baby pants, onesies, 
baby sweaters, baby shirts, baby shoes, children’s underwear, and toddler shoes. In total, 168 individual articles 
of  apparel were included in the analysis, with 20 items for each type, except toddler shoes, for which DCA 
analyzed eight pairs. 

31 Photograph taken in Babies “R” Us on 07/02/2015. 

Figure 13: Example, Product Display31
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Price Analysis
Of  all five industries included in this study, the children’s clothing industry had the least discrepancies in 
pricing between genders. On average, girls’ clothing cost 4 percent more than boys’. In total, girls were 
charged $184.35 for one of  each average item, and boys $177.23, an average difference of  $7.12. On average, 
children’s shirts had the largest price discrepancy, with girls being charged 13 percent more, and an average 
difference of  $1.87 per shirt. The remaining categories had average differences in the single-digit percentages, 
with the average price difference under two dollars. 

Products Number of 
Products*

Girls’
Average

Boys’ 
Average

Price 
Difference

Percent 
Difference

Children’s Shirts 20 $15.82 $13.95 $1.87 13%

Children’s Jeans 20 $24.63 $22.83 $1.80 8%

Baby Pants 20 $18.33 $16.77 $1.56 9%

Onesies 20 $20.91 $20.07 $0.84 4%

Baby Sweaters 20 $24.87 $23.39 $1.48 6%

Baby Shirts 20 $12.58 $12.38 $0.20 2%

Baby Shoes 20 $20.69 $20.07 $0.62 3%

Children’s Underwear 20 $17.67 $18.17 ($0.50) 3%

Toddler Shoes 8 $28.85 $29.60 ($0.75) 3%

Total 168 $184.35 $177.23 $7.12 4%

*Each gender has an equal split of the total number of products in this column.

Pricing of  girls’ and boys’ clothing was relatively equal throughout, with entire categories, such as all sweaters, 
sold at the same price within a retailer. Pricing patterns for the high-end and low-end price ranges mirrored 
patterns in adult clothing with gendered pricing differences greater for more expensive clothing. The overall 
discrepancy was larger for girls’ higher-priced children’s clothing, and smaller, but still existent, for lower-
priced children’s clothing. On average, girls’ clothing cost 5 percent more for higher-priced clothes. In total, 
children’s clothing cost girls $240.61 for one of  each average higher-priced item, and cost boys $229.55, a 
difference of  $11.06. In the lower-priced range, children’s clothing cost girls 2 percent more than boys. In 
total, children’s clothing cost girls $127.52 for one of  each average lower-priced item, and cost boys $124.91, 
a difference of  $2.61.

Table 11: Average Price, Children’s Clothing
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Products Number of 
Products

Girls’
High Range

Boys’
High Range

Price 
Difference

Percent 
Difference

Children’s Shirts 20 $19.71 $17.16 $2.55 15%

Children’s Jeans 20 $32.96 $29.46 $3.50 12%

Baby Pants 20 $25.56 $22.55 $3.01 13%

Onesies 20 $29.35 $28.35 $1.00 4%

Baby Sweaters 20 $30.56 $30.36 $0.20 1%

Baby Shirts 20 $17.56 $17.16 $0.40 2%

Baby Shoes 20 $26.56 $25.56 $1.00 4%

Children’s Underwear 20 $23.37 $23.97 ($0.60) 3%

Toddler Shoes 8 $34.98 $34.98 -- 0%

Total 168 $240.61 $229.55 $11.06 5%

Table 12: High Price Range, Children’s Clothing

Products Number of 
Products

Girls’
Low Range

Boys’
Low Range

Price 
Difference

Percent 
Difference

Children’s Shirts 20 $11.36 $10.74 $0.62 6%

Children’s Jeans 20 $16.30 $16.20 $0.10 1%

Baby Pants 20 $11.09 $10.98 $0.11 1%

Onesies 20 $12.47 $11.79 $0.68 6%

Baby Sweaters 20 $19.18 $16.42 $2.76 17%

Baby Shirts 20 $7.60 $7.60 -- 0%

Baby Shoes 20 $14.82 $14.58 $0.24 2%

Children’s Underwear 20 $11.97 $12.37 ($0.40) 3%

Toddler Shoes 8 $22.73 $24.23 ($1.50) 7%

Total 168 $127.52 $124.91 $2.61 2%

Table 13: Low Price Range, Children’s Clothing
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Children’s Clothing Number of Times Incidence

Women pay more 22 26%

Equal 56 67%

Men pay more 6 7%

Total 84 100%

Table 14: Frequency Chart, Children’s Clothing

Similar to the finding that the disparities were smallest across children’s clothing, DCA also found that 
children’s clothing had the lowest rate of  disparities. The prices for girls’ and boys’ clothing were equal 67 
percent of  the time, the highest incidence of  equal prices throughout the study. Girls’ clothing cost more 26 
percent of  the time, and boys’ clothing cost more 7 percent of  the time.

32 Retrieved from http://www.carters.com/carters-kid-girl-bottoms-jeans/V_278G059.html?dwvar_V__278G059_size=4&dwvar_V__278G059_col
   or=Color and http://www.carters.com/carters-kid-boy-bottoms/VC_268G044.html?dwvar_VC__268G044_size=4&dwvar_VC__268G044_col
   or=Blue on 11/18/2015. 

Figure 14: Example, Children’s Jeans32

Boys’ and girls’ clothing was relatively similar in appearance and construction. However, DCA found one 
notable difference in children’s shirts. Nearly every shirt available for girls, from almost every retailer, had 
additional trimmings, such as bows, glitter, shirring, or 3-D elements. By comparison, available boys’ shirts 
were generally plain shirts with printed designs and rarely had additional trimmings. Additional trimmings 
require additional manufacturing costs and could contribute to a higher retail price. Given the fact that nearly 
all girls’ shirts had these extra design elements, it would be challenging for female consumers to buy equally 
priced shirts for boys and girls, simply due to what is available for each gender.

http://www.carters.com/carters-kid-girl-bottoms-jeans/V_278G059.html?dwvar_V__278G059_size=4&dwvar_V__278G059_color=Color
http://www.carters.com/carters-kid-girl-bottoms-jeans/V_278G059.html?dwvar_V__278G059_size=4&dwvar_V__278G059_color=Color
http://www.carters.com/carters-kid-girl-bottoms-jeans/V_278G059.html?dwvar_V__278G059_size=4&dwvar_V__278G059_color=Color
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Adult Clothing

Overview
DCA analyzed seven types of  clothing: dress pants, dress shirts, sweaters, jeans, shirts, socks, and underwear. 
In total, 292 individual articles of  clothing were included in the analysis, with at least 40 items for each type 
of  clothing.

Price Analysis 
On average, women’s clothing cost nearly 8 percent more than men’s. In total, one of  each average item cost 
women $307.38 and cost men $285.85, a difference of  $21.53. On average, the largest price discrepancy was in 
shirts, costing women nearly 15 percent more, with an average difference of  $3.72 per shirt. Dress shirts came 
a close second, costing women nearly 13 percent more, with an average difference of  $6.65 per shirt. Men’s 
clothing cost more in only one category, underwear, at an average difference of  nearly 29 percent or $2.44. 

Figure 15: Example, Children’s Shirts

Table 15: Average Price, Adult Clothing

Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Dress Pants 40 $75.66 $71.71 $3.95 6%

Dress Shirts 40 $58.11 $51.46 $6.65 13%

Sweaters 42 $63.19 $59.45 $3.74 6%

Jeans 50 $62.75 $57.09 $5.66 10%

Shirts 40 $29.23 $25.51 $3.72 15%

Socks 40 $9.98 $9.73 $0.25 3%

Underwear 40 $8.46 $10.90 ($2.44) 29%

Total 292 $307.38 $285.85 $21.53 8%

*Each gender has an equal split of the total number of products in this column.
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Products Number of 
Products

Womens’
High Range

Mens’
High Range

Price 
Difference

Percent 
Difference

Dress Pants 40 $113.94 $103.69 $10.25 10%

Dress Shirts 40 $85.94 $68.39 $17.55 26%

Sweaters 42 $93.94 $85.64 $8.30 10%

Jeans 50 $83.20 $74.12 $9.08 12%

Shirts 40 $42.30 $33.94 $8.36 25%

Socks 40 $12.31 $12.14 $0.17 1%

Underwear 40 $10.88 $13.29 $2.41 22%

Total 292 $442.51 $391.21 $51.30 13%

Products Number of 
Products

Womens’
Low Range

Mens’
Low Range

Price 
Difference

Percent 
Difference

Dress Pants 40 $37.38 $39.72 ($2.34) 6%

Dress Shirts 40 $32.08 $34.52 ($2.44) 8%

Sweaters 42 $32.86 $34.41 ($1.55) 5%

Jeans 50 $41.55 $39.28 $2.27 6%

Shirts 40 $18.03 $17.08 $0.95 6%

Socks 40 $7.64 $7.32 $0.32 4%

Underwear 40 $6.13 $8.50 ($2.37) 39%

Total 292 $175.67 $180.83 $5.16 3%

Table 16: High Price Range, Adult Clothing

Table 17: Low Price Range, Adult Clothing

The Agency’s examination of  the high and low price ranges showed a trend of  clothing costing women 
more than men for higher-priced clothing, and costing men slightly more on lower-priced clothing. In the 
high price range, clothing cost women an average of  13 percent more than men. The total cost of  one of  
each high price range item was $442.51 for women and $391.21 for men, a difference of  $51.30. The largest 
discrepancy was in dress shirts, costing women 26 percent or $17.55 more on average. Shirts came a close 
second, costing women 25 percent or $8.36 more on average. Underwear cost more for men, at 22 percent or 
$2.41 more on average. In the low price range, men’s clothing cost 3 percent more than women’s. The total 
cost of  one of  each low price range item was $175.67 for women and $180.83 for men, a difference of  $5.16. 
The discrepancies were all in the low single-digit percent range, and equally split in terms of  which gender’s 
clothing cost more. The only exception was underwear, costing men 39 percent or $2.37 more.
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Adult Clothing Number of Times Incidence

Women pay more 59 40%

Equal 40 27%

Men pay more 47 32%

Total 146 100%

Note: Numbers reflect rounding.

Table 18: Frequency Chart, Adult Clothing

DCA found that women’s clothing cost more 40 percent of  the time. Men’s clothing prices were higher 32 
percent of  the time, and the prices were equal for both genders 27 percent of  the time.

 33 DCA spoke with experts in the fields of  clothing textiles, fashion merchandising, and customs duties to gain insight into retailers’ pricing considerations. 
   See footnotes below.
34 Telephone interview with Professor Ingrid Johnson, Acting Associate Chairperson for the Home Products Development Department, Fashion Institute 
   of  Technology (FIT). October 8, 2015.
35 Regarding the trend of  men’s underwear costing more across all price ranges, the expert agreed that men were still likely paying less for their underwear 
   than would be expected, given the extensive construction involved, as well as the use of  expensive fabrics such as spandex. Even when men pay more, the 
   expert agreed, they are still paying less.
36 Telephone interview with Professor Robin Litwinsky, Chairperson of  the Fashion Business Management Department, Fashion Institute of  Technology 
   (FIT). October 15, 2015.

Pricing Considerations33  
Women’s and men’s clothing are constructed differently, resulting in different manufacturing costs. Textiles 
are a main driver of  differences in production costs, with women’s clothing tending to be made with a more 
costly blend of  fabrics and men’s clothing, more often, being made with one type of  fabric. Other pricing 
factors are the number of  styles available: an offering of  regular, tall, and petite styles for a single product will 
result in a higher manufacturing cost. Similarly, how an item is cut—men tend to have straight-cut clothing, 
whereas women’s cuts are curvier—may result in more fabric waste.34 35 However, according to experts at the 
Fashion Institute of  Technology (FIT), these costs are not necessarily commensurate with the retail-price 
differences identified in this study, as the manufacturing cost of  an article of  clothing is a small fraction of  
the ultimate retail price.

Retail prices are set by the retailer, not the manufacturer, and every company has its own predetermined 
markup formula for its clothing. Experts suggest that an average difference of  $5.66 between a pair of  
women’s and men’s jeans, for example, has nearly no relationship to the production costs. Rather, price 
differences are due to business considerations, and because women are generally willing to pay higher prices 
for their clothing than men, they often are charged more.36
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A majority of  clothing sold in the United States is imported from manufacturers abroad, which means 
another price consideration in the supply chain is import taxes. Import taxes (or tariffs) on clothing, leather 
goods, and shoes are set by Congress, and are explicitly based on gender. These tariffs are reflective of  the 
market for imported goods; the more a good is imported, the higher the tariff. For example, women’s silk 
shirts have higher taxes than men’s silk shirts, whereas men’s wool suits have higher taxes than women’s wool 
suits because of  the relative demand for each. Overall, women’s goods generate more in import taxes than 
men’s goods.37 

These import tax costs are passed on from the manufacturer to the retailer, and eventually to the consumer. 
However, the tariff  structure does not always translate into the expected gender pricing disparity at the 
retailer. For example, denim jeans are taxed at the same rate for men and women, but DCA found that 
women’s jeans cost 10 percent more on average than men’s jeans. Similarly, men’s imported cotton shirts are 
taxed 4 percent higher than women’s cotton shirts, yet the Agency’s investigation revealed that dress shirts, 
which were usually made from cotton, cost women nearly 13 percent more than men.38 

Men’s Shirt, $48

Women’s Shirt, $78

Figure 16: Example, Dress Shirts39

37 In total, customs duties generate roughly $40 billion for the U.S. government annually. In the aggregate, women’s goods generate more in customs 
   duties than men’s goods, and if  the import tax rates were assessed equally for both genders for all products, the government would collect $300 
   million less in import taxes annually.
38 Telephone interview with Michael Cone, a New York City trade lawyer, July 1, 2015.
39 Retrieved from  http://www.levi.com/US/en_US/womens-clothing-tops/p/193920000?abTest=true and http://www.levi.com/US/en_US/mens-
   clothing-shirts/p/195860001?abTest=true on 10/02/2015.

http://www.levi.com/US/en_US/mens-clothing-shirts/p/195860001?abTest=true
http://www.levi.com/US/en_US/mens-clothing-shirts/p/195860001?abTest=true
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Figure 17: Example, Jeans

Men’s Jeans, $68

Women’s Jeans, $88

Figure 18: Example, Shirts
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Personal Care Products

Overview
DCA analyzed seven types of  personal care products: shampoo and conditioner (summarized as “hair care”), 
razor cartridges, razors, lotion, deodorant, body wash, and shaving cream. In total, 122 individual products 
were included in the analysis, with about 20 items found for almost every category.

Price Analysis
On average, personal care products cost women 13 percent more than men. In total, one of  each average 
item cost women $57.18, and cost men $50.75, a difference of  $6.43. On average, the largest price 
discrepancy was in hair care; products cost women nearly 48 percent more, with an average difference of  
$2.71 per set of  shampoo and conditioner. Usually, men’s shampoos and conditioners are sold as a 2-in-1 
bottle, and so to achieve the same effect without buying a bottle marked explicitly as “for men,” women 
would be required to purchase both a bottle of  shampoo and a bottle of  conditioner. Razor cartridges also 
cost significantly more for women than men, at nearly 11 percent, or $1.69. One category, shaving cream, cost 
more for men, at an average difference of  4 percent, or $0.16.40

Table 18: Average Price, Personal Care Products

Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Shampoo and
Conditioner (Hair Care)

16 $8.39 $5.68 $2.71 48%

Razor Cartridges 18 $17.30 $15.61 $1.69 11%

Razors 20 $8.90 $7.99 $0.91 11%

Lotion 10 $8.25 $7.43 $0.82 11%

Deodorant 20 $4.91 $4.75 $0.16 3%

Body Wash 18 $5.70 $5.40 $0.30 6%

Shaving Cream 20 $3.73 $3.89 ($0.16) 4%

Total 122 $57.18 $50.75 $6.43 13%

*Each gender has an equal split of the total number of products in this column.

40 Because only drugstore brands of  personal care products were included in this study, rather than higher-end salon products or cheaper, bulk-size 
   products,  all products came within the same price range. There was not enough variety in cost to analyze high-range or low-range prices.

The price differences between products were often due to differing quantities sold to men and women. For 
example, deodorant was often sold to men in quantities of  2.7-ounce sticks, and women were often sold 
quantities of  2.6-ounce sticks at the same price. Similarly, men save at the register by requiring fewer products 
for the same advertised claims. For example, body washes are often sold “for men” with claims of  doing 
double (or triple) duty as a shampoo and/or conditioner.
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Often, men’s and women’s products will have the same features, but the women’s version will cost more. For 
example, women’s razors and razor cartridges cost more, and usually have prominent claims of  moisturizing 
strips or features for sensitive skin. However, it is also often the case that men’s razors and cartridges have 
aloe moisturizing strips or are marketed as intended for sensitive skin.

In addition to having the largest average disparities, personal care products had the highest rate of  disparities 
of  all five industries. Women’s personal care products cost more 56 percent of  the time. The price was equal 
31 percent of  the time, and men’s products cost more 13 percent of  the time.

Table 19: Frequency Chart, Personal Care Products

Personal Care Number of Times Incidence

Women pay more 34 56%

Equal 19 31%

Men pay more 8 13%

Total 61 100%

Pricing Considerations 
Personal care products are complex mixtures of  many synthetic ingredients. While men’s and women’s 
products often do not have identical ingredients, according to experts, these differences are not a major 
driver of  the cost discrepancies. Ingredients and manufacturing costs are factors that affect the ultimate retail 
price of  a personal care product, but the major cost consideration that consumers pay for is the research and 
development that go into product creation.41 42 It appears that female consumers absorb more of  these costs 
than male consumers, rather than the costs being distributed equally.

41 Telephone interview of  Dr. Gary Kelm, Ph.D., an expert in personal care product formulation at Procter & Gamble for over 35 years. 
   October 19, 2015.
42 According to Dr. Kelm, women may also pay a premium for “conceptual” or “label” ingredients, which are ingredients generally added at levels 
   lower than 1 percent. These ingredients yield no significant benefit to the consumer, but legally enable a brand to advertise the use of  that 
   ingredient and the potential benefits it could confer. Examples include natural extracts and botanical ingredients, which are frequently used in 
   women’s products.
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43 Retrieved from http://www.cvs.com/shop/personal-care/shaving/women-s-disposable-razors/cvs-3-blade-disposable-razors-for-sensitive-skin-
   skuid-955865 and http://www.cvs.com/shop/personal-care/shaving/men-s-disposable-razors/cvs-3-blade-disposable-razors-for-sensitive-skin-
   skuid-919507 on 10/16/2015. 

Figure 19: Example, Razors43

Figure 20: Example, Razor Cartridges

http://www.cvs.com/shop/
http://www.cvs.com/shop/
http://www.cvs.com/shop/
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44 Retrieved from http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-
   clean-skuid-538454 and http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-men-ultra-dry-anti-perspirant-deodorant-invisible-
   stick-sport-skuid-282712 on 10/16/2015.
45 Similar to personal care products, there was neither a wide enough range of  prices nor products for analysis of  high-end or low-end prices. An 
   analysis of  price ranges is useful to accurately reflect variety in products and pricing when the catch-all category, such as “sweaters” or “shirts,” has 
   a wider range than “shampoo” or “compression socks.” 

Figure 21: Example, Deodorant44

Senior/Home Health Care Products

Overview
The Agency analyzed six types of  home health care products: supports and braces; canes; compression 
socks; adult incontinence products; personal urinals; and digestive health products, consisting of  laxatives and 
probiotic supplements. In total, 106 individual products were analyzed.

Price Analysis
On average, women’s home health care products cost 8 percent more than men’s. In total, one of  each 
average item cost women $140.46, and cost men $130.08, a difference of  $10.38.45

http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
http://www.cvs.com/shop/personal-care/deodorant/sticks-solids/degree-women-anti-perspirant-deodorant-invisible-solid-shower-clean-skuid-538454
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Products Number of 
Products*

Women’s
Average

Men’s 
Average

Price 
Difference

Percent 
Difference

Supports and Braces 22 $37.17 $32.43 $4.74 15%

Canes 6 $21.99 $19.66 $2.33 12%

Compression Socks 24 $27.86 $26.77 $1.09 4%

Adult Diapers 22 $32.71 $32.06 $0.65 2%

Personal Urinals 12 $11.32 $9.32 $2.00 21%

Digestive Health 20 $9.41 $9.84 ($0.43) 5%

Total 106 $140.46 $130.08 $10.38 8%

*Each gender has an equal split of the total number of products in this column.

Senior Products Number of Times Incidence

Women pay more 24 45%

Equal 22 42%

Men pay more 7 13%

Total 53 100%

Table 21: Frequency Chart, Senior/Home Health Care Products

DCA found that women’s senior/home health care products cost more 45 percent of  the time. The rate at 
which the prices were equal was the second-highest in this study, at 42 percent of  the time. Men’s products 
cost more 13 percent of  the time.  

Table 20: Average Price, Senior/Home Health Care Products

On average, the largest price discrepancy was found in personal urinals; women were charged 21 percent 
more, with an average difference of  $2.00 more per urinal. The average price difference for supports and 
braces was nearly 15 percent more for women than for men, and the average difference in dollars and cents 
for these often-identical products was $4.74. Often, the packaging for a men’s and women’s version of  a 
brace was completely identical, with the only difference being the word “men’s” or “women’s.” Additionally, 
it appeared that some braces actually used less fabric for the women’s version, but cost more. Men’s 
products cost more in one category, digestive health supplements, at an average difference of  5 percent, or 
$0.43. However, in this category, women often received a gender discount, similar to the gender discount 
men receive on hair care products. The two options for laxative products DCA found for this study were 
“women’s,” generally in pink packaging, or unisex, with no explicit gender designation.
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Figure 22: Example, Supports and Braces

Figure 23: Example, Compression Socks46

46 Retrieved from http://www.walgreens.com/store/c/futuro-revitalizing-trouser-socks-for-women-moderate-medium/ID=prod6042021-product and 
   http://www.walgreens.com/store/c/futuro-revitalizing-dress-socks-for-men-model-71038en-medium/ID=prod6182788-product on 10/16/2015. 

http://www.walgreens.com/store/c/futuro-revitalizing-trouser-socks-for-women-moderate-medium/ID=prod6042021-product
http://www.walgreens.com/store/c/futuro-revitalizing-trouser-socks-for-women-moderate-medium/ID=prod6042021-product
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Figure 24: Example, Adult Diapers
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IV. Conclusion
Across her lifetime, a female consumer faces different degrees of  markups. Babies’ and children’s products 
had the least pricing discrepancies, adult personal care products the most, and adult clothing and senior 
products were in the middle, at roughly equivalent pricing discrepancies by percent. This is notable, given the 
“adult” stage of  a consumer’s life is longer than any other lifecycle stage. Additionally, the frequency at which 
adults consume personal care products is higher than any other category of  the consumer goods analyzed 
in this study.47 48 In the aggregate, over the course of  a female consumer’s lifetime, these discrepancies would 
have a much larger financial impact, given that, on average, personal care products cost 13 percent more for 
women than men. 

DCA found, on average, that women pay approximately 7 percent more than men for similar products. 
Products’ price differences based on gender are largely inescapable for female consumers simply due to the 
product offerings available in the market. 

DCA encourages consumers to join DCA’s social media campaign to address this issue by tweeting examples 
of  gender pricing and fair pricing with #genderpricing.

47 http://www.statista.com/markets/415/consumer-goods-fmcg/ 
48 http://www.statista.com/statistics/260963/leading-fmcg-companies-worldwide-based-on-sales/ 

http://www.statista.com/markets/415/consumer-goods-fmcg/ 
http://www.statista.com/statistics/260963/leading-fmcg-companies-worldwide-based-on-sales/
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V. Appendix
Products Analyzed in This Study

Children's Clothing

Store Item Type Name (on Website) Gender Price

Carter's Baby Jeans 5-Pocket Embellished Skinny Jeans F  $28.00 

Carter's Baby Jeans 5-Pocket Skinny Jeans M  $14.40 

Carter's Baby Jeans Printed French Terry Pants F  $8.00 

Carter's Baby Jeans French Terry Pants M  $8.00 

Carter's Baby Shirts Printed Tee F  $5.00 

Carter's Baby Shirts Excavator Tee M  $5.00 

Carter's Baby Shirts Ballet Tee F  $8.00 

Carter's Baby Shirts Speed Of Lightning Tee M  $8.00 

Carter's Baby Shoes Carter's Sparkle High Tops F  $15.00 

Carter's Baby Shoes Carter's High Top Crib Shoes M  $15.00 

Carter's Baby Shoes Glitter Crib Riding Boots F  $13.20 

Carter's Baby Shoes Crib Boots M  $12.00 

Carter's Baby Sweaters French Terry Cardigan F  $12.00 

Carter's Baby Sweaters French Terry Cardigan M  $12.00 

Carter's Baby Sweaters Half-Zip Fleece Pullover F  $22.00 

Carter's Baby Sweaters Half-Zip Fleece Pullover M  $13.20 

Carter's Children's Jeans 5-Pocket Embellished Skinny Jeans F  $32.00 

Carter's Children's Jeans 5-Pocket Jeans M  $18.00 

Carter's Children's Jeans Stretch Corduroy Pants F  $22.50 

Carter's Children's Jeans 5-Pocket Corduroy Pants M  $22.50 
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Carter's Children's Shirts Tutu Tee F  $13.50 

Carter's Children's Shirts Football Tee M  $10.80 

Carter's Children's Shirts Winter Friends Tee F  $20.00 

Carter's Children's Shirts Winter Bear Tee M  $20.00 

Carter's
Children's 
Underwear

3-Pack Stretch Cotton Panties F  $9.00 

Carter's
Children's 
Underwear

3-Pack Cotton Briefs M  $9.00 

Carter's
Children's 
Underwear

7-Pack Stretch Cotton Panties F  $18.00 

Carter's
Children's 
Underwear

7-Pack Cotton Briefs M  $18.00 

Carter's Onesie Denim Jumpsuit F  $14.40 

Carter's Onesie Ripstop Shortalls M  $11.99 

Carter's Onesie Striped Romper F  $9.99 

Carter's Onesie Cotton Plaid Romper M  $8.99 

Carter's Toddler Shoes Carter's Casual Shoes F  $25.50 

Carter's Toddler Shoes Carter's Casual Shoes M  $25.50 

Gap Baby Jeans Pull-On Skinny Jeans F  $24.95 

Gap Baby Jeans Pull-On Slim Jeans M  $24.95 

Gap Baby Jeans Indigo Pull-On Jeans F  $24.95 

Gap Baby Jeans Lined Pull-On Original Fit Jeans M  $24.95 

Gap Baby Shirts Lace Top F  $19.95 

Gap Baby Shirts Patch Rugby Top M  $19.95 

Gap Baby Shirts Printed Ruffle Top F  $12.95 

Gap Baby Shirts 2-In-1 Pocket Tee M  $12.95 

Gap Baby Shoes Polka Dot Mary Jane Sneakers F  $24.95 

Gap Baby Shoes Chambray Sneakers M  $24.95 

Gap Baby Shoes Polka Dot Mary Jane Sneakers F  $29.95 
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Gap Baby Shoes Chambray Sneakers M  $24.95 

Gap Baby Sweaters Cable Peplum Cardigan F  $34.95 

Gap Baby Sweaters Cable Knit Sweater M  $34.95 

Gap Baby Sweaters Deer Cardigan F  $34.95 

Gap Baby Sweaters Shawl Cardigan M  $34.95 

Gap Children's Jeans 1969 Boot Cut Jeans F  $29.95 

Gap Children's Jeans 1969 Boot Cut Jeans M  $34.95 

Gap Children's Jeans 1969 Patch Cropped Boy Fit Jeans F  $36.95 

Gap Children's Jeans 1969 Original Fit Jeans M  $29.95 

Gap Children's Shirts Solid Pique Polo F  $18.95 

Gap Children's Shirts Solid Pique Polo M  $18.95 

Gap Children's Shirts Printed Babydoll Tee F  $16.95 

Gap Children's Shirts Stripe Pocket Tee M  $14.95 

Gap
Children's 
Underwear

Happy Day-Of-The-Week Bikini Brief (7-
Pack)

F  $26.95 

Gap
Children's 
Underwear

Bike Underwear (5-Pack) M  $26.95 

Gap
Children's 
Underwear

Horse Hipster (7-Pack) F  $26.95 

Gap
Children's 
Underwear

Stripe Boxer Briefs (5-Pack) M  $29.95 

Gap Onesie Ruffle Slub One-Piece F  $24.95 

Gap Onesie Rugby-Stripe Baseball Tee One-Piece M  $24.95 

Gap Onesie Stampede One-Piece F  $29.95 

Gap Onesie Plaid Roll-Up One-Piece M  $29.95 

Gap Toddler Shoes Metallic Logo Trainers F  $29.95 

Gap Toddler Shoes Colorblock Trainers M  $29.95 

Gymboree Baby Jeans Double Button Jeans F  $24.95 

Gymboree Baby Jeans Pull-On Jeans M  $24.95 
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Gymboree Baby Jeans Geo Floral Skirt F  $24.95 

Gymboree Baby Jeans Cuffed Plaid Shorts M  $22.95 

Gymboree Baby Shirts Wildflowers & Birdies Smock Top F  $22.95 

Gymboree Baby Shirts Plaid Shirt M  $22.95 

Gymboree Baby Shirts Meow Striped Tee F  $21.95 

Gymboree Baby Shirts Football Champ Long Sleeve Tee M  $19.95 

Gymboree Baby Shoes Metallic Sandals F  $21.95 

Gymboree Baby Shoes Crib Sandals M  $21.95 

Gymboree Baby Shoes Patent Eyelet Crib Shoes F  $21.95 

Gymboree Baby Shoes Boat Crib Shoes M  $21.95 

Gymboree Baby Shoes Polka Dot Booties F  $16.95 

Gymboree Baby Shoes Striped Booties M  $16.95 

Gymboree Baby Sweaters Polka Dot Hoodie F  $24.95 

Gymboree Baby Sweaters Produce Truck Hoodie M  $24.95 

Gymboree Baby Sweaters Fair Isle Cardigan F  $32.95 

Gymboree Baby Sweaters Elbow Patch Cardigan M  $32.95 

Gymboree Children's Jeans Bootcut Jeans F  $32.95 

Gymboree Children's Jeans Bootcut Jeans M  $29.95 

Gymboree Children's Jeans Straight Jeans F  $32.95 

Gymboree Children's Jeans Straight Jeans M  $29.95 

Gymboree Children's Shirts Be Sweet Tee F  $19.95 

Gymboree Children's Shirts Totally Awesome Wave Tee M  $16.95 

Gymboree Children's Shirts You Me And The Sea Tank F  $19.95 

Gymboree Children's Shirts So Much To Sea Tank M  $12.95 

Gymboree
Children's 
Underwear

Halloween Underwear Three-Pack F  $14.95 
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Gymboree
Children's 
Underwear

Halloween Underwear Three-Pack M  $15.95 

Gymboree
Children's 
Underwear

Giraffe Underwear Three-Pack F  $14.95 

Gymboree
Children's 
Underwear

Safari Briefs Three-Pack M  $15.95 

Gymboree Onesie Squirrel Two-Piece Set F  $26.95 

Gymboree Onesie Bear Two-Piece Set M  $26.95 

Gymboree Onesie Striped Elephant One-Piece F  $24.95 

Gymboree Onesie Striped Elephant One-Piece M  $24.95 

OshKosh B'gosh Baby Jeans Super Skinny Jeans - Marine Blue F  $10.00 

OshKosh B'gosh Baby Jeans Skinny Jeans - Indigo Bright M  $10.00 

OshKosh B'gosh Baby Jeans Chambray Ruffle Joggers F  $13.00 

OshKosh B'gosh Baby Jeans Stretch Denim Joggers M  $13.00 

OshKosh B'gosh Baby Shirts Oshkosh Originals Graphic Tee F  $6.00 

OshKosh B'gosh Baby Shirts Oshkosh Originals Graphic Tee M  $6.00 

OshKosh B'gosh Baby Shirts Tlc Striped Tunic F  $10.00 

OshKosh B'gosh Baby Shirts Double Decker Pocket Tee M  $10.00 

OshKosh B'gosh Baby Shoes Oshkosh Slip-On Shoes F  $34.00 

OshKosh B'gosh Baby Shoes Oshkosh Slip-On Shoes M  $34.00 

OshKosh B'gosh Baby Shoes Oshkosh Leopard Print Crib Boots F  $14.00 

OshKosh B'gosh Baby Shoes Oshkosh Faux Fur Crib Boots M  $14.00 

OshKosh B'gosh Baby Sweaters Marled Cardi F  $22.00 

OshKosh B'gosh Baby Sweaters Marled Shawl Collar Cardigan M  $19.00 

OshKosh B'gosh Baby Sweaters Ski Lodge Sweater F  $25.00 

OshKosh B'gosh Baby Sweaters Ski Lodge Pullover Sweater M  $24.00 

OshKosh B'gosh Children's Jeans Oshkosh Skinny Jeans-Maritime Blue Wash F  $8.00 

OshKosh B'gosh Children's Jeans Skinny Jeans - Indigo Bright M  $12.00 
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OshKosh B'gosh Children's Jeans Bootcut Jeans - Upstate Blue F  $12.00 

OshKosh B'gosh Children's Jeans Straight Jeans - Mellow Medium M  $12.00 

OshKosh B'gosh Children's Shirts Embroidered Top F  $13.00 

OshKosh B'gosh Children's Shirts Striped Henley M  $13.00 

OshKosh B'gosh Children's Shirts Oshkosh Originals Graphic Tee F  $6.00 

OshKosh B'gosh Children's Shirts Oshkosh Originals Graphic Tee M  $6.00 

OshKosh B'gosh
Children's 
Underwear

3-Pack Stretch Cotton Panties F  $14.00 

OshKosh B'gosh
Children's 
Underwear

3-Pack Cotton Briefs M  $14.00 

OshKosh B'gosh
Children's 
Underwear

7-Pack Everyday Panties F  $26.00 

OshKosh B'gosh
Children's 
Underwear

6-Pack Cotton Briefs M  $26.00 

OshKosh B'gosh Onesie Sparkle Henley Bodysuit F  $8.00 

OshKosh B'gosh Onesie Varsity Henley Bodysuit M  $8.00 

OshKosh B'gosh Onesie Floral Poplin Bodysuit F  $10.00 

OshKosh B'gosh Onesie Plaid Poplin Bodysuit M  $10.00 

OshKosh B'gosh Toddler Shoes Oshkosh Athletic Sneakers F  $40.00 

OshKosh B'gosh Toddler Shoes Oshkosh Athletic Sneakers M  $40.00 

The Children's 
Place

Baby Jeans Basic Jeans F  $14.95 

The Children's 
Place

Baby Jeans Basic Jeans M  $14.95 

The Children's 
Place

Baby Jeans Basic Leggings F  $9.50 

The Children's 
Place

Baby Jeans Knit Cargo Pants M  $9.50 

The Children's 
Place

Baby Shirts
Long Sleeve 'Mommy's Night Owl' Little 
Talker Bodysuit

F  $9.50 

The Children's 
Place

Baby Shirts
Long Sleeve 'Naps, Hugs And Rock 'N' Roll' 
Little Talker Bodysuit

M  $9.50 

The Children's 
Place

Baby Shirts
I'm The Cutest Of Them All' Little Talker 
Bodysuit

F  $9.50 

The Children's 
Place

Baby Shirts
I Love My Mommy' Monster Little Talker 
Bodysuit

M  $9.50 

The Children's 
Place

Baby Shoes Low-Top Shoe F  $14.95 
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The Children's 
Place

Baby Shoes Low-Top Sneaker M  $14.95 

The Children's 
Place

Baby Sweaters Long Sleeve Graphic Crew Neck Pullover F  $19.95 

The Children's 
Place

Baby Sweaters
Long Sleeve Raglan Sleeve Crew Neck 
Sweater

M  $19.95 

The Children's 
Place

Baby Sweaters Uniform Button-Front Crew-Neck Cardigan M $19.95

The Children's 
Place

Baby Sweaters Long Sleeve V-Neck Sweater M  $17.95 

The Children's 
Place

Children's Jeans Skinny Jeans - China Blue F  $19.50 

The Children's 
Place

Children's Jeans Skinny Jeans - Retro Vintage M  $19.50 

The Children's 
Place

Children's Jeans Bootcut Jeans - Merida F  $19.50 

The Children's 
Place

Children's Jeans Bootcut Jeans - Dust M  $19.50 

The Children's 
Place

Children's Shirts Long Sleeve Photo-Real Graphic Tunic F  $16.95 

The Children's 
Place

Children's Shirts Long Sleeve Striped Crew Tee M  $14.95 

The Children's 
Place

Children's Shirts Uniform Short Sleeve Classic Polo F  $12.95 

The Children's 
Place

Children's Shirts Short-Sleeved Uniform Polo M  $10.95 

The Children's 
Place

Children's 
Underwear

Days Of The Week Briefs 7-Pack F  $18.95 

The Children's 
Place

Children's 
Underwear

Striped And Camo Print Briefs 7-Pack M  $18.95 

The Children's 
Place

Children's 
Underwear

Briefs 3-Pack F  $6.95 

The Children's 
Place

Children's 
Underwear

Briefs 3-Pack M  $6.95 

The Children's 
Place

Onesie Dotted Shirt & Jeggings Set F  $19.95 

The Children's 
Place

Onesie
Long Sleeve Faux Layer Bear Bodysuit & 
Banded Knit Pants Set

M  $19.95 

The Children's 
Place

Onesie Cat Overalls Set F  $39.95 

The Children's 
Place

Onesie Suspenders Shirt & Shortall Set M  $34.95 

The Children's 
Place

Toddler Shoes Twirl Slip-On Sneakers F  $19.95 

The Children's 
Place

Toddler Shoes Slip-On Printed Sneaker M  $22.95 
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Toys and Accessories

Store Item Type Name (on Website) Gender Price

Babies "R" Us Preschool Toys Disney Star Wars Body Board M  $14.99 

Babies "R" Us Preschool Toys Disney Frozen Ariel Body Board F  $16.99 

Babies "R" Us Preschool Toys
Lego Duplo Preschool Building Toy - 
Treasure Attack

M  $29.99 

Babies "R" Us Preschool Toys
Lego Duplo Preschool Building Toy - Horse 
Stable

F  $32.99 

Kmart Arts and Crafts Step 2 2-In-1 Toy Box And Art Lid Pink F  $60.99 

Kmart Arts and Crafts Step 2 2-In-1 Toy Box And Art Lid - Tan M  $59.99 

Kmart Arts and Crafts Step 2 Easel For Two Pink F  $61.99 

Kmart Arts and Crafts Step 2 Easel For Two M  $54.99 

Kmart Arts and Crafts
Play-Doh Sweet Shoppe Cake Mountain 
Playset

F  $19.99 

Kmart Arts and Crafts
Play-Doh Disney Star Wars Millennium 
Falcon Featuring Can-Heads

M  $19.99 

Kmart Arts and Crafts
Play-Doh My Little Pony Rainbow Dash Style 
Salon Playset

F  $15.99 

Kmart Arts and Crafts
Play-Doh Diggin' Rigs Tonka Chuck 'N 
Friends Grinding Gravel Yard Set

M  $12.99 

Kmart Backpacks Disney Frozen Girl's Backpack - Elsa F  $11.98 

Kmart Backpacks Disney Avengers Boy's Backpack M  $9.98 

Kmart Backpacks Light Up Girls Backpack (Animal Print) - 16" F  $19.99 

Kmart Backpacks
"Bright Lights" Light-Up Boys Skater 
Backpack

M  $19.99 

Kmart Backpacks
Disney Frozen Girl's Backpack & Lunch Bag 
- Anna & Elsa

F  $32.00 

Kmart Backpacks
Disney Ultimate Spider-Man Web-Warriors 
Boy's Backpack & Lunch Bag

M  $32.00 

Kmart Bikes & Scooters Princess Cozy Trailer F  $33.99 

Kmart Bikes & Scooters Little Tikes M  $32.99 

Kmart Bikes & Scooters Razor™ Lil' Kick Scooter F  $44.99 

Kmart Bikes & Scooters Razor™ Jr. Lil Kick Scooter - Blue M  $39.99 
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Kmart Bikes & Scooters Razor™ E300-S Sweet Pea F  $299.99 

Kmart Bikes & Scooters Razor™ E300S Seated Electric Scooter M  $289.99 

Kmart Bikes & Scooters Disney Princess Folding Scooter F  $42.99 

Kmart Bikes & Scooters Cars Folding Scooter M  $44.99 

Kmart General Toys My First Kenmore Stand Mixer F  $19.99 

Kmart General Toys My First Craftsman 43 Pc. Power Drill Set M  $14.99 

Kmart General Toys
Aww T-Rex Paint And Motorized 3D Puzzle 
Aw-Pnt-Rexg Girl Blue

F  $14.99 

Kmart General Toys
Aww T-Rex Paint And Motorized 3D Puzzle 
Aw-Pnt-Rexb Boy Green

M  $14.99 

Kmart General Toys
Jada Toys Just Girls 1:16 2010 Chevy 
Camaro Ss Remote Control Car

F  $24.99 

Kmart General Toys
Jada Toys Big Time Muscle 96967 2010 
Chevy Camaro Ss Rc, Yellow

M  $14.99 

Kmart General Toys Just Kidz Deluxe Cash Register - Pink F  $15.00 

Kmart General Toys Just Kidz Deluxe Boy's Cash Register - Blue M  $15.00 

Kmart General Toys
Just Kidz Glamour Girl And Her Cool Wheels 
- Blue Mustang Car

F  $11.00 

Kmart General Toys Just Kidz Battery Operated Fire Truck M  $10.00 

Kmart General Toys
Jada Toys Just Girls Big Foot Remote 
Control Jeep

F  $29.99 

Kmart General Toys
Jada Toys Jurassic World Remote Control 
Jeep

M  $29.99 

Kmart Preschool Toys
Mickey Mouse Clubhouse Mickey - Handy 
Helper Tool Box

M  $12.99 

Kmart Preschool Toys
Mickey Mouse Clubhouse Minnie's Winter 
Bow-Tique

F  $14.99 

Target Backpacks
Disney Princess Rolling Backpack - Pink 
(12")

F  $19.99 

Target Backpacks Disney Cars Rolling Backpack - Red (12") M  $19.99 

Target Backpacks Circo Kids Adventure Pack - Girl F  $16.99 

Target Backpacks Circo Kids Adventure Print - Boy M  $16.99 

Target Backpacks J World Daisy Rolling Backpack - Pink F  $49.99 

Target Backpacks
J World School Bus Rolling Backpack - 
Yellow

M  $55.99 

Target Backpacks
Wildkin Olive Kids Butterfly Garden Pack 'N 
Snack Backpack

F  $27.99 
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Target Backpacks Wildkin Olive Kids Pirates Pack 'N Snack M  $27.99 

Target Backpacks Wildkin Olive Kids Birdie Sidekick Backpack F  $29.00 

Target Backpacks Wildkin Blue Camo Sidekick Backpack M  $24.99 

Target Bikes & Scooters Razor Berry Scooter - Pink/Purple F  $36.99 

Target Bikes & Scooters Razor Berry Scooter - Teal/Orange M  $34.99 

Target Bikes & Scooters
Radio Flyer Girls My 1st Scooter Sparkle - 
Pink

F  $49.99 

Target Bikes & Scooters Radio Flyer My 1st Scooter Sport - Red M  $24.99 

Target Bikes & Scooters Girl's Classic Flyer Bike - Pink (12") F  $109.99 

Target Bikes & Scooters Boy's Classic Flyer Bike - Red (12") M  $105.99 

Target Bikes & Scooters K20G Girls Bike F  $139.99 

Target Bikes & Scooters K20 Boys Bike M  $138.99 

Target General Toys La Newborn 15" Real Girl Pink Polka Dot F  $59.99 

Target General Toys La Newborn 15" Real Boy With Brown Hair M  $57.99 

Target General Toys Green Toys Dump Truck - Pink F  $20.99 

Target General Toys Green Toys Dump Truck M  $21.99 

Target Helmets & Pads Raskullz Unicorn Ride Alongz Toddler Helmet F  $27.99 

Target Helmets & Pads
Raskullz Shark Attax Ride Alongz Toddler 
Helmet

M  $14.99 

Target Helmets & Pads
Punisher Skateboards Neon Skateboard 
Helmet Pink

F  $39.99 

Target Helmets & Pads
Punisher Skateboards Teddy Skateboard 
Helmet Black

M  $29.99 

Target Helmets & Pads Frozen 3D Tiara Child Bike Helmet F  $24.99 

Target Helmets & Pads Toddler Hlmt Spiderman Vp M  $18.99 

Target Helmets & Pads Razor V17 Youth Helmet Gloss - Magenta F  $19.99 

Target Helmets & Pads Razor Child Helmet - Green M  $19.99 

Target Preschool Toys Fisher-Price Disney Princess Figure Pack F  $19.59 

Target Preschool Toys
Fisher-Price® Little People Dc Super Friends 
Exclusive Figure

M  $19.99 
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Target Preschool Toys
Fisher-Price® Little People Happy Sounds 
Home

F  $19.99 

Target Preschool Toys Fisher-Price Little People Fire Station Playset M  $17.99 

Target Preschool Toys Lego Duplo Doc Mcstuffins Rosie 10605 F  $19.99 

Target Preschool Toys
Lego® Duplo® Super Heros Superman™ 
Rescue 10543

M  $16.99 

Toys "R" Us Arts and Crafts
Melissa & Doug Reusable Sticker Pad - 
Dress Up

F  $4.99 

Toys "R" Us Arts and Crafts
Melissa & Doug Reusable Sticker Pad - 
Habitats

M  $4.99 

Toys "R" Us Backpacks Minnie 16 Inch Pilot Rolling Case F  $21.99 

Toys "R" Us Backpacks Star Wars Classic Pilot Suitcase M  $19.99 

Toys "R" Us Backpacks
Personalized Barney Glamour Pink 
Backpack

F  $29.99 

Toys "R" Us Backpacks
Personalized Barney Little Stars Blue 
Backpack

M  $29.99 

Toys "R" Us Bikes & Scooters Razor Jr. Kiddie Kick Scooter - Pink F  $34.99 

Toys "R" Us Bikes & Scooters Razor Jr. Kiddie Kick Scooter - Blue M  $32.99 

Toys "R" Us Bikes & Scooters Razor Black Label Pink "A" Kick Scooter F  $74.98 

Toys "R" Us Bikes & Scooters Razor A Scooter - Black Label M  $69.99 

Toys "R" Us Bikes & Scooters Smartrike® Delight 3 In 1 Trike - Pink F  $84.99 

Toys "R" Us Bikes & Scooters Smartrike® Delight 3 In 1 Trike - Green M  $84.99 

Toys "R" Us General Toys Playmobil Musical Flower Tower With Twinkle F  $59.99 

Toys "R" Us General Toys Playmobil Pirate Fort With Ruby M  $59.99 

Toys "R" Us General Toys Playmobil Fairy Queen's Ship F  $37.99 

Toys "R" Us General Toys
Playmobil Skull And Bones Corsair Pirate 
Ship

M  $24.99 

Toys "R" Us Helmets & Pads Barbie Pad Set F  $19.99 

Toys "R" Us Helmets & Pads Cars 2 Pad Set M  $19.99 

Toys "R" Us Helmets & Pads Bell Sports Minnie Mouse Pad Set F  $19.99 

Toys "R" Us Helmets & Pads Bell Sports Spider-Man Pad Set M  $19.99 

Toys "R" Us Helmets & Pads Razor Daisy Pad Set F  $24.99 
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Toys "R" Us Helmets & Pads Razor Youth Pro Pad Set M  $24.99 

Toys "R" Us Helmets & Pads Disney Princess Toddler Helmet F  $24.99 

Toys "R" Us Helmets & Pads Cars Toddler Helmet M  $24.99 

Toys "R" Us Helmets & Pads Minnie Mouse Toddler Helmet F  $24.99 

Toys "R" Us Helmets & Pads Mickey Mouse Toddler Bike Helmet M  $24.99 

Toys "R" Us Helmets & Pads Raskullz Peace Love Kitty Helmet F  $29.99 

Toys "R" Us Helmets & Pads Raskullz Fin Hawk Helmet M  $29.99 

Toys "R" Us Preschool Toys
Lego Duplo Sofia The First Royal Stable 
(10594)

F  $26.99 

Toys "R" Us Preschool Toys
Lego Duplo My First Construction Site 
Building Set (10518)

M  $25.99 
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Adult Clothing

Brand/Store Item Type Name (on Website) Gender Price

Abercrombie & 
Fitch

Dress Pants A&F Skinny Chinos F  $58.00 

Abercrombie & 
Fitch

Dress Pants A&F Skinny Chinos M  $78.00 

Abercrombie & 
Fitch

Dress Shirt Classic Pocket Shirt F  $58.00 

Abercrombie & 
Fitch

Dress Shirt Classic Fit Oxford Shirt M  $68.00 

Abercrombie & 
Fitch

Jeans A&F Skinny Jeans F  $78.00 

Abercrombie & 
Fitch

Jeans A&F Skinny Zip Fly Jeans M  $78.00 

Abercrombie & 
Fitch

Jeans A&F Super Skinny Jeans F  $78.00 

Abercrombie & 
Fitch

Jeans A&F Super Skinny Zip Fly Jeans M  $78.00 

Abercrombie & 
Fitch

Jeans A&F Boot Jeans F  $78.00 

Abercrombie & 
Fitch

Jeans A&F Boot Button Fly Jeans M  $78.00 

Abercrombie & 
Fitch

Shirt Applique Logo Graphic Tee F  $34.00 

Abercrombie & 
Fitch

Shirt Applique Logo Graphic Tee M  $30.00 

Abercrombie & 
Fitch

Shirt Slim Long Sleeve Henley F  $28.00 

Abercrombie & 
Fitch

Shirt Muscle Fit Pocket Henley M  $28.00 

Abercrombie & 
Fitch

Socks Patterned Classic Socks F  $8.00 

Abercrombie & 
Fitch

Socks A&F Classic Socks M  $12.00 

Abercrombie & 
Fitch

Socks Ankle Socks Two-Pack F  $10.00 

Abercrombie & 
Fitch

Socks  M  $12.00 

Aéropostale Dress Pants Basic Pants F  $39.50 

Aéropostale Dress Pants Uniform Slim Straight Flat-Front Pants M  $44.50 

Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt F  $44.50 

Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt M  $49.50 

Aéropostale Dress Shirt Long Sleeve Solid Woven Shirt F  $44.50 
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Aéropostale Dress Shirt Long Sleeve Oxford Woven Shirt M  $44.50 

Aéropostale Jeans Skinny Core Dark Wash Jean F  $39.50 

Aéropostale Jeans Skinny Dark Rinse Wash Jean M  $44.50 

Aéropostale Shirt Aero 87 Graphic T F  $24.50 

Aéropostale Shirt Times Square Logo Graphic T M  $24.50 

Aéropostale Shirt Aero 1987 Bar Stripe Jersey Polo F  $29.50 

Aéropostale Shirt Aero 87 Logo Striped Jersey Polo M  $34.50 

Aéropostale Socks Varsity Dot Crew Socks F  $10.50 

Aéropostale Socks Southwest Stripe Crew Socks M  $9.50 

Aéropostale Socks 3-Pack Basic Ped Socks F  $10.50 

Aéropostale Socks 3-Pack A87 Ankle Socks M  $12.50 

Aéropostale Sweater Shawl Cardigan F  $54.50 

Aéropostale Sweater Solid Knit Uniform Cardigan M  $49.50 

Aéropostale Sweater Long Sleeve Textured Crew-Neck Sweater F  $49.50 

Aéropostale Sweater Solid Crew Neck Sweater M  $44.50 

Aéropostale Underwear Solid Aero Bikini F  $8.50 

Aéropostale Underwear Solid Boxer Briefs M  $12.50 

Aéropostale Underwear Logo Boyshort F  $8.50 

Aéropostale Underwear Solid Knit Trunks M  $12.50 

American 
Apparel

Dress Shirt Classic Button Down Shirt F  $74.00 

American 
Apparel

Dress Shirt Poplin Classic Long Sleeve Button-Down M  $72.00 

American 
Apparel

Shirt Ultra Wash Tee F  $28.00 

American 
Apparel

Shirt Power Washed Tee M  $26.00 

American 
Apparel

Sweater Women's Cable Knit Pullover F  $70.00 

American 
Apparel

Sweater Men's Cable Knit Sweater M  $78.00 
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American 
Apparel

Underwear Cotton Spandex Jersey Boy Brief F  $13.00 

American 
Apparel

Underwear Baby Rib Brief M  $14.00 

American Eagle 
Outfitters 

Dress Shirt Aeo Long Sleeve Oxford Shirt F  $39.95 

American Eagle 
Outfitters 

Dress Shirt Aeo Solid Poplin Button Down Shirt M  $39.95 

American Eagle 
Outfitters 

Jeans Aeo Denim X Kick Boot Jean F  $44.95 

American Eagle 
Outfitters 

Jeans Classic Bootcut Jean M  $39.95 

American Eagle 
Outfitters 

Jeans Straight Jean F  $44.95 

American Eagle 
Outfitters 

Jeans Original Straight Jean M  $44.95 

American Eagle 
Outfitters 

Jeans Skinny Jean F  $39.95 

American Eagle 
Outfitters 

Jeans Skinny Active Flex Jean M  $49.95 

American Eagle 
Outfitters 

Shirt Aeo Favorite V-Neck Tshirt F  $17.95 

American Eagle 
Outfitters 

Shirt Aeo Legend V-Neck Tshirt M  $15.95 

American Eagle 
Outfitters 

Shirt Aeo Favorite Pocket T-Shirt F  $17.95 

American Eagle 
Outfitters 

Shirt Aeo Legend Pocket T-Shirt M  $15.95 

American Eagle 
Outfitters 

Socks Aeo Shortie Socks 3-Pack F  $12.95 

American Eagle 
Outfitters 

Socks Aeo Low Cut Socks 3-Pack M  $12.50 

American Eagle 
Outfitters 

Socks Aeo Patterned Crew Socks F  $7.95 

American Eagle 
Outfitters 

Socks Aeo Patterned Crew Socks M  $6.50 

American Eagle 
Outfitters 

Socks Aeo No Show Socks 3-Pack F  $12.95 

American Eagle 
Outfitters 

Socks Aeo Invisible Socks 3-Pack M  $12.50 

American Eagle 
Outfitters 

Underwear Aerie Boybrief F  $7.50 

American Eagle 
Outfitters 

Underwear Aeo Classic Brief M  $12.50 

American Eagle 
Outfitters 

Underwear Aerie Signature Bikini F  $7.50 

American Eagle 
Outfitters 

Underwear Aeo Solid Low Rise Trunk M  $12.50 

Banana Republic Dress Pants Navy Lightweight Wool Boy-Fit Straight Leg F  $98.00 
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Banana Republic Dress Pants Modern Slim Blue Wool Dress Pant M  $98.50 

Banana Republic Dress Pants
Martin-Fit Black Lightweight Wool Straight 
Leg

F  $98.00 

Banana Republic Dress Pants Classic Fit Solid Wool Trouser M  $98.50 

Banana Republic Dress Shirt Fitted Non-Iron Sateen Shirt F  $69.50 

Banana Republic Dress Shirt Classic-Fit Non-Iron Solid Shirt M  $79.50 

Banana Republic Jeans Medium Wash Skinny Jean F  $98.00 

Banana Republic Jeans Skinny Washed Indigo Jean M  $89.50 

Banana Republic Shirt New Essential Vee F  $24.50 

Banana Republic Shirt Soft-Wash Vee Tee M  $26.50 

Banana Republic Shirt New Essential Crew F  $24.50 

Banana Republic Shirt Soft-Wash Classic Crew M  $26.50 

Banana Republic Socks Glasses Bootie Sock F  $10.50 

Banana Republic Socks Performance Ankle Sock M  $12.50 

Banana Republic Socks Double-Stripe Tube Sock F  $12.50 

Banana Republic Socks Jungle Stripe Sock M  $12.50 

Banana Republic Sweater Cutout-Front Crew Pullover F  $89.50 

Banana Republic Sweater Ribbed Crew Pullover M  $79.50 

Banana Republic Sweater Ribbed Extra-Fine Merino Wool Pullover F  $69.50 

Banana Republic Sweater
Striped Extra-Fine Merino Wool Crew 
Pullover

M  $69.50 

Club Monaco Dress Pants Emily Pant F  $169.50 

Club Monaco Dress Pants Davis Dress Chino M  $98.50 

Club Monaco Dress Pants Lutecia Trouser F  $149.50 

Club Monaco Dress Pants Selvedge Chino M  $168.00 

Club Monaco Dress Pants Gaios Trouser F  $189.50 

Club Monaco Dress Pants Connor Mélange Dress Trouser M  $149.50 
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Club Monaco Dress Shirt Claudia Cotton Shirt F  $149.50 

Club Monaco Dress Shirt Slim-Fit Oxford Dress Shirt M  $89.50 

Club Monaco Dress Shirt Susan Shirt F  $139.50 

Club Monaco Dress Shirt Classic-Fit Pinstriped Shirt M  $79.50 

Club Monaco Sweater Bronwen Cardigan F  $169.50 

Club Monaco Sweater Donegal Full Cardigan M  $159.50 

Club Monaco Sweater Casey Cable Sweater F  $159.50 

Club Monaco Sweater Donegal Crew Sweater M  $129.50 

Gap Dress Pants Pinstripe Modern Trouser F  $69.95 

Gap Dress Pants Herringbone Wool-Blend Pants (Slim Fit) M  $69.95 

Gap Dress Pants Broken-In Straight Khakis F  $49.95 

Gap Dress Pants The Khaki (Straight Fit) M  $59.95 

Gap Dress Shirt Tailored Shirt F  $49.95 

Gap Dress Shirt Solid Oxford Shirt (Slim Fit) M  $49.95 

Gap Dress Shirt Shrunken Boyfriend Shirt F  $49.95 

Gap Dress Shirt Striped Modern Oxford Shirt M  $49.95 

Gap Jeans 1969 Real Straight Jeans F  $69.95 

Gap Jeans 1969 Straight Fit Jeans M  $59.95 

Gap Jeans 1969 Resolution True Skinny High-Rise Jean F  $69.95 

Gap Jeans 1969 Skinny Fit Jeans M  $69.95 

Gap Jeans 1969 Perfect Boot Jeans F  $69.95 

Gap Jeans 1969 Boot Fit Jeans M  $59.95 

Gap Jeans 1969 Modern Stretch True Skinny Cords F  $59.95 

Gap Jeans 1969 Black Fill Cords (Straight Fit) M  $59.95 

Gap Jeans 1969 Resolution Slim Straight Jeans F  $69.95 
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Gap Jeans
1969 Skinny Fit Jeans (Soft Scrape Dark 
Indigo Wash)

M  $69.95 

Gap Jeans 1969 Knit True Skinny Jeans F  $79.95 

Gap Jeans 1969 Straight Fit Jeans (Resin Rinse) M  $69.95 

Gap Shirt Favorite Short-Sleeve Crew Tee F  $16.95 

Gap Shirt Essential Solid Crew T-Shirt M  $16.50 

Gap Shirt Favorite Long-Sleeve V-Neck Tee F  $19.95 

Gap Shirt Essential Long-Sleeve Crewneck T-Shirt M  $19.95 

Gap Shirt Washed Lace Pullover F  $49.95 

Gap Shirt Lived-In Crew Sweatshirt M  $44.95 

Gap Shirt Flannel Plaid Relaxed Boyfriend Shirt F  $54.95 

Gap Shirt Herringbone Wythe Plaid Shirt M  $54.95 

Gap Socks Sport Socks (2 Pack) F  $3.98 

Gap Socks Ankle Socks (3-Pack) M  $4.00 

Gap Socks Trouser Socks F  $7.95 

Gap Socks Flat Knit Socks (3-Pack) M  $6.00 

Gap Socks Polka Dot Crew Socks F  $7.95 

Gap Socks Motorcycle Socks M  $7.95 

Gap Sweater Stripe Open-Front Cardigan F  $69.95 

Gap Sweater Cotton Cashmere Shawl Cardigan M  $59.95 

Gap Sweater Mockneck Cable-Knit Sweater F  $69.95 

Gap Sweater Marled Chunky Cableknit Crew Sweater M  $64.95 

Gap Underwear Basic Boxer Briefs (3-Pack) If 1 M  $9.98 

Gap Underwear Ultra Low Girl Shorts F  $14.50 

Gap Underwear Basic Briefs (3-Pack) If 1 M  $8.31 

Gap Underwear Low-Rise Bikini F  $8.50 
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H&M Dress Pants Slacks Tapered Fit F  $29.99 

H&M Dress Pants Chinos Slim Fit M  $29.99 

H&M Dress Shirt Cotton Shirt F  $24.99 

H&M Dress Shirt Premium Cotton Shirt M  $24.95 

H&M Dress Shirt Cotton Shirt F  $24.99 

H&M Dress Shirt Shirt In Premium Cotton M  $29.99 

H&M Jeans Boot Cut Low Jeans F  $39.99 

H&M Jeans Boot Cut Low Jeans M  $39.99 

H&M Jeans Skinny Regular Jeans F  $29.95 

H&M Jeans Jeans Skinny Fit M  $29.99 

H&M Jeans Jeans Straight Fit F  $49.99 

H&M Jeans Straight Regular Jeans M  $19.95 

H&M Shirt Jersey Tank Top F  $5.99 

H&M Shirt Tank Top M  $5.99 

H&M Shirt Jersey Top F  $9.99 

H&M Shirt T-Shirt M  $9.99 

H&M Socks 5-Pack Ankle Socks F  $7.99 

H&M Socks 4-Pack Ankle Socks M  $4.99 

H&M Socks 5-Pack Socks F  $9.99 

H&M Socks 5-Pack Socks M  $9.99 

H&M Sweater Rib-Knit Sweater F  $17.99 

H&M Sweater Fine-Knit Sweater M  $17.99 

H&M Underwear 3-Pack Cotton Hipster Briefs F  $9.99 

H&M Underwear 3-Pack Men's Briefs M  $17.95 

H&M Underwear 3-Pack Cotton Boy Shorts F  $12.99 
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H&M Underwear 3-Pack Boxer Shorts M  $12.99 

J.Crew Dress Pants Campbell Trouser In Bi-Stretch Cotton F  $98.00 

J.Crew Dress Pants Bowery Slim Pant In Black Watch Cotton M  $88.00 

J.Crew Dress Pants
Campbell Trouser In Pinstripe Super 120S 
Wool

F  $148.00 

J.Crew Dress Pants Bowery Slim Pant In Wool M  $128.00 

J.Crew Dress Shirt Favorite Shirt F  $78.00 

J.Crew Dress Shirt Ludlow Spread-Collar Shirt M  $88.00 

J.Crew Sweater Merino Wool V-Neck Sweater F  $79.50 

J.Crew Sweater Merino Wool V-Neck Sweater M  $78.00 

Kmart Dress Pants Basic Editions Women's Trousers F  $21.99 

Kmart Dress Pants Basic Editions Men's Pleated Pant M  $18.99 

Kmart Dress Pants Attention Women's Slim Fit Dress Pants F  $26.99 

Kmart Dress Pants Attention Men's Stretch Dress Pants M  $26.99 

Kmart Dress Shirt
Basic Editions Women's Button-Front Shirt - 
Striped

F  $21.99 

Kmart Dress Shirt
Basic Editions Men's Long-Sleeve Dress 
Shirt

M  $13.98 

Kmart Socks
Joe Boxer Women's Socks 5Pk Super Soft 
Quarter White Pink

F  $6.99 

Kmart Socks
Joe Boxer Men's Low Cut Cushioned Socks 
- 5 Pairs Sizes 10-13

M  $6.99 

Kmart Sweater Basic Editions Women's Turtleneck Sweater F  $21.99 

Kmart Sweater
Basic Editions Men's Mock Neck Pullover 
Sweater

M  $34.99 

Kmart Underwear
Joe Boxer Women's 6-Pack Hipster Panties 
- Solids & Prints (If 4)

F  $6.66 

Kmart Underwear Joe Boxer Men's 4-Pairs Ringer Briefs M  $10.99 

Kmart Underwear
Joe Boxer Women's 2-Pairs Boy Short 
Panties - Hearts

F  $9.99 

Kmart Underwear Joe Boxer Men's Ringer Boxer Briefs 2 Pairs M  $8.99 

Levi's Dress Pants Boyfriend Chinos F  $54.50 

Levi's Dress Pants Chino Pants M  $58.00 
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Levi's Dress Shirt Classic One Pocket Shirt F  $68.00 

Levi's Dress Shirt Sunset One Pocket Shirt M  $58.00 

Levi's Dress Shirt One Pocket Boyfriend Shirt F  $78.00 

Levi's Dress Shirt Classic One Pocket Shirt M  $48.00 

Levi's Jeans 712 Slim Jeans F  $88.00 

Levi's Jeans 511 Slim Fit Jeans M  $68.00 

Levi's Jeans 715 Boot Cut Jeans F  $78.00 

Levi's Jeans 517 Boot Cut Jeans M  $58.00 

Levi's Jeans 714 Straight Jeans F  $78.00 

Levi's Jeans 501 Original Fit Jeans M  $68.00 

Levi's Jeans 721 High Rise Skinny Jeans F  $88.00 

Levi's Jeans 510™ Skinny Fit Jeans M  $68.00 

Levi's Jeans 501 Ct Jeans For Women F  $88.00 

Levi's Jeans 501 Ct Jeans M  $78.00 

Levi's Shirt The Perfect Tee F  $28.00 

Levi's Shirt Levi's Housemark Tee M  $28.00 

Levi's Shirt The Perfect Pocket Tee F  $44.00 

Levi's Shirt Sunset Pocket Tee M  $28.00 

Levi's Shirt Levi's ® Commuter Raglan Tee F  $58.00 

Levi's Shirt Levi's® Commuter™ Drop Hem Tee M  $38.00 

Levi's Sweater Polka Dot Sweatshirt F  $64.00 

Levi's Sweater Levi's® Housemark Pullover Hoodie M  $48.00 

Levi's Sweater V-Neck Cardigan Sweater F  $98.00 

Levi's Sweater Brushed Crew Sweater M  $88.00 

Old Navy Dress Pants Skinny Khakis F  $24.94 
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Old Navy Dress Pants Men's New Classic Straight-Leg Khakis M  $29.94 

Old Navy Dress Shirt Classic Oxford Shirt F  $24.94 

Old Navy Dress Shirt Classic Regular-Fit Shirt M  $29.94 

Old Navy Jeans Original Straight Jeans F  $29.94 

Old Navy Jeans Men's Straight-Fit Jeans M  $29.94 

Old Navy Socks Go-Dry Performance Socks 3-Packs F  $10.00 

Old Navy Socks Men's Go-Dry Running Sock 3-Pack M  $9.94 

Old Navy Sweater V-Neck Cardigan F  $24.94 

Old Navy Sweater Men's V-Neck Cardigans M  $32.94 

Old Navy Sweater Women's Striped Crew-Neck Sweater F  $39.94 

Old Navy Sweater Men's Striped Crew-Neck Sweaters M  $34.94 

Old Navy Underwear Jersey Bikini 3-Packs If 1 F  $4.31 

Old Navy Underwear Men's Solid Trunks M  $9.94 

Old Navy Underwear Jersey Hipster 3-Packs F  $4.31 

Old Navy Underwear Men's Patterned Boxers M  $9.94 

Target Dress Pants
Women's Classic Ankle Pant Gazelle Brown 
- Merona™

F  $27.99 

Target Dress Pants Men's Slim Fit Chino Khaki - Mossimo M  $29.99 

Target Dress Shirt Women's Favorite Shirt Merona F  $22.99 

Target Dress Shirt Merona Men's Button Down Shirt M  $24.99 

Target Jeans
Mid-Rise Straight Leg Jeans (Modern Fit) - 
Mossimo®

F  $27.99 

Target Jeans
Men's Slim Straight Jeans - Mossimo Supply 
Co

M  $24.99 

Target Socks
Women's Casual Crew Socks 3 Pk Ebony 
4-10 - Merona™

F  $8.00 

Target Socks
Men's Stripe Socks Blue Melange - 
Merona™ 6-12 (3 Pack)

M  $9.29 

Target Sweater Scoopneck Sweater - Mossimo Supply Co. F  $19.99 

Target Sweater
Men's Varsity Crew Sweater Mountain Red - 
Mossimo Supply Co.

M  $24.99 
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Target Underwear
C9 Champion® Women's Seamless 
Performance Sport Briefs 2-Pack (If 1)

F  $7.00 

Target Underwear
C9 By Champion ® - Men's 3-Pack Briefs 
Black/Grey (If 1)

M  $7.99 

Target Underwear
Fruit Of The Loom Women's Beyondsoft™ 
With Comfort Covered Waistband Boyshort 
5-Pack - If 6

F  $11.99 

Target Underwear
Fruit Of The Loom® - Men's 6Pk Briefs 
Assorted Multi-Colored

M  $13.99 

Target Underwear Women's Seamless Boyshort - Xhilaration® F  $5.00 

Target Underwear Men's Boxer Brief - Mossimo Supply Co. M  $5.99 

Uniqlo Dress Pants Women Idlf Straight Pants F  $59.90 

Uniqlo Dress Pants Men Stretch Wool Slim Fit Flat Front Pants M  $59.90 

Uniqlo Dress Pants Women Idlf Chino Pants F  $39.90 

Uniqlo Dress Pants
Men Vintage Regular Fit Chino Flat Front 
Pants

M  $39.90 

Uniqlo Dress Shirt
Women Supima Cotton Stretch Long Sleeve 
Shirt

F  $39.90 

Uniqlo Dress Shirt
Men Easy Care Stretch Slim Fit Broadcloth 
Long Sleeve Shirt

M  $39.90 

Uniqlo Jeans Women Heattech Skinny Fit Jeans F  $49.90 

Uniqlo Jeans Men Heattech Slim Fit Straight Jeans M  $49.90 

Uniqlo Socks Women Short Socks 3 Pairs (Dot Stripe) F  $12.90 

Uniqlo Socks Men Pile Checked Short Socks M  $12.90 

Uniqlo Sweater
Women Extra Fine Merino Crew Neck 
Sweater

F  $29.90 

Uniqlo Sweater Men Extra Fine Merino Crew Neck Sweater M  $39.90 

Uniqlo Sweater Women Lambswool Crewneck Sweater F  $29.90 

Uniqlo Sweater Men Lambswool Crewneck Sweater M  $29.90 

Uniqlo Sweater
Women Cotton Cashmere Cable Crewneck 
Sweater

F  $39.90 

Uniqlo Sweater Men Cable Crewneck Sweater M  $39.90 

Uniqlo Underwear Women Bikini (Basic) F  $6.45 

Uniqlo Underwear Men Supima Cotton Striped Briefs M  $6.45 
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Uniqlo Underwear Women Boy Shorts F  $6.45 

Uniqlo Underwear Men Supima Cotton Striped Boxer Briefs M  $6.45 

Urban Outfitters Dress Pants Bdg Cole Chino Pant F  $59.00 

Urban Outfitters Dress Pants
Cpo Double Faced Melange Skinny 
Chino Pant

M  $59.00 

Urban Outfitters Dress Shirt Bdg Jessie Button-Down Shirt F  $59.00 

Urban Outfitters Dress Shirt Cpo Classic Oxford Button-Down Shirt M  $49.00 

Urban Outfitters Shirt Bdg Classic Heathered Crew Tee F  $34.00 

Urban Outfitters Shirt Bdg Galaxy Standard-Fit Crew Neck Tee M  $18.00 

Urban Outfitters Shirt Bdg Sally Pocket Tee F  $34.00 

Urban Outfitters Shirt Bdg Rolled Cap-Sleeve Standard-Fit Tee M  $18.00 

Urban Outfitters Socks Multicolor Pattern Crew Sock F  $14.00 

Urban Outfitters Socks Lightweight Fair Isle Crew Sock M  $8.00 

Urban Outfitters Socks Solid Thermal Stitch Boot Sock F  $14.00 

Urban Outfitters Socks Sweater Stripe Sock M  $12.00 

Urban Outfitters Sweater Bdg Parker Cardigan F  $59.00 

Urban Outfitters Sweater Bdg Lightweight Cardigan M  $44.00 

Urban Outfitters Underwear Blake Printed Boyshort F  $8.00 

Urban Outfitters Underwear Tonal Taped Trunk M  $12.00 

Urban Outfitters Underwear Taylor Dolphin Hipster F  $8.00 

Urban Outfitters Underwear Buffalo Plaid Boxer Brief M  $12.00 
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Personal Care Products

Store Brand Item Type Name (on Website) Gender Count/
Size

Price Price 
Per Unit

CVS Dove Body Wash
Purely Pampering Shea Butter with 
Warm Vanilla Beauty Bar

F 24 oz  $9.49  $0.40 

CVS Dove Body Wash
Men+Care Aqua Impact Body and 
Face Bar

M 24 oz  $9.49  $0.40 

CVS Dove Body Wash
Go Fresh Restore Body Wash, Blue 
Fig & Orange Blossom Scent

F 22 oz  $8.99 

CVS Dove Body Wash Men+Care Clean Comfort Body Wash M if 22 oz  $8.99 

CVS Nivea Body Wash
Touch of Serenity Moisturizing Body 
Wash Hibiscus Blossom Scent & Aloe 
Essence

F 16.9 oz  $4.00  $0.24 

CVS Nivea Body Wash Nivea for Men Body Wash Energy M 16.9 oz  $4.00  $0.24 

CVS Suave Body Wash
Creamy Cocoa Butter & Shea Butter 
Moisturizing Body Wash

F 12 oz  $2.77  $0.23 

CVS Suave Body Wash Men's Sport Recharge Body Wash M 12 oz  $2.77  $0.23 

CVS CVS Deodorant
Clinical Strength Antiperspirant, 
Green Tea & Cucumber Scent

F 1.7 oz  $7.99  $4.70 

CVS CVS Deodorant
Clinical Strength Waterproof 
Antiperspirant & Deodorant For Men, 
Ultra Fresh Scent

M 1.7 oz  $7.99  $4.70 

CVS Degree Deodorant
Women Anti-Perspirant Deodorant 
Invisible Solid Shower Clean

F 2.6 oz  $3.99 

CVS Degree Deodorant
Men Ultra Dry Anti-Perspirant 
Deodorant Invisible Stick Sport

M 2.7 oz  $3.79 

CVS Dove Deodorant
Go Fresh Anti-Perspirant Deodorant 
Ultimate Clear Cool Essentials

F 2.6 oz  $4.99 

CVS Dove Deodorant
Men + Care Clean Comfort Powerful 
Protection Antiperspirant

M 2.7 oz  $5.29 

CVS Suave Hair Care
Professionals Moroccan Infusion 
Shine Shampoo (& conditioner)

F 12.6 oz  $7.98  $0.32 

CVS Suave Hair Care
Professionals Men 2 In 1 Shampoo + 
Conditioner

M 12.6 oz  $2.67  $0.21 

CVS TIGI Hair Care Bed Head Resurrection Shampoo F
25.36 

oz
 $18.99  $0.75 

CVS TIGI Hair Care Bed Head Men Clean Up Shampoo M
if 25.36 

oz
 $14.20  $0.56 

CVS Neutrogena Lotion Healthy Skin Face Lotion Spf 15 F 2.5 oz  $15.99 

CVS Neutrogena Lotion Men Triple Protect Face Lotion Spf 20 M if 2.5 oz  $10.28  $5.71 

CVS Nivea Lotion
Smooth Sensation Body Lotion Shea 
Butter & HYDRA IQ

F 16.9 oz  $6.49  $0.39 

CVS Nivea Lotion
Men Maximum Hydration Body Lotion 
3 in 1 Body Face & Hands

M 16.9 oz  $6.49  $0.39 
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CVS CVS Razor
3 Blade Disposable Razors for 
Women Lavender

F 4  $5.29  $1.32 

CVS CVS Razor
3 Blade Disposable Razors for 
Sensitive Skin

M 4  $4.99  $1.25 

CVS Gillette Razor Venus Embrace Razor F 1  $13.79 

CVS Gillette Razor Fusion Manual Razor M 1  $9.99 

CVS Schick Razor Quattro For Women Razor F 1  $9.99 

CVS Schick Razor Quattro Titanium Razor M 1  $10.99 

CVS CVS
Razor 
Cartridges

5 Blade Women's Razor Cartridges F 4  $10.99  $2.75 

CVS CVS
Razor 
Cartridges

5 Blade Men's Razor Cartridges M 4  $9.99  $2.50 

CVS Schick
Razor 
Cartridges

Quattro For Women Cartridges F 4  $14.99  $3.75 

CVS Schick
Razor 
Cartridges

Quattro Titanium Cartridges M 4  $13.79  $3.45 

CVS CVS
Shaving 
Cream

Raspberry Shave Gel For Women F 7 oz  $2.49  $0.36 

CVS CVS
Shaving 
Cream

Sensitive Skin Shave Gel for Men M 7 oz  $2.49  $0.36 

CVS Edge
Shaving 
Cream

Advanced Gel Sensitive Skin M 7 oz  $3.49  $0.50 

CVS Gillette
Shaving 
Cream

Venus Shave Gel Olay Violet Swirl F 7 oz  $3.29  $0.47 

CVS Gillette
Shaving 
Cream

Fusion Hydragel Shave Gel 
Moisturizing

M 7 oz  $4.59  $0.66 

CVS Skintimate
Shaving 
Cream

Signature Scents Shave Gel 
Strawberry Tangerine Twist

F 7 oz  $3.79  $0.54 

Rite Aid Nivea Body Wash
Nivea Body Wash, Moisturizing, 
Touch of Serenity, 16.9 fl oz (500 ml)

F 16.9 oz  $6.99 

Rite Aid Nivea Body Wash
Nivea For Men Body Wash with 
Menthol, Cool, 16.9 fl oz (500 ml)

M 16.9 oz  $5.49 

Rite Aid Suave Body Wash
Naturals Body Wash, Ocean Breeze, 
12 fl oz (354 ml)

F 12 oz  $2.79 

Rite Aid Suave Body Wash
Men Body Wash, Refreshing, 12 fl oz 
(354 ml)

M 12 oz  $2.79 

Rite Aid Degree  Deodorant
Anti-Perspirant & Deodorant, Invisible 
Solid, Sheer Powder 2.6 oz (74 g)

F if 76 g  $3.89 

Rite Aid Degree  Deodorant
Degree Men Dry Protection Anti-
Perspirant & Deodorant, Sport, 2.7 oz 
(76 g)

M 76 g  $3.79 

Rite Aid Dove Deodorant
Go Sleeveless Anti-Perspirant 
Deodorant, Soothing Chamomile, 2.6 
oz (74 g)

F if 76 g  $5.64 
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Rite Aid Dove Deodorant
Antiperspirant Deodorant, Fresh 
Awake 2.7 oz (76 g)

M 76 g  $5.49 

Rite Aid Mitchum  Deodorant
Anti-Perspirant & Deodorant for 
Women, Clear Gel, Powder Fresh, 
3.4 oz (96 g)

F 3.4 oz  $5.29 

Rite Aid Mitchum  Deodorant
Anti-Perspirant & Deodorant, Clear 
Gel, Mountain Air, 3.4 oz (96 g)

M 3.4 oz  $5.29 

Rite Aid
Speed 
Stick

Deodorant
Lady Speed Stick Invisible Dry 
Antiperspirant/Deodorant, Powder 
Fresh, 2.3 oz (65 g)

F if 85 g  $4.69 

Rite Aid
Speed 
Stick

Deodorant
Speed Stick Power Antiperspirant 
Deodorant, Unscented, 3 oz (85 g)

M
85 g (3 

oz)
 $3.59 

Rite Aid
Clear Scalp 
& Hair

Hair Care

Shampoo, Nourishing, Total Care, 
12.9 fl oz (381 ml) + Therapy 
Conditioner, Nourishing Daily, Strong 
Lengths, 12.7 fl oz (375 ml)

F 756 ml  $11.98 

Rite Aid
Clear Scalp 
& Hair

Hair Care

Men Scalp Therapy Shampoo & 
Conditioner, Daily, Anti-Dandruff, 
Complete Care, 2 in 1, 12.9 fl oz 
(381 ml)

M 381 ml  $5.99 

Rite Aid Dove Hair Care
Damage Solutions Shampoo, 
Intensive Repair, 12 fl oz (355 ml)

F 12 oz  $4.99 

Rite Aid Dove Hair Care
Men + Care Shampoo, Fortifying, 
Thickening, 12 fl oz (355 ml)

M 12 oz  $5.19 

Rite Aid Vaseline Lotion
Intensive Rescue Lotion, 
Hypoallergenic, Repairing Moisture, 
Fragrance Free, 24.5 fl oz (725 ml)

F 24.5 oz  $7.79 

Rite Aid Vaseline Lotion
Men Body & Face Lotion, Fast 
Absorbing, 20.3 fl oz (600 ml)

M
if 24.5 

oz
 $9.40 

Rite Aid BIC Razor
Soleil Shavers, Sensitive Skin, 3 
Blades, 4 shavers

F 3  $7.29 

Rite Aid BIC Razor
Comfort 3 Shavers for Men, Sensitive 
Skin, 4 shavers

M 3  $4.69 

Rite Aid Rite Aid Razor
Renewal Razors, 5 Blade, for 
Women, 3 razors

F 3  $8.99 

Rite Aid Rite Aid Razor
Renewal Razors, Disposable, 
5-Blade, for Men, 3 ea

M 3  $8.49 

Rite Aid Rite Aid Razor
Renewal Razor, 5 Blade, for Women, 
1 set

F 1  $7.49 

Rite Aid Rite Aid Razor
 Renewal Razor, 5 Blade, for Men, 
with Trimmer, 1 set

M 1  $7.49 

Rite Aid Gillette 
Razor 
Cartridges

Venus Embrace Cartridges, 5 Blades, 
Value Pack, 6 cartridges

F 6  $26.99 

Rite Aid Gillette 
Razor 
Cartridges

Fusion Cartridges 4 cartridges M if 6  $27.73 

Rite Aid Rite Aid
Razor 
Cartridges

Renewal Cartridge Refills, 5 Blade, for 
Women, 4 cartridges

F 4  $8.99 

Rite Aid Rite Aid
Razor 
Cartridges

Renewal Cartridge Refills, 5 Blade, for 
Men, with Trimmer, 4 cartridges

M 4  $8.49 
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Rite Aid Schick 
Razor 
Cartridges

Quattro Cartridges, 4 cartridges M 4  $12.49 

Rite Aid Schick 
Razor 
Cartridges

Hydro 5 Cartridges, Hydrating, Aloe & 
Vitamin E, 4 cartridges

M 4  $15.99 

Rite Aid Schick 
Razor 
Cartridges

Quattro for Women Cartridges, Ultra 
Smooth, 4 cartridges

F 4  $14.79 

Rite Aid Schick 
Razor 
Cartridges

Hydro Silk Razor Cartridges, 4 
cartridges

F 4  $19.99 

Rite Aid Edge 
Shaving 
Cream

Shave Gel, Sensitive Skin with Aloe, 
Value Size 7 oz.

M if 10 oz  $4.98 

Rite Aid Gillette 
Shaving 
Cream

Shave Gel, Sensitive, with Shea 
Butter 7 oz (198 g)

F 7 oz  $3.99 

Rite Aid Gillette 
Shaving 
Cream

Hydra Gel, Ultra Sensitive 7 oz (198 g) M 7 oz  $5.29 

Rite Aid Rite Aid
Shaving 
Cream

Renewal Shave Gel, Moisturizing, 
Baby Soft with Baby Oil, 7 oz (198 g)

F 7 oz  $2.59 

Rite Aid Rite Aid
Shaving 
Cream

Renewal Shave Gel, for Men, 
Sensitive Skin, 7 oz (198 g)

M 7 oz  $2.59 

Rite Aid Skintimate
Shaving 
Cream

Skin Therapy Shave Cream, 
Moisturizing, Sensitive Skin, 10 oz 
(283 g)

F 10 oz  $3.49 

Walgreens/
Duane Reade

Dial Body Wash
Body Wash Omega Moisture Sea 
Berries

F 16 oz  $5.09  $0.32 

Walgreens/
Duane Reade

Dial Body Wash
Dial for Men Body Wash Fresh 
Reaction Alpine

M 16 oz  $5.09  $0.32 

Walgreens/
Duane Reade

Dove Body Wash Nourishing Body Wash F
if 13.5 

oz
 $5.67 

Walgreens/
Duane Reade

Dove Body Wash Men+Care Body Wash Clean Comfort M 13.5 oz  $4.99  $0.68 

Walgreens/
Duane Reade

Nivea Body Wash Body Wash Jojoba Oil & Coconut F 16.9 oz  $5.49  $0.32 

Walgreens/
Duane Reade

Nivea Body Wash Men 3 in 1 Body Wash Energy M 16.9 oz  $4.99  $0.30 

Walgreens/
Duane Reade

Degree Deodorant
Dry Protection Anti-Perspirant & 
Deodorant Shower Clean

F if 2.7 oz  $3.43 

Walgreens/
Duane Reade

Degree Deodorant
Men Dry Protection Antiperspirant & 
Deodorant Sport

M 2.7 oz  $3.29  $0.14 

Walgreens/
Duane Reade

Dove Deodorant
go fresh Anti-Perspirant Deodorant 
Cool Essentials

F if 2.7 oz  $5.18 

Walgreens/
Duane Reade

Dove Deodorant
Men+Care Antiperspirant & 
Deodorant Extra Fresh

M 2.7 oz  $4.99  $0.19 

Walgreens/
Duane Reade

Mitchum Deodorant
Mitchum for Women Advanced Gel 
Anti-Perspirant & Deodorant Powder 
Fresh

F 2.25 oz  $3.99  $1.77 

Walgreens/
Duane Reade

Mitchum Deodorant
Advanced Gel Anti-Perspirant & 
Deodorant Sport

M 2.25 oz  $3.99  $1.77 

Walgreens/
Duane Reade

Alberto 
VO5

Hair Care
2 in 1 Moisturizing Shampoo + 
Conditioner

F 12.5 oz  $1.99  $0.16 

Walgreens/
Duane Reade

Alberto 
VO5

Hair Care
Mens 3-IN-1 Shampoo, Conditioner 
& Body Wash Ocean Surge

M 12.5 oz  $1.29  $0.10 
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Walgreens/
Duane Reade

Aussie Hair Care
Aussome Volume 2-in-1 Shampoo (& 
Conditioner)

F 13.5 oz  $8.38  $0.31 

Walgreens/
Duane Reade

Aussie Hair Care
Men Daily Clean 2-In-1 Shampoo + 
Conditioner

M 13.5 oz  $3.79  $0.28 

Walgreens/
Duane Reade

Head & 
Shoulders

Hair Care
Smooth & Silky 2 in 1 Dandruff 
Shampoo + Conditioner

F 23.7 oz  $8.29  $0.35 

Walgreens/
Duane Reade

Head & 
Shoulders

Hair Care
Men Total Care All-in-1 Dandruff 
Shampoo + Conditioner

M 23.7 oz  $8.29  $0.35 

Walgreens/
Duane Reade

Suave Hair Care
Performance Series 2 in 1 Plus 
Shampoo & Conditioner, For All Hair 
Types

F if 28 oz  $4.48 

Walgreens/
Duane Reade

Suave Hair Care
Professionals Men 2-in-1 Shampoo 
and Conditioner

M 28 oz  $3.99  $0.49 

Walgreens/
Duane Reade

Dial Lotion
7 Day Moisturizing Lotion, Extra Dry 
Skin

F 21 oz  $6.79  $0.32 

Walgreens/
Duane Reade

Dial Lotion
Dial For Men NutriSkin Body & Hand 
Lotion Ultra Hydrating

M 21 oz  $6.79  $0.32 

Walgreens/
Duane Reade

Vaseline Lotion
Intensive Rescue Intensive Care 
Advanced Repair Non-Greasy Lotion 
Fragrance Free

F 10 oz  $4.19  $0.42 

Walgreens/
Duane Reade

Vaseline Lotion
Men Healing Moisture Non-Greasy 
Body & Face Lotion Extra Strength

M 10 oz  $4.19  $0.42 

Walgreens/
Duane Reade

BIC Razor BiC Comfort 3 Shavers for Women F 4  $3.99 

Walgreens/
Duane Reade

BIC Razor BiC Comfort 3 Pivot Shavers M 4  $3.99 

Walgreens/
Duane Reade

Gillette Razor
Venus Swirl Women's Razor Handle 
with 2 Blade Refills

F 1  $13.99 

Walgreens/
Duane Reade

Gillette Razor
Fusion ProGlide SilverTouch Razor 
with FlexBall Handle Technology & 2 
Razor Blade Refills

M 1  $13.79 

Walgreens/
Duane Reade

Schick Razor Quattro For Women Razor F 1  $10.49 

Walgreens/
Duane Reade

Schick Razor Quattro Titanium Razor M 1  $9.99 

Walgreens/
Duane Reade

Studio 35 Razor Beauty Disposable Five-Blade Razors F 3  $5.99  $2.00 

Walgreens/
Duane Reade

Studio 35 Razor Men's Disposable Five-Blade Razors M 3  $5.49  $1.83 

Walgreens/
Duane Reade

Gillette 
Razor 
Cartridges

Venus Divine Cartridges F 8  $25.99 

Walgreens/
Duane Reade

Gillette 
Razor 
Cartridges

MACH3 Cartridges M 8  $23.99 

Walgreens/
Duane Reade

Schick
Razor 
Cartridges

Hydro Silk for Women Cartridges F 4  $18.49  $4.62 

Walgreens/
Duane Reade

Schick
Razor 
Cartridges

Hydro 5 Cartridge Razor Refills M 4  $14.99  $3.75 

Walgreens/
Duane Reade

Schick
Razor 
Cartridges

Quattro For Women Razor Cartridge 
Refill

F  $14.49 
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Walgreens/
Duane Reade

Schick
Razor 
Cartridges

Quattro Titanium Razor Cartridges M  $12.99 

Walgreens/
Duane Reade

Edge
Shaving 
Cream

Shave Gel Soothing Aloe M 7 oz  $3.29  $0.47 

Walgreens/
Duane Reade

Gillette
Shaving 
Cream

Venus with a Touch of Olay, Shave 
Gel Sugarberry Bliss

F 7 oz  $3.49  $0.50 

Walgreens/
Duane Reade

Gillette
Shaving 
Cream

Series Shave Gel M 7 oz  $2.89  $0.41 

Walgreens/
Duane Reade

Kiss My 
Face

Shaving 
Cream

Moisture Shave Lavender Shea F if 6 oz  $7.57 

Walgreens/
Duane Reade

Kiss My 
Face

Shaving 
Cream

Natural Man Aqua 4 in 1 Shave Aqua M 6 oz  $5.99 

Walgreens/
Duane Reade

Skintimate
Shaving 
Cream

SignatureScents Moisturizing Shave 
Gel Raspberry Rain

F 7 oz  $3.29  $0.47 

Walgreens/
Duane Reade

Studio 35
Shaving 
Cream

Dry Skin Ladies Shave Gel F  $3.29 

Walgreens/
Duane Reade

Studio 35
Shaving 
Cream

Sensitive Skin Men's Shave Gel M  $3.29 
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Senior/Home Health Care Products

Store Item Type Name (on Website) Gender Count Price

Costco Adult Diapers Protective Underwear Women Small / Medium F 80  $42.99 

Costco Adult Diapers Protective Underwear Men Small / Medium M 80  $42.99 

CVS Adult Diapers Silhouette Women's Briefs Small/Medium, 56Ct F 56  $64.99 

CVS Adult Diapers Real Fit Men's Briefs Small/Medium, 56Ct M 56  $64.99 

CVS Adult Diapers Woman's Reusable Incontinence Panty 2Xl F  $21.99 

CVS Adult Diapers Men's Reusable Incontinence Brief 2Xl M  $23.99 

CVS Adult Diapers
Women's Underwear Maximum Absorbency 
S/M, 72 Total

F 72  $45.96 

CVS Adult Diapers
Cvs Men's Underwear Maximum Absorbency 
S/M, 72 Total

M 72  $45.96 

CVS
Compression 
Socks

Revitalizing Diamond Pattern Trouser Socks For 
Women Black Medium (15-20 Mm/Hg)

F  $21.49 

CVS
Compression 
Socks

Support Dress Socks Men's Firm Medium Black 
(20-30 Mm/Hg)

M  $17.99 

CVS
Compression 
Socks

Women's Knee Length Compression Socks F  $8.99 

CVS
Compression 
Socks

Men's Over-The-Calf Length Compression Socks M  $8.99 

CVS Digestive Health Women's Gentle Laxative Enteric Coated Tablets F  $4.99 

CVS Digestive Health Gentle Laxative Tablets M  $6.49 

CVS Digestive Health Laxative Tablets For Women F  $9.79 

CVS Digestive Health Laxative Tablets For Overnight Relief M  $7.49 

CVS Digestive Health
Women's Probiotic One-A-Day Vegetable 
Capsules

F  $22.99 

CVS Digestive Health Digestive Probiotic Vegetable Capsules M  $22.79 

CVS Personal Urinal Female Urinal F  $7.99 

CVS Personal Urinal Male Urinal M  $5.99 

CVS
Supports and 
Braces

Women's Breathable Elastic Abdominal Support 
Binder White

F  $51.99 

CVS
Supports and 
Braces

Men's Breathable Elastic Abdominal Binder 12 
In. Width White 

M  $45.99 

CVS
Supports and 
Braces

Women's Posture Corrector White F  $94.99 
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CVS
Supports and 
Braces

Men's Posture Corrector White M  $85.99 

Kmart Digestive Health
Dulcolax Laxative Tablets For Women 
25 Ct

F if 30  $8.39 

Kmart Digestive Health Dulcolax Tablets Laxative 30 Ct Box M 30  $6.99 

Kmart Digestive Health
Dulcolax Dulcoease Pink Softgels Stool Softener 
25 Ct Box

F 25  $6.99 

Kmart Digestive Health Dulcolax Stool Softener Liquid Gels, 25 Count M 25  $6.99 

Kmart Digestive Health
Smart Sense Laxative, Women's, 5 Mg, Tablets, 
30 Tablets

F 30  $4.49 

Kmart Digestive Health
Smart Sense Bisa-Lax, 5 Mg, Coated Tablets, 25 
Tablets

M if 30  $6.23 

Kmart
Supports and 
Braces

Smart Sense Women's One Size Back Support 
Peg

F  $14.99 

Kmart
Supports and 
Braces

Smart Sense Adjustable One Size Back Support 
Peg

M  $14.99 

Kmart
Supports and 
Braces

Smart Sense Women's One Size Right Wrist 
Splint Peg

F  $14.99 

Kmart
Supports and 
Braces

Smart Sense Adjustable One Size Right Wrist 
Splint Peg

M  $14.99 

Kmart
Supports and 
Braces

Smart Sense Women's One Size Knee Support 
Peg

F  $14.99 

Kmart
Supports and 
Braces

Smart Sense Adjustable Deluxe One Size Knee 
Support Peg

M  $14.99 

Kmart
Supports and 
Braces

Smart Sense Women's One Size Ankle Support 
Peg

F  $11.99 

Kmart
Supports and 
Braces

Smart Sense Adjustable One Size Ankle Support 
Peg

M  $10.99 

Rite Aid Adult Diapers
Depend For Women Underwear, Maximum 
Absorbency, S/M, 32 Pairs

F 32  $19.99 

Rite Aid Adult Diapers
Depend For Men Underwear, Maximum 
Absorbency, S/M, 32 Pairs

M 32  $19.99 

Rite Aid Adult Diapers
Underwear For Women, Maximum Absorbency, 
32 Count

F 32  $16.99 

Rite Aid Adult Diapers
Underwear For Men, Maximum Absorbency, 32 
Count

M 32  $16.99 

Rite Aid Adult Diapers
Bladder Control Pads For Women, Maximum 
Absorbency, 39 Count

F if 52  $15.99 

Rite Aid Adult Diapers
Guards For Men, Maximum Absorbency, 52 
Count

M 52  $11.99 

Rite Aid Cane Round Handle Cane (Silver, Womens) F  $17.99 

Rite Aid Cane Round Handle Cane (Silver, Mens) M  $17.99 

Rite Aid
Compression 
Socks

Energizing Trouser Socks, For Women, Knee 
Highs, Mild Compression

F  $18.99 

Rite Aid
Compression 
Socks

Restoring Dress Socks For Men, Over The Calf, 
Firm Compression

M  $15.49 



73

Rite Aid Digestive Health
Rite Aid Pharmacy Laxative For Women, 5 Mg, 
Tablets, 30 Tablets

F if 50  $8.32 

Rite Aid Digestive Health
Rite Aid Pharmacy Laxative, 5 Mg, Tablets, 50 
Tablets

M 50  $10.49 

Rite Aid Personal Urinal Carex Female Urinal F  $8.99 

Rite Aid Personal Urinal Carex Male Urinal M  $8.99 

Target
Compression 
Socks

Sigvaris Women's Baby Legs Cotton 
Compression Sock 15-20 Mmhg

F  $27.96 

Target
Compression 
Socks

Sigvaris Men's Casual Cotton Compression Sock 
15-20 Mmhg

M  $27.96 

Target
Compression 
Socks

Sigvaris Women's Soft Opaque Thigh High 
Compression Hosiery 20-30 Mmhg

F  $87.96 

Target
Compression 
Socks

Sigvaris Men's Midtown Microfiber Thigh-Hi 20-
30 Mmhg

M  $79.96 

Target
Compression 
Socks

Sigvaris Women's Soft Opaque Knee-High 20-30 
Mmhg

F  $63.96 

Target
Compression 
Socks

Sigvaris Men's Midtown Microfiber Knee-Hi 20-
30 Mmhg

M  $63.96 

Target Personal Urinal Nova Female Urinal - White F  $8.95 

Target Personal Urinal Nova Male Urinal With Cover - White M  $9.99 

Target
Supports and 
Braces

Futuro For Her Adjustable Grey Right Hand Wrist 
Support

F  $21.99 

Target
Supports and 
Braces

Futuro Reversible And Adjustable Splint Wrist 
Brace - 1 Count

M  $10.79 

Target
Supports and 
Braces

Futuro For Her Adjustable Knee Support F  $21.99 

Target
Supports and 
Braces

Futuro Sport Adjustable Black Knee Support M  $14.99 

Walgreens/
Duane Reade

Adult Diapers
Depend For Women Underwear, Maximum 
Absorbency, S/M - 60 Pack

F 60  $39.99 

Walgreens/
Duane Reade

Adult Diapers
Depend For Men Underwear, Maximum 
Absorbency, S/M - 60 Pack

M 60  $39.99 

Walgreens/
Duane Reade

Adult Diapers
Walgreens Protective Underwear Women's S/M 
Pink

F 42  $21.99 

Walgreens/
Duane Reade

Adult Diapers
Walgreens Protective Underwear Men's S/M 
White

M 42  $21.99 

Walgreens/
Duane Reade

Adult Diapers Tena Serenity Moderate Pads Regular F if 48  $15.58 

Walgreens/
Duane Reade

Adult Diapers
Tena Serenity Men Protective Guards, Moderate 
Absorbency

M 48  $13.79 

Walgreens/
Duane Reade

Adult Diapers Attends Bladder Control Pads F if 64  $53.32 

Walgreens/
Duane Reade

Adult Diapers Attends Guards For Men Unisize M 64  $49.99 

Walgreens/
Duane Reade

Cane Spring Garden Collection Folding Cane Butterfly F  $27.99 



74

Walgreens/
Duane Reade

Cane Scotch Plaid Designer Offset Cane M  $25.99 

Walgreens/
Duane Reade

Cane
Lightweight Adjustable Designer Cane, Derby 
Top Beige Floral

F  $19.99 

Walgreens/
Duane Reade

Cane Men's Traditional Wood Cane Walnut 1-Inch M  $14.99 

Walgreens/
Duane Reade

Compression 
Socks

Revitalizing Trouser Socks For Women, Moderate 
Medium Black

F  $21.99 

Walgreens/
Duane Reade

Compression 
Socks

Revitalizing Dress Socks For Men, Model 
71038En Medium Black

M  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Walgreens Diabetic Crew Socks For Women 
Sizes 6-10 Khaki

F  $5.99 

Walgreens/
Duane Reade

Compression 
Socks

Walgreens Diabetic Crew Socks For Men Sizes 
7-12 Khaki

M  $5.99 

Walgreens/
Duane Reade

Compression 
Socks

Women's Trouser Style Mild (10-20Mm) Designer 
Knit Pattern Support Socks Small

F  $19.99 

Walgreens/
Duane Reade

Compression 
Socks

Men's Dress Style Over-The-Calf Length Firm 
(15-20 Mm) Support Socks Xl

M  $19.99 

Walgreens/
Duane Reade

Compression 
Socks

Fit Rite Basic Sheer Knee High Ladies Black F  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Fit Rite Dress Sock Mens Brown M  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Dr. Scholl's Moderate Support Sock For Women 
Black

F  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Dr. Scholl's Moderate Support Sock For Men 
Black

M  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Dr. Scholl's Firm Support Sock For Women 
Sheer Black

F  $18.99 

Walgreens/
Duane Reade

Compression 
Socks

Dr. Scholl's Firm Support Sock For Men Black M  $23.99 

Walgreens/
Duane Reade

Digestive Health
Dulcolax Laxative Comfort Coated Tablets For 
Women

F  $7.99 

Walgreens/
Duane Reade

Digestive Health Dulcolax Laxative Tablets M  $7.99 

Walgreens/
Duane Reade

Digestive Health Walgreens Women's Probiotic, Capsules F  $15.99 

Walgreens/
Duane Reade

Digestive Health
Walgreens Daily Probiotic With Digestive 
Enzymes, Capsules

M  $15.99 

Walgreens/
Duane Reade

Digestive Health Walgreens Women's Laxative Tablets (30) F 30  $4.19 

Walgreens/
Duane Reade

Digestive Health Walgreens Gentle Laxative Tablets ( 25) M if 30  $6.94 

Walgreens/
Duane Reade

Personal Urinal Female Urinal With Leak-Resistant Lid F  $19.99 

Walgreens/
Duane Reade

Personal Urinal Healthcare Autoclavable Male Urinal With Cover M  $14.99 

Walgreens/
Duane Reade

Personal Urinal Carex Female Urinal F  $11.99 

Walgreens/
Duane Reade

Personal Urinal Carex Male Urinal M  $9.99 
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Walgreens/
Duane Reade

Personal Urinal Portable Female Urinal 1000Cc F  $9.99 

Walgreens/
Duane Reade

Personal Urinal Portable Male Urinal With Snap-On Lid M  $5.99 

Walgreens/
Duane Reade

Supports and 
Braces

Abdominal Binder 9In Wide 3 Panels Unisex 
White

F  $38.99 

Walgreens/
Duane Reade

Supports and 
Braces

Mens Breathable Abdominal Binder 9" Wide 
White

M  $34.99 

Walgreens/
Duane Reade

Supports and 
Braces

Rib Support For Women White F  $26.99 

Walgreens/
Duane Reade

Supports and 
Braces

Rib Support For Men White M  $22.99 

Walgreens/
Duane Reade

Supports and 
Braces

Women's Posture Corrector F  $94.99 

Walgreens/
Duane Reade

Supports and 
Braces

Men's Posture Corrector M  $84.99 





























 
 

 

 
New York City Council 

Committee on Consumer Affairs 
The Honorable, Chair Rafael Espinal, Jr., Chair  

Hearing on Intro. 1086-A 
 
LiveOn NY thanks Committee Chair Espinal, Jr. for holding a hearing on this issue.  LiveOn NY 
also thanks Council Member Deutsch and cosponsors of Intro. 1086-A. 
 
LiveOn NY respectfully submits the following testimony on Intro. 1086-A. 
 
Background on Medicare Fraud 
Medicare fraud and abuse is a critical problem facing New Yorkers and costing the state. We 
applaud City Council for recognizing this issue and taking steps to address it.   
 
Overall Medicare expenditures were nearly $600 billion in the year 2012, and are expected to 
rise significantly as the baby boomer population ages. In 2014, it was estimated that Medicare 
loses approximately $60 billion annually due to Medicare errors, fraud, and abuse, though the 
exact figure is impossible to measure. This loss affects not only the federal government, but 
Medicare beneficiaries as well, resulting in higher out-of-pocket expenses. Additionally, 
Medicare numbers are for life, as they are a person's social security number; therefore, once 
stolen, a beneficiary's Medicare number is considered "compromised" and can affect them 
forever. 
 
Senior Medicare Patrol (SMP) 
The Senior Medicare Patrol (SMP) program model is based on education and prevention. SMPs 
are grant projects funded by the U.S. Administration for Community Living (ACL). Every three 
years, ACL issues a new request for proposals for the SMP program and then competitively 
awards grants to a selected project in each of the 50 states, the District of Columbia, Guam, and 
Puerto Rico.  The chosen SMP project becomes the designated contact in that state to conduct 
outreach and education, receive complaints and engage volunteers. LiveOn NY was proud to 
selected as the SMP for New York State and is currently performing these duties. The NY SMP 
through LiveOn NY can be contacted at 877-678-4697.  A brochure on SMP is attached to this 
testimony. 

The SMP is modeled around recruiting and actively engaging senior volunteers to promote peer 
counseling, education, and assistance. This provides seniors opportunities to not only educate 
themselves on Medicare issues, but also to get involved and give back to their community.  
SMPs encourage and educate Medicare beneficiaries to scrutinize their Medicare Summary 
Notices (MSNs) each quarter to look for any discrepancies in services and billing.  In this way, 
SMPs are able to empower beneficiaries to reduce healthcare errors, abuse, and fraud. 

Although beneficiaries themselves can report suspicious activity directly to the Office of the 
Inspector General or through 1-800-Medicare, some prefer to contact their state's SMP to report 
on their behalf.  The NY SMP through LiveOn NY can be contacted at 877-678-4697.  
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Background on Financial Exploitation 
Just this week on World Elder Abuse Awareness Day June 15, 2016, the New York State Office 
of Children & Family Services (OCFS) released a groundbreaking study title The New York State   
Cost of Financial Exploitation Study to quantify how much financial exploitation is costing 
victims, the government and service providers in New York state.  The study quantified 1) cost 
of funds and other property stolen; 2) costs incurred by the agencies and districts as a result of 
the financial exploitation (such as APS, law enforcement, etc.); and 3) costs incurred in 
providing new government benefits and services for the victim as a result of the exploitation. 
The majority of the cases were older adults.  
 
The findings are that financial exploitation of adults results in an estimated $1.5 billion in 
annual costs to NY.  This is staggering and shatters previous estimates.  These cases are 
notoriously also difficult to pursue, and recovery of funds is difficult. To give some additional 
perspective, the common report often referenced when estimating the cost of  about financial 
exploitation is a 2008 MetLife study that estimated the cost of these crimes at $2.9 billion 
nationally. 
 
Further, the 2011 Under the Radar: New York State Elder Abuse Prevalence Study found that 
over 260,000 of older adults in the state of New York experienced some form of abuse in the 
year prior to the study.  Further, 9%, or 120,000, older New York City residents are suffering 
from some form of abuse. Only 1 out of 24 overall cases are reported to law enforcement, APS, 
medical or social services and that number rises to 1 out of 44 when the case involves financial 
elder abuse.  The obvious question is what happens to all the other 43 older adults whose cases 
go unreported? 
 
LiveOn NY again commends City Council for taking steps to address this issue. 
 
LiveOn NY NYC Elder Abuse Roadmap Process 
In late 2015, LiveOn NY convened over 50 thought leaders and key stakeholders for a two-part 
facilitated discussion with the goal of localizing the issue of elder abuse and building broad 
based consensus for practical, attainable goals and policies in New York City.   
 
Participants included leaders from multiple disciplines including government, law enforcement, 
legal community, direct and social services, foundations, domestic violence, financial industry, 
healthcare and others. Participants engaged in an energetic and synergistic exchange of ideas, 
and identified key challenges and recommendations to address specific issues relating to elder 
abuse, including financial exploitation.  LiveOn NY will be releasing the Roadmap Report in the 
coming months, and will look forward to sharing that information with City Council as we hope 
to provide concrete action steps to address issues such as financial exploitation and fraud.  
 
Recommendations re: Intro. 1086-A 
Based on the startling statistics noted above, LiveOn NY supports the general spirit of the Intro. 
1086-A, but feels it needs some changes to in order to most effectively address these issues.  
LiveOn NY urges City Council to examine and address the following concerns: 
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• The term "outreach and education efforts" is vague.  While we agree with providing 
flexibility for such a program, we would like to better understand what types of outreach 
and education efforts are intended, and whether this includes printed materials, social 
media campaigns and educational events. 

• The bill requires that senior centers and NORCs make the materials available.  However, 
it is unclear how the materials will be provided to them, if at all. It requires materials to 
be posted on the Department of Consumer affairs website, but as written, there is no 
requirement for the City to print the materials.  The materials should be is printed and 
accessible to seniors so that it reaches a wide audience.  Printing must be at no cost to 
the senior centers and NORCs.   The city should print the materials in a clear, concise 
format, while also pointing consumers to the web site and provide those materials to 
DFTA to disseminate to the senior centers and NORCS.   

• Any materials and information must include contact information for places to report 
fraud, including LiveOn NY’s SMP hotline at 877-678-4697 and links to the SMP 
resource page at http://www.smpresource.org/  

• As part of the dissemination plan, the city must also include outreach to include 
homebound seniors who do not visit senior centers or live in a NORC.  Because these 
seniors are homebound, it is vital to provide them this information. 

• The city needs to design a dissemination plan outlining a process for development, 
funding and printing of the materials.  This plan must clearly indicate that the city must 
be responsible for the cost of printing.  It is unrealistic to place the cost on the already 
underfunded senior centers and NORCS. 

• LiveOn NY commends sponsors for requiring that the information be available in 
multiple languages.  

• In addition to senior centers and NORCs, the city should consider reaching out to senior 
housing buildings.  

 
LiveOn NY thanks City Council for the opportunity to testify on this initiative aimed at 
protecting New York’s older adults and residents.  
 
About LiveOn NY:  LiveOn NY is dedicated to making New York a better place to age.   
Founded in 1979, with a membership base of more than 100 organizations ranging from 
individual community‐based centers to large multi‐service organizations, LiveOn NY is 
recognized as a leader in aging.  LiveOn NY’s membership serves over 300,000 older New 
Yorkers annually and is comprised of organizations providing an array of community based 
services including elder abuse prevention and victims’ services, case management for 
homebound seniors, multi‐service senior centers, congregate and home‐delivered meals, 
affordable senior housing with services, transportation, NORCs and other services intended to 
support older New Yorkers.  LiveOn NY connects resources, advocates for positive change, and 
builds, supports and fosters innovation. Our goal is to help all New Yorkers age with confidence, 
grace and vitality. 
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ARE YOU CONCERNED ABOUT AN ERROR OR 
POTENTIAL FRAUD?  CALL 1-877-678-4697 

  
New York Senior Medicare Patrol (SMP) 

LiveOn NY is now the New York Senior Medicare Patrol. SMP is part of a nationwide, grassroots education 

and assistance program working to empower seniors and caregivers to protect personal information and 

Medicare benefits by learning to detect mistakes or potential fraud in Medicare payments. You can report 

suspected problems to SMP. LiveOn NY staff and trained volunteers work to correct errors and report 

abuse of the Medicare system to government authorities. 

New York Senior Medicare Patrol advises you to Protect, Detect, and Report…. 

Protect your personal information to shield yourself from identity theft and financial scams. Guard your 

Medicare card and Social Security card just like your checkbook and credit cards. Don’t carry them with 

you unless you expect to need them that day. Identity theft can lead to Medicare fraud.  

Detect mistakes or potential fraud in Medicare payments by tracking your medical services in a Personal 

Health Care Journal and look for: 

 Something billed twice 

 A service you did not receive 

 A medical provider you didn’t see or wasn’t involved in your care 

Most Medicare audits are done after payment is made to the medical provider. By reading your Medicare 

Summary Notice you are in the best position to identify and report errors early.  

Report by asking your doctor, clinic or hospital to explain the Medicare payment showing on your Medicare 

Summary Notice. Don’t be shy to ask; you pay for your Medicare coverage and you want the payments to be 

right! If you aren’t satisfied with the assistance you receive, contact the SMP hotline at 1-877-678-4697. 
 

1-877-678-4697 








