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Abstract 

As there is suggestion that gender segmentation and brand and product sex-typing strategies 

are outdated in contemporary Western society, with the intent to investigate the validity of 

gender congruity theory in a practical context, this research was designed to examine the 

relationship between consumer gender identity and the gender dimensions of brand 

personality through the context of the highly sex-typed shower product category. As gender 

identity involves both psychological and biological elements, to assess the relationship 

between brand and consumer gender, both consumer and brand gender were measured in 

biological (male, female) and psychological (masculinity, femininity, etc.) terms. Using a 

combination of qualitative and quantitative research, data was collected to reflect consumer 

attitude towards sex-typed products and perception of gender in shower product brands then 

triangulated for validity. Analyses established from the collected data found that for the 

category of shower products, gender-brand congruity exists and that sex-typing remains to be 

a relevant marketing strategy as consumers continue to identify and select brands and 

products with sex-congruent attributes using stereotypical gender traits.  
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Chapter One: Research Introduction 

Background 

Traditionally, studies in consumer behaviour purport that the relationship between a 

consumer’s self-concept and the brand personality of a product has significant impact on the 

consumer’s evaluation of the product and thus, their purchase behaviour (Fugate and Phillips, 

2010; Kressmann, et al., 2006; Maehle and Shneor, 2010; Maehle, Otnes and Supphellen, 

2011; Sirgy, 1986; Sirgy et al., 1997; Worth, Smith, and Mackie, 1992). As gender is an 

important part of one’s self-concept (Grohmann, 2009), following self-congruency theory, 

consumption behaviour is often assumed to be consistent with a person’s gender identity.  

To target a specific gender market, marketers often employ a segmentation strategy called 

product gender-typing, or sex-typing; a process in which marketers imbue stereotypical 

gender traits to a gender-neutral product through its marketing communication and brand 

elements (Alreck, 1994; Patterson and Hogg, 2004). Following self-congruency and gender 

schema  theories, this is traditionally considered to be a rational response as men and women 

want to know what products are “theirs”, and countless studies have found that consumers are 

often psychologically uncomfortable utilizing products and services they considered to be 

cross-sexed (Milner and Fodness, 1996). However, in a society where gender norms and 

tastes are constantly evolving with its surrounding culture (Alreck, 1994; Brannon, 2004; 

Douglas and Fugate, 2010), with evidence suggesting a blurring of sex-roles (Fugate and 

Phillips, 2010) and changes in individuals’ adherence to the traditional gender norms, with 

diversity replacing homogeneity (Alreck, 1994), there is argument that gender-typed products 

and gendered marketing may be outdated and that, to avoid alienation and resentment from 

certain market segments and to reach a broader audience, gender-neutral products and 

branding strategies may be more prudential for a brand’s success (Alreck, Settle and Belch 



 
2 

 

1982, Fugate, Phillips 2010, Reynolds 2011). 

In the bath and body category, brands and products are often explicitly (in the case of Lynx) 

or implicitly (Dove) positioned along gender lines. This divide is so significant that the 

website of UK’s largest chemist, Boots, provides a separate category for “Men’s Bath and 

Shower”; it should be noted that there is no separate category for “Women’s Bath and 

Shower”, suggesting that all shower products are implicitly feminine unless stated otherwise. 

As gender-based branding automatically alienates an approximate 50% of the potential 

market, the objective of this study is to investigate consumer perception of brand and product 

gendering and explore the benefits and disadvantages of market differentiation by gender 

through the context of shower products. Using Radox as a case study, this study explores 

consumer perception of gender in the brand personality of shower products and provide 

insight into the effects of gender identity on consumer preferences.  

Theoretical Overview 

The premise of self-congruity theory (Levy, 1959; Solomon et al., 2010) maintains that 

consumers seek self-consistency by choosing products with attributes that are aligned with 

some aspect of their identity. According to gender schema theory (Bem, 1976, 1981a, 1981b; 

Schmitt, Leclerc, & Dubé-Rioux, 1988), following the cultural construct of their society, 

people have a tendency to spontaneously sort attributes and behaviours, including their own 

self-concept, into masculine and feminine categories. As such it can be deduced that 

consumers have a higher preference for brands and products that are symbolically congruent 

with their gender identity.   

One of the most fundamental questions in gender consumption studies is whether 

symbolically, brands and products, like people, possess gender. While most studies have 

found that consumers do indeed perceive gender images in products, (Alreck, 1994; Debevec 

and Iyer, 1986; Golden, Allison and Clee, 1977) the basis for these images are not fully 
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understood. Additionally, though there has been multiple studies on the perceptions of 

product gender, the gender dimensions of brands have received little attention. Unlike 

products, brands are often imbued with human characteristics or personality traits, commonly 

referred to as brand personality. To measure the gender dimension of brand personality, 

Grohmann (2009) developed a two-dimensional scale called the MBP/FBP (Masculine Brand 

Personality/Feminine Brand Personality) that, using consumer perception of gender traits, 

classifies brands in sex-role orientations (masculine, feminine, undifferentiated, or 

androgynous) corresponding the model set out by the Bem Sex-Role Inventory (Bem, 1974; 

1981a) which is used for the measurement of human gender traits.  

As gender identity consists of both physiological and social psychological elements, existing 

studies have provided inconclusive results as to whether one’s biological gender or their sex-

role orientation has more significance on their consumption preferences. Using a variety of 

different quantitative and qualitative research methods and measures, including the widely-

used BSRI (Bem, 1974; 1981a) and Grohmann’s(2009) MBP/FBP, this research has been 

developed to assess and compare the relationships between consumer gender identity and the 

perception of ‘brand gender’ through the lens of consumer behaviour. Additionally, this 

research hopes to provide insight into the related marketing implications of the brand and 

product sex-typing in contemporary Western society. 

Brand Selection for Case Study 

Due to prevalence of sex-typing in the marketing of shower products, the researcher had 

chosen to direct the focus of the research on the shower product category for investigation. 

The brand Radox and its associated product ranges were chosen for the case study as the 

researcher believes that it presents an interesting case due to its use of masculine, feminine, 

and neutral marketing cues in a highly sex-typed product category. 
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Research Questions and Objectives 

The foundation of this study was established through an extensive examination of existing 

studies and theoretical frameworks. Through this examination, the researcher identified the 

following questions to guide the exploration of the relationship between an individual’s 

gender, their sex-role identity, and their perception of gender in brands and products.  

Research Question One 

RQ1: How do consumers perceive gendered marketing elements in shower products? 

RQ1a. Do consumers perceive shower products as a gendered product category? 

 
As the shower product category is one that is intensely sex-typed and segmented by gender, 

RQ1 has been designed to examine consumers’ perception of gender cues in the marketing 

elements to provide insight into how these cues are processed and understood. Since 

consumer behaviour studies have found that certain product categories are perceived to be 

inherently gendered, in order to achieve a better understanding of the subject, the sub-

question RQ1a examines whether consumers perceive an inherent gender in the shower 

product category, what it may be, and the formation of these perceptions. Overall, Research 

Question One investigates consumer perception of shower products and provide insight into 

how the marketing elements used for brand and product sex-typing are perceived by 

consumers. 

Research Question Two 

RQ2: What effects does the perceived gender of a shower product brand have on consumer 
behaviour?  
 

RQ2a: Do men and women employ different criteria in their evaluation of shower 
products? 
 

Due to a lack of research on the subject of consumer attitude and the relationship between 

brand gender and the gender dimensions of a consumer’s self-concept, Research Question 

Two was designed to provide insight and understanding into the relationship between one’s 
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gender, their sex-role orientation, and their brand preferences. More specifically, this 

question investigates whether consumers prefer brands with gender personalities that match 

their own. Additionally, as there is a discrepancy between researchers on whether one’s 

gender or sex-role identity is a better determinant for consumer behaviour, this portion of the 

research compares the relationship between a consumers’ biological gender (male, female) 

and their brand preferences and the relationship between their sex-role identity (masculine, 

feminine, androgynous, undifferentiated) and their brand preferences. Furthermore, as one of 

the main objectives of this study is to provide insight into the managerial benefits and 

disadvantages of product sex-typing and gender-based branding for shower products, the sub-

question RQ2a examines the attributes used by men and women in their evaluation of shower 

products to explore their similarities and differences. 

The findings from this research question contributes to the general understanding of brand-

consumer gender preferences and provide recommendations for managerial decisions in 

terms of branding and segmentation design for the shower product category.  

Value of Research 

Following the objectives stated in the research questions, the findings of this exploratory 

research provides insight into the formation of brand gender perception and its role on 

consumer preferences in the context of the shower product category. Furthermore, as the 

study involves the assessment of brand personality measurements and human gender 

measurements, its findings will contribute to the theoretical understanding of the gender 

dimensions of brand/self-image congruence. 

Direction of Research 

Following the evolving design of its research approach, the process of the research and its 

analysis will be described in chronological order following this chapter. As the theoretical 

foundation and structure of the study was founded upon existing consumer behaviour 
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literature, Chapter Two provides a critical examination of the major theories and concepts 

related to the research subject. Chapter Three describes the research design and methodology 

employed in the development of this study. Using the collected results from the primary 

research, Chapter Four presents the findings and analysis in accordance to the research 

questions. To conclude the study, Chapter Five provides an overview of the research that was 

taken, its limitations, and suggestions for future studies. 
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Chapter Two: Literature Review 

Overview 

Presenting a critical examination and outline of the background literature of the study, this 

chapter has been divided into three main sections, Sex, Gender, and Gender Identity, 

Branding and Brand Personality, and Self-Congruency Theories, in correspondence to the 

key variables central to the overall research objective.  

Sex, Gender, and Gender Identity  

Traditionally, researchers have assumed that the physiological characteristics of sex were 

inextricably connected to one’s gender identity. However, this biological essentialist view has 

since been challenged by independent and interlinking developments in psychology, social 

studies and gender studies. Today, most academic researchers would agree that the concept of 

gender identity transcends the mere identification of male and female and that gender itself is 

a malleable cultural concept that may be utilized for self-expression (Avery, 2012; Bem, 

1974, 1976, 1981b; Butler, 1989; Ye, 2008). Following symbolic interactionism, (Hein, 2012; 

Solomon et al., 2010) most theorists agree that, unlike maleness and femaleness, masculinity 

and femininity are not granted at birth but are rather societal constructs, something 

individuals learn about and perform through symbolically laden social interactions (Avery, 

2012; Butler, 1989; West & Zimmerman 1987). 

There is significant evidence that traits and behaviours that are stereotypically considered 

masculine in one culture may be seen as feminine, or undifferentiated in another culture 

(Avery, 2012; Milner and Fodness, 1996; Solomon et al, 2010). As the gender norms and sex 

roles for each culture are determined and perpetuated by peer groups, social organisations, 

cultural gatekeepers and the collective gender performances of every individuals, the 

regulative gender discourses of a society are perpetuated and reinforced (Avery 2012; Butler, 
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1989). The term gender identity refers to an individual’s sense of themselves as possessing 

masculine or feminine personality traits (Stern, Barak, and Gould, 1987) and is one of the 

most important components of an individual’s self-concept (Avery, 2012; Fugate and 

Phillips, 2010; Stuteville, 1971). As gender identity and the self cannot be entirely chosen 

and controlled by individuals in a culturally constituted world, there is question as to whether 

gender should be discussed as part of the self or as a wider social concept (Hein, 2012). As 

such, when discussing topics involving sex and gender, it is important to note that while sex 

and gender can be separate, they are very much linked and one’s biological sex has great 

influence on how society perceive them, how they socialise and are socialised. Additionally, 

the significant societal influence on gender identity and gender roles indicate that one’s 

cultural background and demographics must be taken into consideration during research.   

Sex Roles and Gender Stereotypes 

Sex roles, also known as gender roles, refer to society’s ideal models of what it means to be a 

“real” man or woman (Alreck, 1994). Within these models are sets of requirements and 

prohibitions based upon sex-specific stereotypes. As part of a person’s gender identity, sex-

role identity is a matter of mind and body. While a person’s biological gender does not 

automatically determine whether they would display sex-typed traits – characteristics that are 

stereotypically associated with one sex or the other, one’s sex has significant effects on their 

social interactions (Bem,1976, 1981c; Debevec and Iyer, 1986; Solomon et al. 2010).  

Every society has a set of expectations regarding appropriate traits and behaviours for men 

and women, and individuals tend to conform to their cultural expectation to avoid social 

stigma (Alreck, 1994; Avery, 2012; Hein, 2012). These cultural assumptions about gender 

norms for men and women are communicated and perpetuated through every aspect of our 

daily lives. From children’s bedtime stories to gender-divided clothing stores, we are 

constantly bombarded with gendered cues from our society, creating and reinforcing what it 
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considers to be appropriate behaviour for each gender. Based on traditional dichotomical 

perspectives of sex and gender, traditional sex roles discourage sexes from “crossing over” 

and engaging in behaviours and activities that are regarded typical of the opposite sex 

(Alreck, 1994; Bem, 1976). There is suggestion in existing research that men and women 

perceive sex roles differently (Alreck, 1994; Stuteville,1971, Patterson and Hogg, 2004; 

Worth, Smith, and Mackie, 1992), while women are more sensitive and critical of sex-role 

stereotyping than men, men hold a less favourable view towards femininity than women 

towards masculinity (Jung and Lee, 2006). Stuteville (1971) suggests that this may be due to 

the fact that society deems men with feminine tendencies as negative or “sissy”, while 

women with masculine tendencies are seen as the more socially acceptable “tomboy” and that 

this difference may be attributed to the patriarchal history of Western culture, where 

masculine traits tend to be regarded as more desirable than traditional feminine traits 

(Stuteville, 1971). 

Sex-Typing and Gender Schema Theory 

According to the gender schema theory (Bem, 1976, 1981a, 1981b; Schmitt, Leclerc, & 

Dubé-Rioux, 1988), people have a tendency to spontaneously sort attributes and behaviours 

into masculine and feminine categories and as such, the self-concept gets assimilated into the 

gender schema. As children learn a society’s gender schema, they learn which attributes are 

linked to their own sex and hence, themselves and their identity (Bem, 1981b). However, 

while all people may have understandings of the hegemonic definitions of masculinity and 

femininity, the degree to which individuals utilize these definitions may differ amongst 

individuals.   

According to Bem (1974, 1981a), individuals who have a greater readiness to schematically 

process information in terms of the definitions of masculinity and femininity their culture 

provides, including information about themselves are considered to be sex-typed. They differ 
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from non-sex-typed individuals in that their self-concepts and behaviours are organized on 

the basis of gender, using traditional bipolar masculinity/femininity dimensions to partition 

the world into two classes. (Bem, 1981b; Schmitt, Leclerc, & Dubé-Rioux, 1988). When 

describing themselves on the BSRI, Bem (1981b) found that sex-typed individuals rate sex-

congruent attributes as more self-descriptive than sex-incongruent attributes, with the 

speculation that this gender-based schematic processing derives from society’s insistence on 

the importance of the gender dichotomy and the stigma associated with cross-sex behaviours 

(Bem, 1976, 1981b).  As cross-sex behaviour are motivationally problematic for sex-typed 

individuals, they avoid such activities to maintain a self-image that is masculine or feminine 

(Bem, 1976).  Following the framework of Bem’s gender schema, Alreck (1994) found that 

those who show greater adherence to rigid sex roles are less tolerant to deviations for both 

sexes compared with those who are not sex-typed.  

Gender Measurements 

Prior to Bem’s (1974) pivotal research on sex-role orientation and androgyny, psychology 

and gender studies literature have conceptualised gender as a bipolar construct with 

masculinity and femininity at the opposite ends of a single continuum. One of the earliest, 

widely employed gender measurement scale in marketing studies is the Masculinity-

Femininity scale of the California Psychological Inventory (Gough, 1957), also known as the 

CPI Fe-scale. While it consists of individual masculinity and femininity scales, it views 

masculinity and femininity as a continuum, with a low score indicating masculinity and a 

high score indicating femininity (Gentry, 1978). Bipolar constructs of gender implies that a 

person has to be either masculine or feminine; eliminating the possibility that individuals may 

be androgynous, that is, people who evaluate themselves as having many characteristics that 

are culturally associated with men and women (Bem, 1974, 1981a, 1981b; Brannon, 2004) or 

undifferentiated, those who report few traits of either gender (Bem, 1981a, 1981b; Brannon 
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2004).  

With the development of a two-dimensional gender identity model, Bem (1974, 1981a, 

1981b) challenged the existing notion of gender dichotomy. By recognizing masculinity and 

femininity as two separate dimension of the self-concept, this model allows for masculinity 

and femininity to co-exist in varying degrees within an individual. Individuals can be 

categorized as high masculine-low feminine (a masculine orientation), high feminine-low 

masculine (a feminine orientation), high masculine-high feminine (androgynous), and low 

masculine-low feminine (undifferentiated). Figure 2.1 illustrates the differences between the 

traditional unidimensional approach and Bem’s two-dimensional approach to the 

measurement of sex role orientation.  

 

Figure 2. 1 Two Approaches to the Measurement of Gender Roles (Brannon, L., 2004. pp. 165) 

 

The original Bem Sex Role Inventory (BSRI) was developed in an effort to measure and 

validate the existence of androgyny (Bem, 1974) and to identify sex-typed individuals (Bem, 

1981a). Stereotypical masculine and feminine traits collected through the survey of 100 

Stanford undergraduate students on which traits they believe to be socially desirable for each 

sex. Formatted with 60 different (20 masculine, 20 feminine, and 20 gender neutral) 

personality traits, the BSRI asks subjects to describe themselves using a 7 point Likert scale 
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ranging from 1 (“never or almost never true”) to 7 (“always or almost always true”). To 

classify subjects using the BSRI, Bem (1974) initially advised the use of a t-ratio difference 

between masculine and feminine scores as the index for androgyny, however she later (Bem, 

1981a) recommended users to employ a split median technique for more accurate scoring; the 

difference scores between the two scales are calculated with high scores in either direction 

indicating a tendency to be strongly sex-typed or sex-reversed. 

It should be noted that although masculinity and femininity may be meaningful terms to most 

people, their conceptualization and measurements are problematic and psychologists have yet 

to measure them in a theoretically meaningful and valid way (Brannon, 2004). As the existing 

measures mentioned here are based on Western society’s conceptualization of what women 

and men according to traditional sex roles, while these tests purport to measure masculinity 

and femininity, they are, in reality, measuring one’s adherence to the society’s definition of 

gender stereotypes. 

Stereotypical Masculine and Feminine Traits 

Gender stereotypes consist of “beliefs about the psychological traits and characteristics of, as 

well as the activities appropriate to, men or women” (Brannon, 2004). Unlike sex roles, 

gender stereotypes are not defined by behaviours, but rather beliefs and attitudes about 

masculinity and femininity. These stereotypes are very influential on the social categories for 

gender and the conceptualization of what constitutes ‘men’ and ‘women’.  Although many 

different forms of masculinity and femininity may exist in a particular culture, one form is 

held as the hegemonic standard (Avery, 2012).  
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Table 2. 1 Stereotypical 'Masculine' and 'Feminine' Traits (Bem, 1974) 

 

As depicted in Table 2.1, some personality traits are seen as being more feminine while 

others are seen as masculine. As shown in Table 2. 1, Culturally sanctioned masculinity is 

often seen as dominating, unemotional, and instrumentally orientated, while femininity is 

seen as compliant, nurturing, and empathetic, and associated with an expressive orientation 

(Bem, 1974; Douglas and Fugate, 2010) and when one possesses a combination of both 

masculine and feminine traits, they are considered to be androgynous (Fugate and Phillips, 

2010).  

Branding and Brand Personality   

Following semiotics theories, brands can carry a number of different types of associations 

and have emotional and socio-cultural meanings. Using signs and symbols such as logos, 

design, and packaging, brands can communicate valuable information to the consumers 

(West, Ford, and Ibrahim, 2010) helping with product identification, signal quality, and 

provide social status or even help reinforce their self-image (Fugate and Phillips, 2010; 
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Graeff, 1996; Levy, 1959; Parker, 2009; Solomon et al., 2010; West, Ford, and Ibrahim, 

2010).  

Brand Personality and Its Measurements 

The term brand personality refers to “the set of human characteristics associated with a 

brand” (Aaker, 1997). Whereas human personality traits are formed according to the 

behaviour, physical characteristics, demographics, and attitudes of an individual, as part of 

brand image, a brand’s personality is based upon direct and indirect contacts consumers have 

with the brand and its representatives (Aaker 1997; Azusienyte, Gutheim, and Kervinen, 

2008; Keller, 2013) involving everything from characteristics associated with the typical 

users of the brand, its product category, its employees and spokespeople, to every aspect of 

its marketing mix. From a managerial perspective, managers can use a variety of advertising 

and brand strategies to imbue brands with human personality traits that help distinguish them 

as a way to achieve differentiation (Maehle, 2010; Varcoe 2009). 

While the foundation of brand personality was first approached by Levy (1959) in his work 

on brand symbolism, the term was not used by Levy himself, and despite numerous studies 

on the human characteristics associated with the symbolic use of brands, there had been a 

lack of consensus on what brand personality constitute or how it should be measured. In a 

pivotal article, Aaker (1997) addressed the limitations in existing research through the 

development of a theoretical framework for brand personality dimensions, including a scale 

for the measurement of these dimensions. Drawing on research on the “Big Five” human 

personality structure by Malhotra (1981), Aaker’s (1997) research focused on how consumers 

assign human characteristics such as personality traits and demographics to different brands. 

Following extensive research, Aaker (1997) identified five dimensions of brand personality 

each with corresponding sub-dimensions indicating personality facets and traits, providing 

the basis for her brand personality scale. The dimensions and traits for this scale can be found 
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in Table 2.2. According to Aaker’s (1997), brand personality can be measured by asking 

subjects to rate the descriptiveness of each personality trait for the brand using a seven-point 

scale, results are then averaged to provide summary measures (Aaker, 1997; Keller, 2013).  

Table 2. 2 Aaker's Brand Personality Framework (Boudreaux and Palmer, 2007) 

 

Despite being the most widely-employed brand personality measure to date (Maehle, Itnes, 

and Supphellen, 2011), researchers have criticized the fact that basic demographic 

characteristics are neglected in this approach to brand personality measurement (Azusienyte, 

Gutheim, Kervinen, 2008). As gender is considered an important factor in human personality, 

Maehle, Itnes, and Supphellen (2011) argue that while masculinity is interrelated with 

ruggedness and femininity with sophistication, a revision of Aaker’s(1997) BPS may be 

necessary to account for the gendered dimension of brand personality.  

Presenting an alternative to Aaker’s (1997) Brand Personality Scale, Keller (2013) proposed 

that the simplest and most direct method of brand personality measurement is to solicit open-

ended responses to a probe about a brand through an anthropomorphised lens. For example 

“If the brand were to come alive as a person, what would it be like? What would it do? Where 

would it live? What would it wear?” (Keller, 2013) As user-imagery and brand personality 
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may not always agree (Keller, 2013; Parker, 2009), it is important for researchers to ensure 

subjects understand the question relates to a personification of the brand and not a depiction 

of a person who is likely to use the brand.  

Perception of Brand and Product Gender 

Following the logic of gender schema theory (Bem, 1974), Iyer and Debevec (1986) were the 

first to study whether products have a perceived gender and the underlying bases that 

influence the formation of these perceptions. Through questioning individuals on whether 

products were sex-typed as masculine or feminine, androgynous, or undifferentiated, they 

found that while consumer perceive gender in products, unlike people who can be 

androgynous, or undifferentiated, the majority of products are perceived to have sex-typed 

identities with a definite bipolar masculine or feminine sex-typed image. Research by 

Golden, Allison and Clee (1979) and Milner and Fodness (1996) also found similar results 

suggesting that the gender dimensions for products may differ from human personality, and 

may require different measures. 

Studies in consumer behaviour have found that the formation of gendered product images can 

be influenced by a number of factors, including the packaging, promotions, advertising copy 

(Worth, Smith, and Mackie, 1992), the gender of the advertising spokesperson (Grohmann, 

2009; Iyer and Debevec, 1986), and even the product’s name (Alreck, Settle and Belch, 1982; 

Hinton et al., 1994; Klink, 2000, 2008). Furthermore, some products and product categories 

are found to possess a gender bias due to associations such as historical use, as in the case of 

the feminine perception of beauty aids, or stereotypes such as the masculine perception of 

‘utility’ products such as pocket knives (Batra, 2006; Golden, Allison and Clee 1979; Milner 

and Fodness; Maehle, Otnes, and Supphellen 2011).  

Brand Gender and its Measurements 

As brand personality is perceived similarly to human personality, not only does gender play a 
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central role in a brand’s personality, it is “one of the most basic dimensions” (Levy, 1959) 

within the symbolic meanings of a brand. Therefore, in order to attain a comprehensive 

understanding of brand personality, it is important for researchers to consider the gendered 

dimension of a brand.  Although the gendered perceptions of products and product categories 

have been extensively researched in consumer research, there is considerably less attention 

given to the gendered perceptions of brands (Kliamenakis, 2011; Maehle, Itnes, and 

Supphellen, 2011). Using Aaker’s brand personality dimensions, Maehle, Otnes, and 

Supphellen (2011) found that following traditional stereotypes, brands with a feminine nature 

and beauty associations are often associated with the quality and sophistication dimensions 

while brands with masculine nature are associated with ruggedness. 

Building on Aaker’s (1997) brand personality framework, Grohmann (2009) was the first, 

and to date only, researcher to develop a scale for the purpose of measuring the gender 

dimension of brand personality. As illustrated in Table 2.3, the two-dimensional, 12-item 

scale referred to as MBP/FBP (Masculine Brand Personality/ Feminine Brand Personality) 

was developed to mirror the two dimensional structure of masculinity and femininity in 

psychology literature (Bem, 1974; 1976; 1981a; 1981b; Grohmann, 2009).  

Table 2. 3 Grohmann's Masculine Brand Personality/Feminine Brand Personality Scale (Grohmann, 2009) 

 

Following the model set out by the BSRI (Bem, 1974;1981a), the two dimensional structure 

of the MBP/FBP allows brand personality to be classified into (1) high masculine/low 

feminine (masculine), (2) low-masculine/high-feminine (feminine), (3) low-masculine/low-

feminine (undifferentiated), and (4) high-masculine/high-feminine (androgynous) brands 

(Grohmann, 2009; Kliamenakis, 2011).  
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Brand and Product Gendering  

To gender a product or a brand means to imbue it with a masculine or feminine image and 

identity by associating them with stereotypical sex roles through its marketing 

communication and brand elements (Alreck, 1994; Patterson and Hogg, 2004). As a 

segmentation strategy, gendering is often applied to goods that may be purchased and used by 

both sexes (Alreck, 1994) to target a specific sex.  

In an investigation of the history of sexually polarized products, Stuteville (1971) found that 

through slight product alterations, marketers were able to de-gender hairspray, a product was 

once loaded with feminine symbols, by re-scenting it with “masculine” odours and giving it a 

“masculine” packaging design. In terms of repositioning strategies, there is evidence that 

advertising spokesperson for a product can have an effect on the perceived gender of a 

product, (Allison, Golden, Mullet, and Coogan, 1980; Grohmann, 2009; Iyer and Debevec, 

1986) suggesting that marketers interested in changing product perceptions may do so by 

featuring a different sex using the product. Additionally, as words and symbols are used by 

marketers and consumers to identify gender in products, by changing the gender cues, it is 

possible to change repositioning a brand or product to target the other gender.  

Self-Congruity Theories 

The premise of self-congruity theory purports that individuals, guided by motives such as the 

need for self-esteem and self-consistency, determine their own self-concept by choosing 

products with attributes that reflect or are aligned with some aspects of their identity (Levy, 

1959; Solomon et al., 2010).  

Self-Congruity and Brand Personality 

Self-image congruence refers to a match between consumer self-concept and the user-image 

or personality of a product, brand, service, etc. (Kressman et al., 2006). Numerous studies 
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have demonstrated that congruity exists between brand image/personality and human 

personality and that the level of congruence between a brand or a product and a consumer’s 

self-concept has significant positive influence on preference and purchase behaviour (Dolich, 

1969; Fugate and Phillips, 2010; Graeff, 1996; Kliamenakis, 2011; Kressmann et al. 2006; 

Levy, 1959; Maehle and Shneor, 2010; Park and Lee, 2005; Parker, 2009; Sirgy 1982, 1986; 

Sirgy et al., 1997; Solomon et al., 2010; Ye, 2008) including, higher brand evaluations 

(Graeff, 1996), increased consumer satisfaction, and drastically improved consumer-brand 

relationship. (Park and Lee, 2005) and significant positive effects on both brand loyalty and 

brand relationship quality (Kressmann et al., 2006) 

Self-Congruity Measures 

Central to self-congruity theory are the constructs of “self-image” and “brand image” (Parker, 

2009). To study the congruity phenomenon, researchers traditionally employ techniques that 

measure and compared these two perceptions to determine the similarities and differences 

between the two image measures. (Graeff, 1996; Kressmann et al, 2006; Sirgy, 1986; Sirgy et 

al., 1997; Parker, 2009). With the development of brand personality research, later 

researchers applied self-congruency theories to brand personality models to investigate 

congruency between consumer personality and brand personality - measuring brand 

personality construct in place of user-imagery (Aaker, 1996; Parker, 2009). In his 

comparative examination of the two models, Parker (2009) found that for publicly consumed 

brands and products, user-image self-congruity measures provide a better predictor of brand 

attitude, while brand personality based congruity measures are better at predicting attitudes 

for privately consumed brands and products. Furthermore, Parker’s research offers further 

evidence to Graeff’s (1996) theory that consumers behave in different manners regarding 

publicly and privately consumed goods.  



 
20 

 

Gender Identity Congruence 

In marketing and consumer literature, the term gender identity congruence is used to denote 

the match between the gendered image of a brand or product and the gender identity of an 

individual. Using bipolar gender identity scales, early studies examining the relationship 

between the psychological aspects of gender and product preference found that, within each 

sex, individuals that are classified as masculine are more likely to purchase and smoke 

cigarettes with a masculine image, and the same is true for feminine individuals to prefer 

cigarettes with a feminine image (Vitz and Johnston, 1965).  

Following the emergence of Bem’s (1981b) Gender Schema Theory, many researchers have 

tried to verify gender identity congruence theory using the two-dimensional gender identity 

model (Bem, 1974, 1976, 1981a), but thus far, research has provided inconsistent evidence. 

For example, using Bem’s Sex Role Inventory, Gentry, Doering, and O’Brien (1978) 

explored whether an individual’s gender identity has an effect on their perception of product 

gender and whether the perceived gender of the product has an impact on their purchase 

decision and usage. Contrary to their hypothesis that consumers will use products with 

neutral orientations or with orientations opposite of their own so long as they perceive 

products to be consistent with their self-image, they found little evidence to support this 

theory; concluding that the male-female dichotomy explains more about consumer behaviour 

than gender identity. Similar results were found by Schmitt, Leclerc, and Dubé-Bioux (1988); 

in their attempt to verify the predictions of gender schema theory that sex-typed individuals 

and non-sex-typed individuals differ in the way they process and evaluate information, results 

demonstrated that while strong sex effects were indicated, the predicted sex-type effects were 

not obtained.  

Contrary to the evidence above, some researchers have found that gender identity, rather than 

biological sex, is more indicative of consumer behaviour. Worth, Smith, and Mackie (1992) 
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found that when a product with no inherent masculine or feminine association is described 

using all masculine terms, individuals that are rated as Low Feminines favoured it more than 

those rated High Feminines, and that when the product description contained all feminine 

attributes, those who are highly feminine preferred it more than those who are considered less 

feminine. The results of this study suggest that regardless of the actual sex of the perceiver, 

subjects prefer products that are described in terms that match the gender attributes they 

perceives as characteristic of themselves. Additionally, it also provided evidence to 

Bem’s(1981b) theory on sex-typing, demonstrating that sex-typed consumers have a higher 

preference than non-sex-typed consumers for sex-congruent products. Further evidence for 

Bem’s(1981b) theory can also be located in Grohmann’s (2009) research on the gender 

dimension of brand personality in which results indicated that congruence between brand 

gender personality and consumer gender identity positively influences affective, attitudinal, 

and behaviour brand-related consumer responses, including brand trust, brand loyalty, and 

purchase stronger intention. Due to conflicting results, it can be concluded, that as of date, the 

effects of an individual’s gender identity on brand and perception remains inconclusive and 

warrants further research. 

Cross-Sex Avoidance 

Many studies have suggested that males have more insecurities regarding the use of products 

that are typically considered feminine than females for typically masculine products (Alreck 

et al, 1982; Fugate & Phillips, 2010; Patterson & Hogg, 2004) and researchers have 

consistently found that males are more likely to purchase gender-congruent products, 

(Alreck, Settle and Belch, 1982; Avery, 2012; Fugate and Phillips 2010; Jung and Lee, 2006; 

Patterson and Hogg, 2004) and to define their sexual identity through external possessions 

(Alreck, Settle and Belch, 1982; Jung and Lee, 2006). Patterson and Hogg (2004) found that 

for both sexes, the subjects’ behaviours tend to be more gender salient in a public situation as 
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opposed to being in a private situation, and while females appeared less worried about 

consuming masculine products in some situations, males are adamant to only do so in private 

settings and would not make the purchase themselves. All these findings support the research 

of Alreck, Settle and Belch (1982) which established that, while both women and men prefer 

brands marketed to their specific gender, women are more accepting of opposite-gendered 

brand while men do not readily accept feminine brands. 

Contribution to Research  

As stated in the introductory chapter, the critical examination of literature played a central 

role in the structure and design of this study, providing the basis of its theoretical foundation 

as well as key contributions to its methodological design. It should be noted that, following 

an evolving research design, to provide a relevant guide to the investigation, the research 

questions for the study were formulated subsequent to the identification of the research gaps 

in the literature review. For an outline of these questions and the objectives of this research, 

please refer to the Research Question section in Chapter One. 
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Chapter Three: Research Methodology 

Overview 

This chapter provides an overview of the research methods employed in this study. Reflecting 

the exploratory nature and evolving research design of the study, this chapter has been 

organized in chronological order following the developmental process. 

Purpose of Study 

The intention of this study was to provide insight and further the understanding of the 

relationship between consumer perception of brand gender, sex-typed products and consumer 

behaviour in the shower product category. Using the Radox range of shower products as a 

case study, this research was designed to examine the practical applications of existing 

theoretical frameworks and provide insight into marketing implications of brand gendering in 

the highly sex-typed shower product category.  

Research Approach 

Situated in the interpretivist paradigm as described by Malhotra (2012), this study is 

exploratory in nature and was developed through an evolving research design. As the subject 

of this study had not been researched in the past, there were high levels of uncertainty in the 

subject in question. Therefore, an evolving research design was chosen for its flexibility as it 

allowed for research techniques to be chosen as the researcher developed an understanding of 

the theoretical foundation and emerging subject matters (Malhotra, 2012).  

The Role of Theory 

As indicated in the previous chapter, the theoretical background of this study was highly 

influenced by various theorists in the fields of marketing, psychology, and gender studies. 

The most notable theorists include: Bem (1974, 1976, 1981a, 1981b, 1981c) for the 

development of gender schema theory and the widely-used gender measurement, ‘Bem Sex-
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Role Inventory’, Debevec and Iyer (1986) for their research in gender stereotypes, sex-typing 

and the application of gender studies theories on marketing studies, Sirgy (1982) for his study 

on self-congruity, and Grohmann (2009) for the development of the MBP/FBP brand gender 

measure that was employed as part of this study. As the study examines various subjects 

across multiple fields, much of its theoretical background was drawn from a variety of 

secondary sources including books, journal articles and academic publications. Initial 

research on the subject involved the selection of journal articles on existing studies using a 

variety of academic databases.  

Identification of Research Questions 

Malhotra (2012) argued that “analysis of available secondary data is an essential step in the 

problem definition process” as past information can be vital in uncovering opportunities and 

problems. As such, the research for this study began with a thorough examination of existing 

literature in the fields of marketing, psychology, and gender studies. This initial exploration 

was crucial for the development of the study’s theoretical background and provided the 

foundation of the study.  

Based on existing studies and theoretical frameworks, the researcher identified the following 

questions to guide the research investigation: 

Research Question One RQ1: How do consumers perceive gendered marketing elements in 
shower products? 
 

RQ1a. Do consumers perceive shower products as a gendered product category? 

Research Question Two RQ2: What effects does the perceived gender of a shower product 
brand have on consumer behaviour?  
 

RQ2a: Do men and women employ different criteria in their evaluation of shower 
products? 

 
Research Design 

For insight into the relationship between consumer gender identity, gender perceptions of the 
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Radox brand, and consumer interest, an online survey questionnaire was developed to gather 

quantitative data from on consumer perception of ‘gender’ in the brand personality of Radox 

and its sub-ranges. To gain understanding of consumer motivation, values, and attitudes 

towards the gendering of shower products, a series of in-depth interviews were conducted for 

qualitative data that provide “detailed descriptions that cannot be measured in a quantifiable 

manner” (Malhotra, 2012).  

Data Collection Methods 

Due to the complex nature of the study, a mix of qualitative and quantitative data collection 

methods were employed. Through the use of a pilot-tested questionnaire, quantitative 

research was conducted to measure and investigate the gender elements in the brand 

personality of the Radox brand and its products, in addition to consumer gender identity and 

their level of brand interest. As one of the main objectives of the study is to provide insight 

into the congruence between brand gender perception and consumer sex roles as described by 

Bem (1974, 1976, 1981a), by employing existing, validated measurement scales (Bem, 

1981a; Grohmann, 2009) with minor adaptations, the online questionnaire provided an 

effective and efficient method of data collection for both consumer identity and brand gender 

perceptions. To uncover consumer insight about the use of gendering in shower products, 

qualitative information was collected through a series of in-depth interviews to unveil ideas 

and information the researcher had not previously considered. This interview method was 

chosen as its open-ended questioning technique encourages the generation of new ideas while 

its semi-structure provides consistency between samples to facilitate comparisons between 

male and female participants. The data collection methods chosen for this study complement 

each other to provide a further understanding into the construction and perception of gender 

in brand personality and the accompanying marketing implication for the shower product 

category. After the initial collection process, all collected data were coded and analysed using 
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an inductive approach and triangulated to assure validity in its evidence. 

Time Horizon 

The collection of theoretical data began in early February 2013 and continued until the 

completion of the study. Data collection for the online questionnaire officially began on 17th 

August, 2013 and remained active until 13th September, 2013 for a total period of 27 days 

and individual interviews were held on 29th August, 2013 and 5th September, 2013. Overall, 

the study spans over an eight month period concluding on 30th September, 2013.    

Questionnaire Design 

To examine consumer perception and attitudes on a large-scale, an in-depth questionnaire 

was produced and distributed online to obtain information on the relationships between 

consumer gender identity, their perception of gender in Radox and its sub-brands brand 

personality and their brand preferences. This section will divulge on the design of the 

questionnaire, the validity of its scales and measurements, its limitations and the methods of 

analysis. For further examination, a copy of the online questionnaire can be found in 

Appendix I, Figure 1. 

Qualtrics Survey Software 

The online questionnaire was designed and distributed using Qualtrics Survey Software. 

Qualtrics was chosen as it provides easy distribution through conventional social media 

platforms and delivers readily-coded data and reports for analysis.  

Sampling and Distribution 

The initial aim for study was a sample size of 150 participants from various demographics in 

the UK to stand as proxy for the UK population. However, due to time and monetary 

restrictions, the sample for this study was chosen though convenience sampling, with 

participants recruited by the researcher in person, via social media, and through the 

recommendation of other participants.  
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Ethical Requirements 

Before the start of the questionnaire, an information screen provides the background, 

instructions, and purpose of the study, informing participants that by proceeding with the 

survey, they will be consenting to participation as a subject of an academic research. While 

participants were informed of the brand personality and consumer identity elements of the 

study, the gender elements were concealed to reduce potential bias.  

Scales and Measurements 

The questionnaire design consists of a combination of individual and multi-item Likert 

scales, multi-response scales, and single answer-multiple choice questions created by the 

researcher. Additionally, a modified version of the short-form BSRI, Grohmann’s (2009) 

MBP/FBP scale, and a modified version of the MBP/FBP scale were also implemented for 

the measurement of the participants’ sex-role orientation and their perception of gender traits 

in brand personality. The application of these measures will be explained in the following 

section. 

Survey Questions 

As similar scales and formats were employed for multiple questions throughout the 

questionnaire, question designs will be explained categorically to provide clarity.  

Question 1: How familiar are you with the Radox brand of shower products? 

An initial filter question screens potential participants to ensure they meet the requirements of 

the sample (Malhotra, 2012).  As brand personality requires prior knowledge of the brand, 

question one was used to filter out participants with no knowledge of the brand; only 

participants that indicate themselves to be “slightly familiar” and higher were allowed to 

continue the survey. 

Question 2: What is your gender? 

As consumer gender identity is one of the main variables for this study, the participants’ sex 
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was recorded for analysis.  

Question 3: How old are you today? 

The age of the participants were recorded for the purpose of gaining insight into potential 

disparities in sex-role classification and brand preferences. 

Question 4: The following items tell us about the kind of person you think you are. Please 
indicate the degree to which the following traits apply to you: 
 
A slightly modified short-form version of the BSRI (Bem, 1974, 1981a) measure was 

included as part of the online questionnaire to provide information about the participant’s 

sex-role orientation and information on whether they are sex-typed. With twenty items and 

seven-levels of measurements (from ‘never to almost never true’ to ‘always or almost always 

true’), this scale was modified by removing the non-scored, filter items in order shorten the 

survey to minimize participant dropouts without effecting the scoring scheme.  

Question 5: Imagine if the brand Radox was a person. How descriptive would each of the 
following traits be for the Radox brand? 
 
Using Grohmann’s (2009) MBP/FBP (Masculine Brand Personality/Feminine Brand 

Personality) scale participants were requested to rate the descriptiveness of a twelve 

personality traits in respect to Radox’s brand personality. With six masculine and six 

feminine traits, these answers were used for the measurement of gender in Radox’s brand 

personality. 

Questions 8, 6, 10, 12: Which of the following traits describe the Radox ‘Feel Good 
Fragrance’ /Radox ’Spa’/Radox ‘Men’ /Radox ‘Shower Spa’ range of shower products? 
(Select all that apply) 
 
Accompanied by an image and advertising copy of the product range in question, this series 

of questions requested participants to select the traits they found to be descriptive of each one 

of the four corresponding sub-ranges for Radox. With twelve available choices, these traits 

were taken from Grohmann’s (2009) MBP/FBP scale to measure whether consumers 

perceived gender traits in the different ranges and to be used in combination with other 
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variables to provide insight into consumer preferences.  

Questions 7, 9, 11, 13: How interested are you in purchasing a product from the Radox ‘Feel 
Good Fragrance’ /Radox ‘Spa’/Radox ‘Men’ /Radox ‘Shower Spa’ range of shower 
products? 
 
This series of questions requests participants to rate their interest of each of the corresponding 

ranges on a seven-level Likert scale from ‘not at all interested’ to ‘extremely interested’. 

Data collected from these questions were used in conjunction with the consumer’s gender 

profiles to provide information on the relationship between consumer gender and brand 

gender preferences.  

Question 14, 15: Which of the four ranges (Radox Feel Good Fragrance, Radox Spa, Radox 
Men, and Radox Shower Smoothies) depicted in this survey has the greatest/least amount of 
appeal to you? 
 
Provided with the four options, participants were requested to select the range they found to 

be the most and least appealing (question fourteen and fifteen respectively). Data collected 

from these two questions were used in correlation with the consumers’ gender profiles to 

provide information on the relationship between consumer gender and brand gender 

preferences. 

Question 16: If the brand Radox was a person, would it be male or female? 

To conclude the survey, participants were asked to indicate whether they perceived the brand 

Radox to be male, female, neither, or both. The results from this question were used in 

conjunction with results from the MBP/FBP to provide information regarding theoretical 

implications of brand gender measurements.  

Limitations 

As convenience sampling is a non-probability technique it is not theoretically meaningful for 

the use of generalising any population (Malhotra, 2012), therefore data from this survey may 

only be used for the exploratory nature of this study. Additionally, due to the close-ended 

nature of the questions in the questionnaire, responses are limited to the stated alternatives 
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which may lead to misleading results as respondents may not be able to express their true 

opinion. To increase the credibility of the results, qualitative research was undertaken in the 

form of in-depth interviews to provide qualitative data for triangulation.  

Data Analysis 

Data collected from the online questionnaires were coded and processed using IBM SPSS 

Statistics software then analyzed using a variety of frequency distribution counts, cross-

tabulations, and Pearson’s chi-square tests. Tables and graphs were generated to assist in the 

examination of relationships between multiple variables. These techniques will be further 

discussed in the following chapter.  

In-Depth Interviews 

This portion of the study was designed to provide insights into the benefits and disadvantages 

of sex-typing in the shower product category. Following a direct approach, eight in-depth 

interviews with four female and four male participants were individually conducted to 

uncover qualitative information about consumer beliefs and attitude towards sex-typing of 

shower products. Following a carefully designed question guide (Table 3.4), the interviews 

were conducted by the researcher with each interview lasting between 10 and 15 minutes. 

The data collected from these discussions were recorded using a voice recorder then later 

transcribed, coded and grouped into relevant categories. These transcripts of these interviews 

can be found in Appendix II, Table 1; Appendix II, Table 2. 

Sampling 

Participants were recruited in person and online using social media with the incentive of 

homemade cake, in addition to the opportunity to contribute to an academic study. As 

participants of this study were required to have some familiarity and knowledge of the 

shower product brands in the UK and have previous experience purchasing such products, 

screening questions were prepared and utilized during the recruitment stage to identify 
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potential interviewees. To compare the similarities and discrepancies between the gendered 

opinions of Radox’s sex-typed marketing strategies and consumer preferences, four men and 

four women were selected for participation in this study. 

Ethical Requirements 

An information sheet (Appendix III, Figure 1) was provided to each of the interviewees 

prior to their interview informing them of the background and purpose of the study, with a 

reminder of the voluntary status of their participation and their rights to skip any question and 

leave at any point. As the interview sessions were recorded through an audio device, 

participants were required to provide the researcher with their formal consent as mandated by 

Birkbeck, University of London prior to the interviews.  

Question Guide  

A series of open-ended questions were designed by the researcher to gather insight into 

consumers’ beliefs and attitudes towards sex-typing in bath and shower products. While the 

questions are near identical for both genders, due to the nature of the study, men and women 

were asked to evaluate different products to better understand their attitudes towards sex-

typed products. To clarify the structure and objectives of the interview, the questions will be 

discussed in three categorically divided blocks as demonstrated in Table 3.4. 
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Table 3.4 Question Guide for In-Depth Interviews 

 

Question Block One: 

The questions from this section were used to gather general information on consumers’ 

expectations and preferences for shower products. Responses from male and female 

interviewees were later coded and utilized to investigate the similarities and differences 
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between the two genders. 

Question Block Two: 

Using photos and physical products to evoke feelings and opinions, interviewees were 

questioned about their attitudes towards four separate brands of shower products. Three of the 

four brands chosen were sex-congruent with the interviewees’ gender, with the fourth being 

Radox ‘Feel Good Fragrance’, presumed to have an undifferentiated brand personality. 

Findings from this section were used to provide insight into consumer attitudes towards sex-

typed shower products in addition to insight about their preferences and behaviour.  

Question Block Three: 

The final portion of the interview directly asks the interviewees for their opinion on the use of 

sex-typing in marketing, and in particular, the shower product category. Findings from this 

portion of the study provided insight into consumer attitude towards both gender branding 

and the shower product category, revealing ideas that were not previously considered by the 

researcher. 

Data Analysis 

Quotes and observations collected from the in-depth interviews were transcribed and 

categorized by question into two files corresponding to the gender of the participants. These 

findings were then examined by the researcher and classified into major themes and concepts, 

then applied to the corresponding research questions. Further analytical applications will be 

discussed in the following chapter. 

Limitations 

In addition to the limitations inherent to convenience samplings, as a result of unconscious 

elements that contribute towards the perceptions of sex-typing and preferences, the 

perception of the participants cannot be entirely extractable from the interviews. 

Additionally, as cross-sex behaviour is often stigmatized, questions regarding gendered 
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preferences may have led to intentional bias in the participants’ response. 

Summary of Methodology 

This chapter provided a descriptive outline of the methodology of the study, including the 

evolution of its research and sample designs, data collection methods, analytical process, and 

the limitations involved. 

 

 

 

 

 

 

 

 

 

 

 

  



 
35 

 

Chapter Four: Findings and Analysis 

Overview 

This chapter presents the results and analyses from the qualitative and quantitative research 

conducted as part of the study. Findings from the in-depth interviews and online 

questionnaire were analyzed to provide answers to the research questions which have been 

designed to offer insight into the role of gender identity and sex-typing on consumer 

behaviour through the context of shower products. 

Quantitative Findings (Online Questionnaire) 

The quantitative portion of this study consists of an online questionnaire designed to gather 

information about the respondent’s gender, sex-role, their perception of brand gender, and 

product preferences. To help understand the results in the context of this study, the collected 

data has been classified into four categories (sample information, sex and gender identity, 

brand gender perception, and consumer preferences) that served as the main variables for the 

comparative and correlational analysis used to provide answers to the research questions  

Sample Information 

Sample Size 

Through social media distribution and recommendations, the online questionnaire resulted in 

168 responses, of which 22 were identified as empty, and 28 further were found to be 

incomplete, effecting in 118 usable samples (Appendix IV, Table 1) As the study of brand 

personality requires consumers to have prior knowledge of the brand, through the use of a 

filter question, the 11 participants who identified themselves to have no knowledge of Radox 

were excluded from the continuation of study, resulting in a total of 107 analyzable samples 

(Appendix IV, Table 2). 
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Age 

As literature suggested that younger people are generally less adherent to traditional sex roles 

(Alreck, 1994; Douglas and Fugate, 2010), the age of the participants were recorded for the 

investigation of age-effects on sex-role adherence and the influences on their brand 

preferences. However, due to the lack of diversity in the sample, with 69.2% of the 

respondents between the ages of 25 and 34, and 25.2% between the ages of 18 and 24 

(Appendix IV, Figure 1), the researcher was unable to credibly conduct this analysis. 

Additionally, this information indicates that the results collected from this study denote the 

behaviours and perceptions of Generation Y-aged consumers only and may not be 

generalized for the overall population. 

Gender Information  

Consumer literature purports that an individual’s gender self-concept pertains to both their 

biological sex and their sex-role identity (Avery, 2012; Fugate and Phillips, 2010; Stuteville, 

1971). As consumer gender identity is one of the main variables for this study, the 

participants’ sex and sex-role were recorded for analysis.  

Sex 

The relatively equal distribution of male (48.6%) and female (51.4%) subjects provides a 

solid foundation for the analysis of the role of gender in consumer behaviour (Appendix V, 

Figure 1). 

Sex-Role Orientation and Sex-Type (BSRI) 

Results collected using the BSRI indicate that the highest percentage of subjects (30.8%) 

from the study were classified as undifferentiated according to the BSRI (Table 4.1). 

However, there appears to be a clear disparity between the sex-role category for males and 

females. As illustrated, the highest percentage (36.5%) of males were measured as masculine 

and sex-typed, closely followed by undifferentiated (32.7%), then androgynous (21.2%); few 
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males were identified to be sex-reversed (9.6%). For females, the highest percentage is found 

to be androgynous (30.9%), closely followed by undifferentiated (29.1%), feminine (23.6%), 

then masculine (16.4%). Additionally, a significant difference in number of sex-typed 

females (23.6%) and males (36.5%) can be identified from the sample. With the indication 

that men are more likely to be sex-typed and that women are more likely to describe 

themselves as possessing both traditionally masculine and feminine traits, these findings 

support the literature that men hold a less favourable view towards feminine traits than 

women do towards masculine traits (Alreck, 1994; Jung and Lee, 2006; Stuteville, 1971), 

suggesting that due to the patriarchal history of Western society, masculine traits may be 

regarded as more desirable than feminine traits (Stuteville, 1971), and as such, women are 

more inclined to describing themselves using such terms. 

Table 4.1 Cross-Tabulation Results for Gender and Sex-Role Orientation 

 

Gender and Sex-Role Orientation 

Pearson chi-square and cross-tabulations tests were conducted to investigate the relationship 

between one’s gender and sex-role orientation. The chi-square tests returned a p-value of less 

than .05, confirming the results from the cross-tabulation tests that there is a significant 

relationship between gender and BSRI sex-role classification of the participants (Table 4.2). 

The correlation between a person’s sex and their sex-role orientation confirms that gender 

identity consists of both physiological and psychological elements and that they are 
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interrelated parts of an individual’s self-concept. 

Table 4.2 Chi-Square Tests Results for Gender and Sex-Role Orientation 

 

Brand Gender Perception 

Results from direct questioning and the MBP/FBP scales provided the brand gender 

information for the analysis of this study. Detailed tables and graphical representations of this 

data can be found in and its applications will be discussed in the context of the research 

questions in the analysis portion of this chapter. 

Brand Interest 

Participants of the online questionnaire were requested to indicate their interest level for each 

of the Radox sub-ranges, in addition to the ranges they found to be the most and least 

appealing. This data will serve as variables to be analyzed in relation to the respondent’s 

gender, providing insight into the relationship between brand gender, consumer gender 

identity, and consumer interest. As this information is directly related to the research 

questions, these results can be found in Appendix VI and will be clarified and examined in 

the corresponding analyses. 

Qualitative Findings (In-Depth Interviews) 

The qualitative portion of the study involved eight separate interviews with four males, and 

four female participants, providing information about consumer perception of the gender 

traits in shower products, category gender, and their attitude towards the sex-typing of 

shower products. To help analyze the responses in the context of this study, findings from the 
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interviews have been coded and classified into major themes and concepts and categorized 

according to the relevant research questions; a summary of the findings can be found in 

(Appendix VII, Table 1, Table 2, Table 3, Table 4). 

Research Question One 

RQ1: How do consumers perceive gendered marketing elements in 
shower products? 
 

Sex-Appropriateness Identification 

Findings from the interviews reveal that consumers are very much aware of the gendered 

elements in the marketing of shower products. Based on participants’ responses from the in-

depth interviews, the researcher found that consumers actively seek out particular attributes 

to help them identify whether a product is ‘for men’ or for ‘women’, confirming that 

consumers are not only conscious of the gender cues imbued in the marketing elements, they 

also hold the belief that shower products contain attributes that are separated by sex 

appropriateness. As illustrated in (Error! Reference source not found.), based on the 

collected responses, the researcher has identified that consumers find the fragrance, 

packaging, brand name, and advertisements for the shower products to be the most indicative 

of gender-appropriateness. 

Gender Stereotypes 

It has emerged from the interview responses that the strongest attribute for the gender 

identification of a shower product is its fragrance. Numerous comments by both men and 

women have indicated that consumers believe they can “decide if it is for men or for women 

from just its smell” (Anwar) suggesting that "men and women are expected to have different 

smell"(Rob). Following traditional sex-trait stereotypes, there is consensus that fragrances 

that are considered “sweet” (Anwar) or “flowery” (Katharina) are interpreted as more 

feminine and as such, meant for women, suggesting that in the context of shower products, 
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using culturally-sanctioned cues, individuals schematically process information in terms of 

‘male’ and ‘female’.  

Supporting Alreck, Settle and Belch’s (1982) findings that consumers perceived different 

corresponding gendered images of a gender neutral product (soap), when it is assigned a 

masculine brand name (Tiger) or a feminine brand name (Rainbow). Responses from the in-

depth interviews suggested that the brand name of a shower product has an effect on 

consumer perception of its gender user-imagery, as multiple female interviewees have found 

the name ‘Radox’ to be “masculine” (Laura), and thus, for men.  Additionally, based on a 

statement by one of the female interviewees: 

What annoys me is the x in the logo. For a shower gel, Radox sounds 
kind of harsh and doesn’t really fit with a shower gel. (Toni) 
 

It can be deduced that brand names not only contain cues that affect its gender appeal, they 

can evoke symbolic connotations regarding other product attributes. These findings are 

consistent with the research by Klink (2008) that products with brand names containing front 

vowels rather than back vowels are perceived to be “milder, softer…and more feminine” 

(Klink, 2008), and thus, for women. This quote also suggests that ‘harshness’ is an 

undesirable trait for a shower product, and as ‘harsh’ has stereotypical masculine 

connotations, there is suggestion that shower products may be perceived as inherently female. 

This theory will be further explored in RQ1a.  

Providing support to existing research that the gender of an advertising spokesperson for a 

product can have an effect on its user-imagery (Allison, Golden, Mullet, and Coogan, 1980; 

Grohmann, 2009; Iyer and Debevec, 1986), the interviews revealed that the advertisements of 

a shower product can have an direct impact on how consumers perceive the user-imagery of a 

brand. As illustrated in a participant’s statement regarding the brand Dove: 

I think Dove started with women but now it is getting more family and 
others...but looking at the advertisement, I think it is more for women. 
(Laura) 
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Finally, in addition to the fragrance, the packaging of the shower product was found 

by the interviewees to be the most indicative of which gender the product is 

intended for, as findings show that the shape, colour, transparency and graphics of 

the packaging are all perceived by consumers to contain gender cues. As stated by 

one of the participants: 

When you are in the store looking at the bottles, you see like a flower so 
you think it’s for girls, even if it’s still Radox, the other one has the 
ocean on it and you think it’s a men’s product. (Toni) 

 
Providing further evidence that consumers schematically process information using cultural 

stereotypes, multiple interviewees agreed that the existence of ‘flowers’ on a product is a 

clear indicator that a product is for women, denoting that consumers find ‘flowers’ to 

contain feminine connotations. Giving support to Gender Schema theory (Bem, 1976, 

1981a, 1981b), the findings from the interviews indicate that not only are the human 

characteristics transmitted to the symbolic meanings of brands, the cultural stereotypes for 

gender traits are applied by consumers to their perception of brands and employed for the 

identification of gender-congruent products.   

Brand Gender Perception 

As one of the main objectives of this research was to explore the relationship between brand 

gender and consumer gender identity, the MBP/FBP scale (Grohmann, 2009) was used as 

part of the online questionnaire for the measurement of consumer perception of gender in the 

brand personality of the overall Radox brand in additional to a question requesting 

participants to indicate their perceived gender of the brand.  

Results from the MBP/FBP tests indicate that the majority of participants (50.5%) found 

Radox to have an undifferentiated brand personality (Table 4. 3). Chi-square tests results 

found no indication of a significant relationship between respondent gender and their 

perception of the gender traits in Radox’s brand personality suggesting that both men and 
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women employ similar cues in the identification of brand personality (Table 4. 4). 

Table 4. 3 Cross-Tabulation Results for Respondent Gender and Radox Brand Gender (MBP/FBP) 

 

Table 4. 4 Chi-Square Results for Respondent Gender and Radox Brand Gender (MBP/FBP) 

 

While the MBP/FBP measures the gender dimensions of a brand’s personality, using the 

question “If the brand Radox was a person, would it be male or a female?” the researcher 

aimed to measure the perceived gender of the Radox brand. As illustrated in Table 4. 5 the 

highest percentage of subjects (45.8%) consider the brand to be female. However, cross-

tabulation results indicate that while both men and women found the brand Radox to be 

female (48.8%) or both (28.0%), results indicate differences in their perception. While a 

majority (57.7%) of men considered Radox to be female and only 5.8% perceived the brand 

as male, a much higher percentage (23.6%) of women found the brand to be male. 

Interestingly, a higher percentage of men (13.5%) than women (9.1%) indicated that they do 

not perceive gender in the brand, suggesting that women may be more likely to perceive 

gender in a brand’s personality. Using cross-tabulation and chi-square tests to investigate 

whether a relationship exists between one’s gender and their perception of brand gender, it 
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was found that, unlike between gender and MBP/FBP, with a Pearson chi-Square value of 

10.177 and a p-value of .017, there is a significant statistical relationship between the 

subjects’ gender and their perceived brand gender in the Radox brand (Table 4. 6). 

Table 4. 5 Cross-Tabulation Results for Respondent Sex-Role Orientation and Radox Brand Gender Perception 

 

Table 4. 6 Chi-Square Tests Results for Respondent Sex-Role Orientation and Radox Brand Gender Perception 

 

The Formation of Brand Gender 

Perceptions 

To provide insight into whether 

consumers perceive different gendered 

personality traits based on the brand and 

products’ marketing elements, a 

modified version of the MBP/FBP  was 

employed in the online questionnaire to 

provide insight into how consumers interpret gender personality traits in the marketing 

Figure 4.1 Brand Gender (MBP/FBP) - Radox ‘Feel Good Fragrance' 
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communication of the brand. Several of the Radox sub-brands (‘Feel Good Fragrance’, 

“Shower Spa’ and ‘Men’) were examined in both the questionnaire and the in-depth 

interviews to provide a foundation for comparison and triangulation. 

Results from the questionnaire indicate 

that ‘Feel Good Fragrance’ is perceived 

to have an undifferentiated brand 

personality (Error! Reference source 

not found.); this is consistent with the 

responses from the interviews, where 

none of the interviewees suggested any 

perception of gender when questioned 

about their opinions of the range. 

Through the identification of stereotypical feminine gender cues in the marketing elements of 

Radox ‘Shower Spa’ such as the use of “creamier colours” (Toni) and images of flowers on 

its packaging, participants from both studies have found Radox ‘Shower Spa’ to be feminine 

(Error! Reference source not found.). 

However, contrary to conventional expectation, while all participants from the interviews 

agreed Radox ‘Men’ is intended for men, the results from the questionnaire, as measured by 

the modified MBP/FBP scale, found that based on the respondents’ selection of the brand’s 

perceived personality traits, rather than having a masculine brand personality, the largest 

Figure 4.1 Brand Gender (MBP/FBP) - Radox ‘Spa' 

Figure 4. 2 Brand Gender (MBP/FBP) - Radox ‘Men' Figure 4.3 Brand Gender (MBP/FBP) - Radox ‘Shower Smoothies' 
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percentage of participants found the brand to have an undifferentiated personality (Figure 

4.3). However, it is worth noting that 36.4% of participants found the brand to be masculine, 

while only 0.9% of participants found the personality traits in Radox ‘Men’ to be feminine. 

Corresponding with the findings of Radox ‘Men’, a similar proportion of participants found 

Radox ‘Shower Smoothies’ to be undifferentiated, followed by feminine (Figure 4.4) with 

only 0.9% of participant finding the brand to have an androgynous personality. These results 

are consistent with the responses from the interviews suggesting that consumer associate 

‘sweet’ scents and ‘fruity’ colours with femininity.  

A comparison of the results from the in-depth interviews and the online questionnaire appear 

to reveal a disparity between the gender of its user-imagery and the sex-role stereotypes 

found in a brand’s personality. However, excluding the high measures of undifferentiated 

gender brand personalities found in all four Radox ranges, which may owe to the nature of 

the ‘select all that applies’ question format and its disposition towards a low-low response, 

the gender brand personality results appear to correspond with the gender user-imagery 

results found in the interviews, suggesting that the personality traits in the MBP/FBP measure 

may not be an accurate measure of gender in brand personality. 

Despite the discrepancies, results from the questionnaire supports the findings from the 

interviews, indicating that there is a clear relationship between the products’ attributes, such 

as colour and packaging, and the marketing communication in the copy and the naming of the 

products, and consumers’ perception of gender traits in the brand. 

Comparison of the Two Types of Measures for ‘Brand Gender’ 

To examine whether there is a correlation between consumers’ perception Radox’s 

personality traits and their perception of its ‘brand gender’, a series of chi-square and cross-

tabulations tests were conducted. With a p-value of .175 (Table 4.7), results indicate that 

there is no significant relationship between the findings for Grohmann’s (2009) MBP/FBP 
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scales and consumer perception of brand gender, suggesting that the perceived traits in a 

brand’s personality differs from consumer perception of gender in brand image. 

Table 4.7 Chi-Square Tests Results for the Comparison of MBP/FBP and Brand Gender Perception 

 

Alternatively, these results may be perceived as further evidence that the measures for 

‘masculinity’ and ‘femininity’ are not correspondent to ‘male’ and ‘female’. Whereas the 

MBP/FBP scales measure masculinity, femininity, androgyny, and undifferentiated sex-role 

orientations, the question on brand gender perception was measured using male, female, both, 

or neither.  Additionally, as Grohmann’s (2009) test is based on Bem’s (1974, 1978a) BSRI, 

rather than measuring the sex of the brand, it is measuring its level of adherence to 

stereotypical gender traits, while the question with its biological bias, measures whether 

consumers perceive biological gender in a brand. Additionally, while the MBP/FBP scales 

was employed towards to beginning of the questionnaire before the respondents were 

exposed to the images and marketing copy for the various Radox ranges, the question was 

presented as the final question of the survey , as the measures were employed at different 

times,  it is possible that consumer perception of the brand has changed. In sum, while these 

results may suggest that consumers understand and perceive gender differently than they do 

for sex-role stereotypes, due to the number and severity of the limitation, a clear conclusion 

cannot be made on whether the ‘brand gender’ perceived by consumers is different from that 

measured by the MBP/FBP.  
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Absence of Androgynous Brands 

In a scale validation study, Grohmann (2009) found that while undifferentiated brand 

personalities exist, there is a distinct absence of androgynous brands. These results 

complement studies by Iyer and Debevec (1986), Golden, Allison and Clee (1979) and 

Milner and Fodness (1996), who found that, unlike people, most products are perceived to 

have sex-typed identities with a definite bipolar masculine or feminine sex-typed image. As 

revealed by the results of the questionnaire, it is evident that consumers did not perceive 

androgyny in any of the Radox product ranges. However, while results from the MBP/FBP 

indicate that the least number of participants found the overall brand gender of Radox to be 

androgynous, through direct questioning of whether participants perceive the brand Radox to 

be male or female, following the majority choice of female, 28% selected both as their 

answer. While there is suggestion that the gender of a brand differs from its sex-role 

orientation, if ‘both’ is considered analogous with androgyny (high feminine/high masculine), 

then there is indication that, contrary to literature, consumers do perceive non-polarized 

gender images in brands and products. However, due to the sex-typed natured of the product 

category, there is no knowing whether participants of the survey based their selection on the 

gender of the brand’s personality or the gender of its user-imagery though Golden, Allison, 

and Clee (1979) have suggested that the perceived gender of the product tends to be 

congruent with the sex of its perceived user-imagery. 

Consumer Attitude towards Sex-Typed Brands and Products 

Based on the responses from the in-depth interviews, the researcher was able to identify 

several major themes in consumer attitude towards gender marketing (Appendix VII, Table 

1).While some believe that it is helpful in saving time, “…you spend less time deciding what 

you are going to buy” (Anwar), and aiding their purchase decision, “…it would be annoying 

to read every single label or smell all of them” (Toni), others are suspicious of this marketing 
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approach. It is noteworthy that several of the interviewees have expressed sex-typed 

marketing to be condescending. As passionately stated by one of the male interviewees: 

I hate Lynx. I hate everything about their branding. I hate it. I think they 
are low quality products marketed towards, who I see as stupid men. I 
think that it has a male chauvinist marketing angle and that’s why I think 
the people who use it are stupid. (Rob) 
 

Others have also acknowledged that overt sex-typing strategies for shower products, such as 

those employed by brands like Soap and Glory and Lynx "are gimmicky"(Laura), “kind of 

ridiculous” (Federico) and overall undesirable. Despite this, interviewees agreed that whether 

or not they are consciously seeking sex-typed products, they believe that they are 

subconsciously drawn to sex-congruent products, as illustrated in the following quotes: 

It can be that we don’t even know to be attracted to it, we just perceive it 
to be for men. Even from afar I can sense that it is for men. (Mattia) 
 
I think subconsciously yes. It’s not that I would say, I definitely need it 
for my choice, but once I am at the supermarket and I see a nice 
shampoo or shower gel bottle that is nicely decorated with flowers then it 
is more appealing for me. (Katharina) 
 
I think I do abide by those unspoken rules, but I don't know if they are 
useful or not…but yeah I do abide by them. (Rob) 
 

Following the symbolic interactionism framework, these findings suggest that in a culturally 

constituted world, it is difficult for consumers to separate their perception and behaviours 

from the gender schema of their society. 

Neutral Category 

While the responses from the interviews appear to follow the gender schema theory 

framework (Bem, 1976, 1981a, 1981b; Schmitt, Leclerc, & Dubé-Rioux, 1988), it has 

emerged that for the shower product category, consumers perceive three categories: 

masculine, feminine, and neutral. As stated by the interviewees:  

… Sometimes you have for men, for women and a neutral category and 
you decide if it is for men for women when you smell it. (Anwar) 
 
…there are three types. The general ones that don’t have so much scent 
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to them that are kind of the ones for sensitive skin for men and women, 
and then you have the women’s and … the men’s. (Toni) 
 

Corresponding with the results from the online questionnaire, it can be established that 

despite being a strongly-sex-typed product category, based on its marketing elements, 

consumers perceive some shower products as unisex, or undifferentiated (Appendix VII, 

Table 2, Error! Reference source not found., Figure 4. 2, Figure 4.3). Additionally, 

there are suggestions that the gender appropriateness of a shower product is based upon its 

fragrance and that while shower products are generally gendered, specialized products for 

sensitive skin (less fragranced) are suitable for both genders.  

RQ1a. Do consumers perceive shower products as a gendered product 
category? 
 
Existing consumer behaviour literature has found that specific products and product 

categories possess an innate gendered bias due to its association (Batra, 2006; Golden, 

Allison and Clee 1979; Milner and Fodness; Maehle, Otnes, and Supphellen 2011), and while 

it is known that both product categories and brand personalities pertain to gendered images 

(Grohmann 2008), there is a lack of research on the relationship between product category 

and brand gender. To investigate whether the shower product category is inherently gender, 

an examination of the qualitative data collected from the in-depth data was conducted; results 

to which revealed disparate opinions. 

Inherent Gender 

Based on consumer responses to the interview questions regarding the overall shower product 

category (Appendix VII, Table 2), there are indications that some consumers perceive 

shower products to be innately gendered based on various categorical associations. Some 

believe that due to the intimate nature of the product, the category is one that inherently leads 

to a gender separation. As stated by one interviewee: 

It is something that you use in private space which is really related with 
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your body, so it is really easy to distinct between men and women. 
(Federico) 

 
This perspective is shared by other participants, with one interviewee stating that “…bodily 

functions and hygiene are quite sexualized, so it is more geared towards gender stereotypes” 

(Rob). According to these findings, while consumers may not perceive a particular gender for 

the product category, the intimate usage of shower products cultivate a gender separation for 

the products within the category, due to the historical separation of the two sex’s intimate 

space.  

As stated in the findings of RQ1, fragrance is considered to be a significant gender cue. With 

suggestions that men and women are expected to have a different smell, due to the scented 

nature of shower products, some consumers perceive the category to be one that is separated 

by sex. It is interesting to note that when inquired about their perception of soap, all 

participants agreed that it is gender neutral product, while half of the same participants found 

shower gel to be a feminine product category. There are suggestions that the association with 

vanity evoke stereotypically feminine connotations, and that “…the ‘sophistication’ of 

hygiene and beauty is inherently a female thing” (Rob). This assessment is concurred by 

another interviewee, stating that:  

Shower gels seem more feminine I think. Maybe because they do other 
things besides just cleaning. (Laura) 
 

Furthermore, one male interviewee found that the availability of product choices have an 

impact on the gender nature of shower gels, concurring that the sophistication of a basic 

product evokes feminine associations. 

I think it is closer to feminine product, because of all the fragrances. You 
don’t just have a shower gel, you have hundreds of them. (Anwar) 

 

Findings from this study indicates that consumers who perceive the shower product category 

to be feminine based their perception on the fact that the majority of shower products are 
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marketed upon claims of providing additional benefits. These findings are consistent with the 

research by Maehle, Otnes, and Supphellen (2011), who suggested that brands and products 

of a feminine nature and beauty associations are often associated with the quality and 

sophistication, while products of a utilitarian nature are generally perceived to be masculine. 

Gender Neutral 

Interviewees who perceived the shower product category as gender neutral indicate its 

universal usage, suggesting that it is for “both genders” (Anita) and that “everybody uses it 

now”(Toni). The responses indicate that some consumers perceive the product category as 

one that was once considered feminine but has shifted into a neutral category through the use 

of marketing.  

For me, at the beginning it was just for women, that it was just marketed 
to women so they added different stuff to market to men. (Anwar) 
 
…older people see it as more gendered. That soap is for men and shower 
gels or body washes are for girls. (Toni) 
 

While others believe that the product category is one that is inherently neutral and 

acknowledge that gendering is strategy employed by marketers to “make more 

money"(Anita). 

Summary of Research Question One: 

Result from the in-depth interviews and online questionnaire indicate that while consumers 

have varying opinions on whether the shower product category is inherently gendered, there 

is consensus that various attributes in the marketing elements of shower products contain 

stereotypical gender traits that encourages consumers to schematically classify the products 

in to three categories: ‘for men’, ‘for women’ and ‘neutral’. The findings indicate that while 

consumers are aware, and generally abide by, the gender cues found in the marketing 

elements, overt sex-typing strategies may deter consumers of both sexes from purchase due to 

undesirable associations. 
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Research Question Two 

RQ2: What effects does the perceived gender of a shower product brand 
have on consumer behaviour?  
 

Gender-Identity Congruence 

Using results gathered from the modified MBP/FBP scales in the online questionnaire, the 

gendered brand personalities of Radox’s sub-ranges were used as the foundation for the 

comparative research of gender congruency between brand personality and consumer gender 

identity. To identify the relationship between the gender dimensions of brand personality and 

consumer gender identity, a combination of cross-tabulation tests and chi-square tests were 

employed to compare the relationship between consumer preferences with their gender and 

sex-role orientation. As there is divergence in the literature on whether one’s sex-role 

orientation (Gentry, Doering, and O’Brien, 1978; Schmitt, Leclerc, and Dubé-Bioux, 1988) 

or their gender (Grohmann, 2009; Worth, Smith, and Mackie, 1992) is more indicative of 

their brand preferences, both dimensions of gender identity were examined to provide insight 

on this subject and to identify the theory that 

is most relevant for the privately-consumed 

shower product category. 

An examination of the respondents’ answers 

for  the “range with the greatest appeal” by 

gender found that there is a clear relationship 

between the respondents’ gender and their 

product choice, as indicated by the Pearson 

chi-square value of 56.567 and a corresponding  p-value of .000 (Table 4.8). These findings 

are verified by the standardized residuals found in the cross-tabulation table (Table 4.9) with 

all the cells showing results below -1.96 or above 1.96 indicating that all paired variables 

Table 4.8 Results for Chi-Square Tests for the Gender and 
'Range with the Greatest Appeal' 
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contribute to the significant relationship’; it is worth noting that the most significant 

contributors are Radox ‘Men’, followed by Radox ‘Spa’ – the two ranges found to be the 

most sex-typed based on findings in QR1. The cross-tabulation tests also indicated that the 

majority of women selected Radox ‘Spa’ as their preferred choice, followed by Radox 

‘Shower Smoothies’, while a high majority of men preferred Radox ‘Men’ followed by 

Radox ‘Feel Good Fragrance’. None of the women selected Radox ‘Men’ as their preferred 

choice and fewest of Men indicated Radox ‘Spa’ as the range with the most appealing. These 

findings indicate that consumers have a preference for brands with gendered personalities that 

are congruent with their gender, supporting the research by Gentry, Doering, and O’Brien, 

(1978) Schmitt, Leclerc, and Dubé-Bioux (1988). 

For comparison, the relationship between participant responses for ‘range with the greatest 

appeal’ and their sex-role orientation was 

examined using identical methods. Results from 

the chi-square tests and cross-tabulation tests 

found that, with a   p-value of .854, greater than 

the conventional α of 0.05, failing to reject the 

null hypothesis that there is no statistically 

significant relationship between one’s sex-role orientation and the range they find to be most 

appealing, as illustrated in Table 4.10. These finding reveal that, in the case of shower 

Table 4.9 Results for Cross-Tabulation Tests for Gender and 'Range with the Greatest Appeal' 

Table 4. 10 Chi-Square Tests for Sex-Role Orientation and 
'Range with the Greatest Appeal' 
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products, contradicting the findings by Grohmann (2009), and Worth, Smith, and Mackie 

(1992), ones’ sex-role orientation does not appear to have a significant direct effect on their 

preference.  

To countercheck these findings, responses for 

the ‘range with the least appeal’ were measured 

in relation to the respondents’ gender and sex-

role orientation. For gender, results revealed a 

Pearson chi-square value of 43.111 and a p-

value of .000, indicating a statistically 

significant relationship between a subject’s gender and their least preferred range (Table 

4.11). Matching the results from the tests between the range participants found to be the most 

appealing and their gender, the standardized residuals found in the cross-tabulations table 

indicate that all variable pairings contributed to the significant relationship, with strongest 

contributions from Radox  

Table 4.12 Cross-Tabulation Results for Gender and 'Range with the Least Appeal' 

 ‘Men’ followed by Radox ‘Feel Good Fragrance’ then Radox ‘Spa’ (Table 4.12). 

Corresponding with previous findings, a high 

majority of women chose Radox ‘Men’ as the range 

with the least appeal, while most  men indicated 

Table 4. 11 Chi-Square Tests for Gender and 'Range with the 
Least Appeal' 

Table 4.13 Chi-Square Tests for Sex-Role Orientation  and 
'Range with the Least Appeal' 



 
55 

 

either Radox ‘Spa’ or Radox ‘Shower Smoothies’ as the range with the least appeal. 

Contrasting this data, results from the chi-square and cross-tabulation tests found that, with a 

p-value of .138 and a Pearson chi-square value of 13.571, there is no statistically significant 

relationship between the participant’s sex-role orientation and the range they found to have 

the least appeal (Table 4.13).  

Through an examination of the above findings, it can be concluded that, using the measures 

employed in this study, there is evidence congruity between the consumers’ gender and the 

sex-typed traits they perceive in a brand’s personality. Additionally, these results indicate that 

there is no reliable evidence of a relationship between an individual’s sex-role orientation and 

their gendered brand preferences, suggesting that in the context of shower products, one’s 

gender has a more significant effect on their gender self-concept than their sex-role 

orientation. These findings support the results by Gentry, Doering, and O’Brien (1978), 

which concludes that the male-female dichotomy is more explanatory of consumer behaviour 

than sex-role identity, while contradicting Maehle and Shneor’s (2010)  theory that that 

regardless of the actual gender of the perceiver, subjects prefer products with gendered 

personality attributes they perceives as characteristic of themselves.  

Cross-Sex Avoidance 

Using the relationship testing methods previously described, the researcher had found that, 

corresponding with the findings above, there is no statistically significant relationship 

between a consumers’ sex-role orientation and their interest level for any of the Radox sub-

ranges (Appendix VI, Table 3 Appendix VI, Table 4, Appendix VI, Table 7, Appendix VI, 

Table 8, Appendix VI, Table 11, Appendix VI, Table 12Appendix VI, Table 15Appendix 

VI, Table 16). To further verify the existence of a relationship between consumer gender and 

interest, the interest levels for Radox’s sub-ranges were measured against the respondent’s 

gender. Results from the chi-square tests (Appendix VI, Table 2, Appendix VI, Table 6, 
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Appendix VI, Table 10, Appendix VI, Table 14) indicate that, with p-values lower than .05  

there are statistically significant relationships between gender the interest level for Radox 

‘Spa’, Radox ‘Men’, and Radox ‘Shower Smoothies’, corresponding with the findings from 

RQ1 regarding whether these ranges are ‘for men’ or ‘for women’. These results are 

summarised in (Table 4.14).  

Table 4. 14 Preferred Range by Consumer Gender 

 

Verifying the results from the chi-square tests, an examination of the interest levels for Radox 

‘Feel Good Fragrance’ reveals that there is indeed no significant difference in the data 

distribution for men and women. The lack of a significant relationship was found between 

Radox ‘Feel Good Fragrance’ and consumer gender is a significant finding for this study as it 

suggests that products that with an undifferentiated brand personality is perceived by 

participants as ‘unisex’, supporting the idea that while sex-role orientation and gender are 

separate constructs, their perceptions are often interrelated.  

Based on the quantitative results, there is significant evidence that not only do the majority of 

consumers indicated preference for sex-congruent ranges, they actively rejected those they 

perceive to be cross-sexed. As illustrated in (Appendix VII, Table 3) this behaviour was 

also demonstrated by the participants’ responses from the interviews 
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Sex-Typed Individuals  

Bem’s Gender Schema Theory (1981b) purports that sex-typed (males with the sex-role 

orientation of masculine and females with a feminine sex-role orientation) people are more 

likely to prefer sex-congruent products than those who are not sex-typed. Findings of 

research by Alreck (1994), Fugate and Phillips (2010), and Worth, Smith and Mackie (1992) 

highly sex-typed subjects have all supported this theory. Moreover, findings by Worth, Smith 

and Mackie (1992) that non-sex-typed individuals appeared to show the opposite pattern of 

preference, preferring products when they are described in sex-reversed terms. 

Contrary to the literature, through the use of a combination of chi-square and cross-tabulation 

tests for the comparison of preferences of sex-typed males and females and those who are not 

sex-typed, results revealed no evidence that sex-typed males and females are more attracted 

to shower products with sex-congruent gender identities than non-sex-typed individuals 

(Table 4.15). 

Table 4.15 Cross-Tabulation Results for Consumer Sex-Type and the Range they find  Most Appealing 

 

In comparing the results for the range respondents found to have the least appeal, there is 

suggestion that at 92.3% compared with 71.4%, sex-typed females are more adverse to the 

cross-sex Radox ‘Men’ (Table 4.16). While Bem (1976) has suggested that cross-sex 

behaviour is motivationally problematic for sex-typed individuals and as such, they avoid 
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such activities to maintain a self-image that is masculine or feminine, these findings reveal 

that for the shower product category, both men and women employ avoidance towards cross-

sex products. Overall, based on the sample of this study, there is little evidence that sex-typed 

individuals are more likely to purchase gender congruent shower products than those who are 

not sex-typed.  

Table 4. 16 Cross-Tabulation Results for Consumer Sex-Type and the Range they find Least Appealing 

 

RQ2a: Do men and women employ different criteria in their evaluation 
of shower products? 
 
As the analysis of RQ1 have confirmed Worth, Smith, and Mackie’s (1992) theory that 

gendered product images can be influenced by a number of factors, including the packaging, 

promotions, advertising copy (Worth, Smith, and Mackie, 1992), this portion of the study 

examines whether individuals of different gender use different attributes in their evaluation of 

shower products. Using qualitative data collected from the interviews, the researcher 

identified a number of attributes participants have stated to have an influence on their product 

choice (Appendix VII, Table 4).These results have been analysed to reveal the similarities 

and differences in the consumer behaviour of men and women in regards to their preferences 

for shower products. 
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Inter-Gender Preferences 

Responses from the interviews reveal that in terms of shower products, both men and women 

find that the safety of the products is crucial to their decision. However, both agree that while 

‘quality’ is essential, it must also come at a reasonable price. 

Gender-Specific Preferences 

As revealed in the responses from the interviews, one major attribute women seek in a 

shower products is that it must be ‘good for [their] skin’, with women stating the importance 

of “natural moisturizers” (Anita) and the “PH level” (Laura) of the ingredients found in the 

product. In contrast, the men interviewed for this study did not state any particular preference 

for ingredients, but have specified “freshness“(Mattia, Anwar, and Federico) as a high 

priority for a shower product suggesting that men and women may have different skin types 

thus, have different needs and preferences. Responses have also revealed that men have a 

higher preference for products that provide convenience such as “two-in-one” (Mattia) 

products while women have indicated proclivity towards the usage of multiple products for 

specific needs, signifying a difference in the way men and women consume shower products.    

As indicated in the interviews, both men and women have strong attitudes towards the 

fragrance of the product. However, while male participants have indicated disposition 

towards longer-lasting scents “I like to be able to smell it on myself afterwards” (Mattia), 

women indicated preference for products with less perfume, stating that strong fragrances is 

an indicant of “a lot of chemicals” (Laura). Additionally, as previously mentioned in the 

findings of RQ1, men are highly conscious of the sex-typed connotations of fragrances, 

stating that most shower products are scented for women. These perceptions are reflected in 

the marketing of gendered men’s body washes. As stated by Bittar (2003), men’s products ten 

to “have a light woodsy smell, versus flowery-scented products for females. Although male 

participants have identified ‘sweet’ and ‘flowery’ scents to be feminine, all female 
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interviewees have indicated an aversion to sweet scents, suggesting a potential gap between 

the producers’ perception of the female market and actual consumer attitudes in this category.  

The interviews also revealed that that men and women have different preferences in 

packaging design; men are found to have a high preference for brightly coloured products and 

transparent bottles while women have stated preference for muted colours and have found 

transparent packaging to ‘look cheap’. While it is evident that there are clear differences in 

the preferences and evaluation criteria for men and women, the source of these differences 

cannot be determined based on the results of this study. However, whether these differences 

are determined by the different biological needs and instincts for men and women, or a 

product of societal constructs of sex roles and gender norms, it is apparent that for the shower 

product category, men and women apply different criteria in their evaluation of products, as 

such, it is prudential for marketers to apply different strategies for men and women. 

Summary of Research Question Two 

Using a combination of qualitative and quantitative analytical methods, findings from the 

online questionnaire and in-depth interviews reveal that regardless of a consumers’ sex-role 

orientation, in the context of shower products, consumers prefer brands with stereotypical 

gender traits that are congruent with their biological sex; actively rejecting products with a 

cross-sex brand personality. Countering existing theories, there is little evidence that sex-

typed individuals are more liable than others to purchase gender congruent shower products. 

Furthermore, there is evidence that men and women have differing expectations for the 

product attributes of their shower products, thus, employ different criteria in their pre-

purchase evaluation. 

Summary of Analysis 

Using a combination of qualitative and quantitative analytical methods, the collected data 

were examined and triangulated to provide answers to the research questions. Through this 
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investigation, answers to the research questions were revealed along and discoveries were 

made in unexpected findings. An overview of these findings will be discussed in the 

conclusion chapter of this study. 

 

Chapter Five: Summary and Conclusions 

Chapter Overview 

This chapter provides a summarized overview of the research through the presentation of the 

analyzed results.  To conclude the study, this chapter will also discuss its limitations and 

provide suggestions for future research.  

Research Summary 

As gender-based segmentation strategies automatically alienate half of the potential market, 

one of the main objectives of this study was to explore the benefits and disadvantages of 

market differentiation by gender through an investigation of consumer attitudes towards the 

highly sex-typed shower product category. Following the frameworks of gender congruence 

theory and gender schema theory, studies in consumer behaviour have traditionally presumed 

that consumers have a higher preference for brands and products that are symbolically 

congruent with their gender identity. To investigate the validity of this theory in a practical 

context, this study was designed to examine the relationship between consumer gender 

identity and the gender elements of brand personality using the lens of consumer behaviour. 

To provide structure and facilitate the fulfilment of its research objectives, two main research 

questions were identified subsequent to an intensive critical examination literature from 

various fields of consumer behaviour. Research Question One (RQ1)’ How do consumers 

perceive gendered marketing elements in shower products?’, and its sub-question RQ1a “Do 

consumers perceive shower products as a gendered product category?” were designed to 
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reveal consumer perception of the gender elements of used for brand and product sex-typing 

and whether the product category lends itself to a gender bias. While Research Question Two 

(RQ2) “What effects does the perceived gender of a shower product brand have on consumer 

behaviour?” and its sub-question RQ2a “Do men and women employ different criteria in 

their evaluation of shower products?” were designed to examine the validity of gender 

identity congruence theory and consumer preference in the context of shower products.  

Using a combination of qualitative and quantitative research in the forms of in-depth 

interviews and an online questionnaire, variable for the study were identified and triangulated 

for the analyses that provided the answers to the research questions. At the conclusion of the 

study, all the research questions were answered along with the discovery of new and 

unexpected findings.  

To summarize the results of Research Question One, it was found that some consumers 

believe shower products to be inherently feminine due to the idea that it is a ‘sophistication’ 

of a utilitarian product, others found it to be a neutral category. Despite this varying opinion, 

there is consensus that within this category, there exists three gendered categories being “for 

men’ ‘for women’ and ‘neutral’. These results correspond with the findings from the 

MBP/FBP results for Radox and its sub-ranges, which have identified its brand personalities 

to be ‘feminine’ and ‘undifferentiated’ with indication of ‘masculine’ traits. One of the most 

significant findings from this portion of the research is that across the board, consumers of 

both genders are found to be conscious of the gender cues in the marketing of shower 

products, with further indication that they apply the same consistent gender stereotypes in the 

identification of a product’s user-imagery. Suggesting that not only do consumers perceive 

gender in brand personality, the cultural stereotypes for gender traits are consistent in the 

classification of gender for brands and human personality. Additionally, while consumer 
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attitude towards sex-typing of shower products appear to be divided, with suggestion that 

overt sex-typing is generally undesirable, both sexes indicated that whether consciously or 

subconsciously, they abide by the cultural gender norms through the purchase of gender 

congruent products. In the answering of this question, one of the major discoveries found is 

the disparity between the results of the MBP/FBP and the perceived gender of the brand as 

indicated by the respondents of the online questionnaire. As there is no consistent definition 

for the term ‘brand gender’ and what it constitutes, one cannot conclude whether the results 

suggests that consumer perceive its ‘masculinity’ and ‘femininity’ to be different from its 

‘gender’.   

As there is a divergence in literature on whether one’s sex-role orientation or their gender is a 

larger contributing factor to gender identity congruence in the context of marketing, one of 

the major theoretical findings for Research Question Two is that, through a dual-correlation 

study, it was found that in the context of this study, there is no relationship between a 

person’s sex-role orientation and their gender brand preference. Contrary to this, there is 

significant evidence that there is congruence between ones’ gender and the gender of their 

preferred brand, indicating that in the case of shower products, one’s biological gender plays 

a large role in their purchase decision. To further examine the relationship between one’s 

gender and their preferences in terms of the shower product category, the researcher has 

found that while men and women both share the belief that ‘price for quality’ is important to 

their selection, they have different product expectations and use different evaluative criteria 

in their purchase decision. Furthermore, against the theory that sex-typed individuals are 

more likely to purchase sex-congruent products, results from this study has found that in 

terms of shower products, all consumers, male or female have a high preference for gender 

congruent brands and a high aversion towards cross-sex brands. 
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Overall, it is clear that despite suggestions that social changes have altered product gender 

perceptions and adherence style, the results of this study indicate that, in the case of shower 

products, the majority of consumers continue to evaluate the products in gender-relevant 

terms with the indication of a strong preference towards sex-congruent products. As such, it 

can be concluded that sex-typing for this category will continue to be a relevant and 

beneficial segmentation strategy.  

Limitations and Future Research 

As previously stated in the methodology, a number of limitations exists in this study due to 

time and accessibility constraints. As convenience sampling was employed, the findings of 

this study is not generalizable to the greater population (Malhotra, 2012), and therefore only 

directly applicable to the exploratory nature of this research. In addition, owing to the 

psychological elements of this study, the perception of the participants may not be entirely 

extractable from its research methods. However, despite its limitations, this study has 

discovered a number of theoretical findings that contributes to the understanding of gender 

congruence theory.   

As indicated in the analysis, results for the ‘brand gender’ measured by the MBP/FBP is 

distinctively different from that of the responses of the consumers. Since there is no 

consistent definition of ‘brand gender’ in existing literature, future research is recommended 

to provide an official definition to facilitate further studies of the gendered dimensions of 

branding and its effects. Additionally, while the research here has shown that that consumers 

have strong inclination towards gender congruent brands, as there is suggestion that shower 

products have inherent attributes for specific gender needs, another possible consideration for 

future research may be an examination of gender-congruity and the effects of sex-typing 

through the application of gender cues to existing gender-neutral products.  
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