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Human beings who strongly express their gender are perceived as particularly attractive. The present research examines whether the

same principle applies to brands. To this end, it identifies the determinants of gender perception in brands and shows that a brand's

gender has a substantial relationship to a brand's equity.
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ExTENDED ABSTRACT
Brand equity is a key concept in both theoretical and applied 

studies of marketing (Aaker and Keller 1990; Farquhar 1989; Keller 
1993, 2008). This is not surprising, as numerous papers show that a 
high brand equity contributes decisively to improving consumer sat-
isfaction with and loyalty to the brand and to enabling higher prices 
for the brand (Aaker 1991, 1996;  Park and Srinivasan 1994). Exist-
ing research has  contributed strongly to the understanding of the 
determinants of brand equity and identified a brand’s personality as 
one such determinant (Aaker and Biel 1993; Aaker 1997). Like the 
“big five” model of human personality (Goldberg 1990), brand per-
sonality is measured along five dimensions (sincerity, excitement, 
competence, sophistication, and ruggedness) that apply to consum-
ers’ characterization of brands (Aaker 1997). Consumers associate 
human personality characteristics with brands, because they perceive 
brands as extensions of their selves (Belk 1988; Gilmore 1919, 2008; 
Harvey 2005) or because marketers suggest that brands have certain 
characteristics (Fournier 1998). 

Although these personality characteristics certainly impact the 
perceived attractiveness of a brand, evolutionary psychology papers 
suggest that the intensity with which an individual expresses his or 
her gender to other people plays a particularly key role in the per-
ceived attractiveness of this person (Kaplan and Gangestad 2005; 
Grammer et al. 2003). This is based on the finding that human judg-
ments about the attractiveness of individuals fundamentally repre-
sent the result of a process of sexual selection. This selection process 
favors men who, from the point of view of women, look typically 
masculine, and women who, from the perspective of men, appear 
typically feminine. Masculinity and femininity can be linked to very 
specific physical features, e.g., the waist-to-hip ratio for women and 
the V-shaped torso for men (Furnham and Radely 1989). According 
to evolutionary psychological findings, this sexual selection process 
is so deeply anchored in the decision-making behavior of individuals 
that one can propose an influence of these principles on the brand 
choice of consumers (Buss 1994).

Since brands can be equipped with personality characteristics, it 
should also be possible to equip them with a certain level of mascu-
linity or femininity. An initial paper on this subject (Grohmann 2009) 
provides insights into the validity of the brand gender construct and 
the relationship between brand gender and brand perception. How-

ever, three key questions have remained unanswered: Whether there 
is a direct relationship between brand gender perception and brand 
equity, which features of a brand express its masculinity or feminini-
ty, and how these features should be designed to provide an increased 
expression of an intended brand gender. 

The present research is intended to fill these gaps, at least in 
part. Two studies have been conducted to address these questions. 
The aim of the first study is to investigate whether the perceived 
gender of 73 existing brands has an effect on their equity. The inven-
tory developed by Grohmann (2009) serves to detect the gender of 
a brand. The brand assessment system of a leading market research 
company can be used as a proxy for brand equity. This analysis pro-
vides information on the relative impact of a brand’s gender on its 
equity by showing that a pronounced brand gender is a key driver of 
brand equity.  

The second study aims at investigating the features that charac-
terize masculine and feminine brands. For this purpose, the logos of 
73 brands were assessed by individuals with respect to several cri-
teria (e.g., solid versus airy, edged versus curved). These judgments 
can be connected with the assessments of consumers in study one 
concerning the perceived brand gender. The results of this study offer 
concrete information for brand managers concerning which features 
of a logo should be changed and how, so that the brand conveys the 
intended degree of masculinity or femininity to consumers. Further-
more, the second study offers theoretical insights regarding the ex-
tent to which findings from evolutionary psychology about the sig-
nificance of individual physical features can be applied to the design 
of brand logos. Taken together, these two studies serve to show brand 
managers the repertoire of activities that can be used to intensify per-
ceptions of brand gender and thereby to increase brand equity. 

In sum, the findings of the two studies imply that evolutionary 
based insights about determinants of gender perception in human be-
ings can be applied to brand logo design. This finding stresses the 
importance of biological shapes and proportions for the design of arti-
facts in order to achieve an intended perception. In terms of future re-
search, it would be interesting to explore critical boundary conditions 
and interactions. In this respect, investigating the gender of the prod-
uct category or of the consumer and their relationship to brand gender 
would be promising avenues for subsequent research endeavors.


