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Resume 

Dansk titel: Markedsføring mod en kønsneutral fremtid? 

 

Forbrugeren er i langt højere grad eksponeret og bombarderet med reklamer, der bestræber sig på at 

få forbrugerens opmærksomhed. I stræben efter at fange denne opmærksomhed, peger forskning på 

hvordan kreative industrier søger at afspejle aktuelle tendenser i samfundet. Et fænomen som 

konceptualiserer denne proces er modereklamer og evnen til at skabe kulturel værdi for samfundets 

individer. I denne sammenhæng er det i stigende grad påvist, at der i den seneste tid er sket en 

udvikling i samfundsdebatten vedrørende en efterspørgsel efter bredere og mere mangfoldig 

repræsentation af køn inden for, især, mode og reklamebranchen. Det er hævdet at som et modsvar 

på denne samfundsmæssige efterspørgsel, at kønsneutrale reklamer er en effektiv måde at afvige fra 

de kønsstereotype portrætteringer, der er blevet opretholdt og gentaget i reklamekontekster i tidens 

løb. 

  

Denne afhandling undersøger forholdet mellem kønsneutralitet og opfattelsen af tøjprodukter. Mere 

specifikt undersøger afhandlingen forskellene mellem to generationer, Generation Z og Baby 

Boomers, med henblik på kønsneutralitet der anvendes i en mode- og reklamekontekst. Forholdet 

mellem kønsneutralitet i mode og generationernes opfattelse af tøjprodukter er blevet undersøgt ved 

hjælp af eye tracking, spørgeskema og interviews for at besvare vores problemformulering. 

  

Overordnet indikerer resultaterne at begge generationer foretrækker binære modereklamer 

sammenlignet med kønsneutrale modereklamer. Ved sammenligning af de to generationer er det 

dog klart at Generation Z i højere grad foretrækker kønsneutrale reklamer sammenlignet med Baby 

Boomers. Det blev endvidere klart at der ikke hersker nogen store forskelle mellem de to 

generationers præferencer for de binære reklamer, som fremgik i undersøgelserne. 
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List of abbreviations 
Gen Z (Generation Z) 

CCT (Consumer Culture Theory) 

ICC (International Chamber of Commerce) 

EASA (European Advertising Standards Alliance) 

LGBTQ (Lesbian, Gay, Bisexual, Transgender, Queer) 

FT (fixation time) 

FC (fixation count) 

R (revisits) 

Ms (milliseconds) 
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Introduction 

Research that points towards how brands forge feelings of a common desire to reflect societal 

trends and demands are evidently applied into specific brand strategies with profound marketing 

implications. A defining feature of this phenomenon is the conceptualisation of fashion advertising 

and its ability to produce cultural meaning to the consuming individuals (McCracken, 1986; 

Calefato, 2010). In this context, practitioners within the realm of advertising, consumer research 

and fashion have in recent years increasingly stressed the importance of a development in gender 

representations within fashion advertising. Gender neutrality, in particular, is by many considered 

an effectful effort when aiming to deviate from old-fashioned and stereotypical gender norms that 

have been sustained and repeated through various advertising contexts (Arnould & Thompson, 

2018). 

 

Historically, the manifestation of gender bending ideals can be achieved through the advertising and 

fashion systems. These systems are viewed as important vehicles of cultural translation and value-

creation, reflected through its ability to produce content that stir conversation as new gender 

representations emerge in our society and later, reflected through the consumers’ identity 

(McCracken, 1986; Calefato, 2010; Belk, 1988). Retrospectively, cases of gender bending fashion 

are reflected through the seminal work of Elizabeth Hawes and the challenging of gender binary 

fashion. Dating back to the 1960’s and her revolutionary and controversial exhibition of skirts for 

men, she has been carved out in history as a seminal pioneer in the name of gender bending fashion 

(Woodard, 2017). 

 

As for the extent to which gender has been discussed in recent years, there is no denying it. Gender 

bending fashion wilts as a means of furthering a progressive gender debate (Sanders, 2019). 

Substantial evidence of events that have influenced the argued shift in the current gender debate is 

predominantly found in cases like #metoo, pronoun re-evaluations, new advertising regulations and 

fourth-wave feminism (Arnould & Thompson, 2018). 

 

In the name of this debate, the occurring societal demand has arguably motivated brands to re-think 

their branding and advertising strategies, and subsequently leaving fashion brands with no other 

choice than to move past the traditional expectations of what constitutes men’s and women’s gender 

in order to satisfy the societal needs. 
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Even though it seems as if gender bending fashion has existed as long as there have been gender 

norms to bend, the fashion and advertising industries have seemingly become accountable for both 

challenging and sustaining gender norms (Sanders, 2019). Indeed, this has left its mark on society’s 

present generations. Thus, it is argued that there exists a generational divide between Generation Z 

and Baby Boomers, and how they perceive and adopt to the ever-evolving gender landscape. 

 

While older generations, such as Baby Boomers, seem to have adopted a more critical stance 

towards a bending of the established gender norms, it is argued that extensive proof points towards 

how younger generations, like Generation Z (Gen Z), presently request a radical disruption of the 

binary gender sustained through fashion advertising. Arguably, this can be achieved by fashion 

advertising moulting into the shape of gender neutral imagery (Seemiller & Grace, 2019). The 

creative industries, nevertheless, have to invent new and innovative marketing strategies before 

becoming the scapegoat of sustaining a timeworn portrayal of genders. 

 

This leaves us to wonder how a brand can sustain cultural relevance in an ever-changing landscape 

defined by distinctly different generational gender ideals, and to whom a radical shift in gender 

representations can benefit, if anyone at all? 

Research question 

Within the realm of consumer research, advertising and fashion theory, the aim of this study is to 

explore and analyse the underlying notions, motivations and opinions of Gen Z and Baby Boomers 

in regard to gender neutral fashion advertising. By implementing a survey, an eye tracking 

experiment and interview methodology, we aim to measure participants’ emotional responses and 

interests towards gender neutral advertising, and illuminate the effects of gender neutral imagery 

and how it may differ through the eyes of two distinctively different generations. 

Within this scope, the thesis aims to examine the following research question: 

 

To what extent does gender neutral imagery in fashion advertising influence the perception of 

clothing products? 
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Additionally, the research will include four main hypotheses and sub-hypotheses that will enable us 

to test and focus our research to a greater extent. Furthermore, we have chosen to divide our 

hypotheses in two in order to explore the generational differences in greater detail. These will be 

explained further in a later section. The hypotheses are visualised below in table 1.1. 

  

H1a: Gen Z will show on average higher 

valence, arousal and interest scores for 

gender neutral imagery than gender binary 

imagery. 

  

H1b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than gender 

neutral imagery. 

  

H1b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than gender 

neutral imagery. 

  

H2b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than Gen Z. 

  

H3a: Gen Z will show on average higher FT 

towards the advertised product opposed to 

the model in gender neutral advertising. 

  

H3b: Baby Boomers will show on average 

higher FT towards the model opposed to the 

advertised product in gender neutral 

advertising. 

  

H4a: Gen Z will show on average higher FT 

towards the advertised product than Baby 

Boomers in gender neutral advertising. 

  

H4b: Baby Boomers will show on average 

higher FT towards the model than Gen Z in 

gender neutral advertising 

  

Table 1.1. Hypotheses 

 

In order to grasp the overall conditions behind the two generations, as well as the advertising and 

fashion scene, the research will strive to implement a review of seminal research articles and 

theories. By comparing and understanding these two distinctively different generations, the study 

will, arguably, illuminate if gender neutral imagery has the power to change the perception of 
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clothing items. Additionally, the study will examine to what extent gender representations can 

motivate each generation to purchase clothing products in light of the perceived fashion 

advertisement. 

 

Specifically, the research will endeavour to measure valence, arousal and interest scores in order to 

determine the participants’ perception of the given imagery. Further, the study will include a 

qualitative assessment of the participants from Gen Z and Baby Boomers in order to gain a 

multifaceted outlook of our data. Lastly, an eye-tracking analysis will enable us to supplement the 

research with a complex and cognitive understanding of the participants. 

 

By combining these efforts, we will be able to answer our research question, and subsequently give 

an indication of the managerial implications of gender neutral imagery in fashion advertising. 

Motivation 
Consumers are arguably, and more than ever, exposed and bombarded with various advertising 

efforts that strive to grab the attention of the consumer (Duchowski, 2017). As to what extent 

gender neutral advertising is just another one trick pony, or contrary, a sustainable way of adopting 

a more sensitive approach to the gender landscape of today, is a question we are motivated to 

explore. Rooted in an initial curiosity to understand the emergence of new societal tendencies 

portrayed in the fashion world, we aim to challenge the preconceived effects of gender neutral 

imagery and subsequently, gain a deeper understanding of brands’ motivations to adopt this 

particular strategy into their advertising efforts. 

 

Accordingly, as of recent, new guidelines among countries like Belgium, France and Great Britain 

have emerged with laws or codes of varying degrees that aim to prevent the stereotyping of gender 

in advertising (Safronova, 2019). While this indeed creates an increased regulatory advertising 

landscape, Denmark, in which our research takes form, is yet to adopt a similar approach 

(Almbjerg, 2019). However, it is predicted that a similar approach will emerge in the nearest future. 

 

In light of these recent instances, we believe that further research within gender bending fashion 

advertising will provide researchers with practical and academic contributions that are suitable for 

the shifting gender ideals. Consequently, it is thus predicted that a shift in gender representations 
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will enable a disruption of how fashion advertising operates in the future. This motivates us even 

further to explore the effects of gender neutral imagery. 

Scope and delimitation 
In order to secure research liability and accuracy, it is found necessary to delimit the concept of our 

research. We attempt to offer such an account by explaining the most crucial delimitations of the 

research. 

Delimitation to the fashion industry 
As this research focuses on fashion advertising that portray gender neutral imagery and how it 

influences the perception of clothing products, the research will use examples from both the high-

end fashion and the fast-fashion industries. These will be exemplified through a miscellaneous 

group of international and Danish brands. Accordingly, the fashion industries will be mapped out 

later in the research paper. The fashion industry is specifically chosen as it is a highly gender-

segmented and influential market. 

 

Thus, it should be noted that our experimental research also will include examples of the binary 

gender as well as fashion product images. This is done in order to disguise the purpose of our 

experiment, and additionally, to avoid biased participant opinions. A further elaboration will be 

included in our methodology section.   

Delimitation to Denmark 
Moreover, the majority of the research will focus on the Danish market but will draw parallels to a 

broader European and global context in order to ensure the full scope of the subject at hand. This 

argument is substantiated by the fact that, to the best of our knowledge, little or no academic 

research has been made previous to this study regarding the topic. Furthermore, in order to ensure 

the most culturally homogeneous group, the study has chosen only to recruit participants from 

Denmark. However, it is argued that the experimental framework can be applied in various cultural 

contexts. Subsequently, results are likely to vary depending on the cultural context. This will also be 

assessed at a later stage. 
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Delimitation to Gen Z and Baby Boomers 
Initially, we aimed to study two generations that were closer to each other in order to discover if 

there exist any differences between two generations closely tied by politics, culture and economy. 

This is due to the fact that we argue that there has been an erupt shift in opinions very recently. 

Nevertheless, we have chosen to illuminate the differences between Gen Z and Baby Boomers in 

order to secure the largest distinction in our results. Gen Z and Baby Boomers will be explained in 

more detail in a following section.  

Clarifying gender terms 

As recognised by many, gender can be hard to define, and it can be difficult to encapsulate and 

grasp the ever-evolving distinctions and terms that exist in our modern society. In order to 

understand who and what styles we are referring to in this study, we will provide the reader with a 

brief clarifying description of gender terms.   

 

Gender can be described as how individuals identify, which lead individuals to use the terms as boy 

or man, girl or woman, agender, gender fluid, gender neutral or non-binary (Vagina Museum, 

2020). Lastly mentioned, the terms agender, gender fluid, gender neutral and non-binary refer to 

individuals who do not identify themselves as strictly male or female. It is important to note in this 

context how gender can be seen as a spectrum. This is due to the fact that people can identify 

themselves at numerous of points within the spectrum between the binary gender norms of man and 

woman (Vagina Museum, 2020). In a recent report by Frisch, Moseholm, Andersson, Andresen and 

Graugaard (2019), more than 62.000 Danes participated in providing an extensive overview of 

sexuality in Denmark. The report reveals that 0.54% of the population identify as having a non-

cisgender identity, including 0.10% transgender people and 0.44% non-binary people (Frisch et al., 

2019). 

 

In this paper, gender is not defined by biology, anatomy, sexual attraction or orientation, but rather 

the gendered style portrayed in the specific images presented throughout this study.  

 

Previous marketers have often been seen ignoring these distinctions and consumer researchers have 

long conflated gender with biological sex (Arnould & Thompson, 2018). However, more recent 
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studies within consumer culture research have acknowledged more nuanced conceptions of the 

relations among consumption, gender and sexuality (Arnould & Thompson, 2018).   

 

We will be referring to the term gender neutral when dealing with imagery that can be seen as 

neither male nor female, both genders simultaneously and even something in between (Merriam-

Webster, n.d.). When referring to imagery that is portraying the classical perception of male or 

female gender, we will be referring to gender binary imagery (see figure 1.1.).  

 
Figure 1.1. Gender distinctions 

Thesis structure 

As our research framework is divided by various components, we aim to follow a structure that 

enables a clear overview of the topic at hand. In this regard, we aim to follow a funnel shaped 

approach. The entails that the research will start by reviewing relevant studies that can serve as the 

foundation of our research. Afterwards, the aimed methodology will be clarified followed by the 

quantitative and qualitative analyses and discussion of our research question and findings. Finally, 

the conclusion will be presented in order to address and summarise the relevant findings of our 

research, and the discovered limitations will be addressed. Subsequently, we will include the 
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managerial implications that our study can provide as well as ideas for future research. Our thesis 

structure will be visualised in the figure below (figure 1.2.). 

 
Figure 1.2. Thesis Structure 

 

Literature review 

The fashion industry  
The following sections will include a brief overview of the Danish fashion industry. Subsequently, 

the intention is also to provide an assessment of the European fashion market. By framing and 

conceptualising an overall scope of the industry’s current and predicted state, it is argued that the 

section will offer an understanding of the gravity behind the fashion industry. 

 

The fashion industry is considered an important and valuable force on a local as well as on a 

European and global scale. Accordingly, data derived from the global database, Statista, reveal how 

the Danish fashion apparel market is expected to grow annually by 2%. In regard to this fact, it is 

noted how women’s apparel is the largest segment with a market volume of €2.256m in 2020 

(Statista, n.d.a). If purely considering the luxury fashion market in Denmark, the revenue in the 
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luxury fashion segment amounts to €565m in 2020 and the market is expected to grow annually by 

3.1% (Statista, n.d.b).  

  

Correspondingly, it is emphasised by the European Commission how the fashion and high-end 

industries are considered an important and vocal part of European cultural heritage and expertise 

(European Commission, n.d.). This argument is reinforced by the fact that the European fashion 

industry has five million people directly employed in the fashion value chain and one million 

people in the high-end industries (European Commission, n.d.). In line with this argument, it is 

further stressed how the long-term competitiveness in the fashion and high-end industries is part of 

the broader Commission strategy, which seeks to increase the proportion of GDP generated by 

manufacturing to 20% by 2020 (European Commission, n.d.). 

  

From a cultural perspective, the European Commission reinforces the importance of the fashion and 

high-end industries, as they are considered important ambassadors of treasured European values, 

hereunder culture, creativity and craftsmanship that all contribute to the enhancement of European 

standards and growth (European Commission, n.d.). 

  

On the basis of these assessments, it is highly stressed how the fashion industry is considered a key-

contributor and vocal part of the European society and the ethos they strive to promote. Further, 

these contributions are not only visible through the fashion industry’s cultural heritage, but also 

through their contribution to the EU economy. And from this study’s particular point of view, it is 

highlighted how these factors substantiate the urgency of the industry and give incentive and 

reasoning behind the managerial implications that this study aims to provide. 

Defining generations 

In the following sections, the two generations used in this study will be investigated on the basis of 

Seemiller and Grace (2019). The generations are Gen Z and Baby Boomers. The generations were 

chosen because this study aims to investigate any possible differences from one generation to 

another in terms of their views on gender neutrality in fashion. We have chosen generations that 

are relatively far apart in terms of birth years because it is assumed that there might be a more 

significant difference between these two generations, compared to investigating two generations 
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that are closer to each other. This definition of the chosen generations will give an overview of our 

two participant groups, as well as assisting in directing a future discussion. 

Gen Z versus Baby Boomers 
In the book Generation Z: A century in the making, authors Seemiller and Grace (2019) thoroughly 

study the lives of those in Gen Z. Furthermore, the authors give accounts of the generations that 

came before Gen Z, thereby providing a detailed understanding of the sociology of generations. The 

following sections will provide a precise definition of the two generations relevant to this study, 

namely Gen Z and Baby Boomers on the basis of Seemiller and Grace (2019). 

  

According to Seemiller and Grace (2019), a generation can be defined as “the entire body of 

individuals born and living at about the same time” (Seemiller & Grace, 2019, p. 18). Typically, 

one generation spans between 14 and 20 years. The authors argue that one should always be aware 

that with generational birth ranges spanning this wide, the experiences of the youngest and oldest 

may be similar to the generation that they are closest to. These individuals born towards the 

beginning or end of a birth range are called cuspers as they are on the cusp of two generations. For 

instance, the oldest members of Gen Z might be showing some Millennial characteristics, and the 

youngest members might influence the oldest in the generation following them, Generation Alpha 

(Seemiller & Grace, 2019).  

  

Seemiller and Grace (2019) use the birth years of 1995 to 2010 to frame Gen Z, and this will also be 

the chosen birth years in this study. As argued above, there can be differences within a generation 

due to the wide birth range. Therefore, the authors propose the term ‘Big Z’ to refer to the oldest in 

Gen Z born between 1995 and 2002, and ‘Little Z’ to refer to the youngest members born between 

2003 through 2010. There might be differences between the perspectives of Big Z and Little Z. For 

instance, Big Z might remember a time without smartphones, and Little Z might not remember life 

without. Because of the fact that Little Z are still very young, Seemiller and Grace (2019) focus 

mostly on Big Z (Seemiller & Grace, 2019). This is in accordance with our study as all our young 

participants are in the birth range of 1995-2001. However, it is important to note that this book is 

highly reflective of the U.S. population as most of the research stems from the U.S. There can be 

cultural differences between Denmark and the U.S. in terms of understanding Gen Z, however, the 

authors argue that their definition is somewhat applicable in understanding Gen Z in a global 

context (Seemiller & Grace, 2019). 
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Baby Boomers 

Seemiller and Grace (2019) focus on outlining the five living generations of the twentieth century, 

namely G.I., Silent, Baby Boomers, Generation X and Millennial. For the purpose of this study, the 

main focus is to understand the differences between Baby Boomers and Gen Z, and thus all other 

generations will not be investigated thoroughly. The Baby Boomers took their name because of the 

fact that 76.4 million babies were born between 1946 and 1964, which made them the largest group 

of babies ever born in one time period in the U.S. The Baby Boomers grew up as the children of the 

G.I. generation, a generation that had experienced the Great Depression and fought in World War 

II. As such, the Baby Boomers were raised by parents who did not wish for their children to go 

without. Furthermore, the Baby Boomers experienced the development of the television and many 

grew up in suburbs (Seemiller & Grace, 2019). 

  

Despite this, Baby Boomers began fighting for social, economic and political rights. The generation 

lived through the height of the hippie movement of free love, the Vietnam War and the Moon 

Landing. Some shed their hippie personas and inherited their G.I. parents’ hard work mentality and 

many Baby Boomers lived their adult lives in booming economies just as that of their childhood. 

This generation is characterised by individualism, work ethics and living in economic prosperity 

(Seemiller & Grace, 2019). 

 

According to Tibergien and Dellarocca (2016), Baby Boomers’ main character traits are 

competitiveness and proudness of accomplishments as well as being optimistic. Furthermore, Baby 

Boomers are idealistic and hard-working team players. This generation is often viewed as either 

being selfish, materialistic and ambitious, or as being idealistic, collaborative and being ‘forever 

young’. All in all, it seems like this large generation includes many different characters and 

therefore many different ways of viewing the world. This will be discussed in more detail later in 

this study. 

Gen Z 
Seemiller and Grace (2019) argue that Gen Z, even though they are being raised in the midst of 

political turmoil, conflict, violence, injustices and economic downturn, are in many ways motivated 

to make positive differences in the world (Seemiller & Grace, 2019). Gen Z self-identify as having 

a high tolerance for different beliefs, as well as being driven, motivated, hardworking, cooperative, 

compassionate and open-minded (Seemiller & Grace, 2019). Furthermore, Gen Z have high rates of 
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non-heterosexual orientations and acceptance of other gender identifications, for instance gender 

fluidity. A 2015 study developed by the J. Walter Thompson Intelligence Group found that 48 

percent of Gen Z identified as exclusively heterosexual. Also, the study revealed that 81 percent of 

Gen Z think that gender does not define a person as much as it once has, making Gen Z more open 

to gender fluidity and less likely to ascribe to conventional gender binaries. Additionally, more than 

half of Gen Z know someone who prefers to be addressed with non-traditional gender pronouns 

such as ‘they/them’ (Seemiller & Grace, 2019). 

  

This generation’s openness has expanded both the make-up and fashion industry in terms of moving 

in more gender neutral directions. For instance, only 44 percent of Gen Z choose to buy gender 

specific clothing. According to Seemiller and Grace (2019), growing up in an increasingly diverse 

world, Gen Z are accepting of people who are different from themselves, thereby developing a 

strong desire for equality and inclusion in order to make the world a better place. It is argued that 

this generation might not see diversity as something to strive for, but simply a part of who they are 

(Seemiller & Grace, 2019). It is argued that Gen Z are motivated by causes they believe in and 

through achievements, for instance knowing that gaining credit could help them reach the next 

milestone. However, there are also some tactics that Gen Z do not find appealing. For instance, 

fewer than 30 percent are motivated by competition, public recognition, acceptance from others, or 

the return of favours. This adds to the findings that Gen Z are not motivated to win but are instead 

focusing on helping others and doing good work because it is the right thing to do (Seemiller & 

Grace, 2019). 

  

Conclusively, these overall definitions of Baby Boomers and Gen Z will serve as a standpoint for 

understanding and discussing generations in this study. However, it is important to mention that 

these general definitions are not automatically applicable to every member of the two generations 

all over the world, let alone every Danish person as the studies of this book are focused on the U.S. 

population. Nevertheless, these definitions will serve as a way to focus this study and its 

participants in order to investigate the development of the topic of gender fluidity across different 

generations. 
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Consumer and consumption research 
This section will endeavour to provide the study with a historical outlook on consumer research, 

thus, adding new perspectives to the established assumptions regarding Consumer Culture Theory. 

Consequently, the section will give a broader understanding of the modern consumer and how it 

takes its form. The historical outlook is provided by Jantzen and Østergaard (2001) and will 

introduce both interpretivist and positivist approaches (Sherry, 1991; Jantzen & Østergaard, 2001). 

The positivist approach is reflected through buyer behaviour and consumer behaviour and 

conversely, the interpretivist perspectives are presented in the examination of consumer research 

and consumption studies (Sherry, 1991; Jantzen & Østergaard, 2001).  

Historical developments in consumer research 

Fundamentally, Jantzen and Østergaard (2001) argue that a shift in consumer research became 

apparent in the 1980’s. In light of this shift, it is argued that the evident debate revolved around the 

methodology of relativism rather than the shift in consumer research. This has led the two authors 

to stress the importance of offering an epistemological outlook to the consequences of the radical 

changes within the field of consumer research (Jantzen & Østergaard, 2001).  

  

According to Jantzen and Østergaard (2001), four main perspectives, or ideal types, of consumer 

research have been adopted over the past 50 years. Namely, these are framed as buyer behaviour, 

consumer behaviour, consumer research and consumption studies. The outlined perspectives are 

shaped in order to show the shift from the buyer perspective towards a consumption-based 

perspective, in which the historical development takes form. The above-mentioned distinctions of 

consumer research are presented in a chronological order; however, they have all coexisted and still 

coexist (Jantzen & Østergaard, 2001).    

Buyer behaviour 

Jantzen and Østergaard (2001) argue that buyer behaviour, which took its form in the 1960s, is 

based in behaviourism. This perspective describes how the metaphorical concept of the consumer is 

based in a primitive and “animal-like” viewpoint and additionally, how this method ascribes 

universal explanations to human behaviour (Jantzen & Østergaard, 2001). 
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Following this notion, the buyer behaviour perspective allows the researcher to design laboratory 

experiments where the setting enables the researcher to control the variables within the 

experimental framework: ”In order to meet these requirements, the human-being is said to be 

undergoing and ongoing stimuli-response process where the fundamental needs are the 

mechanisms of directing its behaviour” (Jantzen & Østergaard, 2001, p. 14-16, l. 17-19). The 

setting and method entail that human-beings are purely viewed upon as a psychological 

phenomenon in a behaviouristic sense, whereas the ontology of consumption is assumed to be 

mechanical and instinct driven. 

  

Following this notion, Holbrook and Hirschman (1982) also argue that the traditional view of 

learning consumer behaviour has been rooted in an operant conditioning or instrumental learning 

where satisfaction with the purchase serves to reinforce future behavioural response (Holbrook & 

Hirschman, 1982).  

Consumer behaviour 

Consumer behaviour was shaped in the late 1960’s. This approach is different from buyer power in 

its approach and conception of the stimuli-response relation and the exploration of the Black Box 

gap. In this regard, it is argued by Jantzen and Østergaard (2001) how this approach, initially, was 

disregarded by other researchers as a way of approaching consumer behaviour (Jantzen & 

Østergaard, 2001). Fundamentally, consumer behaviour research dives deeper into consumer 

behaviour prior and post purchase, in contrast to the buyer behaviour perspective that purely 

focuses on the act of buying. 

  

In line with this method, Kassarjian (1994) adds how the perspective initially is rooted in studying 

selective perceptions and applying cognitive dissonance to specific purchases, and at a later stage, 

an examination of the complexity of attitude change and information processing (Kassarjian, 1994, 

as cited in Jantzen & Østergaard, 2001). Arguably, this shift has contributed to a broader and more 

complex perspective than previously explored (Jantzen & Østergaard, 2001).   

Consumer research 

Thirdly, consumer research is discovered. More concretely, through this perspective, the consumer 

is looked upon as a narcissistic and emotionally determined individual, opposed and contradictory 
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to the rational perspective of the consumer that was formerly explored. Through the use of the 

consumer research perspective, it is argued that there has been an increase of an examination of 

various more complex settings, and the approach is by many researchers considered a radical shift 

in research (Jantzen & Østergaard, 2001). 

  

In this perspective, the consuming individual is not considered having animal traits, on the contrary, 

the individual is compared to a “tourist” seeking to explore new experiences through their 

consumption, which has its basis in the desire for having a meaning in life (Jantzen & Østergaard, 

2001). This pursuit of meaning in life should be considered an on-going process in which the 

consuming individual tries to create a coherent life (Jantzen & Østergaard, 2001). 

  

All three perspectives share the perspective of the individual consumer. Although consumer 

research is considered being a fundamental break with the two traditional approaches within the 

field, consumer research mostly shares its similarities with consumer behaviour. The main 

characteristic they share are the way they both focus on the individual consumer. In contrast to this 

argument, the difference lie in their perspectives on how the consumer consumes. 

Consumption studies 

In response to previous research, the last perspective, consumption studies, creates a separate field 

of research (Jantzen & Østergaard, 2001). What deviates this approach from the formerly 

mentioned is how the consumer is viewed as a collective (consumer culture) rather than investigated 

from a single consumer level. In order to gain deeper insights into how and why consumption takes 

place, Jantzen and Østergaard (2001) asserts how the object of research should be analysed in 

relation to other consumers (Jantzen & Østergaard, 2001). 

  

From a consumption study point of view, consumption functions as a metaphysical universe for the 

tribe members. The goal here is to be recognised by the other tribe members (Jantzen & Østergaard, 

2001). This notion, which revolves around consuming, is to a much higher degree motivated by 

obedience, approval and judgement from members of the tribe than the other perspectives (Jantzen 

& Østergaard, 2001). 



 20 

Gender in Consumer Culture Theory 

In order to investigate how gender is positioned and studied in regard to consumer research, it is 

found necessary to dive deeper into the underlying conditions that revolves around gender in this 

particular research setting. In order explore these mechanisms, the study has chosen to include 

Arnould and Thompson’s book Consumer Culture Theory (2018) and a presentation of their four 

research domains. This exploration will, arguably, enable the research to present the fundamental 

ideas of consumer culture theory and place gender within these four research domains. 

  

Arnould and Thompson’s book Consumer Culture Theory (2018) revolves around consumer culture 

theory (CCT) as an emerging field of study that combines culture, marketing, anthropology, 

sociology and political theory in order to gain insights into consumers. In the following sections, the 

overall ideas of CCT will be outlined in order to create a general understanding of this field of 

study. Subsequently, gender studies will be connected to CCT in order to expand the theoretical 

lens in which one can view gender. 

  

The main ideas of CCT are outlined by Arnould and Thompson (2005). Initially, the authors 

underline that CCT is not a grand theory, nor does it aspire to be. The goal for CCT researchers is to 

understand and explore culture and its complexities. Furthermore, CCT does not see culture as a 

fairly homogeneous system of collectively shared meanings and values. Inversely, CCT is more 

interested in exploring the multiplicity of overlapping cultural groupings. CCT focus on the 

sociocultural and experiential dimensions of consumption. These are not plainly accessible through 

quantitative data such as surveys or experiments, which means that qualitative data is often used as 

the preferred methodology in CCT. However, Arnould and Thompson (2005) argue that it is a 

misperception that CCT only accepts qualitative data. There are four interrelated research domains 

in CCT, namely consumer identity projects, marketplace cultures, the sociohistoric patterning of 

consumption and mass-mediated marketplace ideologies and consumers’ interpretive strategies 

(Arnould & Thompson, 2005). 

  

The first domain, consumer identity projects, focuses on how consumers are able to narrate 

themselves through both physical and symbolic objects, thereby creating their individual and 

collective identities. In this domain, consumers are seen as both seekers and makers of identity, 

even though the consumer’s specific goals are often tacit and therefore not easily identified. CCT 
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researchers have focused on the relationship between a consumer’s identity project and the 

structuring influence of the marketplace (Arnould & Thompson, 2005). 

  

The second domain, marketplace cultures, argues that consumption and consumers can produce 

culture, thereby adapting an alternative position to the original idea of people and artefacts being the 

primary bearers of culture. Furthermore, this domain focuses on how consumers can create social 

solidarity through the pursuit of shared consumption interests (Arnould & Thompson, 2005). 

  

The third domain, the sociohistoric patterning of consumption, addresses the social and institutional 

structures that can influence consumption, for instance glass, ethnicity and gender. In this domain, 

consumers are perceived as enactors of social roles. CCT researchers investigate which processes 

that influence consumption choices and behaviours, for instance in terms of gender. Also, CCT 

researchers investigate the relationships between consumers’ belief systems and the underlying 

social structures (Arnould & Thompson, 2005). 

  

The fourth and last domain, mass-mediated marketplace ideologies and consumers’ interpretive 

strategies, argues that consumers are seen as interpretive agents who create meaning both tacitly 

and consciously, as well as being able to act and react to media. There is a focus on how mass-

media can instruct and influence consumer behaviour (Arnould & Thompson, 2005). 

  

As argued above, all four CCT domains are interrelated and thus a certain topic does not necessarily 

fit in only one domain. Arnould and Thompson (2018) argue that gender could be located in the 

third CCT domain, namely the sociohistoric patterning of consumption, due to the fact that 

throughout history, socio-cultural meanings of sex (male/female) have shaped the way people view 

their own gender identity, as well as their shaping of certain expectations for appropriate gender 

behaviours. It is argued that marketers often use gender strategically, and this can influence the 

change in gender categories at a macro level. Thus, it is addressed that marketing decisions 

involving gender will entail social and political effects, thereby making gender a very complex part 

of market action (Arnould & Thompson, 2018). 

  

Arnould and Thompson (2018) further elaborates on the diverse distinctions of gender and include 

an extended case study specifically concerning the agender consumer in fashion. The case study 
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argues that the fashion industry, and possibly the world, has experienced a major change in gender 

perceptions since 2014. The shift can particularly be demonstrated through the established fashion 

brand Prada and its ‘agender’ transformation. Through this case study, it is argued that the evolution 

of gender roles may lead to the absence of any gender identities at all. Following Prada’s example, 

many brands have joined the agender movement, and it is argued, from a branding perspective, how 

an agender strategy can help introduce a sense of cutting-edge cultural relevance to a brand, thereby 

creating brand preference (Arnould & Thompson, 2018). However, this study will elaborate further 

on a more critical perspective by questioning the positive attributes in implementing this strategy. 

These arguments will be presented in this study’s advertising chapter.  

  

Following this case study, it could be argued that gender might also be present in the first CCT 

domain, consumer identity projects. It could be argued that when stereotypical gender 

representations are under attack, new gender identifications are available to the consumer in order 

to expand their personal identity by narrating themselves as gender fluid or gender neutral, for 

instance through their choice of brands and clothing. This could be related to Belk’s (1988) notion 

on the extended self and how people create identities by extending themselves, for instance through 

their choice in clothing.   

Critical lens on CCT and research  

Another approach to consumer research is provided by Firat and Dholakia (2017). On the contrary 

to seminal consumer research from prior established authors, such as Arnould and Thompson 

(2005/2018), they aim to provide a more critical stance towards consumer research, and especially 

the movement of CCT and its argued limitations (Firat & Dholakia, 2017).  

  

Complementary, other authors such as Askegaard and Linnet (2014) similarly accept the limitations 

of prior attempts to conceptualise consumer research as they denote a certain resilience towards 

alternative methodological aspects of rational choice, namely (neo) liberalism among the leaders of 

CCT (Askegaard & Linnet; Firat & Dholakia, 2017). Additional commentary by Cova, Maclaran 

and Bradshaw (2013) also emphasise CCT’s ideological limitations (Cova, Maclaran & Bradshaw, 

2013). Following this notion, it is also addressed how CCT scholars limit research to the qualitative 

approach as the intrinsic value of consumer research, and as a result of this, disregard the numeric 

and quantitative approach. However, the opposite is argued by Arnould and Thompson (2018). 
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In alignment with this argument, this study has chosen to implement triangulation as a part of the 

methodological framework, allowing the research to implement both quantitative and qualitative 

value to the study. This will be elaborated in the methodology section. 

  

Consumer identity 

This section will aim to provide a deeper understanding as to how new tendencies in consumer 

behaviour are established and sustained. Based on Duchowski (2017), this section will dive into the 

underlying mechanisms that drive the human decision-making process. Furthermore, it will be 

assessed how the notion of the extended self, presented by Belk (1988/2013), is reflected in current 

societal tendencies. 

The human decision-making process 

The motivation behind including theory revolving around the human decision-making process is 

rooted in its ability to serve as an indicator of how advertising can influence the consumers’ 

perception of a product followed by consumer action.  

  

According to Duchowski (2017), consumer action can be influenced by external and internal 

factors. External factors can include e.g. marketing actions, competitive factors and environmental 

factors. Internal factors, on the contrary, include the perceptual and cognitive factors (see figure 

2.1).  

 
Figure 2.1. Model of market and consumer actions 
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Based on a combination of the two processes, it is predicted that a consumer will make a decision to 

make a purchase followed by what specific product to purchase, which results in consumer action 

(Duchowski, 2017): “The human decision-making process may be affected by recognition of one’s 

need or desire, and may also be influenced by external information gathered through research 

and/or through past memories and experiences” (Duchowski, 2017, p. 301, l. 27-29).  

Duchowski (2017) argues that if one understands the cognitive and perceptual processes internal to 

the consumer, it will be easier to access the purposeful knowledge that can aid in the direction of 

marketing actions. According to Duchowski (2017), this is knowledge that can be achieved through 

eye tracking.  

Thus, it is argued that if understanding and using the information derived from an experiment 

correctly, one will be able to cater to the consumer in such a manner that the information the 

marketer wishes to impart to the consumer is delivered as efficiently and directly as possible 

(Duchowski, 2017). The eye tacking method is explained to be of high relevance when aiming to 

provide insights into at least one of the aspects of the internal consumer model, namely: “How the 

consumer disperses visual attention over different forms of advertising” (Duchowski, 2017, p. 302, 

l. 16-17). Based on these factors, the study has chosen to apply exactly this method in order to 

illuminate the cognitive reasoning behind the purchase decision and interest in products. 

Identity and consumption  

Belk (1988) argues that our possessions are a key contributor and reflection of our identities. This 

indicates that the individual, more or less, owns the ability to construct their identity by association 

with possessions and objects. Following this notion, Belk (1988) explains how the consumer is a 

result of multiple possessions that create the notion of what he articulates as the extended self: ”a 

key to understanding what possessions mean is recognizing that, knowingly or unknowingly, 

intentionally or unintentionally, we regard our possessions as parts of ourselves” (Belk, 1988, p. 

139, l. 6-9). In other terms, we are what we have. 

However, the notion of the extended self goes beyond our possessions, as Belk (1988) denotes how: 

“(...) the additional extended self categories considered, places and experiences tend to be seen as 

most clearly a part of extended self” (Belk, 1988, p. 141, l. 38-40). In light of this argument, one 

can discuss how brands that manage to create appealing values might be more likely to attract and 

forge the consumer towards their products by offering “objects”, like clothing products, which add 
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positive traits to the notion of the extended self. Furthermore, it is argued that the focus on 

possessions rather than brands has highlighted the singularity of the relation with objects once they 

are separated from their commodity origins (Belk, 1988).  

In line with this notion, it is argued that brands increasingly need to apply strategic communicative 

efforts in order to create loyal and sustainable customers through this particular notion. Arguably, 

research that points out how consumers forge feelings of social solidarity and sense of cultural 

worlds through a common consumption desire, can be reflected into specific brand strategies with 

profound marketing implications. As recognised, Belk’s seminal work from 1988 has provided a 

complex and new perspective to identity and consumption. However, radical societal changes have 

occurred since, in which an elaboration of the extended self is conceptualised (Belk, 2013).  

An extension to the notion is thus provided by Belk (2013) in Extended self in a digital world. As 

the title suggests, the article encompasses the impact of the technological and digital changes of our 

modern society, and how it affects consumer behaviour. The conceptualisation of this concept 

should be seen as an updated take on the previous notion of the extended self, rather than a new 

theory: “These changes are assessed in terms of implications for our understanding of the self, the 

nature of possessions, and our relationships with things in a digital world“ (Belk, 2013, p. 447, l. 

10-12). 

These changes are assessed in terms of implications for our understanding of the self, the nature of 

possessions, and our relationships with things in a digital world. Belk (2013) reflects upon this 

concept and categorises these new streams of identity-signalling in five groups, namely 

dematerialization, reembodiment, sharing, co-construction of self, and distributed memory. 

However, it is also recognised that the technological changes are evolving in such a pace that the 

notion of digital extended self should be revised in the most current context (Belk, 2013).  

Most noticeable in regard to this study is the sense of “multiple selves”, which entails that the 

consumer is able to possess a multiplicity of selves due to the emergence of digital platforms that 

allow the consumer to construct an additional sense of self. This argument evidently leads back to 

the research topic, as it begs the question whether gender neutral imagery, which at its core is a mix 

of multiple “selves”, could be a strategic tool when aiming to attract the modern consumer. This 

notion will be explored further in the analysis and discussion.  
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Moreover, it is stressed that the digital age has created a broader community among people, which 

allows new tendencies to spread in a much faster speed. This could arguably have implications for 

companies as they must aim to communicate to an audience in a much more complex setting when 

aiming to target the correct audience. One could additionally argue that the sense of community 

allows new outlooks on, for example, “gender” to emerge and spread faster than ever before 

through these digital communities.  

  

In line with Belk’s (1988) theory, McCracken (1986) similarly outlines an aspect of the relationship 

between consumer and goods, and furthermore denotes the aspect of culture in his research. In this 

regard, McCracken (1986) argues that goods are an opportunity to make cultural material that 

allows individuals to discriminate visually among culturally specified categories. It is further 

established that a person is categorised by age, sex, class and occupation. These arguments will be 

presented in greater detail in the following culture section. 

  

Arguably, these two theories will be able to provide solid grounds for the consumer behaviour that 

will be analysed and discussed in regard to this study both in the quantitative and qualitative 

findings. More concretely, Duchowski (2017) will enable the study to give an insight into the 

internal mechanisms that drives consumers’ actions, as well as facilitating a discussion of how a 

brand might access and use these factors through strategic advertisements. Conversely, Belk’s 

(1988/2013) theory will assist in illuminating and discussing why a consumer might favour a 

specific gender style opposed to another, and how the association with clothing items can become a 

part of the notion of the extended self. Lastly, the theory regarding multiple selves will be explored 

in correlation with the notion of fluidity that lies within gender neutrality. 

Advertising 

In order interpret and analyse the results retrieved from our research, the study must shed light 

upon current and past gender representations in advertising. Firstly, an advertising definition will 

be presented on the basis of Dahlen and Rosengren (2016). Secondly, from a historical and societal 

perspective, the following sections will account for the advertising mechanisms and the social and 

political patterns that have shaped gender representations in advertising. Thirdly, a generalising 

and brief introduction to the evolution of advertising of women and men will be presented. This will 

lead towards an investigation of gender fluidity in the current advertising scene. Consequently, this 



 27 

section will also aim to provide solid grounds for the discussion that will be assessed later in the 

study.                                                                                  

Advertising definition  

In light of recent calls for a new advertising definition, Dahlen and Rosengren (2016) have termed a 

revised definition. In this regard, three dynamics are outlined, namely (new) media and formats, 

(new) consumer behaviors and extended effects of advertising. These are the dynamics that drive the 

evolution of advertising (Dahlen & Rosengren, 2016). This specific research has been included as it 

is based on a survey of advertising academics and professionals, and therefore, arguably, includes a 

multifaceted view of the subject at hand. However, it should be noted that there exists a vast amount 

of literature regarding the definition of advertising. 

  

According to Dahlen and Rosengren (2016), advertising-roots can be dated back over a thousand 

years. However, a definition as such is firstly discovered in Starch’s (1923) Selling in print. As the 

title suggests, print advertising was then the only medium in which brands were able to advertise, 

and thus the simple definition from Starch (1923) was that advertising is to be ‘selling in print’. 

However, as society has evolved, it is highly accentuated how the term mass-media has replaced the 

term “print”, which highlights the evolution of advertising. 

  

According to Richard and Curran (2002), the development of advertising can be conceptualised as 

“paid nonpersonal communication from an identified sponsor, using mass-media to persuade or 

influence an audience” (Richard & Curran, 2002, as cited in Dahlen & Rosengren, 2016, p. 335, l. 

18-20). In regard to the ever-evolving society, Dahlen and Rosengren (2016) point towards the fact 

that various authors have concluded that the development and transformation of technology and 

media drive the evolution of advertising. However, it is explained how these developments are not 

forthcoming in terms of current advertising definitions, which are encapsulated as “paid, mediated 

form of communication from an identifiable source, designed to persuade the receiver to take some 

action, now or in the future.” (Richards and Curran, 2002, as cited in Dahlen & Rosengren, 2016, p. 

334, l. 3-5).  Instead, both authors argue that a future definition needs to partake in a more inclusive 

stance of both who and how advertising might impact the future. Thus, the authors propose an 

updated working-definition of advertising, namely “brand-initiated communication intent on 

impacting people” (Dahlen & Rosengren, 2016 p. 334, l. 24).  
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Conclusively, it is argued that the definition enables a sense of common language for education, 

research, and practice (Richards and Curran 2002, as cited in Dahlen & Rosengren, 2016), while 

simultaneously broadening the scope and facilitating the development of the discipline (Kerr & 

Schultz 2010, as cited in Dahlen & Rosengren, 2016). Now that a working definition has been 

established, the following sections proceed to dive deeper into the relationship between advertising 

and gender. 

Ethics, regulation and law: Depiction of gender in advertising 

The debate revolving around inclusivity of gender identities in advertising has been discussed 

widely in various levels of society including important decision-makers and stakeholders locally 

and at a European and global level. However, this section will purely focus on Danish and European 

regulations, laws and guidelines.  

  

More specifically, the following sections will include a brief introduction to the most central 

arguments within the Danish advertising laws and guidelines provided by the Danish Consumer 

Ombudsman. Furthermore, the section will include ICC’s (International Chamber of Commerce) 

Advertising and Marketing and Communications Code, which will be interpreted from the 

perspective of Nordic Council of Ministers’ Regulations of Gender-Discriminatory Advertising in 

the Nordic Countries. Lastly, the European Advertising Standards Alliance’s (EASA) guidelines 

regarding gender portrayal will also be assessed. 

  

According to the Danish Consumer Ombudsman, it is stressed that the Danish media is obliged to 

follow the guidelines in line with the Danish Marketing Practices (Act §3, paragraph 1) in regard to 

gender-related advertisement. This entails that one should consider the consumers, marketers and 

the common public interests. Concretely, a gender-related advertisement is where a specific gender 

identity plays a significant role, or nudity or erotism is a part of the fundamental idea of the concept 

(Forbrugerombudsmanden, 2012).  

  

Among other central points, it is considered important that one acts in accordance with the Danish 

Gender Equality Act, and furthermore that an advertisement must never be gender discriminating. 
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However, there is no specific provision regulating gender discriminatory advertising (Nordic 

Council of Ministers, 2017).  

  

The legislation is supervised by independent authorities; the supervising authorities are the Danish 

Consumer Ombudsman, the Danish Board of Equal Treatment (Ligebehandlingsnævnet) that 

operates under the Danish National Social Appeals Board (Ankestyrelsen), and the Radio and 

Television Board (Radio- og tv-nævnet). Previous attempts to regulate the law regarding 

discriminatory gender behaviour were last seen in 2007. However, the prior minister did not tighten 

the rules regarding gender portrayal in advertising (Nordic Council of Ministers, 2017).  

  

Among the Nordic countries, ICC finds that Denmark is the country that has the most permissive 

attitude towards the use of nudity, sex, and gender roles, whereas Sweden has adopted the strictest 

among the Nordic countries in regard to attitudes towards gender-discriminatory advertising. It 

should also be noted that Sweden specifically account for inclusion of the LGBTQ community 

(Nordic Council of Ministers, 2017). Arguably, this also includes the gender fluid terms. 

  

In line with the previously stated, EASA also signifies the importance of men and women being 

presented positively and responsibly in advertising (EASA, n.d.). However, it is not stated within 

the section that other gender identities, besides the binary genders, should be included or taken into 

consideration. 

 

As mentioned prior to this section, Denmark has not directly prohibited sexism and stereotyping in 

advertising, in line with neighbouring countries like Great Britain. Great Britain has created the 

Advertising Standards Authority that enables citizens to contact the authorities if they find 

advertising of particular discriminating character against the compliance of new advertising 

guidelines. However, it is assumed that many countries will follow along with this approach in the 

nearest future (Almbjerg, 2019).  

Gendered markets 

Many reports and studies have addressed gender in advertising, and though many brands and 

companies proclaim that they aim to deviate from stereotyping when creating advertisements, it is 

not always the case. A recent global survey (Kantar, 2018, as cited in Koch, 2019) found that 98 
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percent of the people targeted for laundry products and household cleaners are female. Furthermore, 

according to a study made by Strategy Online, 52 percent of Canadian respondents born in the years 

1995-2009 (Gen Z) do not feel correctly represented in marketing and branding in terms of their 

gender (Anthony, 2020). 

  

“Distinctions between men/women and masculinity/femininity is also often used to segment a 

market” (Arnould & Thompson, 2018, p. 181, l. 12). Accordingly, this gender-based segmentation 

has been largely accepted in domains of the gendered-markets and arguably also showcased in the 

majority of advertisements, historically speaking. This tendency has especially been dominant in 

markets such as the automotive, cosmetics and fashion markets. However, when translated 

incorrectly into other industries, companies can arguably face immense repercussions. Therefore, it 

should be acknowledged that some brands have stronger and more established gender-connotations 

than others (Arnould & Thompson, 2018). Nonetheless, it is argued that it still remains 

unpredictable what effect altering brands’ and products’ long-established gender meanings can have 

for a company, in which previous attempts have reflected both successful and less successful 

outcomes (Arnould & Thompson, 2018). 

The evolution of female and male advertising 

In order to grasp the recent shifts and evolved complexities of gendered advertising, it is essential to 

understand the key area of critique aimed at the representation of women in advertising. However, 

this cannot be accessed correctly if the male counterpart is not considered. Arguably, dating back to 

the late 1960’s and onwards, feminists have pointed to stereotypical role portrayals that were 

continually reinforced through advertising imagery emphasising especially the caring and domestic 

values. 

  

A study of advertising provided by Courtney and Whipple (1983) has revealed that women were 

more likely to be depicted in non-professional roles opposed to the often-times stronger male 

counterparts (Courtney & Whipple 1983, as cited in Arnould & Thompson, 2018). However, it is 

recognised that a shift has occurred in the 1980’s when images of female empowerment began to 

rise in popular advertising formats. Simultaneously, a development of image-conscious male 

markets, such as male brands with beauty products, came to the surface, which also required 
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multidimensional and nuanced features of the male gender (Arnould & Thompson, 2018). This 

trend is often termed as metrosexual. 

  

In line with this new stream, Arnould and Thompson (2018) argue that studies from the 1980’s and 

1990’s continued to showcase the one-sided depiction of women. However, it is recognised that 

feminist arguments within consumer culture research began to emerge in the 1990’s as well. 

Furthermore, the authors substantiate that literature has been critically re-analysed since, and many 

of the major propositions and assumptions about consumers that have been carved and repeated in 

the marketing literature revealed the underlying masculinist biases and discourses (Costa, 1991; 

Fischer & Bristor, 1994; Hirschman, 1993, as cited in Arnould & Thompson, 2018).  

  

Feminist studies have further exposed how these biases and discourses heavily rely on binary 

oppositions such as masculinity/femininity, mind/body, and depend on each other for their meaning, 

for instance being masculine depends on not being feminine, and vice versa (Arnould & Thompson, 

2018). Arguably, these biases are adopted by brands in order to attract potential customers into 

certain ideals, which become the central selling-points behind the product. However, it is argued 

that the “new” gender identities, such as gender neutrality, which has been adopted and 

acknowledged in recent years, challenge these oppositions as they are not found in clear opposition 

to the binary gender identity.  

  

As established in this section, it is a repeated argument that masculine attributes are privileged over 

feminine ones. The next subsection will endeavour to dive deeper into the creation and maintenance 

of gender stereotypes in advertising. 

Creation and maintenance of gender normality in advertising 

It is argued that a vast amount of literature has been published surrounding advertisement. 

However, Goffman's (1979) Gender Advertisements is acknowledged as seminal work within the 

field of advertising and gender research, and many researchers within the field have since been 

mimicking his approach. Consequently, this subsection aims to provide an overview and challenge 

the central points within this article.  
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Fundamentally, Goffman (1979) explores the construction of gender through a decoding behaviour 

methodology. It is specifically argued that advertising can be perceived as a significant agent of 

socialisation in modern industrialised societies, and moreover, as a tool to maintain particular social 

constructions such as gender. Goffman (1979) further argues that gendered advertisements own the 

ability to give the viewers a peak into a specific world full of socially defined and constructed 

relations, displays and roles. He further explains how images used in advertisements are often 

aiming to mimic real-life scenarios, however, these images are often a fantasy interpreted by the 

viewer as reality (Goffman, 1979). This tendency is termed as commercial realism, in which he 

suggests a distorted reflection of reality is created.  

  

Consequently, Goffman (1979) recognises that gender is an embedded social code that sends social 

cues to others, which he terms as gender display. This is a notion that he conceptualises as a sense 

of performance that illustrates and reinforces specific behaviour and appearance to others. Through 

his study, Goffman (1979) suggests that men and women repeatedly have been depicted as 

participants in hyper-ritualizations of social scenes that reinforce a stereotyping of gender, for 

instance men being depicted as larger and more superior while grabbing objects, and women 

appearing to be fragile and smaller, and often seen caressing objects (Goffman, 1979). Hence, it is 

argued that a preservation of gender stereotyping in advertising is sustained, and therefore reflected 

into real-life social settings. 

  

Since Goffman’s (1979) seminal work, several researchers have explored and replicated his 

approach. More recent attempts are seen reflected in Belknap and Leonard’s (1990) extension of his 

theoretical approach applying more recent imagery depicted in advertisements in magazines such as 

Rolling Stones, Sports Illustrated and Good Housekeeping. Here, similar results indicated that 

women were depicted as “caressing objects” while men purposively “grasped them” (Belknap & 

Leonard, 1990), consequently, a comparable demeanour to the results of Goffman’s (1979) 

research. 

  

It should thus be noted that the term of gender neutrality and other related terms are not presented in 

the above-mentioned articles. This leads back to the argued recent shift in gendered advertisement 

and societal demand for alternated gender imagery in advertising. This notion reinforces the need to 
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explore the notion of gender even further through the lens of a more current context. Therefore, the 

next sections will focus on more recent developments of gender neutrality in advertising. 

Gender neutrality in advertising 

Tracing back to feminist scholars within the field of consumer research, it is argued that gender 

boundaries are fluid (Butler, 1990, as cited in Arnould & Thompson, 2018). In line with this notion, 

feminist scholar Butler (1990) proclaim, from a social constructionist point of view, how gender can 

be perceived as evolving continuously, resulting in the individual recreating oneself through actions 

and words. Butler (1990) furthermore explains that it is only by challenging the established gender 

norms that we can stop the repetition of stereotyping gender perceptions. Arguably, this can easily 

be translated to, for instance, the advertising industry. Her theory can be seen in line with 

Goffman’s (1979) approach to gender performances constructed through social interactions and 

later, re-established through advertisement.   

  

As stated previously, gender neutral images have been increasing within the realm of fashion 

advertising, and it has become noticeable how especially the fashion industry has embraced the 

argued societal demand that has increasingly challenged previously established gender ideals. This 

paradigm shift has been seen translated into various fashion contexts, from retail to the high fashion 

scene (Arnould & Thompson, 2018). In terms of branding, the gender neutral shift in fashion has 

been recognised as a unique selling point, as it adds a sense of cultural relevance to a brand that can 

help stimulate brand advocacy and offer significant economic advantages (Arnould & Thompson, 

2018). 

  

Sanders (2019) too acknowledges the benefits of the gender-fluid movement in fashion in a recent 

article from Vogue (Sanders, 2019). However, he questions the well-intend behind the movement 

due to these exact benefits: “(...) with any instance in which queerness is rendered to serve 

commercial purposes, I’ve wondered: What’s at stake? And what might be gained for my 

community through mainstream fashion’s involvement in the larger cultural ‘gender-fluid 

movement?’” (Sanders, 2019). This arguably has similar connotations as the term pink washing that 

describes how companies use the variety of marketing and political strategies that apply to LGBTQ 

friendly messaging to promote their brands (Dahl, 2014).  
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Though it has been highlighted that the general society has become more open towards gender 

neutrality, it has also been noticed that the advertising industry has been slow to catch up with other 

industries within the media landscape. According to U.S. media and sociology professor Kelso 

(2018), most companies are still afraid to associate themselves with non-binary models due to the 

fear of backlash from conservative and religious groups (Kelso, 2018): “ (...) contending that 

nonbinary gender is sinful, perhaps they end up calling for boycott against the brand” (Kelso, 

2018, p. 180, l. 15-16). However, it is argued that this fear is not shared to such an extent in a 

Nordic context. This is a point the paper will revisit in the culture section of the literature review. 

  

Conclusively, this part of the literature review has provided different useful insights into advertising 

in general, as well as advertising in a gender context. Dahlen and Rosengren (2016) has provided a 

useful working definition of advertising, namely “brand-initiated communication intent on 

impacting people”. Furthermore, Arnould and Thompson (2018) have provided insights into gender 

in the context of marketing and advertising, as well as presenting a useful historical perspective on 

male and female advertising. In addition to this, Goffman (1979) offered valuable knowledge into 

the way that gender has been used in advertising and its replications. Lastly, Sanders (2019) and 

Kelso (2018) provided more recent insights into other forms of gender portrayals in advertising. 

These notions will be useful in the later discussion about gender neutrality in fashion advertisement 

today. 

Culture  

As this study is dealing with consumer goods, more specifically clothing items portrayed in fashion 

advertising, it is found necessary to dive deeper into the theoretical perspectives of the movement of 

cultural meaning in consumer society and the many instruments that are responsible for the 

movement. According to Calefato (2010), fashion is part of a cultural system, and advertisements 

reflect our culture. The first section will revolve around the advertising and fashion systems 

presented by McCracken (1986). Secondly, the next part will provide insights into the Danish 

culture by presenting Hofstede's (1980) cultural dimensions. Lastly, the third section will aim to 

give an account of fashion as a cultural translation by Calefato (2010). 
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Cultural meaning: Advertising and fashion systems 

McCracken (1986) investigates the perspective of cultural meaning in consumer society and 

outlines the instruments responsible for this movement, namely advertising and the fashion system, 

and the four consumption rituals (see figure 2.2.). These are identified as the means by which 

meaning is drawn out of and transferred between the above-mentioned locations. 

 

 

Figure 2.2. Cultural meaning in consumer society 

In regard to this notion, it is stressed how consumer goods have a significance that rests largely in 

their ability to carry and communicate cultural meaning (McCracken, 1986). McCracken (1986) 

critiques previous approaches to the cultural meaning regarding consumer goods and denotes 

previous attempts’ failure to observe the fact that the particular meaning is constantly in transit 

(McCracken,1986).  

  

Complementary, McCracken (1986) substantiates that cultural meaning flows continually between 

its several locations in the social world, aided by both the collective and the individual efforts of 

designers, producers, advertisers, and consumers (McCracken, 1986). This entails that there is a 

trajectory essence to the movement.  
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It is suggested that meaning resides in three locations: The culturally constituted world, the 

consumer good and the individual consumer (McCracken, 1986). The fashion and advertising 

systems have the ability to move meaning from the culturally constituted world to consumer goods. 

Contrary, consumer rituals move meaning from the consumer good to the consumer. It is argued 

that this is the trajectory of the movement of cultural meaning in modern developed societies, and it 

could be argued that consumers influence the fashion producers whenever new trends emerge 

(McCracken, 1986).  

  

Advertising is explained as being a potential method of meaning-transfer by bringing the consumer 

good and a representation of the culturally constituted world together with a frame of a particular 

advertisement (McCracken, 1986). It is further argued that the creator of the advertisement, often 

times the agency, seeks to combine these two elements in such a manner that the viewer perceives 

an essential similarity between them (McCracken, 1986). However, the process is complex and 

needs attentive planning from the advertising agency. It is argued that the advertising agency has to 

choose the most appropriate strategy in order to convey the cultural meaning, and following this, 

the cultural meaning will be reflected in the advertising of the particular consumer good.  

  

In regard to this process, it is highly discussed among researchers what specific category is the most 

appropriate. In this context, it is argued that visual aspects particularly own the ability to be a strong 

transferring element (McCracken, 1986). This argument speaks in favour of our research question 

as we specifically focus on the visual aspects of advertising (Calefato, 2010). 

  

Conversely to advertising, the fashion system is less observed and studied as an instrument for 

movement (McCracken, 1986). However, it is argued “that the fashion system serves as a means by 

which goods are systematically invested and divested of meaningful properties” (McCracken, 1986, 

p. 76). Arguably, the fashion system is more complex than the advertising system due to the 

complicated process between agents, media and various diverse communications outlets. 

  

In this regard, McCracken (1986) outlines three central ways the fashion world transfers goods. 

Firstly, it is argued that the fashion system works as the advertising system, which means that the 

transferring of consumer goods is evident in similar places as advertisements. Secondly, how the 
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fashion system itself invents cultural meanings and thirdly, the fact that the fashion system has the 

power to engage in the radical reform of cultural meanings (McCracken, 1986).  

  

Conclusively, this arguably entails that culture can be perceived as the element that constitutes the 

world and gives it meaning (McCracken, 1986), and additionally, how culture is present in 

consumer goods and how it carries cultural meaning and at a later stage, is appropriated by 

consumers through assessed consumption rituals.  

These central arguments reinforce the strength of both the advertisement and the fashion industry, 

as it stresses their ability to convey, move and transfer cultural meanings to the individual 

consumer. This argument will be revisited in the discussion and will strive to illuminate the degree 

of power and urgency fashion and advertising can have on the individual consumer and their 

purchase patterns. 

Cultural dimensions 

The present section aims to investigate literature that enables the discussion of the relevance of 

culture in regard to the perception of gender imagery in advertising. Furthermore, the purpose is to 

elucidate the underlying conditions that may influence the results of the analysis.    

  

As touched upon briefly, it is outlined by McCracken (1986) how culture has the ability to influence 

consumption, and on the contrary, how consumption influences culture. As stated previously, 

McCracken (1986) argues how culture is the initial point in which meaning moves to consumer 

goods, and lastly to the consumer. Furthermore, it is argued that the consumers also influence 

consumer goods through consumption rituals. 

Rooted in this argument, it is however emphasised that culture varies from country to country, and 

how the individual might view and convey cultural meaning may differ depending on who is 

interpreting. This leads to the relevance of including Hofstede’s (1980) Six-Dimensional 

Classification. Due to the scope of this study, the focus will be on the Danish culture.   

Hofstede (1980) outlines six cultural dimensions that aim to classify culture in distinct dimensions 

that each represent a part of the particular culture. The dimensions are outlined as power distance, 

individualism, masculinity, uncertainty avoidance, long term orientation and indulgence (Hofstede, 

1980), and ranks from 1-100 points.  



 38 

The first dimension, power distance, deals with the degree of equality, and expresses the attitude of 

the culture towards the inequalities that surrounds it. In this regard, Denmark has a significantly low 

score, which entails that the Danish culture favour autonomy and an egalitarian mindset. This low 

score also reveals how the Danish culture values independence and equal rights (Hofstede Insights, 

n.d.). These factors might have a profound effect on the results of the analysis if proven in 

alignment with Hofstede (1980). 

Individualism, on the contrary, expresses the degree of independence a society maintains among its 

members (Hofstede, 1980), which also leads to the expression of self-image, “I” or “we”. In 

contrast to the above-mentioned low score, Danes score high on the scale when it comes to 

independence. This indicates that there is a higher preference towards a “loosely-knit” social 

framework where each individual is expected to take care of themselves. Additionally, Danes have 

a low score in masculinity, which express how they value caring for others and the quality of life as 

the route to success (Hofstede Insights, n.d.).  

Uncertainty avoidance also scores low for the Danish culture, as it is described how Danes do not 

need overly structured lives and can handle an unstructured work-balance. The long-term vs short 

term orientation dimension explains how Danish culture is normative. This means that people 

within the society tend to have a strong concern with establishing the absolute truth. Lastly, Danes 

have a high score in indulgence which means that the Danes desire to act on their impulses and 

possess a positive attitude (Hofstede Insights, n.d.). 

In regard to Hofstede’s Cultural Dimensions, it should be noted that his theory, by many 

researchers, can be seen as being reliant on a sense of cultural homogeneity in order to function in 

practice. This critique is substantiated by Nasif, al-Daeaj, Ebrahimi and Thibodeaux (1991) who 

also points to the reliance of homogeneity. This entails that all layers of society in each individual 

culture, should be seen upon as similar in order to fulfil the premise of the dimensions. In that way, 

the various argued cultural differences are disregarded, which, arguably, can lead to 

misunderstandings when striving to understand and analyse the cultural patterns and behaviours 

within a given culture. 

Mcsweeney (2002) supplementary dismiss Hofstede’s (1980) model and finds national culture 

implausible as a systematically causal factor of behaviour. Moreover, it is stressed how Hofstede’s 
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(1980) notion should have been contrasted with richer conceptions of culture, and furthermore, how 

the cultural dimensions can be viewed as a misguided attempt to measure culture. 

The critique can be assessed as plausible, as Hofstede’s (1980) initial intent was not to apply the 

dimensions to all cultural scenarios. However, the theory was originally used as a tool to map out 

cultural differences in the office spaces of IBM (Mcsweeney, 2002). 

This study will argue that the cultural dimensions will be able to provide a useful overview and give 

an indication of the general cultural patterns that will, predictably, appear when analysing the data 

derived from the research. In spite of the critique presented concerning Hofstede’s (1980) work, it is 

argued that the dimensions are useful in providing a general understanding of the participants of this 

study, the Danes. Furthermore, the critique of Hofstede’s (1980) work is helpful when conducting 

our own study as it shines a light on many of the limitations when working with culture and 

generalisations. This will be further deliberated in the discussion. 

Fashion as a cultural translation 

In line with the thesis funnel shaped approach, these next sections aim to provide literature that ties 

culture, fashion and socio semiotics together. Calefato (2010) offers such an account in her research 

‘Fashion as cultural translation: knowledge, constrictions and transgressions on/of the female 

body’. 

As considered prior to this section, it has been established that women and men are often portrayed 

in two distinct manners in advertising. Referring back to Goffman (1979), it is described how 

women are often seen “caressing” objects through the so-called “feminine touch”, and on the 

contrary, how the male counterpart is seen “grabbing” them. Calefato (2010), on the other hand, 

specifically deals with the socio semiotic performances of the clothed body. Calefato (2010) argues 

that the clothed body is both a subject and an object of visuality. This notion is elaborated by the 

description of how the body looks at other bodies in the movement of imitation and is looked at as a 

model of distinction. This is supplemented in the sense that clothing represents a sort of translation 

among bodies and among cultures (Calefato, 2010). 

  

Subsequently, Calefato (2010) draw parallels to the influential landmark writing from Laura 

Mulvey, ‘Visual pleasure and narrative cinema’ (1975) in order to elaborate the notion of visuality 

and gender. Mulvey (1975) namely distinguishes between the terms “to look at” and “to be looked 
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at” in the context of Hollywood cinema. These two conditions deal with an argued uneven 

hierarchical position; the former being proper to men, the latter to women. This extends into the 

established term “The Male Gaze” also provided by Mulvey (1975). This notion arguably, as of 

today, still has a recurring relevance in modern semantics and feminist theory. More specifically, 

the term provides a description of how the heterosexual man is depicting the woman as a sexual 

object for the pleasure of the male viewer (Mulvey, 1975, as cited in Calefato, 2010). 

  

In agreement with this argument, Calefato (2010) further expands her inspiration to researcher 

Chow (1975) (Chow, 1975, as cited in Calefato, 2010) who correspondingly links a cultural 

perspective to Mulvey’s (1975) notion. In this regard, Chow (1975) creates a model of vision to the 

way Western cultures relate with non-western ones, namely how “the Western world looks at, and 

the non-western is being looked at” (Chow, 1975, as cited in Calefato, 2010, p. 343, l. 26). 

Arguably, this gives incentive to tackle the problem of the relationship between the “original” and 

the “translation” between cultures (Chow, 1975, as cited in Calefato, 2010).   

  

Lastly, Calefato (2010) incorporates Benjamin’s (1931) theory on photography and cinema. 

Through this theory he coins how technologies are able to substitute “a space informed by human 

consciousness” with “a space informed by the unconscious” (Benjamin, 1931; Chow 1975, as cited 

in Calefato, 2010). Further, he elaborates how the alleged space: “arises from technological devices 

that can slow down, magnify, go up and down within the shot, shrink, enlarge and contract the 

process of looking” (Benjamin, 1931, as cited in Calefato, 2010, p. 344, l. 8). 

  

These perspectives are incorporated by Calefato (2010) as she builds upon these theories and adds 

the notion of “the projectional mechanism of projection”, and elaborates: “(…) they know [the 

watchers, red.] themselves not only as the subject, the audience, but as the object, the spectacle, the 

movie” (Chow, 1975, as cited in Calefato, 2010, 344, l. 26). This entails that the mechanism of 

projection is itself translating and “self-translating”, and further, the reproduction of images does 

not take place between the original and a copy in which the original is translated. However, the 

assumed original already contains in itself the condition of being translated as it is looked at by the 

spectator. This leads back to the context of fashion, intended as the social representation of the 

clothed body (Calefato, 2010).  

  



 41 

In this regard, Calefato (2010) describes fashion as a vision that celebrates the aesthetic dimension 

as bodies and forms that is not limited to appearances. This is an important factor as it is explained 

how the clothed body is both an object and subject of gaze as it looks at other bodies to imitate and 

allows to be looked at, while becoming a model of distinction (Calefato, 2010): “Clothes and bodies 

coverings “touch” the body and at the same time they define its appearance, its public visibility” 

(Calefato, 2010, p. 344, l. 43). Moreover, it is addressed that through this visibility, one interprets a 

social role or an ethnic identity, meaning that clothes are the vehicle of translation, which can also 

occur through stereotyped reasoning as addressed earlier. 

  

However, it is emphasised that the viewer’s translation is dependent on the (cultural) context and 

can therefore have multiple outcomes. Simultaneously, “dressing up”, also possesses a sense of self-

translation as the one dressing up becomes an object of gaze and social representation (Calefato, 

2010). It is too highlighted that the fashion system goes beyond the mere dimension of an 

individual’s dressing habits, it is more likely to be interpreted as a social institution that translates 

cultural meaning (Calefato, 2010). 

  

Lastly, Calefato (2010) stress how the “clothed body” is a space where taste and fashion are 

represented and shared, but also a place where desires and values can be expressed. Additionally, 

fashion is reflected as a field where culture meets, and a language is in constant translation. Finally, 

it is further argued that fashion both travels along the channels of global communication of famous 

brands, and local brands of fashion today travel through street styles, hybrid tastes, unexpected 

changes and fusions. 

  

Conclusively, these assessed theories will provide grounds for an elaborate discussion regarding the 

power of fashion and advertising, and additionally, how these systems can function as a transferring 

element of cultural meaning. Subsequently, Hofstede’s (1980) cultural dimensions will function as a 

tool that can help assist and illuminate the underlying cultural factors that might uncover the 

reasoning behind participants’ various answers evaluated from the qualitative and quantitative 

analysis. Through these different considerations, Calefato’s (2010) notion on the clothed body will 

help to explore cultural motivation behind fashion trends and uncover why new style aesthetics 

emerge among certain cultural and generational contexts. 
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Visual communication 

The following sections will elaborate on the concepts of visual communication and marketing, 

visual persuasion, eye movements and emotions. Messaris (1997) will shed a light on the ways in 

which visual imagery can be persuasive in an advertising context, and how visual communication 

differ from other modes of communication. Land and Tatler’s (2009) views on eye movements and 

strategies for instructing participants will be considered in order to best develop a strategy for this 

study. Furthermore, Pieters and Wedel (2008) will provide further arguments for using eye tracking 

in this study. Lastly, Russell’s (1980) Circumplex Model of Affect will be used in order to explain 

how and why this study will measure emotions. 

Visual persuasion 

In the book Visual persuasion: The role of images in advertising by Messaris (1997), the author 

outlines three major roles that visual imagery can play in an ad. Firstly, they can elicit emotions by 

looking similar to a real person or object. Secondly, they can act as prove that something happened. 

Thirdly, they can create an implicit connection between the advertised product and other images. It 

is argued that these three functions of advertising images stem from characteristics of visual 

communication that distinguishes visual communication from other modes of communication. 

These three properties of images are also called iconicity, indexicality and syntactic indeterminacy 

(Messaris, 1997). 

  

It is argued that images have iconicity and can reproduce the appearance of reality, thereby eliciting 

the viewer’s emotions because of the viewer’s pre-existing emotional associations. This allows 

advertisers to elicit strong, sometimes even primal emotional reactions through the use of images. 

Messaris (1997) also argues that the iconicity is not just a matter of content, formal and stylistic 

features also play a role. This aspect of persuasive communication is of special interest because 

some viewers tend to be less aware of the form or style, and this can therefore be used as a more 

subtle way of conveying a message through an image. This has traditionally been used in gender 

imagery where the advertiser has attempted to show feminine or masculine features in both the 

content and the form, for instance by creating backgrounds of soft contours in ads selling a specific 

female product (Messaris, 1997). 
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Furthermore, all images are also indexical. This means that the images can serve as a prove of an 

advertiser’s point, which is an important tool in visual persuasion. Messaris (1997) argues that 

iconicity and indexicality are semantic properties that images possess, and that other modes of 

communication do not possess. In terms of syntactic indeterminacy, however, it is argued that the 

lack of propositional syntax can have implications for visual persuasion. Connections and 

arguments cannot be spelled out entirely through visual imagery, which leaves some of the 

interpretation to the viewer, thereby increasing the risk of misunderstandings of an advertisement’s 

message. However, this can also be a possible strong point of visual persuasion, because of the fact 

that people might be more inclined to adopt a proposition that they themselves have been induced to 

construct (Messaris, 1997). 

  

When creating successful visual imagery for advertising, it is 

crucial to attract the attention of the viewer, as well as eliciting 

their emotions. As listed in the AIDA-model, attention, interest, 

desire and action are presented in a reversed triangle. This 

model shows the importance of firstly attracting attention to 

your advertisement. In order to keep the viewer’s attention, the 

advertisement should elicit some interest in either products or 

cause. The next step is creating a desire towards a product or a 

cause, lastly resulting in a viewer taking action on the basis of 

the advertisement. This will most likely only happen if the viewer has been impacted by the other 

three steps (Pieters & Wedel, 2008). In relation to this, Messaris (1997) mentions eight different 

strategies for attracting attention, which are the direct eye gaze, the use of salient objects, viewing 

distance, rear views, surrealism, subjective camera, visual metaphor and visual parody. Also, four 

strategies for eliciting emotion with the viewer are presented, and these could relate to the eliciting 

of a desire. These are sexual imagery, nurturance, environmental imagery and camera position 

(Messaris, 1997).  

Eye movements 

According to Land and Tatler (2009), there are large differences between looking at a scene with no 

particular task in mind versus looking at the same scene while conducting a specific task, for 

instance identifying a number of objects in relation to the sequences of fixations when looking at 
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eye movements. When the viewer is ‘free-viewing’, it has been argued that any high-level goals 

could be avoided, and the results would therefore be cognitively ‘uncontaminated’. However, Land 

and Tatler (2009) argue that a viewer’s mind is never simply blank, and free-viewing could 

therefore create the opposite effect because the viewer’s cognitive states are less consistent than 

intended. Also, the viewer is free to choose their own high-level approaches towards the scene in 

question. Therefore, if the goal is to study eye movements, it might be better to instruct participants 

with a more specific task than simply viewing an image (Land & Tatler, 2009). 

 

In order to further understand eye movements, three essential questions should be answered. Firstly, 

do the two eyes of one person follow identical paths? Secondly, to what degree are the eye 

movements of the same individual similar on different occasions? Thirdly, to what degree are the 

eye movements of different individuals similar when they are viewing the same picture? All three 

questions are answered by Yarbus (1967) in his book Eye Movements and Vision. Firstly, it is 

established that the paths of the two eyes of one person are almost identical. Secondly, the eye 

movements of the same person viewing the same picture on different occasion are clearly similar 

but not identical. Thirdly, the scan patterns of different viewers looking at the same picture show 

the same overall pattern of fixations. However, the patterns of fixations are more different from one 

another than those of the individual viewer. Conclusively, there are certain elements in a picture 

that all viewers fixate upon, but there are also clear individual differences in the eye movements of 

different viewers (Yarbus, 1967, as cited in Land & Tatler, 2009). Again, this underpins the 

arguments for using eye tracking in this study in order to investigate potential differences between 

participants’, and maybe even generations’, eye movements.  

 

Land and Tatler (2009) argue that there exist two schools of thought when it comes to patterns of 

fixation. The first one, ‘bottom-up’, argues that the specific eye movements are motivated by salient 

objects captured by the retina. Salient objects are objects that stick out and therefore catches the 

eye. In other words, ‘bottom-up’ argues that eye movements are controlled by reflexes and thus 

ignore possible influence from high-level cognitive processes. The second one, ‘top-down’, argues 

that eye movements are indeed highly influenced by the individual’s current behaviour and not just 

image features. Furthermore, Land and Tatler (2009) distinguish between overt and covert attention. 

Overt attention is when an attention shift from one feature to the next is followed by an eye 

movement. Covert attention is when no eye movement occurs, but a certain feature or object is the 



 45 

subject of increased visual awareness. It is argued that salient objects can catch the attention of the 

viewer’s eyes, but it is questionable whether eye movements occur solely on the basis of these 

(Land & Tatler, 2009). 

  

In relation to this, Pieters and Wedel (2008) argue that viewers have limited awareness of their 

individual eye movements during a task performance. This is a key argument for using eye tracking 

as a method in order to obtain otherwise hidden knowledge from the participants. Furthermore, it is 

argued that eye movements are tightly coupled with covert attention. As mentioned above, covert 

attention is when the eyes process information without fixating on every single detail. Thus, 

attention is significant to ad processing. Moreover, the authors reason that eye movements can 

reflect ad processing, thereby learning more about what the consumer actually sees when looking at 

ads (Pieters & Wedel, 2008). 

 

Conclusively, Messaris (1997) provided knowledge into the aspects of visual communication, and 

especially how this is tightly linked to emotions. This is an important point in this study as it 

underpins the argument for measuring emotions in relation to different imagery, and this will be 

elaborated in the following sections regarding the measuring of emotions. Additionally, Land and 

Tatler (2009) helped understand the deeper levels of eye movements, and Yarbus (1967) provided 

essential knowledge to the basic questions of tracking eye movements of different individuals. This 

will be helpful when discussing the results from the eye tracking experiment. Lastly, Pieters and 

Wedel (2008) argued that viewers have limited awareness of their eye movements during a task 

performance, which underpins the decision of using eye tracking in this study.  

Measuring emotions: Valence and arousal 

The following sections will account for the procedure of measuring emotions. Naturally, emotions 

are not easily measured. However, this study will focus on quantifying participants’ emotions in 

order to investigate their feelings towards certain gender representations. As elaborated earlier by 

Messaris (1997), visual communication and emotions are tightly linked. This is another reasoning 

for choosing to measure the participant’s emotions when looking at different imagery in this study. 

  

According to Russell (1980), a person can never explicitly state their conceptual framework 

completely as their cognitive representation of emotion is implicit. Therefore, it must be deduced 
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from judgments made about emotions (Russell, 1980). A Circumplex Model of Affect can be used 

to represent the cognitive structure that people use to conceptualise affect, i.e. emotion. This 

framework presents affective states in a two-dimensional bipolar space. Valence is placed on the x-

axis, and arousal is placed on the y-axis. Around these two dimensions, other emotional states are 

placed in a circular style (see figure 2.3.). 

 

 

 
Figure 2.3. Russell’s (1980) Circumplex Model of Affect  

 

Valence refers to the degree to which an emotion following a stimulus is pleasant or unpleasant, 

positive or negative. In this study, valence will be measured on a scale from -4 to +4. Arousal refers 

to the intensity of the emotional response, ranging from activation to deactivation, arousing to 

sleepy. In this study, arousal will be measured on a scale from 1 to 9. All other emotional states 

stem from a combination of the two core dimensions, and all emotional states have bipolar 

opposites of one another. For instance, nervous is an emotional state that happens from a 

combination of unpleasant and arousing, its opposite state is relaxed, which stems from a 

combination of pleasant and deactivation. Russell (1980) argues that the two dimensions, valence 

and arousal, are the only ones that can be used to really describe and measure emotions, because all 

other emotional states can be interpreted as referring to the consequences of the emotions rather 

than the emotion itself (Russell, 1980). 

  

As argued earlier by Messaris (1997), visual persuasion works well when it succeeds in eliciting 

emotions with the viewer. Furthermore, a study by Bakalash and Riemer (2013) revealed that 
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advertisement memorability is in fact positively associated with ad-elicited emotional arousal, thus 

arguing that emotionally arousing ads enhance the possibility of the consumer remembering the 

product and subsequently making a purchase decision. All in all, the method of measuring emotions 

is not without its limitations. However, this study will measure participants’ emotions as indicators 

for specific preferences within different gender representations. Based on Russell’s (1980) two-

dimensional bipolar framework, valence and arousal scores will be collected. 

Methodology  

In regard to the methods chosen for this study, we argue that the study possesses traits from the 

fields of consumer research and consumption studies in line with Jantzen and Østergaard (2001). 

Though contradictory to one another, we argue that a combination between these two perspectives 

will serve this study with important advantages. Concretely, consumer research is considered due to 

its outlook on the consumer as being narcissistic and emotionally determined, much like a tourist 

seeking to explore new experiences through their consumption. Conversely, we argue that 

consumption studies too will function as a perspective in our research, as the consumer will be 

considered as a collective as well as an individual. In other words, we aim to investigate both 

collectives in terms of generations, as well as the individual consumers within each generation.  

Theoretical framework 

The following sections will account for this study’s standpoint in terms of philosophy of science 

and its ontological and epistemological positions. This is important as it helps explain the methods 

chosen in this study. Furthermore, it is a constructive way to focus and explain the thoughts behind 

conducting this study, as well as explaining the specific approaches used when gathering and 

interpreting data. 

Critical realism 

Structuralism focus on the underlying structures that form the way the world works. Starting from 

structuralism, critical realism has emerged as an independent philosophical position. A common 

characteristic of the two positions is the focus on the structures that define the studied domain. The 

studied domain is the collective and the structures that constitute the basis for the collective’s 

actions. The purpose is to uncover general knowledge on how structures define humans and their 



 48 

actions, and both structuralism and critical realism are nomothetic. Nomothetic directly means 

‘proposition of law’ and is seen as the opposite of idiographic. In other words, nomothetic is a 

scientific approach that aims at collecting larger samples of data and thereby generate representative 

findings (Egholm, 2014). 

  

This study will use critical realism as the philosophical lens. This branch of philosophy has been 

chosen as it focuses on the underlying and hidden structures that exist in the world. This study aims 

to investigate underlying structures and thereby generate knowledge. Critical realism distinguishes 

between the ‘real’ world and the ‘observable’ world. The intransitive dimension is the ‘real’ world 

as it is, also when researchers are not discussing it. This dimension consists of two levels, namely 

the ‘real’ and the ‘actual’ levels, which is also the ontological part. The ‘real’ level involves the 

underlying structures and mechanisms that create possibilities for actions and phenomena. The 

‘actual’ level involves the phenomena that exist because of the underlying structures in the ‘real’ 

level. The transitive dimension includes the ‘empirical’ level which is phenomena that we 

experience and that is observable. This is the epistemological part. The theories and analyses about 

the world will always be affected by our understanding of the world. This means that the researcher 

should strive to explain and describe the ‘real’ world, but we can never be sure that the results are 

true and in agreement with reality even when they form parts of the reality they describe (Egholm, 

2014). Furthermore, according to critical realism, research can never be value-free. In light of this, 

research should be viewed as a way to generate knowledge about the underlying structures that 

suppress humans and thereby create possibilities for social changes and liberation (Egholm, 2014). 

Ontology 

Ontology is the philosophical study of the nature of being (Egholm, 2014). Every philosophical 

branch has its own fundamental ontological position that is closely related to its domain and 

epistemology. The ontological basis for critical realism is realistic. This means that it is assumed 

that the studied structures exist in real life even when they are not obviously identifiable. The 

purpose is therefore to investigate the underlying and invisible structures as well as the unconscious 

mechanisms that exist in the world. The phenomenon is investigated for its procedural essence 

(Egholm, 2014). 
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Epistemology 

Epistemology is the theory of knowledge and how knowledge can and should be produced. Each 

philosophical branch has an epistemological position that dictates which underlying principles that 

are employed when exploring and verifying knowledge (Egholm, 2014). Critical realism seeks to 

understand and explain at the same time. It is claimed that the investigated structures exist 

independently of the researcher even when some of the structures are man-made. Because of the 

fact that the structures are invisible and unconscious, they cannot be acknowledged directly 

empirically, and must instead be uncovered by identifying returning patterns and elements. This 

knowledge often requires a large set of data in order to work with retroduction, where conclusions 

can be made deductively, by testing for presumed structures, and inductively, where theories are 

developed through analysing large sets of data and determining which structures that generates 

them (Egholm, 2014). In other words, the researcher should be moving back and forth between 

deduction to induction, between abstract and specific knowledge (Egholm, 2014). 

Method 

Mixed methods 

According to Ivankova and Creswell (2009), mixed methods research focuses on a meaningful 

integration of both quantitative and qualitative data in order to provide deeper insights into complex 

research areas. However, because of the integration, researchers must be aware of the challenges 

that follow this approach (Ivankova & Creswell, 2009). 

  

When conducting mixed methods research, timing, weighting and mixing must be considered. 

Timing refers to the sequence of the implementation of data, and data can be collected either 

sequentially or concurrently. Weighting refers to the priority and importance given to the specific 

type of data. The researcher can choose to weigh each type of data equally or give one type of data 

more emphasis on the other. Mixing refers to how the two types of data are integrated in the study. 

The mixing can occur at different stages in the study for different purposes dependent on whether 

the study is explanatory, exploratory, or using triangulation or embedded designs (Ivankova & 

Creswell, 2009). 

  



 50 

In the explanatory design, qualitative findings are used to extend and explain the quantitative 

findings. The two types of data are gathered in a sequence starting with quantitative data and then 

qualitative data. For instance, when gathering quantitative data and using follow-up qualitative 

interviews afterwards in order to understand data on a deeper level. In this design, the weight is 

typically placed on the quantitative data. In the exploratory design, the researcher aims to 

investigate a topic qualitatively before moving on to measure or test it quantitatively. This is 

especially relevant if the topic has not been thoroughly explored previously. The weight is placed 

on the qualitative data because the main goal of this design is to explore themes and constructs of a 

topic. In the triangulation design, the researcher collects both quantitative and qualitative data, 

often at the same time in order to view a single topic from multiple sides, thereby producing well-

validated conclusions. The weight can be given to either qualitative or quantitative data or to both 

equally. In the embedded design, the researcher can embed one type of data collection and analysis 

within the opposite design data. For instance, a researcher can embed qualitative interview data 

within a quantitative experimental design in order to answer a secondary research question. Here, 

opposite to the triangulation design, there will always be a predominant research method (Ivankova 

& Creswell, 2009). 

  

In this study, mixed methods research is used as both quantitative and qualitative data is collected 

and analysed as primary data. The quantitative data consists of the survey data, including valence, 

arousal and interest scores after each image, as well as the eye tracking data. The quantitative data 

will be analysed objectively through statistical techniques in order to prove or disprove the 

hypotheses and make the data generalizable. The weighting and importance of the quantitative data 

is dominant in this study. The qualitative data consists of the focus group interviews and the 

immediate follow-up questions after each survey completion. This data will be analysed for 

common patterns in order to describe a certain phenomenon, and the goal is therefore not to prove 

or disprove anything. The qualitative data will be used as a supplement to the quantitative data in 

order to provide more detailed and comprehensive insights into gender neutrality in fashion than the 

insights that the quantitative data can provide on its own. Furthermore, the timing of the study is 

sequential (see figure 3.1.). This is due to the fact that the focus group interviews are conducted as 

the first data in order to provide insights into the survey development. After the focus group 

interviews, the survey data is collected including the immediate open-ended follow-up questions 
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after each survey in order to explore the quantitative results more in depth as well as investigating 

the underlying structures. 

  

Qual Qual Connect Quan Quan Qual Qual Interpret 
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interviews 

Thematic 

analysis 

Results used 
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of 
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tracking 

Survey/eye 

tracking 

(N = 55) 

Statistical 

analysis 
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Interpretation 

based on 

quan and 
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Figure 3.1. Sequential timing  

 

According to Ivankova and Creswell (2009), triangulation design is used to compare quantitative 

and qualitative data in order to produce well-validated conclusions. It is both the most common and 

the most complex mixed methods design. In triangulation, quantitative and qualitative data sets are 

often collected simultaneously. However, even though this study’s data timing is sequential, it is 

still argued that triangulation is used as the focus of the study is to collect different types of data 

about the same topic in order to compare and contrast the findings, thereby providing increasingly 

validated conclusions. In triangulation, the mixing of the methods occurs either at the data analysis 

stage or at the interpretation stage. In this study, the mixing will arguably occur both at the data 

analysis stage and at the interpretation stage in order to compare the quantitative survey data with 

the qualitative data and thereby cross-validating findings from the entire study. However, 

researchers must be aware of two main challenges when using triangulation design, namely the 

amount of effort it takes and the possible difficulty of comparing different data sets, especially if the 

results do not converge (Ivankova & Creswell, 2009). 

Approach 

As argued earlier, the epistemological position of critical realism claims that knowledge can be 

produced by retroduction and moving back and forth between abstract and specific knowledge. In 

this study, specific hypotheses have been developed on the basis of the focus group interviews and a 

thorough literature review, thereby moving from theory to data. These hypotheses are tested in the 

survey in order to explain any causal relationships between the variables. This study primarily 
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works deductively as the main research consists of the survey data. However, the goal is to be able 

to inductively indicate new knowledge and theories through the deductively conducted data, thereby 

somewhat working with retroduction in accordance with the chosen philosophy of science, critical 

realism. For instance, this study aims to deductively test hypotheses about the topic of gender 

neutrality thereby moving from abstract to specific knowledge. However, by using triangulation and 

taking into account the qualitative data collected, the goal is also to move from specific knowledge 

to abstract knowledge by indicating new themes and topics in the interpretation of the results of this 

study. This is relevant as the world of gender representations is in constant development, which 

means many topics might remain unexplored by the theoretical world. Therefore, by aiming to work 

retroductively, one might have better chances of developing and testing new and interesting theory. 

  

In the following sections, the specific methods of gathering qualitative and quantitative data for this 

study are elaborated. Furthermore, the experimental design is further clarified in order to provide a 

clear overview of how this study will answer the four hypotheses as well as the research question. 

Firstly, the qualitative methods will be presented, followed by the quantitative methods. Lastly, the 

final participants will be presented.  

Qualitative method 

Interviews 

The following sections will focus on the methods of conducting semi-structured and focus group 

interviews. In this study, both interview styles are used. More specifically, semi-structured 

interviews are used when conducting the immediate follow-up interviews after each participant has 

concluded his or her eye tracking experiment. In this study, only nine participants were interviewed 

in person using immediate follow-up interviews due to the unfortunate circumstances surrounding 

Covd-19. However, these interviews still play a role in the qualitative data collection. Focus group 

interviews are used when gathering initial data on the subject of gender neutrality within each 

generation. 
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Semi-structured interviews 

According to Saunders, Lewis and Thornhill (2009), interviews can be both formal and informal, 

structured and unstructured. Normally, interviews are categorized as structured, semi-structured or 

unstructured/in-depth interviews. On one hand, structured interviews use predetermined 

questionnaires that allows the interviewer to easier standardize and quantify the answers. On the 

other hand, in-depth interviews are informal, non-standardized and often qualitative. These 

interviews are used to explore a general area of interest, and the interviewee’s assessments help 

guide the direction of the interview (Saunders et al., 2009). 

  

Semi-structured interviews are non-standardised. Often, the interviewer will have a list of questions 

and overall themes that should be covered. However, the specific order in which the questions are 

asked may vary from respondent to respondent depending on the flow of conversation. Also, the 

interviewer can choose to avoid certain questions or add additional question, all according to the 

respondent’s answers. Semi-structured interviews are often analysed qualitatively and can be used 

to understand not only “what” and “how” but also help exploring the “why” (Saunders et al., 2009). 

Focus group interviews 

Saunders et al. (2009) argue that group interview is a general term for all non-standardised 

interviews with two or more people involved. However, the term focus group is used when referring 

to an interview where the topic is clearly defined as well as a focus on the interaction between 

participants (Saunders et al., 2009). This study uses focus group interviews in order to investigate a 

particular topic, namely gender neutrality in fashion. Furthermore, the interviews are conducted in 

order to obtain views on the topic from different people in each generation. This is done in order to 

help inform our subsequent experiment and our immediate follow-up interviews. 

  

Focus group interviews typically involve between four and eight participants. It is argued that fewer 

participants might be wise if the topic is complex. Furthermore, the groups should be rather 

homogenous so that the participant have a similar status and experiences (Saunders et al., 2009). As 

interviewers, the role is to ensure that all participants have the opportunity to share their points of 

view. Furthermore, the participants are chosen because they are of interest in relation to a certain 

topic or product (Saunders et al., 2009). In this study, the participants are chosen primarily based on 
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their age as the focus is to extract views on gender neutrality and fashion from the younger and the 

older generation. 

  

In the two focus group interviews conducted for this study, the participants were from Gen Z and 

Baby Boomers. One focus group interview was conducted with each generation. In Gen Z’s focus 

group interview, we were able to gather six participants. In Baby Boomers’ focus group interview, 

seven participants were participating. 

Reliability and bias 

When conducting non-standardised interviews, for instance the semi-structured interviews, 

concerns about reliability and bias must be considered. Reliability concerns the question of whether 

another researcher would be able to replicate a given interview and reveal information similar to the 

initial interview. However, it could be argued that non-standardised interviews are not meant to be 

repeatable because the data reveals a piece of reality at the time the interview was conducted. 

Thereby, if a researcher attempted to ensure that a non-standardised interview was repeatable, the 

flexibility and thereby the value of this type of qualitative data would disappear (Saunders et al., 

2009). 

  

Furthermore, it is important to consider different types of biases when gathering qualitative data. 

Firstly, it is important to be aware that interviewer bias can occur. This is when a specific tone of 

voice, non-verbal communication or specific comments can influence an interviewee to answer in a 

specific way. This is a way that the interviewer might attempt to impose his or her own opinion 

about the subject through the questions being asked. As interviewer, it is crucial to limit this bias as 

much as possible when conducting both focus group and follow-up interviews. Secondly, 

interviewee bias can be caused if the interviewee has specific thoughts about the interviewer. Also, 

taking part in an interview is somewhat intrusive, especially in semi-structured interviews where the 

goal is to dig deeper and explore explanations. An interviewee might only be comfortable sharing 

certain views that casts himself or herself in a ‘socially desirable’ position and might leave out the 

totality of their opinions and views on the matter (Saunders et al., 2009).  
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Approach to coding and thematic analysis 

Before conducting our survey and eye tracking experiments, this study’s aim is to explore the 

various opinions surrounding the topic at hand. By using this approach, it is predicted that the 

research will be able to obtain and map out the initial opinions and reactions surrounding fashion, 

gender and advertising that will help assist in the creation of the experimental framework and the 

development of the hypotheses. 

  

In order to map out the opinions and themes efficiently, this study will strive to implement a coding 

analysis, which will be rooted in the study’s sequential approach. This entails that the analysis will 

be exploring the phenomenon and topic qualitatively through the focus group interviews and the 

follow-up questions. By applying this method, it is predicted that one will be able to identify the 

basic concepts, and thereby test the assumptions in the quantitative phase. Furthermore, it will be 

possible to align the quantitative findings with the initial qualitative findings from the focus group 

interviews and additionally, it will be possible to compare them with the qualitative part of the 

survey, the follow-up questions. Moreover, the coding will be considered from a data-driven stance. 

According to Kvale and Brinkmann (2015), this means that the coding process starts without any 

codes, and concurrently, when reading the material, the researcher begins developing the codes.   

  

In this regard, it is suggested by Kvale and Brinkmann (2015) that the following steps can be 

applied in order to manage the coding process successfully (Harding, 2013, as cited in Kvale & 

Brinkmann, 2015): Identification of the initial categories based on readings, annotation of codes in 

regard to the transcripts, review of the codes and revision of the categories and lastly, a thorough 

search of the themes and categories. These arguments have led the research to follow the systematic 

approach by Kvale and Brinkmann (2015), and complementary, applying a few modifications 

adopted from Gervais, de Montigny, Lacharité and St-Arneault’s (2015) qualitative study and 

coding method. In order to achieve the full scope of the coding process, the next section will present 

the specific steps in greater detail. 

  

The first step is to get an overview of the collected material. Secondly, an annotation and reading of 

the transcripts will be assessed in order to map out the central themes from the participants’ 

answers. All this while keeping an eye on possible themes and ways of grouping them (Gervais et 

al., 2015; Kvale & Brinkmann, 2015). As we, as researchers, will be conducting the above-
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mentioned steps together, we will supplement our systematic approach with the coding program 

NVivo, which offers to search for recurring words. This is done in order to distance our research 

from any personal bias. 

  

Lastly, the overall themes will be discussed, and the themes will be mapped out in consensus with 

the results from the NVivo coding and our own collected themes. As the study contains two 

separate focus group interviews, the themes will, as a result, be mapped out in two distinct coding 

trees that will enable the study to include a visualization of the themes of the interviews from the 

two generations. Supplementary to this, the analyses will include supporting quotations from both 

interviews. 

Quantitative method 

Eye tracking 

The following sections will go through the process of conducting an eye tracking experiment. Even 

though we were only able to conduct eye tracking experiments with nine of our participants, the eye 

tracking results will still be used when answering hypotheses H3 and H4. Therefore, it is necessary 

to explain in depth how this experiment works and the reasoning for choosing it. 

Eye tracking in market research  

Eye tracking has for many years been acknowledged as a useful and important tool when aiming to 

track and analyse eye movements (Duchowski, 2017). Especially within the realm of advertising 

effectiveness, eye tracking has proven to be significantly useful as it can be applied in such 

applications as copy testing in print, images, video or graphics (Duchowski, 2017). To many, the 

motivation for utilising an eye tracker in market research stems for the desire to understand 

consumer actions by studying people’s path of attention by tracking their eye movements when they 

are exposed to a stimulus (Duchowski, 2017). This is also the case in this particular study.  

Traditionally speaking, eye movement research deals with the factors that influence and determine 

the outcome of this decision process (Olk & Kappas, 2011). Additionally, it is known that eye 

movements and attention are closely related. However, eye movement patterns are informative 

about where attention is directed. Important to note is also that emotional stimulus affects eye 
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movements, where people tend to look at emotional pictures first and for longer than at neutral 

pictures. In addition, eye movements are guided by the goals of observers.  

 Purpose 

 “The goal of eye movement measurement and analysis is to gain insight into the viewer’s attentive 

behavior” (Duchowski, 2017, p. 141, l. 1).  

  

In this specific study, eye movements are recorded in order to identify the factors that influence the 

consumer buying process when exposed to gender neutral imagery in a fashion-oriented context. 

More specifically, the eye tracker will enable the study to dive deeper into the underlying link 

between consumer and perceived advertisement as the method will provide quantifiable data that 

cannot be accessed through the focus group and follow-up interviews (Barratt et al., 2016).  

By extracting the data from our eye tracking experiment, it will provide us with result that can be 

used for statistical hypothesis testing in our research. This will arguably add value the thesis’ 

triangular approach.  

  

These above-mentioned factors motivate this research to explore if or how certain gender neutral 

imagery in fashion advertising have a stronger appeal towards a particular generation of consumers. 

Therefore, the experiment will mostly focus on the participants’ emotional responses and interest in 

clothing products when presented to particular stimuli. 

Prior to the experiment 

Before conducting the experiment, prior attempts to research the topics of gender, consumer 

behavior and visual advertising were assessed. However, to the best of our knowledge, similar eye 

tracking studies were not found. It should be noted that we have used the eye tracker prior this 

experiment resulting in a familiarity with the experimental framework, format and method. 

Additionally, we ran three pilot experiments in order to ensure that the experiment was efficient and 

suited our purpose. 

Stimuli 

Each participant group is presented to the same stimuli concerning current fashion advertisements’ 

representation of gender. In order to disguise the real purpose of this study, the gender neutral 
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stimuli, which are the vocal points in this research, are hidden in a mix of other stimuli. More 

concretely, participants are each presented to 8 gender neutral stimuli, 8 binary male stimuli, 8 

binary female stimuli and 8 fillers, see illustration 3.1. for an example from each stimuli group. The 

stimuli are a miscellaneous collection of pictures found on different clothing websites (see appendix 

1). However, the brand names are disguised in order to avoid participant bias, preconceived 

associations or brand preference towards certain brands. All the models presented in the stimuli will 

have roughly the same pose, backdrop and face expression in order to ensure a sense of consistency 

in the stimuli. For a full overview of all stimuli, see appendix 1. The stimuli presented in the survey 

and in the eye tracking experiment are precisely the same, and the stimuli are presented in a 

randomised order. 

  

 
Illustration 3.1. Examples of each stimuli group 

 

Furthermore, in H3 and H4, FT (fixation time) in top and bottom AOIs will be measured. Therefore, 

illustration 3.2. will show examples of AOIs of both face and body of the model (please ignore the 

black line, the eye tracking computer failed). 
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Illustration 3.2. AOIs 

Procedure 

The experiment begins with a verbal instruction from the experimenter followed by a written 

instruction presented on a monitor (Barratt et al., 2016). Here, the participants are told that they are 

going to see images regarding fashion and advertising, followed by three questions regarding their 

valence of their emotional response, intensity of their emotional response, and lastly, their interest 

in the product. The participants are also told, that if needed, they are allowed to ask the 

experimenter questions regarding the experiment before it begins. The limited instructions of 

participants are done in order to disguise the real purpose of the experiment. However, in 

accordance with Land and Tatler (2009), it was decided to tell the participants that they were going 

to rate their emotional response to imagery connected to fashion and advertising. In this way, the 

participants would not be ‘free-viewing’, as this is not the optimal way of tracking eye movements 

(Land & Tatler, 2009). However, we are aware that this instruction might entail an increased focus 

on the clothing items compared to the model’s face area, and this will be addressed further in the 

discussion. 

  

Furthermore, it is stressed that the participant should give their spontaneous response and that there 

are no right or wrong answers (Barratt et al, 2016). After these instructions, the participants are to 

follow a fixation cross that determines whether the experiment can proceed.  

  

The participants will view the stimulus for the duration of 4000 MS. After each stimulus, the 

participants are presented with a valence scale ranging from -4 to +4, asking the participants to rate 

the valence of their emotional response on a positive/negative scale. In order to compare the valence 

scores with the arousal and interest scores later on in the data analysis, the valence scores needed to 

be converted into a similar scale from 1 to 9, see table 3.1. This means that a score of +3 becomes 7 

in the final results used in the statistical analysis. 

  

-4 -3 -2 -1 0 +1 +2 +3 +4 

1 2 3 4 5 6 7 8 9 

Table 3.1. Valence scale conversion  
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Following this, the participants are presented with arousal and interest scales both ranging from 1 to 

9. The arousal scale concerns the intensity of the participant’s emotional response, and the interest 

scale relates to their willingness to purchase any of the clothing products presented on each 

stimulus. For a view of what the participants have seen in the eye tracking experiment for each 

image, see illustration 3.3.  

 
Illustration 3.3. Example of eye tracking experiment   

Environment 

For this experiment, it is important that the environment is consistent, quiet and non-distractive in 

order to ensure that all participants are presented to the same non-invasive atmosphere, so that the 

results do not carry any unnecessary distractions that could potentially intervene with our results. 

As a result of these factors, all the eye tracking is recorded at CBS at Dalgas Have in the Cog Lab, 

which is one of the eye tracking facilities provided by Copenhagen Business School.      

Eye tracking system 

The eye tracker is provided by Copenhagen Business School at Dalgas Have and is from 

SensoMotoric Instruments (SMI) RED. The stimuli presented on the monitor is viewed from the 

recommended distance (60-80 cm), or whenever the eye tracker lights “green” confirming that the 

distance is sufficient enough to measure the eye tracking. The participants’ valence, arousal and 

interest responses are registered by the participant by using the mouse or the keyboard. The 

stimulus presented on the monitor are registered by software Experiment Center, and at a later stage 

analysed through BeGaze. 

  

Eye tracking participants 

Ideally, the eye tracking study would contain a minimum of 30 participants when aiming to reach 

the recommended level of efficiency and to ensure the quality and validity of the eye tracking study. 
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In a perfect scenario, the 30 participants would be divided into two categories: Gen Z and Baby 

Boomers. Gen Z, being the youngest generation, varying from the 18-25 years old, and the second 

participant group, Baby Boomers, varying from 56-66 years old.  

  

The participants would have been an equal mix of male and female in order create a representative 

group of people. However, this did not become a reality in our study due to unpredictable 

circumstances of Covid-19. Instead, we managed to gather seven participants from Gen Z and two 

from the Baby Boomer generation. This eye tracking data will be used as part of the quantitative 

data even though we did not manage to gather as many participants as we wished. 

  

Luckily, our experimental framework could easily be adopted and translated into a survey that we 

chose to conduct as a large part of our data collection. The eye tracking data now functions as a 

supporting element in the data collection and analysis, and the survey data provided the main data 

for valence, arousal and interest scores in this study. The following section will elaborate on how 

the survey was created and how the data was collected. 

Survey 

Because of the unfolding of the Covid-19 crisis, all CBS facilities were shut down. This meant that 

we were not able to gather enough eye tracking data in the CogLab. More specifically, before the 

school shut down, we gathered eye tracking data and interviews from nine participants, seven young 

and two old, thereby having a shortage of 21 participants in order to reach the goal of 30 

participants. Therefore, we decided to develop a survey in the same design as our eye tracking 

experiment. All 32 images were included, and participants were urged to answer valence, arousal 

and interest questions after each image. Furthermore, participants were asked open-ended 

immediate follow-up questions at the end of the survey. This allowed us to gather the most crucial 

data for our thesis, namely the valence, arousal and interest scores in relation to the imagery. 

However, we were not able to collect eye tracking data through the survey, nor were we able to 

control for the time that the participants viewed the images. Nevertheless, the survey allowed us to 

continue with our main research question during this challenging time. A visualisation of how the 

survey looked on a laptop is presented in illustration 3.4.  
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Illustration 3.4. Example of survey 

T-test 

All hypotheses will be tested using two-sample two-tailed unpaired t-tests assuming unequal 

variance. This is done in accordance with Hanneman, Kposowa and Riddle (2013) and their book 

Basic statistics for social research on inferential statistics. Because this study is interested in 

comparing two groups, namely Gen Z and Baby Boomers, the two-sample test is necessary. 

Furthermore, this study seeks to investigate if and how the means of the two groups are different 

from each other. Because we are interested in any differences that might exist, one way or another, 

the two-tailed method is chosen (Hanneman et al., 2013). Furthermore, a 95 percent confidence 

level is chosen, or in other words, significance at the 0.05 level. Hanneman et al. (2013) argue that, 

unless one has a good reason for choosing a different significance level, it makes sense to choose 



 63 

this significance level (Hanneman et al., 2013). Also, the t-test is unpaired as we are testing the 

differences between independent groups, and our sample sizes are not always similar. If, for 

instance, we were interested in before/after results, we could have conducted a paired test. Lastly, 

unequal variance is assumed because the sample sizes are rather large and it is the conservative 

approach (Hanneman et al., 2013). 

Participants 

We managed to gather survey data from 17 Gen Z and 29 Baby Boomers. When adding the valence, 

arousal and interest scores from the participants in the eye tracking study, the final count of 

participants are 24 Gen Z and 31 Baby Boomers, which ultimately almost doubles our initial goal of 

having 30 participants. Our 24 Gen Z participants are between the ages of 19 and 25, their birth 

years ranging from 1995 to 2001. Our Baby Boomers are between the ages of 56 and 66, their birth 

years ranging from 1954 to 1964. Furthermore, the participants registered as 40 females and 15 

males (see figure 3.2.). It is noted that no participants chose to register as anything other than male 

or female even though this was an option. In Gen Z, the participants consist of 20 females and 4 

males, and Baby Boomers consist of 20 females and 11 males. This is an obvious limitation of this 

study that will be considered later. 

 

 
 Figure 3.2. Gender of participants 
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Data analysis and findings 

Focus group interview 

This section will present the highlights from two separate focus groups interviews, containing seven 

participants from Gen Z and six participants from the Baby Boomer generation. Both interviews 

have a semi-structured format (see appendix 2) The focus groups will be thematically analysed and 

coded in order to capture the recurring themes from each participant group. It is stressed that the 

section will be able to indicate an opinion and will solely function as an initial and supporting 

element to the main analysis. In order to create a better understanding of the questions, the 

participants were also presented to a selection of fashion advertisement images of different gender 

styles.   

Baby Boomers 

Firstly, the section will endeavour to present the results from the thematic analysis derived from the 

Baby Boomer focus group interview. Founded in our thematic analysis, the themes are identified 

and aggregated into four general themes visualised in a coding tree (see appendix 3). The themes 

are outlined as following: (1) Gender neutral, (2) shift in society, (3) preferred gender representation 

and (4) influencer power.   

  

Gender neutral 

The gender neutral theme was collected from the many, and at times, conflicting and emotion-

bound responses expressed during the interview in regard to gender styles in a fashion 

advertisement context. The interview revealed that the term gender neutral is identified as the most 

recurring term, being mentioned 29 times during the Baby Boomer interview. The participants were 

also exposed to binary gender imagery during the interview, which they referred to as either 

stereotypical or binary, and these terms only recurred twice. The interview, generally speaking, 

disclosed very personal and strong opinions towards the subject. The emotion-bound opinions 

concretely revealed how some participants had an accepting demeanour towards gender neutrality, 

whilst others had a more puzzled approach to the subject: 
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“It is fine. But I don’t understand that one has the need to favor the minority because they have a 

different sexuality. I am old fashioned, and I prefer female clothes on women, and male clothes on 

men. I can easily buy an outfit that is presented on a gender neutral person, but I prefer that the 

clothes is on a man or woman that does not strive to look like a gender neutral person.” 

  

As the quote indicates, there is a sense of acceptance towards gender neutrality, however, the 

participant also seems a bit puzzled as to why it should become a general trend when the majority of 

the society identify themselves with the binary gender. However, some participants also showed a 

more positive and accepting stance towards the subject: 

  

”The most important factor is if the clothes look cool. It doesn’t really matter whether it is a man or 

a woman. Sometimes it might matter, for instance if I was looking for a bridal gown or a gown in 

general that are meant to fit me in a certain way, then I would prefer a female model that I could 

relate to.” 

Hence the male participants did not elaborate much on gender neutrality compared to the female 

participants, they seemed to have a somewhat positive attitude towards a broadened gender 

representation in the advertising industry. Though, it was indicated by one male participant that he 

did not favor the androgynous look, he expressed how he felt provoked by the stereotyping of 

women in advertising: 

”Not a fan of the androgynous looks. But it provokes me that several male models are in business 

suits which is often not the case for female models portrayed in fashion advertising.” 

Shift in society 

Overall, the participants felt a sense of acknowledgement towards the representation of gender 

neutrality in fashion advertising, and furthermore, recognised it as a shift in society. Again, there 

seemed to be conflicting opinions towards the degree of tolerance in terms of the representation of 

gender neutrality: 

”I have seen fashion brands exclusively choosing gender neutral clothing. But I would be quite 

annoyed if it became a trend.” 
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However, the majority expressed “the shift in society” as a positive tendency, by using words such 

as positive, great and freedom. This opinion is further reinforced by another female participant that 

indicated an acceptance towards a broader representation of gender: 

  

“I think it is a positive development and I think everyone should be represented in the fashion 

industry both gender neutrality, but also feminine and masculine.” 

Additionally, it was noted by one participant that the new wave of gender styles, in especially 

fashion, would favor the younger generation. This was an interesting suggestion in regard to this 

specific study, as it reinforces our initial assumptions about the generations. 

“I think that it is great to see gender neutral models and campaigns. It gives a sense of larger 

freedom towards the younger generation that can’t seem to fit in with the fashion landscape of 

today. I think that it is important that we get as many different models as possible, in order to praise 

diversity in the society - though, highlighting that it is the clothes that is supposed to be sold, and 

not the model.” 

Preferred gender representation 

The above-mentioned remarks further illustrate a link and dynamic between the perceived clothes, 

model and self, portrayed in the specific context. This leads the analysis to include the theme, 

preferred gender representation, which illuminates how the Baby Boomers showed an eager to 

place their own identity in regard to the perceived gender image. While some participants, mostly 

the male participants, expressed a need for “rationalisation” when encountering a gender neutral 

aesthetic and style, others solely focused on how the clothes would fit their body, if seeing it on a 

different body or gender style than their own: 

“I don’t think gender neutral models appeal to me and I would be less likely to buy the clothes. But 

I can definitely see a gay person or transsexual person that wear great clothes. But I have to 

overcome the fear of being attracted to a person who turns out being a man.” 

 

Apparent in this quote is how the participant is having difficulties, and even a sense of distress, 

accepting the fact that gender boundaries can be blurred in today’s society. However, this is a 

central point that will be addressed in the discussion. Additionally, it is accentuated how other 
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participants emphasized the importance of mirroring their own physical aesthetic in the image 

perceived in the fashion advertising: 

  

“It depends on the clothes. In the case of lingerie or a nice, elegant evening dress I would prefer 

seeing it on a stereotypical female model, because it has a feminine signal value in my opinion. But 

in the majority of cases, I buy clothes because of the cut, colour, pattern or because it fits my 

personal taste and style. No matter what, I find that it is the clothes that is the most important 

factor.”  

  

Influencer power 

Along the lines of the theme influencer power, the participants discussed the degree of impact an 

influencer can have on topics like gender style. Here, the participants stated how influencers in 

certain instances own the ability to pave the way for gender styles, like gender neutrality, to emerge 

among society. In this regard, it was suggested that the majority of the participants thought it was 

dependent on the context and generation: 

  

”Yes. I would think so – in terms of the younger generation. But if I saw my husband, not so much. 

Depends on the person wearing it.” 

  

This quote was supporting by another participant who suggested that the majority of people are 

most likely to be influenced by someone they consider attractive, and that being said, it was also 

specified how the binary gender would be the preferred gender representation: 

  

“I think most people are attracted to clothes worn by beautiful people. But for me – I would be 

more inclined to wear clothes worn by the binary gender.”  

Gen Z 

In addition to the thematic analysis from the Baby Boomer generation, the present section will 

include an additional analysis of Gen Z’s focus group interview. The overall themes hold 

similarities to the interview with the Baby Boomers, and in this instance,  it is important to bear in 

mind that both interviews had more or less the same format, however they deviate from each other 

as they were guided by the participants’ individual answers. Subsequently, the themes reflect the 
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key data from the basis of the NVivo coding and the systematic coding approach addressed earlier, 

these are: (1) Gender neutral images, (2) shift in society, (3) purchase decision and (4) future gender 

style scenarios. 

  

Gender neutral imagery 

The gender neutral imagery theme was among others factors, similarly to the Baby Boomers, 

gathered from the number of times the term was mentioned, combined with the overall dominance 

of the topic in the duration of the interview. The recurrence of the term is 20 times, which in 

comparison to the Baby Boomers is nine times less. It is also worth mentioning that none to a very 

minimal number of negative adjectives and expressions were connected to the term when discussing 

the topic of gender neutrality in general. 

  

Overall, the participants showed a consistency in using the word “positive” when describing the 

new movement of gender neutral imagery used in fashion, and as one stated: “I think that I am more 

positive towards the gender neutral looks in regard to the specific images you showed us. Also, 

generally speaking, I think I like the neutral denim pants and oversized t-shirt look more than a 

girly summer dress”. Although the general notion was positive, some participants seemed to have a 

more impartial opinion concerning gender neutrality: 

 

”I do not really have an opinion on this. Usually, when shopping online, you have to choose 

between male or female clothing. In these cases, I always chose female because it is what I am. But 

when I am in physical stores, I do sometimes buy from the men’s department if I find an item I like, 

for instance t-shirts. There are also places where you can shop unisex”. 

 

“It is not something I have noticed that much. It doesn't play a significant role”.   

  

These two examples particularly account for their experiences and thoughts with both the gender 

neutral style and gender neutral clothing, in which both participants does not seem to have 

recognised it or put much thought into the matter. 
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Along the line of the opening quote in this analysis, other participants elaborated on how they 

personally favor a gender neutral style, and how they do not like when the clothes, or a gendered 

style, becomes too stereotypical. 

  

”I think the very girly clothes are a bit too much and it is not really my style. It is not for me. I like 

the cool black jacket and more basic look. The more boyish the clothes are, the more I can identify, 

compared to the more girly, flowery clothes.” 

  

”I personally think I am more positive towards the more gender neutral models as well”. 

  

Shift in society 

The participants’ accounts of the societal shift in terms gender neutrality point towards a 

recognition of a change in fashion advertising. Particularly, one participant, who works in the 

fashion industry, pointed out how it is especially the high-end brands that are quicker to pick up on 

the gender neutral trend: 

  

“Yes, I have definitely noticed this. For instance, I work with brands like Gucci and Balenciaga 

who all have used gender neutrality in their shows and clothing lines. I do not feel like I have seen 

it that much with brands like Zara and H&M. I feel like luxury brands are a bit bolder… and 

someone has to start”. 

  

This argument was agreed upon by other participants, who too recognized that the high-end brands 

have a tendency to be first movers in regard to seizing the opportunity to incorporate new 

established trends within society and translating them to their campaigns. 

  

In addition to this argument, other participants also highlighted the fact the gender neutral shift is a 

positive movement. As such, it seems as the majority of the participants felt positive towards the 

shift in society. One male participant, however, expressed how he is a bit puzzled, and finds it 

distracting when there is no clear distinction between men and women: 

“I agree, definitely. I have noticed it a lot. However, I have especially, noticed a lot of male models 

becoming more feminine to the point where I can be in doubt about whether it is a male or a female 
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person. I definitely see a new trend in society. I find it a bit distracting because it is not always 

clear what someone is trying to sell - is it male or female clothing, or is it gender neutral?” 

Purchase decision 

When asked if gender neutral imagery would influence their purchase decision, the participants 

indicated a sense of reluctancy. In this regard, the majority stated how it would not influence their 

purchase decision, and that they would buy whatever they found the most appealing to their 

personal style: 

  

“No, I don’t think so. I think it is a positive development, but I do not think it will influence the 

clothes I will buy”. 

 

”Even though I have noticed that there an increase of gender neutral models and more brands are 

starting to launch unisex clothing lines, I don’t know if it makes a difference in my purchase 

decisions - I still just buy what I like.” 

  

Interestingly enough, these participants specified that they would not be influenced by gender in 

their final purchase decision, even if they favour a specific gender style. However, one participant 

shared how it would have eased her purchase decision when she was younger, if the gender lines 

where less obvious. Subsequently, she expressed how she would have been able to dress more 

freely: 

“I think it is very positive, the fact that everyone can wear the same because when I was younger, I 

felt that it might be a bit weird to buy clothes from the men’s department even though I liked it. But 

now I feel that a lot of clothes are made in a more boyish style even though they are in the women’s 

department. I feel that the clothes are more unisex and that is very nice because I don’t have to 

think about if I’m wearing boy’s clothes or girl’s clothes. I feel like this has become much more 

normal.” 

Future gender style scenarios 

In regard to the theme future gender style scenarios, the participants’ answers pointed towards how 

if gender lines became “blurrier” in the future, it would be more likely that they would choose to 

wear a gender neutral style: “I think I would be more and more open to different styles. However, I 
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do prefer some kind of line between male and female clothes. But the more society moves towards 

gender neutrality, the more it will be generally accepted”. 

“I am definitely more into the gender neutral look, but it is probably also because my personal style 

is very far from the classic indication of femininity, namely the girly/ pinkish/ flower clothing. I am 

much more a fan of clothing that still fits the body well but without all the extra indicators that 

something is feminine. 

  

As the quote indicates, the participant is highly confident in regard to her personal style, which 

could indicate that she is not as influenced by others when it comes to her style and gender 

representation. On the contrary, another participant particularly pointed out how influencers or 

celebrities could influence their look and style if new gender styles became more apparent in the 

future: 

  

“Yes, and I definitely do not mind this look. Actually, some of my friends sometimes comment on 

whether I have borrowed by girlfriend’s or sister’s clothes, so it is definitely not a problem for me. 

However, I still identify as male and I like to see the clothes I buy on men so that I know that this 

clothing is something that men wear. I do not want to wear female clothing. However, if I see a 

person like Harry Styles wearing something (gender neutral red.), I would be more likely to 

purchase something similar.” 

                     

As the objective of the focus group interview was to map out the initial reactions towards gender 

neutrality, it was important to gather opinions from both generations, in order to investigate the 

initial differences between the two generations. 

  

Conclusively, the interview with the Baby Boomer generation revealed an acceptance and 

recognition of a shift in society in terms of a diversity of gender representation and style in fashion 

advertisements. While some participants had difficulties accepting the fact that gender neutrality is 

gaining popularity, others praised the new wave of gender styles and highlighted how it especially 

could benefit the younger generations. It was correspondingly emphasised how influencers have the 

power to guide an acceptance towards a broader gender aesthetic and style, thus, it was stressed that 

it would not necessarily apply to all layers of society. 
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In terms of the thematic analysis of Gen Z, the analysis revealed both a positive and neutral stance 

towards gender neutral images. Some participants seemed to have noticed a shift within the fashion 

advertising industry in terms of gender diversity, while others did not notice a remarkable change. 

Overall, however, it is emphasized that Gen Z had a more positive reaction towards gender neutral 

imagery compared to the Baby Boomers. 

  

Additionally, it was exposed from the interview with Gen Z how their purchase decision, arguably, 

is not influenced by any gender, but rather their own personal style. This was also the case for the 

Baby Boomers, as it was revealed how personal style was a major factor in terms of purchasing an 

item they could identify with. Contradictory to this argument, most participants from Gen Z agreed 

that if gender lines became less visible in the future, it would be more likely that they would care 

less about the “gender label” of their purchase and it would consequently, increase the chances of 

buying gender neutral clothing, possibly, regardless of the style. 

  

Finally, the coding assessed from NVivo only revealed a significant word frequency pattern of the 

term gender neutral, while different variations of positive adjectives exposed a thematic pattern in 

regard to the shift in society. Subsequently, this argument substantiates the reasoning behind the 

lack consistency in the participants arguments which has been exposed during the thematic analysis. 

Hypotheses testing 

The following sections will give an overview of the four hypotheses tested in this study as well as 

presenting them in mathematical terms. This is done in order to provide an introduction to the 

following sections that focus on presenting the findings from the study. All hypotheses are split in 

two in order to provide clarity. Furthermore, the Null hypotheses for each hypothesis are stated 

because the goal of hypothesis testing is to either reject or fail to reject the Null hypothesis for each 

alternative hypothesis. All hypotheses will be tested using two-sample two-tailed unpaired t-tests 

assuming unequal variance. As mentioned in the methodology section, this is done in accordance 

with Hanneman et al. (2013). 

  

The first hypothesis, H1a and H1b, aims to provide insights into each generation separately. The 

hypothesis tests each generation’s valence, arousal and interest scores for gender neutral imagery 

versus gender binary imagery. This is done in order to test the assumption that Gen Z prefer gender 
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neutral imagery, and Baby Boomers prefer gender binary imagery. Furthermore, as elaborated in the 

literature review, the measuring of emotions using valence and arousal scores is done in accordance 

with Russell (1980) and his idea of affective states being presented in a two-dimensional bipolar 

space with valence on the x-axis and arousal on the y-axis. In the quantitative analysis, after the 

results of the first hypothesis have been presented, the mean valence and arousal scores will be 

plotted into a two-dimensional model in order to visualize our results. But first, a summary of the 

hypotheses is presented. 

  

H1a: Gen Z will show on average higher valence, arousal and interest scores for gender neutral 

imagery than gender binary imagery. 

  

H0: Gen Z will show the same valence, arousal and interest scores for gender neutral 

imagery and gender binary imagery. 

  

H0: μ neutral = μ binary H1a: μ neutral > μ binary 

  

H1b: Baby Boomers will show on average higher valence, arousal and interest scores for gender 

binary imagery than gender neutral imagery. 

  

H0: Baby Boomers will show the same valence, arousal and interest scores for gender 

binary imagery and gender neutral imagery. 

  

H0: μ binary = μ neutral  H1b: μ binary > μ neutral 

  

The second hypothesis, H2a and H2b, strives to compare Gen Z and Baby Boomers in terms of 

their valence, arousal and interest scores in gender neutral imagery and gender binary imagery. This 

is done in order to investigate the assumption that Gen Z have a significantly higher preference for 

gender neutral imagery compared to Baby Boomers. Reversely, the hypothesis also focuses on the 

assumption that Baby Boomers significantly prefer gender binary imagery compared to Gen Z. 

  

H2a: Gen Z will show on average higher valence, arousal and interest scores for gender neutral 

imagery than Baby Boomers. 
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H0: Gen Z will show the same valence, arousal and interest scores for gender neutral 

imagery as Baby Boomers. 

  

H0: μ neutral (Gen Z) = μ neutral (Baby Boomers) 

H2a: μ neutral (Gen Z) > μ neutral (Baby Boomers) 

  

H2b: Baby Boomers will show on average higher valence, arousal and interest scores for gender 

binary imagery than Gen Z. 

  

H0: Baby Boomers will show the same valence, arousal and interest scores for gender 

binary imagery as Gen Z. 

  

H0: μ binary (Baby Boomers) = μ binary (Gen Z) 

H2b: μ binary (Baby Boomers) > μ binary (Gen Z) 

  

The third hypothesis, H3a and H3b, shifts focus from valence, arousal and interest scores to 

focusing on FT (fixation time) measured in milliseconds. The reasoning behind this is the 

assumption that Gen Z will focus their eyes for a longer period of time on the clothing products than 

on the face of the model. Furthermore, the assumption that Baby Boomers focus more on the 

model’s face than the clothing products will be tested. This is investigated in accordance with Land 

and Tatler’s (2009) views on eye movements, as well as Yarbus’ (1967) point about the potential 

differences between individual patterns of fixation. Additionally, Pieters and Wedel’s (2008) 

argument that viewers themselves have limited awareness of their individual eye movements during 

a task performance. 

  

H3a: Gen Z will show on average higher FT towards the advertised product opposed to the model 

in gender neutral advertising. 

  

H0: Gen Z will show the same FT towards the advertised product and to the model in gender 

neutral advertising. 
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H0: μ product = μ model                      H3a: μ product > μ model 

  

H3b: Baby Boomers will show on average higher FT towards the model opposed to the advertised 

product in gender neutral advertising. 

  

H0: Baby Boomers will show the same FT towards the model and to the advertised product 

in gender neutral advertising. 

  

H0: μ model = μ product                      H3b: μ model > μ product 

  

The fourth and final hypothesis, H4a and H4b, also focuses on the FT. However, this hypothesis 

investigates the differences between the two generations in terms of FT on both gender neutral and 

gender binary imagery. This is done due to the assumption that Gen Z will focus more on the 

clothing products than on the face of the model, and Baby Boomers will focus more on the face of 

the model than the clothing products. 

  

H4a: Gen Z will show on average higher FT towards the advertised product than Baby Boomers in 

gender neutral advertising. 

  

H0: Gen Z will show the same FT towards the advertised product in gender neutral 

advertising as Baby Boomers. 

  

H0: μ product = μ model                      H4a: μ product > μ model 

  

H4b: Baby Boomers will show on average higher FT towards the model than Gen Z in gender 

neutral advertising. 

  

H0: Baby Boomers will show the same FT towards the model in gender neutral advertising 

as Gen Z. 

  

H0: μ model = μ product                      H4b: μ model > μ product 
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Quantitative analysis 

The quantitative analysis will present the findings from the survey and the eye tracking experiment. 

The data from the survey consists of valence, arousal and interest scores for each participant for 

each gender neutral and gender binary image. Furthermore, the valence, arousal and interest scores 

from the eye tracking experiment will be added to the survey scores, and the valence and arousal 

scores will also be visualized in a two-dimensional model in accordance with Russell (1980). The 

data from the eye tracking experiment consists of FT (ms) for the two AOIs from both Gen Z and 

Baby Boomers. Both the data from the survey and from the eye tracking experiment will be the 

inferential statistics and the full calculations can be found in appendix 4 and 5. Following this, a 

descriptive analysis of the remaining eye tracking data will be presented in order to provide a full 

overview of other aspects emerging from the eye tracking experiment. The quantitative analysis will 

be presented through each hypothesis and sub-hypotheses. 

  

H1 

The first hypothesis aims to gain insights into each generation’s view on gender neutral versus 

gender binary imagery. The first sub-hypothesis focuses on Gen Z and the assumption that this 

generation prefers gender neutral over gender binary imagery and thereby has higher valence, 

arousal and interest scores for gender neutral than gender binary imagery. The sub-hypothesis is: 

  

H1a: Gen Z will show on average higher valence, arousal and interest scores for gender neutral 

imagery than gender binary imagery. 

  

H0: Gen Z will show the same valence, arousal and interest scores for gender neutral 

imagery and gender binary imagery. 

  

H0: μ neutral = μ binary H1a: μ neutral > μ binary 

  

As presented in table 4.1., Gen Z’s valence and arousal scores are higher for gender binary than 

gender neutral. The interest score is slightly higher for gender neutral than gender binary imagery. 

However, after performing t-tests on each variable, it becomes obvious that both valence and 

arousal scores for gender neutral and gender binary imagery are significantly different from each 

other. However, the results show that Gen Z actually significantly prefer gender binary imagery 
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compared to gender neutral imagery, showing a p-value of <0.0001 for valence and 0.049 for 

arousal. In terms of interest scores, no statistically significant difference could be proven. However, 

this means that we are not able to confirm H1a because the assumption is that, reversely, Gen Z 

would prefer gender neutral imagery. However, on valence and arousal scores, we can actually 

reject H0 and confirm that Gen Z prefer gender binary imagery. In terms of the interest score, we 

fail to reject H0.   

  

Gen Z Valence Arousal Interest 

Gender neutral 4.7969 3.099 3.1146 

Gender binary 5.5286 3.4609 2.9375 

p <0.0001 0.049 0.38 

Table 4.1. H1a 

 

The second sub-hypothesis focuses on the assumption that, opposite Gen Z, Baby Boomers prefer 

gender binary compared to gender neutral imagery. Again, valence, arousal and interest scores will 

be presented statistically in order to present the p-values. The sub-hypothesis is: 

  

H1b: Baby Boomers will show on average higher valence, arousal and interest scores for gender 

binary imagery than gender neutral imagery. 

  

H0: Baby Boomers will show the same valence, arousal and interest scores for gender 

binary imagery and gender neutral imagery. 

  

H0: μ binary = μ neutral  H1b: μ binary > μ neutral 

  

As presented in table 4.2., Baby Boomers’ valence, arousal and interest scores for gender neutral 

versus gender binary are all statistically significant with p-values at <0.0001. This provides a clear 

indication that Baby Boomers prefer gender binary imagery. Compared to H1a, which showed three 

different p-values with two of them indicating significance, H1b leaves no doubt that the results 
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from the two different gender representations are significantly different from one another. Thus, we 

reject H0 and confirm H1b. 

  

 

Baby Boomers Valence Arousal Interest 

Gender neutral 3.7581 2.2177 1.6774 

Gender binary 5.6673 3.0746 2.6673 

p <0.0001 <0.0001 <0.0001 

Table 4.2. H1b 

 

In order to visualize the measured emotions, the mean valence and arousal scores for Gen Z and 

Baby Boomers for both gender neutral and gender binary are presented in figure 4.1. What the 

figure shows it that both generations are relatively close to one another. Furthermore, it is visualized 

how there is a greater difference between Gen Z and Baby Boomers when dealing with gender 

neutral imagery than gender binary imagery. Overall, both generations scored low or neutral on the 

valence and arousal scales.   
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Figure 4.1. Two-dimensional visualisation of valence and arousal results 

  

H2 

Now that the individual differences within each generation have been presented, the second 

hypothesis seeks to investigate differences between Gen Z and Baby Boomers. Each sub-hypothesis 

investigates the differences between the generations in terms of gender neutral and gender binary 

imagery. The first sub-hypothesis is: 

  

H2a: Gen Z will show on average higher valence, arousal and interest scores for gender neutral 

imagery than Baby Boomers. 

  

H0: Gen Z will show the same valence, arousal and interest scores for gender neutral 

imagery as Baby Boomers. 

  

H0: μ neutral (Gen Z) = μ neutral (Baby Boomers) 

H2a: μ neutral (Gen Z) > μ neutral (Baby Boomers) 
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As presented in table 4.3., Gen Z’s valence, arousal and interest scores for gender neutral imagery 

are all higher than Baby Boomers’. Furthermore, the p-value for each score is at <0.0001, indicating 

very significant differences between the means of the generations. This means that even though Gen 

Z did not prefer gender neutral imagery more than gender binary imagery, Gen Z definitely have 

higher preference for gender neutral imagery than Baby Boomers. Therefore, we reject H0 and 

confirm H2a. 

  

Gen Z vs Baby 

Boomers 

Valence Arousal Interest 

Gender neutral (Gen 

Z) 

4.7969 3.099 3.1146 

Gender neutral 

(Baby Boomers) 

3.7581 2.2177 1.6774 

p <0.0001 <0.0001 <0.0001 

Table 4.3. H2a 

  

The second sub-hypothesis focuses on comparing the generations in terms of gender binary 

imagery. Here, the assumption is that Baby Boomers will prefer gender binary imagery more than 

Gen Z. The sub-hypothesis is: 

  

H2b: Baby Boomers will show on average higher valence, arousal and interest scores for gender 

binary imagery than Gen Z. 

  

H0: Baby Boomers will show the same valence, arousal and interest scores for gender 

binary imagery as Gen Z. 

  

H0: μ binary (Baby Boomers) = μ binary (Gen Z) 

H2b: μ binary (Baby Boomers) > μ binary (Gen Z) 
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As seen in table 4.4., the valence and interest scores for gender binary imagery are not significantly 

different from one another with p-values of 0.2 and 0.084, meaning we fail to reject H0 in these 

cases. However, Gen Z do seem do have significantly higher arousal scores compared to the Baby 

Boomers with a p-value of 0.012. In this case, we cannot confirm H2b as the assumption was that 

Baby Boomers would have higher arousal scores than Gen Z, not the other way around as the 

results show. 

 

Baby Boomers vs 

Gen Z 

Valence Arousal Interest 

Gender binary (Baby 

Boomers) 

5.6673 3.0746 2.6673 

Gender binary (Gen 

Z) 

5.5286 3.4609 2.9375 

p 0.2 0.012 0.084 

Table 4.4. H2b 

  

H3 

Now that the valence, arousal and interest scores have been worked through, the following sections 

will focus on data from the eye tracking experiment. H3 will focus on investigating how the two 

generations independently look at the images they were presented with. The assumption is that Gen 

Z will focus their eyes on the body (bottom) AOI, and Baby Boomers will focus more on the face 

(top) AOI. The first sub-hypothesis is: 

  

H3a: Gen Z will show on average higher FT towards the advertised product opposed to the model 

in gender neutral advertising. 

  

H0: Gen Z will show the same FT towards the advertised product and to the model in gender 

neutral advertising. 
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H0: μ product = μ model                      H3a: μ product > μ model 

  

As seen in table 4.5., Gen Z’s FT scores are very significantly different between the top and bottom 

AOI with a p-value of <0.0001. Furthermore, it is clear that with average milliseconds of fixation 

time of 1993 ms on the body compared to 1163 ms on the face, H0 is rejected and H3a is 

confirmed. 

  

Gen Z FT (ms) 

Top AOI (face) 1163 

Bottom AOI (body) 1993 

p <0.0001 

Table 4.5. H3a 

 

The second sup-hypothesis focuses on the assumption that Baby Boomers will fix their eyes more 

on the model than the advertised product in gender neutral advertising. The sub-hypothesis is: 

  

H3b: Baby Boomers will show on average higher FT towards the model opposed to the advertised 

product in gender neutral advertising. 

  

H0: Baby Boomers will show the same FT towards the model and to the advertised product 

in gender neutral advertising. 

  

H0: μ model = μ product                      H3b: μ model > μ product 

  

As presented in table 4.6., Baby Boomers spent on average 2447 ms in the body AOI, and 1154 in 

the face AOI. With a p-value of <0.0001 and the body AOI score being significantly larger than the 

face AOI, it becomes obvious that H3b cannot be confirmed because Baby Boomers actually 

viewed the body AOI significantly longer than the face AOI. 
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Baby Boomers FT (ms) 

Top AOI (face) 1154 

Bottom AOI (body) 2447 

p <0.0001 

Table 4.6. H3b 

  

H4 

Now that the two generations’ individual FT towards gender neutral imagery have been established, 

H4 seeks to compare the generations in terms of investigating FT towards the model and the 

advertised product. The assumption is that Gen Z will show higher FT towards the advertised 

product than Baby Boomers, and that Baby Boomers will show higher FT towards the model 

compared to Gen Z. The first sub-hypothesis is: 

  

H4a: Gen Z will show on average higher FT towards the advertised product than Baby Boomers in 

gender neutral advertising. 

  

H0: Gen Z will show the same FT towards the advertised product in gender neutral 

advertising as Baby Boomers. 

  

H0: μ product = μ model                      H4a: μ product > μ model 

  

Table 4.7. presents the average FT towards the body AOI for both Gen Z and Baby Boomers. The 

results show that Gen Z have average FT of 1993 ms, and Baby Boomers have average FT of 1675 

ms towards the body AOI. This results in a p-value of 0.059, and with a chosen significance level of 

0.05, we fail to reject H0. This means that even though Gen Z showed higher average FT towards 

the body AOI, the results are not significantly different. 

 

Gen Z vs Baby Boomers FT (ms) bottom AOI (body) 

Gen Z 1993 
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Baby Boomers 1675 

p 0.059 

Table 4.7. H4a 

  

The second sub-hypothesis focuses on investigating the differences between the two generations’ 

average FT towards the model, and the assumption is that Baby Boomers will show higher FT 

towards the model than Gen Z. The second sub-hypothesis is: 

  

H4b: Baby Boomers will show on average higher FT towards the model than Gen Z in gender 

neutral advertising. 

  

H0: Baby Boomers will show the same FT towards the model in gender neutral advertising 

as Gen Z. 

  

H0: μ model = μ product                      H4b: μ model > μ product 

  

As table 4.8. shows, Gen Z’s FT is 1163 ms and therefore higher than Baby Boomers’ FT, which is 

860 ms. This means than H4b cannot be confirmed because the assumption was that Baby 

Boomers would show higher FT towards the face AOI than Gen Z, and the opposite is proven to be 

true with a p-value of 0.042. 

 

Baby Boomers vs Gen Z FT (ms) top AOI (face) 

Gen Z 1163 

Baby Boomers 860 

p 0.042 

Table 4.8. H4b 

 

The following table 4.9. will sum up the results from the quantitative analysis. 
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Hypothesis Sub-hypotheses Results 

H1 H1a: Gen Z will show on average higher valence, arousal 

and interest scores for gender neutral imagery than gender 

binary imagery. 

Not 

confirmed/fail 

to reject H0 

H1b: Baby Boomers will show on average higher valence, 

arousal and interest scores for gender binary imagery than 

gender neutral imagery. 

Reject H0 and 

confirm H1b 

H2 H2a: Gen Z will show on average higher valence, arousal 

and interest scores for gender neutral imagery than Baby 

Boomers. 

Reject H0 and 

confirm H2a 

H2b: Baby Boomers will show on average higher valence, 

arousal and interest scores for gender binary imagery than 

Gen Z. 

Not 

confirmed/fail 

to reject H0 

H3 H3a: Gen Z will show on average higher FT towards the 

advertised product opposed to the model in gender neutral 

advertising. 

Reject H0 and 

confirm H3a 

H3b: Baby Boomers will show on average higher FT 

towards the model opposed to the advertised product in 

gender neutral advertising. 

Not confirmed 

H4 H4a: Gen Z will show on average higher FT towards the 

advertised product than Baby Boomers in gender neutral 

advertising. 

Fail to reject 

H0 

H4b: Baby Boomers will show on average higher FT 

towards the model than Gen Z in gender neutral advertising. 

Not confirmed 

Table 4.9. Summary of results 
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Descriptive analysis of eye tracking data 

In the last two hypotheses, FT (fixation time) was used to investigate the differences between the 

top and bottom AOIs in terms of the milliseconds that each generation looked at each gender neutral 

image. However, when conducting the eye tracking experiment, other interesting data were 

collected. The following section will focus on presenting the remaining eye tracking data in order to 

provide a descriptive analysis to support the inferential analysis. This analysis will focus on mean 

FC (fixation count) and mean R (revisits). The FC shows how many times a participant’s eyes 

moved within a specific AOI. The R shows the number of times a participant revisited an AOI after 

looking away from it. The focus will, as the last two hypotheses, be solely on the gender neutral 

imagery. 

  

FC (fixation count) 

The mean FC for each AOI and generation is presented in table 4.10. When viewing the results, it 

becomes obvious that both generations’ eyes fixated more times in the bottom AOI than in the top 

AOI, meaning that both generations have higher on average FC in the bottom AOI. Furthermore, 

the results show that the difference between the generations is not very significant in either the top 

or the bottom AOI. This could indicate that all participants have followed the same overall pattern 

of fixation when viewing the gender neutral imagery. 

 

FC Top AOI Bottom AOI 

Gen Z 3 7.9 

Baby Boomers 2.9 6.6 

Table 4.10. FC 

  

R (revisits) 

Table 4.11. shows the mean R scores for each generation and each AOI. The results show that on 

average, Gen Z had more revisits in both the top and the bottom AOI than Baby Boomers. 

However, it is evident that the differences are not very significant. It is obvious that both Gen Z and 

Baby Boomers revisited the top AOI more or less the same number of times, with scores of 

respectively 0.9 and 0.5. The same goes for the bottom AOI with scores of respectively 1.5 and 1.25 
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revisits on average. Once again, this adds to the argument that both generations might have had very 

similar fixation patterns when viewing the gender neutral imagery.   

 

R Top AOI Bottom AOI 

Gen Z 0.9 1.5 

Baby Boomers 0.5 1.25 

Table 4.11. R 

 

Conclusively, FC and R results indicated that overall, the generations showed very similar fixation 

counts and revisits when viewing gender neutral imagery. Both generations had most fixations in 

the bottom AOI, and both generations also revisited the bottom AOI most often. The assumption 

was that Gen Z would focus mostly on the bottom AOI, and Baby Boomers would focus mostly on 

the top AOI. However, as concluded in the hypotheses testing, this was not the case. Firstly, H3 

concluded that both Gen Z and Baby Boomers showed the most interest to the bottom AOI. 

Secondly, H4 concluded that Gen Z showed higher FT towards the bottom AOI, however not 

significantly higher than Baby Boomers. Furthermore, H4 concluded that Gen Z actually focused 

significantly more on the top AOI than Baby Boomers. This goes hand in hand with the conclusions 

of this descriptive analysis. In this way, the descriptive analysis underpins the results uncovered in 

the inferential hypotheses testing. 

 

Follow-up questions 

In the following section, the qualitative part of the survey will be examined. In line with the 

previous systematic coding approach, this part will also include a thematic analysis in agreement 

with Kvale and Brinkmann (2015) and Gervais et al. (2015). The thematic analysis will include 

results from NVivo, and also, it will consider the results from each generation’s participants and 

their answers from the follow-up questions extracted from the survey (see appendix 4). Finally, the 

last part of this section will aim to compare the analysis with the results derived from the previous 

focus group interviews in order to gain a fuller scope of how gender neutral imagery can influence 
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the perception of clothing products. In line with this notion, the analysis will also be able to 

challenge the preconceived notions connected to each generation, assessed through previous 

analysis and literature. 

  

The participant groups consist of 17 participants from Gen Z and 29 Baby Boomers. These are 

equivalent to the participants used the quantitative analysis. 

  

As outlined in the literature review and in the previous qualitative and quantitative analyses, it has 

been revealed that various factors are linked to the motivation behind a purchase, and even more 

interesting, how the general perception of clothing products can differ in regard to a model’s 

gender, style and aesthetic. Nevertheless, despite of the indicators from the focus group interview, 

both generations from the quantitative survey favoured the binary gender imagery over the gender 

neutral imagery. However, complementary to the focus interviews, it was revealed how Gen Z 

overall had a more positive stance towards gender neutral imagery when comparing them to the 

Baby Boomers. 

If diving deeper into the recurring themes purely assessed from each focus group interview, it was 

made clear that the majority of the participants have noticed the gender neutral “trend” reflected 

through fashion advertisements of today. However, there is still a degree of uncertainty behind the 

reasoning of the participants’ answers. 

These arguments urge the section to expose whether, and to what degree, personal style is a 

determining factor, as it was suggested in the previous interviews. As a result, the survey will, 

arguable, enable the study to shed a light upon the nuanced notions and opinions behind their 

answers and give incentive for a multifaceted discussion. 

From this point of departure, the section will account for the participants’ survey answers. 

  

Initially, it is predicted that the answers from the survey can reveal a more honest account of the 

topic in comparison to the focus group interviews, as the survey arguably gives a sense of 

anonymity opposed to the qualitative focus group interview. This analysis will, as a result, revolve 

around three main themes from Gen Z and two from the Baby Boomers that dominated the survey. 

Consequently, the analysis will also divide the analysis on the basis of the generational distinctions, 
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namely, from Gen Z and Baby Boomers. This approach will arguably also help maintaining the 

structure and consistency of the previous qualitative analysis. 

 

However, it is important to note that the questions in the survey are fixed, and therefore the central 

themes are, to a greater extent, bounded by the survey questions. This results in a deductive 

approach that involves processing data with the preconceived themes in the survey, in contrast to 

the more inductive approach from the qualitative focus group interviews that allowed the data to 

determine the themes (Caulfield, 2019). 

Gen Z 

Breaking the gender boundaries 

As addressed earlier, the survey contained a larger group of participants opposed to the focus group 

interviews. This allowed us to gain a broader perspective of the opinions surrounding the topic. 

Subsequently, the first theme derived from the survey reveal a strong opinion in favour of breaking 

with gender boundaries, arguably, sustained by the advertising and fashion industry. In agreement 

with this argument, many of the participants highlighted the importance of making space for diverse 

gender identities, and similarly, how gender neutral advertising imagery can give room for a more 

accepting demeanour across societal gender differences. 

The word-frequency pattern obtained from NVivo further highlights how the general expressions 

are associated with positive notions and words such as good, cool, appropriate, interesting and 

perfect. The emphasis here is that the participants all value the sense of acceptance that one can 

attain through gender neutral imagery. Specifically, one participant encapsulated this notion by 

adding:   

“It’s good that people start focusing on it, so everyone feels the same and doesn’t feel 

discriminated.” 

Even though the majority of the opinions were positive, few participants did not share similar 

viewpoints. In this regard, the word-frequency pattern also revealed how words of more neutral or 

negative nature is connected to the gender neutral imagery. Again, these opinions are very similar to 

the previous arguments of how personal style is an important factor when assessing the 

attractiveness of the imagery: 
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“Really cool, but I personally don’t like it because I don’t think it fits me well.” 

This argument reinforces the conflicting opinions expressed the focus group interviews addressed 

earlier. 

Purchase decision 

As stressed earlier, is it argued that the purchase decision is an important indicator that can reflect 

whether the specific advertising can influence the consumers’ perception of a product. Therefore, 

the survey also included a question regarding this theme. 

In line with this argument, many expressed how they prefer buying clothes from a model that has a 

similar body type to themselves. The majority of the participants agreed that this would eliminate 

the fear of the clothes not fitting their body: 

“I like having the opportunity to see what clothing looks like on a woman close to my body type, so 

I don’t make too many faulty buys.” 

  

This answer is very comparable to another participant who noted how gender does not seem to 

affect the perception of the clothing item, but on the contrary, how it is easier to imagine oneself in 

the clothes if the model shares the same features or gender identity as oneself: 

  

“I don't think it affects how I feel about the clothes e.g. However, I think it is easier to imagine 

oneself in whatever clothing if the model has some resemblance to you.” 

  

Overall, the respondents indicated that the purchase decision is influenced by the model or aesthetic 

of the brand. Important to note here, is that the participants do not disregard gender neutral images, 

but instead, they express how they prefer seeing a model or a brand that reflects their identity. This 

argument also leads back to the study that revealed how the majority of the population in Denmark 

identity themselves with the binary gender (Frisch et al., 2019). 

  

“I think most people still do identify as a specific (gender, red.) and I think fashion advertising 

should generally reflect the majority – however, it is also inspiring to see a more gender neutral 

reflection in fashion.” 
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Conclusively, it was only a minority of the participants that revealed that gender does not affect 

their purchase decision. 

Preferred gender style and authenticity 

Generally speaking, the participants remain positive towards gender neutral imagery when asked 

about preferred gender style. Nonetheless, is was interesting how especially one participant 

connected the fear of pink washing in regard to gender neutral imagery, a concern previously 

addressed in the literature review, and how (fashion) brands might choose to incorporate it as a 

strategic part of their campaigns in order to seem interesting:   

“I think it's good and refreshing that advertisements are starting to move past the norms of gender. 

But it can also feel rather forced and fake sometimes and sort of like they're pink washing in order 

to seem "woke" which is very off-putting. I think it depends on the brand whether it seems fake or 

not”. 

When considering this observation, the need for authenticity seems to be a recurring theme among 

the participants from Gen Z. This argument is substantiated by another respondent that added how a 

neutral gender style can come across as fake, when, arguably, applied in a dishonest context: 

 “Great to a certain extent. Some items are hard to make gender neutral without it coming across as 

fake.” 

The notion of authenticity is further elaborated into a deeper concept of the topic identity and 

inclusion. In this regard, it appears as the participants all agree that it is not the representation of 

gender neutrality that changes the perception of clothing items. It is further argued how it is the 

degree of inclusivity and self-identity that enables an increased level of engagement among the 

participants, and by virtue, deliberately changes their perception of clothing items and creates a 

sense of authenticity: 

“I support gender neutrality, and I am very much against the fact that political and social 

institutions distinguish roles according to people's gender and/or sex as this is extremely 

discriminating in my opinion. But it's important for me to add that I support gender neutrality in 

that sense that I support every person’s right to be whatever gender they wish to be. I don't want to 

condone or promote that everybody HAS TO BE genderLESS. Everybody should just have the 
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freedom to be whatever gender/sex they want (if they want to be any) without facing 

discrimination.” 

These notions are arguably supported by the traits of Gen Z assessed previously in regard to 

Seemiller and Grace (2019) who reinforce how Gen Z are, to a larger extent, striving to self-identify 

and tolerate different beliefs in regard to gender (Seemiller & Grace, 2019). 

Baby Boomers 

Ambivalence towards gender neutral imagery 

The present section will only revolve around two main themes, as the Baby Boomer participants did 

provide sufficient amount of data in order for the study to include a third section, opposed to Gen Z 

presented in the previous section. 

As accounted for in the focus group interviews, the Baby Boomers, to a much larger degree, seems 

to be ambivalent towards gender neutral imagery in a fashion advertising context and the survey 

proves no exception. A dominating opinion towards gender neutral imagery particularly becomes 

apparent in the follow-up answers as well as a preference towards a clear distinction between the 

two binary genders: 

”I like it better when there is no doubt whether the person is a man or a woman.” 

  

“It is fine. But I don’t believe it would make the clothing more appealing to me.” 

  

Along the lines with these particular quotes, it is clear how the survey encompasses a broad array of 

meanings surrounding gender neutrality. One of the more radical opinions stressed among of the 

participants is how gender neutrality can be viewed as “unhealthy” to the human: “I don’t think it’s 

is good for the human… (…) It takes away a lot of the beauty.” 

  

While these remarks illustrate a lower tolerance towards gender neutrality, the other end of the 

continuum express how they believe it is important that the individual is free to express their gender 

identity. In this regard, the more positive part of the participants revealed a word-frequency pattern 

of the word important when asked about gender neutrality in the context of fashion advertising. 
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Again, much like the focus group interview, there seems to be a scattered pattern of opinions linked 

to the use and effect of gender neutral images, and how it might change the Baby Boomers’ 

perception of clothing items. Arguably, this leaves a sense of division between the participants in 

the Baby Boomer generation. 

  

Purchase decision 

The participants’ accounts of the relationship between gender neutral imagery and purchase 

decision reveal many central points. Most of the respondents who replied to the question regarding 

the purchase decision mentioned that gender neutral imagery is less likely to encourage a purchase 

of a given clothing item. Besides this argument, the survey also revealed a perceived dynamic 

between an acceptance towards the imagery that will be exemplified through following quotations: 

 

 “I do not have a problem with gender neutral imagery viewed in the survey” 

“The images are boring if used in an advertising context.” 

  

This dynamic can only hypothesise an already existing opinion prior to the exposure of the images 

in the survey. 

  

In light of the NVivo coding, there is also exposed a frequency pattern of the word boring 

connected to their purchase decision when viewing gender neutral imagery. Narrowing down the 

core of meaning to the interest for our study, the survey highlights how the exposure to gender 

neutral imagery does not enhance the Baby Boomers’ purchase of clothing items: 

  

“Gender neutral fashion advertising is not appealing to me in any shape or form. It certainly does 

not encourage me to shop more clothing.” 

  

Opposed to this viewpoint, it should thus be noted that some participants also emphasise the fact 

that it is a positive direction in terms of inclusively. Among others, one participant highlighted that 

gender neutral imagery gives incentive towards a sense of freedom and also leverage towards a 

broader discussion of identity and sexuality: 

  

“Different and nice. An actual public debate concerning flowing identity and free sexuality.” 
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Comparison to focus group interview 

As briefly touched upon, the qualitative data from the survey proved to have many similarities to 

the focus group interviews. More specifically, Gen Z revealed how they, to a much larger extent, 

see a value in gender neutral images opposed to the Baby Boomer generation. However, this 

argument does not disregard the fact that many participants from the Baby Boomer generation also 

see the value in the new wave of diverse gender representations. Conversely, it is expressed how the 

style of gender would not function in practice in regard to the Baby Boomers. This argument 

emphasises the conclusions from the initial focus group interviews. 

  

An interesting and different notion exposed from the survey answers from Gen Z was how they 

value the sense of authenticity. Arguably, this notion serves as the most dominating factor when 

choosing to purchase a clothing product from a specific brand. This was reinforced by the majority 

of the participants from Gen Z who stated how gender neutral imagery only functions if it is set in a 

believable advertising context, opposed to being a strategic tool. As mentioned, these arguments go 

hand in hand with Seemiller and Grace (2019). 

It should be noted there is a degree of uncertainty connected to some of the participant responses 

from the Baby Boomers as they did not contribute with as lengthily follow-up answers as Gen Z. 

However, the answers addressed in the survey are of similar nature as the focus group interview 

arguments and can arguably still apply in this context. 

Discussion 

The goal of this discussion is to interpret the findings from both the quantitative and qualitative 

parts of the study. This will be done by comparing the quantitative and qualitative findings, as well 

as linking the findings to existing theory presented in the literature review. The discussion 

ultimately seeks to aggregate the findings of this study in order to provide a well-supported answer 

to our research question in the conclusion. To recap, our RQ is:  

 

To what extent does gender neutral imagery in fashion advertising influence the perception of 

clothing products? 
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H1: Individual generations 
The following sections will discuss the results derived from H1a and H1b using relevant theory 

from the literature review. Furthermore, results from the qualitative parts of the study will be 

considered in order to provide an overall in-depth discussion of the results. 

  

To recap, H1a and H1b focus on the individual differences of the two generations when it comes to 

gender neutral and gender binary imagery. H1a focuses on Gen Z’s results in terms of valence, 

arousal and interest scores, and on the contrary, H1b focuses on Baby Boomers’ valence, arousal 

and interest scores. The assumptions of this overall hypothesis are that Gen Z prefer gender neutral 

imagery compared to gender binary imagery, and Baby Boomers prefer gender binary imagery 

compared to gender neutral imagery. Naturally, this hypothesis is clearly divided into generations. 

Therefore, the following discussion will focus on each generation separately. 

  

H1a: Gen Z 

In H1a, we were not able to confirm the original assumption that Gen Z would prefer gender neutral 

imagery. In fact, the results showed that it was the other way around, and that Gen Z preferred 

gender binary imagery, having significantly higher valence and arousal scores than gender neutral 

imagery. Furthermore, Gen Z showed a slightly higher interest for gender neutral clothes, however 

this was not proven to be significant. 

  

The results for this sub-hypothesis are interesting because not only did we fail to reject H0, the 

results for valence and arousal were completely opposite. How can this be explained? Firstly, it is 

argued that taking a look at Gen Z’s generational traits could be interesting when discussing the 

matter. According to Seemiller and Grace (2019), Gen Z are motivated to make positive differences 

in the world. Furthermore, the generation self-identifies as being hardworking, corporative, 

compassionate and having a high tolerance for different beliefs. This generation does not see 

diversity as something to strive for, but rather as a natural part of their world and who they are. 

Seemiller and Grace (2019) find that only 44 percent of Gen Z prefer to buy gender specific 

clothing. However, in this study, the Gen Z participants did not find the gender neutral imagery 

more likeable or emotionally arousing than the binary imagery. Gen Z did show a slightly higher 

interest for gender neutral clothes, but nothing that was significantly different from gender binary 

clothes. 
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In line with this, our results do not converge with the results from Seemiller and Grace (2019) 

concerning the interest in the clothing products. However, there can be many reasons for this. Thus, 

the clothing styles chosen for this study might not be something that completely fit the participant’s 

personal preferences for clothing items, and this might be true for both gender binary and gender 

neutral images, which might result in lower interest scores for both categories. Also, there could be 

significant cultural differences between Gen Z people from Denmark and from the U.S. where 

Seemiller and Grace (2019) had their focus, and this could also add to the reasoning behind these 

results. 

  

Identity and the extended self 

Furthermore, it is interesting to consider Belk’s (1988) notion of the extended self. The author 

explains how the consumer is a result of multiple possessions which constitutes the extended self. In 

other words, it is argued that we are what we have, and that people regard their possessions as parts 

of themselves. In regard to this, it could be discussed how clothing products are a part of people’s 

extended selves, and how a person’s preferences and personal style is a part of extending their 

identities through physical objects such as clothing products. Therefore, it is interesting to discuss 

Gen Z’s results which showed a preference for gender binary clothes, and only a slightly higher 

interest for gender neutral clothes. This could indicate that our Gen Z participants still 

fundamentally prefer gender binary clothes and styles compared to gender neutral styles when 

viewing the results from the quantitative data. 

  

However, looking at the results from the qualitative data, it becomes evident that some Gen Z 

participants are definitely very open towards gender neutrality in fashion, especially in relation to 

certain celebrities that the participant’s think are cool. For instance, one participant mentions “(…) 

However, if I see a person like Harry Styles wearing something (gender neutral red.), I would be 

more likely to purchase something similar.” This indicates that when Gen Z see prominent 

celebrities doing something different in terms of style, this could influence their own view of the 

matter. This goes hand in hand with Belk’s (1988) argument that the extended self goes beyond 

possessions, and experiences and places can also be parts of the extended self. This begs the 

discussion whether brands and celebrities can be used by people to extend themselves through in 

order to create positive traits to their individual notion of the extended self. In the case of the Gen Z 
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participant mentioned above, this person might wish to extend himself through a person like Harry 

Styles, thereby adopting this celebrity’s outlook on style, and thus gender neutrality might become 

cooler. 

  

However, some Gen Z participants were impartial in their view on gender neutrality. For instance, 

one participant noted the following when asked if a certain gender representation was preferred: 

“No, I don’t think so. I think it is a positive development, but I do not think it will influence the 

clothes I will buy”. Also, another participant noted a small confusion connected to the gender 

neutral style: ”Even though I have noticed that there an increase of gender neutral models and 

more brands are starting to launch unisex clothing lines, I don’t know if it makes a difference in my 

purchase decisions - I still just buy what I like.” 

  

A third participant indicated a small preference for gender binary styles, and at the same time hinted 

that gender neutrality and other styles that stand out are welcomed: “I think most people still do 

identify as a specific (gender, red.) and I think fashion advertising should generally reflect the 

majority – however, it is also inspiring to see a more gender neutral reflection in fashion.” This 

reasons well with the results from Gen Z in H1a, which showed a small preference for gender 

binary imagery, however also a small, not significantly higher interest score for gender neutral 

clothing. 

  

Belk (2013) extended his own work from 1988 in order to cope with the radical changes in society 

caused by the development of the digital world. Belk (2013) suggests that the digital and 

technological changes in modern society have implications for consumer behaviour in general. 

More specifically, it is argued that people are identity-signalling in new and updates ways when 

using the digital world to extend themselves, for instance through what Belk (2013) calls multiple 

selves. It is argued that consumers can possess multiple selves on digital platforms and thereby 

construct their own identities online. It is argued that gender neutrality at its core consists of 

multiple selves, and therefore it could be used to attract modern consumers. Furthermore, it could 

be argued that Gen Z is a highly digital generation, and many cannot remember a time before 

smartphones and social media (Seemiller & Grace, 2019). Thus, it could be discussed that Gen Z 

have the ability to spread tendencies more rapidly than ever before by sharing and expressing 

themselves online, thereby allowing discussions and expressions of gender roles in digital 
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communities across the world. It could be argued that Baby Boomers do not use social media to the 

same extent as Gen Z, not allowing trends to spread as rapidly in this generation. 

  

Style 

This expression of style through clothes could be related to McCracken’s (1986) view on the 

relationship between consumer and goods, as well as taking culture into consideration. According to 

McCracken (1986), goods are a way for consumers to express themselves culturally, thereby 

discriminating visually among culturally specified categories. It is argued that consumer goods, for 

instance clothing, have the ability to carry and communicate cultural meaning. In relation to Belk’s 

(1988) extended self, it could be argued that consumers’ choices of clothing products and styles 

have the ability to not only extend their own identities, but also convey a larger cultural meaning to 

other people. Furthermore, McCracken (1986) argues that cultural meaning flows continually 

between different locations in the social world, and this is substantiated by collective and individual 

efforts of advertisers, designers, producers and consumers. Thus, it seems that the consumers 

themselves are also a part of creating and maintaining cultural meaning through their individual 

choices and rejections. Thereby, it is argued that Gen Z, and other consumers, have the ability to 

influence and change the minds of the advertisers depending on their choices in styles and clothes. 

Therefore, their preferences for more diversified gender representations in fashion could assist in 

the creation of these. 

  

Even though it is definitely argued that the consumer affects the fashion and advertisement 

industries, it is interesting to discuss these industries’ power and ability to shape cultural meaning 

and opinions through their choices. According to McCracken (1986), fashion and advertising 

systems have the ability to transfer meaning from the culturally constituted world to the consumer 

goods, and consumer rituals then move meaning from consumer goods to the final consumer. 

Furthermore, it is argued that the fashion system has the ability to invent cultural meanings and thus 

it has the power to engage in more radical reforms and changes of cultural meanings. In this regard, 

it could be argued that when luxury, world-known brands such as Prada engages in gender 

neutrality as a style to strive for, it contributes to the overall developments in society which could 

lead to a change in gender representation preferences in fashion (Arnould & Thompson, 2018). 
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For instance, in the qualitative data we collected, a female participant form Gen Z answered the 

following when asked about gender neutrality in fashion: “(…) For instance, I work with brands 

like Gucci and Balenciaga who all have used gender neutrality in their shows and clothing lines. I 

do not feel like I have seen it that much with brands like Zara and H&M. I feel like luxury brands 

are a bit bolder… and someone has to start.” Here, the participant underlines that she has a feeling 

that the larger brands and fashion systems are the ones creating and dictating trends to a larger 

degree than more high street brands like Zara and H&M. This relates to the argued power of the 

advertisers and designers mentioned by McCracken (1986). 

  

In relation to this, we were not able to prove a significant preference for gender neutral styles versus 

gender binary styles when it comes to Gen Z. Therefore, it could be discussed that gender neutrality 

as a style has not yet become the preferred style among Gen Z in Denmark. However, as the later 

discussion of H2 will investigate, there could be a development in how gender neutrality is viewed 

by the two generations. 

  

Fashion and culture 

Staying in the realm of fashion and culture, Calefato’s (2010) views on the clothed body as a 

subject and an object of visuality could help to further expand the notion of fashion and cultural 

meaning, thereby underpinning the value of investigating how styles can influence cultural 

meanings on a higher societal level. Calefato (2010) argues that clothes are a vehicle of translation 

of culture through fashion, which underpins the notions made by Belk (1988) and McCracken 

(1986) about extending yourself through possessions and experiences, and how these extensions 

might influence the general cultural meaning in society. Furthermore, Calefato (2010) expresses the 

point of how the clothed body can be used to express desires and values. This relates to the topic of 

this study, because it is interesting to investigate how certain gender representations in styles and 

fashion might influence the generations’ preferences when buying clothes. 

  

All in all, there could evidently be many cultural and generational reasons for why Gen Z prefer 

gender binary compared to gender neutral imagery, opposite to our initial assumption and to 

Seemiller and Grace’s (2019) notion on Gen Z’s preferences in general and in terms of clothing 

items. In the following sections, the discussion moves on to examine the results for H1b and Baby 

Boomers specifically. 
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H1b: Baby Boomers 

The results of valence, arousal and interest scores for Baby Boomers in relation to both gender 

neutral and gender binary imagery allowed us to reject H0 and thus confirm the hypothesis stating 

that Baby Boomers would have a significantly higher preference for gender binary imagery than 

gender neutral. In fact, Baby Boomers’ valence, arousal and interest scores for gender binary 

imagery were all significantly higher than gender neutral with p-values of <0.0001 for all three 

scores. This indicates a noticeable difference in preferences for this generation. 

  

Here, the assumption about Baby Boomers’ preferences was confirmed. This clear preference for 

gender binary clothes and styles is interesting to discuss, and firstly, the discussion will focus on the 

aforementioned notions of the extended self by Belk (1988). It could be argued that Baby Boomers 

might also see styles and trends as ways of extending themselves, just as Gen Z and other 

consumers, and this might be a reason why some Baby Boomers have somewhat controversial 

views on gender neutrality because they do not wish to be associated with that style. Not only do 

they not extend themselves through gender neutrality, they are actively going against the notion of 

this in order to detach themselves from it. As one Baby Boomer participant put it: “I don’t think 

gender neutral models appeal to me and I would be less likely to buy the clothes. But I can 

definitely see a gay person or transsexual person that wear great clothes. But I have to overcome 

the fear of being attracted to a person who turns out being a man.” This view on gender neutrality 

indicates a somewhat conflicting opinion towards a trend that the Baby Boomer might not 

completely understand, and he might therefore choose to detach himself from the style all together. 

  

However, other Baby Boomer participants were more accepting towards the trend, however still 

portraying a certain scepticism: “It is fine. But I don’t understand that one has the need to favour 

the minority because they have a different sexuality. I am old fashioned, and I prefer female clothes 

on women, and male clothes on men. (…)” Here, gender neutrality is linked to sexuality instead of a 

certain style and clothing items, which is also interesting as it indicates that gender neutrality is 

understood quite differently from one generation to the other, and also within a generation. 

  

For instance, another Baby Boomer participant notes: “I think it is a positive development and I 

think everyone should be represented in the fashion industry, both gender neutrality, but also 
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feminine and masculine.” This shows a larger understanding of gender neutrality as a style used in 

fashion settings than a certain minority in terms of sexual minorities. 

  

Power of fashion and advertising systems 

This adds to the discussion of the power of fashion and advertising systems in terms of conveying 

cultural meaning to consumer goods and consumers. Clearly, not all efforts made by fashion 

systems are addressed to all the different generations, and cultural meaning as well as societal 

changes do not happen from one day to the other. In relation to this, it could be argued that Baby 

Boomers are not as active and connected digitally and on social media as Gen Z, which could add to 

the different understandings of the term gender neutrality. It could be argued that Baby Boomers, 

not being as digital, might not have been just as affected by trends and discussions developed in 

relation to social media and gender roles as Gen Z. 

  

Furthermore, referring back to McCracken (1986) and how consumer goods can carry cultural 

meanings, it is worth discussing how fashion can ultimately change opinions in society. Looking at 

these generations individually, it becomes evident that the largest divide between opinions are 

found in Baby Boomers. The next sections will dive deeper into the generational traits of the Baby 

Boomers and how this generation shows many different opinions on gender neutrality. 

  

Baby Boomers as a generation 

Looking at Baby Boomers from a generational perspective, Seemiller and Grace (2019) argue that 

this generation is characterised as being hard workers, and many have fought for social and political 

rights in their youths, thereby having traits in common with Gen Z and their wish to change the 

world for the better. Furthermore, Tibergien and Dellarocca (2016) name traits like competitiveness 

and being optimistic as characterising Baby Boomers. Furthermore, the authors argue that this 

generation is often viewed as either being selfish, materialistic and ambitious or as being 

collaborative, idealistic and ‘forever young’. Being a very large generation, it is argued that it 

includes many different perspectives on the world, which is something that our results reflect. 

  

More specifically, the Baby Boomers seem to have more conflicting statements and opinions on 

gender neutrality than Gen Z. Some Baby Boomers find it forward-thinking and are welcoming the 

increasingly diverse world they are living in. For instance, a female Baby Boomer states: “I think 
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that it is great to see gender neutral models and campaigns. It gives a sense of larger freedom 

towards the younger generation that can’t seem to fit in with the fashion landscape of today.” 

  

Others clearly stick with a preference for gender being portrayed as either male or female, or in 

other words, as being binary. An example from a female Baby Boomer: “I have seen fashion 

brands exclusively choosing gender neutral clothing. But I would be quite annoyed if it became a 

trend.” Another participant noted: ”I like it better when there is no doubt whether the person is a 

man or a woman.” 

  

These conflicting opinions on gender neutrality underpins the generational trades of the Baby 

Boomers. Some are optimistic and idealistic in terms of welcoming change and increased diversity 

in society, while others would rather prefer a more traditional gender representation. When 

generalising a whole generation, there will of course be hundreds of different opinions on 

everything within one generation, and it is not easy to lump them all together, which is a clear 

limitation of this study. However, it is argued that the qualitative data gathered for this study helped 

in nuancing the results derived in the quantitative parts of the study. In spite of the conflicting 

opinions discovered in the qualitative analysis, the quantitative results still showed a clear 

preference for gender binary imagery compared to gender neutral imagery on all three scores. This 

preference was also more convincing than the results derived from Gen Z in H1a, where two out of 

three scores showed statistically significant differences. 

  

In line with the generational traits of both Baby Boomers and Gen Z, it is important to mention how 

the generational studies used in this study (Seemiller & Grace, 2019; Tibergien & Dellarocca, 2016) 

are based on North American populations. Even though the authors argue that the generational traits 

to some extent can be translated into other Western cultures, there will of course be cultural 

differences that result in one definition not necessarily matching a Danish generation. Because of 

this, the generational differences should only be seen as indicators of common traits to be 

investigated within each generation. 

  

Culture and cultural dimensions 

In relation to the cultural differences between countries as well as generalising within one country, 

Hofstede’s (1980) cultural dimensions provide useful insights into one country’s cultural traits. In 



 103 

general, Danes have low power distance, indicating a high level of equality in society. Furthermore, 

the Danes have a high score of individualism, indicating a high level of independence in society. 

Also, Danes score low on the masculinity dimension, indicating a society with a focus on caring for 

others and a strong preference for maintaining a high quality of life. On the uncertainty avoidance 

dimension, Danes score low indicating no need for overly structured lives, and in terms of long-

terms vs short term orientation, Danes are normative. Lastly, Danes have a high score in the 

indulgence dimension, showing a desire to act on their impulses. It could be discussed that all this 

information can be used to frame the Danes’ values across the generational divide in this study. 

  

However, it could be argued that Hofstede’s (1980) main contribution to this study is the critique 

tied to his work. The dangers of generalising groups in society is not something that should be 

ignored, and the critique presented by Mcsweeney (2002) helped us realise some main limitations 

for this study, especially in terms of the generalisation of both generations and the Danish culture, 

which inevitably cannot be explain thoroughly by using generalisable tools like Hofstede’s (1980) 

cultural dimensions. 

  

Conclusively, H1 focused on the individual differences of each generation, and the results were 

very different. Gen Z showed a preference for gender binary imagery, though not as strong of a 

preference as Baby Boomers. However, Baby Boomers showed a larger divide in opinions on 

gender neutrality than Gen Z, indicating a lower tolerance for gender neutrality compared to Gen Z. 

The discussion will continue with debating a comparison of the two generations in terms of both 

gender neutral and gender binary imagery in H2. 

H2: A comparison of Gen Z and Baby Boomers 

As examined earlier, the overall goal of this research is to shed light on to what extent gender 

neutral imagery in fashion advertising can influence the perception of clothing products. This has 

been explored through both quantitative and qualitative methods as well as an extensive outlook on 

prior portrayals of gender, advertising and consumer patterns. As this study has been investigated 

through the lens of these forces, it has not been possible to compare our findings with other similar 

studies, leaving the study to discuss an uncharted research territory.  
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This leads the study to explore the underlying conditions of H2 through the addressed literature 

supplemented by our qualitative thematic analyses.  

  

As assessed prior to this section, it has been established how Gen Z show a higher valence, arousal 

and interest scores compared to the Baby Boomers in regard to their preference towards gender 

neutral imagery. Conversely, it is nonetheless also revealed how Baby Boomers do not have 

significantly higher valence, arousal and interest scores for gender binary imagery compared to Gen 

Z. These results disclose that even though Gen Z have a higher preference towards gender neutral 

imagery, there are no statistical evidence that suggest one generation prefers gender binary imagery 

over another. This is reflected in the rejection of H2b. 

  

As pointed out previously, the fact that Gen Z to a higher degree favour gender neutral imagery in 

comparison to Baby Boomers goes hand in hand with Seemiller and Grace (2019). Through their 

exploration of Gen Z, the authors too explain how Gen Z have a higher tolerance for different 

beliefs, in which diverse variations of gender are among them. Subsequently, these assumptions are 

strengthened by the qualitative research that correspondingly extenuate how Gen Z value open-

mindedness, which is a major part of how they, from a generalising standpoint, self-identify with a 

brand. Consequently, it is also suggested by Seemiller and Grace (2019) how Gen Z have higher 

rates of non-heterosexual orientations and a higher acceptance of other gender identifications, and 

this, arguably, also strengthens H2a and indicate a less conservative gender mindset in comparison 

to Baby Boomers. 

  

The extended self beyond possessions 

In regard to the qualitative analyses, it is highlighted how authenticity is an important factor in the 

process of self-identifying in connection to Gen Z and their perception of clothing items in terms of 

gender neutral imagery. This was a new discovered factor in the analysis. Contrariwise, the Baby 

Boomers also recognise the importance of a shift towards a broadened spectrum of gender 

representations, however, they do not self-identify with the movement. This is expressed in both the 

qualitative interviews and exposed in the confirmation of H2a. In contrast to these arguments, it is 

also stressed how there are no evidence supporting a significant difference between Gen Z and 

Baby Boomers in regard to binary imagery, as the quantitative analysis fail to confirm H2b. In 



 105 

regard to authenticity, these results lead the discussion to incorporate Belk’s notion of the extended 

self (1988). 

  

As underpinned by Belk (1988), and endeavoured formerly, it is explained how the consumer is a 

result of multiple possessions that create the extended self (Belk, 1988). However, as stressed 

earlier, this notion also goes beyond possessions and is also reflected through, for example, places 

and experiences. In line with this argument, it is claimed that this exact notion can be triggered 

through an authentic brand experience that, arguably, can influence Gen Z’s perception of a brand 

and clothing items.  

  

From the basis of the qualitative study, it is stressed how the participants from Gen Z dislike when 

brands come across as unjust in their quest to sustain brand relevance in regard to the modern 

consumer. Particularly, it was mentioned how the gender neutral movement can be seen as similar 

to brand activated pink washing efforts if applied in a dishonest context: “I think it's good and 

refreshing that advertisements are starting to move past the norms of gender. But it can also feel 

rather forced and fake sometimes and sort of like they're pink washing in order to seem "woke" 

which is very off-putting. I think it depends on the brand whether it seems fake or not”. 

 

In agreement with this statement, it is argued that it is the pursuit for authenticity Gen Z aim to 

claim, and not necessarily the gender neutral imagery, which was formerly contemplated through 

the research’s preconceived considerations. This can arguably also be reflected in the fail to confirm 

H2b and supplementary, how Gen Z show a higher arousal score towards binary imagery compared 

to Baby Boomers, as it is argued how they might find some of the represented gender neutral 

imagery dishonest. This possibly affects their perception of the brand and, by virtue, their 

perception of the clothing items. 

In line with Belk (1988), clothing, among other possessions, have the power to extend an identity. 

Similarly, it is argued that brand association and brand experience can be translated into this notion. 

By associating oneself through a dishonest brand that embodies gender neutral imagery as a 

strategic tool in their advertising, Gen Z will arguably also embed a sense of dishonesty if choosing 

to associate with the brand. An act that would go against their need to extend themselves through a 

notion of authenticity. However, there is a double-edged meaning to these results.  
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Arguably, when gender neutrality is applied in a believable context, the positive traits of 

authenticity also become parts of the individuals extended self through brand association. These 

factors will arguably change the perception of the brand and the clothing items. Additionally, it 

might also add to the sustained motivation for brands to apply a successful gender neutral strategy, 

which arguably can be attained through meticulous yet organic brand efforts.  

  

A brand that has managed to balance these dynamics, is the Swedish brand Hope. The brand has, 

arguably, successfully chosen to incorporate gender neutrality as an embraced and vocal selling-

point and philosophy within all of their collections. In this regard, it is argued that the brand has 

attracted many young buyers who either identify with a binary gender or something in between 

those lines (Visit Stockholm, n.d.).  

  

Conclusively, it is argued that brands that succeed in embedding authenticity will attract Gen Z and 

change their perception of the brand in a positive direction regardless of the aesthetic or gender 

representations they choose to incorporate. Thus, it should be highlighted that Gen Z show higher 

valence, arousal and interest scores in regard to gender neutral imagery compared to Baby Boomers. 

This reinforces our preconceived notions regarding the generations.  

  

The influence of advertising and sustained perception of gender stereotyping 

On the contrary to Gen Z, Baby Boomers originate from a distinctly different generation marked by 

other values and a different advertising scene. Though it is highlighted by Seemiller and Grace 

(2019) how Baby Boomers possess the essence of the free-spirited hippie movement, our analysis 

revealed many contradictory opinions within the generation in regard to gender neutrality: “It is 

fine. But I don’t understand that one has the need to favor the minority because they have a 

different sexuality. I am old fashioned, and I prefer female clothes on women, and male clothes on 

men. I can easily buy an outfit that is presented on a gender neutral person, but I prefer that the 

clothes is on a man or woman that does not strive to look like a gender neutral person.” 

 

As addressed earlier by Goffman (1979), it is argued that advertising functions as a tool that helps 

sustain particular social constructions such as gender. As discussed, it is supplementary argued how 

women and men are depicted in a dissimilar matter, namely, women being seen as smaller and more 

caressing, while men is seen as being larger and grapping the objects in the majority of 
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advertisements within the explored timeframe. As Goffman’s body of work is produced in the 

1970’s to the early 1980’s, his work is predictively encapsulating the essence of the advertising 

scene when the Baby Boomers where the same age as Gen Z. Subsequently, as advertising is 

described as being an amplifier that owns the ability to construct a sense of reality, it is only natural 

to assume that Baby Boomers to a much higher degree, repeatedly, have been exposed to a more 

stereotypical perception of gender. Through this notion, it is argued that a sustained distorted reality 

leads to a sense of commercial realism within the Baby Boomer generation (Goffman, 1979). This 

argument reinforces the underlying conditions of the conformation of H2a.  

Gen Z, on the contrary, have arguably been exposed to diverse gender representations through the 

modern advertising scene, and therefore, their willingness to accept gender neutrality seems to be an 

easier process. This argument is also reinforced with the confirmation of H2a. However, our 

thematic analysis of our qualitative data reveals a more nuanced picture of the underlying notions 

behind the Baby Boomers’ opinion towards gender neutrality.  

  

As addressed earlier, the qualitative analysis exposed how the participants’ answers from the Baby 

Boomer generation revealed a scattered pattern in terms of their opinions towards gender neutral 

images. While the some of the participants accepted the fact that gender neutral images are a 

positive and important shift, others struggled and explained how they had to process and rationalise 

the imagery before accepting “alternative” versions of gender. This notion reinforces Goffman’s 

(1979) arguments.  

  

Rooted in this concept, Butler (1990) elucidates how it is only through the act of challenging the 

established gender norms one can prevent the repetition of stereotyping gender perceptions, in 

which Baby Boomers, arguably, have been exposed to more than Gen Z. In line with this argument, 

it is stressed how Baby Boomers must be exposed to gender neutral imagery through a longer 

period of time, before gender neutral imagery can increase their valence, arousal and interest scores. 

This leads the discussion to challenge and discuss the more general effects of gender bending 

advertising in a fashion advertisement context. 

  

Can a gender bending fashion movement disrupt established norms? 

Along these lines, McCracken (1986) and Calefato (2010), it is stressed how fashion travels along 

the channels of global communication of brands, street styles, hybrid tastes, unexpected changes 
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and fusions, as mentioned earlier. Through these systems’ dominant cultural positions, it is argued 

that agencies and media outlets have the ability to choose the most appropriate strategy in order to 

convey and generate cultural meaning resulting in the emergence of new fashion trends 

(McCracken 1986; Calefato 2010). 

  

In line with Butler (1990), McCracken (1986) and Calefato (2010), it is argued that the disruption of 

gender stereotyping can be established through the fashion and advertising systems, and later, 

through clothing products in such a way that alternative gender representations, such as gender 

neutrality, become a normalised selling-point in the eyes of both consuming generations.  

  

Examples of such an act is seen through Arnould and Thompson’s (2018) case study, Prada and its 

2014 agender transformation, motivating a number of other significant brands such as Louis Vuitton 

and Gucci to follow along with the movement. Though we argue that gender-bending is a newer 

tendency in fashion advertising, the movement has arguably existed long before Prada’s agender 

movement. In this regard, it is reasoned that there is a different meaning behind the movement of 

today, opposed to prior attempts to disrupt gender normality (Sanders, 2019).  

As underpinned by Sanders (2019) the movement today transcends a sense of fixation with fluidity, 

substantially and politically more engaged than ever before. Supplementary, it is stated, along the 

lines of Calefato (2010), how the society, to a much higher degree, has grown accustomed to gender 

neutrality, habituated through gender disruptive runway looks, models and clothing items. In this 

context, the movement is complemented by a rising awareness and sensitivity of alternative ways of 

expressing gender, which is reflected through the thematic analysis of both generations. Exploiting 

the increasingly popular concept of gender bending, Woodard (2017) recognises, as mentioned in 

the introduction, how gender neutral clothing products 50 years ago had the ability to stir 

controversy and awe among multiple layers of society: “if my husband ever wore anything like that, 

I’d divorce him!” (Woodard, 2017, p. 276, l. 24-25). 

These arguments go hand in hand with Butler’s (1990) social constructivist approach and the notion 

of recreation through actions and words, in this instance, through a habitual exposure to diverse 

gender representations. However, Calefato’s (2010) concept, fashion as a cultural translation, is 

also recognised through the growing awareness of the movement.  
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As expressed earlier, the clothed body can be viewed as both a subject and an object of visuality and 

additionally, how the body looks at other bodies in the movement of imitation and is looked at as a 

model of distinction. I line with this notion, it can be argued that alternative ways of expressing 

gender too owns the ability to be the subject of imitation, which can be reflected through the 

emergence of already existing brand efforts and attempts to adopt a more inclusive gender 

approach. This imitation will arguably, in the future, to a higher degree, be exposed among the 

generations if brands continue to follow the gender bending advertising and fashion movement. 

Meanwhile, the outcomes of repeated exposure to gender neutral imagery can be supported with the 

participants’ opinions in regard to the theme future gender scenarios. In this respect, it was 

discovered that while there was a sense of hesitance concerning a complete encouragement towards 

gender neutral imagery, it was expressed how repeated exposure of gender neutral or fluid clothing 

would enable an eager to care less about the gender label of the clothing products: “I think I would 

be more and more open to different styles. However, I do prefer some kind of line between male and 

female clothes. But the more society moves towards gender neutrality, the more it will be generally 

accepted”. 

  

This leads to discussing a connection between Mulvey (1975) and the concept “to look at” and “to 

be looked at”, which deals with an argued uneven hierarchical position of the binary gender, and the 

notion of the male gaze. In this regard, it is argued that gender neutrality is not in a clear opposition 

to neither of the binary genders, where the latter arguably sustain the stereotypical perception of 

gender norms, the former distorts the division between the binary genders. In this regard, Calefato 

(2010) also describes how fashion is a vision that celebrates the aesthetic dimension as bodies and 

forms that are not limited to appearances. This argument underpins how the gender bending 

movement is not restricted to an appearance, but on the contrary, convey meaning through its 

visibility (Calefato, 2010). 

  

Conclusively, as contemplated, H2b did not reveal a significant difference between the generations 

in terms of the binary gender imagery. And as dealt with prior, the reasoning can be exposed 

through the Gen Z’s authentic requisite, but also the notion of self-identification with respect to the 

specific imagery exposed in the experiment. 
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However, when comparing the participants’ impressions of gender neutrality, our analysis reveal, as 

mentioned, how both generations are marked by the urge to break away from previously established 

norms, which are reflected through the hippie movement and Gen Z’s sense of freedom and 

acceptance towards alternative gender norms and ways of living. This too reinforces our failure to 

confirm H2b. Moreover, it is argued that a repeated exposure to gender neutral imagery can sustain 

a new way of presenting gender through the fashion advertising scene and create a new extension of 

self through the movement of gender neutrality and diversification of gender representations. 

Supplementary, H2a revealed that there indeed is a significant difference between Gen Z and Baby 

Boomers’ valence, arousal and interest scores when comparing the two generations in terms of 

gender neutral imagery. This can be explained through the argument that Gen Z has grown 

accustomed to the exposure of gender neutral fashion advertising through a habituated exposure to 

gender neutral imagery, and Seemiller and Grace’s (2019) explicated traits of Gen Z and their 

higher tolerance of diverse gender distinctions.    

H3 and H4: Eye tracking results 

The following sections will aim to discuss the results derived from the last two hypotheses, H3 and 

H4. The discussion will mix the two hypotheses because they both have the same overall focus, 

namely investigating the data obtained in the eye tracking experiment. More specifically, the 

hypotheses focus on FT (fixation time) for each generation in the two chosen AOIs. 

To summarise, H3 aimed to investigate the individual generations’ FT towards the top and bottom 

AOIs. Thus, H3a revolved around the assumption that Gen Z will show higher FT towards the 

bottom AOI, the advertised product, compared to the top AOI, the model’s face area. Reversely, 

H3b investigated the same for the Baby Boomers, however with the assumption that Baby Boomers 

would focus their eyes mostly on the top AOI, the face of the model. Results showed that both 

generations focused significantly longer on the bottom AOI with p-values of <0.0001 for both sub-

hypotheses. 

  

H4 moved on to investigate the differences between the two generations. H4a focused on the 

assumption that Gen Z would show higher FT towards the bottom AOI than Baby Boomers, and 

H4b focused on the assumption that Baby Boomers would show higher FT towards the top AOI 

than Gen Z. With a p-value of 0.059 in H4a, we were not able to reject H0 and confirm the 
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hypothesis with a confidence level of 0.05. However, the results did show that Gen Z focused 

longer on the bottom AOI than Baby Boomers, the results were just not significant. Furthermore, in 

H4b, we were not able to confirm the hypothesis because the opposite was found to be true, namely 

that Gen Z focused their eyes longer in the top AOI than Baby Boomers, and this result was 

significant with a p-value of 0.042. The following sections will aim to discuss these results by 

including theory from the literature review. 

  

Firstly, it is noted that the results show that both generations mostly focus on the bottom AOI, 

thereby looking more at the clothing products compared to the face of the model. In line with Land 

and Tatler’s (2009) views on instructing participants, we chose to instruct our eye tracking 

participants by telling them that they were to give their opinion on imagery connected to fashion 

and advertising. Land and Tatler (2009) argue that ‘free-viewing’ might not be the best idea when 

conducting an eye tracking experiment, and this is the reason that we decided to instruct the 

participants. However, in order not to give away the real purpose of the experiment beforehand, we 

were forced to tell the participants about the fashion and advertising aspects of this study. It could 

be discussed, however, that this particular instruction could have entailed an increased focus on the 

fashion items presented in the imagery, and that the participants focused more on the clothing items 

because they were told that this was their ‘task’. This could explain the reason why the FT was 

higher in the bottom AOI across all participants. Furthermore, it should be noted that the bottom 

AOI is the largest of the two AOIs, which is a factor that could also contribute when explaining 

these results (see illustration 3.2.). 

  

Visual communication 

However, to challenge these explanations for the results, it is interesting to mention Messaris’ 

(1997) views on visual communication. More specifically, when discussing the top and bottom 

AOIs, one of Messaris’ (1997) eight strategies for attracting attention is direct eye gaze. It could 

therefore be argued that, because the gender neutral and gender binary images used in this study all 

included direct eye gaze, this could have been a reason for participants focusing more in this 

particular area. However, this was not the case. It is argued that this is due to the specific 

instructions given to the participants before each experiment, as well as the instructions written in 

the beginning of the experiment. This is a clear limitation of this study as we do not know how the 

results would have been if the participants, or some participants, were ‘free-viewing’, and if this 
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could have influenced an avoidance of any high-level goals, thereby making the results cognitively 

‘uncontaminated’. This might have resulted in an increased focus in the top AOI. 

  

Messaris (1997) also argues that visual communication differs from other modes of communication, 

which is one of the reasons why we find it interesting to investigate in this study. It is argued how 

images possess iconicity. In other words, images can elicit a viewer’s emotions by reproducing the 

appearance of reality and thereby activating the viewer’s pre-existing emotional associations. Thus, 

visual communication is linked to emotions, and this is an important reasoning for this study’s use 

of visual imagery linked to emotional scores in order to produce knowledge. 

  

Eye movements 

When discussing why the results showed very similar scan patterns for both generations, it is 

interesting to circle back to Yarbus’ (1967) work on eye movements. Firstly, the author argues that 

the eye movements of the same person viewing imagery on different occasions are similar but not 

identical. It could be argued that our eye tracking results could have differed if conducted any other 

day as the participants might not show the same patterns of fixation when viewing something on 

different occasions. Furthermore, Yarbus (1967) argues that the scan patterns of different viewers 

looking at the same picture often show the same overall fixation patterns. This could help explain 

why all our participants showed fairly similar FT in each AOI in this study. However, Yarbus 

(1967) also underpins how there are larger differences between the patterns of fixation of different 

individuals viewing the same stimulus than one individual viewing the same stimulus on different 

occasions, and this is also one of the main arguments for using an eye tracker in this study. 

 

Another argument for using the eye tracker for this study is presented by Duchowski (2017). The 

author argues that the human decision-making process is influenced by a combination of internal 

and external factors. It could be argued that the internal factors correlate to the notion made by Land 

and Tatler (2009) about top-down viewing, and this will be addressed in the next section. 

Duchowski (2017) argues that if the consumers’ cognitive and perceptual processes are understood, 

the knowledge can aid marketers when directing marketing resources. Duchowski (2017) argues 

that this knowledge can be gathered through the use of eye tracking.  
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In relation to the discussion of patterns of fixation, Land and Tatler (2009) argue that there are two 

schools of thought on this subject, namely bottom-up and top-down viewing. Bottom-up argues that 

specific eye movements happen because of the presence of salient objects that ‘catch the eye’. Top-

down, reversely, argues that eye movements are highly influenced by an individual’s behaviour and 

thoughts, and not just controlled by what the viewer sees in the image. Thus, it is argued that salient 

objects have the ability of catching the attention of the viewer’s eyes, but it is not clear if eye 

movements happen solely because of these. In this study, the assumption was that Baby Boomers 

especially would be drawn to the faces of the gender neutral models because their look, arguably, is 

different from what they usually see in advertising. Conversely, the assumption was that Gen Z 

would be less aware of the face of the model and instead focus more on the clothing products 

because they are more used to seeing this particular look. 

  

However, the results showed that this was not the case. If the hypotheses had been confirmed, it 

could have been discussed if the bottom-up viewing had been the most prominent way of viewing 

for our participants, as the participants would have been drawn to what they might see as salient 

objects. Nevertheless, this was not the case, which indicates a more top-down viewing approach. In 

other words, our participants seemed to have very similar patterns of fixation. Again, it is argued 

that the instructions given to the participants before the experiment could have increased this 

similarity between the generations as well as a top-down viewing, as the participants had a 

particular task in mind when viewing the imagery, namely rating the clothing items and knowing 

the study was about fashion and advertising. 

  

Another reason for using eye tracking is based on Pieters and Wedel (2008), who claim that viewers 

have limited awareness of their eye movements during a task performance. This is one of the 

reasons why we chose to use eye tracking, as we wished to investigate the underlying processes 

when people view imagery. However, due to the Covid-19 crisis, only nine participants were able to 

complete the eye tracking experiment, seven from Gen Z and two Baby Boomers. This is also an 

important limitation to mention in relation to H3 and H4. Because of the large difference between 

the number of participants in each group, we are aware that the results might have looked very 

different if we had been able to conduct our study with a minimum of 30 participants in total 

divided equally between the two generations. However, it is argued that the eye tracking results are 

still relevant to include in this study as they can indicate results for further research. 
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Furthermore, the descriptive analysis of FC (fixation count) and R (revisits) provided useful insights 

into developing the results from the eye tracking study. These results agree with the results 

presented in H3 and H4 focusing on FT (fixation time). The participants’ FC was higher for the 

bottom AOI, and the differences between the generations were not very significant in either the top 

or the bottom AOI. These results indicate the same as H3 and H4 did, that the generations have a 

fairly similar fixation pattern when looking at gender neutral imagery. Also, the participants’ R 

scores were higher in the bottom AOI, and the results were very alike. 

  

Conclusively, H3, H4 and the descriptive analysis of the eye tracking data showed that both 

generations seem to have similar fixation patterns when viewing gender neutral imagery. This did 

not correspond with our initial assumptions that there would be significant differences between the 

younger and the older generations in terms of FT, FC and R. However, it has been discussed that 

this might be due to a combination of instruction strategies and top-down viewing. Furthermore, the 

results are not completely generalisable due to the limited number of participants used in the eye 

tracking study. 

Conclusion 

Findings 

As endeavoured previously, the motivation behind the thesis was rooted in an initial curiosity to 

understand the emergence of new societal tendencies portrayed in the fashion world. Through our 

study, we aimed at challenging the preconceived effects of gender neutral imagery. As a result, we 

argue that we have gained a deeper understanding of brands’ motivations to adopt this particular 

strategy into their advertising efforts.   

 

More specifically, this thesis has investigated the relationship between gender neutrality and the 

perception of clothing products. The thesis has explored the differences between two generations, 

Gen Z and Baby Boomers, in terms of their views on gender neutrality being used in a fashion and 

advertising context. 
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The relationship between gender neutrality in fashion and the generations’ perception of clothing 

products has been examined using eye tracking, a survey, questionnaires and interviews in order to 

answer the research question: 

  

To what extent does gender neutral imagery in fashion advertising influence the perception of 

clothing products? 

  

In order to answer this complex research question, four main hypotheses and sub-hypotheses were 

developed. The hypotheses are: 

 

H1a: Gen Z will show on average higher 

valence, arousal and interest scores for 

gender neutral imagery than gender binary 

imagery. 

  

H1b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than gender 

neutral imagery. 

  

H1b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than gender 

neutral imagery. 

  

H2b: Baby Boomers will show on average 

higher valence, arousal and interest scores 

for gender binary imagery than Gen Z. 

  

H3a: Gen Z will show on average higher FT 

towards the advertised product opposed to 

the model in gender neutral advertising. 

  

H3b: Baby Boomers will show on average 

higher FT towards the model opposed to the 

advertised product in gender neutral 

advertising. 

  

H4a: Gen Z will show on average higher FT 

towards the advertised product than Baby 

Boomers in gender neutral advertising. 

  

H4b: Baby Boomers will show on average 

higher FT towards the model than Gen Z in 

gender neutral advertising 
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The first two hypotheses, H1 and H2, focused on the valence, arousal and interest scores collected 

from 55 participants in both the survey and the eye tracking experiment. The hypotheses aimed to 

test for significant differences between and within the generations, also comparing gender neutral 

and gender binary imagery. 

  

The results revealed that both generations significantly preferred gender binary imagery compared 

to gender neutral imagery measured in each generation’s valence and arousal scores. No 

significance was found in the interest scores for Gen Z in H1a, but Baby Boomers did have a 

significant preference for gender binary clothes. When comparing the two generations, it became 

clear than Gen Z significantly preferred gender neutral imagery compared to Baby Boomers. 

Furthermore, it became clear that there were not any large differences between the two generations’ 

preference for gender binary imagery. 

  

The last two hypotheses, H3 and H4, aimed to investigate the data derived from the eye tracking 

experiment. More specifically, the hypotheses aimed to explore any possible significant differences 

between the two generations in terms of FT in each AOI. In these hypotheses, the focus was solely 

on investigating gender neutral imagery. 

  

The results showed that both generations had focused their eyes mostly on the clothing products in 

the bottom AOI. Furthermore, even though Gen Z had focused their eyes for a higher number of 

milliseconds in the bottom AOI, the results were not significant. Furthermore, it was discovered that 

Gen Z had focused their eyes more in the top AOI than Baby Boomers. 

  

In this study, the quantitative data are the primary source of data collected. However, both focus 

group interviews and follow-up questions were used to gather valuable qualitative data to support 

and expand the results found in the quantitative parts of the study. This was done in alignment with 

the triangulation design of this study, thereby investigating a complex topic from various angles and 

thus, arguably, allowing us to produce well-supported arguments and conclusions to the research 

question. 

  

Initially, the focus group interviews provided valuable insights into the main topic of this study, 

namely gender neutrality in fashion. The results revealed that, on one hand, Baby Boomers were not 



 117 

in agreement when it comes to the topic of gender neutrality in fashion. Most had noticed a shift in 

society in terms of gender representation. Some expressed interest and acceptance towards an 

increasingly diversified fashion scene, and others had difficulties accepting that gender neutrality is 

gaining popularity. It seemed that this generation was far apart in terms of seeing this topic quite 

differently. 

  

Gen Z, on the other hand, were closer to each other in terms of their opinions towards gender 

neutrality. The focus group interview revealed both positive and neutral opinions on the topic. Some 

had noticed a change in the fashion advertising industry, while others had not really noticed it. 

However, it was clear that Gen Z were generally more positive towards gender neutrality than Baby 

Boomers. Furthermore, Gen Z participants agreed that overall, their purchase decisions were not 

influenced by any gender but rather their own personal style. 

  

In many ways, the results from the follow-up questions mirrored the initial findings discovered in 

the focus group interviews. Gen Z revealed how they see a value in gender neutral imagery, and this 

to a much larger extent than Baby Boomers. Again, the results also showed that some Baby 

Boomers were positive towards gender neutrality, but again, it seemed that this generation tends to, 

to a larger degree than Gen Z, show conflicting opinions. 

  

However, an interesting and previously unstudied notion emerged from the follow-up questions 

answered by Gen Z. Here, it became clear that some Gen Z participants value authenticity when 

purchasing a clothing product. In relation to this, many Gen Z participants stated that gender 

neutrality only works if it is used in a believable advertising context, and not just being used as a 

strategic tool. 

  

Conclusively, the findings of this study ultimately lead to competently answering the research 

question: 

  

To what extent does gender neutral imagery in fashion advertising influence the perception of 

clothing products? 
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The results show many different opinions and views of gender neutrality being used in fashion 

advertising, also between generations. It seems that both generations’ perceptions are, to different 

degrees, influenced by gender neutrality when choosing to purchase a clothing product. The results 

show that Gen Z has a clear preference for gender neutral imagery compared to Baby Boomers, 

which could indicate a larger degree of acceptance towards gender neutrality in fashion from this 

generation. Furthermore, it could be argued that gender neutrality, in some cases, might influence 

the Baby Boomers’ purchase decisions negatively and make them less likely to purchase the 

clothing product. All in all, the results reveal valuable insights into the complexity of gender 

representation in advertising, and how preferences for gender styles are changing between 

generations. 

Limitations 

Naturally, exploring a complex topic such as gender neutrality in fashion using only 55 participants 

and various research methods, due to unfortunate circumstances, this study should function as a 

pilot study. The following sections will seek to outline the main limitations of this study. 

  

Generations and demographics 

An obvious limitation of this study is the choice to generalise and compare two generations without 

taking into account other aspects of the participants than their nationality, age and gender. As 

discovered, there are many conflicting opinions within each generation which underpins the 

limitation of generalising participant groups. However, it was done in order to investigate any 

overall difference between age groups, and we would argue that this study was successful in doing 

so. Furthermore, the studies used to describe the generations are mostly based on the U.S. 

population, which is another limitation as there are cultural differences between Danes and 

Americans. However, as discussed earlier, authors argue that their generational research could be 

generalised throughout much of the Western world, which is why their definitions were included. 

  

Furthermore, we chose to focus on very few demographic traits of each participant, and we did not 

distinguish between participants’ gender, only their age. The study ended up with a large percentage 

of female participants, and ideally, it would have been preferred to have more equal demographics 

in each generation. 
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Covid-19 and methods 

Another crucial limitation of this study occurred following the Covid-19 crisis and the following 

shut-down of CBS. This led to quite a large lack of participants in the eye tracking part of this 

study, which was meant to include a minimum of 30 participants. We ended up gathering eye 

tracking data from nine participants, which meant that we had to change the course of our study. 

Also, in relation to the eye tracking part of this study and H3 and H4, it is a limitation that we had 

so few participants’ data to analyse statically. Arguably, more participants in each generation could 

have resulted in more statistically significant results. 

  

We decided to rearrange our entire eye tracking experiment in a survey, which would then serve the 

purpose of gathering valence, arousal and interest scores from participants when viewing all 32 

images. However, this development in our thesis has its own limits. We were no longer able to 

conduct an experiment in a controlled setting as we had done with the eye tracking participants. 

  

This means that we have not been able to control how long the participants have viewed each photo, 

or how long they took to complete the survey. Furthermore, we were not able to conduct one-on-

one immediate follow-up interviews with participants in person, which forced us to include the 

follow-up questions in the end of the survey. Obviously, this is not an optimal way of gathering 

qualitative data, and we are sure that our qualitative data would have been of much better quality if 

we had been able to conduct all interviews in person. However, as the main data of this study 

consist of quantitative data from valence, arousal and interest scores, we were still satisfied with the 

survey as it allowed us to keep out main focus of this study, namely investigating gender neutral 

imagery. Furthermore, the survey allowed us to have a final participant count of 55 which we are 

satisfied with. 

  

In relation to the methods part of this study, another limitation is the fact that all 32 images were 

chosen by us as researchers. This means that the images are clearly biased towards what we see as 

gender neutrality, gender binary and fillers, and we are aware that other people might not share 

these views. However, we tried to diversify the looks and styles in the images in order to balance 

out specific preferences between and amongst participants. In other words, we tried to include 

something for everyone, which we are aware might not have been the case. 
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Managerial implications 

As mentioned, it was predicted that our study would reveal both practical and academic managerial 

outcomes. This is highly reinforced as the topic of gender neutral imagery has not been framed in a 

similar manner prior to our research. Rather than studying the effects of gender neutral imagery, the 

majority of previous studies have focused on gender neutral language. In light of these arguments, 

this section will aim to clarify the practical and academic contributions that this study has provided. 

  

Through our study, we have presented and exposed many central points of discussion. In line with 

our preconceived arguments, it was addressed how there indeed exists a difference between Gen Z 

and Baby Boomers and how they perceive gender neutral imagery in fashion advertising. 

  

Accordingly, it was previously established how it is predicted that a shift of new gender distinctions 

will enable a disruption in the landscape of which industries, like the fashion industry, will operate 

in a future scenario. Namely, it is accentuated how our study can provide brands with specific 

knowledge and tools as to how they might choose to study the effects of applying new gender 

distinctions into their advertising strategies. Notably, it is further stressed how our method can be 

applied to other gender contexts that does not revolve around gender neutrality. Specifically, with 

the use of survey, eye tracking and interview methodology, our study showed how a sequential 

approach can be applied to create an extensive outlook on societal issues that both challenges and 

illuminates various layers of a topic. Additionally, if following the speed of the development in 

gender discussions, it is predicted that younger generations to a higher degree in the future will 

demand an even more inclusive gender approach from the creative industries, in which our 

approach will benefit further research.  

  

As an additional managerial implication, it should also be addressed how the exploration of Gen Z 

can benefit many brands, stakeholders and companies in various industries. This is argued, as Gen Z 

is viewed upon as an important and distinctive consumer who arguably will influence consumer 

patterns presently and in the nearest future. Therefore, it also stressed that our research methods and 

results can illuminate, not only the traits of the Gen Z consumer, but also a methodology that can 

increase knowledge about the consumer in general. Thus, a development in consumer research in 

regard to younger generations are encouraged. Moreover, at times, conflicting opinions in each 
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generational category further proved that there are significant differences within each generation. 

This is also an important factor when studying consumer patterns from a generational standpoint. 

  

Conclusively, it is argued that a greater involvement in today’s gender bending movement indeed 

can help sustain broadened perspectives of gender distinctions in the future. Supplementary, this 

might increase a level of societal and social awareness towards the gender minorities that exist and 

seem to evolve rapidly on a global scale. Perhaps it might even push the boundaries even further as 

to what constellations of genders one might identify (or not identify) (Sanders, 2019). 

  

This study leaves a question mark as it begs the questions: Is the involvement of the creative 

industries enough? Must we dig even deeper and invest beyond the mere boundaries of fashion and 

advertising in order to gain a full scope of the effectiveness of gender neutrality? 

Future research 

With the premise of illuminating the effects of gender neutral imagery, this study aimed to shed 

light how generational distinctions might influence the perception gender neutral imagery. Within 

the scope, it is addressed how consumer research in the future might benefit from challenging the 

distinctions even further within each generation. This is argued as we exposed, and as mentioned 

prior, how there exist many contradicting opinions within this study’s participant groups. 

 

Moreover, it was previously mentioned that we initially wanted to discover the differences between 

generations closer to each other. This could be Gen Z versus Millennials. From a viewpoint of 

progression, the motivation is rooted in a curiosity to expose when the argued shift in the gender 

discussion has occurred, and if the generations closely related have various consumer patterns and 

interests. A subject that still serves a relevant research subject. 

  

Following the development in our neighbouring countries, it would also be interesting to see if their 

anti-stereotyping efforts have benefitted the advertising scene. In this regard, we propose a 

comparison with a country that is yet to adopt similar authorities and regulations. 

 

Following in the lines of a comparison to other countries, it would also be interesting to discover to 

which extent culture influences the participant’s notions of gender neutral advertising. In line with 
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Hofstede (1980) and his cultural dimensions, it is predicted that gender is very likely to vary 

depending on the cultural context. Interesting, in this regard, would also be a specific development 

of Hofstede’s dimensions including and exploring a 6th dimension, in which gender is included.   

In light of our attempt to include substantial eye tracking evidence, we point towards how future 

research would benefit from including a larger number of participants in order to gain an extensive 

outlook on their cognitive patterns. Along with that, the thesis also aims at motivating other 

researchers to include neuroscientific tools in their methodological framework. In this context, it is 

further argued that researchers should maximise the potential of the eye tracker by including further 

techniques such as biosensors and other related eye tracking efforts.   

By exploring the topic of how gender can change the perception of products even further, it is 

argued that future research will provide brands, companies and stakeholders with useful tools that 

have the potential to challenge the fixed distinctions of gender, as well as encouraging important 

societal discussions. 
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Totême (2019). “New season delivery”. instagram.com. Last viewed: 16 February 2020. Retrieved 
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NLY Shoes (n.d.). “Chunky Chelsea Boot”. nelly.com. Last viewed: 16 February 2020. Retrieved 
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Image 14: 
NLY Accessories (n.d.). “Ring Belt”. nelly.com. Last viewed: 16 February 2020. Retrieved from: 
https://nelly.com/dk/t%C3%B8j-til-kvinder/tilbeh%C3%B8r/b%C3%A6lter-/nly-accessories-
384/ring-belt-321944-0014/ 
 

 
 
 
 
 
Image 15: 
ASOS Design (n.d.). “Chunky ribstrikket bodycon med ringdetalje”. asos.com. Last viewed: 16 
February 2020. Retrieved from: https://www.asos.com/dk/asos-design/chunky-ribstrikket-bodycon-
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design/prd/12140525?clr=ivory&colourWayId=16437159&SearchQuery=asos%20design%20kjole 
 

 
 
 
Image 16: 
Acne Studios (n.d.). “Pilled melange sweater pastel green melange”. acnestudios.com. Last viewed: 
16 February 2020. Retrieved from: https://www.acnestudios.com/dk/en/pilled-melange-sweater-
pastel-green-melange/B60112-BOU.html?categid=man-knitwear 
 

 
 
 
 
 
 
Image 17SF: (stereotypical female) 
NLY Trend (n.d.). “Puff Sleeve Dress”. nelly.com. Last viewed: 16 February 2020. Retrieved from: 
https://nelly.com/dk/t%C3%B8j-til-kvinder/t%C3%B8j/festkjoler/nly-trend-917/puff-sleeve-dress-
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Image 18: 
Ralph Lauren (n.d.). “Hampton Relaxed Straight Jean”. ralphlauren.eu. Last viewed: 16 February 
2020. Retrieved from: https://www.ralphlauren.eu/dk/en/hampton-relaxed-straight-jean-
461550.html?dwvar461550_colorname=Black&cgid=men-curated-
denimshop&webcat=MEN%2FInspiration%2FThe%20Denim%20Shop#webcat=men%7Cfeatures
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Hope (n.d.). “Blue Shirt”. hope-sthlm.com. Last viewed: 16 February 2020. Retrieved from: 
https://hope-sthlm.com/dk/true-sweater-blue-39906 
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Image 20: 
ASOS Design (n.d.). “Mellemgrå habitjakke i smal pasform”. asos.com. Last viewed: 16 February 
2020. Retrieved from: https://www.asos.com/dk/asos-design/mellemgra-habitjakke-i-smal-pasform-
fra-asos-design/prd/13618815?clr=gra&colourWayId=16552067&SearchQuery=&cid=27110 
 

 
 
 
 
 
 
 
 
Image 21: 
Polo Ralph Lauren (n.d.). “Wool Scarf”. nlyman.com. Last viewed: 16 February 2020. Retrieved 
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Image 22: 
Polo Ralph Lauren (n.d.). “Cable-Knit Cashmere Jumper”. ralphlauren.eu. Last viewed: 16 
February 2020. Retrieved from: https://www.ralphlauren.eu/dk/en/cable-knit-cashmere-jumper-
506779.html?cgid=men-new-
arrivals&dwvar506779_colorname=Camel%20Melange&webcat=MEN%2FInspiration%2FNew%
20Arrivals#webcat=men%7Cfeatures%7CNew+Arrivals&start=1&cgid=men-new-arrivals 
 

 
 
 
 
 
 
Image 23: 
Weekday (n.d.). “Barrel Relaxed Tapered Jeans”. weekday.com. Last viewed: 16 February 2020. 
Retrieved from: https://www.weekday.com/en_dkk/men/jeans/product.barrel-relaxed-tapered-jeans-
black.0840932005.html 
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Image 24: 
NLY Trend (n.d.). “Sleeve Focus Top”. nelly.com. Last viewed: 16 February 2020. Retrieved from: 
https://nelly.com/dk/t%C3%B8j-til-kvinder/t%C3%B8j/toppe/nly-trend-917/sleeve-focus-top-
092325-0014/ 
 

 
 
 
 
 
 
 
 
Image 25: 
Rains (n.d.). “Weekend Bag”. nlyman.com. Last viewed: 16 February 2020. Retrieved from: 
https://nlyman.com/dk/t%C3%B8j-til-m%C3%A6nd/tilbeh%C3%B8r/tasker/rains-2508/weekend-
bag-250251-0426/ 
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Image 26: 
2NDDAY (n.d.). “2ND Believe”. nelly.com. Last viewed: 16 February 2020. Retrieved from: 
https://nelly.com/dk/t%C3%B8j-til-kvinder/t%C3%B8j/kjoler/2ndday-1109/2nd-believe-094434-
0426/ 
 

 
 
 
 
 
 
Image 27: 
Acne Studios (n.d.). “Double-wool belted coat black”. acnestudios.com. Last viewed: 16 February 
2020. Retrieved from: https://www.acnestudios.com/dk/en/double-wool-belted-coat-black/A90185-
900.html?categid=woman-outerwear 
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Image 28: (28SM) 
Tommy Hilfiger (n.d.). “TH Flex Slim Fit Blazer”. dk.tommy.com. Last viewed: 16 February 2020. 
Retrieved from: https://dk.tommy.com/th-flex-slim-fit-blazer-tt0tt05488415 
 

 
 
 
 
 
 
 
 
 
Image 29: (29B) 
Pieces (n.d.). “PCCOMET Suede Gloves”. nelly.com. Last viewed: 16 February 2020. Retrieved 
from: https://nelly.com/dk/t%C3%B8j-til-kvinder/tilbeh%C3%B8r/beanies-scarves-gloves/pieces-
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Image 30: 
Faithful (n.d.). “Donna”. nelly.com. Last viewed: 16 February 2020. Retrieved from: 
https://www.asos.com/dk/faithfull-the-brand/faithfull-donna-blomstret-kortrmet-rynket-
minikjole/prd/13545173?clr=blagrn-
blomsterprint&colourWayId=16545694&SearchQuery=&cid=13508 
 

 
 
 
 
 
Image 31: (31GNF) 
Totême (n.d.). “Lombardy shorts eggshell structure”. tommy.com. Last viewed: 16 February 2020. 
Retrieved from: https://toteme-studio.com/product/lombardy-shorts-eggshell-structure/ 
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Image 32: (32B) 
Topman (n.d.). “Lambswool Beanie”. nlyman.com. Last viewed: 16 February 2020. Retrieved from: 
https://nlyman.com/dk/t%C3%B8j-til-m%C3%A6nd/tilbeh%C3%B8r/huer/topman-
200918/lambswool-beanie-152370-3843/ 
 

 
 

Appendix 2: Focus group interviews 

Baby Boomers: 

Focus group interview guide:  

1. What is your general opinion towards gender neutral images being used in fashion 

advertising? 
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2. Have you noticed a current debate or a shift in opinions about the representation of gender in 

society? 

3. Do you have an opinion about which gender representation you prefer? 

4. Do you find it would be more acceptable to wear a gender neutral look if you saw a 

celebrity, influencer wearing the look? 

 

Baby Boomers:  

 

Interviewer: What is your general opinion towards gender neutral images being used in fashion 

advertising? 

 

Fbb1:  “The most important factor is if the clothes look cool. It doesn’t really matter whether it is a 

man or a woman. Sometimes it might matter, for instance if I was looking for a bridal gown or a 

gown in general that are meant to fit me in a certain way, then I would prefer a female model that I 

could relate to.” 

 

Mbb1: I think it fits another man than me. But with the ladies, it is not clothing that I would want to 

wear, but it might be clothes that I would buy for my wife. I feel like the men’s clothing (from the 

pictures) talked to me because it is something that I would want to wear myself. The casual men 

also talked to me because I also try to be more casual sometimes. However, I felt like one of the 

guys (binary gender) were actually too buff which kind of bothered me because it poked at my own 

confidence and insecurities.  

 

Fbb2: It is fine. But I don’t understand that one has the need to favor the minority because they have 

a different sexuality. I am old fashioned, and I prefer female clothes on women, and male clothes on 

men. I can easily buy an outfit that is presented on a gender neutral person, but I prefer that the 

clothes is on a man or woman, that does not strive to look like a gender neutral person.  

 

Fbb3: I think it is ok with gender neutrality, in that way you reach a broader audience.  

 

Interviewer: It is very interesting hearing your opinion. What about the rest of you? 

 



 146 

Mbb2: Not a fan of the androgynous looks. But it provokes me that several male models are 

in business suits which is often not the case for female models portrayed in fashion 

advertising.  

 

Fbb4: I don't really care about clothes. So I do not care about the fashion aesthetics or the 

looks.  

 

Interviewer: Very nice. Thank you. Have you noticed a current debate or a shift in opinions 

about the representation of gender in society? 

 

Fbb2: Yes. I have seen fashion brands exclusively choosing gender neutral clothing. But I 

would be quite annoyed if it became a trend. 

 

Fbb5: I think it is a positive development and I think everyone should be represented in the 

fashion industry, both gender neutrality, but also feminine and masculine stereotypes, for 

instance in the lingerie industry. I think it might depend on what kind of body type you have. 

I also think that all women have a masculine side, and gender neutrality might not be that far 

from us. But it is not something that has been part of our upbringing. We have learned to be 

either female or male. I might have a hard time seeing a skirt on a male model. Unless the 

male is very feminine. But if the male model was very masculine, I think I would find it 

amusing.  

 

Interviewer: Do you have an opinion about which gender representation you prefer? 

 

Mbb1: I don’t think gender neutral models appeal to me and I would be less likely to buy the 

clothes. But I can definitely see a gay person or transsexual person that wear great clothes. 

But I have to overcome the fear of being attracted to a person who turns out being a man.  

 

Fbb3: I think that it is great gender neutral models and campaigns. It gives a sense of larger 

freedom towards the younger generation that can’t seem to fit in with the fashion landscape 

of today. I think that it is important that we get as many different models as possible, in order 
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to praise diversity in the society - though, highlighting that it is the clothes that is supposed to 

be sold, and not the model.” 

 

Fbb5: It depends on the clothes. In the case of lingerie or a nice, elegant evening dress I 

would prefer seeing it on a stereotypical female model, because it has a feminine signal value 

in my opinion. But in the majority of cases, I buy clothes because of the cut, color, pattern or 

because it fits my personal taste and style. No matter what, I find that it is the clothes that is 

the most important factor.   

 

Interviewer: Alright. Do you think celebrities, or other types of influencers can have an effect 

on general societal fashion trends, like gender neutrality? 

 

Fbb1 Yes. I would think so – in terms of the younger generation. But if I saw my husband, 

not so much. Depends on the person wearing it.  

 

Fbb5: I think most people are attracted to clothes worn by beautiful people. But for me – I would be 

more inclined to wear clothes worn by the binary gender.    

 

Gen Z:  
Focus group interview guide:  
 

1. What is your general opinion towards gender neutral images being used in fashion 
advertising? 
 

2. Have you noticed a current debate or a shift in opinions about the representation of gender in 
society? 
 

3. Do you have an opinion about which gender representation you prefer? 
 

4. In your opinion, where is the gender neutral look the most present (high fashion/high street 
advertising)? 
 

5. Would this wave of gender neutral imagery in fashion advertising influence your purchase 
decision?  
 

6. Do you find it would be more acceptable to wear a gender neutral look if you saw a 
celebrity, influencer wearing a the look? 
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7. If the lines became gender lines became blurrier in the future, how would you buy clothes? 

 
 
 
Gen Z:  
 
Interviewer: What is your general opinion towards gender neutral images being used in fashion 
advertising? 
 
F1genz: I do not really have an opinion on this. Usually, when shopping online, you have to choose 
between male or female clothing. In these cases, I always chose female because it is what I am. But 
when I am in physical stores, I do sometimes buy from the men’s department if I find an item I like, 
for instance t-shirts. There are also places where you can shop unisex. 
 
 M2genz: Personally, when I go shopping, I think I prefer to see more masculine models. But I 
don’t mind if the men are more feminine… However, I don’t think I would buy clothes that a 
female model were wearing.  
 
Interviewer: Interesting. What about the rest of you? 
 
F2genz: I think that I am more positive towards the gender neutral looks in regard to the specific 
images you showed us. Also generally speaking, I think I like the neutral denim pants and oversized 
t-shirt look more than a girly summer dress. 
 
F3genz: I agree with F2genz.I think the very girly clothes are a bit too much and it is not really my 
style. It is not for me. I like the cool black jacket and more basic look. The more boyish the clothes 
are, the more I can identity, compared to the more girly, flowery clothes. 
 
F4genz: I personally think I am more positive towards the more gender neutral models as well. 
 
Interviewer: What about you, M1genz? 
 
M1genz: It is not something I have noticed that much. It doesn't play a significant role.   
 
Interviewer: Thank you, very helpful. So on a less specific note, have you guys noticed a current 
debate or a shift in opinions about the representation of gender in society? And furthermore, do you 
have an opinion about which gender representation you prefer?  
 
F2genz: I think I am more positive towards the gender neutral looks. But it is not something that i 
have thought about from a societal perspective.  
 
F1genz:  I like it very much. But when I am shopping online, I think it is easier to see if the clothes 
would fit when there is a female model because of the body differences. But otherwise it doesn’t 
really matter whether the clothes are made for men or women.  
 
F4genz: Yes, I have definitely noticed this. For instance, I work with brands like Gucci and 
Balenciaga who all have used gender neutrality in their shows and clothing lines. I do not feel like I 
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have seen it that much with brands like Zara and H&M. I feel like luxury brands are a bit bolder… 
and someone has to start”. 
 
Interviewer: Do you agree with the fact, that gender neutral looks are more present in high fashion 
advertising? 
 
M1genz: Yeah same here.  
 
Interviewer: What about you, F2genz? Have you noticed a change? 
 
F3genz: “I think it is very positive, the fact that everyone can wear the same because when I was 
younger, I felt that it might be a bit weird to buy clothes from the men’s department even though I 
liked it. But now I feel that a lot of clothes are made in a more boyish style even though they are in 
the women’s department. I feel that the clothes are more unisex and that is very nice because I don’t 
have to think about if I’m wearing boy’s clothes or girl’s clothes. I feel like this has become much 
more normal”. 
 
Interviewer: So you feel that there might have been a shift towards more gender neutral clothing? 
 
F3genz: Yes, I feel that many brands have made women’s clothing more masculine and men’s 
clothing more relaxed and gender neutral instead of the trends being very feminine or masculine. It 
has become very normal for both genders to wear the same clothes. 
 
M2genz: I agree, definitely. I have noticed it a lot. However, I have especially, noticed a lot of male 
models becoming more feminine to the point where I can be in doubt about whether it is a male or a 
female person. So I definitely see a new trend in society. I find it a bit distracting because it is not 
always clear what someone is trying to sell - is it male or female clothing, or is it gender neutral?  
 
Interviewer: Would this wave of gender neutrality influence your purchase decision?  
 
Fgenz4: No, I don’t think so. I think it is a positive development, but I do not think it will influence 
the clothes I will buy. 
 
M1genz: Even though I have noticed that there is more gender-neutral models and more brands are 
starting to launch unisex clothing lines, I don’t know if it makes a difference in my purchase 
decisions - I still just buy what I like. 
 
Interviewer: If, in the future, the lines will be more blurred, how would you buy clothes? 
 
M2genz: Yes, and I definitely do not mind this look. Actually, some of my friends sometimes 
comment on whether I have borrowed by girlfriend’s or sister’s clothes so it is definitely not a 
problem for me. However, I still identify as male and I like to see the clothes I buy on men so that I 
know that this clothing is something that men wear. I do not want to wear female clothing. 
However, if I see a person like Harry Styles wearing something, I would be more likely to purchase 
something similar. 
 
F3genz: I am definitely more into the gender neutral look, but it is probably also because my 
personal style is very far from the classic indication of femininity, namely the girly/ pinkish/ flower 
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clothing. I am much more a fan of clothing that still fits the body well but without all the extra 
indicators that something is feminine.  
 
M2genz: I think I would be more and more open to different styles. However, I do prefer some kind 
of line between male and female clothes. But the more society moves towards gender neutrality, the 
more it will be generally accepted”. 
 
F4genz: No, I just don’t think I care that much about the model... if the clothes are interesting. I 
mean, yeah, it always helps if a model looks good, but I do not think it would influence me.  
 

Appendix 3: Coding trees 

 

 

 

 



“I agree, definitely. 
 

Gender neutral imagery 

Societal shift in gender 
representations 

Purchase decision 

 
Future gender style 

scenarios 
 

Positive  

Impartial 
 

Acknowledgement  

 
Reluctancy 

 

Blurrier lines 

 “I think that I am more positive towards 
the gender neutral looks in regard to the 
specific images you showed us (…)” 
”I personally think I am more positive 
towards the more gender neutral models 
as well”. 
 
 
 
 
 

 

“I do not really have an opinion on this. 
Usually, when shopping online, you have 
to choose between male or female 
clothing. In these cases, I always chose 
female because it is what I am (…)”. 
 
“It is not something I have noticed that 
much. It doesn't play a significant role”.   
 

“Yes, I have definitely noticed this. For 
instance, I work with brands like Gucci 
and Balenciaga who all have used gender 
neutrality in their shows and clothing 
lines.(…)” 
 
I agree, definitely. I have noticed it a 
lot(…)” 
 
 
 
 
 
 
 
 
 
 
 

 

“Yes. I would think so – in terms of the 
younger generation. But if I saw my 
husband, not so much. Depends on the 
person wearing it.” 
 
 
 
 
  

“No, I don’t think so. I think it is a 
positive development, but I do not think it 
will influence the clothes I will buy”. 
 
”Even though I have noticed that there an 
increase of gender neutral models and 
more brands are starting to launch unisex 
clothing lines, I don’t know if it makes a 
difference in my purchase decisions - I 
still just buy what I like.” 
 
 
 

 

Personal style 

“I think most people are attracted to 
clothes worn by beautiful people. But for 
me – I would be more inclined to wear 
clothes worn by the binary gender.” 

 



 

Gender neutral imagery 

Societal shift in gender 
representations 

Preffered gender 
representation 

 
Influencer power 

 

Acceptance 

 
Puzzled 

 

Acknowledgement  

 
Connection between 

self and image 
 

Depends on the 
context 

 ”If I think the clothes are cool, that 
would be the most important factor. It 
doesn’t really matter whether it is a man 
or a woman.”  

“I think it is fine for me (...)” 
  
  
  

“I think it is ok with gender neutrality, in that 
way you reach a broader audience.”  

 
 
 

  
  
   

“I think it is ok with gender neutrality, in that 
way you reach a broader audience.”  

 
 
 
 
 
 
 
 

 

”It is fine. But I don’t understand that one 
has the need to favour the minority 
because they have a different sexuality.” 

“I am not a fan of the androgynous looks. 
But it provokes me that several male 
models are in business suits which is often 
not case for female models.  

  

 
 ”I have seen fashion brands choosing 
exclusively gender neutral clothing. But I 
would be quite annoyed if it became a 
trend.”  

“I think it is a positive development and I 
think everyone should be represented in the 
fashion industry both gender neutrality, but 
also feminine and masculine.”  

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 

 ”Yes. I would think so – in terms of the 
younger generation. But if I saw my 
husband, not so much. Depends on the 
person wearing it.” 
 
“I think most people are attracted to 
clothes worn by beautiful people. But for 
me – I would be more inclined to wear 
clothes worn by the binary gender.” 
 
 
 
  

“I don’t think gender neutral models 
appeal to me and I would be less likely to 
buy the clothes. But I can definitely see a 
gay person or transsexual person that 
wear great clothes. But I have to 
overcome the fear of being attracted to a 
person who turns out being a man.”  

 


