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Abstract 

Despite the growing trend of cross-gender brand extensions – masculine or feminine 
brands that extend to target the opposite gender – this managerial practice is not always 
successful on the marketplace. Prior research in Asia showed the impact of consumer 
biological sex on the evaluation of these extensions, with women more receptive than men. 

This study examines the effect of consumer biological sex but also consumer gender 
identity and gender role attitudes on the evaluation of cross-gender extensions, in western 
culture where the femininity/masculinity pattern is different from Asia. No effect of consumer 
biological sex is found. In contrast, the influence of gender role attitudes is shown: consumers 
with traditional gender role attitudes are significantly more reluctant to cross-gender 
extensions than consumers with egalitarian gender role attitudes. Finally, results indicate no 
effect of gender identity on this evaluation.   

 
Introduction 

 
Historically, many brands used to target one gender (Gillette or Petrole Hahn for men 

only, Rexona or Estée Lauder for women only), hence acquiring a gendered brand image [e.g. 
1, 2]. Many of these brands have now expanded to target the opposite sex, potentially 
doubling their sales, while limiting launch costs, with cross-gender extensions (Gillette Venus 
for Women razors, Rexona for Men deodorants). However this approach is not always 
fruitful: Lancôme is leader in feminine skin-care, while the extension Lancôme Men is only 
number five in masculine skin-care1 despite huge media investments. Similarly, Adidas 
Woman is less flourishing on the female target than on the male one.     

Yet consumer research on cross-gender brand extensions has been scarce. The impact 
of consumer biological sex on the evaluation of these extensions was shown by Jung & Lee 
[3], with women significantly more receptive than men. But this study was conducted in 
Asian countries displaying high degree of masculinity [4]: it is worth checking if it 
generalizes in western cultures, with different pattern of masculinity/femininity. 

In addition, no research has explored so far the influence of consumer gender on these 
extensions, beyond biological sex. Following Spence [5], most psychologists view gender as 
a multifactorial concept: two main factors of gender are gender identity (masculine and 
feminine personality traits) and gender role attitudes (attitudes vs the roles and responsibilities 
of men and women). In marketing literature, the effect of human gender on various 
consumption behaviors has been shown in diverse situations: many scholars revealed the 
impact of gender identity [6, 7, 8], some showed the influence of gender role attitudes [9]. 
The purpose of this study is to explore the potential effect of biological sex, gender identity 
and gender role attitudes on the evaluation of cross-gender brand extensions, in western 
culture. 

1 2011 value shares in France prestige distribution channel (NPD Group 2011). 
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Literature review and hypothesis 

 
The consumer gender and its influence on consumption behavior 

Biological sex defines humans by their physical features, genital organs and 
chromosomes. By contrast, gender is a socio-cultural concept, the set of characteristics and 
behaviors that a given society associate and ascribe differently to men and women [10]. Early 
conceptualizations saw gender as a unidimensional construct opposing masculine to feminine, 
but this changed with Bem [11], showing that masculine/feminine traits are two orthogonal 
dimensions coexisting at varying degrees within individuals. 

Later, Spence [5] conceptualized gender as a combination of multiple factors 
connected in a loosely way and interacting so that certain factors may be activated and 
influence human behavior in specific contexts, whilst others may not. These factors comprise 
mainly gender identity (the degree to which one identifies oneself with masculine/feminine 
personality traits) and gender role attitudes (individual attitudes vs the roles, rights and 
responsibilities of men and women). A large body of empirical research has supported this 
view of a multifactorial gender, leading most socio-psychologists to adopt it [12].  

Marketing literature has long been examining the impact of gender on consumer 
behavior. Significant findings have sometimes been mixed, but results are meaningful, 
provided gender is operationalized with the multifactorial approach and relevant in the 
research context [13]. Fisher & Arnold [14] showed that Christmas gift-giving behavior is 
explained both by gender role attitudes and gender identity, but not by sex. Gender identity of 
consumers has also been strongly linked to preference for masculine/feminine brands [15], 
preference for advertising displaying sex-role portrayals or evaluation of models in 
communication [7, 16, 17], and even donation behavior to in-groups and out-groups [18].  

 
Cross-gender brand extensions, consumer biological sex and gender 

The gender image of brands has been quoted by many key authors: McCracken [1], 
Aaker [2], Keller [19]. Grohmann [20] recently shows that brands possess gendered 
personalities, highlighting the bidimensionality of masculinity/femininity for brands via scale 
development. This replicates the bidimensionality of masculinity/femininity for humans 
demonstrated by Bem [11]. 

In the marketplace, there has been recently a growing trend to expand initially 
masculine or feminine brands to the opposite sex. Yet, results obtained by the extension in the 
new segment are not always as successful as in the initial one: some brands even had to 
withdraw their extension across gender2. Research is needed to better understand how 
consumers evaluate these offers and identify conditions for successful cross-gender 
extensions.  

Jung & Lee [3] showed the influence of the gender of the parent brand on the 
consumer evaluation of these extensions, with higher acceptance for the expansion from 
masculine to feminine than the other way round. They also revealed significant effect of 
consumer biological sex: women displayed a greater attitude towards the extension than men, 
a greater perception of overall fit, and directionally a greater attitude towards parent brand 
after extension. However limitations to their study exist, calling for further research. First, it 
was conducted in Korea and Singapore, countries with high degree of masculinity according 
to Hofstede [4]: it is crucial to examine western cultures, displaying a moderate level of 
masculinity/femininity. Second, their results were obtained with only two product categories, 
both possessing a moderately masculine and feminine image. It is important to check whether 

2 Like “Aubade Men” or “Eminence Women” in underwear, “Payot Men” or “Jeanne Gatineau Men” in male skin-care products.  
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this generalizes to product categories which can have either a high masculine or high feminine 
image, as revealed by Allison et al [21].  

Gender studies have suggested that men and women in western cultures hold a 
different view towards gender stereotypes, with men being more unfavorable towards 
femininity [22]. Therefore, following the results of Jung & Lee [3], men should be less 
favorable than women when they face a brand extension across gender: 

 
H1: In western cultures, women will be more favorable than men to cross-gender extensions, 
with a) greater attitude towards the extension, b) greater extension purchase intent, c) greater 
perception of overall fit, d) greater attitude towards parent brand after extension. 
 

In parallel, prior research has shown the effect of consumer gender on brand evaluation 
- beyond biological sex effect - in situations with gender-related content. The impact of 
consumer gender attitudes on the preference for masculine or feminine brands was revealed 
[9], and so was the effect of gender identity [15]. This suggests that both consumer gender 
role attitudes and gender identity could influence the evaluation of brand extensions to the 
masculine or to the feminine target. 

Moreover, psychologists indicate that behavior is affected by gender in situations 
where gender-related elements of the self-concept are stimulated: situations of gender 
salience [5]. Extending a brand to the opposite sex appears as such a situation: consumers 
have to cope with the new male (female) associations of the brand extension, opposite to the 
previous feminine (masculine) associations of the initial brand. It seems therefore logical to 
assume that consumers with traditional gender attitudes, who hold strong gender stereotypes, 
could react unfavorably to this extension. They should also have in return a more unfavorable 
attitude towards the parent brand after extension. Thus we predict:  

 
H2: Consumers with traditional gender role attitudes will be less favorable than those with 
liberal gender role attitudes to cross-gender brand extensions, with: a) lower attitude towards 
the extension, b) lower extension purchase intent, c) lower perception of overall fit, and d) 
lower attitude towards parent brand after extension. 
 

As for gender identity, Palan [13] suggests that it is pertinent to evaluate this variable 
in research contexts involving the instrumentality/expressiveness of the consumer. We posit 
that the situation of cross-gender extensions is such a context. Consumers with strong 
feminine or masculine identity should be more reluctant to these extensions than 
undifferentiated individuals (low in masculinity and femininity), or androgynous (with both 
high instrumental and expressive traits). Therefore H3 states:  

 
H3: Consumers with strong masculine or feminine identity will be less favorable than 
undifferentiated and androgynous consumers to cross-gender brand extensions, with: a) 
lower attitude towards the extension, b) lower extension purchase intent, c) lower perception 
of overall fit, and d) lower attitude towards parent brand after extension.  
 

Research Methodology 
 
Experimental design and sample 

An experimental study was run with fictitious cross-gender brand extensions from 
existing brands, as in prior literature on brand extensions [23, 24]. The study was conducted 
in France, since this country has a moderate level of masculinity/femininity [4], illustrative of 
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western cultures. A sample of 420 respondents was collected via internet (54% male and 46% 
female), thanks to the help of a panel test company. 

Diversity in the sample was obtained as regards age, with 39% of respondents aged 18-
29 years, 36% aged 30-49 years and 25% 50 years and above. Diversity was also reached as 
regards social classes, though not at a representative level vs country demographic data: 
intellectual occupations, executives and managers were overrepresented (37%) and so were 
students (17%), while employees (22%), workers (6%) or farmers (5%) were 
underrepresented. Importantly, results did not differ significantly between age groups: age 
was not an explanatory variable for the evaluation of cross-gender extensions. In addition, 
results did not vary among social classes.  
 
Experimental stimuli 

Three product categories were selected for the research, with the following criteria: 1) 
existence of well-known brands with strong gender image, 2) possibility to test cross-gender 
extension thanks to existing brands not yet expanded, 3) product categories with different 
gender image, to contrast with Jung & Lee [3]. This led us to choose: 1) face skincare 
(feminine image, possibility to test extension to the masculine), 2) shampoo (neutral gender 
image, possibility to test extension to the masculine), and 3) soda drinks (neutral image but 
possibility to test extension to the feminine).  

A pretest was then conducted to select one brand per product category. Brand 
candidates were first pre-identified by the researcher, then two convenience samples were 
recruited to evaluate the eight skincare brands (n=33, 60% female, 40% male), and the eight 
shampoo and soft-drinks brands (n=31, 65% female, 35% male). Objective of the pre-test was 
to select brands with 1) a strong gender image in their category, and 2) comparable scores in 
familiarity with and attitude towards the brand, to control these variables and allow a fair 
comparison of the extensions within different products, as per prior brand extension literature 
[23]. Brand familiarity was measured by a seven-point scale adapted from Klink & Smith 
[25], as brand attitude (transposed from Völckner & Sattler [26]). Brand gendered image was 
measured with two separate items on a seven-point scale (this brand has a masculine image, 
this brand has a feminine image), adapted from Allison et al. [21] and Debevec & Iyer [27]. 

Pre-test results led us to select three brands: Helena Rubinstein for face skin-care 
(Mfeminine=6.55), Carita for shampoo (Mfeminine=5.96), and Canada Dry for soft-drinks 
(Mmasculine=5.19). As per recent procedures in brand extension research [28], we developed 
for each brand a written concept, announcing the brand extension (e.g. respectively Helena 
Rubinstein for Men, Carita for Men, Canada Dry for Women) and describing product-range 
key features.  
 
Measures 

Gender role attitudes are broadly measured by psychologists but scarcely by marketing 
scholars [13]. We selected the GAI scale from Ashmore, Del Boca & Bilder [29], often used 
by recent psychological research [30]. It was transposed in French, using a back-translation 
approach. Reliability was α=.87 (vs .88 in [29]). Psychometric properties were further 
analyzed via maximum-likelihood confirmatory factor analysis, using Amos 18 with good 
results: CFI=0.89, NFI=0.88, IFI=0.89, GFI=0.89, RMSEA=0.076, ᵡ2(103)=353.8 (p=0.000). 

Gender identity was measured with the PAQ from Spence and her colleagues [31]. 
This measure shows good psychometric properties [32] and is broadly used by psychologists, 
while the BSRI from Bem [11] is mainly criticized. Our reliability was satisfactory and 
overall in line with recent results from Choi [32], though lower for the M scale (α=.74 vs 
α=.84 for the F scale).  
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Four dependent measures were evaluated. Attitude towards the extension was 
measured with items from Park, Milberg & Lawson [24], with good reliability (α=.91). 
Attitude towards the parent brand was assessed with the same items, once prior to show the 
extension to subjects, and secondly post extension, after exposing the respondents to the new 
concept of brand extension  (α=.93 and 0.95 respectively). Purchase intent of the extension 
was evaluated with items from Rangaswamy, Burke & Oliva [33], with α=.97. Fit was 
assessed with items from Keller & Aaker [34] and turned reliable (α=.93). 
 

Results 
 

Manipulation Check 
It was first important to check the consumer perception of the gender image of parent 

brands. This was measured with consumer agreement on two separate items (this brand has a 
masculine image, this brand has a feminine image) on a 7-point scale, adapted from previous 
literature [21, 27]. As expected from pretest results, Helena Rubinstein was perceived highly 
feminine (Mf=5.87, Mm=1.94), Carita feminine (Mf=5.14, Mm=2.48) and Canada Dry 
masculine (Mm=4.20, Mf=2.72). Perception of gender image did not differ between sexes 
(Mf=4.62 for women vs 4.34 for men, p=0.29 ns; Mm= 2.66 for women vs 3.19 for men, p=-
0.53 ns). Initial attitudes towards parent brands turned equally favorable for the brands (4.63 
for Helena Rubinstein, 4.84 for Carita and 4.57 for Canada Dry): hence it was not introduced 
as a covariate in the analysis. In addition, initial attitudes towards parent brands were checked 
for a possible effect of the consumer gender or biological sex. There was no effect of sex 
(F(1,415)=0.236, p=0.62), of gender identity (F(3,415)=2.068, p=0,10), or of gender role 
attitudes (F(1,415)=0.680, p=0.41). 
 
Hypothesis testing 

To test the hypothesis, an ANOVA was conducted using SPSS on the dependent 
variables. Contrarily to Jung & Lee [3], there was no significant effect of consumer biological 
sex on these variables. Men and women were similarly favorable to cross-gender extensions, 
with no effect on the attitude towards the extensions (F(1,415)=1.914, p=0.167), on the 
extension purchase intent (F(1,415)=0.00, p=0.985), or on the fit (F(1,415)=1.616, p=0.204). 
No effect of sex on the attitude towards parent brand post extension was found 
(F(1,415)=0.163, p=0.686). Therefore, hypothesis H1 was not supported. 

As predicted, gender role attitudes had a significant effect on the attitude towards the 
extensions (F(1,415)=211.6, p=0.00) and on their purchase intent (F(1,415)=88.49, p=0.00). 
Consumers with traditional gender attitudes displayed lower attitude towards the extensions 
and lower purchase intent than the “egalitarian” respondents (3.50 vs 4.68, and 3.19 vs 4.51 
respectively). The effect of gender attitudes on fit was only directional in the expected 
direction (F(1,415)=2.77, p=0.097), with  “traditional” consumers evaluating fit at a lower 
level than “egalitarian” (3.91 vs 4.15). 

Moreover, the impact of gender attitudes on the attitude towards parent brands post-
extension was significant (F(1,415)=3.93, p=0.048), “traditional” consumers being less 
favorable than “egalitarian” (4.28 vs 4.54). Table I details the means results for the different 
groups of individuals on our four dependent variables, for each separate brand.  Hence H2 
was supported overall (with only directional support for fit). 
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Table I. Means of the dependent variables for “traditional” vs “egalitarian” consumers  
  Total Sample Helena Rubinstein Carita Canada Dry 
 Traditional Egalitarian Traditional Egalitarian Traditional Egalitarian Traditional Egalitarian 
Cell size 240 176 66 56 88 57 86 63 
Attitude vs 
extension 

3.50 4.69 3.51 4.70 3.39 4.95 3.60 4.43 

Purchase 
intent 

3.19 4.31 2.71 4.21 3.07 4.55 3.62 4.19 

Perception of 
fit 

3.91 4.15 3.85 4.22 4.45 4.76 3.70 3.75 

Attitude vs 
parent brand 

4.27 4.54 4.42 5.03 4.18 4.40 3.72 4.18 

 
Finally, contrarily to expectations, we found no significant effect of consumer gender 

identity on the evaluation of cross-gender brand extensions. There was no effect on the 
attitude towards the extensions (F(1,415)=0.243, p=0.867), nor on purchase intent 
(F(1,415=1.171, p=0.32), nor on fit (F(1,415)= 1.557, p=0.199). Finally, no influence was 
observed on the attitude post extension towards parent brands (F(1,415)=2.068, p=0.104). 
Therefore H3 was not supported. 
 

Discussion and conclusion 
 

This study examined the impact of consumer gender identity, gender role attitudes and 
biological sex on the evaluation of cross-gender brand extensions, in a western culture. 
Contrarily to Jung & Lee [3] in Asia, we found no effect of biological sex on this evaluation: 
men were as receptive as women. Hence this variable appears not meaningful to explain the 
acceptance of cross-gender evaluations in western cultures: it is probable that our results 
would generalize to western countries with similar pattern of masculinity/femininity, and to 
countries with higher degree of femininity3.  

Second, as expected, gender role attitudes influence significantly the evaluation of 
cross-gender extensions: consumers with traditional gender attitudes are less favorable to 
them than “egalitarian” respondents. A reciprocal effect was also observed, with influence on 
the evaluation of parent brand post-extension. Thus, the gender attitudes construct appears 
relevant to explain consumer behaviour here, as in previous research on the preference for 
gendered brands [9]. Our study contributes to show the theoretical importance of this 
construct for consumer research, and the relevance of the GAI measure to evaluate it. To note, 
we found only a directional effect of gender attitudes on fit perception: this may be linked to 
the fact that the fit construct comprises only rational items (“corresponds well”, “seems 
logic”), whereas attitude and purchase intent both incorporate an affective dimension via their 
items. Thus the reactions of “traditional” consumers, with the affective dimension, may be 
stronger for attitude and purchase intent than fit, leading to a directional effect only for fit. 

Third, gender identity does not impact consumer acceptance of cross-gender brand 
extensions, contrarily to expectations. This adds to prior results in marketing literature, where 
gender identity was less meaningful than gender attitudes to explain consumer behaviors [14]. 
Spence [5] indicates that the PAQ and BSRI scales should be used only in contexts where 
instrumental/expressive traits are relevant. Indeed cross-gender extensions appear as a context 
where these traits are not pertinent. 

Finally, our study also indicates that in western cultures, consumer age has no effect on 
the appreciation of these extensions. Though this was not a specific objective of our study, 

3 France has a score of femininity slightly stronger than the US – yet lower than Sweden or Norway – and a moderate score of 
masculinity, while Korea and Singapore tested in Jung & Lee study [3] have high masculinity scores, according to Hofstede [4]. 
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this finding adds to our understanding of consumer behavior, and to Jung & Lee [3] who 
suggested that age could have an influence on the evaluation of cross-gender brand extensions 
but did not check it. 

This research provides also managerial implications. In western cultures, marketers 
can consider that these extensions can be accepted equally by men and women. Yet, 
consumers with traditional gender attitudes will be more reluctant: potential business is first 
limited to the “egalitarian” consumers, and market share objective for the new extension 
should reflect this restriction. Managers in charge of gendered brands with low market share 
should carefully consider expanding the franchise to the opposite sex, since business may be 
very limited. Managers launching a cross-gender extension could try to better target 
“egalitarian” individuals in selecting appropriate media channels, and in adjusting advertising 
execution to best reflect their expectations in terms of gender-role portraying or models [17]. 
Another direct implication of this research for managers is that age does not impact consumer 
acceptance of cross-gender brand extensions in western culture: hence specific products 
targeting senior consumers can be developed within the extension franchise. 

However there are some limitations to that study. We examined three product 
categories: it could be interesting to check if results generalize in more product categories 
with high masculine or feminine image. Second, our findings about gender role attitudes are 
limited to cultures with moderate masculinity/femininity. Future research could check 
whether they replicate in countries with higher scores in masculinity [4]. In addition, as 
“traditional” consumers are reluctant to cross-gender extensions, it seems probable that the 
stronger the gendered image of the parent brand, the stronger their reluctance. This seems an 
avenue for future research.   
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