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Abstract 

The vast majority of research based on brand gender has been developed focusing on 

consumers’ perspectives and behaviour. The implications of studying different 

perceptions of a brand’s gender can be related to brand equity, since this term is strongly 

associated with brand personality. Furthermore, as consumers reinforce themselves and 

their self-concept through brand identification, implications regarding self-representation 

are emphasized in terms of self-congruency having significant influence in brand-

customer relationships. During this thesis, a new holistic firm perspective approach was 

applied to brand gender. Acne Studios, iconic fashion brand based in Stockholm, was 

analysed and constituted as case study, aimed to comprehend how a brand could be 

perceived and identified as androgynous. Several brand related elements, covering a wide 

spectrum from typography to brand’s portfolio, including garment analysis, as well as 

brand presentation and communication features were studied in order to provide a whole 

picture of the firm’s gender comprehension. Using as a starting point androgyny 

definition as the sum of the feminine and the masculine, the setting of brand´s gender was 

further expanded as a result of the analysis performed for covering all possible gender 

identifications. Overall, this study conveys a broad and inclusive understanding of gender 

within the fashion brand Acne Studios and its elements to deepen and provide a new 

perspective within marketing and gender research.   
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1. Introduction  

During summer 2015, the brand Acne Studios revealed the fall/winter campaign featuring 

the son of the creative director, Frasse and Jonny Johansson respectively, dressed with 

items from the womenswear collection – a coat, heels, accessories – (Appendix, 1). 

Though, the identification of the model as a young boy was not recognisable at first sight. 

This detail suggested a distinct treatment of gender, even subversive, of the normative 

gendered codes within the communication of the brand.  

Additionally, not only does Acne Studios have two main collections mirroring the 

normative gender split between men and women, but the brand also features a unisex 

collection. The appearance of unisex collections and brands has been growing in the past 

years. For instance, Rad Hourani and Hood By Air are two examples of brands that 

present and define themselves as unisex or genderless, offering a glance of the changing 

landscape of gender and its comprehension within fashion. 

1.1 Gender, fashion and brands 

According to Simone de Beauvoir’s early words, “One is not born, but rather becomes, 

woman” (2010 [1949], p.330) the traditional association of gender with biological sex has 

been challenged. Nonetheless, throughout the development of the gender theory and the 

understanding of gender as a social construct, the world is framed as a normative binary 

matrix one complies and wanders through:  

Gender is what is put on, invariably, under constraint, daily and incessantly, with anxiety 

and pleasure, but if this continuous act is mistaken for a natural or linguistic given, power 

is relinquished to expand the cultural field bodily through subversive performances of 

various kinds. (Butler, 1988, p.531) 

In regard of this understanding of gender as a social construct, gender has been associated 

with fashion, as garments have been frequently considered as a marker or sign of gender 

and an expression of the gender binary and gender roles (Crane, 2000, p.16). According 

to fashion scholar Joanne Enwistle, garments add a cultural layer to one’s body, since 

there is no relation between female bodies and femininity and male bodies and 

masculinity (2015, p.143). 

The self-expression of gender through fashion is interrelated to the self-expression that 

occurs in regard of fashion brands and consumers. Brands could be assigned traits of a 

person/human, such as gender, following the theory of anthropomorphism (Lieven, 
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2018), or the concept of brand personality (Aaker, 1997, p.347), due to the fact that 

consumers develop relationships with brands (Fournier, 1998). Thus, the development of 

an understanding of brand gender will relate to key aspects of the brand. Further 

implications and consequences will arise in line with the mentioned self-representation 

and self-image associations happening between brands and consumers.  

1.2 Androgynous perspective 

Brands would seek a gender identification since, “Throughout history, our consumption 

has been gendered and consumers have relied on gendered products and brands as props 

to perform their gender identities” (Avery, 2012, p.321). In this research the 

understanding of gender was not limited to the normative gender binary. Consequently, 

besides to feminine and masculine identifications, the brand could be recognised as 

undifferentiated and as androgynous. The former responds to the lack of gendered 

features dominating; and the latter comprehends the combination or sum of masculine 

and feminine. For that, the androgynous gender identification was explored, discussed 

and followed in this research. 

This specific stand point was taken while looking for an inclusive approach that could 

develop in a broad sense the gender identification within a brand, in order to cover the 

blurred lines pointed out by marketing scholar, A. F. Firat (1993) in a post-modern society 

that does not fully convey with the stereotypical and traditional gender roles. 

The above-mentioned landscape rendered the theoretical setting of this thesis, as well as 

the details highlighted earlier referring to Acne Studios provided a setting in which 

performing an analysis in regard of gender and the brand could be enriching.  

1.3 Research aim 

While scholars have done exhaustive studies in regard of brand gender, there is still a 

significant gap on the academic research, particularly when it comes to the understanding 

of an androgynous brand from a product and brand perspective. Most of the research in 

regard of the topic exposed has been focused on consumer perspectives and consumer 

behaviour. An in-depth case study analysing gender within an androgynous 

comprehension and focused on a fashion brand, as this research developed, has not been 

yet conducted. Therefore, not only does this thesis contribute by offering a distinct 

perspective to gender, but also develops a model to examine the matter.  
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Following a firm and holistic perspective developed as a case study of the fashion brand 

Acne Studios, this thesis aims to interpret and comprehend how and why Acne Studios 

could be considered an androgynous brand. The two main aspects mentioned earlier, the 

collections and communication of the brand, shaped part of the analysis which was 

complemented with the consideration of branded features, such as the typography and 

colour present in the logo, and presentation elements, including stores and details 

regarding the fashion shows. Concluding the study, implications associated with the 

understanding of the brand as androgynous were disclosed as well as suggestions for 

further studies in line with brand and gender.  

2. Literature review and theoretical framework 

2.1 Literature review 

Previous studies have explored the relationships between gender and marketing and 

advertisement, although this matter has been approached mostly in two ways. Firstly, 

focusing on the gender stereotypes within advertising and its depiction. Secondly, 

research based on gender difference in terms of segmentation and consumer behaviour: 

“Gender was (and still is) one of the most widely used segmentation variables, and most 

market research studies, even today, employ it as a quota control, or as a face-sheet 

variable in survey research” (Caterall, Maclaran & Stevens, 2000, p.6). 

2.1.1 Gender stereotypes in advertisement 

Concerning the first main category, Erving Goffman’s influential book, Gender 

Advertisement (1979), is a comprehensive work to understand how gender has being 

depicted in advertisements through a visual analysis of multiple images where poses and 

gestures among other elements are reflected upon. This can serve as a manual or guide to 

identify gendered traits whilst recognising differences or similarities in contemporary 

representations. 

In the same vein, Lorna Stevens and Jacob Ostberg acknowledge how advertisements can 

impact and frame the understanding of gender and sexual difference through the 

portrayals of gender stereotypes (2012, p.392-393). Gendered traits and stereotypes could 

be reinforced, “compliance”, or challenged, “subversive”, following the different 

strategies that they present in terms of the depiction of gender (Stevens & Ostberg, 2012). 

However, their study highlights in its analysis the lack of use of the subversive strategies 
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that challenges gender roles, and the prominence of compliance strategies frequently 

supporting normative masculinity and femininity. 

In this line of research regarding the depiction of gender stereotypes, the matter of sexism 

has been arose focusing on women’s portrayals (Ferguson, Kreshal & Tinkham, 1990), 

as well as, the little change through time that the depiction of gender roles have 

experienced supporting its perpetuation due to the influence of marketing (Kacen & 

Nelson, 2002). 

Taken together, these studies support the notion that gender in advertisement follows the 

normative gender binary. Therefore, this thesis aims to elucidate from the androgynous 

perspective an inclusive way to approach gender and its portrayal. 

2.1.2 Gender and consumer behaviour 

A considerable amount of literature has been published on consumer research and gender. 

These studies deal with gender difference and its application to segmentation and 

implications within consumer behaviour. To mention a few, “Gender Differences in 

Modelling the Influence of Online Marketing Communication on Behavorial Intentions” 

(2015) by Perju-Mitran and Budacia, analyses gender segmentation and gendered 

consumer behaviour based on responses of online promotional messages establishing a 

different strategy for men and women. Also, based on segmentation by gender difference, 

Bhaduri and Ha-Brookshire‘s research called “Gender difference in information 

processing and transparency: cases of apparel brands’ social responsibility claims” 

(2015), offers gendered target advise to brands in order to build their strategy in terms of 

corporate social responsibility (CSR) and sustainability.  

Using this approach, researchers have been able to imply differences in the reception of 

viral marketing (Haryani, S. & Motwani, B., 2015), as well as within the millennials’ 

consumer habits (Kraljević, R. & Filipović, Z., 2017) and the perception of nostalgia 

marketing (Kim, YK, Yim, MY‐C, 2018). These mentioned articles are just some recent 

examples of how research continues to perpetuate marketing approaches based on 

gendered segmentation and the established stereotypes of normative gender binary. 

2.1.3 Gender and marketing reviews 

Comprehensive references in relation to marketing and consumer research under the lens 

of gender can be found as critical reviews of the status of marketing and consumer culture 

research in: Marketing and feminism: current issues and research (Caterall, et al., 2000), 
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“Postmodern Paralysis: The Critical Impasse in Feminist Perspectives on Consumers” 

(Catterall, Maclaran & Stevens, 2005), and “Moving beyond binary opposition: 

Exploring the tapestry of gender in consumer research” (Bettany, Dobscha, Malley & 

Prothero, 2010). These articles not only provide an overview of different perspectives and 

the evolution of marketing and consumer research, but also offer suggestions for future 

research. The texts raise the awareness of the need of more feminist and different gender 

approaches to research since marketing plays an important role in perpetuating inequality, 

which from Western societies to developing countries, there are still multiple milestones 

to accomplish (Caterall et al, 2005, p.490-491; Bettany et al., 2010, p.5-6; Stevens, 2012, 

p.145).  

This thesis is enclosed in this need for new research with a different gender approach 

within marketing. Hence, this study aims to show a complete picture of the production 

side of a fashion brand, in other words, to show how the brand presents itself into the 

market, from the creation of the garments to the display on the stores without forgetting 

the marketing campaigns and communication. This holistic perspective illustrates how 

gender is taken into account and gendered details and perspectives are questioned. 

Introducing the production, in this particular case defined as the creation of the garments 

in terms of design and construction, is an aspect underrepresented in research according 

to one of the later papers mentioned (Caterall et al., 2005, p.498-499). However, the 

authors refer to the interconnections between production, consumption and gender in the 

field of technology and technology artefacts (Caterall et al., 2005, p.498), while this 

research is focused on fashion. 

2.2 Theoretical framework  

As was pointed out in the introduction to this thesis, the term androgynous implies a 

certain theoretical perspective. Since the query proposed deals with androgyny and the 

conception of the brand in relation to this concept, the terms androgynous and 

androgynous brand requires further explanation. Subsequently, it is relevant as well to 

emphasize that the consideration of gender within the brand is aligned with studies on 

brand gender relating to self-representation and the relationship between consumers and 

brands as well as brand personality and self-congruency. 
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2.2.1 Androgynous 

Androgynous comes from the Greek ‘androgynos’ union of two words: andro (men) + 

gynē (woman) and was used as early as the 1650s (Androgynous, 2019a; Androgynous, 

2019b). The principal meaning associated to this word is coherent with the merge of the 

Greek terms, “having the characteristics or nature of both male and female” 

(Androgynous, 2019a). Thus, when defining anything as androgynous this should reflect 

the combination of both male and female. The secondary meanings listed in Merriam 

Webster dictionary “a: neither specifically feminine nor masculine, b: suitable to or for 

either sex” (Androgynous, 2019a), are more suitable as definition of the words ‘unisex’ 

or ‘genderless’, since the etymology of androgynous expresses the combination of men 

and women. The words androgynous, genderless and unisex will be used in the above 

sense and explained meaning.  

2.2.2 Androgynous and brands 

Once the main concept, androgynous, which will be dealt with is defined, an overview of 

how the term has been utilized in gender categorization and its application to brand and 

marketing studies is explored in the following.  

According to the theory of anthropomorphism, in short, “giving them (what is non-

human) humanlike characteristics” (Van Tilburg, Lieven & Herrmann, 2015, p. 422), 

brands are associated with genders and judged by consumers on the basis of this 

associations (Epley, Waytz, & Cacioppo, 2007; Govers & Schoormans, 2005). However, 

as previously mentioned, this study is focused on the comprehension of the brand gender 

association from a firm perspective, rather than from a consumers’ standpoint. Though, 

the identification of the brand with a certain gender will imply consequences in relation 

to evidence found in previous studies.  

In fact, the consequences due to the comprehension of Acne Studios as androgynous 

brand could involve Acne Studios’ brand equity. It is necessary here to clarify exactly 

what is meant by brand equity. Paul Feldwick (1996) distinguished three different 

features that affect this concept: brand value, brand strength and brand description. 

However, brand equity is often used as synonym of brand value (Muravskii, Alkanova & 

Smirnova, 2015, p.311) which relates to brand personality. Concerning brand personality, 

this is based on the conception of a brand-as-a person and implies the correlation between 

human features and brands (Aaker, 1996, p.112). Consequently, the identification of 

brand gender would affect brand equity. 
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The identification of Acne Studios as androgynous could determine a higher brand equity 

following a comprehensive study in brand gender and brand equity by Theo Lieven 

(2018). This implication could be followed since this thesis and Lieven’s research follow 

a similar categorization of gender. Even though Lieven’s research follows a two 

dimensional scale (masculine/feminine), the research develops in a four gender schema 

comprehension: “feminine gender (high in femininity, low in masculinity), masculine 

gender (high in masculinity, low in femininity), undifferentiated gender (low in 

masculinity, low in femininity), and androgynous gender (high in masculinity, high in 

femininity)” (Lieven, 2018, p.26). This division is in accordance with the previous 

definition of androgynous that is going to be taken in the development of this research 

analysis and therefore conclusions could be drawn from Lieven’s study. 

2.2.3 Brand and gender 

This section aims to define how the concepts of brand and gender will be used in relation 

to this theoretical framework.  

As stated before, on the contrary of previous studies which in regard of gender take a 

consumers perspective, this study focuses on the firm’s and product perspective. 

According to researchers, “a product’s gender is based on the gender of the product 

promoter” (Debevec & Iyer, 1986; Golden, Allison & Clee, 1979; Iyer & Debevec, 1989). 

Thus, in this study, the departure point will be the other way around, from products’ 

gender identification to the determination of the brand gender. 

Establishing the gender of a brand will define an important characteristic of brand 

personality in relation with the brand’s image. This will imply further consequences, for 

instance, in relation to brand equity as already introduced above, as well as in relation to 

the consumers’ relationships with the brand. The latter could relate to two different ways 

of creating and developing bonds with a brand, in terms of self-connection as Susan 

Fournier’s study (1998) states. And, similarly, based on Belk’s dwellings about the 

conception of the extended self in regard of one’s possessions, and the implications that 

this construct could elucidate within consumer behaviour (1988, p.160). Both approaches 

infer the importance that brands partake within the matter of self-representation through 

brand and possessions. Subsequently, consumers through this self-representation build a 

close connection with brands, as brands become part of themselves.  
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In the self-representation relationship the theory and studies on self-congruency are 

relevant. Those state that there is corresponding identification between the self-concept 

of consumers and brands (Grubb & Grathwohl, 1967; Dolich, 1969; Sirgy, 1982; Azevedo 

& Pessoa, 2005). In consequence, this correspondence translate to a self-gender 

congruency, since as individuals, consumers, reinforce their self-concept and image 

through the associations with brands (Grubb & Grathwohl, 1967).  

This relates closely to the fact that the brand under study is a fashion brand, given that 

fashion is also directly concerned with the subject of self-representation. In this self-

representation through fashion, according to fashion scholar Joanne Entwistle (2005, 

p.143), the matter of gender has a great deal of importance, since gender has been 

regarded as one of the key features of identification. 

3. Empirical setting and research design  

The nature of this study is interpretative as it aims to understand how and why the fashion 

brand Acne Studios can be defined as androgynous. For the purpose of gaining in depth 

knowledge and the understanding needed, a qualitative approach was chosen, over a 

quantitative paradigm, most fitted for studies based on hypothesis testing and 

standardised measures (Patton, 2015, p.23; Merriam, 2009, p.8). Moreover, as the setting 

of the research was focused on a particular case, it aligned with the core meaning of the 

qualitative paradigm:  

Qualitative inquiry means going into the field – into the real world of programs, 

organizations, neighbourhoods, street corners – and getting close enough to the people 

and the circumstances there to capture what is happening. (Patton, 2015, p.56.)  

Further defining this study in regard of research philosophies within qualitative research, 

as the matter of gender was problematized, following Professor Sharan Merriam’s (2009, 

p.10-12), this research could be considered to have a postmodern and feminist orientation 

whilst being influenced by critical and interpretative research.   

The study was in pursue on a concrete comprehension, therefore there was a prior 

definition or understanding which led the research. However, this was not a hypothesis 

to test, and data was driving the research in building up the understanding of the particular 

brand analysed as androgynous. Thus, the approach followed was a balanced between 

inductive and deductive research, finding an enriching middle ground. According to 
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Carson, Gilmore & Perry, this balance will benefit interpretative studies, since “Induction 

might prevent the researcher benefiting from existing theory, while deduction might 

prevent the development of new and useful theory” (2001, p.21). 

It is worth to explain the perspective of the research a bit further since, even though the 

strategy was a case study, this was approached with a holistic perspective. Following a 

holistic approach resulted in examining the case, Acne Studios, from various points of 

view, which offered different perspectives and insights while gathering and analysing the 

data. Consequently, the combination of these different perspectives provided a complete 

picture of the phenomena and deepen the understanding of the query proposed (Patton, 

2015, p.67).  

3.1 Research design: Case Study – Acne Studios 

As anticipated the methodology chosen to proceed with this research was case study, 

which “is not either a data collection tactic or merely a design feature alone (Stocker, 

1991) but a comprehensive research strategy” (Yin, 2003, p.13). 

Even if the extensive literature devoted to case study (Merriam, 1988, 2009; Yin, 2003, 

2018; Stake, 1995, 2006, 2010) makes finding a common definition for case study 

challenging, the core aim of this strategy, which is the case itself, is always highlighted: 

“The prime referent in case study is the case, not the methods by which the case operates” 

(Stake, 2006, p.2). According to the majority of authors, case is understood as a bounded 

system (Merriam, 2009; Yin, 2003, 2018; Patton, 2015; Creswell, 1998). In this research, 

the fashion brand Acne Studios constitutes this bounded entity and this exclusivity 

indicates that this is single-case study. The focus on the comprehension of the gender 

regarding multiple aspects of the brand, in order to reach a comprehensive interpretation 

in this regard, identifies this case study further as a revelatory case following Yin’s 

division (2003, p.40). Revelatory due to the unique and opportune access to the brand and 

informants in order to explore the phenomenon. 

Before proceeding to examine the case, it is important to expose the reasoning behind this 

choice. These motives can be summarized in three words: relevance, accessibility and 

style/aesthetics, which will guide the following explanation.  

3.1.1 Relevance 

Choosing a recognisable brand within the fashion industry is an important requirement to 

address the relevance of this study. Acne Studios is a high-end apparel brand with 62 
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stores located around the world in 14 countries (Acne Studios, n.d.c), and its collections 

are presented and shown during Paris Fashion Week. More in depth, Acne Studios can be 

considered a high-end brand close to luxury, which also relates to the importance of the 

values that will be ascribed to the garments. Meaning that Acne Studios convey a cohesive 

message and values within the brand and its products, where garments are not simply 

created to increase consumer consumption, they are designed to be a part of the 

consumer’s identity. 

Acne Studios is a Swedish brand founded in 1996, and from the past 6 years, as stated 

above, it has been presenting its collections as part of the Paris Fashion week. This detail 

implies locating itself in the epicentre of the fashion industry. Even if in the current 

globalized world, there is no a single or unique fashion capital, Paris has maintained this 

status through its long history of having an established fashion industry since the 

seventeenth century. As well as, the developing of a discourse around Paris as a 

fashionable city added symbolic and cultural value identifying the city as synonym of 

fashion (Steele, 2017, p.1-10; Rocamora, 2006). The prestige of Paris as fashion capital 

is also supported by established institutions as the Chambre Syndicale de la Haute 

Couture founded in 1868 and still running and advocating for the uniqueness and craft of 

fashion (Steele, 2017, p.272-275). Thus, belonging to this circle makes the brand Acne 

Studios a relevant actor within the fashion sphere.  

Furthermore, Acne Studios is growing its presence in Asia, especially in Japan and China, 

as they represent the driving force of the luxury market, “China is most often interpreted 

as a potentially dominant player in the global garment industry” (Gilbert, 2006). Thus 

reinforcing the brand’s relevance for the industry and its internationality.  

The aforementioned details discussed in this section add relevance and importance to the 

brand as the selected brand for this research.  

3.1.2 Accessibility 

When developing a case study, as this one, having access to the object of study was in 

order to develop an appropriate research. Working in and for the brand, as I have been 

doing for 8 months as Collection/Production office support, granted first hand access to 

the case and made the development of the research possible. Having been working 

actively for the brand is to some extent challenging, since there is information protected 

by confidentiality. As well as, being involved on day to day actions suppose an effort in 
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order to distance oneself while analysing certain aspects of the brand or noticing certain 

details that could seem familiar. However, the level of implication of the job performed, 

mostly administrative tasks, with the departments and the information dealt with is not 

high and, for this reason, did not interfere with the research. Nonetheless, the closeness 

to the brand and case study provided a unique position for acquiring insight and in depth 

understanding. 

3.1.3 Style 

The three reasons are equally important in the election of the case, but the most 

perceptible could be this last one. Fashion brands have this immaterial characteristic that 

can be named ‘style’ or ‘aesthetic’. This makes them recognisable and unique among 

other brands and in the fashion world. Though, style is a discussed concept implying 

different levels of abstraction and nuances that makes establishing a concise and clear 

definition problematic, style is usually discussed in terms of subcultures and when an 

active stance is taken (Ostberg, 2011, p.1390). Likewise, the term comes from the distinct 

mode of writing and speech (Ostberg, 2011, p.1391). Therefore, in its translation into 

fashion and the particular brand dealt with, not only design and material characteristics, 

as garments and garments details, have a significant role in the creation of the brand 

aesthetics, but also the way the garments are styled – put together, assembled – for the 

online store, campaigns, or runways contributes to define Acne Studios aesthetic. Style is 

related to communication, meaning that the way in which the garment is presented and 

shown to the consumer is also relevant. As mentioned in the introduction, the campaign 

featuring a young boy with women’s garments is a stand and an example of Acne Studios 

style (Appendix, 1), which could be defined as a contemporary, urban, tailored and 

artistically inspired brand. 

In short, relevance, accessibility and style summarized the reasoning behind the selection 

of Acne Studios as the unique case to investigate the understanding of brand gender in 

terms of androgyny. 

3.2 Data collection 

In the following section, the different sources for gathering data are disclosed.  

According to Merriam and Carson (Merriam, 2009, p.87; Carson et al., 2001, p.75), 

interviews are considered the major and more common source of data collection for 

qualitative research in general and for case study, in particular. Therefore, interviews are 
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the main source of data for this research, to gain in-depth knowledge about Acne Studios 

and its relationship to gender. The information gathered in the interviews is supported 

and complemented with observations and content analysis of company material, both 

additional sources are, as well as interviews, regular methods found and used in the 

development of qualitative research (Carson et al., 2001, p.72). 

3.2.1 Interviews 

Concerning research methodology, interviews could be defined as “a process in which 

researcher and participant engage in a conversation focused on questions related to a 

research study” (DeMarrais & Lapan, 2004, p.55). These conversations focusing on the 

aim of the research will allow to obtain the interviewees’ perspective on the topic 

proposed (Patton, 2015, p.340-341). For this particular research, interviews were selected 

as method in order to be able to obtain different insights and perspectives concerning how 

Acne Studios deals with gender. 

According to structure and purpose, the typology of interviews could vary from highly 

structured interviews to unstructured (Merriam, 2009; Carson et al., 2001). In line with 

the purpose of this research semi-structure interviews were chosen. This type of 

interviews allow flexibility with open-ended questions and the lack of need to follow a 

concrete script, wording or order, providing room for discussion and expansion for the 

interviewee’s answers (Mann, 2016, p.91). Given that the interviewer aims to obtain 

specific data from the respondents, “the interview will be guided by a list of questions or 

issues to be explored” (Merriam, 2009, p.89), commonly called interview guide. 

The interview guide and preparations for the interview are crucial steps of the 

interviewing process as well as the selection of the respondents. Regarding the latter, 

“purposeful sampling” was followed in order to select the research respondents. This 

sampling can be understood as “strategically selecting information-rich cases to study, 

cases that by their nature and substance will illuminate the inquiry question being 

investigated” (Patton, 2015, p.265). In this regard, the number of participants, which at 

the end was a total of seven, was determined by the contribution that each of the 

respondents could add to the research in terms of insight regarding the different aspects 

and processes within the case, Acne Studios, in relation to the research query. 

Bearing this in mind, the interviewees chosen responded to the holistic approach earlier 

defined, conforming a group of ‘key informants, key knowledgeables’ who would share 

their brand insights (Patton, 2015, p.268). Hence, both the selection of the case – the 
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brand – and the interviewees follow a ‘theory-focused and concept sampling’ strategy, 

since the research aims to shed light on the understanding of the brand as an androgynous 

brand as well as their communication.  

As the research follows a holistic approach, the interviewees or respondents were selected 

in accordance to this perspective. Consequently, they belong to different departments 

within the brand providing different information/data in relation to the research query. 

Coming to the final selection of the possible interviewees was a process which benefited 

by the direct knowledge of the brand’s departments and structure as well as ways of 

working by being an employee. A preliminary selection was presented and discussed with 

a superior which support with more insightful input and signalled the specific people to 

contact who correspond to the profiles selected by the researcher.  

Once the selection was made, the prospect respondents were contacted. These first 

contacts were through personalised emails. The email included a presentation of the 

researcher, a brief explanation about the conducted research, an outline of the interview 

guide for each respondent, an estimation of duration and a suggested time frame for the 

interview and location.  

Regarding the location, it was decided to conduct the interviews at the headquarters of 

the brand, since this is the place where interviewer and interviewees work. In addition, as 

this is their work place, the location is considered as a familiar setting in which both 

interviewer and interviewees could feel comfortable and are familiarized with. As well 

as, choosing the brand’s headquarters offers indirect contextualization and focuses the 

interview on the brand. 

As mentioned above, there was a total of seven interviews held at Acne Studios’ 

Headquarters in Stockholm. The average duration of the interviews was between 15-20 

minutes and were recorded having the interviewees consent on the record. The interviews 

did not follow a chronological pattern in accordance with the process of collection 

creation, meaning that the first interview was not with the person on the team in charge 

to define each collection, on the other hand were taking place at the best convenience of 

the interviewees’ availability.  

The interviewees are referred by their role in the analysis section, disclosed in the 

following a summary of their roles and the reasoning for their selection: 

 Assistant merchandiser: Will also be referred to as a member of the merchandiser 

team. In short, this team in charge of the range plan of the collection, as well as 
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researching and benchmarking competitors and trends. This team is divided 

between Stockholm and Paris, therefore the member whose location was fixed in 

Stockholm was selected for the interview. Moreover, as an assistant she is 

supporting the whole team and could offer an overview. The interest of this 

interview was mostly in regard of the planning of the collections, and assessing 

the importance of gender within the planning and also in the regard of research 

and benchmarking. 

 Design Studio assistant: Also referred to as a member of Design Studio team. The 

team is in charge of the organization and administration of the design teams. The 

member chosen is in charge of the booking of models and that was the main reason 

behind the selection for the interview.  

 Creative patternmakers: In this category a member of each different team 

participated, one from womenswear, one for menswear and one from Blå Konst 

(denim collection). How the garment construction can reflect gender and/or is 

linked with this topic was the main query discussed. As well as knowing how the 

teams work with the designs and design teams. Besides, there was an interest on 

their insight when comparing Acne Studios with other brands where they had 

worked in regard of the topic. 

 Global head of visual merchandising: Or member of the visual merchandising 

team. The knowledge on distribution and store design as well as the strategy 

follow in the windows hopping design were the areas of significant interest that 

lead the interview.  

 Global social media manager: Will also be referred to as a member of the 

marketing/PR team. The interview was focus on how gender is considered within 

the strategy plan of the different activities in regard mostly of the communication 

activities. 

As these brief explanations can anticipate, some insights and information were more 

focus on the process of developing the collections and the garments, whilst others were 

more focus on the presentation, promotion and communication of the collections and 

garments to the customer. 

3.2.2 Observation  

Two different kinds of observation were conducted: participant observation and 

spectator-observed.  
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First, participant observation due to the fact of working in the company in the office of 

the director of Collection/Production. Given that being involved in a daily-basis with the 

company that stands as the case study from an insider perspective aligns with this 

method’s definition (Carson et al., 2001, p.124). Working there provided an overview of 

the department in charge of the creation and development of the collections. The main 

person of contact was the Assistant of the director of the department who has been 

working in the company for 5 years. Her knowledge in regards of the ways of working 

and general development of the collections were a useful asset for the planning of the 

research. This insight also facilitated the selection of the interviewees and was used in the 

analysis regarding the portfolio of the brand.   

Additionally, working at the company provides me with the environment of the brand as 

well as privileged knowledge of the future collections and inspiration which is accessible 

when walking around the work places of designers, for instance. This information could 

not be discussed or disclosed due to its confidentiality, while at the same time offers more 

or different knowledge when discussing the ‘aesthetic’ and ‘style’ of the brand, since the 

contact with garments and inspiration from the brand is constant. 

Secondly, in Patton’s terms (2015, p.356), spectator-observer observation was conducted 

as selected Acne Studios’ stores were visited and examined. However, this kind of 

observation in which the researcher acts as an outsider and is not prolonged over time, 

just a conscious visit, could also relate to the content analysis of company materials.  

The observation on the stores and shopping points took place in the following: at the main 

store (flagship) of Acne Studios in Norrmalmstorg, the Archive located in Torsgatan 53, 

and the brand corners in Åhléns City (Klarabergsgatan 50) and Nordiska Kompaniet 

(Hamngatan 18-20) – all located in Stockholm. During these visits, the design, 

distribution – of collections and garments –, flow of customers and window design (when 

applicable) were details observed in order to further analyse.  

3.2.3 Content analysis of company materials 

This method can also be called analysis of documents (Patton, 2015, p.376-377). 

According to Carson et al., this is a valuable asset because it provides “the promotional 

activity and messages of the company and how they have changed over time; and the 

development of the product and service range” (2001, p.73). This method was mostly 

used as a complementary source.  



20 
 

By this means, this category included multiple types of information used to support and 

illustrate the findings according to different aspects of the brand. The Instagram account 

and its content, mostly visual, supported the communication aspect of the research as well 

as the press releases and different campaigns found in the Press section of the brand 

website. In addition, the official web-store of Acne Studios was used as a resource, even 

though the department of e-tail was not contacted as part of the interviews as the focus 

was more on the product and the showcasing on the physical stores. The e-store was 

thought to be used as a referential source and an extra example of communication and 

distribution, to confirm that different channels align in this aspect. However, it was not 

thought as a main part of the study due to the implications and additional angle that e-

commerce will bring. Therefore, the website and e-shop will be treated not as an 

individual channel of communication, but as a complement of the general communication 

of the brand. 

This chapter has described the methods used in this investigation and it has exposed the 

broad range of data gathered aligning with the holistic approach that this research aimed 

to achieve. In summary, following a case study strategy provided a full picture of the 

brand in order to be able to comprehend gender within the brand and how the brand could 

be considered androgynous. 

4. Findings and analysis 

In this section, the combination of the different data gathered will lead the research 

analysis to answer the proposed question and show the findings. In order to answer how 

and why the brand Acne Studios could be described as androgynous, the way gender is 

present and entangled in the different processes and aspects of the brand needed to be 

understood. Subsequently, the analysis and findings are divided within different main 

elements of the brand: branded features, collections, presentation and communication.  

4.1 Branded features 

These features are representative of the brand identity and brand image as they make the 

brand recognisable through them. The features that will be analysed in the case of Acne 

Studios are the typography and the branded colour, since this appear in packaging, alone 

or in combination, in bags, boxes, labels and tags.  
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4.1.1 Typeface 

According to different research, the font, typography or typeface, has influence on brand 

identity (Zaichkowsky, 2010) and brand attitude (Pan & Schmitt, 1996), as well as affects 

brand personality (Batra et al., 1993). Therefore, the font used by Acne Studios also affect 

in regard to its gender perception. 

The criteria for the analysis of the typography of Acne Studios will be based on the design 

factors selected by Henderson, Giese and Cote (2004) in their study about typeface which 

developed “guidelines to help managers select typefaces that affect strategically valued” 

(2004, p.60). These factors are harmony, which conveys symmetry and balance; natural 

denotes the organic aspect of the font; elaborate, concerning complexity and depth; 

weight, which refers to how heavy and/or compressed the font is, and flourish, signalling 

if serifs are present – “any of the short lines stemming from and at an angle to the upper 

and lower ends of the strokes of a letter” (Serif, 2019) – (Henderson et al., 2004). 

In regard of Acne Studios typeface, a detail worth mentioning is that in 2014 the brand 

change its typography (Lettersfromsweden, 2019; Appendix, 2.1.1). Thus, in this analysis 

both fonts will be compared signalling the changes made and the possible effects of those 

(Appendix, 2.1.2). 

 Harmony: The new font is more symmetrical and balance, and overall more 

uniform. 

 Natural: The old font is more calligraphy-like and organic, than the new one which 

is more geometrical, typed and machine-made. 

 Elaborate: The new font is less elaborate and plainer than the old one, which is 

more complex and ornate in every letter. 

 Weight: The new font is lighter and less compressed than the old one.  

 Flourish: The main difference is the absence of serifs in the new one. 

Overall, the new font is more balanced, symmetrical and simpler than the more elaborate 

and ornate old one. The decorative details present in the old font could relate to a more 

feminine style for its organic, curvaceous and fluid style. According to Lieven, more 

“airy, round-type fonts” represent brand femininity, and, on the contrary “heavier and 

angular” fonts will represent brand masculinity (2018, p.90). Thus, in comparison the new 

font is less feminine, and more masculine than the old one. Nevertheless, even though, 
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the new typeface could be considered more angular, it is not extremely heavier or angular 

to be regarded as highly masculine, since stills have a rounded and airy sense. 

4.1.2 Branded colour 

The second branded feature that is highly recognizable concerning Acne Studios is their 

branded colour: Acne pink. Colour as well as typography affects brand personality and 

consumer perceptions (Grohmann, Giese & Parkman, 2013, p.396-397). 

The branded colour can be seen in multiple aspects within the brand, from their logo, the 

packaging –boxes and bags–, details in stores, to the frequent use of this colour in 

garments and accessories (Appendix, 2.2). It is distinctive shade of pink close to dusty 

pink and a nude tone. The tone gives neutrality since it is not a bright and flashy shade to 

a colour that in western society went throughout history from dual, even masculine (Steele 

cited in Broadway, 2013) to gendered and identified as a highly feminine colour (Danger, 

1969; Grissard, 2017). 

The alterations in the brand’s typeface also introduced changes in the typography’s 

colour, which went from black to white. In addition, the brand name was communicated 

as Acne Studios always from this point onwards as well (Appendix 2.2.1). 

The new font and selection of colours as well as the fully name of the brand gives a more 

contemporary and up-to-date feeling to the branded features and, as consequence to the 

image and personality. The typography is similar in the features to the hipster-famous 

Helvetica (Appendix 2.1.3), and the combination of white and pink is less contrasted and 

more harmonious in tones, highlighting in the same level brand name and the branded 

colour. However, concerning gender, the use of pink can be related due to cultural 

associations to a more feminine trait, even though the appearance is balanced and quite 

neutral. 

4.2 Collections 

In this section, the product, from the planning of the collections, to details in the 

construction, will be the focus in order to comprehend how gender is embedded within 

the brand. The analysis will be divided in the following features: brand portfolio, style, 

garments details and body type. 
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4.2.1 Brand portfolio 

Acne Studios is a fashion house and as stated on their website it creates “ready-to-wear, 

magazines, furniture, books and exhibitions” (Acne Studios, n.d.b). Nonetheless, the 

ready-to-wear collections are the only aspects included in this study. In this sense, the 

products will be referred to as collections, as synonym of lines, and not in the seasonal 

understanding, fall/winter and spring/summer differentiation, as it is common within 

fashion collections.  

Acne studios’ collections “cover men’s and women’s ready-to-wear, footwear, 

accessories and denim” as stated in their official website (Acne Studios, n.d.b) and 

observed in the division of the e-shop (Appendix, 3.1). However, footwear and 

accessories specifically were not fully analysed in this study, even though there could be 

found references to wearable accessories such as scarves and beanies, due to significance 

as core products of the brand as well. Concerning the ready-to-wear, this category is not 

only divided in menswear and womenswear, but it also includes a unisex collection under 

the name of Face and a denim collection which is called Blå Konst (BK). 

4.2.1.1 Main collections: Menswear and Womenswear 

Further looking into the different collections that comprehend the brand portfolio under 

study, the interview with the assistant merchandiser is a valuable asset. This interview 

provided insights for the understanding of the development of the different collections, 

particularly, how the collections are understood within the brand and the role that each of 

them play. According to the interviewee, the main collections are menswear and 

womenswear. Both of them will be the ones showcased in a fashion show during Paris 

Fashion Week each season, which underline its importance for the brand. These 

collections are thought and planned in a complete separate manner (Assistant 

merchandiser, Personal communication). Each collection responds to different source of 

inspiration and, consequently, they have different range plan that defines them. To clarify, 

they will be presented in the runway separately in different dates and locations. Likewise, 

Acne also chooses to present both collections separately at the showroom, where the 

collections are shown after the runway to buyers (wholesale). 

The separation of these two collections is highlighted by the fact that the design teams 

are different and they work and develop the collections in different locations, cities: 

Menswear design team is located in the Acne Studios HQ in Stockholm, while the 

Womenswear design team is based in Acne Studios’ Paris studio. This information was 
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known by the participant observation as well as it was commented in the interviews with 

the assistant merchandiser and the design studio assistant. 

Both collections follow the vision of the creative director, Jonny Johansson, founder of 

the brand. This enhance the unity and cohesion of the collections. Even though, both 

collections depart from different sources of inspiration, they will be congruent with the 

creative director’s lead. Subsequently, both collections will find points of connection 

since they respond to similar visual references and aesthetic. The cohesiveness and 

congruency of the collections will be further looked at and discussed whilst analysing the 

stores, since both collections share this space and it is relevant to see how they work with 

each other in this sense. 

In conclusion, concerning the main collections, womenswear and menswear, they are 

treated and developed separate to one another regarding the gender of the prospect 

consumer. 

4.2.1.2 Complementary collections: Face and Blå Konst 

Face 

As introduced before, one of the other two collections that complete the portfolio of the 

brand, is a unisex collection, claim supported by the press release for Fall/Winter 2019 

Face collection “the unisex garments, shoes and accessories” (Acne Studios, 2019b), as 

well as all the interviews conducted and the observation. The design team in charge of 

the development of this collection is the menswear team. However, this relation is not 

visible since the main menswear collection and Face are separated, not only in terms of 

inspiration, but also with different calendar and timeline planning. In fact, the launch of 

the last Face collection was May 9th 2019. Worth mentioning is the inclusion of 

children’s garments in this collection, as well as the fact that its price point is lower than 

the main collections. Consequently, Face could be considered as an entry level collection 

reaching to a broad consumer as being unisex. 

Blå Konst  

The denim collection, Blå Konst, is not unisex per definition, and the collection follows 

the split between men’s and women’s. However, within BK, “gender is more fluid” 

(Creative patternmaker - BK, Personal communication), as stated by the creative 

patternmaker of this collection and supported by the view of the assistant merchandiser. 

Meaning that the separation between denim menswear and denim womenswear is not as 
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defined as in the main collections, whilst it is not thought as unisex as Face. At the same 

time, BK has its own design team dedicated to the development of this concept in 

particular, jointly for men and women. Reflecting the importance that denim has within 

the brand, since Acne Studios started with the launch of limited collections of jeans in 

1996 and 1997, dates that nowadays are borrowed to name two different jeans’ fits (Acne 

Studios, 2019a) 

According to the theoretical introduction given, Acne Studios could be considered an 

androgynous brand in different regards, first because represents the sum of men and 

women and, second, by showing traits or qualities of masculinity (highly masculine) and 

femininity (highly feminine). By means of the division of the different collections, it is 

fair to acknowledge that Acne Studios identifies with men and women according to its 

two main collections. This sum of men and women corresponds to the definition of 

androgynous assumed. The complementary collections with a unisex and a more fluid 

approach to gender suggest that the brand’s gender identification does not limit to the 

binary and provides an inclusive portfolio not excluding gender identifications. 

4.2.2 Style and aesthetic  

In close relation to Acne Studios’ portfolio and collections, which support the 

understanding and definition of Acne Studios as an androgynous brand, style and 

aesthetic, “the look”, were a recurrent theme in the interviews when discussing gender 

considerations within the brand. These concepts, which were also mentioned in regard of 

the choice of the brand, seemed significant to further analyse as they play a core role in 

terms of brand image and recognisability. 

The aesthetic of the brand relates to the uniqueness and identifiable features that made a 

garment belong to Acne Studios. This characteristic was brought up and commented in 

all the interviews conducted in a more direct or indirect way.  

Concerning this brand feature, design and garment construction offers insights in relation 

to details that define the style and look of the garments and the brand. One of the creative 

patternmakers mentioned the noticeable trend initiated in the 1990’s with the heroin chic 

look (Arnold, 2001, p.50-55), in which the ideal of a women’s body is close to a slim 

men’s body, “no bust, no hips, quite straight” (Creative patternmaker – womenswear, 

Personal communication), alluding to the notion of androgynous in this sense of similarity 

between men’s and women’s bodies concerning this particular brand. Therefore, since 
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the body types used are quite similar and “the style of this brand (Acne Studios)” allows 

“to jump in between” and (re)use patterns which were originally for menswear into 

womenswear (Creative patternmaker – womenswear, Personal communication). When 

asked about this possibility of taking a pattern originally for a menswear garment and 

transform it into womenswear, the interviewee mentioned and example regarding a coat 

in which a men’s coat was transformed for women’s wardrobe collection, mentioning that 

“the designer loved to transform menswear fit into womenswear” (Creative patternmaker 

– womenswear, Personal communication). This preference in playing with the garment 

construction and design between genders will translate in the style of the brand. 

However, the participants were unanimous in the view that there are certain details and 

differences when fitting and building the garments for men’s and women’s bodies. These 

are the shoulders which are generally broader for men, and the hips and bust/breast in 

regard of women. In relation to the example of the coat, shoulders needed to be reduced 

in the transformation into a women’s fit (Creative patternmaker – womenswear, Personal 

communication). 

The style of Acne Studios can be defined as oversize in general terms, and it can be 

observed how darts, a garment construction tool, used to fit women’s bust are mostly 

disregard in the garments of the brand and not heavily used. However, this does not mean 

that they are never used or that there are not fitted garments in the brand’s collections. 

Still, the garments visibly play with volumes. 

4.2.2.1 Prints and colours  

Moving on now to the subject of prints and colours within the different collections that 

relate to the aesthetic of the brand. Face, for example, is big in plain colours, a broad 

range of them including always the branded pink, and stripes combining these colours. 

Stripes are broadly used and they can be found in designs for men and women 

indistinctively in different brands and in different price ranges. This pattern has no major 

gender associations. Hence, it is congruent that is broadly used in the unisex collection 

since it does not add any gendered connotations (Appendix, 3.9).  

Prints 

Prints and colours follow seasonal inspiration, as the member of the merchandising team 

explained. In general terms, prints, for instance, looking back at Acne Studios collections 

have more presence in the womenswear seasonal collections. However, in the last 



27 
 

collection, for example there are shirts with floral and botanical prints in the menswear 

collection, which following ‘gender stereotyping’ could be considered a feminine print. 

It was also discussed the particular case of a print1, which by its characteristics could have 

been considered more ‘male’ appropriate and masculine, but in regard of the inspiration 

and development it belongs to the womenswear collection where it will be showcased.  

For the new collection of Face, a print was introduced for a shirt (Appendix, 3.5.2). The 

print shows maps which reflects the inspiration of the collection. As well as the stripes, 

this print does not relate to one gender or has a gendered significations of any kind.  

Colours 

In terms of colours, which are as well a seasonal feature, recalling the conversation with 

the member of the merchandising team, worth mentioning are her words regarding that 

softer, pastel and/or dusty colours tend to be associated more with women and be 

considered feminine (Assistant merchandiser, Personal communication). Showing an 

example, it could happen that they would like to use a certain fabric that was introduced 

in the menswear collection, for the womenswear collection. Then, the colourway – the 

range of colours – could vary in order to be a more feminine palette (Assistant 

merchandiser, Personal communication). In the experience of the interviewee, colour 

could be regarded as a gendered featured due to culture constructions and associations in 

which we are embedded and live with (Assistant merchandiser, Personal communication). 

Though, changing the colourways into a more feminine or masculine shades is not a set 

straight, it is an important detail that could add gendered attributes to the collections, 

which are gendered. Henceforth, supporting the sum of both genders for the consideration 

of androgyny.  

4.2.2.2 Gendered garment details 

As the darts introduced earlier, there are certain details that can be considered gendered 

in the construction of the garments and that were brought up in the different interviews 

with the patternmakers. One generally common detail is the way jackets, coats and shirt 

close, the location of the buttons, which is opposite in women’s and men’s clothing 

(Appendix, 3.2). This also happens with the fly on pants/trousers placed in the opposite 

direction in regard of the gender (Appendix, 3.3). However, it was discussed that 

regarding the jeans, which belong to the BK collection, the flies take the men’s side in 

                                                            
1 This example cannot be fully disclosed due to confidentiality reasons since the collection has not been 
released yet. 



28 
 

either men’s or women’s jeans (Appendix, 3.4). This standardization unifies styles and 

blurs the gender differentiation. Thus, taking the norm of the masculine style.  

In regard of gendered details, the example of shirts emerged during the interviews with 

the patternmakers, since it is garment present across collections. One particular detail 

pointed out is the cuffs of the shirts. In garment construction, the cuffs of men´s shirts are 

more tailored than the ones used generally for women´s shirts or blouses (Appendix, 3.5). 

This broad norm is followed by the comprehension that womenswear traditionally is more 

disposable than menswear (Creative patternmaker – menswear, Personal 

communication). Taking a look to Acne Studios collections, the masculine cuff can be 

found on multiple, the majority, of the womenswear blouses (Appendix, 3.5.1). On the 

contrary, the feminine cuff is not found on the menswear shirts or on the shirts from Face 

collection (Appendix, 3.5.2). As the most common cuff is the more complex and tailored 

one, the masculine, the prevalence of this type of cuff could respond to an aesthetic and 

style choice. This cuff could be understood as a synonym of quality and durability since 

it is more finished than the feminine. This choice would define Acne Studios’ style as 

tailored or following tailoring tradition, for all of the collections.  

Following with the example of shirt, it was observed how a shirt belonging to the 

womenswear collection was wore by either men or women in the office (Appendix, 3.6.1), 

observation mentioned for some interviews as well. This shirt can be compared with a 

shirt from menswear with similar characteristics (Appendix, 3.6.2), and no so many 

differences can be signalled. Neither the gender nor collection they belong to can be easily 

defined. Only knowing the gendered placement of buttons, the direction of garment 

closure, it is possible to identify the gender and collections of the shirts. The women’s 

shirt does not have darts to define the women’s bust and the loose fit of the shirt makes 

possible to anybody to wear it, if they want and size allows it. It needs to be taken into 

account that in terms of sizing and measurements womenswear is smaller than menswear. 

This example illustrates that not only patterns can jump from collections, but there are 

some garments that penetrate the wardrobe of the opposite gender almost unnoticed and 

blended. 

A common view amongst interviewees regarding the use of certain gendered details was 

that it is more a matter of style and aesthetic. The gender and gendering of the garments 

through these details is not thought or crucial in the process of their creation. 
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4.2.3 Body type and models 

Regards in terms of bodies and body types are connected with models. Since, as discussed 

with the responsible of the bookings, they accompany the collection from beginning to 

end (Design studio assistant, Personal communication). The body type can be defined as 

slim, neither “muscular” for men, and nor sculptured or voluptuous for women, recalling 

the conversations with the creative patternmakers and the design studio assistant. 

However, in regard of the booking of the models, the purpose is the main difference that 

could influence the selection of a specific model. Meaning that, even though size and 

measurements are the main factor to select a model, if they are going to work with the 

design teams and be the model for the development of collection; in that case, the look 

will be more significant in this choice, more so for women. In contrast, if models are 

going to work with production, or for denim in regard of jeans’ fit, then, size and 

proportions are the main reason to select the right candidates (Creative patternmaker – 

menswear, BK, and Design studio assistant, Personal communications). The importance 

of the ‘look’ of the models, either male or female, for the development of the collections 

highlights the emphasis on the aesthetic and own particular style of the brand. The models 

need to convey the vision and serve as inspiration, rather than fit the clothes, they 

participate in creating the look (Design studio assistant, Personal communication).  

The above analysis concerns in general the main collections. Face as a unisex collection 

needs a separate commentary. As known through the interviews, models from both 

genders are used indistinctively. However, since the men’s design team is in charge of 

the developing of this collection, it can be noticed a tendency for using the same fit models 

for main and Face collections.  

On the web-shop, the garments are shown equally in men and women models, which also 

translates to the look book for the last collection. However, neither on the web-shop nor 

on the look book, it is easy to distinguish the gender of the models in a first sight. It takes 

a closer look and examination to discern the gender of the models. Taking the look book 

as example, there are visible differences between the normative genders that allow to 

differentiate between genders. The specific details that differ between models are the 

shape of the legs, slimmer on the knee and calves in women, and the presence of the 

Adam apple in the men’s neck (Appendix, 3.7). A similar situation occurs in regards to 

BK (Appendix, 3.8).  
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Here, as observers, one cannot be certain about which gender the models identify with, 

but one needs to take a general and conventional perspective, in order to find the details 

that could determine the gender of the models following normative gender categorization. 

However, in these cases, the identification is not on the face or obvious, since both models 

have for example long hair and their complexion (when dressed) is not so far apart. 

Consequently, the selection of the models for Face, which is unisex, can be understood 

as thought in order not to be able to know or identify the normative gender of the models 

that portray the collection. In the case of BK, the more fluid approach to gender exposed 

when analysing the collections translates to the selection of the models. 

In this section regarding the brand’s style, a closer look to garment construction and 

gendered details as well as print and colour and the selection and use of models was 

analysed. These different elements show that there is also a combination of the genders 

in the construction of garments or prints that could translate in understanding the garment 

as androgynous. However, the gender split observed in the main collections is broadly 

maintained, as well as the gender fluidity in BK and the unisex approach in Face, with 

equal representation, but non-obviously gendered. 

4.3 Presentation of the garments 

Once collections and its characteristics has been explored, how they are presented to the 

consumer is going to be the focus of the next section. The fashion shows and the stores 

were the main two elements explored in regard of the presentation of the garments.   

4.3.1 Fashion shows 

Fashion shows will be briefly discussed since they were mentioned during the interview 

with the global social media manager, but they will not be analysed in depth. Nowadays, 

as recalled by the aforementioned interviewee fashion shows changed their more industry 

profile in order to become a large promotional tool. Even though the collections presented 

during the fashion shows, at least in the case of Acne Studios, will not reach the stores 

after six months, these events have been increasingly gaining attention by the public and 

customers. Therefore, these moments became crucial in the ‘how’ the brand portrays itself 

and the collections.  

In Acne Studios’ case, the two main collections, menswear and womenswear, are the ones 

showcased separately on the runway. There will be a show for menswear and another one 

for womenswear. The fashion shows are accompanied by the presentation of the 
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collections in the showroom, which will be also separated between collections (Assistant 

merchandiser, Personal communication). 

As for the development of the collections, models are important to look at in the fashion 

shows as a representation of the brand’s look. As discussed with the menswear creative 

patternmaker, the models’ bodies differ substantially from the runway to production. For 

both men’s and women’s collections, the models of the shows are generally taller and 

slimmer. Observing the cast for the fall/winter 2019 menswear show, the majority of the 

models does not appear to represent high masculine features, since a great number of 

them had long hair, which stereotypically is a feminine feature, jointly with thin face 

features and they did not have muscular bodies (Appendix, 4.1.1). In comparison, the 

womenswear models had in the majority of the cases short hair or their hair was styled in 

a way that look shorter (Appendix, 4.1.2).  

Complementing the looks for the menswear collection, there were pieces of jewellery, 

which is also considered more feminine, some include flowers. In contrast with the 

womenswear collection that had a strong tailored component which is considered more 

masculine traditionally (Appendix, 4.1.3). 

Interestingly, the presence of a transgender male model in the womenswear fashion show 

was a detail shared by the global social media manager. Meaning that even though the 

model identifies as male, he participated in the presentation of the women’s collection of 

the brand. This speaks about the fluidity of genders as well as the inclusivity that the 

brand embraces, since even though one could identify as male is still a fit for portraying 

the womenswear collection.  

Following the androgynous definition, fashion shows follow the normative gender 

division, while adding small winks and details to the non-normative representation and 

inclusion. 

4.3.2 Stores 

Once the collections are produced and presented they arrive to the stores. This is the final 

step of the garments before becoming a part of the wardrobe of a customer and 

participating of their self-representation. 
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4.3.2.1 Planning and collections 

In the retail planning, which is the buying of the collections for the stores, in terms of 

gender there are three categories: men’s and women’s ready-to-wear collections and, 

then, Face and Blå Konst are considered both unisex collections. This division aligns with 

the differentiation made in the previous part of the analysis, with exception of BK. This 

collection instead of being fully understood as unisex was considered in an in-between 

area with blurred lines between the normative binary. 

The distribution of garments on the stores is visual oriented and they work and rework 

the way they present the garments, folded or hanging and so on. Regarding denim, for 

example, they want this key product to be accessible to the customer to feel and touch 

and that will influenced the way is presented in the store (Head of global visual 

merchandising, Personal communication). Hence, not only the design is visual oriented, 

but also product focus. 

4.3.2.2 Window designs 

The design of the store windows not only will align with marketing activities, product 

pushes or e-tail pushes, but also it will reflect and translate into the store giving a sense 

of continuation (Head of global visual merchandising, Personal communication). As an 

example of a menswear related window design for the summer/spring collection, the 

interviewee emphasized how, even though the inspiration could be based on a gender 

specific collection, the result and execution appears genderless (Head of global visual 

merchandising, Personal communication). The collection was interpreted into the 

window design highlighting the neon and acid colours present, resulting in an abstract 

neon coloured window (Appendix, 4.2.1). This was translated into the distribution and 

arrangement of the garments inside the store. Not only highlighting the menswear 

collection, but showcasing womenswear pieces in fluor and neon aligning with the 

window design.  

It was shared that more than half of the window stores’ designs relate to unisex products. 

In general, the designs “shy away from making the window so on the nose” regarding the 

collection or product showcased, or “to appear gender specific” (Head of global visual 

merchandising, Personal communication). In this sense, it is noticeable that there is a lack 

of mannequins in the designs of the window stores.  
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4.3.2.3 Owned stores 

Regarding the design and planning of their stores, the spaces, locations, will determine 

the options in terms of distribution. This detail connects with the development of a new 

concept store which is keen on open and clear spaces, in contrast with old concept stores 

which were more limited by the floor plan (location/building). 

The stores visited, Norrmalmstorg and the Archive in Stockholm belongs to this old 

design. It could be observed how the space highly influences and shapes the disposition 

of the different collections within the store. In Norrmalmstorg store, this is visible as 

different rooms are associated with the different collections. These spaces make harder to 

unify the flow of customers within the different collections. For example, as viewed and 

explained by the interview, in Norrmalmstorg, denim, which is a collection understood 

as unisex, is located at the back of the store close to the changing rooms and it could not 

be appealing to the male customer whose collection is at the beginning of that particular 

store (as one enters to the right).  

As shared by the interviewee and seen on press releases and social media pictures, the 

new concept stores are more open and fluid. Long rails and long shelves are used along 

the store where the different collections are located, and rails do not belong to certain 

collections (Appendix, 4.2.2). These, menswear and womenswear, for example, can share 

space on rails and shelves (Head of global visual merchandising, Personal 

communication). This new concept can be identified in the corner of the brand located in 

the Swedish department store Nordiska Kompaniet (Stockholm). In the limited space 

given, one can get the sense discussed about and the visual fluidity and the flexibility that 

this way of presenting the collections offers. It is relevant that the corner represents the 

brand as their owned stores in department stores, giving a sense of belonging and 

continuity to the brand’s image.  

4.3.2.4 Department stores corners 

Regarding the corners on department stores, the global head of visual merchandising 

signalled as main difference with owned stores that in department stores usually 

menswear and womenswear are located in separated floors. Therefore the main 

collections of Acne Studios are separated by gender in accordance of the department 

stores. This division was observed in the visit to the department store Åhléns. The 

interviewee also mentioned that this occurs in one the biggest and successful locations in 
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terms of performance in China, the department store SKP Beijing, which is a 

womenswear store. 

However, the collection presented in these gendered corner does not limit to the gendered 

collections and key unisex products are present as well. This was observed in the visit to   

Åhléns, since the offering, besides the main ready-to-wear collections, include denim 

(BK) and Face in both floors, and accessories, which could be considered unisex or 

genderless, such as scarves, small leather good and beanies.  

4.3.2.5 Multi-floor stores 

Acne Studios owned stores could be also multi-floor stores, as a couple of examples 

where commented, one of the London stores (Dover Street) and Aoyama store (Tokyo), 

in those when:  

You walk in, you will encounter men’s and women’s mannequin and, you will also find 

on the entry level, SLG products which are unisex, some unisex bags, unisex accessories, 

Face, or scarves or pansy hats, something that if a male customer walk in they wouldn’t 

feel intimidated that is a only womenswear store. (Head of global visual merchandising, 

Personal communication) 

This presence of unisex products is not limited to the entry level, but it continues on the 

other floor/floors, therefore the floors are not only or delimited to womenswear or 

menswear products and collections (Head of global visual merchandising, Personal 

communication). As well as, it was pointed out that there are not indications of 

‘womenswear’ or ‘menswear’ regarding the different floors as these signs could be seen 

in other stores. 

The example of the multi-level London store (Dover Street) illustrates how they are used 

to move things around to increment sales or flow into the store. The mentioned store 

presents four stories – menswear, womenswear, face and BK (order follows of collections 

follows order of floors starting with entry level) – and invites the customer to continue 

walking and ascending since the offering does not exclude them by gender. While at the 

same time, if sales are a bit down they could change womenswear to the entry level to 

generate more flow. Worth mentioning detail is that women are less scared or more 

disposed to either enter a store with mostly menswear on the ground floor or/and shop 

within the menswear collection (Head of global visual merchandising, Personal 

communication).  
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The later remark was also mentioned by the assistant merchandiser when discussing the 

collection planning. Thus, it gets confirmation with the example offered by the head of 

global merchandising, regarding a sweater with an animal illustration and soft colours 

which was part of the menswear collection, but it was picking the interest of women 

customers, therefore they moved some pieces to a central more neutral area (Head of 

global visual merchandising, Personal communication). These approach from women to 

a ‘masculine’ product is similarly seen in a study of gender identity and brand 

incongruence, showing that identified women are more accepted to masculine brands 

(Neale, Robbie & Martin, 2016). 

Overall the stores, and the new concept in particular, allows them to be more fluid and do 

not have such a clear gender divide in the stores. Concluding that, in general terms, the 

interviewee stated “we want to be inclusive when you walk into the stores” (Head of 

global visual merchandising, Personal communication).  

4.4 Communication 

To begin with, it is worth noting that the term brand communication integrates a lot of 

different aspects and assets that the brand uses to promote and expose itself to its 

stakeholders (Keller, 2009, p.141). In this particular research, the communications 

analysed were mostly social media communications – recent post on social media cannels 

(Instagram), campaign releases and communication of fashion shows (data limited by the 

two last collections spring/summer 2019 and fall/winter 2019, corresponding with the 

research period December 2018-May 2019) in combination with the insights on the 

planning and strategy shared by the global social media manager. 

4.4.1 Social media activities 

The main marketing strategy is designed by the director of marketing and PR, whilst the 

majority of the marketing activities are decided and influenced by the creative vision and 

point of view of Jonny Johansson, Acne Studios’ creative director (Global social media 

manager, Personal communication). This remarks the unified creative vision of the brand, 

since the collections are guided by his creative supervision and inspiration.  

4.4.1.1 Fashion Shows and celebrity endorsement 

In the planning of the communication there are some peak dates which correspond to the 

launches of the collections. As seen in the previous section these presentations are the 

fashion shows which take place in Paris during the months of January and June during 
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Paris Fashion Week. These events suppose a great deal of importance in terms of 

communication for the brand. In terms of press, the split between genders will be 

followed. As it was pointed out, there will be representation from men’s publications in 

the menswear show and editors from women’s publications for the womenswear show 

(Global social media manager, Personal communication). 

The immediacy of social media makes the collections ready to consume on your device 

right after it is presented on the runway. At the same time, during the las fashion shows 

two celebrities took over the brand’s Instagram stories: American rapper and Dj, Yung 

Taco (Travis Bennet) (@youngtaco), for the menswear show and the Swedish singer, 

Seinabo Sey (@seinabosey), during the womenswear show. These alliances are frequent 

and has taken up by other brands as well, such as Valentino and American actress Lili 

Reinhart past January. This action aiming to increase engagement also provides a profile 

for the celebrity endorsements of the brand. In last season’s example, both of them are 

related to the music industry, while not belonging to the mainstream, both are young and 

have an urban style. In regards of gender, male for the menswear show and female for the 

womenswear show. Celebrity endorsement is relevant as well in the image of the brand, 

since it will play a part in the reflexivity between customer, celebrity and brand 

(McCracken, 1989).  

The most recent involvement between Acne Studios and a celebrity was dressing the 

former first lady of the United States, Michelle Obama, in her visit to Stockholm to 

present her book Becoming (2019) in April 2019. The suit wore by Michelle Obama was 

an interpretation of the more tailored designs presented in the last womenswear fashion 

show (Appendix, 5.1), addressing the more formal and tailored influences of the brand. 

4.4.1.2 Brand campaign 

In line with the celebrity engagement, it is worth mentioning the Spring/Summer 2019 

campaign starring American basketball player Russell Westbrook, shoot by fashion 

photographer Juergen Teller. This campaign in which the photographer gets also featured 

was launched in February 2019 (Appendix, 5.2). The association with a young American 

basketball player addresses a young and urban aspect of the brand. While, Juergen Teller, 

re-known fashion photographer, tackles a more artistic, cultural and fashion interested 

niche audience. In general terms, men could identify more with Westbrook, and women 

could relate more to which Teller represents. The combination of both summarizes 

broadly the style and aesthetic of the brand and balanced out the gender associations. 
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4.4.1.3 Balanced representation 

In the brand communication they “try to have a fair balance between men’s and women’s” 

actions and representation (Global social media manager, Personal communication). 

Meaning that the promotion of each collection will be balanced as well as when using 

models, which is not a common characteristic, both will be shown in an equal manner. 

Regarding the latter, two examples can be highlighted. First, in the communication of the 

launch for the last Face collection, it could be observed how models of both normative 

genders are represented and showed in an equal extent in the images of the animation in 

Instagram (Appendix, 5.3). Second, in an overview of Acne Studios’ Instagram account, 

it can be seen that the posts showcasing basketball player West Brook for the 

spring/summer campaign, are balanced out with the posts of the collaboration with the 

model Sonya Mohova promoting the same season and the fashion shows are shown 

equally one after the other (Appendix, 5.4). 

4.4.1.4 Strategy 

A significant detail in terms of communication and the strategy follow is that the product 

is what drives the concepts for the different activities: “We focus more on the product 

that on the person that would wear it”. This focus translates in avoiding using models and 

in general the products “are not represented on people” (Global social media manager, 

Personal communication). In this regard, it was pointed out that gender and its treatment 

was not an agenda, as this issue can be for other brands, for instance brands which core 

values are related to be a genderless brand. Accordingly, the focus on the product 

showcases each of the collections, while not emphasizing or focusing on the gender 

identification on the communication opens up to the consumers’ own identification. 

This last remark relates to the same avoidance noted in regard of the window store 

designs. This indicates a tendency in both representations of the brand providing 

alignment and continuity to the visual discourse developed. The continuity through 

different channels enhance the cohesiveness of the brand’s communications and visual 

representation that will reach the audience. 

Throughout this chapter, the findings encountered while analysing the data gathered in 

relation with the case, Acne Studios, and its approach to the matter of gender has been 

exposed in regard of four main themes: branded features, collections, presentation and 

communication. In each of this sections, details about how gender is approached, 
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understood and identified by and within Acne Studios arose and were highlighted. Those 

will be further discussed in the coming section.  

5. Discussion and summary of the findings 

Different aspects of the brand were disclosed and exposed along the previous section. In 

order to understand the androgynous character of the brand or, on the contrary, disregard 

this possibility, an exhaust discussion be developed. As defined in the theoretical 

framework, androgynous is understood as the sum of genders, feminine and masculine, 

and this understanding is neglected if non-gendered characteristics, nor feminine nor 

masculine features are found or highlighted.  

Overall, the findings has shown that Acne Studios can be understood as an androgynous 

brand. Notwithstanding, the different elements need to be further discussed in order to 

clearly determine this understanding. 

Starting with the branded features of Acne Studios, typeface and branded colour show a 

combination of a highly feminine-associated element, as the pink colour usually is 

identified with, and an angular and without embellishments font is used, which can be 

linked to a more masculine character. Therefore, one of the more recognisable features of 

the brand – featured in shopping bags and as profile image of the brand’s Instagram 

account – is composed by these two elements resulting in an association to both normative 

genders, feminine and masculine, supporting an androgynous definition and 

understanding. 

The collection aspect including brand portfolio, style and garments details as well as body 

type needs a deeper comprehension in regards of gender understanding. The division of 

the two main collections between menswear and womenswear support the gender split, 

and support the combination of masculine and feminine within androgynous. While in 

the garments, gendered aspects can be found that correspond to the main gender of the 

collection, while there are other details more aligned with the opposite gender. Although 

this feature is not present in all garments, it is possible to understand it as a result of the 

sum of both genders and it enhances the comprehension of androgynous in terms of these 

collections. Furthermore, this is also consequence of the style and aesthetic of the brand 

that is related to a similar body type followed. In these features, a slim body and an urban, 

edgy and generally oversize with tailored details style could be identified in both main 

collections giving unity. 
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The elements of style and body type translate to the other two complementary collections: 

Face and BK. These collections, as previously established during the analysis of the 

findings, treat gender in a broader and inclusive way. Face is a recognised unisex 

collection, meaning that no gender defined it and all the genders can be identified. The 

characteristics observed in these garments, such as a loose fit, different sizing, prints and 

colours, provide a clear sense of inclusion. In the case of BK, gendered details are 

disregarded, as the fly front detail, and the gender division is blurred to the point that in 

retail (the stores) is treated as a unisex collection. These two collections share more fluid 

and inclusive characteristics in terms of gender as well as a lower price point. The 

implications of this can be related to an increase in the prospect consumer target avoiding 

gender segmentation – including and appealing to both genders – in this entry level 

collections.  

The whole offer of Acne Studios in terms of the different collections, comprises the sum 

of not only the normative gender binary, but there is room for non-normative genders to 

participate and not being excluded from the brand. Taking into account the weight of the 

main gendered collections, the comprehension of Acne Studios as undifferentiated brand 

is disregarded. Androgynous is an inclusive term signifying the sum of both genders. In 

this sense, androgynous can be broadly understood as the sum of genders, expanding its 

understanding to the sum of the whole gender spectrum. Thus, the case of Acne Studios 

and its particularities redefined and expanded this term boosting its inclusivity. This 

redefinition of the concept arises by the particularities of the brand studied and the 

findings that allow a broad and inclusive understanding of the term.  

Moving on now to Acne Studios’ ways of presentation to consumers, the same pattern 

was observed. The gender split is present on the fashion shows, where both main 

collections are shown. When promoting these, the gender split continues with the example 

of celebrity endorsement and presence of press. However, glimpses towards the opposite 

gender can be found in the model casts and stylist work, as well as it has been highlighted 

within the garment details in regards of the collections.  

In the case of the stores, the split between the genders is more obvious in the ones 

belonging to the old concept or the ones located in department stores, whilst is more fluid 

in the new openings. This absence of blatancy within the gender division on the new 

stores translates to the store windows designs. As observed on the analysis, their 

execution tended to be more abstract that the aim behind them. These observations 
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supported the statement of the head of global visual merchandising “we want to be 

inclusive when you walk into the stores” (Personal interview - head of global visual 

merchandising). In this sense, the redefinition made of androgynous understanding 

regarding the collections and its inclusivity, translates here, defining the presentation 

element of the brand as androgynous as well. 

This intentionality to avoid gendered representations was addressed in terms of 

communication as the focus rests on the product. Correspondingly, when there were 

gendered representations, for instance in fashion show promotion, there was a balance 

between those. Representation and communication follow an unified direction, since 

window stores usually align with marketing activities and product pushes. This is 

important as a brand, since it provides cohesiveness. In terms of gender understanding, 

the balance of gendered presence respond to the combinations of masculine and feminine, 

and the avoidance and product focus blurs definite lines aiming to the inclusiveness 

redefinition given to the term androgynous.   

Inclusivity, in terms of gender, can be extracted within the understanding of Acne Studios 

as an androgynous brand, with garments that combine or nod to the opposite gender in 

certain details, unisex collections, a communication with equal gendered representations 

and stores that aim to be inclusive and fluid. The normative is present and expanded, 

redefined in an inclusive perspective, disregarding exclusion by gender. This inclusivity 

would allow consumers to broadly identify in terms of gender with the brand.  

6. Conclusions and further research 

This research has aimed to determine the consideration of a brand as androgynous by 

analysing the case of Acne Studios. The holistic perspective followed has offered a 

combination of different dimensions within gender present in the brand as well as how 

this matter was portrayed and convey in communication and presentations aspects. 

The findings have illustrated how, within the multiple perspectives examined, the sum of 

genders was present resulting in the comprehension of the brand as androgynous. 

Moreover, the concept of androgynous, initially defined as the sum of the normative 

genders, has been expanded in this study in order to include the non-normative, as shown 

in Acne Studios’ collections. The brand’s portfolio includes a unisex collection and a 

denim collection where the gender division is blurred and room for inclusion is opened. 
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The fact of questioning and defining the understanding of a brand’s gender, as it has been 

developed during this thesis, has implications in terms of brand equity as well as in the 

relationships between brands and consumers. 

6.1 Brand equity 

In terms of brand equity, concept characterised by Paul Feldwick (1996) distinguishing 

three approaches: brand value, brand strength and brand description. This term is often 

understood and used as synonym of brand value (Muravskii et al., 2015, p.311), related 

to brand personality – “brand-as-person perspective” (Aaker, 1996, p.112) – and 

therefore, brand gender would influence this “added value” (Farquhar, 1989, p.24) of a 

brand.  

A study in regard of brand equity and brand gender conducted by Theo Lieven (2008) 

concluded that brands considered as androgynous would score a higher brand equity. An 

interesting point to keep in mind is that this same study also pointed out how gender 

undifferentiated brands obtained the lowest results. In consequence, Acne Studios as an 

androgynous brand would score higher in brand equity.  

Accordingly, brand gender is a key brand factor in the value and attractiveness to the 

consumer. Bearing this fact in mind, this firm-perspective focused thesis has aimed to 

comprehend the multiple factors that can affect the gender identification of a brand. 

Consequently, the approach followed has showed a variety of aspects that influence in 

the gender understanding within the particular brand studied. Conveying a firm 

perspective has allowed to deepen the knowledge about the brand defining elements 

which influence the consumer when brand and consumer interact. 

6.2 Self-representation and self-congruency 

Concerning the relationship between brands and consumers, gender is also highlighted as 

a relevant factor in a self-identification and self-congruency sense. Consumers and brands 

develop relationships that go beyond the functionality of the product, and move to a 

representational sphere (Belk, 1988). Brands are used by consumers to represent 

themselves, and develop interrelationships where there is a self-identification component 

related with their real or ideal self (Dolich, 1969; Sirgy, 1982; Azevedo and Pessoa, 

2005).  

Thus, brands reinforce and support consumers with their identity construction. By this 

means, gender and gender identity have been a significant trait taken into account in 
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relation to consumer behaviour (Levy, 1959). Inferring correspondence to self-gender  

and brand identification associations, as self-congruency theory and studies in this regard 

indicate (Grubb & Grathwohl, 1967; Dolich, 1969; Sirgy, 1982).  

Subsequently, the comprehension of androgynous brand developed in this study, 

characterised as the sum of the genders, has opened the range of consumers’ gender 

identification within brands. Appealing to a broader gender identification spectrum 

increases the prospect consumers that could feel identified with the brand values and use 

it to develop and build their own identities. 

6.3 Fashion and gender 

This research has been developed based on the case of a fashion brand connected with 

this identity and self-representation matter, since fashion, garments, and their study as a 

cultural and sociological elements is intrinsic to matters of identity and gender (Entwistle, 

2005, p.143; Steele, 1998, p.331). Understanding gender as a social construct, one’s 

gender could be shown and displayed through the garments which are understood as aids 

to construct these identities. As discussed in the previous section, consumers aim to a 

congruent self-representation and fashion, as a representational communication tool, adds 

another layer in this self-representation. 

According to fashion historian Elisabeth Wilson, the relationship between fashion and 

gender goes further, as fashion “defines and redefines the gender boundary” (2007, 

p.117). Correspondingly, the different elements analysed in Acne Studios case, such as 

the combination in a garment of gendered details both masculine and feminine, as well as 

the blurred separation between genders in the stores, has implied a possible redefinition 

of the normative. 

The symbolic understanding of fashion in the aforementioned self-representational terms 

has enriched this study and allows the translation to further studies within fashion brands. 

Different features and elements to examine and question gender have been disclosed. 

Subsequently, the model and research design that has been presented and developed could 

be followed and results could be compared stemming a broader comprehension. 

6.4 Further study 

In a wider perspective, this study contributes to the field of marketing and gender with a 

firm perspective and focus on the product and its communication and promotion instead 

of the most common approaches in this regard which are based on consumers’ perception 
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or consumer behaviour (Caterall et al., 2005, p.498-499). Thus, the limitations of this 

study could be addressed and further developed with a consumer approach in order to 

observe if the brand gender identifications made would be translated to a consumer 

perspective and lead to a greater understanding of androgynous brand and its implications 

will open up new research opportunities. Moreover, this study has been based on a 

Western comprehension of gender and gender identifications and stereotypical gender 

roles. Hence, addressing differences on culture and gender comprehension would provide 

constructive and useful results in regard of, for instance, the expansion to new markets. 

From another perspective, one of the categories deeply analysed has been the collections. 

The combination of the different collections has been seen as an inclusive sum with the 

two main gendered collections and the complementary ones as more unisex or gender 

inclusive. Regarding the last mentioned, it was signalled that the price point of these were 

lower that the main. Subsequently, they could be considered as an entry level 

collections/products to the brand. In this sense, it appears that the gender inclusivity of 

those entry level collections is an advantage, given that they would appeal to a broad 

gender identification spectrum, widening the prospect consumer. This assumption could 

be an interesting and productive line of study to follow and develop in future studies. For 

instance, a more exhaustive study regarding the implications of brand gender in the 

understanding of business strategy regarding entry level collections in high-end or luxury 

brands could be performed, or the androgynous brand effect in regard of acquiring a new 

consumer base. 

This research has contributed to expand and develop the understanding and identification 

of brand gender in the terms of androgynous brand within the frame of a fashion brand. 

Furthermore, this study has revised the concept of androgynous in the basis of inclusivity 

in a broad comprehension of androgyny as the sum of the genders in the case. 
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Appendix 
1. Fall/Winter 2015 Campaign. 

 

 

2. Branded features 

2.1. Typeface 

2.1.1. Acne Studios Font 

 

 

2.1.2. Old/New typeface 

         

2.1.3. Helvetica 
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2.2. Branded colour 

 

   

 

2.2.1 Shopping bags old and new 

   

3. Collections 

3.1. Brand portfolio – Website division 

 

3.2. Buttons location difference between womenswear and menswear 

Womenswear: 
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Menswear: 

    

3.3. Fly front difference between women’s and men’s trousers 

Womenswear 

     

Menswear 
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3.4. Bla Konst – Fly front same direction for women’s and men’s denim 

Women’s denim 

 

Men’s denim 

 

3.5. Menswear shirts & Womenswear blouses 

Masculine cuff example 
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Feminine cuff example 

  

3.5.1. Women’s blouses with the ‘masculine cuff’ 

   

3.5.2. Shirt from Face collection 
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3.6. Short sleeved shirts comparison 

3.6.1. Womenswear 

  

3.6.2. Menswear 

  

3.7. Face – Models 

3.7.1. Web-shop 
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3.7.2. Look book 

   

3.8. BK – models web-shop  

 

3.9. Prints  and colours 

3.9.1. Stripes & Colour – Face collection 
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4. Presentation of the garments 

4.1. Fashion Shows 

4.1.1. Cast menswear (sample) 

 

4.1.2. Cast womenswear (sample) 
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4.1.3. Details 

Men’s   

Women’s  

4.2.Stores 

4.2.1. Store window 
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4.2.2. New concept stores 

  

  

5. Communication 

5.1. Celebrity endorsement – Michelle Obama (Stockholm, 2019) 

 

5.2. Spring Summer 2019 Campaign 
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5.3. Face FW19 – Instagram videos 

- https://www.instagram.com/p/BxP4LTulJ2H/ 

- https://www.instagram.com/p/BxR6SyKFMVa/ 

- https://www.instagram.com/p/BxU5wpaFKd8/ 

 

5.4. Gender balanced features (Overview of Acne Studios Instagram’s feed) 

   

Images sources: Acnestudios.com, Google Images, Instagram, Lettersfromsweden.com, 

Vogue.com and Head of global visual merchandising (personal communication)  

https://www.instagram.com/p/BxP4LTulJ2H/
https://www.instagram.com/p/BxR6SyKFMVa/
https://www.instagram.com/p/BxU5wpaFKd8/
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