®

Check for
updates

The Impact of Gender Role Congruence on Consumers'
Purchase Intentions: A Chained Mediating Role of
Warmth and Self-Brand Connection

Fangxiao Yin
School of Business, Shandong Normal University, Jinan, Shandong, 250358, China

yinfangxiaol108@163.com

Abstract. The selection of brands by consumers is shaped not merely by the in-
herent attributes of the brand but also by the individual's self-concept. This study,
grounded in the Brands as Intentional Agents Framework and Self-Concept Con-
gruence Theory, delves into the mechanism through which the congruence be-
tween consumers' gender identity and the gender associated with a brand name
impacts purchase intention. The experimental results reveal that gender role con-
gruence has a significant positive effect on purchase intention. Warmth and self-
brand connection mediate the influence of gender role congruence on purchase
intention, and furthermore, they jointly function as a chained mediator in this
process. Consequently, when devising brand names, businesses should take into
account the gender identity of their target audience, ensuring that the gender es-
sence embedded within the brand name resonates with the consumers' psycho-
logical gender. This alignment not only fosters a perception of warmth from the
enterprise among consumers but also strengthens their connection with the brand,
ultimately enhancing purchase intentions and boosting corporate profits.

Keywords: Gender Role Congruence, Warmth, Self-Brand Connection, Pur-
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1 Introduction

With societal advancements and the evolution of feminism, individuals are increasingly
able to express their gender identity more freely, moving beyond the confines of tradi-
tional binary gender frameworks [1]. In addition to the conventional masculine and
feminine gender roles, people are increasingly exhibiting androgynous (possessing both
masculine and feminine traits) and undifferentiated (low in both masculinity and femi-
ninity) gender roles. However, current research primarily focuses on consumers' bio-
logical sex, with relatively scant attention given to their psychological gender.
Consumers tend to ascribe human-like traits to brands, thus brands also possess gen-
der attributes[2]. As a crucial element of brand identity, brand names can also convey
the gender temperament of a brand. Consumers purchase brands not only for their func-
tional value but also for their symbolic meaning. Brands are used by consumers to
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communicate their self-concept to others. Consumers are more inclined to select brands
that can convey their self-concept. When confronted with brand names that exhibit dif-
ferent gender essences, consumers will choose those whose gender aligns with their
self-identity. However, there is a lack of research on the impact of congruence between
consumers' gender identity and brand names on brand outcomes, and the understanding
of its underlying mechanisms is also limited.

2 Theoretical Background and Research Hypotheses

Gender role congruence refers to the degree of alignment between consumers' gender
identity and the gendered personality of a brand [3]. In this paper, gender role congru-
ence is defined as the degree of alignment between consumers' gender identity and the
gender of a brand name. Based on the Self-Concept Congruence Theory, the alignment
between brand personality and self-concept influences consumer behavior. High self-
congruence arises only when consumers perceive a brand's personality as aligning with
their self-perception, leading to attraction to the brand. Based on this, the following
hypotheses are proposed in this study:

H1: Compared to gender role incongruence, when consumer gender identity aligns
with brand name gender, it will lead to higher purchase intention.

Warmth perception refers to consumers' sensing of a brand's friendliness and posi-
tive cooperative intentions., where brands possessing traits such as friendliness, sincer-
ity, helpfulness, and kindness are qualified as warm. Based on Self-Concept Congru-
ence Theory, consumers tend to prefer brands or products that align with their individ-
ual self-concept[4]. Building upon this foundation, research has found that when a con-
sumer's self-concept matches the brand personality, it elicits positive emotional atti-
tudes[5]. Therefore, this paper hypothesizes that congruence between brand gender and
consumer gender identity will also result in favorable emotional responses. Beyond the
emotional reactions stemming from alignment between consumer gender identity and
brand gender, such congruence can also foster positive perceptions of the brand among
consumers. When brand gender aligns with consumers' gender identity, it prompts con-
sumers to make benevolent and friendly inferences about the brand's intentions, foster-
ing a sense of the brand's sincerity—the source of brand warmth perception[6]. Based
on this reasoning, the following hypothesis is proposed:

H2: Gender role congruence positively affects purchase intention through the medi-
ating role of warmth.

In contemporary consumer culture, brand selection is not merely a part of the pur-
chasing decision but also an expression of individual personality traits. Consumers tend
to choose brands that represent their self-concept. This phenomenon reveals an intrinsic
connection between consumer self-identity and the chosen brands, academically de-
fined as the “self-brand connection”. Specifically, the definition of self-brand connec-
tion refers to the extent to which consumers integrate a brand into their self-concept
[7]. One effective way to achieve self-brand connection is by aligning brand image with
consumer self-image. Studies have shown that the stronger the perceived congruence
between brand image and consumer self-image, the stronger the self-brand connection
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[8].Therefore, this study posits that when the gender implied by the brand name aligns
with the consumer's gender identity, it also fosters a self-brand connection. Further-
more, this self-brand connection is a crucial pathway for effectively enhancing con-
sumers' purchase intentions. In summary, this paper argues that when consumers' gen-
der identity matches the gender implied by the brand name, they develop a self-brand
connection, which subsequently leads to an increase in purchase intention. Based on
the above analysis, the following hypothesis is proposed:

H3: Gender role congruence positively affects purchase intention through the medi-
ating role of self-brand connection.

Consumers purchase products not only to satisfy functional needs but also to engage
in self-construction and personal expression [9]. When consumers use brands to build
their identity or convey a self-concept to others, a connection with the brand is formed.
Research has found that brands capable of evoking positive quality associations in con-
sumers, such as friendliness, sincerity, and environmental friendliness, are most likely
to form strong connections with consumers [10]. Consequently, when a brand elicits a
sense of warmth in consumers, it tends to be perceived as a symbol of friendliness and
warmth, serving as an important medium for consumers to express their positive per-
sonal qualities. This, in turn, enhances the bond between consumers and the brand [11].
Based on the above analysis, the following hypothesis is proposed:

H4: Warmth and self-brand connection sequentially mediate the relationship be-
tween gender role congruence and purchase intention.

The conceptual framework of the study in this paper is shown in Figure 1:

Self-Brand
Connection

Warmth

Congruence Purchase
(high vs. low) Intention

Fig. 1. Conceptual framework

3 Research Design and Hypothesis Testing

This study tests the relevant hypotheses through a pilot experiment and a formal exper-
iment. Pilot Experiment 1 aims to design the brand name materials required for this
research and verify the gender of the brand names, ensuring that the brand names de-
signed in this study possess distinguishable gender attributes. Experiment 1 utilizes fic-
tional brand names as stimuli to explore the direct impact of gender role congruence
(high vs. low) on purchase intention, as well as the mediating roles of warmth and self-
brand connection, thereby validating Hypotheses H1 to H4.
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3.1 Pilot Experiment 1

3.1.1 Design and Procedure

In this study, gender-implying words were selected based on the research of Guo,
Zhang[12] to construct brand names with different gender connotations as required for
the research. The use of fictional brand names in this manner avoids the interference of
real brand names on consumers, ensuring the accuracy of the research. This study de-
veloped two-syllable fictional brand names: "Gehu" (masculine brand name), "Gezi"
(feminine brand name), "Huzi" (androgynous brand name), and "Gezhong" (undiffer-
entiated brand name).

Pilot Experiment 1 recruited college students as participants. During the pretest, par-
ticipants were instructed that brand names possess gendered qualities, and they were
then asked to rate the gender of the brand names on two dimensions: masculinity and
femininity, using the following scale: 0 = not at all masculine or feminine, 1 = not
masculine or feminine, 2 = somewhat masculine or feminine, 3 = very masculine or
feminine. Finally, participants evaluated the familiarity of the brand names on a scale
ranging from 1 = very unfamiliar to 7 = very familiar.

3.1.2 Results

In Pilot Experiment 1, a total of 72 questionnaires were collected, with 69 valid re-
sponses (23 males, accounting for 33.33%; Mag— 20.3). Using the median split method
[13], brand names were classified in terms of gender based on scores derived from the
Masculinity Rating Scale and Femininity Rating Scale.

According to the results, the brand name "Gehu"(Mmale = 2.51 > 1.5, Mfemate = 0.64
< 1.5) scored higher than 1.5 on the masculinity dimension and lower than 1.5 on the
femininity dimension, indicating a masculine gendered quality. The brand name "Gezi"
(Mfemate = 1.87 > 1.5, Mpate = 1.07 < 1.5) scored higher than 1.5 on the femininity di-
mension and lower than 1.5 on the masculinity dimension, indicating a feminine gen-
dered quality. The brand name "Huzi" (Mmate = 2.00 > 1.5, Mfemate = 1.65 > 1.5) scored
above 1.5 on both dimensions, indicating an androgynous gendered quality. Lastly, the
brand name "Gezhong" (Mmate = 1.46 < 1.5, Memale = 1.20 < 1.5) scored below 1.5 on
both dimensions, indicating an undifferentiated gendered quality.

The results of the one-way ANOVA indicate that there are no significant differences
in familiarity among the brand names, F(7, 544) = 1.096, p = 0.364 > 0.05. Conse-
quently, the four brand names - GeHu, GeZi, HuZi, and GeZhong - were selected as
materials for the subsequent formal experiments.

3.2  Experiment 1

3.2.1 Design and Procedure

This experiment employed a between-subjects design with brand name gender (mas-
culine vs. feminine vs. androgynous vs. undifferentiated) as the single factor. A total of
240 college students were recruited, and questionnaires were distributed through the
"Credamo" platform. After excluding samples with excessively short completion times,
a total of 227 valid samples were collected (77.1% female, Mage= 20.02).
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Firstly, participants were randomly assigned to one of four two-syllable brand name
categories. Subsequently, they were presented with a piece of information stating: "A
company has launched a product named [Brand Name]. Please imagine the personality
and image of this brand." After reading the information, participants completed a series
of scales including the Brand Name Gender Scale[2] (o = 0.84), Gender Role Scale[ 14,
15] (a0 = 0.86), Warmth Scale[16] (a = 0.90), Self-Brand Connection Scale[7] (a0 =
0.93), and Purchase Intention Scale[17] (o= 0.91), all of which were seven-point Likert
scales. Finally, participants were asked to provide demographic information.

3.2.2 Results

Main Effect Testing. Initially, based on the measurement method for consistency[2],
we identified 73 individuals with high consistency and 145 with low consistency. Sub-
sequently, the results of a one-way ANOVA indicated a significant positive effect of
congruence on purchase intention (F(1, 225) = 30.672, p < .001). Furthermore, the re-
sults of an independent samples t-test revealed that the purchase intention of the high-
congruence group was significantly higher compared to the low- congruence group
(Mhigh—congruence =4.51 N S])high— congruence — 1 55, Migw- congruence — 3 43, SDiow- congruence — 1 25,
t(225) =-5.538, p <.001). Thus, Hypothesis 1 was supported.

Mediation effect test. Firstly, we examined the mediating effect of warmth on the
relationship between congruence (the independent variable) and purchase intention (the
dependent variable), with gender and age as control variables. Using Model 4 of the
PROCESS macro for Bootstrap analysis with 5,000 samples and a 95% confidence in-
terval (CI), the results revealed a significant mediating effect of warmth between con-
sistency and purchase intention (95% CI =[0.0217, 0.3456]), with an effect size of
0.1675. Thus, Hypothesis 2 was supported. Secondly, we employed the same method
used to test the mediating effect of warmth to examine the mediating effect of self-
brand connection. The results showed a significant mediating effect of self-brand con-
nection between consistency and purchase intention (95% CI =[0.4176, 0.9688]), with
an effect size of 0.6773. Hence, Hypothesis 3 was supported. Lastly, we tested the serial
mediating effect of warmth and self-brand connection on the relationship between con-
sistency (the independent variable) and purchase intention (the dependent variable),
with gender and age as control variables. Using Model 6 of the PROCESS macro for
Bootstrap analysis, with the same sample size and confidence interval settings as pre-
viously mentioned, the results indicated a significant serial mediating effect of warmth
and self-brand connection (95% CI =[0.0595, 0.3356]), with an effect size of 0.1857.
Therefore, Hypothesis 4 was supported.

4 Conclusion

The findings of this study indicate that when consumers' gender identity aligns with the
gender of a brand name, it leads to an increase in purchase intention, with warmth and
self-brand connection serving as significant mediators in this process. These research
results not only enrich and expand the study of gender role congruence in the consumer
domain but also possess practical implications. For businesses, it is crucial to focus on
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positive emotions such as perceived warmth and to establish strong emotional bonds
with consumers through well-designed marketing strategies and emotional touchpoints.
Additionally, companies should skillfully leverage self-brand connection by encourag-
ing consumers to integrate their personal identities with brand images, thereby allowing
the brand to serve as a medium for consumers to express themselves and showcase their
individuality.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
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which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
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