
Study 1
• N = 121, 41% male, Mage = 36.15, SDage = 14.84
• purchase intention: t(104.2) = 2.91, p = 0.004
• disgust: t(119)= 2.16, p= .033

We investigate gender schema 
congruity of anthropomorphic 
packaging shapes and product 
benefits, two elements that only 
implicitly refer to gender. 

Previous research:
→ combined explicit gender 

references with masculine or 
feminine elements in packaging (no 
anthropomorphic shapes) and 
verbal product messages

→ found inconsistent results (Hende & 
Mugge, 2014; Zhu, et al., 2015)

H1: A product with a masculine or 
feminine anthropomorphic packaging 
shape will generate more positive 
consumer outcomes when it is 
positioned on gender-congruent (vs. 
incongruent) product benefits.

H2: The effect of a congruence (or 
incongruence) between a masculine 
or feminine anthropomorphic 
packaging shape and product benefits 
with masculine or feminine
connotations on consumer outcomes 
is mediated by consumer’s perceived 
fit between product package and 
product benefits.

Addition to anthropomorphism lit.: 
• congruence (vs. incongruence) 

between masculine (feminine) 
anthropomorphic packaging shapes 
and product benefits with 
masculine (feminine) connotations 
has favorable consumer outcomes

• instead of explicitly referring to the 
product as man or woman (e.g., 
calling the product “guy”/“girl” or 
displaying a man/woman on the 
package), also implicitly referring to 
the product as man or woman (i.e., 
using anthropomorphic packaging 
shapes) can generate 
(in)congruence with other product 
benefits

Practical implications
• this research could help field 

practitioners in choosing a favorable 
shape for their product packaging in 
relation to the unique selling points 
of their products

Future research
• more research needs to be done to 

understand the boundary 
conditions of the effects found in 
the current research
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Study 2
• N = 214, 67% female, Mage = 35.32, SDage = 13.48
• respondents in the congruent (vs. incongruent) conditions indicated better 

product attitudes (F(1,211)= 6.70, p= .010
• no significant effect of congruence (vs. incongruence) between the packaging 

shape and product benefits on perceived fit (F(1,211)= 2.40, p= .123
• perceived fit of product shape and benefits did not mediate the effect of 

congruence (vs. incongruence) on product attitudes                                                 
→ perhaps, respondents perceived the (mis)fit of product elements on a less 
conscious level because of the more subtle masculine and feminine 
anthropomorphic packaging shapes 

• similar effects were found for purchase intention

→congruence (vs. incongruence) between masculine 
(feminine) product benefits such as “strong” (“soft”) and 
masculine (feminine) anthropomorphic masculine V-
shapes (feminine hourglass shapes) improves product 
attitudes, purchase intentions and willingness to pay

→perceived fit of the product elements mediates the effect 
when there’s a pronounced masculine or feminine product 
shape

→when the shapes are more subtle, the same main effect is 
found, but perceived fit does not mediate the effect

Study 1
Design: between-subjects study with 
a 2 (package shape: masculine, 
feminine) x 2 (product benefits: 
masculine, feminine)

Product: shampoo

Measures: product attitude, 
willingness to pay, perceived fit

Study 2
Design: between-subjects study with 
a 2 (package shape: masculine, 
feminine) x 2 (product benefits: 
masculine, feminine)

Product: hand soap (more subtle V-
and hourglass shapes than study 1)

Measures: product attitude, purchase 
intention, perceived fit

Study 1
• N = 201, 68% female, Mage = 28.59, SDage = 14.14
• respondents in the congruent (vs. incongruent) conditions indicated more 

positive product attitudes than those in the incongruent conditions (F(1,199)= 
7.05, p= .009

• respondents in the congruent (vs. incongruent) conditions indicated a higher 
perceived fit (F(1,199)= 8.94, p= .003

• perceived fit mediates the effect of congruence (vs. incongruence) on product 
attitude (ab= .29, 95% CI= .104 to .503)

• similar effects were found for willingness to pay

*p < .05   
**p < .01   
***p < .001
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