\

Pink Marketing

Kévin Bideaux

» To cite this version:

Kévin Bideaux. Pink Marketing. Proceedings of the International Colour Association (AIC) Confer-
ence 2022 .Sensing Colour, International Colour Association (AIC), pp.585-592, 2022. hal-03939274

HAL Id: hal-03939274
https://hal.science/hal-03939274v1

Submitted on 14 Jan 2023

HAL is a multi-disciplinary open access L’archive ouverte pluridisciplinaire HAL, est
archive for the deposit and dissemination of sci- destinée au dépot et a la diffusion de documents
entific research documents, whether they are pub- scientifiques de niveau recherche, publiés ou non,
lished or not. The documents may come from émanant des établissements d’enseignement et de
teaching and research institutions in France or recherche francais ou étrangers, des laboratoires
abroad, or from public or private research centers. publics ou privés.

Distributed under a Creative Commons Attribution - NonCommercial - ShareAlike 4.0 International
License


https://hal.science/hal-03939274v1
http://creativecommons.org/licenses/by-nc-sa/4.0/
http://creativecommons.org/licenses/by-nc-sa/4.0/
http://creativecommons.org/licenses/by-nc-sa/4.0/
https://hal.archives-ouvertes.fr

& d

,e« Proceedings of the

EEE International Colour Association (AIC)
- Conference 2022

X X |

DO d

DO d

eo¢ Sensing Colour

X X |

)0 ¢ June 13-16, 2022

X X |

[ | Organized by the Colour Research Society of Canada (CRSC)

X X | Published by the International Colour Association (AIC)

X X |

DO ¢

DO d

. . : M International Colour Association m

. ‘ ‘ Internationale Vereinigung fir die Farbe

COLOUR SOCIETE
Association Internationale de la Couleur ~ RESEARCH ~ CANADIENNE
EEEEEEEEEEEEEEEEEEEE



This publication includes abstracts of the invited talks, and contributed oral and poster
papers presented at the International Colour Association (AIC) Conference 2022. The theme
of the conference was Sensing Colour. The conference, organized by the Colour Research
Society of Canada (CRSC), was held online, from June 13th-16t", 2022 and should have been
held in Toronto, Canada at OCAD University.

More information at: www.aic2022.org and www.colourresearch.org

© 2022 International Colour Association (AIC)
International Colour Association Incorporated
PO Box 764

Newtown NSW 2042

Australia

www.aic-colour.org

All rights reserved.

DISCLAIMER

Matters of copyright for all images and text associated with the papers within the
Proceedings of the International Colour Association (AIC) 2022 and Book of Abstracts are
the responsibility of the authors. The AIC does not accept responsibility for any liabilities
arising from the publication of any of the submissions.

COPYRIGHT

Reproduction of this document or parts thereof by any means whatsoever is prohibited
without the written permission of the International Colour Association (AIC). All copies of
the individual articles remain the intellectual property of the individual authors and/or their
affiliated institutions.

ISSN: 2617-2410
eISSN: 2617-2429
ISBN: 978-0-6484724-4-5

How to cite this book AIC (International Colour Association). 2022. Proceedings of the
International Colour Association (AIC) Conference 2022. Toronto, Canada.

How to cite an article included in this book

Author's name. 2022. Title of the article. In: Proceedings of the International Colour
Association (AIC) Conference 2022. Toronto, Canada, page numbers of the article.

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022

1



Table of Contents

Committees

Organizing Institutions

AIC Members

AIC 2022 Sponsors

Welcome from the AIC 2022 Organizing Committee
Welcome from the AIC President

Awards

Keynote Lectures

llluminating Colour: Do people see the light?
Anya Hurlbert

Sensing Colour in Nature
Robert DeSalle

How do infants and children see and think about colour?
Anna Franklin

Color in Layers: From Pepper’'s Ghost to Augmented Reality
Michael J. Murdoch

Requiem for a Drowning Landscape
Joseph Emmanuel Ingoldsby

10
14
15
17
18
20
21

24

25

3]

32

35

Special Session on Colour in the Lighting Industry

Panel: Light, Colour, and...

Featured Public Lectures

Gathering Colour
Anong Migwans Beam

Humanae: Celebrating How Colourful We Are
Angélica Dass

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR

41

43

YA

JUNE 13-16, 2022 2



Oral Papers

Session 1 - Colour Science 1 46

Color Materials and Techniques in John Gould's “Folio Bird Books”
Satoko Taguchi, Yae Ichimiya, Kaori Takahashi, Hirotaka Kakizaki,
Sayako Kuroda, Shino Okuda, Katsunori Okajima 47

Texture Management for Glossy Objects Using Tone Mapping
Ikumi Hirose, Kazuki Nagasawa, Norimichi Tsumura, Shoji Yamamoto 53

Image Based Measurement of Augmented Reality Displays and Stimuli
Tucker J. Downs, Olivia Kuzio, Michael J. Murdoch 62

Study of measurement of 3D shape and spectral reflectance by
Multi-View Stereo

Taisei Horimoto, Yoshitsugu Manabe, Noriko Yata 70
Session 2 - Design 77
Color Marketing Group™: Six Decades of Color Forecasting

Montaha Hidefi 78

Aesthetics and Emotions of Colour Harmonies in Architectural Context
Sibel Ertez Ural 89

Color influence on the usability of kitchen utensils: An empirical study
in Ergonomic design
Ana Laura Alves, Mirela Riquena de Giuli, Luis Carlos Paschoarelli 96

Wood colours in contemporary architecture: a comparison in three
European countries

Anna Kmita, Saara Pyykko, Francesca Valan 103
Session 3 - Colour & Language m
Two kinds of explanation for basic color terms?

Don Dedrick 12

The Difference in Colour Categorization between South Korean and
Chinese Language
Junglim Lee, YungKyung Park 119

A Comparative Analysis of Estonian, Swedish and Turkish Colour Idioms
Merle Oguz, Mari Uuskula 130

“The painters had done it all in green” [IN *COLOR] - A Cognitive
Linguistic Construction Analysis

Jodi L. Sandford 137
Session 4 - Colour in Architecture - | 144
Polychromic Space. Architectural Agencies of Colour

Eva Storgaard 145

On different colour approaches to architecture
Verena M. Schindler 154

Carrazedo: colours and stories of a transient landscape
Veronica Conte 159

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022 3



Session 5 - Colour Education - | 164
Josef Albers’s Chromatic Perspectivism
Adam Lauder 171

Colour Connections in the Work of Fritz Seitz
Esther Hagenlocher 164

Exploring the origins of Itten’s color theories using digital
color mapping
Zena O'Connor 177

Contemporary Analysis of Traditional Colour Theory
Robert Hirschler, David J. C. Briggs, Andreas Schwarz, Stephen Westland 185

On Colour Bibliography for Design Discipline: a Study to the
References Proposed by 34 Colour Courses
Ingrid Calvo Ivanovic 192

Session 6 - Colour in Architecture - 1l 202

“Thinking pink in architecture” - survey on perception and preferences
of pink color by architecture students from the “millennial generation”
Justyna Tarajko-Kowalska 203

Colour and Modern Architecture in Southern Chile
Elisa Cordero-Jahr, Gonzalo Cerda-Brintrup 212

Color and collective housing. Color at the service of the
20th century heritage. Case study of the Harlequin of Grenoble
Xaviere Ollier 219

The colors in the housing buildings in the neighbourhood of
Boa Viagem, Recife, Brazil
Gisele Carvalho, Camila Cruz, Larissa Gouveia, Amanda Barbosa 226

Session 7 - Colour Education - Il 232

Colour preferences and use in textiles design and decoration
amongst students
Emmanuel Kodwo Amissah 233

Two Voids in the Language of Colour

Maggie Maggio, Paul Green-Armytage, Ellen Divers 241
A Shillito Student Portfolio from the Mid-1940's

David J. C. Briggs, Eva Fay 248
Colour, Light & Environment: An Experiential Course

Doreen Balabanoff, Sharyn Adler Gitalis, David Pearl 256
Weaving the senses: Learning about color through sound and taste

Ellen Divers 265
Session 8 - Colour and Buildings 272

Powerful Red on Buildings of the Qinzheng Hall Complex at the
Garden of Clear Ripples (Beijing)
Xuechang Leng 273

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022 4



Colin McCahon's House and its Colours: A Glimpse of New Zealand
Beyond its Colonial Past
Alessandro Premier, Julian Rennie 280

Research on the influence of the natural environment of residence
on city color preference: A case study of Busan, South Korea
Yajun Wen, Jaehoon Chung 288

An Investigation of Color-Realm Visual Perception: The Effectiveness of
Multi-Color Appliance of Design Hotel (DH) Interior Design in Taiwan
Chen-Hsin Yang, Tseng-Ping Chiu 297

Session 9 - Colour and Cultural Preferences 306

Everyday Objects’ Color Preferences Among Japanese University
Students
Mahshid Baniani 307

Color Meanings of Lucky Charms in Taiwan
Chu-Wen Wang, Yi-Sheng Chen, Cheng-Hung Hsu, Li-Chen Ou,

Chien-Yu Chen 314
The Effect of Facial Mask Colour Tones on the Image of Retail Services
Hsien-Hsiang Meng, Ray-Chin Wu, Li-Chieh Chen 319
Modelling Facial Attractiveness from Various Colour Characteristics

Yan Lu, Kaida Xiao 325
Session 10 - Colour and Art: Inspiration & Materials 332

Yellow is the Sound of a Trumpet: An International Survey

on the Association between Color and Sound and a Comparison

with Color Theory

Kyoko Hidaka 333

Multimodal and Pseudo-Synaesthetic Systems in Visual Music
Composition: Applying Color Harmony to the Musical Process
Umut Eldem 339

My Thoughts Appeared in the Sky: A Synesthete Meets the Aurora
Carrie C. Firman 346

The Colour Sensation in the Art of Maria Tomasula
Soo Kang 355

A History of Azo Pigments - for Color in all Applications
Romesh Kumar 362

Session 11 - Colour Science - I 363
Measuring Display Observer Metamerism
Che Shen, Mark D. Fairchild, Robert Wanat 364

Quantifying and Evaluating Colour Appearance Models based on
Helmholtz Kohlrausch Effect
Ehsan Ullah, Gregory High, Phil Green 371

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022 5



Perceived Speed in Transitions between Neutral and Chromatic
lllumination

Abigayle Weymouth, Michael J. Murdoch 380
Visual judgement of the tactile properties of fabrics by altering colours
Qinyuan Li, Kaida Xiao, Ningtao Mao, Michael Pointer 389
Session 12 - Colour Science - Il 396
A Weighted Goodness-of-Fit Metric for Comparison of Spectra

Tanzima Habib, Phil Green, Peter Nussbaum 397

Simulating the Effect of Camera and Lens Choice for Color
Accurate Spectral Imaging of Cultural Heritage Materials
Olivia Kuzio, Susan Farnand 405

An Investigation on Visual Colour Difference of 3D Printed Objects
Ruili He, Kaida Xiao, Michael Pointer, Manuel Melgosa, Yoav Bressler 413

The Luther Condition for All: Evaluating Colorimetric Camera Design
for Personalized Color Imaging

Hao Xie, Mark D. Fairchild 420
Psychophysical Colour

David J. C. Briggs 427
Session 13 - Colour Science - IV 435
Preliminary Evidence for the Effect of Circadian Rhythms on Color
Perception

Kyosuke Ota, Midori Tanaka, Takahiko Horiuchi 436

A Parametric Colour Difference Study on the Physical Size Effect
for Sample Pairs to Have No Separation
Qiang Xu, Keyu Shi, Ming Ronnier Luo 443

3D printed human skin appearance with a multilayered spatial
distribution of pigment components

Kazuki Nagasawa, Shoji Yamamoto, Ikumi Hirose, Yuki Ohira, Wataru Arai,
Kunio Hakkaku, Chawan Koopipat, Keita Hirai, Norimichi Tsumura 449

Cross-cultural influence of preferred memory colours on
mobile display devices
Mingkai Cao, Yan Lu, Kaida Xiao, Ming Ronnier Luo 457

Comparison of brightness perception of facial skin with differences
of skin color

Yuanyuan He, Hiromi Sato, Yoko Mizokami 463
Session 14 - Colour in Health and Design 471
Colour and Care in Space

Lou Ricome 472

Color-design applied to the elderly’s nutrition: a public health issue
Estelle Guerry 482

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022 6



Development of a Questionnaire to Assess the Impact of Congenital
Colour Vision Deficiencies on Education

Cat Pattie, Harpreet Dlay, Hannah O'Donnell, Sinéad Mullally,

Gabriele Jordan

The Colours of Diabetes: Colorimetry, Chemical Indicators, and
Colour Standardization in Diabetic Sugar Measurement in the
First Half of the Twentieth Century

Elizabeth Neswald

Colour Naming of Post-COVID Participants Hints to “Darkening” of
Perceived Colour
Yulia A. Griber, Galina V. Paramei

Session 15 - Colour in Aesthetics and Culture

A Phenomenological Approach to Color Theory and Aesthetics
Ivan Magrin-Chagnolleau

The Story of Colour in Traditional Indian Folk Media and Art
Lavina Bhaskar, Dimple Bahl

The Persistence of a Personal Palette
Nusa Maal

Decolonising Skin-Lightening Practises in Selected Ghanaian
Universities
Osuanyi Quaicoo Essel

Session 16 - Colour in the Landscape

Colours of the Land
Tania Fuentes Villa

Chroma Calls: Attunement to Place through Colour Intra-action in
Sculpture
Yulia Kovanova

Environmental color mapping case study: Uramanat region, Iran
Zena O'Connor, Hamidreza Sheibani

Poster Papers

Comparative study of the psychological effects of the spectral
distribution of daylight and LEDs in office spaces

Yuka Akuzawa, Chuanyi Liu, Yukie Miura, Yuki Oe, Nozomu Yoshizawa,
Naoko Shinohara, Marie Nakaso, Koichi Kaiho

Color choice in providing a restorative interior space: a Pilot Study
Enkela Alimadhi, Nilgun Olgunturk

Intermediate and tertiary pigment colours: mathematically ‘why’
they can't be the ‘same’
Francis Ankyiah

Pink Marketing: How does it work? Why is it (still) working?
Kévin Bideaux

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022

488

496

504

509

510

515

526

534

540

541

549

557

565

566

573

579

585

7



X X |
D O ¢
X X |
q
» 0 ¢ The effect of colour temperature of morning light exposure on
ol wellbeing
D O ¢ Mengyuan Chen, Stephen Westland, Caroline Hemingra 593
X X |
4 The impact of colours fading on our sense of 18th century tapestries
>0 ¢ Hortense De La Codre, L. Servant, R. Chapoulie, A. Mounier 599
: : : Aerial perspective. Alteration of color due to the interposition of air
Alfonso de Lucas Tron 606
X X |
4 A new method for measuring the spectral sensitivities of a camera
X X | Hui Fan, Ming Ronnier Luo, Candong He, Tingwei Huang 615
X X |
XX Fifty Shades of grayscale; orthopedic structures as perceived by a
TY manual therapist with synaesthesia
< CC Hart 621
>0 ¢ Grey City: Queering chromatic architecture
> © ¢ Johanna Hedenskog 627
X X |
X X | Colour modelling on a virtual display system - LEDSimulator
< Jinyi Lin, Keyu Shi, Ming Ronnier Luo, Tim Wei Huang, Jianlong Zhang,
20 ¢ Xin Xiong 633
: : : Color Preference, Perception, and Its Flavors: Focus on A
Snack Package
D ‘: Sunghyun Kang, Andrea Quam, Nora Ladjahasan, Carol Faber 639
X X | Improvement of Color Feelings Prediction Formulas for the
X X| Estimation of Color Combination Feelings of “Kimono”
X X | Ichiro Katayama, Sachiko Noguchi, Rumiko Takata, Kaori Segawa 645
' o : The Symbolism of Colour for Gen Z. Visual Communication Through
0 ¢ Images and Hashtags
> Agata Kwiatkowska-Lubanska 653
D O ¢ Pixel-based colour image object detection in fashion
X X | Peihua Lai, Stephen Westland 659
|
XY Inhabiting Art
YY) Pia Lopez-lzquierdo 665
< : : Intra-observer differences in the perceived colour of colorimetry
d using tablet devices
d Kanoko Makino, Haruno Tsuda, Yuki Oe, Nozomu Yoshizawa,
X X | Kaoruko Kitamura 673
' . ‘ . . . . . . .
X X | Emotional association of colors through participants delineation of
XX their present state of mind paired with specific color tones
q Zachary Manning, Aljoscha Gleser, Miriam Loos, Robin Tepe,
Irene Maldini 679
X X |
)0 ¢ Psychological effects of white- and coloured-LED lighting for older
DO ¢ people
X X | Yukie Miura, Yuka Akuzawa, Tatsunori Suzuki and Yuki Oe 687
|
X X |
X X |
X X |
X X |
‘ PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022 SENSING COLOUR JUNE 13-16, 2022 8
X X |



The study of color in cities as a component of urban cultural constructions.
Jimena Vanina Odetti, Alberto Reyes Gonzalez, Andrés Enrique Reyes
Gonzalez, Fernando Daniel Valdez Olmos 694

Medical, illumination and geographic issues at circumpolar areas
may cause changes in colour perception
Kazim Hilmi Or 701

Color, Materiality, and Authenticity: The Cathedral of Portalegre
Rehabilitation
Ana Paula Pinheiro, Rui Duarte 706

The Effect of Colours and Textures of Interior Materials on the Thermal
Comfort of Libraries in Hot and Humid Climates
Amirah Qashqari 714

Reconstructing a history of colour in Mexican women's fashion
1900-1910
Nallely Rangel 721

Sensing Colors Through Smart Lighting Based on Multisensory
Experience of Poetry
Fatemeh Shakouri Rad, Maryam Khalili 727

Colour Matching Experiments on LEDMax Technology
Keyu Shi, Ming Ronnier Luo, Tingwei Huang, Jianlong Zhang 734

CIECAMI6 performance in high dynamic range based on a new
corresponding color data set
Xinye Shi, Yuechen Zhu, Ming Ronnier Luo 740

Stories of Color Symbolism and its Significance in Indian Weddings
Neha Singh 747

My own color system
Pedro F. Pinho Souza 751

Not So Black & White: Colors in Early Cinema
Anna Stamm 759

The Effect of Bar Soap Color on Customer Perception Based On
Expected Functionalities
Aditya Tandra, Hsin-Yen Liao, Julianne Agatha Tan, Li-Chen Ou 764

Color Theory and Creating Conversations About The Color of Us -
A Makeup Artist’s Discovery
Terri Tomlinson 771

Colour-naming: Intercultural connotations and multisensory colour
contexts based on the names of wall paints
Teresa Uchman 779

Towards the number of discernible skin colours
Qiangian Pan, Stephen Westland, Farah Naz 787

Color for all Organisms: Landscapes Outside the Human Visible
Spectrum
Eric Zeigler, Aaron M. Ellison 792

Author Index 799

PROCEEDINGS OF THE INTERNATIONAL COLOUR ASSOCIATION (AIC) CONFERENCE 2022  SENSING COLOUR  JUNE 13-16, 2022 9



Conclusion

The challengefor this article is to integrate mathematics formulas into the study of
Tertiary and Intermediate colours. Integrating disciplines will help to reveal the
liminal experience and knowledge. The article suggests that tertiary colour can be
different from intermediate colours by combining two equal proportions of
secondary colours.
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Pink Marketing: How does it work? Why is it (still) working?

Kévin Bideaux

1. Laboratoire d'Etudes de Genre et de Sexualité —LEGS (UMR 8238), France
hello@roseincorporated.net

Abstract

Gender marketing takes advantage of gender research, modifying some products
to respond to the allegedly specific needs of women. The aim is to double profits
by offering two gendered versions of the same product. Pink is then massively used
to particularise a product “for girls/women”, which has often been criticised by
feminist researchers and activists as sexist. The intent here is to explain how and
why such a marketing strategy persists, even though it is in decline. Through
gender studies, the article will first show how the gendered use of pinkin
marketing manages to construct a “feminine mode of consumption”, referring to
Christian Derbaix and Pierre Gregory's model of the “doors of persuasion” to show
how the colour pink can activate different levers likely to modify the attitudes and
behaviour of female consumers. The article will then consider Jean Baudrillard’s
semiological approach to consumption in order to explain female consumers’
adherence to this “pink marketing”. Finally, using the concept of “extended-self”
developed by Russel W. Belk, it will show how the consumption of these “feminine
products” allows consumers to prove their belonging to the category of “women”,
while reinforcing their feeling of “being a woman”.

Keywords: Gender Marketing, Consumer culture, Femininity, Consumerism,
Extended-self

Introduction: The Uses of Pink in Gender Marketing

Gender marketing is a strategy that emerged in the 1970s, taking advantage of the
research on gender that was developing at the same time, in order to produce
targeted marketing according to the sex of the audience'. As much as marketers
are very familiar with gender studies, gender marketing strategies differ from them
in that they are not aimed at gender criticism, but at profit. In particular, marketers
rely on studies of behavioural differences between men and women in terms of
decision-making, risk-taking or self-confidence; as well as on the design
preferences —shapes, sizes, colours of objects —that men and women express, and
the reasons that motivate them (Moss, 2009). They can then apply these results by
changing the shape, colour or even the functionality of a product, by changing the
colour or textual elements of its packaging, or by working on a specific advertising
promotion. The aim is then to double the benefits by offering two gendered
versions of the same product.

Tin reality, gender marketing is much more about targeting women than men: while brands are increasingly
interested in men, they are feminising their ranges for female consumers rather than masculinising them for male
ones.
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While it is now common to find a product available in several shades, pink is
specifically used to make products available in a version for women (Bartow, 2008).
Thus “pinkified”, a product becomes exclusive to girls or women, while the rest of
the range becomes both “neutral” —suitable for everyone —, and “masculine” -
thought to be intended for men. For marketers, this “pink factor” allows for a
doubling of profits (Orenstein, 2011: 43). This however does not mean that all goods
or services targeted towards women are pink, but rather that all pink products -
and there are many —are targeted to women: pink razors, pink toolboxes, pink ear
plugs, pink pens, and even pink laxatives (Fig.1).

Figure 1. Various pink products from gender marketing, 2021 (brand names have been masked)

The use of pink to label a product “for women/girls” has been repeatedly criticised
by academics (e.g., Coy, and Garner, 2010; Fine, and Rush, 2016), feminist
associations? and the media — particularly on the internet® —as reinforcing sexist
gender stereotypes. Why then does pink marketing continue to work, renewing
itself, but always relying on the same discursive and visual resources —chromatic in
particular? Using psychology and theories of advertising persuasion, then
semiology and the sociology of consumption, | will sketch out hypotheses to
explain the success of gendered marketing, even today.

2Some examples include the Unstereotype Alliance initiative of the US association UN Women
(https://www.unstereotypealliance.org), or the French campaign Marre du Rose of the associations Osez le
féminisme !, and Les Chiennes de Garde (https;//marredurose.olfsite).

3 For instance, the association Pépite Sexiste (http://pepitesexiste.fr) relays via social networks (Twitter, Instagram,
etc.) examples of gender marketing sent by its readers. The initiative is now replicated in several other countries.
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The Woman, that special consumer: Pink Marketing through theories of
persuasion

Colour and advertising typologies

Consumer acceptance of a product depends on the communication strategies
used, the type of product to be sold, but also on the expected target and the
context in which the advertising is broadcast or received (Aylesworth, and
Mackenzie, 1998). However, sociologist Benoit Heilbrunn reminds us that “[t]he
consumer is a social construct insofar as the people we meet in shops or who are
said to consume products or services are flesh and blood beings with a history,
affects, desires, budgetary and temporal constraints, etc.” [own translation] (2005:
27). On this basis, it is understood that it is not possible to control all the
parameters influencing consumers’ persuasion, such as their personality
(Haugtvedt, and Petty, 1992) or their mood (Bless et al., 1990).

Numerous models of the process of advertising persuasion have been developed
since the 1980s, broken down into two typologies: a cognitive one, based on
memory and reasoning; and a second one, emotional, based on effects (Georget,
2005). This distinction corresponds more or less to the categorisation of types of
content proposed by Christopher P. Puto and William D. Wells: on the one hand,
they distinguish informational advertisements which disseminate a factual
message about the product, and involve a process of cognition; and on the other
hand, more recent transformational advertisements which engagethe effect of
consumers (1984).

Mathieu Kacha attempts to move beyond such a distinction, arguing that colour
can influence or even change consumers'’ attitudes towards a product by acting
on both the cognitive (congruence of the message with the symbolism of the
colour) and the emotional (liking or disliking a colour) dimensions (2009: 184). The
use of pink to particularise products targeted towards women fits perfectly with
the cognitive aspect of this hypothesis: the feminine symbolism of pink is not only
well established, but also shared by the majority of countries (Bideaux, 2021:
369-371). However, on the emotional side, we are confronted with the repulsion
that pink arousesin many women*, which should not therefore be beneficial to
advertisers' strategies, especially as the criticismns made of stereotypical pink toys
(Orenstein, 2011), of the instrumentalisation of feminist discourse by advertising
(Hains, 2009), and of the inequalities produced or perpetuated by gendered
marketing (Bartow, 2008), are numerous and massively disseminated by the
popular media.

%In a German survey, only 3% of women surveyed declared pink as their favourite colour, while 17% cited pink as
their least favourite colour (Heller, 2000: 179). A meta-analysis compiling several surveys from 22 US and Canadian
universities showed that only 5% of North American women declared pink as their favourite colour (Ellis, and Ficek,
2007).
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The “Gates of persuasion”

Why then does marketing continue to use pink to segment its market according to
gender, if this means running the risk of customer defection? According to
Christian Derbaix and Pierre Gregory, it is possible to change consumers’ attitudes
and behaviour through persuasive communication (2004). To do this, they identify
four “gates of persuasion”, which are conceptual levers usable by advertisers, which
Kacha subsequently associates with the characteristics of color (2009: 189-190):

° (1) The “gate of logic” corresponds to cognitive learning, which refers for
Kacha to the meaning of colours;

° (2) The “gate of imitation”, which corresponds to interpersonal relationships,
and for Kacha to colour manifestations in fashion or tradition

° (3) The “gate of feelings and emotions”, linked by Kacha to personal
experiences with colours (memories, habits);

° (4) And “the gate of automatisms”, which corresponds to the conditioning of

consumers, and for Kacha to the almost unconscious associations made
with a brand or a product.

If we apply Kacha's correspondences to the use of pink as a sign of femininity in
marketing, we can see that the strategy is to operate all these levers at once:

° (1) Pink is a colour recognised as a symbol of femininity almost everywhere in
the world;

° (2) It has been established as a symbol of femininity, and continues to
spread as such, simultaneously through the layette tradition and women's
fashion;

° (3) Girls are conditioned from childhood —via television, toys,.. —to associate
pink with femininity (Bideaux, 2021: 439-483);

° (4) Finally, as Mary Celeste Kearney points out, “it is very difficult to associate

it with anything other than females and femininity” (2010: 29), which
corresponds to the last gate of automatisms.

It seems to me at this point that | can invoke the “cradle to grave” marketing
strategies that target women from childhood as the reason for the effectiveness of
what | call “pink marketing”. The mercantile association of pink with the feminine
is diffused through all strata of daily life, to the point of creating a form of
continuity between childhood and adulthood. Female consumers are thus
conditioned from birth to own pink objects, making pink marketing a real tool of
persuasion specific to female targets, playing on both the cognitive and emotional
registers, and having repercussions on gender relations.

Having and being (pink): Consumer goods as social markers

Consumption of symbols and symbol of consumption

The effectivenessof pink marketing can also be explained from the point of view of
semiology. In La Société de consommation, Jean Baudrillard showed that
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consumption is also a non-verbal language and that possessions have meaning
beyond their desired functionalities (1970: 20). A few decades later, Grant
McCracken supplemented Baudrillard’s thesis by postulating that the cultural
significance of consumption is projected from the world of cultural values and
symbols to consumer goods, by two major instruments of transfer, namely
advertising and fashion systems, which forcefully associate symbolic characteristics
with the functional attributes of the product (2005: 104-106). Baudrillard spoke in
this sense of consumption as a concept like a mythology, i.e. “a statement of
contemporary society about itself, the way our society speaks itself. [...] the only
objective reality of consumption is the idea of consumption” [own translation]
(1970: 311-312).

Referring to Claude Levi-Strauss's totemism (1962), Marshall Sahlins proposes to
consider consumer goods as new totems that can be understood as means of
objectifying differentiated social identities, i.e. they allow social groups to be
distinguished from one another (like animals and plants for certain tribal
populations) (1976). Beyond its market value or its capacity to satisfy a need, the
object of consumption is thus also a social marker, which is confirmed by
Heilbrunn when he specifies that consumption, when it participates in social and
cultural identities, does it both in the mode of social reality, but also of the
idealisation specific to individuals in these social categories: “The self-concept is
enhanced through the transfer of the socially accepted meaningsfrom the
product or brand to the person” [own translation] (2005: 94-96).

I consume pink so | am a woman

Based on these assumptions, it is possible to consider the pink objects produced
by gender marketing as a way for some women to signify their femininity through
the consumption of these objects, or more accurately, a way to signify their
conformity to a model of femininity®. The desire to respond to social codes of
femininity would therefore prevail over personal preferences —which explains why
pink marketing can continue even though women do not specifically like pink
and sometimes also over personal convictions — particularly feminist ones.

Consuming “in pink” can therefore be seen as a new way of expressing femininity
and constructing a gendered identity, specific to our contemporary societies. Lynn
Peril speaks of “Pink Think”, which she defines as “a set of ideas and attitudes about
what constitutes proper female behavior [..] pink think is the belief that one’s
success as a woman is grounded in one’s allegiance to such behavior” (2002: 6-7).
Among these feminine behaviours is consumption; Ann Bartow develops:
“Choosing pink against her own inner wishes constitutes consummate pink
thinking by a female, reflecting self-sacrifice, conformity to gender norms, and

> This may explain the emergence of a craze for pink as a symbol of femininity in 1950s America, which was

obsessed with the roles assigned to men and women (Bideaux, 2021: 317-325). Historian Penny Sparke also
explains that at that time “[t]he objects became, first and foremost, symbols, sacrificing their utilitarian features to
their symbolic functions', notably by signifying femininity” (1995:10-11).
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acquiescenceto the dictates of mainstream consumer culture” (2008: 37-38). Thus,
it does not matter whether women like pink or want to have pink objects, the
important thing is that they buy these pink products —that they consume pink —
because to consume pink is to consume femininity (Peril, 2002: 218).

Pink marketing’s effectiveness is therefore made possible by all the social pressures
imposed on women, which from childhood —via toys or clothes bought for them by
their parents (Picariello et al., 1990; Pennel, 1994), socialisation at school (Darroux,
2007), ... —condition them to respond to the cliché of stereotypical femininity. The
role of the colour pink is then to maintain a symbolic cohesion that is immediately
recognisable and technically replicable on different media. The “cradle to grave”
marketing strategy aimed at targeting girls and women throughout their lives then
shows its full effectiveness: it not only makes it possible to retain female customers,
but also to ensure a renewal of the clientele through the intergenerational
transmission of a supposedly feminine taste for pink.

Conclusion: Pink as a prosthesis of femininity

For psychoanalyst Serge Tisseron, “[tlhe human being inhabits the objects that
surround him as he inhabits his own body"” [own translation], a way to
“peripheralized” his psychic life, to extend his spirit (2016: 216), i.e. to invest objects
symbolically as an extension of oneself. Russel W. Belk highlights this postulate by
developing the idea of “extended self” through the possession of objects: “It seems
an inescapable fact of modern life that we learn, define, and remind ourselves of
who we are by our possessions” (1988). According to him, possession would define
not only what is “mine”, but also what is “Me”, implying a definition of identities
through objects, their acquisition, consumption, or collection. Moreover, Belk, as
well as Tisseron, extend the concept of “object” beyond the mere consumer good:
to money, animals, monuments, a gesture, etc. We could include in this non-
exhaustive list colour, and in particular for our purposes, pink. To possess
something pink is to be pink oneself, and to be what it symbolises. the feminine.

Through pink marketing, femininity becomes artificial, superficial, externalised and
conditioned by the possession of feminine objects, in contrast to masculinity,
which is manifested and proven through acts, physical or mental ritual tests
(Hoquet, 2009: 174). Femininity then appears accessory, in the sense that it is
“worn”; it isan extra-corporeal artifact but nevertheless necessary for women, who
have to buy it, to consume it, in order to claim to belong to the category “women”
as defined by gender and shaped by stereotypes. In this sense, Belk points out that
the extension of the self is also part of a collective plan: it is acknowledged and
even expected by society (1988). Pink in gender marketing is therefore a paradox: it
symbolises femininity in order to respond to women's "natural" needs and, at the
same time, it refers femininity to an artificial aesthetic process that is consumed,
that is accessory. Pink objects are thus visible markers of femininity that make it
perceptible and measurable. To paraphrase French feminist Simone de Beauwoir, if
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“one is not born, but rather becomes, a woman” (1949: 274), then it is clear that
women become women in part through consumption of “women’s pink things".
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