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Abstract: This study investigates the influence of pink in marketing, focusing on its impact on 

female consumer behavior, particularly in light of the Barbie movie’s recent popularity. It 

analyzes the psychological and historical significance of pink, and its economic implications 

in marketing strategies. This study conducts an in-depth literature review and case study 

analysis to explore the cultural and psychological significance of the color pink in marketing 

and its influence on consumer behavior beyond different genders. The originality of this study 

lies in its multifaceted exploration of the interplay between the color pink and female consumer 

behavior, particularly through the lens of cinematic imagery. By focusing on the cultural and 

psychological significance of pink in films and its subsequent impact on fashion trends and 

marketing strategies, this research uniquely bridges the gap between color symbolism and 

contemporary consumer behavior. 
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1. Introduction 

The increasing prominence of the color pink in contemporary markets has 

solidified its status as a significant symbol within consumer products and popular 

culture, particularly resonating with female consumers [1]. This trend is evident in the 

widespread introduction of pink-themed products, especially within categories such as 

cosmetics and other daily necessities targeted at women. Empirical studies indicate a 

notable preference among women for these pink-colored items, suggesting that the 

color not only appeals aesthetically but also influences purchasing behavior [2]. 

In the film industry, the color pink serves as an equally intriguing and significant 

classification. Recent trends have seen the emergence of a series of feminist films 

prominently featuring the color pink, reflected in various elements such as posters and 

costumes [3]. These films have had a profound impact on female audiences, suggesting 

that the visual representation of pink may influence their consumption behaviors. This 

study analyzes the depiction of pink in these films and investigate whether these 

images stimulate female viewers’ propensity to purchase pink-themed products. By 

focusing on the imagery of pink within these films, this study aims to elucidate how 

cinematic representations can shape and influence the consumption choices of female 

audiences. 

In this case, the film of Barbie is selected as a focal point for analysis due to its 

emblematic status within contemporary pink-themed cinema. As a cultural icon, 

Barbie embodies the color’s branding and market influence, offering a pertinent case 

study for examining the impact of pink on consumer behavior. Therefore, this paper 
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analyzes the film of Barbie alongside other films and TV series that utilize pink as a 

thematic color for their main characters, with a particular focus on the effectiveness of 

pink cinematic imagery in influencing women’s shopping behaviors in contemporary 

society. By examining the symbolic meaning of pink within the framework of 

feminism, the impact of pink film imagery on social media, and the implementation 

of pink marketing concepts in the marketplace, this paper aims to demonstrate how 

women identify with pink images on a societal level. Despite a growing body of 

literature on color psychology and marketing, there remains a significant gap in 

understanding how specific colors, such as pink, are leveraged in contemporary media 

to influence consumer behavior, particularly within the context of evolving gender 

norms and consumer demographics. Hence, this analysis will further illustrate the role 

of pink film imagery in promoting women’s purchasing behaviors of pink products. 

Consequently, it suggests that the depiction of pink in films positively influences 

women’s propensity to buy pink-themed products. 

2. Social identity and feminine symbol of pink color screen images 

Different colors are generally attributed unique gendered characteristics. As Zarei 

and Kharajo [4] define, “Pink is the color of femininity,” suggesting that pink can be 

considered a symbol of feminine culture. The act of purchasing pink products has 

become a significant approach for women to express their identity in society. Previous 

studies have consistently shown that pink is strongly associated with femininity, 

imbued with extensive feminine symbolism. The color pink is easily linked to traits 

often stereotypically attributed to girls, such as softness, delicacy, and innocence [5]. 

For adult women, pink often signifies youthfulness and femininity, which explains its 

popularity in the cosmetics industry [6]. 

In the context of female consumer behavior, the color pink plays a multifaceted 

role. It serves not only as a marker of gender identity but also as a means of emotional 

and psychological expression. Women’s preference for pink products is rooted in deep-

seated cultural norms and societal expectations that associate pink with femininity and 

beauty [7]. This cultural conditioning begins early in life, with pink being a 

predominant color in children’s clothing, toys, and accessories, thereby reinforcing 

gender norms from a young age [8]. 

For adult women, the appeal of pink extends beyond mere cultural symbolism. 

The cosmetics industry, in particular, capitalizes on the association of pink with 

youthfulness and beauty. Products packaged in pink or featuring pink tones are 

marketed as enhancing feminine qualities, thus attracting female consumers who wish 

to embody these traits [9]. This marketing strategy taps into the psychological aspects 

of color perception, where pink is perceived as nurturing, calming, and aesthetically 

pleasing. 

Moreover, the preference for pink is not just limited to personal use but also 

extends to lifestyle and luxury products. The fashion industry’s embrace of pink as a 

trendy and stylish color further solidifies its status as a symbol of femininity. High-

end brands often use pink in their product lines to appeal to female consumers seeking 

to make a statement about their identity and social status [10]. 

The association of colors with gender also includes a common juxtaposition of 
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men with blue and women with pink. Zotos and Grau [11] discusses that in American 

culture, pink and purple symbolize tenderness and femininity, whereas blue represents 

toughness and masculinity. However, some women challenge this binary association 

and avoid pink due to gender equality concerns, as the color may emphasize gender 

differences [12]. Despite this perspective, pink remains a significant color in 

discussions about women’s issues and continues to be closely associated with 

femininity. 

Building on the theories regarding the association of pink with feminism, 

numerous studies have demonstrated that pink can be represented as a symbol of 

feminism in pink-colored cinematographic images. Zotos and Grau [11] argues that 

stereotypes of gender roles can be effectively visualized. Similarly, Khan [3] observes 

that the notion of gendered colors can subtly influence viewers’ perceptions through 

the visual presentation of film posters (refer to Figure 1). Classic Hollywood posters 

serve as illustrative examples of this phenomenon. Such as the Legally Blonde in the 

early 2000s, and the more recent blockbuster Barbie. These film posters have 

subconsciously reinforced the audience’s perception and recognition of the feminine 

attributes associated with the color pink through their visual presentation. 

 
Figure 1. Pink film posters [13]. 

Furthermore, the portrayal of pink female images in film can serve as reflections 

of societal expectations and ideals regarding women. Barbie stands out as an example 

of this phenomenon, showcasing the diversity of female professional identities in 

cinema. Barbie, portrayed by Margot Robbie assuming various roles and presenting a 

wide spectrum of images. Havrylenko [14] indicates Barbie’s remarkable ability to 
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reinvent herself, embodying a diverse representation of women. Similarly, Verde and 

Maizonniaux [15] analyze Barbie’s past portrayals in DVDs, noting her depiction as 

capable, self-confident, innovative, and intelligent, thereby highlighting the 

independence of women. Consequently, Barbie’s imagery conveys significantly 

positive values to female audiences. 

This sentiment is further exemplified in the narrative of Legally Blonde, where 

the protagonist Elle Woods (portrayed by Reese Witherspoon) boldly wears 

conspicuous pink attire at Harvard Law School. Elle’s journey involves diligent study, 

striving for excellence, and ultimately overcoming adversity, including retaliation 

against her ex-boyfriend who once dismissed her. In this context, Dole [12] observes 

that Legally Blonde effectively navigates the intersection of femininity and power 

anxieties. Thus, it becomes evident that the portrayal of pink women on screen 

generally embodies modern femininity and contributes to the portrayal of diverse and 

positive characterizations of women. 

In light of the social images portrayed by the pink characters discussed above, 

female consumers demonstrate a willingness to engage with this social identity by 

selecting pink products associated with these pink images. As Fluckiger [16] discusses, 

one of the most crucial functions of cinematic color is its capacity to establish a 

connection between a character’s emotions and the audience’s own perceptions. 

Additionally, Liebes and Katz [17] explicitly highlight that audience identification 

with a media character often leads to the emulation of the character’s role. 

Consequently, the identification with film characters can enable audiences to broaden 

their emotional horizons and social perspectives [18], fostering resonance with the 

characters. 

Thus, the color pink serves not only as a symbol of women’s culture but also as 

an essential element in effectively expressing the identity of the female group in 

society. Through their choices to purchase products associated with these pink images, 

female customers can unmistakably convey their participation in this social identity 

and find a unique expression of their self-identity. 

3. PINK characters reputation influences and fashion trend on 

social media 

Based on the pink film images mentioned above, these films play an essential 

role in entertainment culture. Because of the tremendous popularity they generate in 

today’s social media platforms, they lead modern society’s fashion and cultural trends, 

which leads to the purchase intention of related pink products as a way for the female 

audience groups to follow the cultural and fashionable trends. 

Pink occupies a vital place in fashion and trends, as Dole [12] defines pink as part 

of the fashion trends of the new century nowadays, representing a brighter and more 

sensual style, implying a powerful femininity as well. Thus, the identity symbol of 

pink has prompted customers to connect fashion with these pink film images. Again, 

using the classic Barbie as an example, the image of Barbie has always been associated 

with fashion style in popular perception [13], and with the visual representation of the 

film, the main character’s backgrounds and outfits are always made up of pink colors, 

which further contributes to the audience’s linkage of fashion and pink and adopting 
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these pink images as a fashion trendsetter. 

The influence of pink film images extends beyond the realm of fashion to 

encompass today’s social networks. Miyatake et al. [19] conducted a study on the 

correlation between pink preference and fashion tastes, revealing that the application 

of pink in fashion and cosmetics products undergoes new changes under the influence 

of trends. This finding is exemplified by the phenomenon observed in 2023, where the 

trending pink color dubbed Barbie Pink emerged. The release of the Barbie film in the 

same year saw the film team leveraging TikTok as part of their promotional strategy. 

Twigg [20] indicates that the Barbie film team orchestrated various exciting and 

designed challenges, dances, and other engaging content on TikTok, leading to the 

rapid proliferation of Barbie’s pink image across social media platforms. This 

highlights the vital role of pink film images in shaping contemporary social media 

trends and influencing consumer preferences in fashion and cosmetics. 

Similarly, Burgos [21] also claims that Barbie’s advertisements on social media 

platforms attract thousands of people to enter the Barbie world. This impact can even 

extend to the popularity and reputation of the actors. Havrylenko [13] points out that 

Margot Robbie, the performer of Barbie, is an iconic figure in real-life fashion. Due 

to her striking resemblance to the Barbie character, she is widely recognized as the 

real-life embodiment of the Barbie image. Hence, this adds an extra layer of 

authenticity and appeal to the film’s promotion, further reinforcing the association 

between pink and fashion. 

The interpretation of the fashionable aspect of pink imagery and its significant 

influence on social media indicates the preference of female audiences for purchasing 

pink products to align with current trends and fashion. As mentioned by Nannini [22], 

women are often more active on social media platforms and tend to avidly follow 

fashion trends depicted in the media. Nurhandayani et al. [23] further emphasize the 

role of social media influencers in disseminating information to consumers and 

fostering interest in purchases, exemplified by the creation of the “ 

Barbie Pink trend by Margot Robbie in 2023. Consequently, the popularity of 

pink film imagery on social media serves as a guiding force for women in their fashion 

pursuits, thereby stimulating their inclination to purchase pink products. 

The fashionable nature of the color pink, coupled with the prevalence of pink film 

imagery, establishes a strong connection with the concept of fashion. This connection 

extends to the social impact of pink film imagery, ultimately leading to its widespread 

recognition as a fashion trend on social media platforms. This recognition serves as 

one of the driving factors motivating female audiences to choose pink products. 

4. Stimulation of PINK advertisement and color marketing 

Understanding the psychology behind women’s pursuit of fashion, as elucidated 

earlier, businesses recognize the importance of the female demographic in consumer 

purchasing behavior. Consequently, they have endeavored to capitalize on the 

intersection of pink film imagery and the symbolic significance of pink. Companies 

have developed numerous pink marketing strategies aimed at strengthening the brand 

image of pink products, thereby garnering increased attention and purchases from the 

female audience. This strategic alignment between film imagery, color symbolism, and 
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marketing initiatives reflect the effectiveness of leveraging pink as a means to appeal 

to female consumers and enhance brand recognition and loyalty. 

Many previous cases have also reflected the influence from different colors to the 

product design and marketing strategy. In the conceptual collaboration between Nike 

and Marvel’s Avengers, the Spider-Man themed Air Max 270 sneakers exemplify the 

pivotal role of color red and blue in brand product marketing [24]. Adorned with 

Spider-Man’s iconic red and blue color scheme, the design not only reflects the 

character’s visual identity but also establishes an emotional connection with 

consumers through the symbolic meaning of color, stimulating fans’ sense of 

identification and desire to purchase. The spiderweb pattern on the upper, side panel 

design, and the Spider-Man logo on the tongue enhance the product’s association with 

the superhero’s image, enriching the design’s depth and increasing its appeal. Hence, 

this design strategy demonstrates the impact of color in shaping brand image, 

conveying cultural values, and evoking consumer emotions, proving the importance 

of color consistency in brand products and marketing strategies [24]. 

Also, another effective case is based on Disney’s film Aladdin in the year of 2019. 

The strategic partnership between MAC Cosmetics and Disney to launch a special-

edition collection inspired by the live-action adaptation of Aladdin exemplifies the 

convergence of cinema, color, and marketing [25]. This collaboration capitalizes on 

the film’s vibrant visual aesthetics, particularly the color purple, which rich hues and 

metallics that mirror the story’s magical and exotic setting. This collection features a 

spectrum of playful bright colors and neutral tones, aligns with the character of 

Jasmine and her embodiment of self-assurance and authenticity. The packaging design, 

itself a visual treat, further enhances the allure of the collection, inviting consumers to 

engage with the brand and the film on a deeper level. MAC Cosmetics’ integration of 

social media tagging encourages user-generated content, fostering a community 

around the collection and amplifying its market reach [25]. Therefore, it illustrates the 

power of color in cinematic storytelling and its translation into product design and 

marketing strategies, creating a synergistic brand experience that resonates with 

consumers’ emotional connection. 

However, as to the pink color marketing, the influence of the female demographic 

in driving purchasing decisions has led to the emergence of pink marketing, as 

highlighted in previous studies. The increasing engagement of women across various 

spheres of daily life indicates the importance of tailoring marketing strategies to cater 

to this demographic, given their significant societal roles [26]. Moreover, Fayyad and 

Shehata [27] reveal a striking statistic indicating that up to 85 percent of purchasing 

decisions are either directly made by women or strongly influenced by them, 

underscoring their substantial impact in the marketing realm. 

In product marketing, color is recognized as a crucial element in evoking 

pleasurable responses through product appearance [28]. This recognition, coupled 

with the established connection between women and the color pink, as elaborated 

earlier, has paved the way for one of the most effective marketing concepts of the 

twenty-first century: pink marketing [26]. This targeted marketing strategy tailored 

specifically for women leverages the inherent appeal of the color pink to resonate with 

female consumers, effectively influencing their purchasing decisions and driving 

brand engagement and loyalty. 
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The concept of pink marketing has permeated various sectors of today’s market, 

appealing to women across different age groups, from young girls to adults. Mileti et 

al. [2] observe that pink is a prevalent color used extensively in advertising and 

promoting children’s clothing, accessories, toys, and other products. Previous studies 

suggest that the roots of pink marketing can be traced back to children’s demographics. 

Even before a child is born, the traditional practice of associating girls with pink 

gradually becomes entrenched as a predominant gender marker [3]. Moreover, Fine 

and Rush [29] indicate a significant gendered aspect in the marketing of children’s 

toys, with a widespread design of girls’ toys and products as pink items. This 

phenomenon may be attributed to the influence of the Disney film industry, as detailed 

analysis of various Disney princesses’ on-screen portrayals reveals a prevalence of 

pink or purple clothing and accessories. These depictions significantly contribute to 

reinforcing the association of pink with femininity among teenage girls [3]. Given that 

children are recognized as active consumers in the contemporary film industry, the 

inclusion of pink imagery in these films further bolsters the efficacy of the pink 

marketing strategy. 

For adult women, the scope of products under pink marketing is notably extensive, 

encompassing cosmetics, luxury goods, and various lifestyle products. As highlighted 

by Khan [3], a multitude of products targeted towards women, from Unilever’s Fair & 

Lovely fairness product to Axe’s body spray, are predominantly pink in color. Unlike 

children, the purchasing behavior of mature female consumers is linked to their 

willingness to purchase pink products and the associated brand concepts. Massoudi [9] 

explicitly delineates significant motivational and psychological distinctions between 

men and women in purchasing behavior, resulting in distinct shopping behaviors 

among women. 

For example, Burgos [21], in an analysis of Barbie marketing, suggests that 

female customers exhibit a preference for pink products and associate them with the 

Barbie image, a phenomenon possibly rooted in color psychology and brand 

memorability. This observation is corroborated by Havrylenko [13], indicating that the 

Barbie marketing team’s recognition of the mature and loyal fan base, particularly 

among female audiences. These consumers often develop emotional attachments to 

products associated with the pink Barbie image. Building upon this foundation, the 

Barbie team has forged partnerships with well-known brands, ranging from small 

items like pink cotton candy ice cream to larger products like Chevrolet cars with pink 

exteriors [21]. Numerous other brands have followed suit, adopting this approach and 

reinforcing the influence of pink marketing and Barbie films throughout society. 

Despite the considerable success achieved by the pink marketing strategy, some 

scholars have voiced criticism against this phenomenon. Uncu and Calisir [1] argue 

that pink bombing represents a consumerist approach, with all pink products 

potentially fostering unrealistic desires and exerting a detrimental impact on women’s 

lives. Moreover, this phenomenon may exacerbate conflicts pertaining to gender 

equality, as male consumers might avoid pink products due to the consumer 

environment shaped by pink marketing and associated gender stereotypes, leading to 

a phenomenon termed pink bias [2]. Consequently, it is evident that this marketing 

approach and the prevalence of pink products encounter skepticism within society. 

Given the fundamental role of female groups in contemporary social activities 
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and women’s unique affinity for pink, pink has effectively emerged as a hallmark color 

in brand marketing. Moreover, the portrayal of pink in films has contributed to the 

distinctiveness and recognition of these pink products. The pink marketing strategy 

seamlessly integrates film narratives with brand promotion, thereby stimulating the 

purchase intentions of female audiences. 

Although the color pink has traditionally been associated with femininity, its 

influence is no longer confined to female consumers. The modern design of fashion 

and consumer culture has witnessed a shift where men are increasingly embracing pink 

as a color of choice [30]. This trend is exemplified by brands like Pink in London, 

which caters to a masculine demographic, and Ralph Lauren’s popular pink polo shirts, 

which have become a staple in men’s fashion. The growing acceptance of pink among 

men challenges the historical gender binary associated with colors and reflects a 

broader societal move towards gender inclusivity. The color’s versatility and its 

adoption by male consumers signify a cultural evolution where color choices are 

becoming less gendered and more personalized [31]. This shift in perception suggests 

that marketing strategies should adapt to recognize and appeal to the diverse 

preferences of consumers, regardless of gender. Thus, the color pink serves as a vibrant 

example of how societal norms are evolving and how the marketing industry can 

leverage this change to engage with a more inclusive consumer base. 

5. Conclusion 

This study explores the social phenomenon of female consumers’ preference for 

purchasing pink products. By analyzing the portrayal of pink women in films, it 

elucidates how these cinematic depictions influence the purchasing intentions of 

female groups. Through an examination of three key aspects—the cultural identity of 

pink and feminism, the influence of pink film imagery in fashion and social media, 

and the effectiveness of pink marketing strategies in today’s commercial landscape—

the study elucidates why “women use pink to attract women” [3]. It posits that the 

imagery of pink films positively influences the purchase intentions and shopping 

behavior of female audiences. 

It also has some limitations, particularly regarding the analysis of pink images 

primarily centered around Barbie. It suggests that a more comprehensive examination 

covering diverse characteristics of pink movie imagery would enhance the 

generalizability of the arguments presented. However, despite these limitations, the 

study holds significance in the realms of film color and marketing. 

In essence, the study of pink imagery illuminates the dynamic relationship 

between film, fashion, and consumer behavior, offering valuable insights for film 

industry professionals and product designers alike. Directors can leverage the evolving 

symbolic meaning of pink to craft diverse characters that resonate with audience 

perceptions, reflecting societal changes. Similarly, merchants can harness the 

profound impact of color on cultural dynamics and consumer choices by integrating 

pink into marketing strategies. 

In conclusion, pink emerges as both a symbol and a cultural trend-setting force, 

acting an important role in shaping women’s shopping behavior. Despite its limitations, 

the study underscores the enduring significance of pink imagery in influencing 
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consumer preferences and behaviors. 

Author contributions: Conceptualization, RM; methodology, RM; software, RM; 

validation, XW; formal analysis, RM and XW; investigation, RM and XW; resources, 

XW; data curation, RM; writing—original draft preparation, RM; writing—review 

and editing, XW; visualization, RM; supervision, XW; project administration, RM; 

funding acquisition, XW. All authors have read and agreed to the published version of 

the manuscript. 

Funding: This study is funded by the Department of Education of Guangdong 

Province with NO. UICR0400019-23. 

Conflict of interest: The authors declare no conflict of interest. 

References 

1. Uncu G, & Calisir G. Gender of Color: When Did Girls and BoysStart to Wear Pink and Blue? In: Yilmaz R. (editor). 

Studies on Balkan and Near Eastern Social Sciences. Oxford: Peter Lang; 2018. pp. 281–287. 

2. Mileti A, Piper L, Rizzo C, et al. The pink bias: Consumption choices of pink-colored products. Journal of Global Fashion 

Marketing. 2022; 14(2): 187–205. doi: 10.1080/20932685.2022.2152072 

3. Khan SA. Pink and Blue: Crossings. A Journal of English Studies. 2017; 8: 120–127. doi: 10.59817/cjes.v8i.135 

4. Zarei G, & Kharajo VE. The Role of Pink Marketing Mixed Elements. Journal of Woman and Culture. 2023;14(54): 1–14. 

5. Koller V. ‘Not just a colour’: pink as a gender and sexuality marker in visual communication. Visual Communication. 2008; 

7(4): 395–423. doi: 10.1177/1470357208096209 

6. Pooranalingam S. Film Poster Design: Understanding Film Poster Designs and the Compositional Similarities within specific 

genres. Spectrum. 2024; (12). doi: 10.29173/spectrum216 

7. Lazar MM. Entitled to consume: postfeminist femininity and a culture of post-critique. Discourse & Communication. 2009; 

3(4): 371–400. doi: 10.1177/1750481309343872 

8. Pomerleau A, Bolduc D, Malcuit G, et al. Pink or blue: Environmental gender stereotypes in the first two years of life. Sex 

Roles. 1990; 22(5–6): 359–367. doi: 10.1007/bf00288339 

9. Massoudi AH. The Vital Role of Pink Marketing in the Creation of Women Loyalty. International Journal of Social Sciences 

and Economic Review. 2020; 28–37. doi: 10.36923/ijsser.v2i3.74 

10. Branding and Marketing Agency. Hey big spender. Available online: https://lbbonline.com/news/hey-big-spender (accessed 

on 5 January 2024). 

11. Zotos YC, Grau SL. Gender stereotypes in advertising: Exploring new directions. International Journal of Advertising. 2016; 

35(5): 759–760. doi: 10.1080/02650487.2016.1203555 

12. Dole CM. The return of pink: Legally Blonde, third-wave feminism, and having it all. Routledge; 2008. pp. 70–90. doi: 

10.4324/9780203935552-10 

13. Barbie. (2023). Barbie. IMBD. Available online: https://www.imdb.com/title/tt1517268/ (accessed on 5 January 2024). 

14. Havrylenko V. The Art of Marketing: How the Barbie Movie Became a Brand and Cultural Event. World Scientific Reports. 

2023; (4). 

15. Vered KO, Maizonniaux C. Barbie and the straight-to-DVD movie: pink post-feminist pedagogy. Feminist Media Studies. 

2016; 17(2): 198–214. doi: 10.1080/14680777.2016.1178158 

16. Flueckiger B. A digital humanities approach to film colors. Moving Image: The Journal of the Association of Moving Image 

Archivists. 2017; 17(2): 71–94. doi: 10.5749/movingimage.17.2.0071 

17. Liebes T, & Katz E. (1990). The export of meaning: Cross-cultural readings of “Dallas.” New York: Oxford University 

Press. 

18. Cohen J. Defining Identification: A Theoretical Look at the Identification of Audiences With Media Characters. In: 

Advances in Foundational Mass Communication Theories. Routledge; 2018. pp. 253–272. doi: 10.4324/9781315164441-14 

19. Laohakangvalvit T, Miyatake K, Sripian P, et al. The relationship between preferences in pink colors and fashion taste. 

International Symposium on Affective Science and Engineering. 2021; ISASE2021(0): 1–4. doi: 10.5057/isase.2021-



Sustainable Economies 2024, 2(3), 168.  

10 

c000030 

20. Twigg J. Barbie Movie Marketing Campaign Creates the ‘Pink Movement’. Available online: 

https://clevercherry.com/blog/barbie-movie-marketing-campaign-creates-the-pink-movement (accessed on 5 January 2024). 

21. Burgos M. Barbie Mania, or How Warner Bros’ Creative Marketing Campaign Painted the Whole World Pink. Available 

online: https://www.designboom.com/design/barbie-pink-marketing-campaigns-movie-mattel-warner-bros-07-27-2023/ 

(accessed on 5 January 2024). 

22. Nannini V. Fashion consumption in digital media: Multiple practices and new identities. Fashion, Style & Popular Culture. 

2020; 7(4); 519–537. doi: 10.1386/fspc_00041_1 

23. Nurhandayani A, Syarief R, & Najib M. The impact of social media influencer and brand images to purchase intention. 

Jurnal Aplikasi Manajemen. 2019; 17(4): 650–661. 

24. Chin. This illustrator visualized an avengers X Nike collaboration. Available online: https://hypebeast.com/2018/3/nike-

marvel-superhero-sneaker-concepts (accessed on 5 January 2024). 

25. McKeegan. Top brand marketing partnerships in Disney’s Aladdin. Available online: 

https://blog.hollywoodbranded.com/top-brand-marketing-partnerships-in-disneys-aladdin (accessed on 5 January 2024). 

26. Freihat M, Alotoum F, Homsi D. Pink Marketing and Women's Purchasing Decision Making. Multicultural Education. 2021; 

7(6); 670-681. doi: 10.5281/zenodo.5048359 

27. Fayyad S, Shehata A. The Impact of Purchasing Behavior on the Relationship between Pink Marketing Practices and 

Women’s Loyalty to Hotels. Journal of Association of Arab Universities for Tourism and Hospitality. 2020; 18(1): 221–239. 

doi: 10.21608/jaauth.2020.34704.1039 

28. Voss KE, Spangenberg ER, Grohmann B. Measuring the Hedonic and Utilitarian Dimensions of Consumer Attitude. Journal 

of Marketing Research. 2003; 40(3): 310–320. doi: 10.1509/jmkr.40.3.310.19238 

29. Fine C, Rush E. “Why Does all the Girls have to Buy Pink Stuff?” The Ethics and Science of the Gendered Toy Marketing 

Debate. Journal of Business Ethics. 2016; 149(4): 769–784. doi: 10.1007/s10551-016-3080-3 

30. Bideaux K. Millennial pink: Gender, feminism and marketing. A critical Analysis of a color trend. Cultura e Scienza del 

Colore-Color Culture and Science. 2019; 11(01): 82–89. 

31. Grisard D. “Real Men Wear Pink”? A Gender History of Color. Bright Modernity: Color, Commerce, and Consumer 

Culture. 2017; 77–96. 


