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Abstract 
 
The following thesis explores a topic mixing different themes. In fact, the researchers 
explore the gender affiliated of digits. Following a consistent structure, the aim of the 
research is to show, or not, a gendered affiliation of digits in the marketing field. Under 
the assumption that digits have gendered affiliation through cognitive interpretation, this 
research could take an important place in the naming process of products or brands. In 
order to test the relation between genders and digits, the researchers explore different 
gendered dimensions as forms, pronunciation, colors, odd and even digits, etc. Through 
qualitative analysis, the researchers try to find a potential relationship between these the 
two main themes: gender and digits. Moreover, in the case where a link is proved, another 
theme will be explained: marketing. Indeed, marketing departments could have 
opportunities to target gendered segments through specific numbers. Different researches 
have been done on this topic. However, the researchers still consider the topic like a topic 
without many explorations. In fact, Wilkie and Bodenhausen (2012, 2015) have shown a 
link between gender and odd versus even numbers with a quantitative research. On the 
contrary, this research explores several dimensions through a qualitative exploration. 
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1. Introduction 

1.1 Subject choice 
 
We are two business students, carrying out our final year of studies at Umeå University. 
While Titouan CELERSE, originally studying at ICN Business School Nancy, was part 
of the marketing program at Umeå University, Thomas PERUS, student of KEDGE 
Business School Marseille, was focusing on a major in management. During our studies 
abroad, we became more than just fellow students and we started to consider being thesis 
partners. Thus, we talked a lot about subjects we were curious about. From the very 
beginning onwards, we both wanted to work on a topic in which we are interested in and 
on a research question we really wanted to know the answer of, as we knew that this 
would help us to be more effective and committed to our thesis project. We therefore 
came up with a topic that inspired both of us most: the relation between figures and gender 
in the light of marketing usefulness. All in all, this thesis project became something 
personal, and we wanted the thesis to look as much as possible like us. 
 

1.2 Themes introduction 
 
The thesis at hand combines three themes, namely ‘gender’, ‘figures/digits’ and 
‘marketing’. Starting with the first mentioned, gender is a very passionate topic and 
nowadays fully part of our societies. Feminism, gender equality and gender recognition 
are hot-topics and people, especially in Europe and even more in Sweden, had been 
sensitized through fights related to these topics (Kaufman et al, 2017). The sensitiveness 
of this area of interest makes it really difficult to talk about but also very interesting 
because it creates a high potential for discussion (Catterall et al, 2013). Throughout this 
work, we always tried to be aware of everything that could hurt someone. Thus, when 
designing the survey, guidebooks and other tools we used, we tried to respect each gender, 
even though we were more focusing on the two main genders, men and women. The 
reason why we did not look deeper into the ‘less common’ gender, is bipartite: first, we 
are focusing on gender effects for marketing reasons, where it makes sense to mainly 
focus on “big” target groups, secondly, concerning time limitations of this thesis project, 
there is the need to set boundaries for the research questions. 
 
In the light of gender in business contexts, it came clear, that it is a sensitive matter which 
becomes more and more important not only in the literature but also in practice. As a 
matter of fact, firms cannot avoid gender issues, which itself challenges firms, and thus, 
the topic of gender equality became more and more incorporated into companies. 
Consequently, women are more and more involved into marketing areas, women are 
occupied in higher jobs and finally moving into position that were historically occupied 
by med. (Catterall et al, 2013). In sum, it can be said, that gender is a recent topic, in 
literature but also in the organizational environment, in which it is worth to spend more 
effort on. 
 
That gender is related to marketing, and that the mix of both can create passion, is 
described in the article about ‘The Gender Marketing of Toy’, written by Auster & 
Mansbach (2012), where the authors underline the relation between colors and gender. 
To put it differently, according to them, colors can be used to target different gender. 
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They mention the “pinking it up’ to make it more popular”-effect, which was used to 
boost a girly toy when the sales came down. By this example it comes clear that gender 
marketing can be used to target a particular gender which was also noticed by Singh 
(2006). Finally, this led to the idea, that if colors are related with gender, there might be 
also a relation between gender and figures. Thus, the purpose of this thesis is to go further 
in the understanding of the question whether there is correlation between gender and 
figures/digits or not. To understand the relation, the links customers may build between 
digits and gender it was necessary to explore deeply into customers’ way of thinking 
about gender and digit. The article from Auster & Mansbach (2012) helped the 
researchers in the design of the thesis purpose.  
 
Nowadays, numbers are everywhere as everything is quantified by numbers. Indeed, the 
power of a country is quantified by their GDP, human can diagnose a disease based on 
numbers, and there are even more examples existing. In fact, numbers surround us at 
every moment of our life (Dehaene, 2011). On the one hand, there are numbers that we 
never forget, like our birthday or the one of our parents, relatives and close friends, at 
least before Facebook. On the other hand, there are many numbers that we are forced to 
remember like credit card codes, bank numbers and so on. All in all, everyone has a 
special and personal relationship with numbers and in addition to that so with figures 
(Dehaene, 2011). Almost everyone has a favorite number and/or a favorite figure, like for 
example the figure that is or was on the jersey of a particular sport club. In brief, there is 
a close connection between all of us and figures. Out of that reason, we wanted to know 
more about them and how they are related to gender. 
 
To come back to the context of business, here numbers and figures are used since long. 
Prices are numbers, discounts are numbers, employees often have a personal number, etc., 
we can see numbers everywhere. For the thesis project at hand, we will focus on naming 
processes. To explain, a lot of prototypes, objects, manufactured products from the 
simplest, the smallest, the cheapest to the biggest, the most complicated, the most 
expensive are named by digits or numbers (Kotler & Armstrong, 2010). Digits and 
numbers are very common in a lot of business: for instance, the automobile industry, a 
lot of cars are named after digits and letters or even sometimes just with numbers like the 
French manufacturer Peugeot (207-307-407 and so on), the zero in the middle at the 
beginning is there to receive the crank and this use has been kept until today. BMW also 
uses numbers: the first digit means the model of the car, currently reaching from 1 to 7, 
followed by two other numbers which giving more technologic information (Normand, 
2015). Based on these examples it comes apparent, that numbers and figures can have 
many meanings and we want to look for a possible gender tendency behind it. The chosen 
focus is on the last figure because it is often the easiest to adapt. To explain, it is obvious 
when looking on prices, that it is easier to change the last digit than the first one, as the 
total change in earnings is way smaller. So, it is with the naming process, as the example 
of the automotive industry showed, the first number usually describes the product, 
whereas the last numbers vary more frequently among new, upcoming models. 
 
To connect both areas, it came clear that gendered information plays a prominent role in 
how people interpret the social and physical environments in which they live (Wilkie et 
al, 2015). Moreover, it is well known that cultural artifacts, like clothing and toys, can 
have gender associations. Indeed, Wilkie and Bodenhausen (2015) stated: “Recent 
research has suggested that gendered thinking extends even into the realm of very abstract 
and seemingly asocial concepts.” This study by Wilkie et al is the closest study found 



3  

from our thesis. It focuses only on even and odd numbers using a quantitative research 
approach. The aim of our research is to focus on every digit in their relationship with 
gender, not just even and odd number. Furthermore, because Wilkie et al’s research is a 
quantitative one, the lack of focus on the feelings and background of the respondent was 
missing because of the quantitative research philosophy and this gave the researchers the 
will to get a deeper understanding of the phenomenon. The purpose of this work is to try 
to understand why people may connect even and odd numbers to a specific gender. And 
also, to go further, to explore out of the even or odd number spectrum in order to 
understand how people and so customers could react if gendered digit could be used into 
the marketing field. 
 
The aim of this research is to combine the two topics, gender and figures, and to analyze 
them in the light of marketing (Kotler & Armstrong, 2010). To guide these efforts, at the 
beginning we decided to ask people questions about what gender they imagine behind a 
particular digit. In particular, we asked people which gender they imagine behind a door 
which is marked by a number, e.g. 3. The answers were used to analyze whether there is 
a correlation between particular numbers and gender existing, or not. In case that there is 
a correlation existing, this could be a practical contribution for marketing reasons. Both 
of us enjoy being practical, indeed we both understand theory with practical example, that 
is why we wanted our thesis to reach a practical advice to the readers. So basically, the 
aim of this thesis was to be as useful as possible for workers in marketing departments. 
In fact, it would be a reward, if the findings are interesting enough to be used in practice. 
The geographical focus of this thesis was put on Western Europe due to the researchers’ 
and stakeholders’ background. 
 
To achieve this purpose, at first, a short quantitative research was conducted as pilot study 
(Collis & Hussey 2014). Therefore, a survey was needed to collect data, the researchers 
asked mainly family and friends to participate. The aim of this part of the research was to 
design the interviews, to make them more interesting and relevant by helping us to 
challenge the interviewees with some preliminary data to discuss around. This short cut 
quantitative pilot study will be used in some parts of the thesis; it can be found in appendix 
2. After that pilot study, a qualitative research was conducted around regular people. 
Indeed, the aim was to get a deeper understanding, to understand why and to explore a 
possible marketing opportunity. The researchers want to be clear about the survey, it was 
just and only a pilot study and it is absolutely not the hints of a mixed method. The 
researcher wants to be sure that the consistency with the choice throughout this remain 
clear, this is a qualitative study design to understand the relation between gender and digit 
and the possible marketing application according to customers. 
 
The objective was also to ask different people in terms of marketing education. The 
expertise and the theoretical background of the marketing educated people helped us to 
ensure comprehensiveness of our study. And the experience and emotions of every other 
interviewee drove us to key thoughts and interesting data. For instance, it is important, to 
involve people who do not over think things or get distracted by theories of any kind. 
Moreover, consumers are the final clients, so it appeared to be completely right to 
interview them in order to be in line with our purpose to be as practical as possible in the 
final result of our work. Moreover, the focus was put on young people, mostly students 
because students represent the next society and are key actors when it comes to gender 
equality (Catterall et al, 2013). 
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These interviews permit us to circle every area of our research problem. To conclude, the 
quantitative research must be well managed because it serves as a pre-basis for our 
qualitative research. The learnings from these combined researches allow the researchers 
to conduct a relevant, complete and necessary analysis to answer the underlying research 
questions. 
 

1.3 Research question 
 
How do consumers perceive the relationship between gender and digits? 
 
Sub-questions: 
 

• Do consumers perceive a relationship between gender and digits? 
 

• What could influence this relationship? 
 

• How do people feel about gendered digits within marketing? 
 

1.4 Structure of the research 
 
To guide our efforts, the next chapter will focus on the literature relative to the three main 
topics and their relationship with the purpose to identify a research gap. This research gap 
will be the basis for our research questions. In order to answer these questions, the 
research methodology and research philosophy will be explained in the chapter three. 
Then in chapter four, the results from the research will be presented in a logical and 
ordered way in order to be comprehensive and relevant. It will be followed in chapter five 
called discussion by a comparison between our findings and our literature review to 
determine what can be remembered from our work. At last, the sixth and last chapter will 
be the conclusion, an overview of the thesis and the presentation of the limits and future 
research suggestions. 
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2 Literature review 

 
In order to respond to the research questions, theories will be highlighted in the following 
part. Three themes will be explored. Firstly, the marketing as a whole entity in order to 
introduce the aim of our research. Secondly, some theories about the digits and figures 
will be outlined. Later, the relation of humans with the digits will be explicated, the 
phenomenon of synesthesia will be developed. Lastly, the concept of gender marketing 
will be approached. With all the theories mentioned below the relationship and the 
interpretation of numbers toward humans within marketing field will be more 
understandable. In other words, the aim is to conduct a research which will highlight and 
try to demonstrate links between genders and digits. There is not a lot of previous 
researches in this area and there are not a lot of theories directly about this topic. This is 
why some theories will be presented distinctly and then combined in order to present our 
research literature. The researchers decided to show the link between genders and digits. 
There are some proved connections already, indeed, some dimensions or, some links and 
their symbolisms in relation with genders has been already explored and proved. 
Marketing, numbers/digit and gender will be presented in the first part of this chapter. In 
the second one, it will be about this topic combined, for instance about gender marketing.  

 

2.1 Marketing theoretical framework 
 
Marketing is a crucial function in the twenty first century. However, the real meaning of 
marketing is often unknown or only partially known. For many, marketing recalls to the 
tacky printer commercials and all the subterfuges that can be used during sells.  Marketing 
can be also considered as publicity or public relations (Kotler & Armstrong, 2010, p.426). 
Evidently, marketing takes an important part of an overall marketing plan. Indeed, 
marketing can be more broadly understood as the communication linking a product or 
service to the targeted customers. In fact, marketing does not relate to the process of 
selling a product or service, but rather, it focuses on identify customer needs and place 
adequately products on market in order to meet its characteristics with the targeted 
customers’ needs (Lee, 2013, p.169-171). 
 
However, according to the management guru Peter Drucker, “the aim of marketing is to 
make selling unnecessary”. Advertising and selling are one part of large ‘marketing mix’, 
which it is use during the basic principles of marketing. For instance, after segmentation, 
positioning and targeting some other aspects get into the process in order to narrow to the 
customer needs (Lee, 2013, p.169-171). The marketing mix is considered as a set of tools 
which interact all together to satisfy customer needs and build a strong relationship 
between company and customers (Lee, 2013, p.169-171). There is a lot of tools to create 
a relationship between companies and customers, such as promotions, brand identity 
(Lee, 2013, p.169-171). Numbers are one of these tools. Because of different utilizations 
and meanings, numbers and mathematics within business field can have different impacts. 
Indeed, numbers and digits are used in Marketing, for example during the naming process 
of products or brands. The naming process of a product is important regarding the type of 
customer targeted. One of the main characteristics of a targeted group is the gender. The 
relationship between numbers and gender is important in order to target efficacy a 
consumer’s group. 
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2.2 Numbers & digits theoretical framework 

2.2.1 History of number 

 
Numbers exist since a long time, but, nowadays they are not only use for quantifying. At 
the beginning numbers were just used for counting and quantifying. But throughout 
history it appeared that numbers can connote different and additional things though their 
symbolism than their primary use. Some numbers are more common that others because 
of history. When mankind began to speak, men were probably just able to understand the 
numbers 1, 2 and maybe 3 (Dehaene, 2011, p.80). These quantities are easy to count and 
are perceptual qualities that our brain can compute effortless, just visualizing and without 
really counting (Dehaene, 2011, p.80). Hence, giving them a name (1, 2 and 3) was not 
more difficult than naming any other dimensions or sensory attributes, such as big, red or 
warm (Dehaene, 2011, p.80). 
 
According to the linguist James Hurford, the status of these three first numbers could 
change following the language in which they are used. In fact, in languages with gender 
inflections like French or Spanish, the name of the quantity or number could change. In 
fact, some languages have grammatical gender for objects; an object has to be male, 
female or even neutral in some languages. For instance, in Old German, “2” can be zwei, 
zwo, zween depending on the grammatical gender of the object that is counted (Dehaene 
2011, p.80). We can also see that the first numbers have a particular form. In English, 
most ordinals end with suffix “th” like fourth or fifth, in contrast with the first three 
numbers that finished differently; first, second, third (Dehaene 2011, p.80). One other 
example for showing that three was considered as a big quantity is the word “très” in 
French which means “very” and close the pronunciation of “trois” (3) (Dehaene 2011, 
p.80). Moreover, Indo-Europeans known only the numbers 1, 1 and another (1+1=2), and 
a lot (3 and beyond) (Dehaene 2011, p.80). These historical reviews underline the 
importance of the first three numbers in our language. By the particularities, we can assure 
that those three firsts numbers are the beginning of the quantitative and numerative scale 
that we are using. So, it can be understandable that these numbers appear more often than 
others. 
 
“Would you like to try a bet? Open a book at random and note the first digit that you 
encounter. If this digit is either 4, 5, 6, 7, 8 or 9, you win twenty dollars. If it is 1, 2, or 3 
I win ten dollars. Most people are ready to take this bet, because they believe the odds are 
6:3, about 66% chance to win. But the digit 1, 2 and 3 are about twice more likely to 
appear than all the others figures combined” (Dehaene, 2011, p.97). 
 
In all the languages, written or spoken the frequency of numerals increase with the 
magnitude of each number. For instance, in French, the word “un” (1) appears once every 
70 words, the word “deux” (2) once every 700 words, the word “trois” (3) once every 
1700 words and so on (Dehaene, 2011, p.97). 
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Figure 1: The frequency of numbers varies depending on the languages. The frequency of 

numbers decreases with their magnitude (Dehaene, 2011, p.98). 

 

2.2.2 Mathematics, an individual language 

 
Due to history, numbers can have different interpretations and symbolisms. Indeed, a lot 
of aspects within numbers can impact their interpretations. Namely, the primer function 
of numbers is not the only thing to consider. In the next paragraph some symbolisms of 
numbers within mathematics field will be explained. Mathematics are many things 
according to Brian Rotman (2000). Mathematics are the science of numbers and space, 
the study of pattern and also, the most important in our study, an indispensable tool in 
business. Mathematics involves the creation worlds that are connected to, brought into 
being by, notated by, and controlled through special signs (Rotman, 2000, p.IX). 
According to Rotman (2000), Mathematics can be considered as a language, nevertheless, 
in contrast with the other languages it cannot be spoken but it is more meaningful than 
every other when it is written (Rotman, 2000, p.11). 
 
Moreover, three themes can be included in mathematics: counting, writing and imagining. 
This research focused more on the last one ‘imagining’ because, as Rotman explained, all 
objects can be identified as a number by thinking or rethinking through the mathematical 
language. The imaginations created between numbers and gender can be related through 
the representation of numbers but also their cognitive aspects or their utilities. Indeed, 
mathematics as a language can be very intuitionist which means that it is purely mental 
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construction: “mathematics as signs” (Rotman, 2000, p.11). It is a form of internal 
cerebral understanding which is private and unique within the individual, but also 
cognitively universal (Rotman, 2000, p.6). 
 

2.2.3 Numbers, an individual language 

 
Humans as individuals understand numbers by different ways. According to (Dehaene 
2011, p.72) and his cognitive and neurologic framework numbers have not only meanings 
about quantity but also significance as a dimension like it is evocated before. 
 
The field of the social study of number is interdisciplinary and includes cognitive studies 
of the numbering situation. (Day, 2014, p.123). This study does not go deeply in the 
cognitive and neurologic aspects of the numbers. Here is an overview of the neurologic 
framework in order to understand the cognitive aspect of numbers. This study based its 
findings following experiments and previous neurological researches. Throughout this 
thesis, the researches followed Sophie Day’s statement: “Consider numbers in terms of 
what numbering does, rather than what numbering is” (Day, 2014, p.123). This statement 
shows exactly the aim of this research. By mixing different symbolisms with 
interpretations it is possible to identify what numbering does, especially within marketing 
field. Indeed, the researchers will focus on the symbolisms of genders and numbers 
through different dimensions and themes in order to identify some ways of interpretation 
and to understand these dimensions. 
 
According to Verran (2010, p.171-178), the performativity of figures, numbers, digits, 
ranking could be different because of their interpretation (Verran, 2010, p.171-178). For 
instance, the value of the performance of number can or cannot be measured in a speech 
acts, names of products, and in relations between name and numbers. All this kind of 
measurement can be interpreting, thinking or rethinking following the interpretation of 
the numbers as a whole entity by individuals (Verran, 2010, p.171-178). Verran took 
inspiration from Austin (1962) who has considered “How the things are because of 
words”. Due to that, it is possible to look at numbers in the same way that he looked at 
words (Verran, 2010, p.171-178). To illustrate clearly Verran’s though (2010, p.171- 
178), we can quote her question: “Can numbering be a practice that operates beyond what 
is conventionally considered numerical?” 
 

2.2.4 Cognitive aspect of numbers 

 
To study the mental number line, it is possible show the work of some other authors as 
Cohen (2009, p.366-374) and Dehaene (2011, p.98). In fact, the cognitive aspect of the 
representation to the left to right and bottom to top has been proved. Firstly, when 
participants of previous studies were asked to perform parity judgments (even vs odd), 
they have responded faster with right or left key according to the magnitude of number 
(Cohen, 2009, p.369). Secondly, other studies have shown the verticality of this mental 
number line from the bottom to the top (Cohen, 2009, p.369); Dehaene, 2011, p.98). In 
fact, during experiences the participants responded faster to small numbers while pressing 
a bottom key and pressing a top key for large numbers (Cohen, 2009, p.367). 
 
However, this mental number line traducing relationship between number and horizontal, 
vertical alignments can be flexible because it can be induced by task spatial demand 
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(Cohen, 2009, p.367). For example, if a digit appears from a different direction (Cohen, 
2009, p.367). According to the mental line of numbers, there are several dimensions 
where numbers can impact. Space and time are two of the most common dimensions in 
which the meaning of numbers can differ. 
 
Space and time have a huge importance in the way people understand and read numbers. 
Indeed, experiments have shown that when people are asked to compare numbers 
integrated within others dimensions such space and time, the perception may change, and 
the meanings could change as well (Dehaene, 2011, p.53-76). The multidimensional 
situation of numbers must be in considered by marketers when they are targeting 
consumers (Day, 2014, p.123). By multidimensional the authors mean all the dimensions 
like the size, the brightness, the appearance which can interact together and change the 
cognitive significance of the numbers. We can approach the cognitive dimension; the 
brain is especially slow when several dimensions are included around a number (Dehaene, 
2011, p.243). There are not only the dimension of time and space within numbers process 
but a lot of others such luminance, physical, size, location, etc (Dehaene, 2011, p.243). 
You can easily see this true by our own by deciding which of these numbers is the largest 
of the pair: 
 
 

2 or 4           9 or 5 5 or 6 
 
 

Did you see? Your brain was especially slow during your decision-making. It is possible 
to justify this phenomenon because there several dimensions at the same time slowing 
down your appreciation (Dehaene, 2011, p.243). This fact can be explained by the fact 
that numbers, space and time dimensions used the same cortex area in our brain (Dehaene, 
2011, p.244). 
 
It is easy to give examples about numbers in the cognitive dimension. For instance, the 
large number attracts attention to the right side otherwise the small numbers to the left 
side (Dehaene, 2011, p.248). If you ask a person to choose randomly a number and 
observe their movements; in the case they chose large numbers, their eyes will often move 
toward the top right. In the other case, if they chose a small number, their eyes will go to 
the bottom left (Dehaene, 2011, p.248). Moreover, after seeing a large number, if you are 
asked to grasp an object, you will open your hand to a slightly large size than needed, and 
you will do it often with the right hand even if you hand left- handed (Dehaene, 2011, 
p.248). It has been shown previously that numbers can be interpreted and evaluated 
following different mental and cognitive ways. So, it is possible to explore the field and 
the relationships between genders and numbers. To look into the deep meaning of 
numbers, it has been shown that colors have impact on customers. Indeed, the researchers 
will explore some theories about colors and numbers later in this part. 
 

2.3 Gender theoretical framework 
 
Gender literature is substantial; feminism, as a very sensitive and actual topic must be 
described as the theory of the political, economic, and social equality of the sexes, which 
means it is not only about women rights in favor of sex equality (Catterall et al, 2013). 
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Still according to Catterall et al (2013), even if feminism is more popular and the literature 
is more fueled by women, men are not forgotten. 
 

2.3.1 Gender qualities within business and marketing 

 
For few years now, some female qualities have replaced male qualities within the 
marketing and the way of selling (Gavard-Perret, 2000, p.11). The classical selling 
reposed on rational and factual arguing, which are considered as male characteristics 
(Gavard-Perret, 2000, p.11). However, femininity and empathy became an important 
factor in business success (Gavard-Perret, 2000, p.14). Indeed, customers, as women and 
men want to be in a trusty relationship and do not tolerate the process of inferiority and 
domination set up by the sellers during the last decades (Gavard-Perret, 2000, p.14). The 
rise of femininity can be considered within business fields similar to ethic marketing 
(Gavard-Perret, 2000, p.14). Companies cannot provide a lack of transparency and have 
to act in a responsible way toward their customers (Gavard- Perret, 2000, p.14-16). The 
legendary modesty of women could take the place of the men’s arrogance during business 
trades. Customers and buyers need to receive consideration and trust (Gavard-Perret, 
2000, p.13). By this fact we can qualify the evolution of the society as feminization 
(Gavard-Perret, 2000, p.19). Feminization is the transformation of the needs of the society 
and population from more masculine attributes to female traits (Gavard-Perret, 2000, 
p.14). It has been proved that men have tendency to overestimate themselves in front of 
their peer (Gavard-Perret, 2000, p.14). According to the work of Hofstede (2001): the 
male societies have tendency to dissociate the role of gender. Men have to be strong and 
have interest in material success, while women are more concerned by the quality of life 
(Gavard-Perret, 2000, p.16). “Conviviality, delicacy, nuance, warmth and feminine forms 
are more and more sought after by consumers” (Gavard-Perret, 2000, p.16). As the author 
says, we just have to look after the new car models full of feminine curves and forms 
(Gavard-Perret, 2000, p.16). 
 
The opposition of the values and qualities attributed to men or women by specialists are 
often shared by the population too (Gavard-Perret, 2000, p.19). Indeed, kindness, 
compassion and conviviality are considered as woman characteristics whereas autonomy, 
leadership and confrontation are considered as a man attributes (Gavard- Perret, 2009, 
p.19). The evolution of the society and the expectations of the population are moving on. 
The word “feminization” used by numerous researchers and authors in order to qualify 
the alteration of morals and beliefs within the societies (Gavard-Perret, 2000, p19; 
Tissier-Desbordes, 2002, p.55; Schertzer, 2008, p.313) 
 

2.3.2 Gender & numbers 

 
In certain countries or regions some numbers have a real signification about the gender 
(Fainzang, 1985, p.97). If in our society the number 1 has been considered like the digit 
of men translating the power, the creation, the leading. The digit 2 is the number attributed 
to women as a link with the male, the union, the peer and union (Fainzang, 1985, p.97). 
However, it is totally different in the Burkina Faso (Fainzang, 1985, p.97). Indeed, the 
digit 3 and 4 are respectively attributed to male and female gender (Fainzang, 1985, p.97). 
It is explained because of the form of these numbers. The digit 3 shows, in the middle the 
genital organ of men and on the both extremities there are the testicles. Whereas, the digit 
number 4 shows the clitoris, the vulva and the lips (Fainzang, 1985, p.98). So, the triangle 
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and the digit number 3 as a sign is considered as a male symbol and the square and the 
digit number 4 are female symbols (Fainzang, 1985, p.98). 
 
However, if this system is considered true in some tribes in West Africa, it is the total 
opposite in other countries such as Liberia where the 3 are attributed to women and 4 to 
men. This opposition about numbers meaning can be explained because in some of 
regions of the West Africa the excision is still a common phenomenon. Indeed, if the 
clitoris or/and the lips are removed from the genital organ of woman, the digit number 3 
is more adapted to the female gender because of its curves (Fainzang, 1985, p.98). 
 
According to the work of Faizang (1985, p.97-109), some numbers are more addressed 
to a specific gender. Moreover, we have seen that the distinction between numbers has 
been done following their forms and design. Thereby, we can take in consideration the 
design vis-à-vis of belonging to a gender within marketing field. Because of that it will 
be possible for the researchers to develop an empirical research in order to extract a first 
idea of a general opinion of gendered digits and their interpretation through their 
symbolism. 
 

2.4 Gender marketing 
 
Numerous researches have shown the impact of the packaging form on the individual 
representation of brands from consumers (Pantin-Sohier, 2009). According to Gaëlle 
Pantin-Sohier (2009, p.53-72), the role of packaging has an important role in the 
construction of the brand image. During this process, several factors are used like colors 
and forms. These two dimensions quoted before have an impact on the beliefs toward the 
brands from customer perspectives and the symbolism of the brand’s characteristics 
(Pantin-Sohier, 2009, p.54). The modification of the packaging’s form can have a huge 
impact toward the targeting segment (Pantin-Sohier, 2009, p.54). 
 
However, the focus will stay long this work on the symbolism of the forms as an entire 
entity. Indeed, Gaëlle Pantin-Sohier shows that the curves are used to vehicle a feminist 
message. The curves connote a sentiments, nostalgia, grace and femininity. While, 
straight lines are serious, sturdy, worthy and connote masculinity (Pantin-Sohier, 2009, 
p.57). Masculinity is linked with angularity, which is used in business in order to show 
the robustness and power of products (Pantin-Sohier, 2009, p.57). At contrary, the 
softness is characterized by the roundness of objects forms connoting the tenderness and 
silhouette of women (Pantin-Sohier, 2009, p.58). For example, the Renault Twingo with 
its curved form is designed to target women over men. With this strategy, the brand was 
looked for a new target segment (Pantin-Sohier, 2009, p.66). Another example is the 
modification of the tissues box of Kleenex. By changing the form of the box which was 
rectangular at the beginning then oval, the sales doubled in one year. Indeed, the more 
curved form of the tissues box shows the softness of the tissues (Pantin-Sohier, 2009, 
p.53). 
 
Indeed, the characteristics of some packages can illustrate gender attributions to a 
segment. Following this manner, it is possible to transcribe the same schemas with the 
use of digits. For example, if a curved package is known to target a more female segment, 
it is possible to state, by deduction that a curved number can be more adapted and 
attractive for a female person. It is also possible to re-transcribe this situation to the colors 
characteristics. In fact, if the pink is more connoting female within a packaging it is 
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possible that a number traducing the pink color (for a synesthete person) corresponds to 
a more female number. Different gendered attributes will be explained within the next 
paragraphs. 
 

2.4.1 Gender & segmentation 

 
Gender is a common segmentation used by marketers (Schertzer, 2008, p.312). 
Researchers in sociology, communication, psychology and marketing have shown that 
gender differences exist in social behavior and cognitive capacities (Schertzer, 2008, 
p.312). Nevertheless, gender does not report only to biologic attributes, male and female, 
but it is also based on the differences on the social roles of individuals within society: 
masculine and feminine (Schertzer, 2008, p.313). Indeed, beyond the biological 
distinction (male or female), gender is used to connote the cultural norms, beliefs and 
values associated with their respective roles: feminine and masculine (Schertzer, 2008, 
p.313). For instance, the traits of masculinity are competitive and instrumental whereas 
the traits of femininity are nurturing and emotional (Schertzer, 2008, p.313). Recent 
findings suggest that reactions to influence attempts are affected by the social and 
structural roles that the individuals assume (feminine and masculine) and not by 
biological gender (male and female) (Schertzer, 2008, p.313). 
 
In this perspective, Schertzer (2008, p.312-320) analyzes masculine and feminine 
attributes. These two dimensions or genders do not integrate the biologic characteristics 
(male and female). By this way, an individual male can have some feminine traits and 
woman can have masculine traits (Tissier-Desbordes, 2002, p.56). These two dimensions 
can be illustrated within the social role of gender with this scheme of stereotypes attributes 
by gender. 
 

Table 1: Stereotyped adjectives attributed to men and women 

 

Indeed, during the last decades, numerous people have considered that taking care of the 
house and the household tasks were the field of women, while outside tasks represented 
the field of men (Tissier-Desbordes, 2002). This approach was theorized by Parsons and 
Bales who considered that women had emotional roles whereas men had instrumental 
roles. Masculine roles demonstrate domination, independence, ambition, self- 
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confidence, nervous, ambitious, adventurous, autocratic, impassive (Tissier-Desbordes, 
2002, p.58). At contrary, feminine roles demonstrate compassion, submission, 
understanding, kindness and emotion (Tissier-Desbordes, 2002, p.58). 
 
The household tasks rate decreases for women and increase for men. The feminization of 
the society is launched. Moreover, the feminization of the society is not only within the 
business field but also in the private sphere (Tissier-Desbordes, 2002, p.58). The pure 
relationship which means that within the couple life, this relationship is based on trust, 
intimacy and egalitarianism rather than the predefined tasks following the gender of the 
partner. Everyone can act in the domain he desires without the constraints of stereotypes 
(Giddens, 1992, p.31-54). 
 

2.5 Colors theoretical frameworks 
 
Customers and people make up their minds during the first 90 seconds of their initial 
interactions with either products or people (Singh, 2006, p.783). Based on previous 
experiments, about 62% to 90% of the assessment is based on the colors alone (Singh, 
2006, p.783). That is why marketing is so important during the process of 
commercialization in our societies. Colors are not only used for differentiating products 
from competitors, but also for influencing feelings, thoughts and moods (Singh, 2006, 
p.783). Colors are a key tool when it comes to marketing work (Kotler & Armstrong 
2010), and many colors are close to a particular gender. That is why, as described by 
Auster & Mansbach (2012), gender marketing is used for a long time, it is described with 
toys, and some colors are completely affiliated to a gender (pink for girls and blue for 
boys in this article about toys). Marketing departments always try to target effectively 
their customers’ needs and expectations even those that the customers may not know. By 
anticipating which color that will be more popular in order to get young boys’ attention 
or young girls’ attention, marketing department play with gender and color to create 
attractive products. What if they could use figure/digit in association with gender using 
the same pattern? 
 
The color red influences the perception of the passage of time. Time seems to pass slowly, 
and objects seem heavier and larger under a red light (Singh 2006, p.785). Furthermore, 
brands are evoked by colors (Singh, 2006, p.785). Whether it is Fanta’s distinct orange 
label, Yahoo’s purple, UPS’s black and yellow, all have different color values to their 
customers (Singh 2006, p.785). Because of these colors, consumers can create 
relationship with these brands it is the same with the digits. Take the example of the car 
manufacturer Audi; the cars name contains the letter “A” following by a digit showing 
the height of the car.  Smaller the digit is, the less the car is height. Because of this 
recurrent system, consumers have stated an easy comprehending of the Audi’s system 
and a relationship between the brand and the consumers has been created (Singh, 2006, 
p.785). 
 

2.5.1 Colors & gender marketing 

 
There are differences in the perception between genders (Singh, 2006, p.785). Indeed, 
women are more tolerant and react more than man to the combination of red and blue. 
Whereas, men are more tolerant than women toward white, black and gray (Singh, 2006, 
p.785). Moreover, colors have an effect on our feelings (Singh, 2006, p.785). For instance, 
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the color red is used by restaurant marketing departments because it stimulates appetite 
due to its effect on the metabolism. While the color yellow can be used to hijack 
customer’s interests. It is possible to illustrate this demonstration with the example of fast 
foods chain. Indeed, the majority of fast food chains are using yellow and red in order to, 
after hijacking attention to encourage people to eat (Singh 2006, p.785). It becomes clear 
by a fast look into McDonald’s graphical charter for example but actually, most of the 
big fast food brand uses it. 
 
The characteristics of an object, a form or whatever can be interpreted through 
symbolism. Indeed, if a pink and curved package is more designed to target women than 
men it is because of the symbolism and stereotypes. Different aspects can explain this 
fact: firstly, the general, classical preferences of a gender (which are created most of the 
time by stereotypes). Secondly, the cognitive interpretation of a gender can affects its 
rational judgment.  
 

2.5.2 Colors & numbers 

 
The colors are a variable which influence the feelings of consumers through cognitive 
process (Roullet, 2003, p.455). Like the numbers, several components have to be taken 
in consideration in order to attract customers during the selling whether in the packaging, 
atmosphere of selling points and publicity. For the colors these components evoked just 
before are: brightness, saturation and hue (Roullet, 2003, p.458). Nowadays, colors are 
considered as an important variable toward consumers’ behavior (Roullet, 2003, p.465). 
The colors can alter other perceptions like visual or sensory (synesthesia phenomenon). 
For example, a blue surface will appear smaller than a yellow surface of the same size 
(Roullet, 2003, p.455). By this fact, we will ask ourselves if numbers have meaning. 
Thereby, the meaning of numbers could have a signification according to its respective 
color. 
 
People have an unconscious mental number line from left to right following the 
magnitude of the numbers (Dehaene, 2011, p.53-76; 247-248). To go further, around 5% 
or 10% of humanity are convinced that numbers have also colors and occupy a precise 
location in space (Dehaene, 2011, p.53-76). According to a past research from Sir John 
Galton in 1880s, a lot of people, especially women claimed that numbers have place in 
space designing a curve following their magnitude. This phenomenon is called 
synesthesia (Dehaene, 2011, p.). Synesthesia will be explained and illustrate in the next 
paragraph. Moreover, this curve also included colors (Dehaene, 2011). In fact, three 
colors have been identified (blue, yellow and red) with different intensities. The higher 
the magnitude of a number is, the brighter the color is; on the contrary, the less the 
magnitude is, the less the color is bright. The results of this study came again about one 
century later (Dehaene, 2011). 
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Figure 2: Numbers forms experienced by synesthetes 

 
This drawing describes the “numbers forms” experienced by synesthetes and shows a 
colorful ribbon according to respective numbers. 
 
Subjectively, the link between colors, shape and space might translate into an irrepressible 
sensation of “seeing the numbers” (Dehaene, 2011, p.71-74). This feeling of designed 
impression might explain the related phenomenon of synesthesia. Indeed, familiar to 
musician and poets, that sounds have shapes and that taste evoke colors. So, it is possible 
to link these impressions and synesthesia to the numbers and their curves (Dehaene, 2011, 
p.71-74).  
 

2.5.2.1 Synesthesia 

 
An enduring question in Neuroscience is how the physical properties of the world are 
represented in the brain to conscious perception. This phenomenon is called synesthesia 
(Rich, 2002, p.43; Cohen, 2009, p.366-374). A common sense like hearing is normally 
due to a sound. For example, sound waves produce the experience of hearing whereas 
light produce the sensation of seeing (Rich, 2002, p.43). However, with the phenomenon 
of synesthesia, some particular physical stimuli could lead to more than one perceptual 
experience or sensation (Rich, 2002, p.43). For example, hearing a particular sound can 
leads to vivid experience of color or taste, as might the sight of visual symbols like digits 
or letters (Rich, 2002, p.43). “Synesthesia is a phenomenon in which sensory experience 
in one modality can trigger sensory experience in other modalities” (Rich, 2002, p.43). 
There is a lot of kinds of synesthesia, involving a lot of modalities and dimensions, with 
different combinations of sensory inducer (lead from) and concurrent (lead to). In fact, 
the most common synesthesia is about the specific colors leading to written or spoken 
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letters, words or digits (Rich, 2002, p.43). 
 
The measures of synesthesia have shown that they are automatic and involuntary for the 
synesthetes (Rich, 2002, p.43). For instance, if the letter A causes you to imagine or see 
the color red or by feeling cold on your fingers you imagine your favorite dessert. You 
have a form of synesthesia (Rich, 2002, p.43-51). Synesthesia is considered as a rare 
phenomenon, the prevalence in population has been estimated around 15% (especially 
women), but it is largely more common in children population with a rate superior at 25% 
(Rich, 2002, p.45; Sagiv, 2005, p.114-128). There are around six times more female 
synthestes than male ones, at least regarding the most common form of synesthesia. 
However, in this most form of synesthesia with colors; the digits evoke colors, but the 
colors do not evoke digits (Cohen, 2009, p.366-374). 
 
People with a form of synesthesia are called synesthete; the first to call them that way 
was Galton in 1880. Indeed, every people whose have feelings from a dimension through 
other dimensions can be called syntheste. In our case, we will stay focus in the number 
form syntheste like Cohen did during his work about the relation of synesthesia within 
number field. On the first hand, the number form exhibits a significant congruency effect 
when they are asking to compare numbers (Cohen, 2009, p.366). In other words, they 
place by themselves numbers in a specific, relative and personal location in their minds 
(Cohen, 2009, p.366). But, the characteristics of the numerical synesthetes are that most 
of the time they have similarities in the way to assign dimensions and others senses to 
numbers, despite their personal interpretations (Dehaene, 2011, p.72). On the second 
hand, the non-number syntheste also exhibit a relation between numbers and space 
following the form of a spatial mental number line (Cohen, 2009, p.366; Dehaene, 2011, 
p.98). 
 
Since 1970, a scale has been referred to illustrate the cognitive aspects of numbers for 
non-number syntheste persons who have the aim to represent the cognitive visuo-spatial 
analogue for numbers (Cohen, 2009, p.366-374; Dehaene, 2001, p.98). This mental line 
is automatically active each time a number comparison is required for the non-number 
form syntheste (Cohen, 2009, p.366). The mental line shows that numbers have a position 
into a scale of space, time and color. The association between number and space is a 
characteristic shared by both number form synthestes and non-number synthestes 
population (Cohen, 2009, p.367). In this case, synesthesia is not a phenomenon 
affecting importantly cognitive thinking about association of number and space (Cohen, 
2009, p.367). In contrast to the non syntheste people whose produce the mental number 
line unconsciously and implicitly; the number forms synthestes visualize numbers in 
space consciously and automatically each time they see, think or hear them (Cohen, 2009, 
p.366). 
 

2.5.3 Gender & Colors segmentation 

 
The pink tax or women tax is recent phenomenon scandalizing feminists (Belleflamme, 
2014). It is considered as sexist marketing. The pink tax is the fact that two similar 
products or almost similar (often differ by the color) have different price (Belleflamme, 
2014). It is often more expansive when the product is targeting women (Belleflamme, 
2014). To illustrate this phenomenon, we can take the examples of disposable razors. For 
instance, the men’s razors are often blue and the women’s razors often pink, but except 
the color, they are exactly similar. However, the prices of pink razors are often higher 
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than the blue razors (Belleflamme, 2014). 
 
Monoprix, a French supermarket brand justify the difference in price within the pink tax 
issues because the expectations of targeted segments are different. Women are willing to 
pay more certain products than men (Belleflamme, 2014). This example of targeting 
marketing following gender and colors matches perfectly with our research questions. We 
can ask ourselves if similar characteristics could be transposable and applicable to the 
relation between gender and numbers. Moreover, to conclude the explanation about the 
pink tax, it is not rare that the female products are more advertised than the male products. 
It is also why this kind of product can be more expensive (Belleflamme, 2014). 
 
To go further about gender conforming products, Gal and Wilkie (2010) found that the 
American males were more likely to buy gender conforming products, while the females 
could choose more easily a product without a specific gender attribution (i.e., food and 
household items). 
 

2.6 Marketing & digits 
 
It is common that car manufacturers name their models with digits (Besson, 2015). For 
instance, the brand Citröen came back to its old model where they name the model with 
a letter plus a digit (C1, C2, until C8). The marketing director of the brand, Vincent 
Besson affirms that within a large range of vehicle, it is easier for consumers to remember 
and visualizing the models with numerical names. Moreover, most of the luxury car 
brands such Ferrari, Mercedes, Audi are using numerical name for their models. 
However, the relation between the names and the models within the range are for facilitate 
the classification of the cars. And sometimes it is for give additional technologic 
information. Nevertheless, the denominations using digits are considered colder than the 
fantasy or more common product name such Kangoo, Scenic (Besson, 2015), but it is 
more difficult to find a name meaningful in several different languages. Nevertheless, if 
some authors like Vincent Besson (2015) have said that digit names for a product are 
easier to remember than a fantasist or more regular name product. It has been proved that 
the thinking time during when people are asked to choose between two digits which are 
numerically close is longer than if they are numerically distant (Cohen, 2006, p.3-5). To 
illustrate Cohen’s thought (2006, p.3-5), it could take a while for an individual to make a 
difference between two models car named similarly (Audi A3 and Audi A4). It could 
interact negatively for the brand image and the awareness of products. For instance, it is 
easier for people to decide which digit is numerically larger between 1 and 9 than 1 and 
2. This phenomenon is known as the numerical distance effect (Cohen, 2006, p.3-5). 
Indeed, if the all the products of a range are named with digits, a confusion in consumers 
mind can appear (Cohen, 2006, p.3-5) 
 

2.7 Odd and even numbers & genders stereotypes 
 
Wilkie and Bodenhausen (2012) worked on the topic of relation between genders and 
numbers. More especially on the odd and even numbers and according to their studies: 
even numbers connote femininity, whereas odd numbers connote masculinity (Wilkie et 
al, 2012). Moreover, this pattern is even more pronounced among women (Wilkie et al, 
2012). However, the associations of two digits during the creation of numbers (>10), men 
are likely to be regardless of whether there are even or odd numbers to attribute a gender 
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to numbers (Wilkie et al, 2012). In this case, men will attribute to a number with two 
digits masculine attributes (Wilkie et al, 2012). While, women will keep interest for the 
odd versus even dimension (Wilkie et al, 2012). Indeed, women and men are interpreting 
gender toward numbers in different ways (Wilkie et al, 2012). It is possible to explain 
gender attribution to even and odd numbers by the link of gender stereotypes (Wilkie et 
al, 2015). In fact, the feminine stereotypes like warm, emotionally sensitive, nurturing 
imply likableness much more than masculinity stereotypes (independent, strong, 
competitive) (Eagly et al, 1994). Moreover, people have tendency to prefer even numbers 
than odd numbers in mathematics operations because operation involving even numbers 
are typically experienced less difficult than the operations involving odd numbers (Hines, 
1990). By this fact, a greater familiarity and more enjoyable experiences are established 
with even numbers than odd numbers (Wilkie et al, 2015). According to the gender 
stereotypes, people are more likely to attribute to even numbers feminine characteristics 
(Wilkie et al, 2015). To synthesize, it is possible to state that the even numbers match 
with feminine traits, while odd numbers match with masculine traits (Wilkie et al, 2015). 
 
To remember, numbers were initially, and that since Plato used to quantify or measuring 
numerically, something quantifiable. However, in our societies, what is not quantifiable? 
Everything can be qualified with numbers: country with GDP, sports with scores, return 
of investment of advertisement, publicity, etc. Social number are built following a process 
that describe how numbering is a re-presentation that always holds more than one 
presentation (Day, 2014, p.123) Furthermore, in some countries like France the first digit 
of a social number is 1 or 2, 1 for men and 2 for women (Lee, 2013, p.169-171). In fact, 
marketing does influence consumers with numbers. However, numbers translate 
numerous others important aspects like they are presented during the literature review. 
During the literature review the researches do not only re-transcribe some theories already 
done and proved but the researchers used the symbolisms of different aspects present 
within gender and number field in order to create a relationship between them. In fact, we 
have seen that the topic is not really explored, and we have decided to break down the 
main characteristics of the topic into several steps (See table 2 and 3). 
 

2.8 Sound symbolism & pronunciation toward gender 
 
In order to meet the customers’ expectations, the choice of a new brand name is one of 
the most critical decisions (Kink, 2009, p.313). Indeed, there are some important aspects 
about the pronunciation of brand names for targeting a particular segment. In fact, 
according to different sounds some gender segments are more sensible to the brand image 
(Klink, 2009, p.313). For instance, certain sounds are associated more closely to 
femininity (Klink, 2009, p.313). To go further in the explanation of the sound 
characteristics toward genders, we will study the position of the tongue during the 
pronunciation of words. Vowels sounds are commonly classified along a front back 
continuum, which one can be compared similarly to the mental visual number line of 
Dehaene. Therefore, front vowels are those sounds produced when the highest position 
of the tongue is toward the front of the mouth during the pronunciation. On the contrary, 
back vowels are those vowel sounds that are produced when the highest position of the 
tongue is toward the back of the mouth (Klink, 2009, p.314). 
 
For example, in English, the vowels “i” and “e” produce front vowel sounds, whereas “o” 
and “u” produce back vowel sounds (Klink, 2009, p.314). The sound of the letter “a” 
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produce sounds toward the middle of the continuum quote before (Klink, 2009, p.314). 
We can consider this continuum as a scale of high and low pitch sounds (Klink, 2009, 
p.314). Klink found that name containing front vowels, as “I” and “e”, opposed to back 
vowels “o” and “u” are perceived smaller, lighter, thinner, weaker and more feminine 
than back vowel sounds (Klink, 2009, p.315). To conclude this aspect of phonetic, 
according to Klink’s researches, the back-vowel sounds (“o” and “u”) are more male than 
the front vowel sounds (“i” and “e”) which are more female. Moreover, consumers prefer 
when the phonetic characteristics match with the characteristics of products (Klink, 2009, 
p.315). For instance, people will prefer a brand name of dark beers containing back vowel 
sounds (Klink, 2009, p.315). 
 
As explained throughout the literature review, the objective was to explain the links 
between genders and digits through the transposition of established theories. Established 
theories in digits or gender such forms, colors, the cognitive aspect, historical legacy were 
connected and transposed into our topic, gendered digit. The two matrixes below explain 
this idea. 
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Table 2: Primary using matrix 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Colors and synesthesia 

Gender attributes 

Cognitive aspect 

Numbers’ language 

Mathematics 

The history of number 

Odd and Even numbers 

Sounds and pronunciation 

Forms 

Primer function and using 
No interpretation 

Rational 
Ex: Pink is pink 

Ex: Curve is not straight 
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Colors and synesthesia 

Table 3: Matrix used during this research through symbolisms 

 
 

3 

Relationship created between two topics through the interpretations of their characteristics 
and symbolisms 

Mathematics 

Symbolisms Stereotypes Transposition 

Interpretation 

Odd and Even numbers Gender attributes 

Numbers’ language Forms 

The history of number Sounds and pronunciation 

Cognitive aspect 
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3 Methodology 
 
When conducting a thesis, there are various steps which need to be taken in order to 
achieve the finished thesis. Firstly, identify a topic which needed expansion, following 
this, read academic studies to gain a more in-depth knowledge and understanding. Once 
we accumulated said knowledge, we used this as evidence to support our research 
question. To gather the evidence to support our research question, we used various 
different sources to have a wider insight into our chosen topic. The three main concepts 
of which we have chosen to analyze throughout this thesis are: Gender, Numeral Digits 
and Marketing. Therefore, the ease on these topics permitted the researchers to be able to 
relate them together. A short pilot study was conducted and can be found in Appendix 1. 
It was conducted at the beginning of this thesis in order to fuel the interview and this pilot 
study is just a preliminary work and this thesis cannot be considered as a mixed method 
thesis. 
 

3.1 Research philosophy 

 
After the short pilot study, we had enough material to start our main research. It was 
conducted with the aim to gain a deeper understanding on how, some people from each 
gender can be attracted by some numeral digits and if so, why? The research philosophy 
was interpretivist throughout this thesis. According to Collis & Hussey (2014 p .44), the 
interpretivist method is the best method when it comes to an inquiry in social science and 
related disciplines like this thesis. Interpretivism is with positivism the second main 
research philosophy, interpretivism was created against positivism (Collis & Hussey, 
2014, p.44). According to Collis & Hussey (2014 p.45), “interpretivism is underpinned 
by the belief that social reality is not objective but highly subjective because it shaped by 
our perceptions”. Challenges are personal, everyone has its own criteria to determine 
success or failure, and this is why the interpretivist paradigm is the paradigm that suits 
the best our work. 
 

3.1.1 Ontology 

 
During the writing of this thesis the nature of reality was considered as subjective. 
According to Collis & Hussey (2014), the reality is multiple and subjective, participants 
create reality within studies. Moreover, the nature of reality is socially constructed, and 
the findings of our research are reflecting the chosen ontological paradigm. Interpretivist 
have an objective to understand, explain reality using and interpreting an individual’s 
experiences (Collis & Hussey, 2014, p.44, 45). The relation between people and our three 
main topics is linked to individuals, their behavior, their multiple experiences and their 
life choices. 
 

3.1.2 Epistemology 

 
Epistemology is what knowledge is acceptable or not acceptable within a thesis. In 
context of the relationship of the researcher to that being researched (Collis & Hussey, 
2014). In accordance with the interpretivist paradigm and the ontology, the 
epistemological assumption within this thesis is also subjective. The studied phenomenon 
that may linked gender and figures with the purpose to be a help for future marketing 
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researches or marketing plans is subjective. Indeed, it’s a social phenomenon; gender’s 
connection to figure depends on background differences, so the focus must be put onto 
details according to the situation. Throughout the study, human experience and 
information were considered as valid knowledge. This subject must be to study through 
a subjective point of view (Collis & Hussey, 2014, p.47). The interpretivist paradigm 
chosen for the epistemological assumption, had a significant impact during the collection 
of data and their interpretation later on (Collis & Hussey, 2014, p.47). We both were 
aware of this fact and we accepted our impact on this study. Our experience, our relation 
to gender and gender equity, our knowledge about marketing and gender marketing had 
an impact on how the interview guide was constructed. According to Collis & Hussey 
(2014, p.47) interviews are a social interaction and they create a meaning. So, the 
researcher gives up on objectivity in favor of subjectivity, which was exactly our cases 
during the development and the analysis of our interview. 
 

3.1.3 Axiology 

 
Axiology is about the impact of the researcher on his own research. The researcher’s view 
on the role of value in research (Collis & Hussey, 2014, p.48). Again, the axiology chosen 
follows the previous ones and the philosophy chosen was an interpretivist one. Interviews 
require researcher’s involvement; therefore, they design the questions and choose to 
orient the topics and the focus during the interviews. Then their feelings and thougths 
have an impact during the analysis. So, the researcher influences the research process. 
(Collis & Hussey, 2014, p.48). Indeed, a study conducted like this one, the researcher is 
aware of his own impact and accept it. The interviews require the involvement of the 
researcher. The researchers elaborate the questions, choose the topics and interpret the 
results, the researchers influence the research process (Collis & Hussey, 2014, p.48). The 
axiological paradigm is subjective; it is not possible to isolate the researches from values. 
The axiology is value bound and subjective. The researcher is part of what is researched 
and cannot be separated. 
 

3.2 Research methodology 

3.2.1 Research approach 

 
Following the traditions of interpretivist paradigm, the inductive approach was chosen for 
this thesis. The researchers assume that the context is important regarding how people 
connect numeral digits, gender and marketing. Indeed, multiple experiences, 
backgrounds, personal values and beliefs of the respondents drove us to the inductive 
approach. As according to Saunders, et al. (2009, p.126), inductive approach is more 
suitable for the study of the topics that are context determined. Moreover, as identified 
with the research gap, there was only limited studies that mix gender/digit and marketing. 
Therefore, our thesis purpose, is to try to understand a phenomenon and if possible to 
formulate a theory. Throughout this study, we tried to avoid generalization in order to put 
more focus on what information the interviewees gave us. 
 
 

3.3 Research purpose 
 
The purpose of this research was to provide exploratory data that can drive future research 
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on the topic. Exploratory research is conducted when there are very few earlier studies to 
which, we can refer to for information, the aims is to look for patterns and ideas and 
develop more than just test a hypothesis (Collis & Hussey, 2014, p.4). As there is a clear 
research gap about exploring and explaining the link between numeral digits, gender and 
marketing. Our research aimed to generate a better understanding of the topic. 
 

3.3.1 Research strategy 

 
According to Saunders, et al. (2009, p.142), there is no research strategy that is more 
effective than any other. However, it all in fact, depends on the research question and the 
objectives of the thesis. Regarding our research questions, we needed to explore the 
subject as there are only limited previous researches about our topic. To do so, we decided 
to conduct semi-structured interviews in order to discover or not, if some theories can be 
design from these. The qualitative strategy was adopted in this research, therefore 
according to Saunders, et al. (2009, p 126), qualitative strategy suits research that is 
concerned with the context of certain behaviors and decision making. The purpose of this 
thesis is to design a theory through interview about gender/figures and marketing and 
their relations. This strategy allowed us to analyze deeply, into the interviewees point of 
view and feelings. 
 

3.3.2 Research method 

 
According to Saunders, et al. (2009, p.151-152), the main difference between qualitative 
and quantitative research is intuitive. Quantitative researches generate numerical and 
large amounts of data and are in most situations are articulated around a survey or a 
questionnaire. Whereas, qualitative researches generate non-numerical data and most of 
the time articulated around interviews. The data was collected through qualitative 
measures. This method was chosen in order to be aligned with the research philosophy, 
the ontology, the epistemology and the axiology outlined above (Saunders, et al. 2009, 
p.151-152). The objective was to be able to go beyond the simple questions we asked 
within the pilot study and so the qualitative research became the unique logical choice. 
As it permitted us to explore each research question we had. A multiple or mix method, 
which is using both qualitative and quantitative method was considered. However, this 
was disregarded as there was a risk of giving too drastic answers. Furthermore, because 
of lack of time, the mono method of qualitative data gathering was chosen. That is why 
interpretivist suits qualitative researches and so our thesis. As indeed by going as deep as 
possible during our interviews, we then tried to explain the relation with gender/figures 
and marketing using our interviewees experiences. The interviewees exposed their 
experiences, their feelings with subjective perspectives. 
 

3.4 Data collection 
 
Interviews are a method for collecting primary data, in which a sample of interviewees 
are asked questions, to find out answers to what they think, do or feel (Collis & 
Hussey,2014, p.133). Interviews appeared to be the best choice, in order to conduct our 
qualitative research. Interviewees’ points of view, feelings and feedbacks were needed, 
to gain an understanding of the phenomenon between marketing, gender and figures. 
According to Saunders, et al. (2009, p.320), the choice of the type of interview determines 
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how the data collection will be accurate, there are three major types of interviews, 
different from the level of formality and structure: structured, semi- structured and 
unstructured. 
 
Semi-structured interviews were chosen as our data collection method. Semi-structured 
interviews are interviews where there are key, important questions asked to every 
interviewee. These non-standardized interviews are used to collect data, which are then 
analyzed qualitatively (Saunders, et al. 2009, p.324) A predetermined list of questions 
was designed, you will see more about that in the next section: interview guide. Those 
questions are the more important ones and all interviews were built around them, but the 
point of the semi-structured interviews is that it allows the interviewer to go deeper and 
to pursue specific areas with different interviewees. Indeed, all the interviewees do not 
react the same way, they are not the same individual, so their reactions are different. 
People are different and so as interviewees, some can talk one hour on a single topic, so 
the interviews need to be structured. On the other hand, there are individuals who need to 
be asked three times, the same question before they can understand it and answer it 
correctly (Saunders, et al. 2009, p.324). With the semi-structured method, the researchers 
can adapt themselves to the interviewee and go deeper into the different subjects. 
Moreover, this method is useful and permits to be freer within the interviews, a ping-pong 
discussion is more likely to happen with this kind of interview (Saunders, et al. 2009, 
p.324). Due to being interested in interviewees opinions, we did not want a fully 
structured interview as we felt there would be too much of a barrier between us and the 
respondents. Lastly, according to Saunders, et al. (2009, p.324), with this method, the 
researchers can explain more easily how the information’s will be used. 
 

3.5 Sampling method 
 
The chosen sampling method is judgmental sampling, which is to choose participants 
with experience of the studied phenomenon at the start and to not pursue other contacts 
that may arise. In fact, regarding our thesis, we can call it purposive sampling method. 
The point was to get a relevant picture of “customers”. We wanted to interview people 
with different background, so we can gain a better understanding of the phenomenon. 
This sampling method allowed us to discuss every concept of our topic. Because of the 
pragmatic purpose of this thesis, this method looked like the most accurate sampling 
method. The convenience method was also used because we needed people to answer us 
fast, so the sampling was around Umeå in Sweden. Where both researchers were located 
throughout the duration of writing the thesis. Indeed, because of the will to conduct face 
to face interview, the interviewees were all in Umeå, many of which, were students. The 
choice to interview a lot of students was driven by the fact that young people are more 
sensualized to gender equity. The power to change a society is most of the time in the 
hands of the young people because they are the represents of the future. French interviews 
were favorized because the as the mother tongue of both the interviewee and the 
researchers, French allowed us to go deeper into the reflection. Also, because it is a 
difficult subject to explain it was easier in French. Indeed, even with the help of the pilot 
study, it took many minutes to explain the aims of the thesis. In a word, the interviewees 
are all young, all educated (some in Business Administration so their marketing spirit has 
been used) and all in Umeå. 
 
To conclude, the sampling was done on purpose but due to several reasons the 
convenience was also an important factor in the practical approach. 
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3.5.1 Interview guide 

 
The interview guide was structured thematically from the simplest, to the deepest and 
separated into five parts. The first one is the introduction; the researcher presents 
themselves and the study. The purpose is to familiarize the respondent with the subject 
and get to know more of his personal background and understand his relationship with 
digits. The second part is about finding, the way the interviewee feels about digits and 
gender. In order to do so, the pilot study findings (See Appendix 1) are shown to the 
interviewee, and the researcher will have an open discussion with the respondent the 
result. The third part aims to understand what the links are the respondents make between 
gender and digits. The point is to discover new links and rank the more popular one. 
During this part, the first question is largely open and when the respondents have no more 
ideas, then, the researcher brings new links to the table. Indeed, with this strategy, a link 
is stronger if the respondent thought of it by themselves. The fourth part is about linking 
this with marketing. The respondent is asked about his knowledge in marketing and their 
relationship with gender marketing and how marketing department could use relevant 
data on the relation between digits and gender. Lastly, the final part as conclusion, have 
the purpose to end the interview and thank again the interviewee. This logical order was 
kept for all the interviews. Most of the questions were open question, or at least every 
closed question was followed by an open one. Closed questions require a ‘yes’ or a ‘no’ 
answer and are very brief whereas, open questions require long and more developed 
answers (Collis & Hussey, 2014, p.133). 
 
Before the final eight interviews, two interviews were conducted by the researchers in 
order to test the interview guide. This test method allowed us to find the mistake within 
the interview guide, some questions have been removed and others incorporated in order 
to improve the all process. This improved the interviews and also the credibility of the 
interviews. These first two tests were too short and hard to analyze comparing to the final 
ones. Eight interviews were conducted for this research with the purpose to get various 
and different individuals with diverse background and multiple educations. The 
researchers wanted to have equality between the two genders, so four women and four 
men were interviewed. 

 

3.5.2 Interview process 

 
All the interviews were conducted face to face. Face to face interviews are the traditional 
approach and can be conducted in the street, at home or in the workplace/any convenient 
place (Collis & Hussey, 2014, p.134). The face to face interviews were done in Umeå’s 
School of Business, Economics and Statistics or at the researchers’ home. The table 
observable just after this paragraph summarize the interviewees, their background, the 
language, the process and the duration of each interviews. Face to face interview always 
remained our first option because it allows a closer relationship between the researchers 
and the respondent, also according to Collis & Hussey (2014, p.134, this type of interview 
is useful for if you ask complex or sensitive questions. All the interviews were conducted 
face to face.  

During our interviews, respondents sometimes needed time to reflect before answering. 
We notified the respondents that they always had the possibility to withdraw from the 
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interview at any time and for any reason. The interviews were conducted by the two 
researchers when it was possible. However, sometimes only one researcher conducted the 
interview. All the interviews were recorded in audio and the respondents were told about 
this at the beginning of the interview. The researcher’s smartphones and laptops were 
used to record the interview, in order to be transcribed and translated later on. All the 
interviews were conducted in the mother tongue of the interviewee when that was 
possible; otherwise it was in English to get the deepest expertise from the interviewee. 
The interviews held from 16th May to 18th May 2018 with duration between 30 to 60 
minutes. 
 
The fact that seven out of eight interviews were conducted in French can also be a 
limitation. Indeed, it is very difficult to translate exactly, to give the exact and precise 
same meaning to the interviewee’s speech. Moreover, the researchers are not completely 
bilingual, so this is a limitation to mention. However, the pros appeared more important, 
going deeper in the discussion, than the cons. This choice was driven accordingly with 
the purpose of the qualitative research. 
 

Table 4: The interviews 

 

R° Background Process Language Duration 

1 
Bachelor’s in Political sciences 

Feminist Activist 
Face to face French 47’28” 

2 Bachelor’s in psychology Face to face French 50’55” 

3 Bachelor’s in political sciences Face to face French 39’06” 

4 Bachelor’s in law Face to face French 40’40” 

5 Bachelor’s in physics Face to face French 42’16” 

6 
Master’s in business administration: 

Marketing 
Face to face French 33’18’ 

7 3rd year in engineering Face to face English 32’31” 

8 
3rd year Business Administration: 

Entrepreneurship 
Face to face French 36’09” 

 

3.6 Data analysis 
 
The data analysis approach used the development of theme predefined within the 
literature review, this approach is a characteristic of a template analysis (Saunders et al, 
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2009, p.505). The themes explored within the literature review, were used to draw the 
guidebook and so to categorize the data. Alongside this, the thematic analysis was also 
utilized within the data analysis. Thematic analysis uses the development of theme that 
emerge from the data itself. (Saunders et al, 2009 p.504). To put it in a nutshell, both 
template and thematic analysis were used during the data analysis process, to define 
relevant themes that emerged from the literature review and the data. To follow the chosen 
research method in this thesis, coding was selected as tool to interpret the data. Coding 
the data allows the researchers to group data into categories or codes, that share together 
a common characteristic (Collis & Hussey, 2014, p.162). It also permits to reduce the 
qualitative data to a more manageable amount of data. The codes are designed by the 
researchers and link the data collected with the analysis and the interpretation of the data 
(Collis & Hussey, 2014, p.162). The chosen codes will be developed within the next 
chapter ‘findings’. 
 
The main steps of the data analysis were, first to transcribe the interview. Recorded and 
played several times in order to be put on paper. The interviews conducted in French were 
then translated into English. The themes identified with the literature review were used 
to analyze the data. Then within the interview transcripts, codes were identified. Themes 
from the literature review and codes from the transcript were combined in order to gather 
the important and relevant part within the transcripts. Then, the themes and codes were 
ranked in order to understand the importance of dimensions between gender and digits 
and then their association with marketing. During this last two steps, the important and 
relevant quotes outside the main codes and themes were written down in order to not be 
forgotten later. The next step was to interpret the findings with the aim to answer the 
research question. A final check-up and reflection about the material was done as last 
step. 
 

3.7 Ethics 
 
“The term ethics refers to the moral values or principles that form the basis of a code of 
conduct” (Collis & Hussey, 2014, p.30). According to Saunders et al (2009, p.183), 
research ethics is a very important issue and can be defined as the appropriateness of the 
researcher’s behavior, in relation to the rights of those who become part of the subject 
researched. It was crucial for both of us to protect the most effective as possible every 
participant within this thesis. 

Finally, we did authorize people to complete the test more than one time because it can 
be easier for group of people to answer in the same hardware. This allowed groups of 
people or family to do the survey more than one time without having to log in with another 
email account. This strategy was set up in order to get more answer from family and 
groups and for the convenience of the respondent of the survey, (Collis & Hussey, 2014, 
p. 32). Evidently, it was mentioned within the short text with the survey that it was one 
test for each person. No data or results were falsified at any moment of the study, neither 
any other forms of deceptions 
 
Coinciding with the pilot study, ethics remained a key matter to us. When it comes to 
conduct interviews, ethical considerations are vital. To keep consideration of ethnicity 
throughout, measures were taken to ensure the well-being and fair representation of the 
respondents in this study. In accordance with the ethics consideration described and 
explained by Collis & Hussey, (2014). For this study there was no harm to any participant, 
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the stakeholders’ dignity was protected, and everybody involved obliged with consent. 
Also, the privacy, the confidentiality and the anonymity of every stakeholder was our 
concern and guaranteed throughout this thesis (Collis & Hussey, 2014, p.31). 
 
This research was conducted with the basis of voluntary participation, one of the most 
important ethical principles, there was no financial or any other rewards for given 
information or participation to this study. The anonymity and confidentiality of every 
participant was guaranteed, there is no trace of any name in this thesis, this issue was 
solved by an agreement between the researchers and all the stakeholders that the focus 
was on the data collected rather than the identity of the participant (Collis & Hussey, 
2014, p.32). Furthermore, the interviewees were told that they could withdraw from the 
interview and the study at any time if they wished. They were also put into a position of 
trust with the researcher. Before the interview began, they were informed that the duration 
of the interview was between 35 to 60 minutes and about the main topics. To conclude, 
this research is exploratory, the main intentions of the researcher was to create fuel to 
future research on the topic and not to develop generalizable results, so that any future 
readers should seek to make general assumptions beyond the frame of this thesis. 
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4 Empirical analysis 

The empirical findings are presented in this section of the thesis. First of all, a short 
presentation of the findings of the pilot study, the same presentation was made to the 
interviewee in order to launch the discussion with them and fuel the interview. Then, the 
main findings are presented from the interview conducted by the researchers. Within 
some parts, some respondents are not mentioned or quoted because for example they were 
not sensitive to one dimension or did not give the researcher interesting thoughts to 
analyze. 
 

4.1 Findings 
 
The information gathered in the interviews is presented in this chapter. Themes are codes 
from the literature review and also recurrent themes selected within the interviews. First, 
the findings describe the links between digits and gender, these links are the explanations 
given by the interviewee to explain why they relate some digits with a certain gender 
instead of the other through symbolisms of themes. These links can be called links, 
themes or dimensions within this chapter. Then, the same method is used to summarize 
how the interviewees felt about the marketing purpose of this study. 
 

4.1.1 Interviewee’s background 

 
In this section, the notable points regarding the backgrounds of the interviewees are 
discussed and their relations with the three mains topics (digits, gender and marketing) 
are explained. 
 
Most of the respondents (R1, R2, R4, R5, R6, R7 and R8) declared themselves sensitive 
to the feminist cause and thought that gender equality is important as mentioned by R6: 
“As the new generation, we have to - to be active on this matter (gender equality), we can 
make a difference”. Whereas, R3 thinks that this matter is not as important. R1 is part of 
a feminist organization. 
 
R1, R2, R3, R4 and R5 never attended any marketing course whereas R6 is currently 
studying a Master’s in business administration and he is following marketing courses. R8 
also has taken course in marketing during his study. From both of them (R6 and R8), their 
knowledge can be detected within the interview and their use of specific marketing 
vocabulary. 
 
Five out of eight respondents have a favorite figure (R2, R4, R5, R6, and R8) at a different 
level of attachment. For example, R6 said: “My favorite figure is 4 (...) I use it a lot when 
I design my codes and I think my trigger impulse buying can be improved if there is a 4 
within the name of the product”. This quote shows that if a connection is established 
between someone and a digit it can modify his consumer behavior, a same sentence can 
be found in the transcript of R8’s interview. 
 
R1 declared: “I don’t really like figures and numbers or mathematics, I’m bad in 
mathematics, we are too often manipulated by numbers, with wrong statistics of biased 
ones (unemployment etc.)”  
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At last, Respondent 3 declared himself as a “Cartesian” and very “into sports” so he links 
a lot of things with sports and so with male more than female” so it was hard to gather 
data on the subject. For instance, he stated: “I don’t believe in a relation between digits 
and gender”. 
 

4.1.2 Causal relationship between digits and gender 

 
The interpretation of digit can be done through the digit by itself and several other 
dimensions. These dimensions can affect the meaning and interpretation of individuals. 
For instance, the form, the pronunciation, the colors related to digits can change or modify 
their connotations. In the next parts we will go through all the themes explored during the 
literature review, but also new themes evoked during interviews. 
 

4.1.2.1 Form 

 
According to the respondents (R1, R2, R4, R5, R6, R7 and R8) the forms of digits have 
a great importance in their interpretations. They gave us different feelings about the 
feelings provoked by forms in general. It seems to be different from one individual to 
another because of their backgrounds and previous experiences. The respondents who had 
given the forms as a dimension that can modify the interpretation and connote gender are 
numerous (R1, R2, R4, R6, R7 and R8). Furthermore, some of them told us that form is 
an important factor spontaneously (R1, R2, R4, R5, R6 and R8). This research gives a 
considerable attention to the links and dimensions which are quoted spontaneously. 
 
According to the respondents, form in general, not in the specific area of numbers can 
connote genders. In fact, the respondents (R1, R2, R4, R5, R6, R7 and R8) associate the 
curves and curls to the female gender. On the contrary, they associate the straight lines 
and the absence of curves with the male gender. Some of them (R1, R2, R4, R6, R7, R8) 
justify this thought because of our society. Indeed, these respondents stated that the 
society constructs our way of thinking and make us connect certain forms with genders 
relating to classic stereotypes. Curves are assimilated to women and straight lines to men. 
Nevertheless, curves are associated to two things for several respondents (R1, R2, R4, 
R6, R7, and R8). Firstly, to the shape of a women’s body and secondly to the roles 
attributed to women within the society. Respondent R8 confirmed and added: “Curves 
are associated to women bodies and It’s already used in marketing, the perfumer ‘Jean 
Paul Gauthier’ created a perfume for women and the bottle is design after a woman body 
whereas his male perfume is stricter and with right-angled corner.” 
 
While, the straight lines are more associated to the role and character of men and less to 
the physical masculine representation. Only the respondents (R1, R2, R4, R8) mentioned 
the shape of the male body evoked by the forms of some digits. Indeed, the respondent 
R1 stated that the digit 1 is “has the form of man, no shape”, and for the digit 5 “the bar 
at the top shows the shoulders and the small curve illustrate a big belly”. The respondent 
R1 stated about the form of the digit 7 “looks like a man, with square shoulders, straight 
and brut” and for the digit 9 “a body with a big head, a thin body without hips”. However, 
the same respondent R1 cannot identify the gender of the digit 2 following its form, while 
it is easy and natural for him to identify a gender to all the other digits. During the 
interviews numerous words and adjectives have been used in order to describe forms. 
For instance, the words: “round, curve, beautiful and soft” have been quoted to qualify 
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the female numbers. Whereas the words: “strict, gross and squarish” have been used to 
illustrate the male digits. 
 
The respondent R2 stated that there are some beautiful and ugly digits following their 
forms. R2 stated that the forms of the digits 3, 6, 8, 9 are soft and give the desire to look 
at these numbers as a woman. While the digits 1, 2, 4, 7 are ugly, squarish and strict 
connoting men. The digit 5 is different, it is composed of curve and straight line, 
according to the respondent R2 it is difficult to identity to it a gender. Depending of the 
way of writing, it could be enjoyable to watch even if it connotes more male than female 
gender stated the respondent R2. The respondent R2 used to write with curls and curves 
when he was younger in order to identify himself in a gender category. R2 remembered 
to like writing the digit 3 because of its form; “When I was young, I wrote with curls and 
curves like a lot of girls. I think it is because we thought that the curves were more 
attractive than lines and it permitted to me to identify myself in the girl community.” 
Furthermore, the respondent R2 told us about the forms of the letters used to write the 
digit (3 = three). The forms of the letters have also an importance for the respondent R2. 
For instance, according to the respondent R2 the letter “e”, full of curves and delicate 
connotes perfectly the female gender. Because there are “e” within the letters composition 
of the digit three, it connotes female gender. 
 
According to the respondents, some digits are softer than others in their forms. The 
respondent R2 thinks that the soft numbers lead the eyes. According to the respondent 
R2, it is more enjoyable to see the association of the digits 8 and 2 in the number 82 than 
7 and 9 in 79. 
 
“I do not understand the pricing method within supermarkets; the stickers with the price 
are not well made. It has to be more fluid. When I see a price containing the digit 4, I do 
not want to buy the product, I feel kind of assaulted”. 
 
The quotation above shows that the interpretation of digit through their forms by 
individuals can have a bad impact following their utilization within a business field. To 
continue in the aspect of curves, the respondent R1 stated that she has some favorite words 
on a visual level. The preference shows that the respondent prefers the words with curved 
letters than straight letters. The respondent gave this argument in order to justify the 
beauty of curved form translating female gender within the digit field. According to him, 
the roundness within digit or letter is soft and connote female. He gave the example with 
French words: “bienveillance” [bjε̃.ve.jɑ̃s] which is soft and round versus 
“ornithorynque” [ɔʁ.ni.tɔ.ʁɛk] which is sharp, brut and aggressive. 
 
This respondent R1 attaches a great importance to the form of digits and to the gender   in 
society. Every digit presenting roundness connote female gender and the respondent 
qualified them as beautiful. Moreover, the digits 1, 2, 3, 4, 6, 8, which presents roundness, 
are clearly related to the physical aspect of the woman’s body. The respondent R1 
described the connotation of digit by using the words: “bosoms, buttocks, uterus, 
pregnant, curves at the top and bottom, hips”. However, some inconsistency can be 
identified like the relation with the men’s big belly shown by the digit 5 and the big belly 
of a pregnant mother attributed to the digit 6. Moreover, the digit 4 does not contain any 
roundness but is identify as a female figure by the respondent R1, she justified his choice 
by the argument of the triangle form relating to the women’s genital organ. Other 
respondents agreed with the illustration of the human body through digits forms (R1, R2, 
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R5). 
 
The form of the digit 2 does not easily evoke a gender for the respondents (R4, R5, R6, 
R7 and R8). Indeed, the relation between roundness and straight confuse the respondents. 
The respondent R5 stated that the interpretation of digits forms toward gender is not only 
about the curved and straight forms but also following the complexity or the simplistic 
forms of them. Indeed, he links the complexity of the forms with women and the simple 
forms with men. For instance, the digit 1 and 7 had a simple shape so they connote male 
gender. 
 
The respondent R2 gave us his interpretation about the name of the alcohol drink ‘Get 
27’. According to the respondent, more will sell if the drink has the name of ‘Get 38’. 
Because the digits 3 and 8 are more enjoyable to watch, attractive and eye-catching. The 
digit 3 is beautiful and soft according to R2 which resembles a derriere. 
 
All the respondent recognized the importance of the form, only respondent R3 was more 
careful: “I do think digits like 8 are more curved and so are closer to the female than the 
male gender but it is not strong enough in my opinion.” 
 

4.1.2.2 Pronunciation 

 
Three respondents out of eight declared that the pronunciation of the digit oriented their 
choice, the three (R1, R4 and R5) are French and talk about the French pronunciation of 
digits. Respondent R1 evoked the pronunciation of digit as an important link between 
numbers and gender without that the researchers mention this dimension. According to 
respondent 1, the pronunciation of the even numbers is beautiful while the pronunciation 
of the odd numbers is not. Odds numbers were qualified as “aggressive, raw and without 
any shades” by R1. The interview of the respondent R1 was difficult to explore because 
of two alternatives. First, the respondent did not success to gloss over his previous 
answers and thought to the previous questions. Or, secondly, it was completely obvious 
for this respondent R1 that certain digits are connoting strongly a gender. As researchers, 
we have been shaken by the citation: “The even numbers have a beautiful tone because 
they are related to the female gender and the women’s voice are softer than men’s voice.” 
The respondent R4 also gave importance to the digit pronunciation, where the tone the 
number 8 is qualified: “beauty of the consonance, soft”, while the number 7 is qualified 
as “steep and sharp”. 
 
While the respondent R3 recognize the pronunciation as evocative but without any 
important aspect. This respondent stated that the pronunciation can have an impact toward 
gender, but it was not possible for R3 to associate several dimensions through digits; “I 
can attribute a pronunciation to different genders, but I cannot do it with digits”. 
However, he mentioned the words: “shrill and ear-splitting” for describing the 
consonance of female sounds. Four out of eight respondents (R2, R6, R7, R8) did not 
recognize a link between the pronunciation of the digit and its potential gender 
appropriation. The respondent 2 stated “it is difficult to focus on a digit through one 
dimension without taking all at the same time”. 
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4.1.2.3 Size 

 
Three out of eight respondents did not recognize any link between the size of digits and 
gender attribution to numbers. The respondents R2, R5 and R8 did recognize a link 
between the size of the digit and its potential gender appropriation. R8, who was 
submitted to the experience below: 

“Which on is the male digit here: 4-9” and he picked-up the 4 even if he previously and 
spontaneously told us that for him even numbers are more female and odd numbers are 
more male. This underlines the power of the size of the digit. Furthermore, he added: 
“Because of History and cultural uses, the big number looks more male, indeed, men 
were more put in front than women, so they were more visible.” The discussion of culture 
and history can be founded in other interviews. The two other respondents (2 and 5) 
explained that the bigger figure looked more male because men are usually taller than 
women. 
 

4.1.2.4 Colors 

 
Three respondents (R1, R2, R5) out of eight underlined the link between colors and digits 
in order to affiliate a gender to a digit. As mentioned within the literature review, colors 
are related to gender for some people. It is why the interviewees have been asked if they 
see colors through digits. Indeed, according to the respondents, it is much easier to 
associate a color with a gender than a gender directly thought digits. As a causality, 
several respondents identify firstly a color through a digit, then attribute the color to a 
gender like a connection between the three themes: color, digit and gender. 
 
The respondent R3 associated a lot of dimensions to sports. For example, he relates colors 
to football clubs: “Red makes my think about Liverpool, blue about French national team, 
white about Real Madrid” and digits to football players “I associate digits with the digit 
behind football players’ jersey”. For instance, the color red evokes to R3 the football club 
of Manchester United which has red on the jerseys and the number 7 to a football player 
whose are used to have it as an identification number behind his jersey. Indeed, famous 
players like David Beckham or Cristiano Ronaldo wore the number 7 and were superstars 
and so marketing products. By this way, the respondent R3 identify digits and colors to 
men because he relates these two dimensions to football, which is a viral sport essentially 
played by men, at least in his opinion and in stereotypes. Moreover, the attachment to 
sports for the respondent R3 reveals the relation between the colors of medals: golden, 
silver and bronze colors with the digits 1, 2, 3. Nevertheless, it is still connoted by the 
male gender because of the masculine characteristics of sports. So even if R3 identified 
digits with colors, his focus stayed on sports and so on the male gender. 
 
Other respondents R1, R3 identified colors in few numbers. However, it is possible that 
the attribution to the colors with its respective digit is biased because of the past 
experiences. For instance, it was R1’s practice to use always the same order of interleafs 
paper throughout all R3’s academic career. So, the respondent 3 assimilated the numbers 
with a specific color, but it is only relevant for this respondent as an individual. To 
continue, the background and the past experiences are more important in the interpretation 
of gender toward colors and digits. 
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4.1.2.4.1 Synesthesia 

 
This is a significant section of the paper because the thesis had the chance to interview a 
synesthete. Because this is a very rare situation, exceptionally, this section will only focus 
on Respondent 5 because R5 is the only one of the eight respondents to link at this level 
colors and digits. 
 
During the interview of Respondent 5, it became rapidly clear during the questions about 
colors and gender that he was a synesthete. Given that extraordinary fact it was decided 
to separate Respondent 5 from the other during the analysis of the link between colors 
and gender. The respondent R5 develops a form of synesthesia, which the most common: 
the numerical synesthesia. It is when two or more senses are connected. For the 
respondent R5, it is obvious that the colors and digits are linked. R5 even stated: “I 
thought that everyone was doing that (the association between colors and digit).” 
However, the respondent R5 is now aware of his way to use colors and digits but it is 
difficult for him to associate consciously gender through the colors of digit. “I do not 
establish a link consciously between digits and gender through colors, it is more like a 
cognitive felling, I cannot explain it.” Respondent R5 associates to every digit a color. 
According to him, he thinks that the color associated correspond to his feelings toward 
the numbers. For example, the respondent R5 prefers the bright colors than the darks 
colors. Moreover, he associates the colors which R5 likes to the numbers which he likes 
and vice versa. The favorite digit of the respondent R5 is 6, R5 justified his choice with 
the bright aspect: “My favorite is digit is the number 6 because it is the most brightful.” 
Furthermore, R5 can associate numbers with the years and the past events when R5 had 
the respective age. “I like the number 6 because I think that when I was 6 years old, I 
spent a great year. On contrary to the digit 7, I do not think I enjoyed my 7 years old. 
This may explain why my representation of the 6 is brightful and my representation of the 
7 is dark. I do not like the dark colors.” Indeed, the respondent R5 attributes dark colors 
to the digit R5 does not like and bright colors to the digits he likes. However, when the 
researchers presented him a visual number line shown the most common colors attributed 
to numbers, the respondent R5 totally agreed and choked about it. The respondent R5 
does not attribute a color to the digit 1. According to R5, it is a particular number in which 
the straight form is the most important dimension meaning to begin with. 



36  

Table 5: Relations between colors, digit and gender for the respondent R5 (synesthete) 

 
N° Colors Gender Commentaries 

0 White No gender, 
neutrality 

Obvious for the respondent R5 

1 - Male Form is more important than color for 
the digit 1 

2 Yellow Female Obvious for the respondent R5 

3 Navy marine, brown, 
dark green 

Male The respondent R5 does not like the 
digit 3 

4 Dark green Male Darker than the digit 3 

5 Red Male Obvious for the respondent R5. 
The respondent R5 likes the digit 5 

6 Yellow Female Obvious for the respondent R5 

7 Dark navy Male The respondent R5 does not like the 
digit 7 

8 Sky blue Female - 

9 Orange Female Obvious for the respondent R5 

 
According to the respondent R5, dark colors are more suitable with the male gender 
whereas bright colors are more suitable with the female gender. However, the respondent 
R5 stated that the number 3 evoked him dark colors and so the male gender, while he also 
stated that the digit 3 connotes the female gender because of its form. After identifying 
this inconsistency, the respondent said that he attaches more important to colors than form 
if he has to choose only one dimension. “Since childhood, I associate digit with colors, it 
does not need any efforts. Sometimes, I surprise myself counting with colors. It is very 
strange to say that but, in my mind, it is completely obvious that numbers have colors.” 

4.1.2.5 Numbers as quantitative value 

 
The respondent R5, because of his background and his study field, he is using numbers 
very often. So, his relationship with mathematics can be different of the other 
respondents. Indeed, for him, digits in mathematics are not more than symbols. He has 
greater interest to the letter within equations. According to the respondent R5, the digits 
are only used for giving the result and it is not often relevant and interesting. 
 
The respondent R4 underlined that: “The zero is the digit with the less differentiation 
because it is a particular number in mathematics and can also be used as an adjective. 
for these two reasons, I do think the zero cannot be gendered.”. 
 
Respondent R1 explained that: “1+1=2 so in my mind the digit 2 represents the union of 
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two individuals and so I can’t find a gender to stick to that number.”. Respondent R2 and 
R5 gave us a similar justification. For the respondent R2, the mathematics are aggressive 
and hard. It does not evoke a good feeling at all for this respondent and because of the 
societal stereotypes, the respondent R2 link more easily the mathematics with male 
gender than female. 
 

4.1.2.6 Even and odd 

 
The respondents R1, R2, R6, R7 and R8 found a link due to the fact that the digit is an 
even number or an odd number. Indeed, for both of them, an even number or digit (2, 4, 
6, 8) is more female and an odd number (1, 3, 5, 7, 9) is more likely a male number. 0 is 
also an even number but as seen previously, other characteristics come first with this digit. 
Following the same reflection as in part “4.1.2.1 Form”, the respondents R1, R6, R7 and 
R8 associate the curves and shape to even number so to female gender and the straits lines 
to odd number and so to male gender. For the respondent 2, it is the opposite, but the 
explanation is not relevant because he cannot explain why. 
 
Respondent 7 who identified spontaneously even number as female and odd number as 
male explain it this way: “Even digits are more female because of the shape and also 
because female can be two in a body when there get pregnant for example and all the 
even number can be divided by 2 in contrast to odd numbers. The mathematics are again 
present here with the division by 2 and mixed with forms because R7 added: “Even is 
better, more natural, indeed in the human body, there are two hands, two legs, two eyes 
and so on”. At last he concluded: “In addition, even digit look nicer and girls are nice”. 
This last quote opens an interesting question, about the sexual orientation, can the sexual 
orientation of someone change his way to analyze the gender of digits? To that question, 
R7 answered: “Yeah maybe if I was interested in men I might have the opposite opinion 
but how can I know?” 
 

4.1.2.7 Historical and cultural legacy 

 
The respondent 4 mentioned: “The grammar rule that said in French “Le masculin 
l’emporte toujours sur le féminin” (which means the male always win over the female 
when it comes to grammar, see the explanation of this in the footnote1) make me feel that 
the digit 1 is more connected to male than female. Moreover, men always in mankind 
history represented the first role, the first force, the dominant position so unconsciously, 
I’m tempted to identify the digit 1 with male.” 
 
The respondent R5 talks about French grammar too, in which the letter “e” is more 
considerate as a female letter. In order to illustrate this grammar rules, the letter “e” is 
added at the end of each adjectives attributed to a female noun. 
 

This explanation about the dominant position of male in the History can be find in the 

                                                      
1 In order to understand the grammar rule in French, you have to imagine that in French there are more ways 
than in English to write the pronouns “they”, there is a gender differentiation. Imagine two ways to write 
“they”, one when “they” represents women and one when it represents man, it is “Ils” and “Elles” and 
these pronouns are the plural for “he” or “she”. The grammar rule in French is when there is one male in 
the mix, the “they” become the male one even if there are five billion of women present in the mix. 
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speech of many respondents (1, 4 and 6). Furthermore, the word “unconsciously” is 
interesting and testifies that even if your belief is that all genders are equal, the way your 
brain has been used to think that male shows up first stay important. 
 
R8 explained: “I love the 7 because my father is from Ukraine and I’ve been there many 
times. In Ukraine, the lucky number is 21, and you can cut it with addition like 9+8+4=21 
and the most powerful combination is 777 as 7+7+7=21. Rich people pay in order to get 
these three 7 in their license plates on their cars because it brings luck”. 
 
The respondent 3 told: “3 and 7, 3 for the Trinity and 7 like the seven Deadly Sins are 
not gendered in my opinion because of my Christian education”. Religion is important, 
and the focus was not put on religious people, but it is an important part of the personal 
background. The interviewees are students, so the religion is not a priority but with a more 
global study, religion could be a dimension to have in mind. This section is the one that 
illustrate the most the importance of the background when it comes to your attachments 
with digits. Another example, Respondent 2 said: “You can link digits with previous 
events in your life, for example if you have 3 brothers you can think about 3 as a male 
digit because of it.” However, the respondent R4 has three brothers and did not mention 
that. 
 

4.1.2.8 Others 

 
Social Security Number: Respondent 6 explained that: “Because I worked for the French 
Social Security, I will always picture a man behind a 1 and a female behind a 2”. The 
French Social Security Number is design following your identity. Indeed, the first number 
represents your sex. 1=male and 2=female. 
 

4.1.3 Ranking of the links 

 
To illustrate, it was asked to every respondent to rank the links in order to draw the table 
below and understand more easily which the more important ones are.
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Table 6: Ranking for the links between figure and gender: 

 
 For

m 
Color Pronunciation Numbers as 

quantitative value 
Even- 
odd 

(Others) 

Respondent 1 3 2 4 - 5 - 

Respondent 2 5 4 1 2 1 3 (Size) 

Respondent 3 5 - - - - - 

Respondent 4 5 - 4 3 - 2 (Grammar/ 
History) 

Respondent 5 4 5 3 2 - 1 (Size) 

Respondent 6 4 - - - 5 3 (History) 

Respondent 7 4 - - - 5 - 

Respondent 8 5 - - - 3 4 (Size) 
2 (History) 

Total 35 11 12 7 18 Size: 8 
History: 7 

 
Nb: The respondents were asked to rank the links between gender and digits. The first 
link gets 5 points, the second 4 points and so on. Sometime the respondent only responded 
2 or 3 links, sometimes more, it depends on how many links they identified. Sometimes 
they mentioned more than 5 links and then from the fifth it is 1 point. 
 
The more points a link get, the more important the link was according to our interviews. 
For example, the form was mentioned by the eight respondents, Four time as the first link, 
three times as the second most important link and once as the third important link. This 
first table permitted us to draw the ranking above: 
 

1 ⇒ Forms: 35 points 
2 ⇒ Even-odd: 18 points 
3 ⇒ Pronunciation: 12 points 
4 ⇒ Colors: points: 11 points 
5 ⇒ Size: 8 points 
6 ⇒ History, cultural legacy: 7 points 
7 ⇒ Numbers as quantitative value: 7 points 
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The spontaneity was really important, indeed if an interviewee come up alone with a link, 
that means that link is encrusted deeper in his subconscious and have more impact. The 
spontaneity of the interviewee’s answers is described in the table above. 
 

Table 7: Spontaneity and links redundancy 

 
 Form Color Pronunciation Numbers

 
as quantitative 
value 

Even- 
odd 

(Other) 

Respondent 1 S A S A S - 

Respondent 2 S A A - A A (Size) 

Respondent 3 A - - - - - 

Respondent 4 S - A S - S (Grammar/ 
History) 

Respondent 5 S S A S - A (Size) 

Respondent 6 S - - - S A (History) 

Respondent 7 A - - - S - 

Respondent 8 S - - - S A (Size) S 
(History 

Total 6S 
2A 

1S 
2A 

1S 
3A 

2S 
1A 

4S 
1A 

Size: 3A 
History: 2S & 
1A 

 
Nb: “S” marked for Spontaneity, shows that the respondent gave the links spontaneously. 

“A” marked for Accepted, shows that the respondent recognized the link but did not 
identify it by himself. 
“-” or dash marked shows that the respondent did not give the links and did not 
recognize the effect on his choice. 
 
The two tables underline the importance of some links when it comes to associate a gender 
to a digit. It appears clearly that the form of the digit is the first link that came in the 
interviewee’s mind, R1, R2, R4, R5, R6 and R7 identified it themselves and R3 and R7 
recognized the influence of the form when he was asked about it. Again, the digit form 
gets the most ‘S’ and is the most important links according to our research. Even-odd 
number comes again second and it is interesting to notice that the pronunciation was not 
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spontaneous but was accepted and confirmed as an important links. To conclude, both of 
these tables underlined the same important links when it comes to identify gender in 
digits. The next section gathered the findings about how we could use this data within 
business environment, especially a marketing one. 
 

4.1.4 Marketing related findings 

 
In this section are presented the findings that correspond with part 4 of the interview 
guide, when interviewees where asked about their relationship with digit used in naming 
processes and how marketing department could use the relation between gender and 
digits. 
 

4.1.4.1 Branding: brand names & numbers 

 
Respondents 4, 7 and 8 think the most important digit in a number name (a product name 
with a number on with a number on it) is the last one. R7 summarize their thoughts as: 
“The last digit stays in mind because it is easier to remember it because it’s the last one 
you heard”. On the contrary, Respondent 6 associated this with the price and 
mathematics, so he thinks the most important is the first because it has a bigger impact 
on the amount if it is a price for instance. 
 
The researchers tried to understand if the gender marketing of a product was important 
for the customers. Four respondents out of eight never have and would most probably 
won’t buy a product design of marketed for the other gender. R2, R3, R4 and R7 agreed 
on the fact that it would be weird for them, R4 added: “I could buy something designed 
for the other gender if I need it and if it is not apparent”. Here, R4 introduced the element 
of representation and how he can be seen by the society which is a key point. R4 
continued: “except maybe a jean boyfriend but it’s sold on the female part of closing 
stores”. Jean boyfriend is a jean style inspired by the idea that women borrow jean from 
their boyfriend, it has become a new style, it looks like a man close, but it is sold for 
woman. On the contrary, R1, R6 and R8 would do it without any hesitation or problem, 
the only dimensions that come in their mind when they decided to buy is “the use, the 
price, the beauty”; R8 underlined that “it is even easier to buy other gender designed 
product when it’s accessories”. 
 
The three same respondents R1, R6 and R8 which demonstrate a certain constancy in 
their speech plus R2 declared that they would be more attracted to buy a product named 
after a digit that they identified as correspondent to their gender. Respondent R6 
explained: “I would be more attracted by even numbers (which are identified as female) 
and especially 4 because I like this digit but yes I think that could trigger the purchase at 
an unconscious level”. Respondent 8 stated: “When I used to be scratch “fétiche2” (a 
scratcher with all the 10 digits) I’ve always chosen 1,5 or 7 (which was the digits he 
identified as his own gender) Of course I didn’t know that at the moment because I’ve 
never thought about gender and digits”. Respondent 5 at last could not answer this 
question. 
 

                                                      
2“Fétiche” means fetish in French 
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4.1.4.2 Pricing and numbers 

 
In our society, the prices are expressed in digits. According to the respondent R2, the 
digits are everywhere in our consumerist society. However, the respondent R2 despite his 
lack of knowledge in marketing stated that the way of writing on stickers and choosing 
price for a product are important in purchase decision process. Indeed, the respondent R2 
stated: “I feel more comfortable when I see a beautiful number as price, for example I 
can prefer buy a product which cost 53€ than 47€. Firstly, I prefer the digits within 53 
than 47. Secondly, I think the length of the price is a criterion of beauty’s digit. For me 5 
and 3 are more voluminous in term of length. However, I do not like the cents within 
price. I have the impression that the supermarket is trying to scam me. I can give some 
others example of numbers which are more beautiful in volume: 88 over 91, 82 over 79”. 
Moreover, this respondent R2 said that some digits which he does not like could influence 
or stop the purchase decision. 
 

4.1.4.3 Ethical considerations in marketing 

 
During the fourth part of the interview, the researchers explored the interviewee’s opinion 
about gender marketing and what they would think if the findings of this research or a 
bigger one on the same topic were used in marketing. R3 would be bothered because he 
thinks: “I would be bothered if marketing departments used the segmentation this way 
with gender and digit because that would be customers’ manipulation at a cognitive 
level.” Respondent 1, 2, 6 and 8 would not be bothered and explained it the same way as 
Respondent 2: “This is the aim of marketing to target the best way as possible customers”. 
R8 added: “If the product is sold, it creates happiness for the buyer. Plus, the customer 
has to figure this out by himself”. He also concluded by given examples of areas where 
he thinks this study could make a difference: “Leather goods, perfume and clothing, for 
examples I would buy maybe a T-shirt with my gender digit on”. 
 
However, R4 and R6, after they were asked about it agreed that it would be “better” and 
“in a better direction” if that was used to target everyone (which means that the number 
identified with the less differentiation, no particular gender). R6 continued: “This would 
low the stereotypes around gender and bring more ethics into marketing”. Lastly, R7 had 
a really interesting thought: “It would be ok with me to use it but not on kids. They should 
decide by themselves and not follow marketers. After that, when you reach 16, you are 
smart enough to make your own choices and think on your own”. R7 underlines here that 
the stereotypes are built during childhood and so that maybe the marketing should not 
focus on children in order to not interfere with their spirit development. 
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5 Discussion 

This chapter compares the empirical findings of the previous chapter with the existent 
literature. This chapter explores theories that are explained in the literature review and 
corroborated by our research, theories that cannot be founded in this research or only 
explored within this research without being explained into the literature review and finally 
theories that were described in the literature but were not present within this research. 
Different areas of the relevant literature are compared within this chapter with the findings 
in order to potentially improve or complement the existing theories about gender, digits 
and marketing. 
 

5.1 Number as a mathematical language 
 
According to the literature and Plato, numbers are initially used to quantify or measure 
numerically something quantifiable without any connotations. Namely, the main goal of 
digits is not to translate another sense than quantity. Obviously, almost everybody is using 
digit as their primary function. However, certain persons use them only at their primary 
function and do not connote anything else through. That was confirmed by the respondent 
R3 for which numbers evoke essentially a quantitative value. The digit 0 was underlined 
in this research as very different from the others because of its mathematical complexity, 
0 cannot be multiplied or divided. 
 

5.2 Form 
 
To begin, many respondents (R1, R2, R4, R5, R6, R8) mentioned spontaneously the 
importance of the digits form to gender attribution. It is the most important according to 
these research findings. It is possible to rely on the researches of Fainzang (1985) in which 
she stated that the forms of digits in Africa can be related to gender by their physical 
aspect of human body. Some of our respondents (R1, R5) have similar feelings toward 
the forms of digits and genders. Indeed, these respondents associate the forms of certain 
digits to physical attributes. For the digit 6, respondent R1 compared it to a pregnant 
woman with a big belly. In turn, the digits 3 and 8 represent for the respondents (R1, R5) 
the curves in the representation of woman body. More especially the curves of the 
numbers 3, 8 represent women breasts or buttocks for the respondent R1. Always for the 
same respondent, who attributes clearly the digits form to physical human attributes, the 
number 4 represents a triangle like a uterus. It corresponds exactly at what Fainzang 
(1985) stated for the gender attribution of digit in Burkina Faso. Moreover, the respondent 
R1 identifies not only woman attributes in numbers but man too. For instance, the digit 
1, 5, 7 let appear the rigidity of men corpulence, for the number 7 R1 stated: “looks like 
a man, with square shoulders, straight and brut”. Furthermore, the respondent R8 gave 
the example of Jean Paul Gauthier’s perfume and their bottles, even if R8 made a mistake 
about the real form of bottle, the information is relevant. Indeed, there are a woman body 
bottle and also a man’s body bottle, creators usually use curves for female perfumes and 
straight lines and right-angled corner for male ones. So, we can ask ourselves if this kind 
of representation and interpretation of symbolism could be general and universal. In fact, 
if it is possible to prove a strong significance of the number toward a gender it could be 
extremely useful within a business field. For instance, if most of the women consider the 
curved numbers as female numbers it will be very helpful for targeting a segment during 
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a business operation or the launching a of new product.  
 

However, numerous respondents have stated that the forms of digits have an importance 
to gender attribution but not directly linked with human’s physical attributes (Fainzang, 
1985). It is more about the feminine traits connoted by curves and masculine traits 
connoted by straight and gross lines (Schertzer, 2008, p.312-320; Eagly et al, 1994). 
Indeed, the respondents R1, R2, R4, R5, R6, R7, R8 stated that the curves connote the 
delicacy and feminine characteristics, while straight lines designate the masculine 
characteristics such “impressive” quoted by the respondent R4 for the digit 1 in link with 
the literature (Schertzer, 2008, p.312-320; Eagly et al, 1994). Effectively, Gaëlle Pantin-
Sohier (2009) has shown that the angularity is more used to design men products, while 
female objects are more designed with curves. Furthermore, the respondent said that: 
“Generally, the products which target women are more curved such the design of perfume 
bottles or women cars, while the men products are straight”. The example of the curved 
cars was used during the part of literature with the example of Renault Twingo. About 
forms, the research findings match well with the theories quoted previously. 
 
To go further, the respondent R1 talked about the form of the digit 3 in its written form 
(3 = three). According to R1 and R2 when they see a digit, it is possible that they write it 
in their mind in order to represent it by another form. For instance, it could be more often 
that people whom are not interested in mathematics are more susceptible to imagine digits 
in their written forms. For the respondents R1, R2 the forms of letters composing the 
written representation of a digit can translate a gender. By this way, it is possible to link 
this statement to the work of Klink (2009). Indeed, according to R1 the letters that are the 
most feminine is “e”. As defined by Klink (2009) the letter “e” tone produces a front 
vowel sound which connotes female gender. However, the letter “i” does not represent 
the female gender for the respondent R1, while its pronunciation is soft. The word “soft” 
has been used a lot by our interviewees. For the researchers, the dimensions in the gender 
and numbers field are influenced by the stereotypes instilled by societies. Because the 
interviewees were all Europeans, we can admit that all of them are living in a male 
dominant society govern with genders stereotypes. 
 
Moreover, the interviews have underlined that some of the respondents considered the 
forms of the male digit as gross, squarish and strict whereas the female digits are more 
curved, soft, round. By this fact, it is possible to include and consider that the stereotypes 
of our societies of the gender representation (male and female) are taken in consideration 
during the judgment of the digits representation. Indeed, the stereotypes have an 
important part during the interpretation process. We will see later within this part that the 
stereotypes affect other dimension and not only the digit form. 
 

5.3 Size 
 
The size as a dimension for interpreting digits can have also in impact (Dehaene, 2001, 
p.243). The respondent R1 stated: “Because of the stereotypes of the society, we associate 
the size to social importance.” Different words have been used by the respondents for 
describing the effect of size. For large size number: intonation, power, while shyness has 
been used for describing a small size number by the respondent R1. 
 
The respondents R1 and R2 stated about the size of digit: “A digit written in a small font, 
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is less powerful than a digit written in a bigger font, which one will be attributed to men”. 
Indeed, the importance related to the size can be classified as a gender characteristic 
(Schertzer, 2008, p.313). Then, it reports to the gender stereotypes. 
 
Within marketing field, the size as also an effect in the fact of attracting the consumers’ 
attention (Solomon et al, 2013). Moreover, as said the respondent R2: “I think the width 
of the price is a criterion of beauty’s digit. For me 5 and 3 are more voluminous in term 
of width. However, I do not like the cents within price. I have the impression that the 
supermarket is trying to scam me.” 
 

5.4 Pronunciation 
 
Pronunciation can be an important aspect within the gender attribution process of digits. 
Indeed, several respondents (R1, R2, R4, R5) told us that this dimension was having an 
impact during the process of gender attribution. For all the respondents for whose 
pronunciation have an impact, none of them said the contrary of Klink’s work results. 
Indeed, for all of them the back vowels sound corresponds to male gender, while the front 
vowels sound coincides with the female gender. However, none of them have identified 
the position of the tongue during tones. Neither feminine nor masculine characteristics 
through the tone and consonance of vowels sounds. Namely, Klink’s theories quoted 
above and in literature are validated by respondents R1, R2, R4, and R5. By this fact, 
none of them add a new major element concerning the pronunciation of numbers toward 
their gender affiliation. Again, it is possible to link the pronunciation within the genders 
stereotypes under the tonality of sounds. Indeed, the respondents R1, R4 thought about 
the sensuality and softness of the women behavior with front vowels sounds and the 
aggressively during front vowels sounds. R4 stated:” The beauty of the consonance of the 
number 8 represents the softness of women.” Furthermore, the respondent R1 said: “The 
pronunciation of the number 1 can be assimilated to the aggressiveness of men.” 
 
Due to the symbolism created by our societies within this dimension, the numbers which 
are using the back or front vowel sound are categorizing to a specific gender. So, same as 
for the form dimension, the pronunciation dimension is also affected by gender 
stereotypes. If the dimension form was highlighted in the literature review and confirmed 
by the interviews, the pronunciation dimension was more underlined by the interviews. 
 

5.5 Colors 
 
According to the work of Dehaene (2011) which is more addresses to neurological and 
cognitive dimensions during the interpretation of numbers where colors have a great 
importance. However, in average the respondents (R3, R4, R6, R7, R8) do not give the 
digit colors such a really important dimension during the gender attribution process. 
Naturally, it is different for the respondent R5, who is presenting a form of synesthesia. 
Despite the respondents do not place this dimension as an important one, some of them 
are still associating gender through colors and numbers by a cause-effect relationship. 
Indeed, the respondent R1 sees colors in few numbers. R1 associates these colors to 
gender because of the stereotypes made by the society: “Of course, colors connote gender, 
but it is sad that the people attribute certain colors to gender because of his strength. 
Basically, dark colors are associated to male and light colors to female.” The dimension 
of colors is more affected by the gender stereotypes than by the colors themselves. Indeed, 
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if some respondents experience numbers with colors attribution, they can rely gender 
connotation of colors through numbers. However, the respondents attributed colors 
randomly under past experiences during their lives. For instance, the both respondents R1 
and R2 attribute colors to numbers but there are no similarities between them in their 
associations. The respondent’s justifications for colors attributions to numbers could be 
about a representation which they have created and cannot justify. In a word the track is 
digits to event to color to gender. Respondent 5 stated that the color attribution to the 
number may correspond to the enjoyed event at this age. Respondent R1 stated: “Maybe 
there is a relation between the lightness and darkness of the colors that I attribute to 
numbers, according to the quality of life during the year I spent when I was at this number 
age”. For instance, if a respondent enjoyed the year when he was seven-years old, he may 
associate a light color to this number and then, associate this number to female because 
shiny colors are more related to female according to the respondents (R1, R2). On the 
contrary, if R5 did not enjoy the year when he was eight-year-old, so R5 will attribute 
dark color to the digit 8, then R5 associated the color to the male gender through 
stereotypes. Again, the same mental path is visible. However, it is a very difficult mental 
path to analyze and to predict so, this dimension appears to be hard for marketers to use. 
 
Moreover, the results of our findings show that the colors attributed are different for each 
individual. In fact, the table below shows differences between the two respondents that 
were sensitive to the color dimension (except respondent R5, who possess all the 
characteristics to be describe as a synthesthe and as be treated differently because of this). 
In this case, Dehaene’s researches (2011) did not match with this research findings about 
the mental line of numbers toward the gender attribution to digits. Indeed, only one digit 
corresponds to the colors associated by the both respondents R1 and R2, while Dehaene 
(2011) suggests that the mental number line has been created to unify the interpretation 
of non-synesthetes individuals. It is possible to imagine that the reason is because they 
were interviewed so, they tried to force their reflections without a real conviction. Indeed, 
only the color blue associated to 3 is common for both of them. 
 

Table 8: R1 and R2’s colors attribution to digits: 

 

 
 

The table represents the colors attribution to digits according to the respondents R1 and 
R2 
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5.5.1 Synesthesia 

 
The researchers interviewed a respondent with of form of synesthesia. Indeed, the 
respondent R5 has the most common form of synesthesia: numerical synesthesia. By this 
non-pathologic neurologic phenomenon (Caspar, 2013), the respondent R5 attributes 
naturally and every time color to numbers. In fact, people with a form of numerical 
synesthesia associate colors to numbers, what is interesting in this phenomenon it is that 
the synesthetes have a different mental number line which are personal (Dehaene, 2011, 
p.72) so it is not relevant to compare the colors seen by R5 An interesting point is that 
respondent R5, as described by Cohen (2009) and Dehaene (2011), was not aware of his 
singularity and thought that everyone was seeing colors like him. Indeed, it appears to be 
completely normal for these people to associate colors to numbers. It was completely 
randomly that the researchers interviewed a synesthete individual. Otherwise, R5 give us 
the same explanations about how he related after these digits (colors in R5’s mind) to 
gender: “Dark colors for men and light colors for women”. R5 translated the colors 
significance to genders by the society stereotypes like the other respondents. 

 
To conclude this part about the relationship between colors and numbers, it is still the 
stereotypes that impact the interpretation of the individuals in their choice of gender for 
numbers. Indeed, the colors in the society have gendered connotations. For instance, pink 
is more female whereas blue is more male. It is again true for the synesthete person for 
who’s the digit represent clearly a color. The gender attributed to a number corresponds 
to the color associated and its stereotyped-gender. Within this part, the synesthete’s 
interview confirmed Caspar (2013) and Dehaene (2011) theoretical background about 
synesthesia. 
 

5.6 Even and odd numbers 
 
In this paragraph the researchers compare the statement of Wilkie and Bodenhausen 
(2012) about the gendered connotations of even and odd numbers with the results of our 
pilot study. Indeed, the digits 2, 6, 8 are considered as female by the respondents of our 
pilot study. However, the digit 5 is also considered as female which create a difference 
with the Wilkie and Bodehausen’s (2012) theory. Moreover, the digits 1, 7, 9 which are 
odd numbers are considered as male digits by these respondents. The pilot study result 
confirms Wilkie’s and Bodehausen’s (2012) theory but the most relevant part of this study 
is to understand why by analyzing the interviews. 
 
As explained before Wilkie and Bodenhausen (2012) have shown that odd numbers 
connote more male gender than female gender and vice-versa. Within this paragraph, we 
will state our qualitative results obtained during the interviews. In which this theory has 
been also verified. Indeed, several respondents (R1, R2, R6, R7, and R8) stated that even 
numbers connote female. For instance, the respondent R1 assimilate female gender with 
the logic of equality. Namely, R1 designed even digits as symmetric and included the 
notion of union and equality because they can be divided by 2. However, the link made 
by the majority of the respondents to even or odd numbers was more about the forms of 
these specific digits than the characteristic of odd and even itself. The respondents R2 
stated that the even numbers are more beautiful than odd numbers. By this fact, R2 
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attributes the beauty of digits to genders: “even numbers give the envy to look at them 
while the odd numbers are ugly and aggressive.” and the respondent R1, who are a 
feminist activist stated: “I only like even numbers”. Furthermore, the respondent R8 
stated: “I give more importance to the forms of odd and even numbers than the concept 
of odd and even itself.” By this way, it is possible to rely even and odd characteristics to 
their forms. Wilkie and Bodenhausen (2012) based their researches on the alternative 
particularity of even and odd digits in order to attribute gender to a number. The interview 
permitted us to confirm their results and gave a hint to understand why they get these 
results from their quantitative research. While, in our research the dimension of the form 
has been more quoted and placed first in the dimension hierarchy that we established. 
Furthermore, the forms of digits are related to gender stereotypes. To remember, these 
gender stereotypes are based on respective gender characteristics and respective physical 
attributes. Indeed, cause-effect relationship can be established between the gender, digits 
and all the dimensions already quoted before, which are governed by gender stereotypes.  
 

5.7 Historical and cultural legacy 
 
For some people, digits represent an element or connote another thing such as a person, 
an element, a product, a year and so on. Out of the literature, the interviews showed us 
that the respondents (R2, R3) interpret few digits differently. Before explaining the 
differences between individuals. Interviewees’ background is a key factor in their way of 
imagining digits mental representation. For example, for the respondent R3 who identify 
the digit as a football player, because R3 is European, R3 as the football experience and 
knowledge that permits to imagine this. Indeed, a North American would not associate a 
digit with a ‘soccer3’ player but more to a basketball player for example. For this kind 
interpretation related to society (sports, habits, social rules, etc.), it is really important to 
be aware of the background of the person. 
 
The respondent R2 also stated that R2 likes the digit 7 because, for R2, it is associated to 
a festival in France. But this festival makesR2 think about a man, the man who invites R2 
to the festival. In fact, the digit 7 make R2 thinks about a man through different 
representation. By this illustration, it is easy to identify the cause-effect relationship 
between several dimensions. In this case: digit, event, person, gender. This underlined 
again the importance of background in the relation between the respondents and digits 
and also the relation with the gender they attributed to digits. The representation of 
digit can be completely personal and different for each individual. For instance, the 
respondent R2 stated: “For me, the digit 8 evokes ketchup, I do not know why”. 
Unfortunately, the last example is too singular to be used in a theory but with general and 
cultural events or use it could be. 
 
Superstition and religion are dimensions which were quoted by some of the respondents 
(R2, R3). Indeed, certain digits have significance toward superstition and religion. 
Because of these two dimensions the numbers concerned can be hardly attributed to a 
gender relationship. Indeed, for the respondent R3, the digit 3 is the symbol of trinity and 
by this fact, R3 was more influenced by the religious meaning of the trinity than the 
possible gender interpretation through this number. It is quite similar for the digit 7 related 
to the seven capital sins. To go further, the respondent R2 stated about the numbers 13 
                                                      
3 3 Football is called soccer by the Americans, Europeans call their football the American football. It is 
two very different sports. 
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which is superstition bad sign. To be more practical, a marketing plan with the aim to use 
digits within the naming process would have to be aware of the background and cultural 
legacy of the areas targeted. Indeed, even if 7 is mostly related by people to men, it would 
be a mistake to name a product with a 7 if the target segment is composed by many 
Christians. 
 
However, it is also possible that the way of interpreting was governed and instilled as 
manners by social rules, habits and society. These manners are addressed to social human 
groups such a country, regions, sport supporters, politic defendants, religion, and so on. 
It is possible to illustrate that with the relation toward the digit 7 in Ukraine explained by 
the respondent R8. This respondent shown that because of the social habits, the way of 
looking and interpreting numbers can change, not only for the individuals but for the 
entire population. All these aspects are susceptible to create and instill stereotypes and 
more specifically gender stereotypes (Ucciani, 2012). 
 

5.8 Marketing discussion 
 
The respondents had all a very different level of knowledge about marketing, 
nevertheless, they are all customers and some of them had interesting thoughts. Four 
respondents out of eight (with one who did not know) confirmed the importance of gender 
classification for products. Indeed, they declared that they would never buy a product 
design or marketed to the other gender. They confirm and legitimate gender marketing. 
If the example of razors is taken, it is basically the same product for women and men, 
nevertheless, there are two packaging strategies, two advertising campaigns, two different 
prices, etc. (Belleflamme, 2014). However, the solution could be for marketers to stick to 
unisex items, Respondents 4 and 7 confirmed that idea in their interview, they both 
explained that it is a question of image and not really because they do not trust the product. 
 
R4 brought an interesting example: “except maybe a jean boyfriend but it’s sold on the 
female part of closing stores”. Jean boyfriend is a jean style inspired by the idea that 
women borrow jean from their boyfriend, it has become a new fashion style, it looks like 
a man clothe, but it is sold for woman. The fact that this kind of jeans are sold in the 
female part of the store underlined the importance of representation in customer behavior. 
 

5.8.1 Branding: brand names & numbers 

 
According to Besson, (2015), digits are easier to remember than words, this is 
corroborated by two respondents (R2, R4), on the contrary, the respondent R5 stated: “It 
is easier for me to remember a word than a number.” This difference can be explained 
by the fact that as a synesthetes R5 see colors over digits, so it could be more confused to 
R5 than it is to regular people. 

5.8.2 Pricing and numbers 

 
One out the eight respondents talk about the price on supermarket stickers. According to 
R2, some numbers are beautiful than others. According to R2, the numbers beautiful are 
them presenting roundness, softness and curves. In other words, the beautiful digits 
conforming to R2 are those R2 considers as female digit. Indeed, the respondent R2 
stated: “I think, I would prefer to buy a product that cost 82€ than 91€, only because the 
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number seduces me more.” R2 prefers 82, a number composed by two digits identified as 
correspondent to his gender. It is imaginable, in a practical view to tell that for some 
specific product it would be smarter to put a price with digits more identified as female 
one to target more effectively a particular segment. Indeed, a little change of the cents 
amount would not change the cost of the product that much. 
 

5.8.3 Ethical considerations in Marketing 

 
Some respondents told that they would appreciate some boundaries, more ethical 
consideration in marketing. The respondent R3 explained by himself and without ever 
having taken marketing course the principles of segmentation in marketing and also the 
cognitive aspect of this at unconscious level. R3 identified one of the basics in marketing 
(ref market) and implicitly deplored this utilization on people who do not understand these 
kinds of mechanism. 
 
The respondent R7 wants to protect young people from marketing abuses. Indeed, in R7’s 
mind, marketers are allowed to use stereotypes, even gendered stereotypes on grown-ups 
but it bothers him that it is done with children under than 16 years old because they should 
choice by themselves and not be used to buy blue trucks because they are boys or pink 
barbies because they are girls (Auster, 2012). He stated: young kids should not be forced 
or used to buy products by marketers because they should make their own choice alone. 
Obviously, R7 was aware that it was difficult to establish such a rule of law but the 
respondent R7 insisted on the ethical value of the point. 
 

5.9 Impact of the research on the respondents 
 
All the respondent shared interest and curiosity about the subject and the interviews were 
very interesting to conduct for the researchers. None of them had ever think consciously 
about the relation between genders and digits. Six respondents (1, 2, 4, 5, 6, 8) out of 
eight declared that they will be more attentive and interested to products named with 
digits, they will think more the next time the will see a name product with digits. The 
respondent R7 said: “I will think more than before, but it will not change my customer 
behavior” whereas, the respondent R2 said the opposite: “It could even change my 
customer behavior”. R2 represents a marketing opportunity for our research. Consumer’s 
behavior can change after a reflection about gendered digits. Furthermore, the 
respondents R1 and R8 declared that they will be more interesting and will probably think 
more about the relation between genders and digits. The respondents R4 and R6 founded 
the subject: “really interesting” and both really share enthusiasm about reading this 
thesis. The respondent R5 and R6 said that they will think more about the subject now. 
The subject had a positive effect on the interviewees which means that it could lead to a 
more practical opportunity to improve marketing theory. 
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6 Conclusion 

This chapter starts with an overview of the study. It begins with a fast summary of the 
literature review and the methodology used within this thesis to finish with the key 
findings generated from the study. Then, it continues by highlighting the study limitations 
and the presentation of suggestions for future research on the field. 
 

6.1 Research contribution 
 
The literature review was principally based Kotler & Armstrong, (2010) for the 
marketing, Dehaene, (2011) for the digits and Catterall et al, (2013). It permitted us to 
understand the three main topics of this thesis: first, the complexity of numbers and their 
different utilization and meanings, second the sensitiveness and the importance of gender 
issues and finally the basics of marketing. After that, the three topics were combined in 
order to be completely understood together. 
 
The gender marketing was defined, the numbers and digits used in marketing were 
explored within this literature review. The two first correlation done, gender with 
marketing and digits with marketing, the thesis corpus investigated the last correlation, 
digits with gender while maintaining a marketing purpose throughout the thesis in order 
to answer the research questions. 
 
The aim was to identify links/dimensions between gender and digits, to analyze and 
understand theses in order to find marketing opportunity from them. The qualitative 
approach was chosen with an interpretivist philosophy. After a short pilot study, needed 
to extract some pre-data and fuel the main qualitative research, eight interviews were 
conducted in order to answer the research question and to understand the relation between 
gender and digit through a marketing mindset. 
 
The findings underlined the existence of seven main dimensions or links between gender 
and digits. The digit form emerged at the top of these links followed by the character even 
or odd of the digit. These dimensions/links were identified by both the literature review 
and a thematic analysis of the data, same as the marketing aspect revealed within the 
findings. Form, even-odds, colors, size, historical legacy, pronunciation and numbers 
seen as quantitative value are the seven dimensions identified within this work. 
 
The discussion permitted us to confirm most of the theories explored during the literature 
review and to identify the form of digits as the most important link between gender and 
digits. Even and odds numbers came second. Most of the dimensions can be explained by 
the background of the people interviewed. Indeed, the relation between people and digits 
is defined by their own experience and feeling so is mostly determined by the background. 
Historical legacy built on the background is the dimension that was not find in the 
theoretical process of the literature review. The importance of form and even-odd has 
been confirmed by this study. The main contribution of the study was to underline the 
importance of people’s background and the strength of stereotypes. Moreover, the 
contribution can be appreciated in the part that link the dimensions with the possible 
marketing opportunities. 
 
Stereotypes over men and women were very important throughout this research and were 
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often mentioned by the respondent to link a gender to a digit. The importance of 
stereotypes was visible all along the research through a lot links between gender and 
digits. 
 
At last, the discussion tried to identify marketing opportunities, marketing practical 
implementations in order to achieve a significant contribution to the field. 
 

6.2 Practical contribution 
 
The practical contributions part is important because it gives practical example where the 
explanations found within this work could be used in practice for instance by marketing 
departments. Because gender marketing is already an important area in marketing field, 
this work, in addition with more test and possible further studies that we will discuss after, 
can underline an opportunity for marketers. Indeed, as mentioned by Respondent 4, “I 
could be attracted as a woman by a drink called 8up (R4 was talking before about the 
7up drink) if they do another taste and want to sell it to women”. This quote shows the 
opportunity created by gendered digits. 
 
Another example could be for a perfume brand to call a product after a specific number. 
It was mentioned by Respondent 7 as an opportunity. The respondent with a marketing 
background were both interested in the topic and believed that there are many practical 
future implementations to imagine. 
 
Obviously, this research must be confirmed with another one, both qualitative in order to 
confirm and identify the most gendered digits and also qualitative to explore other kind 
of interviewees. However, the practical contribution of this thesis is to underline and 
confirm, at least the researchers think that there are opportunities to develop around 
gendered digits. 
 

6.3 Ethical contribution 
 
Within this thesis, the researchers conscientiously explored and used the stereotypes, 
about gender, this thesis focus on male and female and do not explore the other less 
common gender. Also, sometimes gender and sex were mixed, we wanted to add that we 
know that sex and gender are different but by convenience and according to the research 
objectives sometimes this notion have been mixed. These interviews underlined the 
importance of ethics in marketing, indeed, using stereotypes is a very important part of 
marketing because the final purpose is to sell products (Kotler & Armstrong, 2010). 
However, it was underlined by the interviewees that gender stereotypes should be fought, 
they also underlined the fact that it was impossible to do it by creating laws. Nevertheless, 
the subject is open and alive, and this aspect of marketing could be more developed and 
explored in the future. 
 

6.4 Quality/truth criteria 
 
The quality/truth criteria are important when it comes to write a thesis, it confirms the 
quality and trustworthiness of the presented work. According to Collis & Hussey (2014) 
researchers needs to assess the quality of their research. The main criteria are reliability 
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and validity also for qualitative study, Guba & Lincoln (1994) described two main criteria 
which are trustworthiness and authenticity. This thesis was written with the aim to answer 
the research question and the thesis structure was designed to succeed that purpose. As 
previously explained in the ethics consideration in chapter three, the researcher applied 
the ethical processes in order to deliver reliable data from the interviews. 
 

6.5 Limitations and future research suggestions 
 
First of all, the literature review is not exhaustive due to a lack of time, so previous studies 
may have been forgotten involuntarily by the researchers. This research was an 
exploratory one, so the purpose was to create interesting data analysis in order to develop 
forthcoming study on the subject. At first, it would have been maybe more interesting to 
mix the digit in the survey. Indeed, within the pilot study, the questions were presented 
in the logical order of the digits from 0 to 9 but as Respondent 6 said: “To put the 
questions (and so the digits) in another order like 3, 7, 0 and 8 and so on could have been 
more relevant because that force your mind to think each time about the relation between 
this digit and gender. Indeed, with the logical order you are more mechanical.” We did 
find that note interesting and true but unfortunately it was too late for this thesis. 
 
Moreover, due to a lack of knowledge it was impossible but neuromarketing fits with this 
research and a transversal study using the knowledge of both marketers and 
neuroscientists represent an interesting possibility. Indeed, the research did not study the 
neurological and cognitive aspects because of lack of resources. So, it is possible that the 
research needs to be continuing deeper through this dimension in order to get scientific 
data and results. As upcoming research, a big study involving more time and resources 
could really be useful. With more resources, focus group could be relevant and also other 
face to face test in order to determine the deepest as possible the connection that bound 
the people under study between gender and digits. 
 
According to Collis & Hussey (2014 p.141), focus groups is a data collection method 
used to gather data in relation with the feelings and opinions of a group under the guidance 
of a group leader. Listening to other people within the group stimulates participants and 
permits to create a discussion around the subject and so to develop more knowledge of 
the phenomenon (Collis & Hussey, 2014, p.142). Furthermore, separation between tested 
people into segments in order to search singularities within the answers would probably 
give more interesting data to analyze too. Especially when the purpose is marketing 
oriented, indeed, segmentation is one of the bases in marketing (Kotler & Armstrong, 
2010). 
 
A huge study, involving many researchers, respondents and tests could generate a big 
amount of interesting data. A lot of tests can be imagined, for instance, asking tested 
people to choose between many series of numbers 456 692 058 309 without telling them 
at the beginning the purpose of the study. Multiply this kind of exercises in order to get 
the most relevant and reliable data as possible, in addition with focus would allow the 
researcher to gather a lot of relevant and interesting. 
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Appendices 
 

Appendix 1: Pilot study 

According to you, is there a female digit? a male digit? This simple question represents 
the very beginning of this thesis. It was first question at the genesis of our thesis, because 
anytime this question was asked we had different answers, we decided that there was a 
lack of data, a basis was needed in order to have a better understanding. The problematic 
needed a short quantitative research as a pre-basis in order to gather some information to 
expose to the people and specialist we wanted to reach to conduct our qualitative research. 
The purpose of this pilot study was to fuel our interviewers with some new information 
about our questions in order to fill the research gap and to get something new to analyze 
with them throughout our meeting. The researchers insist on the character of our 
preliminary research as a pre-basis and under no circumstances the premise of a mixed 
study. 

 

Preliminary quantitative approach 

 
The main focus we had when creating the methodology was simple, yet efficient as we 
believed that a simple approach could provide us with the most information for us to 
analyze. The survey consisted of only one personal question of which the respondent 
would have to answer, “What is your gender identity?”. The follow up question was 
related to a previous statement we had made clear, to the respondent regarding ‘the logic 
of a figured door with a gender behind it’. The question “What gender do you 
picture/imagine behind the digit”, had been asked for each number from 0 – 9, a draft of 
this survey can be found in the Appendix. As (Catteral et al, 2013) states, gender identity 
is a sensitive topic and due to this sensitivity wrongful data can be collected when 
conducting surveys. Mindful of this, we were careful to add a short text to the survey, to 
reduce the effect that this may have on our results. Furthermore, we found that the short 
text had improved the relevance of the survey. 
 

Release of the survey 

 
A simple survey had always been our initial plan for data collection for our thesis, as we 
believe that there are advantages to carrying out this style of survey. These advantages 
being, the quick efficiency of the survey may result in more respondents taking part in 
the survey and more accurate results with be given if they have a full understanding of 
the survey. Once finishing the first draft of our survey, we distributed copies to our peers, 
to gain constructive criticism. After receiving feedback, we made improvements where 
needed. Finally, we released the survey into circulation, using various platforms to receive 
diversity. These platforms consisted of social media networks which targeted the younger 
generation, Facebook and LinkedIn and then emails were sent to companies, to gain older 
consumers. 
 

Ethics for the pilot study 

 
According to Collis & Hussey (2014), voluntary participation, informed consent, 
anonymity and confidentiality are the most important ethical principles. The anonymity 
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of all the respondent was preserved, indeed it was not mandatory to log in google or any 
service to complete the survey. No respondent was forced in any way to answer the survey 
and everything was done to preserve the anonymity of participants and the confidentiality 
of their data. Moreover, all the participants were told about the purpose of the study when 
read the small text attached to the survey. 
 

Pilot study findings 

 
Date of release: 05/05/2018 at 6pm 
Date of the shutdown: 13/05/2018 at 2pm 

Number of answers: 294 
 
Gender of the respondents: 
female: 63,6% 
male: 35% 
others: 1,4% 
 
The pilot study research was about trying to find key digits and clues in order to fuel our 
main qualitative research. In this paragraph, the results from our survey are presented 
 
The digit 2 was identified at 38,1% as female, the digits 5, 6 and 8 are also seen as female 
digit with a less important gap but still more than twice the vote than male. The digit one 
was identified at 46,3% as male which is the bigger amount of response for a single 
gender. This digit is the only one with a gender (male) with more votes than no 
differentiation, this underline his importance. The digits 7 and 9 with 32,3% and 27,6% 
are also seen as male digit with a less important gap. The digit 0 was identified without 
gender consideration and obtained the most vote in the category “no differentiation” with 
60,5%. However, the results are balanced also for the digits 3 and 4. To conclude, 
according to this survey, to summarize, 2, 5, 6, and 8 were identified as female digits; 1, 
7 and 9 as male digit and 0, 3 and 4 were the three closer digits to the no differentiation 
about gender. 
 
In the survey, the option ‘other’ was present. The disadvantage of having this type of 
answer in the survey was at time it did not provide us with additional information for the 
research. This explains why if you add all the % you do not get 100%. However, with this 
option “other”, we also received thorough answers explaining why the participants had 
chosen male or female or no differentiation. Therefore, we delved further into these 
answers in order to look for new angles of analysis for our research questions. Some of 
these responses from the survey were used within our interview guide for our qualitative 
research. Here some good remarks from “other” option of the survey: 
 
“Me as a person, not as a gender: so, if I'm female, 1 is female. If I'm a male, 1 is male. 
I consider the digit as 1 is me, 2 is another person. Like "player 1, player 2" in a game” 
“A couple” - We got this answer more than once. It is interesting because the 
respondents prefer to underline that they picture a couple behind a figure more than “no 
differentiation”. 
We also got the answer, “other gender”, which means neither female nor male. 
Nevertheless, it was not possible to extract a real data from it because of the too small 
amount of these answers. 
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The analysis of this result-board allowed us to extract some numbers to work on further 
and to think about some theories and questions for the necessary guidebook for our 
qualitative study. 
 

Table 9: Results from the Pilot study 

 

Figure/Digit Male Female No differentiation 

1 46,3% 13,6% 38,1% 

2 17,3% 38,1% 41,8% 

3 22,1% 21,4% 51,4% 

4 23,5% 21,1% 51,4% 

5 27,6% 13,3% 54,4% 

6 13,9% 32,7% 50% 

7 32,3% 11,9% 51,4% 

8 13,6% 31,6% 51,7% 

9 27,6% 14,3% 54,1% 

0 17% 15,6% 60,5% 

 
NB: In bold, the most relevant data from each figure. 
 
To conclude, according to this survey, to summarize, in order of importance: Female: 2, 
6, and 8 
Male: 1, 5, 7 and 9 
No differentiation 0, 3 and 4 
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Appendix 2: Interview guide 
 
Semi-structured interviews held from 16th May to 18th May 2018. Held live. Total 
duration: between 30 to 60 minutes. 
The questions in bold are the more important ones, asked in priority. The other 
questions are asked if there is time left. 
The guidebook is structured on thematic from the simplest to the deepest.  

 

Part 1: Introduction: 

The researcher introduces himself and thanks the respondent for his time. 
The researcher informs the respondent that the interview will be recorded on audio. 
The researcher explains and informs the respondent about the confidentiality of the 
interview. 
The researcher explains the main topics of the study and explains that the respondent 
can have access to the final finding of this thesis if he requests to. 
 
How old are you? What is your gender identity? What is your situation? What is your 
education? The respondent is asked about his background. 
What is your relationship with gender? Are you a gender activist? On a scale from 1 to 
10? 
What is your relationship with digit? Do you have a favorite digit? If yes, which one is 
it and why? 
 
 
Part 2: First approach: 
 

Do you think a figure can be closer to a gender than another gender? (we consider here 
that the two main gender are the only gender even if we do know it is not) 
Is there, according to you, a female figure? a male figure? a figure without any gender 
differentiation? Which figure can be for you the closest to that definition? 
What do you think about these results? We present the main results of our preliminary 
research and ask if their feedback about it. This leads to an open discussion around the 
preliminary findings. 
 
 
Part 3: Going further: 
 

The idea on this part is to understand why they identify this figure as this gender. At the 
beginning, the purpose is to let the interviewee develop his own opinion. 
 
What link can you find between the gender way you feel about this gender? 
 
After that the researchers orient the interviewee into certain areas such as: 
 
Does the form of the digit/figure affect your reflection? 
Does the Size of the digit/figure affect your reflection? 
Do you associate a digit with a color? If yes which one? Do you associate this color 
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with a gender? 
Does the pronunciation of the digit/figure affect your reflection? 
Does the mathematical aspect (numbers as quantitative value) of the digit/figure affect 
your reflection? 
The researcher asks again the question: What link can you find between the gender way 
you feel about this gender? because now the respondent had an example and may find 
another link. 
Can you rank these links in order of importance? 
Do you think the fact that a digit is an even number, or an odd number affect your 
reflection? 
 
 
Part 4: Marketing use of the study: 
 

• What is your marketing education? 
• Are you aware and sensitive to the naming processes that include numbers? What 

can you tell us about that? (This question is designed to see how much the 
respondent know about numbers in marketing). 

• When you have a product named with digits, which digit is the more important? 
• Do you care when you buy a product to know if it was design for your gender? 
• If a product is name after the digit you picked as correspondent to your gender, 

would you more likely buy this product? On that one the researcher adapts the 
question to the previous answers of the respondent. 

• If a digit were identified with this study as female or male would you be ok with 
marketing department using it as a business purpose? What if it is a minimum 
differentiation digit? Why? 

• Imagine a brand that develop and commercialize a product only for male (or female) 
and name it after a digit? Do you think if this product is strong enough can it change 
the way you see this digit? 

 
 
Part 5: Conclusion: 
 

Do you have anything to add about this interview? 
Does your way of observing digits in naming process has changed? 
 
The researcher concludes by thanking the respondent for his time and participation. 
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