How Contemporary Brands Serving Women Are Breaking Traditional Gender Stereotypes Through Color on Social Media


Abstract
Color, as a highly symbolic visual language, has long been closely associated with gender identity. With the rapid development of the digital media environment, women's brands have used color as a breakthrough to create an innovative wave of gender narratives in the social media arena. Focusing on contemporary brands serving women, this study explores how brands use color to challenge and reshape traditional gender stereotypes through social media, aiming to analyze how brands use non-traditional color strategies (e.g., neutrals, bright primary colors, and diverse color palettes) to reshape the image of women and promote the public's re-positioning and perception of gender roles. The study focuses on several core concepts, including gender stereotypes, social constructivist views of color, gendered color performances in visual culture, and brand empowerment strategies. By exploring actual examples of brands on social platforms such as Instagram and TikTok, we analyze how they break down the inherent gender categorization at the visual level and empower women to imagine more diverse and flexible identities. The importance of this project lies in the fact that it not only responds to the topic of the intersection of contemporary gender studies and consumer culture studies, but also provides new strategic references for brand communication practices. Understanding how color has become a medium for challenging gender norms in the social media environment enriches our knowledge of the interaction between visual culture, gender and commercial expression. This study mainly adopts a qualitative research method, combining case study and semi-structured interview method, by selecting representative female brands Glossier, Dove, etc. to conduct audience interviews with them, in order to gain a deeper understanding of consumers' perception, identification and critique of color practices. 
Introduction
Color is one of the most intuitive perceptual languages of everyday life, permeating people's emotions, memories and cultural perceptions. In the consumer market, color is not only used to communicate a brand's style and values, but also to influence people's understanding of gender, identity and social roles.
For a long time, much of the discussion about gender has been revealed through the discussion of color. Pink has been assigned to represent romance and softness, and has gradually been labeled as “feminine” and associated with girls and femininity, while blue or darker shades have been categorized as “masculine” colors. This gendered categorization of colors is not natural, but has been reinforced over time by culture, media, and the marketplace.（Paoletti, 2012）For example, pink has become almost the “default color” for women in baby products, cosmetic packaging or fashion advertisements, and girls' clothes, toys and rooms are usually pink, while boys' clothes, toys and rooms tend to be blue.（Shakin & Sternglanz，1985）The use of such colors not only limits the public's diverse understanding of women's identity, but also perpetuates a certain stereotypical gender image. As society advances and education levels rise, the social phenomenon of women's long-standing “otherness” is beginning to change, and the cultural aspect of identity is manifested in a shift in women's consumerism from purely material gratification to the pursuit of spiritual fulfillment and self-worth. This innovation in consumer attitudes reflects the independent and strong character of women and profoundly influences the development of brands in the consumer market, and any brand that tries to gain a foothold in the market cannot afford to ignore the influence of female consumers. As a result, more and more brands are trying to break away from the traditional use of colours on social media and have started to use black, grey, green and even bright clashing colour designs to challenge gender stereotypes and convey the image of women with strength, independence, freedom or individuality. This shows that colour is not just a visual treat, but also a deep expression of language, a medium of communication between brands and consumers.
In the contemporary communication environment, social media has become an important platform for brands to communicate their ideas and build their image, especially in the use of colours, which are shown to be increasingly strategic. Particularly on visually dominant platforms such as Instagram, brands can use colour to reinforce the expression of their personality while communicating values and attitudes. For brands targeting women, colour is not just an aesthetic choice, but also an expression of gender, culture and identity. Italian luxury brand Valentino, for example, has been actively breaking the traditional image of ‘feminine colours’ in its social media campaigns in recent years. In 2021, Valentino launched the iconic ‘Valentino Pink PP’, an all-pink collection in collaboration with designer Pierpaolo Piccioli. In the collection, pink was used in clothing, shoes and bags, backgrounds and scenes, leading the audience into a fantasy world of pink, creating a strong visual impact. This extreme unity of colour strategy, so that pink is no longer a symbol of softness, romance or sweetness, but gives it cultural attributes, the use of pink for the visual communication of happiness and health and strength, the transmission of avant-garde ideas and open-mindedness, and even with a sense of experimentation and pioneering. On social media platforms such as Instagram, Valentino has shaped this highly saturated pink colour into a strong visual label through a series of blockbusters and short videos from the runway. Unlike the stereotypical ‘pink = girly’ association of the past, Valentino's pink has a sense of oppression and tension, and can be seen in neutral or authoritative silhouettes such as suits and capes, as well as in gender-blurring model looks. In this way, the brand not only creates visual recognition, but also redefines the relationship between pink and femininity in a cultural sense. This shows that colour is no longer just for looks, but also an expression of attitude in the brand's social media communication, and that Valentino's use of ‘pink’ is not an expression of gentleness, but of strength; not of obedience, but of presence. It made the audience realise that even the traditionally ‘most feminine’ colour can be given new interpretations. This strategy not only challenges the gender labelling of colour, but also demonstrates the brand's understanding of the diversity and complexity of contemporary female identity. As social attitudes change, the differences between men and women are shrinking, women's status in the family and society has increased, and colour has become a language that can highlight the power of women.Valentino's example is a good example of how colours can break down gendered definitions of colours and convey a more inclusive and empowering image of women.
The colour pink did not start out being strongly associated with women. Before the nineteenth century, it was not uncommon for both men and women to wear the colour pink. With the development of the Industrial Revolution, capitalism emerged and dominated the value system of Western society, men in order to match the seriousness required by their status, dress began to gradually abandon bright and lively colours, turning to black, grey, dark blue and other ‘cool’ tones, pink became the female identity representative of the colour, which is also the pink can become a strong gender This is also one of the important reasons why pink has become a strong gender label.
This study will analyse the problem from two theoretical perspectives. The first is social constructivism, which is a theory and methodology that sees the world as objective and emphasises that our understanding of the world, including the meaning of colours, develops over time as a result of social interaction.（Amineh, 2015）In other words, colours do not naturally have gender attributes, but rather have been culturally transmitted over time so that the public has developed this perception. Feminism in social constructivism offers a particular deconstructive and constructive perspective on the social theories we face on the basis of gender differences from the perspective of gender. For example, in infancy, just after birth, parents and relatives first asked the doctor's first sentence is ‘boy or girl’, and then parents will be based on gender to start different ways of raising, for example, in the child's birthday, the boy's gift is usually a toy knife, gun, toy cars or toy machinery, the girl gets most of the beautiful clothes or Barbie dolls wearing pink clothes. These seemingly ordinary behaviours invariably serve as the initial gender initiation for children. Social media not only gently communicate gender differences to children, but also strictly regulate the behaviour of boys and girls. The girl is innately regarded as gentle, submissive, and dependent, and is criticised if she is too strong, naughty, or wild; the boy is innately regarded as brave and resolute, and is chastised and taunted if he is timid or crybaby. During the school years, schooling reinforces the socialisation of male and female roles. Teachers and textbooks convey information about gender differences in society and educate children to become gender-specific individuals, directly influencing their gender identity. Adolescence is a very important period in a woman's life cycle and is influenced by the media and her peers, in addition to family and school factors. Girls, in addition to learning about the values and goals that are generally recognised by society, often learn that women can achieve success without having to work for it on their own, that they can gain social recognition by conquering successful men, and that in order to do so they have to agree with the criteria by which society evaluates a woman, i.e.,her femininity (beauty,softness, submissiveness). The adult female role is further realised in the process of marriage and child-rearing. In patriarchal cultures, the division of labour within the family is that the man is in charge of the outside and the woman is in charge of the inside, with an emphasis on women's responsibilities in the private sphere (the home). In China, the traditional woman is the one who stays at home to raise her children. Feminist gender emphasises the diversity and difference of women, arguing that no one category of women can represent all women. It points out that gender is not a fixed identity, but is constantly shaped by social discourse（Butler, 1990）. From this perspective, colour can be seen as a gendered discourse, and by redefining colour, brands are also engaging in the re-construction of female identity.
The second is postmodern feminist theory. The greatest danger of gender stereotyping is that it prevents each of us from being who we are. The talents, personalities, hobbies and flaws that we all possess are a reflection of our uniqueness, not because we are women or men. In feminist theories of perception, the gender constructs of men and women that are taken for granted in everyday life can be questioned, and they seek to break the silence of women by seeking an alternative ‘standpoint’ theoretical perspective. Feminism therefore calls for the abandonment of empty vocabulary and the re-conceptualisation and even further deconstruction of patriarchal, male-dominated systems of knowledge. The famous feminist Simone de Beauvoir said, ‘A person is not born a woman, she becomes a woman.’(Tidd,2004) For quite some time, most contemporary feminists believed that gender (masculinity/femininity) was a constructed category, but did not believe that the same was true of biological gender (male/female). A woman dresses in order to arouse the jealousy of other women, and this jealousy is in fact the visible sign of success; but this is not the only purpose.（Beauvoir,2007）By being envied, admired or appreciated, what she wants is an absolute affirmation of her beauty, her elegance, her amorousness - of herself; she displays herself in order to realise herself. Therefore, brands should use the power of media communication to bring out the independence and strength of women through colours, because Simone de Beauvoir said that dressing is not just about grooming, but it also shows a woman's social situation. (Bauer,2001) The better a woman dresses, the more she is respected; the more she needs to work, the better her appearance is for her; good looks are a weapon, a flag, a defence, a letter of recommendation. That's why colour marketing for brands never goes out of fashion, because consumers always need freshness. If Rosso Valentino is the brand's signature colour along with Tiffany Blue and Hermès Orange, then Pink PP is reminiscent of Bottega Veneta's BV Green. This bright, fruity green was a social media sensation for a while, and it also carries the same strong individualistic overtones of then-creative director Daniel Lee. Bottega Veneta by Daniel Lee is understated but recognisable, and he himself continues the sophisticated chic of the brand itself, and even more so the new elements that make the fashion fresher, cleverer and more versatile, creating an approachable feminine image. Bottega Veneta's colour language has more BV blue, BV orange, BV white and BV frosting pink. After deep colour marketing, refreshing colours bring sensory stimulation to the audience. So brands need to think about how to blossom new modern flowers on the old tree of classic colours? How to use colour to continue to attract female consumers? How to use colour to break the stereotype of female-male? Based on these two theoretical frameworks, the main goal of this study is to analyse how contemporary women's brands use the language of colour in social media to challenge entrenched gender colour norms. By selecting representative brand cases, the role of colour in rebelling against traditional gender frameworks is explored at the level of both visual content and communication strategy.
The translational research question of this paper is: how can contemporary brands that are oriented towards women break traditional gender colour stereotypes and participate in the remaking of women's identities through the use of colour on social media platforms? This question not only focuses on the visual function of colour, but also aims to reveal how colour can be a tool for gender expression and social change. By examining this question, it can help us understand the relationship between colour and gender more deeply, and also inform how brands can use visual language more consciously in their communication.
Literature review
This study focuses on three core concepts, namely colour, gender stereotypes and social media communication, to explore how contemporary brands serving women break traditional colour gender stereotypes through colour on social media. In selecting the literature, the focus is on the cultural construction of the relationship between colour and gender, the expression of gender in brand visual strategies, and the characteristics of visual communication on social media. In order to ensure the representativeness and timeliness of the information, the core literature in the last ten years is mainly analysed. Relevant literature was mainly obtained through the following ways: using the Google Scholar database, The keywords ‘gender colour stereotypes’, ‘branding and colour’, ‘social media marketing’, ‘women-oriented brands’, ‘colour semiotics’ were used to search for relevant literature reviews. ’, ‘women-oriented brands’, ‘colour semiotics’ and other keywords to search for relevant literature reviews; Focus on empirical studies and theoretical analyses related to social media platforms (e.g. Instagram, TikTok). The literature was initially read and categorised, and the core studies most closely related to ‘Colour Breaking Gender Stereotypes’ were selected as the focus of the analysis.
[bookmark: OLE_LINK6]The literature suggests that the association between colour and gender is not natural, but is influenced by socio-cultural, historical and media entertainment and personal experience, and is contemporary. For example, Paolo Frassanito noted in 2008 that pink was initially seen as a masculine colour in the early 20th century, and in 1918, The Woman's Home Journal wrote: ‘Opinions on this subject vary widely, but the generally accepted rule is to choose pink for boys and blue for girls. The reason for this is that pink is sharper, more intense, and better suited to boys, while blue is softer, more elegant, and better suited to girls.’ However, after the Second World War, driven by commercial marketing, pink was rapidly ‘feminised’ and positioned as a more lucrative female-only colour, and the bond between colour and gender was gradually solidified as part of social norms. Eisend (2010), on the other hand, argues that colour strategies in advertising inadvertently reinforce gender role norms.
Colour has become a symbol of gender, and the association of pink with femininity in particular has become a core stereotype. 2007 Elliot et al. found that the general public perceives pink as a symbol of ‘gentleness’ and ‘romance’, while blue is attributed to ‘rationality’ and ‘authority’ masculinity. attributed to ‘rational’ and ‘authoritative’ masculinity. In a study of the visual language of branding, Lindstrom (2005) noted that many products targeted at women use pastel colours in their packaging and advertising to reinforce gender role differences. This traditional colour gendering strategy is gradually being criticised. The proliferation of pink is a form of ‘cultural gender violence’ that traps female consumers in a stereotypical and passive identity, ignores women's diverse needs, and undermines the inclusiveness and modernity of the brand. Colour should not only be used as an aesthetic tool, but also as a tool for self-expression and the promotion of individual preferences, breaking down stereotypes. While there is general agreement on the role of colour in gender expression, there is disagreement on whether it has a ‘subversive’ effect. Some argue that brands' use of non-traditional colour strategies is still essentially a consumerist logic of packaging with a “trendier” visual symbol, while others argue that such strategies inspire a rethinking of gender roles at the level of visual culture. This divergence is a cautionary tale for this study: we need to avoid seeing the ‘pink-or-progress’ strategy as inherently subversive, and instead analyse it in the context of visual contexts and audience feedback. At the same time, most of the studies have not explored the differences in colour and gender perceptions across cultures and geographies, which is particularly critical in global branding strategies. More attention should be paid to the impact of ‘decentralised colour contexts’ on the construction of women's images.

There are gaps in the literature in the following areas: a lack of systematic analysis of ‘specific cases’ of colour use, especially at the level of image-text interaction; and a narrow cultural scope of research, with most studies focusing on Europe and the United States, and little attention paid to the use of colour by women's brands in Asia, Africa, Latin America, etc. This study starts from social media, and analyses how colour is used to tell ‘gender stories’ through the analysis of images and text posted by brands, combined with users' comments and interactions. This study starts from social media, by analysing the colours in the images and texts posted by brands, combined with users' comments and interactions, to figure out how colours are used to tell “gender stories”. Colour is more than just a visual element, it carries socio-cultural significance - on social media, colour can be used both to break down gender stereotypes and to disguise marketing.

Methodology
1. Methodological options and justification
In response to the question posed in this study, ‘How contemporary brands serving women break traditional gender stereotypes through colour in social media’, a qualitative approach was chosen as the main research path. Qualitative research emphasises in-depth understanding of social phenomena, focusing on context, meaning and complexity.（Creswell, 2013） As colours carry multiple symbolic meanings in social media communication and their mechanisms of action are complex and diverse, it is difficult to capture these subtle changes simply by relying on quantitative methods. Qualitative research methods can better reveal the meaning behind a brand's colour strategy and how consumers interpret and respond to these visual symbols in specific social contexts.
2. Methodology and type of data collection
2.1 Case Study Method
Specifically, 4-6 female brands with representative performance in social media will be selected as research objects, such as Glossier: using soft nude colours and transparent visual narrative to reshape the traditional concept of ‘pink = female’ and advocate the concept of ‘plain beauty’ and self-definition; Outdoor Voices uses a lot of neutral colours in sportswear, breaking the traditional colour setting of pink exclusively for women's sports equipment; Dove ‘Real Beauty’ project, through a variety of neutral colours, breaking the traditional colour setting of pink exclusively for women's sports equipment; Dove ‘Real Beauty’ project. ‘Outdoor Voices uses a lot of neutral colours in sportswear, breaking the traditional colour setting of pink as the exclusive colour for women's sports equipment; Dove's ‘Real Beauty’ project uses a variety of skin tones and natural colours in its advertisements to convey the concept of diversified female beauty, and lighten the colour of women's clothes. In the ‘Real Beauty’ project of Dove, the concept of diversified female beauty is conveyed, and a single aesthetic standard is de-emphasized. In each case, the brand's pictures, short videos, brand narrative texts on social platforms such as Instagram, TikTok, Pinterest, etc., as well as the interviews published in public reports and by the brand, were collected, and through collation and comparison, the strategies adopted to break away from the traditional colour choices, combinations, and visual narratives were analysed. What specific strategies have been adopted to break through the traditional gender colour coding. This not only provides insights into how different brands consciously reconstruct the image of women, but also challenges gender stereotypes through colour in the social media environment, thus laying a solid foundation for theoretical construction and subsequent analysis.
[bookmark: OLE_LINK7]2.2 Semi-structured Interviews
In order to complement the analysis of the brand's colour strategy and to gain a comprehensive understanding of consumer perceptions and responses, semi-structured interviews will also be used as a second major source of data. The main advantage of semi-structured interviews is that they allow the interviews to be focused while allowing the researcher to independently explore relevant ideas that may emerge during the interview process, and are particularly suitable for exploring consumers' personalised interpretations of complex symbols such as colour. The screening age range is 18-35 years old, representing the current main social media user base; and on average, they use Instagram or TikTok for at least 5 hours per week or more; and they follow or have purchased at least 1 or more products from the brands studied. The interviews will be set up with questions such as ‘How did you feel when you saw Outdoor Voices using army green or grey-blue for their women's sports gear campaign? Does this change your gendered perception of sports brands?’ Respondents' answers were able to show that the colour strategy, indeed, influenced consumers to re-perceive gender roles. Through the flexible and targeted interviews, it was possible to collect detailed consumer feedback that not only verified the actual effectiveness of the brand's colour strategy, but also uncovered the emotional and cognitive dynamics of consumers during the process of changing gender perceptions, thus complementing and deepening the findings of the case study.

3. Sampling methodology
3.1 Brand Case Sampling
Purposive Sampling was used to select female brands that have been explicitly mentioned in the media, academic literature or industry analysis as breaking gender stereotypes and having innovative colour strategies in the last 10 years.
Selection criteria include: women as the main audience group; high reliance on visual expression in social media marketing; and a colour strategy that clearly breaks the traditional gender colour coding. It is expected that 4-6 brands will eventually be selected as case objects, covering different positioning and styles.
3.2 Consumer interview sampling
Snowball Sampling was used to first find eligible female interviewees through their social circles, and then through their referrals of more eligible interviewees. The interview sample size was expected to be 20-25 until data saturation was reached.
4. Discussion and analysis
4.1 Informed consent of respondents
All interview participants will be given a detailed Informed Consent Form in advance, clearly informing them of the purpose of the study, how it will be used, data protection measures, and the voluntary nature of participation with the right to withdraw at any time.
4.2 Data privacy protection
All respondent data will be anonymised, using coded codes instead of real names. All audio recordings, transcribed text and analysed files will be stored on encrypted devices for the sole use of the research team.
4.3 Avoiding psychological harm
The interview outline will avoid sensitive topics that may cause psychological discomfort to the interviewee; if during the interview the interviewee expresses discomfort, the interview will be immediately suspended or discontinued.
5. Data analysis methods
Branded social media image content will be coded using visual content analysis. In practice, the image data collected from the brand's official social media platforms (e.g. Instagram, TikTok) will be organised and categorised. According to the preset coding framework, the analysis focuses on the following aspects: primary colour identification: record the most prominent colours and their combinations in each image or short video cover. colour emotional association: analyse the emotional tone conveyed by different colours, e.g. softness, power, neutrality, rebelliousness, etc. colour-narrative relationship: Explore how colour choices echo or counter traditional gender stereotypes in the core narrative of the brand's communication (e.g. self-empowerment, body positivity, diversity). When analysing Glossier's Instagram content, the brand makes extensive use of nudes, creams and light rose tones, rather than the traditional bright or sweet pastels. Natural light and light textures are common in the imagery, which, along with the ‘Skin First, Makeup Second’ narrative, presents an image of a woman who emphasises natural beauty, relaxation and self-acceptance. This colour choice strategy effectively breaks away from the traditional symbol of pink as a girlish and fragile colour, and constructs a new visual symbol system for women. Similarly, Outdoor Voices' social media content makes extensive use of cool grey, olive green and foggy blue, highlighting the sporty, tough and functional features, in clear contrast to the traditional “pink = female” standard for women's sportswear.
In summary, visual content analysis, as the data analysis method of this study, builds a mutually corroborating and complementary analysis framework from the brand output side and the consumer reception side respectively. This two-way data processing model helps to systematically understand the dual role of colour in challenging gender stereotypes - both as a visual language for brands to construct a new image of women and as a symbolic resource for consumers to reshape their self-perception. The visual content analysis will provide strong support for exploring the complex interactions between social media colour communication and gender perception reshaping.
6. Comparison of other available methods and methodologies
In addition to choosing to focus on qualitative research, the research methodology also carefully assessed other feasible alternative paths, including quantitative and mixed methods. By systematically comparing the strengths and limitations of different methods, the rationality and necessity of the current methodological choices are better argued.
6.1 Possibilities and limitations of quantitative methods
Quantitative research, especially the method of collecting data on a large scale through standardised questionnaires, occupies an important position in consumer behaviour research, but its applicability has obvious limitations in this project. Its advantage lies in its ability to verify the universality of certain phenomena on a large scale through statistical tests, for example, questionnaires can be designed to measure the acceptance, identification or purchase intention of different consumers in response to a specific colour strategy (e.g., a brand abandoning the use of pink). However, there are some limitations of the quantitative questionnaire in relation to the theme of this study, i.e., ‘how colours break traditional gender stereotypes’: for example, the relationship between colours and gender perceptions is highly subjective and difficult to be accurately captured by fixed options. Respondents' understanding of the question “Does the colour blue represent strength?” may be influenced by multiple factors such as personal experience, cultural background, scene cues, etc., and a single answer cannot reflect their complex thinking process. Questionnaires are often designed to assume that individuals' understanding of the question is stable and consistent, but in reality, the meaning of colours often changes according to brand narratives, image composition, and the audience's state of mind. (Koller, 2008) Using a questionnaire to investigate the attitudes of Glossier brand users towards the use of nude colours may result in simple data of ‘like’ or ‘dislike’. However, in the absence of an in-depth exploration of why users perceive nude colours as natural, pliable or rejecting conventionality, it is not possible to truly understand the underlying logic of the brand's colour strategy in breaking gender norms. This risk is particularly evident in exploratory research.
6.2 Mixed Methods
Combining the strengths of qualitative and quantitative data collection and analysis, Mixed Methods is considered to be one of the most comprehensive methodological choices in social science research in recent years.（Clark, 2022）Mixed methods can increase the breadth and depth of the research, for example, if initial interviews reveal a strong sense of empowerment with neutral colours, a questionnaire can be designed to measure the ‘association between use of neutral colours and feelings of self-empowerment’. This project is currently in the exploratory stage and does not have a clear enough theoretical framework or definition of variables. Introducing it too early would lead to many problems, possibly compressing the rich, multifaceted experience into a closed-ended option, thus losing important details, and the method requires a lot of time, manpower, and financial support, especially in the development of the questionnaire, pre-testing, control of the sample size, and statistical analyses of data, which is difficult to be supported by the time frame and resources of this project. resource conditions are more difficult to support. Although the mixed methods approach provides a theoretically complete path, this study aims to conduct preliminary exploration and theoretical construction, so it is more reasonable to adopt a methodological system that focuses on qualitative research.
Discussion and analysis
The qualitative methodology used in this study, including case studies and semi-structured interviews, can effectively help answer the research question, ‘How do contemporary brands serving women break traditional gender stereotypes through colour on social media?’ Through case studies, the researcher was able to provide an in-depth reading of specific brands' communication strategies on social media, systematically exploring how they use colour elements to challenge traditional gender perceptions in different contexts. This approach not only reveals the interaction between colour narratives and brand positioning within individual brands, but also captures the similarities and differences in the construction of gender meanings across brands. Semi-structured interviews can provide insights into how consumers perceive, accept or critique a brand's colour practices from the audience's perspective, complementing emotional responses and subjective experiences that may have been overlooked in the case study. The combination of case studies and interviews not only collects rich and diversified data, but also establishes a close connection between theory and practice, effectively responding to the project's need for a detailed explanation of complex socio-cultural phenomena.
Based on the preliminary case study and interview data, it is speculated that the following key findings may emerge from this study: more and more women's brands are breaking away from the traditional colour narrative model of pastels and muted tones tied to female identity, and are moving towards the use of neutrals (e.g., grey, beige), vibrant primary colours (e.g., red, blue, yellow), or even adopting a visual strategy of co-existing multi-colour palettes in order to portray a more diverse, complex, and empowering women's image. In addition, consumers' acceptance of brand colour innovations can be deeply influenced by cultural backgrounds, personal experiences and social media contexts, so while some respondents may positively interpret a brand's colour strategy as a symbol of empowerment, there may also be a segment of the audience that fails to perceive or has reservations about such out-of-the-box strategies. These results not only help to reveal new trends in the interaction between colour and gender meanings in the social media environment, but also provide empirical support for understanding the mechanisms of visual communication's role in contemporary gender politics.
In addition, the theory of social constructivism was applied as an analytical framework in the study. Social constructivism emphasises that colour meanings are not inherent in nature but are the product of social interaction processes, and can help to explain why traditional pink-female and blue-male pairings are constantly reinforced or challenged in different cultural contexts. Although this study is able to reveal a variety of practices of brand colour strategies in challenging gender stereotypes, it also raises several questions, such as whether colour innovations can actually lead to a profound change in consumers' gender perceptions, or are they merely superficial marketing tactics? Are there significant differences in how consumers interpret brand colour practices in different socio-cultural contexts (e.g. East Asia versus Europe and the US)? Have brands inadvertently created new consumer pressures or identity anxieties while breaking the traditional gender colour coding? These questions suggest that future research needs to be more cross-cultural, multi-platform, and dynamic in tracking brand colour strategies and their social impacts, and avoid simply equating colour innovation with gender equality progress.
Conclusion
Under the theme of ‘How contemporary brands serving women are breaking traditional gender stereotypes through colour in social media’, this study explores how brands are reshaping gender narratives in the digital environment through colour strategies. Through a qualitative research method combining case studies and semi-structured interviews, the study reveals that more and more brands are going beyond the traditional stereotype of pink being associated with women, and are adopting neutral, vibrant or multi-colour systems to portray a more diverse and empowering image of women. Not only does it bring out the complexity of perceiving brand colour strategies as both positive and critical, but it also enriches the understanding of the relationship between colour and gender constructs, highlighting the key role of visual communication in the contemporary reshaping of gender identities. Theoretically, this study provides new evidence for the application of social constructivist and postmodern feminist theories in the field of brand communication. Practically, it informs brands in developing more inclusive and innovative communication strategies. Future research could further expand the examination of cultural context and platform differences to deepen the understanding of the role of colour strategies in gender equality issues.
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