
© 2022 Instituto Politécnico de 
Castelo Branco. 

Convergências: Volume 15 (30)  
30 novembro, 2022

Volume XV (30) 99

ABSTRACT

The word ‘genderless’ carries a cultural and 
social burden that hasn’t bestowed upon 
the general audience nor some of  the most 
spoken about brands in the world. There 
have been top tier designers that have dipped 
their toes and tried to show a world without 
binary gender boundaries, but the message 
is still not accurate. If  fashion design seeks 
its roots in the lifestyle of  the beholder, than 
what lifestyle are some brands representing by 
showcasing their genderless ideas as neutral, 
basic and shapeless designs? Fashion is the art 
through which people can express themselves, 
but there always seems to be a limitation. The 
younger generations are questioning those 
limitations and establishing that we can wear 
what we want, as long as it’s representative of  
the gender we feel most, or not at all. There 
has been a surge of  the word ‘genderless’ and 
several well-established brands are using it 
to promote, of  what can only be pointed out 
as their marketing agendas. It’s important to 
understand that most of  these brands ha-
ven’t done their homework and they haven’t 
talked to the people who actually go through 
the experience of  a non-binary reality. The 
problematic isn’t necessarily the use of  the 
word ‘genderless’, it’s the appropriation of  
the experience of  people who aren’t even a 
part of  the conversation. The present paper 
wants to explore how genderless seems to 
have become a label and a marketing move 
for brands and designers to try and engage 
with yet another audience. But also an explo-
ration of  how that is failing, especially when 
it comes to communicating and relating to 
the everyday experiences of  people who 
live beyond the binary. Through contextual 
inquiries and personal interviews, we intent 
to dive into this experience of  the world, with 
the positives and negatives, trying to sort 
if  genderless is just a trend, or something 
else entirely. 

RESUMO

O termo “genderless” carrega uma conotação 
cultural e social que parece ainda não existir 
no mainstream de um público mais vasto, e das 
próprias marcas de moda com mais impacto 
no mundo. Alguns designers começam já a 
tentar perceber de que forma podem abordar 
esta questão de um mundo que não se rege 
pelas limitações do género binário, mas a 
mensagem parece ficar aquém do que se espe-
ra. Se o design de moda, e a própria indústria, 
procura as suas raízes e inspiração no estilo 
de vida de quem observa, então que estilo de 
vida representam as marcas que mostram o 
genderless como designs neutros, básicos e sem 
forma? A moda é uma arte através do qual 
cada pessoa se pode expressar, mas parece 
existir sempre uma limitação. As gerações 
mais novas estão, finalmente, a questionar 
essas barreiras e a perceber que podemos, e 
devemos, usar aquilo que queremos, desde 
que represente o género que sentimos que 
melhor nos representa. Tem existido um au-
mento da palavra genderless e várias marcas 
já estabelecidas no mercado internacional 
utilizam-na como forma de promover uma 
ideia de inclusividade falsa. É importante 
perceber que são marcas que não fizeram a 
pesquisa de mercado relevante e não falaram 
com quem realmente vive neste formato não-
binário. O problema não está necessariamen-
te, no uso da palavra, mas na apropriação 
da experiência de vida de pessoas que nem 
fazem parte da conversa. Serve este artigo 
para explorar a forma como o genderless se está 
a tornar uma marca em si e uma estratégia 
de marketing de designers para tentarem cap-
tar mais uma audiência. Mas também uma 
análise de como essa táctica está a falhar no 
que toca à comunicação e à própria forma 
como se relacionam com as experiências diá-
rias de pessoas que vivem além do binário.  
Através de questionários contextuais e entre-
vistas pessoais, tencionamos mergulhar na 
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1. INTRODUCTION

We can easily determine that our experience of  the world is very subjective. We don’t see 
things as they are, but rather as we are (origin unknown). When it comes to human beings, 
it is very hard to quantify or typify ideologies, sensations, or feelings. But to make our lives 
easier and give us a small sense of  control, we try to typify every context within a set of  
socio-cultural norms, in any given period of  history. The way we see the world and our 
perception always ends up being influenced by the moments we are living and that reflects 
in every level of  our understanding of  the world. Of  course, these issues are reflected in 
every problematic we have as a society, and issues like gender, identity and gender expression, 
are highly polarizing. Mostly because these are the ones we can’t typify.
In more recent years, we are witnessing a widening of  the gender spectrum and what that 
means for an increasingly growing number of  people. This is something that starts as early 
as childhood and generally speaking, it would appear that we are witnessing a rather unprec-
edented time of  gender fluidity, when the so-called “traditional expectations” of  what each, 
men and women, are supposed to wear is blended (Sanders, 2019 n.p.) [1]. Unfortunately 
that’s not entirely the case, even though brands, designers, celebrities and influencers are 
approaching the issue and bringing awareness to this more-than-ever political and social 
experience of  the world, there’s still a lack of  communication and sensitivity that comes 
with living in a society that majorly does not accept you as who you are. Weingarten (2015 
n.p.) [2] writes about the influence of  genders fading, and how a growing population of  
the millennial generation feels like gender shouldn’t define us, at least the way it did his-
torically. Ideally, a person should not feel pressured into conforming to traditional gender 
roles and/or behaviors. 
Kate Bornstein, a gender theorist says that “if  there’s a leading edge that is the future of  
gender, it’s going to be one that understands gender is relative to context” (Weingarten, 2015 
n.p.) [2]. This only comes to show that gender is stipulated by society, history, economy, and 
in the same way it is a construction and result of  these factors, it can also be deconstructed 
and seen in a different light. If  we associate today’s context with gender, then we have to 
challenge it. The curtain has fallen on the stringent association of  sex, gender and identity; 
they can influence each other, but they can also stand on their own. One of  the issues with 
the gender fluidity reality is that people feel a level of  comfort in the typologies we know 
today. It becomes easy to fall into the traditional roles, they provide a certain comfort and 
stability, especially in a world that can be hard to decipher. 
But it’s even a younger generation of  fashion consumers that are driving demand. Ashley 
(2021 n.p.) [3] says “56% of  Gen Z consumers identify as “neutral” on the gender identity 
spectrum and already shop outside their gender”. Generation Z consumers will account 
for $143 billion in spending in the coming years (Ashley, 2021) [3], which from a marketing 
perspective, bears a heavy weight and one of  the ways that the industry might start to make 
this change is, indeed, through marketing and communication.
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2. LITERATURE REVIEW

We can start by stating that a garment, a piece of  clothing, fabric, textile, has absolutely 
no gender. Every and any attribution we make is purely fabricated, but for one reason or 
another, fashion has always been defined by codes, seasons, shows, trends and existed under 
the assumption that gender functions in a binary. Many in the fashion industry have started 
to see and work upon this fractured system, but there’s one question we need to ask; how 
can the spectrum of  gender be represented in a way that reflects everyday life?
Fung (2021, n.p.) [4] tells us that “being non-binary is not a “third gender”, but a stance and 
viewpoint that gender is a spectrum”, which means that part of  the discussion is tapping 
into the social and cultural aspects of  gender, of  what it feels like to live outside the binary. 
If  fashion indeed is representative of  the state of  the world, then it must represent all the 
variants of  it, not just the ones that feel convenient in time and space. Susan Kaiser (2012) 
[5] poignantly points out that fashion changes with each person’s visual and material inter-
pretation of  who they are. But also, fashion resides within a system of  economic, cultural 
and financial norms that make it harder to break away. It’s a polarized stance, because on 
one hand, it’s crucial and vital to let everyone be who they feel they are, but on the other 
hand, society makes it hard to, when all we see is a representation of  a small part of  a (west-
ernized, binary, white and heterosexual) population. Communication and representation 
are key. If  children don’t see themselves represented in the mainstream media, how will 
they ever find a way to express and be themselves?
Wortham (2018) [6] writes about sociologist Helana Darwin, who began researching non-bi-
nary identities back in 2014. One of  her most important findings was the role social media 
played in people’s lives, especially for those who found themselves geographically isolated 
from other non-binary people. There’s a sort of  democratization of  space, voice and ex-
perience that platforms like Twitter and Instagram allow, people are no longer confined 
to their own rooms, cities or communities, but they are able to find their own. Darwin’s 
research describes social media as a “gathering place for discussing the logistics of  gender” 
(Wortham, 2018, n.p.) [6] and where people find support, reassurance and interact with 
similar experiences to their own. Beyond the ups and downs, one thing becomes abundantly 
clear with the non-binary community: fashion is key. It’s a way people choose to express their 
identity and represent what they feel. From our earliest moments, clothes equate definition 
and for ALOK Vaid-Menon, a gender non-conforming writer and performance artist, it’s 
vital to recruit a bigger diversity of  genders, sizes, abilities and ethnicities, in runway shows, 
campaigns (Chen, 2019, n.p.) [7] and even rooms where decisions get made. Fashion is 
also political, and the first impression we have of  someone is strongly based on the clothes 
they wear and their gender identity (Sprayregen, 2019, n.p.) [8], but if  we think of  media 
formats, the images we see perpetuate unrealistic, stereotyped and limited perceptions of  
reality. There is indeed a social structure put in place of  traditions, institutions, moral codes 
and an established supposed way of  doing things that is so deeply embedded in the media 
that ends up affecting and exerting power over populations, societies and communities. But 
knowing that structure also means that we can change it, especially when we start to create 
in different ways (Gauntlett, 2008) [9]. An entire life of  being exposed to the same images 
of  the same people over and over ends up shaping our choices, thoughts and behaviors from 
a very early stage of  life. If  we start to include a more diverse perspective of  dialogues and 
realities, we appeal to different kinds of  audiences, instead of  a singular one.
Ashley (2021, n.p.) [3] writes that marketers assume that the mainstream approach to the 
world is what sells and reaches more. But by combining the marginalized identifiers, you 
would be inviting an even bigger share of  the market to consume your products, services 
and brands. But to do it, you don’t just need the perfect product, service or brand; you need 
a combination of  all, culminating in the appropriate communication strategy. It doesn’t 
necessarily matter if  the product is designed for non-binary people, it matters that they are 
part of  the conversation; that the product takes into account their lifestyle and reality; and 
that it communicates exactly that.
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There is a rise in gender neutral, unisex, genderless brands, but most of  these brands should 
not be wearing that “label” as a way of  being provocative or exciting, trendy or contem-
porary, unless they are talking about the issues that really matter to a non-binary lifestyle 
(Sanders, 2019, n.p.) [1]. The reality isn’t always fabulous, and brands need to tap into the 
social aspects of  it; like how people navigate a store, or how they feel going into a website 
and being compartmentalized into binaries; browsing through social media accounts and 
realizing cis-straight-white people are the majority, if  not the totality of  representation; or 
how people on the streets, at work, at home react to how they choose to express themselves. 
There is indeed a gap between what categorizes a genderless brand and how it translates 
into reality, and that’s what we need to tap into.
The problematic, like it was said before, lies in representation and communication. Brands, 
products and services are designed to appeal to the stereotypical binary, and end up ingrained 
with a certain gender image of  what is masculine and/or feminine (Sultana & Shahriar, 
2017) [10], a sort of  framework to build brand identities and associate them with one or 
another. There are, of  course, disruptors and key-players that are challenging the norm 
and shifting the current paradigm, but still see the distinction. Millennials and Gen Z’ers 
are gaining more and more purchase power, which means we are becoming the biggest 
consumer generation, but not without conditions. According to the Deloitte Global 2021 
Millennial and Gen Z Survey, Millennials and Gen Z’ers are not passive consumers and put 
their wallets where their morals are. Both generations value relationships with companies 
that care about the environment, are concerned with their personal data, and have posi-
tioned themselves on social and political issues. And gender fluidity is a social and political 
issue that we want to see tackled.
Research has shown that there are benefits in moving towards a more gender-neutral communi-
cation route (Sultana & Shahriar,  2017) [10]. The younger generations seek out inclusiveness and 
equality as a way of  finding their own ways of  expression and individuality. Gender neutrality can 
be a path to be whomever you want without judgment, and brands, products and services have 
to start reflecting that. People want to externalize their feelings and they want to see themselves 
represented in their cultures, societies and communities. Especially in the age of  social media 
when it’s as easy as a type-and-click to bring down a campaign (https://www.designalytics.com/ 
insights/unisex-sells-the-rise-of-gender-neutral-packaging). A Mintel study on Generation 
Z, from 2019, [11] suggests that brands that focus on this particular problem being solved, 
instead of  the audience they are approaching, can have a higher rate of  success in projecting 
gender-neutrality and what this means is that a brand that focuses on a long term strategy 
to include gender neutral language, image and messages can have a bigger impact than 
those just trying to catch the zeitgeist and a fleeing audience. 
Back in 2016, Zara fell under that spell and launched a capsule collection called “Un-
gendered” which featured 16 pieces of  neutral design and colors. On one hand, it 
seems like a great approach to accept more diverse forms of  gender expression; but on 
the other, it might be that they were appropriating what we can call a masculine style 
and applying it to all genders. In this case, erasing the femme identities and perpetuat-
ing the stigma that masculine fits all, but feminine is only acceptable for a limited scope 
of  identities (Sciacca, 2016) [12]. What lacks from Zara, and other brands that try to 
play the genderless card, is the contextualization of  everyday life for non-binary folks.  
As Sultana & Shahriar (2017) [10] found in their study, gender ambiguity is becoming the 
new marketing norm. Stella McCartney created and launched her first gender-inclusive 
collection called Shared. She talks about appealing to a younger generation and how “they 
inclusively celebrate individuality and diversity, and are using their self-expression to affect 
social change” (Kay, 2020, n.p.) [13]. But, if  we go into her website, there is still a distinc-
tion of  categories at the top navigation; there’s Women, Handbags, Unisex, and so on (Fig. 
1). And while her brand’s intentions are in the right place, it falls short on representing a 
non-binary existence. The models on the Unisex category are still clearly male and female, 
which for someone who’s not on the binary spectrum might not be a thrill to see. According 
to Ashley (2021, n.p.) [3] terms like unisex in brand messages are shifting and feel outdat-

https://www.designalytics.com/insights/unisex-sells-the-rise-of-gender-neutral-packaging
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ed and not representative of  the non-binary, pointing out that there’s a need to culturally 
change the terms to fluid or neutral.

If  the industry rethinks these gender designations, that we know historically categorize 
fashion, both established and new brands gain an opportunity to reach more people, and 
consequently, consumers. On a different side of  the spectrum, Levi’s might be one brand 
leading other fashion industry players with their Unlabeled collection, launched in 2020. After 
doing market research, Levi’s found that 30% of  their Gen Z’ers fans shop across genders, 
and it showed them that there wasn’t a genderless concept in place, which meant they were 
missing a mark. In an attempt to fix that, Levi’s put together a group of  their LGBTIA+ 
employees to curate a genderless collection from their existing line (Fig. 2).

Strategies like these are what makes the difference between brands who are adapting long-
term, getting other people involved in the conversation and actually making them part of  
the message, image and communication. 

Fig.1
Navigation of  the Stella 
McCartney’s website.
Source: https://www.
stellamccartney.com/pt/en/

Fig.2
The Levi’s Unlabeled 
Collection.
Source: https://www.levi.
com/GB/en_GB/curated-by-
unlabeled/c/levi_collections_
unlabeled_curated

https://www.stellamccartney.com/pt/en/
https://www.stellamccartney.com/pt/en/
https://www.levi.com/GB/en_GB/curated-by-unlabeled/c/levi_collections_unlabeled_curated
https://www.levi.com/GB/en_GB/curated-by-unlabeled/c/levi_collections_unlabeled_curated
https://www.levi.com/GB/en_GB/curated-by-unlabeled/c/levi_collections_unlabeled_curated
https://www.levi.com/GB/en_GB/curated-by-unlabeled/c/levi_collections_unlabeled_curated
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3.  METHOD

To understand this issue better, we decided to develop an exploratory questionnaire that focuses 
exactly on the perception of  genderless fashion in the mainstream audience. “Questionnaires 
are survey instruments designed for collecting self-report information from people about 
their characteristics, thoughts, feelings, perceptions, behaviors, or attitudes, typically in 
written form” (Martin & Hanington, 2012, p. 140) [14]. They are fairly simple to produce 
and deliver, but it’s always important to pay attention to the language used — especially 
with such a sensitive and personal topic.
The questionnaire was composed of  34 questions with a mix of  closed and open-ended 
questions. Again, being of  such personal nature, it’s important to make use of  open-ended 
questions that “provide opportunity for depth of  response” (Martin & Hanington, 2012, 
p.140) [14]. In this particular case, the answers provided make it possible to trace a clear 
definition of  what the 417 participants think about fashion and gender.
It’s important to understand the benefits and limitations of  such methods before divulging and 
discussing the results, mainly because every method has its set of  constraints. Questionnaires 
can be of  a very simple nature but can also become heavy; in this case, the questions were 
built in a way that tried to bring easiness into the issue; it was important to start by asking a 
set of  more general questions to then get a little more personal. They can be quite limiting, 
since close-ended questions offer a limited number of  answers to which the respondent may 
not find themselves reflected in. On the other hand, open ended questions can pose the 
mentioned heaviness, because some people might not want to justify their answers with a 
longer format, or just don’t want to be bothered to write. It’s a great way to categorize the 
participants and chart their answers; but it might feel like the results are putting them into 
boxes, which is the opposite of  our intention.
With any exploratory method, and even though the questionnaires are totally anonymous, 
some people might feel compelled to answer the politically correct way and avoid disclosing 
their real feelings towards such a personal issue. It’s one thing to ask someone what they 
think of  a social or cultural movement, phenomenon, issue; and a different thing to how 
someone acts and feels. The results have to be analyzed with a grain of  salt and put into 
perspective of  how most people think they should answer. This is not to say that politically 
correctness erases the importance of  the results of  such exploratory method, but it definitely 
takes a slice of  the percentage of  their scientific relevance.

4. RESULTS AND DISCUSSION

Because of  the aforementioned open-ended questions, the results were unexpected and 
unpredictable, but we had a total of  417 respondents as of  October 12th of  2021, which 
is a greatly extensive sample for this study and the insights are highly valuable for our 
paper. It’s important to understand that the limitations may carry some weight, but are not 
determinative for what is considered a very successful study.
On the very first question 64.7% of  the participants, when asked which of  the following 
statements do you consider to be true, answered that gender is a sensation and a feeling 
of  self, masculine/feminine/none/all (Fig. 3). A very positive affirmation and realization 
that the Millennials and Gen Z’ers (composing 57.4% and 30.3% of  the respondents) are 
aware of  the social conditioning that is the binary, meaning that it’s starting to be a part 
of  the conversation. 
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Our seventh question asks if  the person identifies with a gender different than the one that was 
designated at birth, and 20% of  the respondents said yes (Fig. 4), which is quite an interesting 
percentage. As Friedman (2017, n.p.) [15] writes, “for most Millennials, traditional gender 
classifications simply don’t work anymore”, indicating that indeed we are moving towards 
more diverse ways of  feeling and expressing. Which brings us to another question, asking 
if  gender plays a role in how the participants dress outside of  work; 68.8% said no. And 
when asked why, with an open-ended question, the answers are extremely diverse, but all 
tend to say the same thing: the way I dress reflects how I feel and gender has no influence. 
Of  course there’s a fair share of  people who like to dress for their gender to feel confident or 
because it was taught to them the associations to femininity and/or masculinity. A few, very 
poignant answers, reflect the reality of  non-binary people who want to dress differently than 
expected and won’t, because of  someone else’s judgment. There’s a cry against convention 
in favor of  a more tolerant, diverse and accepted (Dua, 2016) [16] lifestyle that comes with 
gender fluidity, and if  brands start to tap into it and recognize, not only, how their products 
and services can be used, but also focus on the reality that comes with being non-binary 
(Friedman, 2017) [15], it starts to become mainstream.

Fig.3
Infographic representation 
of  the first question of  the 
contextual questionnaire.
Source: author

Fig.4
Infographic representation 
of  the percentage of  people 
who do not identify with the 
gender they were assigned 
at birth.
Source: author
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Especially when it comes to fashion, 59.7% of  the respondents believe that fashion plays 
a big role in how they express themselves (Fig. 5), a way of  communicating, whether it be 
personality, feelings, and most importantly, identity. One very interesting answer from a 
Millennial reads that “more and more, we are going towards a universe in which clothing/
fashion is a way of  expression that transcends gender and where wearing a skirt, for example, 
does not determine who you are but simply what you like to wear” (f.t.). If  and when a 
brand taps into something like this and uses it as a manifesto, they can clearly target the 
generations that are becoming the future buyers with economic power, while aligning to 
the cultural movement in understanding how the lack of  labels isn’t only a plus for society 
but also business (Friedman, 2017) [15].

Applied to the concept of  genderless or fluid fashion, question twenty-four asks the participants 
why they think it makes sense, or not; a big percentage of  the respondents focus on the 
designer and the brand and say they can make the clothes but don’t need to dictate who 
wears them (f.t.). Which in this context makes the most sense; apart from sizing issues, Max 
Kingery in conversation with Ashley (2021 n.p.) [3] says that developing gender neutral 
clothing makes logical sense for fashion brands, who are essentially producing one collection 
that ends up being more cost-effective. Even if  we think in terms of  sustainability and waste 
that is produced by the fashion industry — which is a whole other issue very much related 
to this topic but not analyzed in depth for this paper — this seems like a very important 
step forward. 75% of  respondents agree that clothes should be worn by everyone in any 
context they see fit, which in its turn means that most of  this sample agrees that in any 
capacity, the distinction of  gender can become extinct.
This brings us to questions thirty and thirty-one that ask if  participants know someone who 
fits in this non-binary reality. 33.1% of  people said yes, which amounts to 136 people that 
know a non-binary person — this statistic is highly important because, even though it’s not 
the majority, it is indeed becoming more and more common to know someone who is non-
binary. And when asked if  they think fashion plays an important role in how they express 
themselves, most of  the respondents said yes, justifying it as a way to tell society who they 
feel they are (Fig. 5). And last but definitely not least, we asked what advice participants 
had for someone who’s starting to develop a genderless brand; answers vary but say mostly 
not to make it all about basic colors, shapes and designs, that genderless is way more than 
a shapeless and neutral fit; a mix of  feminine and masculine; cuts and shapes that fit a 
variety of  people and bodies; defining the core values and concept; and most importantly, 
ask advice and involve non-binary people in the conversation and communication. One 
respondent said: communicate well that message and have values associated that demonstrate the daily 
actions of  the team. And when it comes to the collections, do not limit yourself  to squared and loose pieces, 
because genderless brands have a tendency to come to those shapes when they should be breaking stereotypes. 
Developing a genderless brand means wearing all sorts of  colors, fabrics and forms (f.t.). 
This comment is the bottom-line of  any genderless or non-binary brand. Thus we can 
conclude it all comes down to communication and design; what this means is, genderless 
collections and brands need to be communicating to the realities of  non-binary existences, 
instead of  using the traditional and normative model that dominates the fashion industry. 
People seek out representation; people seek out themselves and want to see themselves in 
images, videos, talks, and not a variant of  the same sort of  binary constraints.

Fig.5
Infographic representation 

of  the percentage of  people 
who believe fashion plays an 
important role of  how they 
express themselves outside 

of  work.
Source: The author
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5. CONCLUSIONS

From the analysis of  our contextual questionnaires and a fair amount of  important and 
relevant authors, we can conclude that the challenge for brands looking to connect with 
people by tapping into gender fluidity can be twofold. It’s definitely not enough to recognize 
how your products and services are being used, but there’s also a need to reflect on the 
reality and context they are being used. Brands and designers (and maybe the entire fashion 
industry) need to craft a strategy that is effective and resonates with a lifestyle and not a 
gender (Friedman, 2017) [15]. 
In the age of  social media, there is no fooling tech-savvy consumers who will research 
until the last drop of  tweet. The younger generations have made it abundantly clear that 
consumer behavior is a function of  personality and regardless of  what attributes are being 
highlighted, these are what drive purchases; not gender, ethnicity, shape, size or age. Brands 
that would like to stay or become relevant have to tap into feelings, passions, character and 
go beyond the traditional demographic characteristics. In this particular case, they cannot 
call themselves genderless and still have (only) traditional binary categories in their websites; 
or shoot with traditional binary-looking models; or communicate within the norm without 
having done the work and including non-binary people and their realities.
When developing an effective brand strategy that is gender fluid, marketers should start 
by creating a muse or a personification of  what the brand stands for and where brand’s 
values meet consumer’s aspirations. These aspirations should not be limited by gender but 
go beyond it, allowing brands to develop a voice that will resonate with an entire lifestyle, 
rather than being confined to limitations of  gender. This can be harder for more established 
brands that already have their message crafted and know their consumer-base well; but for 
new, up and coming brands, it shouldn’t be hard to tailor to a variety of  people. As it was 
said before, it all comes down to whom you decide to involve in the conversations, which 
can be enriching from an experience point of  view. Admitting that you know nothing about 
a non-binary reality is the first step; educating yourself, talking to people, hearing their 
stories, getting to know their reality are other steps to follow. It can be hard to challenge the 
norm and what we are used to seeing and experiencing, but it can also raise important and 
relevant voices that can help someone struggling to find themselves and their own identity. 
If  we go online, the faces we see representing a non-binary existence are far more varied 
than mainstream culture (Fig. 6). To scroll through hashtags like #NonBinaryIsntWhite is 
to see a kaleidoscopic board of  inspiration for a multitude of  gender and ethnic expressions, 
with wildly varying styles of  dress, makeup and settings (Wortham, 2018, n.p.) [6]. The 
entire point of  doing this exercise is to see that there is no normativity, no need for people 
to limit themselves based on society’s ideals.
In the end, the emergence of  brands, products, services and designers that challenge the 
binary norm is a way of  staying and becoming relevant with the generations that are 
starting and going to be the future players in the economy. There’s no room for outdated 
assumptions or fake moralities, there’s just what you represent and how you choose to 
display that representation. And brands need to step up their game and refrain from using 
genderless as a label if  their intentions of  representing and talking to the everyday life and 
experiences of  non-binary people is still blurred and misinterpreted.
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Fig.6
Non-binary persons who 

post about their experiences 
on Instagram. From left 
to right: Jacob Tobia (@

jacobtobia); Naveen Bhat 
(@namkeenaveen); Danez 
Smith (@danez_smif); and 

Akwaeke Emezi (@azemezi).
Source: https://www.nytimes.

com/interactive/2018/11/16/
magazine/tech-design-

instagram-gender.
html?searchResultPosition=8

BIBLIOGRAPHIC REFERENCES

1. Sanders, W. (2019, August 11). There’s More at Stake with Fashion’s Gender-Fluid Movement 
Than You Realize. British Vogue. https://www.vogue.co.uk/article/the-meaning-of-gender-
fluid-fashion 

2. Weingarten, E. (2015, January 20). How to Shake Up Gender Norms. Time Magazine. https://
time.com/3672297/future-gender-norms/ 

3. Ashley, B. (2021, May 17). Stella McCartney to Gucci: Lessons on the New Gender Neutral; Vogue 
Business. https://www.voguebusiness.com/fashion/stella-mccartney-to-gucci-lessons-on-
the-new-gender-neutral

https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.vogue.co.uk/article/the-meaning-of-gender-fluid-fashion
https://www.vogue.co.uk/article/the-meaning-of-gender-fluid-fashion
https://time.com/3672297/future-gender-norms/
https://time.com/3672297/future-gender-norms/
https://www.voguebusiness.com/fashion/stella-mccartney-to-gucci-lessons-on-the-new-gender-neutral
https://www.voguebusiness.com/fashion/stella-mccartney-to-gucci-lessons-on-the-new-gender-neutral


Convergências: Volume XV (30), 30 novembro, 2022 109

4. Fung, J. (2021, July 1). What It Means to Be Non-Binary. Teen Vogue. https://www.teenvogue.
com/story/what-it-means-to-be-non-binary 

5. Kaiser, S. B. (2012). Fashion and Cultural Studies. Berg Publishers.

6. Wortham, J. (2018). On Instagram, Seeing Between the Gender Lines. The New York Times.  
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gen-
der.html?searchResultPosition=8 

7. Chen, C. (2019, November 22). Why Genderless Fashion is the Future. The Business of  Fash-
ion. https://www.businessoffashion.com/videos/news-analysis/voices-talk-alok-v-menon-
gender-clothes-fashion/

8. Sprayregen, M. (2019, October 30). Queer Style Phenom Anita Dolce Vita on ‘Ungendering Fashion’ 
and Running NYFW’s Biggest Queer Show. Forbes. https://www.forbes.com/sites/mollysprayre-
gen/2019/10/30/queer-style-phenom-anita-dolce-vita-on-ungendering-fashion-and-run-
ning-nyfws-biggest-queer-show/?sh=ed6bc6179314 

9. Gauntlett, D. (2008). Media, Gender and Identity. Routledge.

10. Sultana, N. & Shahriar, H. (2017). Understanding the Impact of  Gender Neutral Communication 
on Brand Image Trend or Tool? [Master’s Thesis] Lund University School of  Economics & 
Management. 

11. Khanom, R. (2009). UK The Generation Z BPC Consumer Market Report 2019. Mintel. https://
store.mintel.com/report/uk-the-generation-z-bpc-consumer-market-report

12. Sciacca, N. (2016, March 8). Why Zara Calling Sweats ‘Genderless’ Is Problematic. Mashable. 
https://mashable.com/article/zara-genderless-clothing

13. Kay, J. (2020, September 1). Stella McCartney Launches Her First Ever Gender-Inclusive Line. Dazed.
https://www.dazeddigital.com/fashion/article/50242/1/stella-mccartney-shared-gen-
der-neutral-unisex-line-will-sweeney-billie-eilish

14. Martin, B. & Hanington, B. (2012). Universal Methods of  Design. Rockport Publishers.

15. Friedman, L. (2017, November 28). Millennials and Gender Fluidity - What Smart Brands 
Are Doing and Why. Forbes. https://www.forbes.com/sites/laurenfriedman/2017/11/28/
millennials-and-gender-fluidity-what-smart-brands-are-doing-and-why/?sh=477c619f5436 

16. Dua, T. (2016, March 29). From Coca-Cola to Barbie: the Fierce Rise of  Gender-Neutral Advertising. 
Digiday. https://digiday.com/marketing/theyre-just-fierce-rise-gender-fluid-advertising/ 

Reference According to APA Style, 7th edition: 
Loureiro, E. (2022). Has Genderless Become a Fashion Design Label? Convergências 
- Revista de Investigação e Ensino das Artes, VOL XV (30), 99-109. https://doi.
org/10.53681/c1514225187514391s.30.146

https://www.teenvogue.com/story/what-it-means-to-be-non-binary
https://www.teenvogue.com/story/what-it-means-to-be-non-binary
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.nytimes.com/interactive/2018/11/16/magazine/tech-design-instagram-gender.html?searchResultPosition=8
https://www.businessoffashion.com/videos/news-analysis/voices-talk-alok-v-menon-gender-clothes-fashion/
https://www.businessoffashion.com/videos/news-analysis/voices-talk-alok-v-menon-gender-clothes-fashion/
https://www.forbes.com/sites/mollysprayregen/2019/10/30/queer-style-phenom-anita-dolce-vita-on-ungendering-fashion-and-running-nyfws-biggest-queer-show/?sh=ed6bc6179314
https://www.forbes.com/sites/mollysprayregen/2019/10/30/queer-style-phenom-anita-dolce-vita-on-ungendering-fashion-and-running-nyfws-biggest-queer-show/?sh=ed6bc6179314
https://www.forbes.com/sites/mollysprayregen/2019/10/30/queer-style-phenom-anita-dolce-vita-on-ungendering-fashion-and-running-nyfws-biggest-queer-show/?sh=ed6bc6179314
https://store.mintel.com/report/uk-the-generation-z-bpc-consumer-market-report
https://store.mintel.com/report/uk-the-generation-z-bpc-consumer-market-report
https://mashable.com/article/zara-genderless-clothing
https://www.dazeddigital.com/fashion/article/50242/1/stella-mccartney-shared-gender-neutral-unisex-line-will-sweeney-billie-eilish
https://www.dazeddigital.com/fashion/article/50242/1/stella-mccartney-shared-gender-neutral-unisex-line-will-sweeney-billie-eilish
https://www.forbes.com/sites/laurenfriedman/2017/11/28/millennials-and-gender-fluidity-what-smart-brands-are-doing-and-why/?sh=477c619f5436
https://www.forbes.com/sites/laurenfriedman/2017/11/28/millennials-and-gender-fluidity-what-smart-brands-are-doing-and-why/?sh=477c619f5436
https://digiday.com/marketing/theyre-just-fierce-rise-gender-fluid-advertising/
https://doi.org/10.53681/c1514225187514391s.30.146
https://doi.org/10.53681/c1514225187514391s.30.146


Convergências: Volume XV (30), 30 novembro, 2022110


