NI"2VPILVX 2V 2NN YNO NINDMN NYDYN

112 "RN1 1RLVIP YL NPVITIVD NIXON 220 17 :NNIN

Consumers prefer to buy branded products in order to express their status. Women prefer
men with status and resources that can provide for their needs. Men, however, are less
interested in status and seek fertility signals among women. We checked whether shirts
with a brand logo increase attractiveness. One hundred and thirty four respondents rated
pictures of men and women wearing shirts with or without a brand logo. In contrast to our
hypothesis, the presence of a brand logo did not increase the attractiveness of men nor
women.
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