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ABSTRACT
This paper reviews the extant literature on

femvertising as a marketing strategy. Femvertising,
defined as advertising that employs pro-female
talent, messages, and imagery to empower women
and girls, has gained increasing prominence in
recent years. This review synthesizes the definition,
evolution, theoretical underpinnings, effectiveness,
benefits, and drawbacks of femvertising. By
analyzing prominent academic articles, industry
reports, and marketing publications, this paper
identifies key themes and debates surrounding this
strategy. Furthermore, it examines case studies of
both successful and unsuccessful femvertising
campaigns, highlighting critical factors influencing
their outcomes. The review concludes by
synthesizing the key findings and proposing
potential avenues for future research in the field
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Priyadharshini

INTRODUCTION
Defining "Femvertising" in the Context of Marketing and Advertising

Femvertising, a term that emerged around 2014, represents a
contemporary approach to marketing that integrates feminist principles into
advertising practices.1 It is fundamentally defined as advertising that
strategically utilizes pro-female talent, messaging, and imagery with the primary
objective of empowering women and girls.3 This marketing strategy signifies a
notable shift from traditional advertising, which often relied on stereotypical or
objectifying portrayals of women.6 The core aim of femvertising is to promote
gender equity and challenge conventional gender stereotypes that have
historically dominated advertising narratives.8

Several key characteristics distinguish femvertising. Firstly, it actively
seeks to empower women by presenting them as confident, powerful, and in
control, moving away from depictions of them as subordinate to men.7 Secondly,
it often employs diverse female talent, showcasing women of different races,
ages, body shapes, and abilities, thus fostering a more inclusive representation.4
Thirdly, the messaging inherent in femvertising campaigns is explicitly pro-
female, aiming to build trust and motivation by celebrating qualities that were
previously considered imperfections.4 Furthermore, femvertising challenges
traditional perceptions of what a woman "should" be by depicting them in
professional, competitive, or non-domestic settings.4 Often, these campaigns also
minimize the sexualization of women, focusing instead on their skills,
achievements, and authentic selves.4 This approach can be considered a form of
brand activism, where companies leverage their marketing platforms to advocate
for social issues, in this case, gender equality.7 Ultimately, femvertising strives
for an authentic and genuine portrayal of women, reflecting their evolving roles
and increasing influence in society.7
Comprehensive Literature Review on Femvertising

The literature on femvertising encompasses a range of perspectives from
academic scholars, industry analysts, and marketing practitioners. A central
point of discussion revolves around the definition and conceptualization of
femvertising. SheKnows Media, a prominent voice in this area, defines it as
advertising that uses pro-female talent, messages, and imagery to empower
women and girls.3 This definition highlights the intentional use of advertising to
challenge gender norms and stereotypes.10 Academic research further elaborates
on this, noting that femvertising aims to promote gender equity and empower
women by moving away from objectifying or domestic portrayals.8

Consumer responses and attitudes towards femvertising are another
significant theme in the literature. Studies suggest that female audiences
generally hold favorable attitudes towards femvertising, often viewing the
depictions of women as less stereotypical.2 This positive reception can lead to
increased self-esteem and feelings of empowerment among female viewers.2
Research also indicates that consumers, particularly women, are more likely to
purchase products from brands that portray women positively in their
advertising. This suggests that femvertising can foster a greater identification
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between consumers and advertising content, ultimately benefiting brands by
connecting with their target audience.9

The effectiveness of femvertising in achieving marketing goals has also
been extensively explored. Literature indicates that femvertising can contribute
to positive brand attitudes, enhance brand loyalty, and foster emotional
connections with female consumers. By resonating with consumers' values and
sparking conversations around gender equality, femvertising can increase brand
interaction and engagement. Studies have shown a positive correlation between
pro-female advertising and purchase intentions, suggesting that femvertising can
be an effective tool for driving sales. However, the effectiveness of femvertising
is contingent on perceived authenticity and the alignment of the brand with the
cause.11

A critical aspect discussed in the literature is the authenticity of
femvertising and the potential for "femwashing." Concerns have been raised that
some brands may use feminist ideals superficially for commercial gain without a
genuine commitment to gender equality within their own organizations. This
practice, termed "femwashing," can lead to consumer skepticism and damage
brand trust.13 Therefore, the perceived authenticity and congruence of the
femvertising message with the brand's values and actions are crucial for its
positive reception.11

Several theoretical frameworks have been employed to understand
femvertising. Social Identity Theory suggests that consumers may identify with
brands that align with their social identities, including their gender identity,
making femvertising a potentially resonant strategy for female consumers.14
Gender Studies theories provide a lens for analyzing how femvertising
challenges or reinforces traditional gender roles and stereotypes in advertising.16
Consumer Behavior Theories, such as the Elaboration Likelihood Model, help
explain how consumers process and respond to femvertising messages,
influencing their attitudes and purchase intentions.6

Finally, the literature also presents criticisms and debates surrounding
femvertising. Some critics argue that it can be a banal concept detached from the
philosophical and political objectives of women's empowerment. There are
concerns that femvertising might serve as a form of "feminiwashing," where
brands adopt a politically correct stance to gain women's trust without genuine
commitment. The potential for femvertising to dilute or commodify feminist
messages is also a subject of ongoing discussion.

LITERATURE REVIEW
Analyzing the Evolution of Femvertising as a Marketing Strategy Over Time
The application of femvertising as a marketing strategy has undergone a
significant evolution, reflecting broader societal shifts and the increasing
influence of feminist movements. Initially, advertising often perpetuated
traditional, stereotypical portrayals of women, confining them to domestic roles
or presenting them as objects of desire.” However, as feminist movements gained
momentum and women's purchasing power grew, advertisers began to
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recognize the need for more empowering and diverse representations. This
evolution marks a transition from merely selling products to engaging with
consumers on a deeper, values-based level.20

Key milestones in this evolution include the emergence of campaigns that
explicitly focused on body positivity and challenged traditional gender roles.
Dove's "Real Beauty" campaign, launched in 2004, is widely considered a pivotal
moment, as it featured women of various ages, sizes, and ethnicities, challenging
conventional beauty norms. This campaign demonstrated that aligning with
feminist values could resonate strongly with female consumers. Similarly,
Always' "#LikeAGirl" campaign in 2014 effectively challenged the negative
connotations of the phrase "like a girl," reframing it as a term of empowerment.
These campaigns signaled a turning point, inspiring other brands to adopt more
pro-female messaging.

The advent of digital and social media has further amplified the reach and
impact of femvertising. These platforms have enabled brands to engage directly
with consumers, fostering community discussions around gender and
empowerment. Campaigns can now spread virally, generating conversations
and influencing public perceptions on a scale previously unimaginable. This shift
has also led to an increasing emphasis on authenticity, intersectionality, and
social responsibility in femvertising. Consumers are increasingly discerning and
expect brands to address social issues genuinely, incorporating diverse voices
and experiences in their messaging. Contemporary femvertising aims to reflect
the complexities of womanhood in a globalized society, moving beyond
superficial representations to address deeper issues of equality and
empowerment.

Exploring Theoretical Frameworks Used to Understand the Impact and
Effectiveness of Femvertising

Understanding the impact and effectiveness of femvertising requires
drawing upon various theoretical frameworks from social psychology, gender
studies, and consumer behavior. Social Identity Theory provides valuable
insights by suggesting that individuals derive part of their self-concept from their
membership in social groups, such as their gender.14 In the context of
femvertising, women may identify more strongly with brands that portray them
in empowering and positive ways, as these representations align with their
desired social identity and challenge negative stereotypes. This identification can
lead to greater brand preference and loyalty.14

Gender Studies theories offer a critical lens through which to analyze
femvertising. These theories examine how societal norms and power structures
shape gender roles and representations.16 Femvertising can be seen as an
attempt to disrupt traditional gender stereotypes in advertising by presenting
more diverse and empowered portrayals of women. However, Gender Studies
also raises critical questions about whether femvertising truly challenges
patriarchal structures or merely appropriates feminist language for commercial
purposes. Analyzing the extent to which femvertising promotes genuine
empowerment versus reinforcing existing inequalities is a key area of inquiry
within this framework.
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Consumer Behavior Theories help to explain how individuals process and
respond to marketing messages like those found in femvertising campaigns. The
Elaboration Likelihood Model, for instance, suggests that consumers process
information through either a central or peripheral route, depending on their level
of involvement.6 When consumers are highly engaged with a femvertising
message that resonates with their values, they may process it centrally, leading
to stronger and more enduring attitude changes towards the brand.6 Other
theories, such as the Theory of Reasoned Action, which posits that behavior is
driven by intentions influenced by attitudes and social norms, can help
understand how femvertising might influence purchase decisions.6
Additionally, Cultivation Theory suggests that repeated exposure to certain
media portrayals can shape individuals' perceptions of reality, implying that
consistent exposure to empowering images of women in femvertising could
contribute to broader shifts in societal attitudes. Psychological Reactance Theory
can explain potential negative responses if consumers feel manipulated or that
their autonomy is being threatened by overtly political or inauthentic
femvertising.

METHODOLOGY

This study adopts a qualitative, exploratory research design primarily
based on systematic literature review and case study analysis to examine the
concept and practice of femvertising as a marketing strategy.

Literature Review:

A comprehensive review of existing academic literature, industry reports,
and marketing publications was conducted. The sources were identified through
electronic databases such as Google Scholar, JSTOR, Scopus, Web of Science, and
marketing-specific databases. Keywords including "femvertising," "gender in
advertising," "empowerment marketing," and "pro-female branding" were used
to filter relevant studies.

Inclusion Criteria:

. Peer-reviewed journal articles, trade publications, and credible industry
reports.

e  Sources published between 2010 and 2024 to capture contemporary trends.

. Articles in English with direct relevance to the definitions, frameworks, or
case analyses of femvertising.

e  The literature was thematically analyzed to extract recurring patterns,
definitions, theoretical frameworks (e.g., feminist theory, empowerment
theory), and the impact of femvertising on consumer perception and brand
equity.

Case Study Analysis:

To complement the literature review, selected case studies of femvertising
campaigns were analyzed. These include both successful and unsuccessful
campaigns from global and Indian markets. The case studies were selected based
on:
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Visibility and Consumer/Media Response

e  Availability of documented evidence on campaign strategies and outcomes

e  Representation of diverse sectors (e.g., beauty, FMCG, fashion)

e  Campaigns were examined using a qualitative content analysis approach,
focusing on message content, portrayal of women, alignment with brand
identity, and public reception.

Data Analysis:

Thematic analysis was employed to identify:

e  Core themes and debates in existing literature

e  Critical success/failure factors in femvertising campaigns

e  Gaps in current knowledge and under-researched areas

e  The synthesis from both literature and case studies informs a conceptual
understanding of the strategic and ethical dimensions of femvertising.

RESULT
Investigating the Effectiveness of Femvertising in Achieving Marketing Goals

The effectiveness of femvertising in achieving various marketing goals has
been a subject of considerable interest. In terms of brand building, femvertising
has shown the potential to create positive brand attitudes and enhance brand
loyalty, particularly among female consumers. By aligning with the values of
female empowerment and gender equality, brands can foster stronger emotional
connections with their target audience. This emotional resonance can lead to
increased brand preference and a more favorable brand image.

Femvertising can also be an effective tool for customer engagement.
Campaigns that challenge stereotypes and promote positive messages about
women can spark conversations and increase brand interaction on social media
platforms. When consumers feel that a brand understands and supports their
values, they are more likely to engage with the brand's content and become
advocates. This increased engagement can translate into stronger customer
relationships and greater brand visibility.

The influence of femvertising on sales is another key marketing goal.
Research suggests a positive correlation between advertising that portrays
women positively and consumers' purchase intentions. When women feel
represented and empowered by a brand's advertising, they are more likely to
support that brand through their purchasing decisions. However, the impact on
sales can be contingent on several factors, including the perceived authenticity of
the campaign and the fit between the brand and the cause it is promoting.11 If
consumers perceive a brand's femvertising efforts as insincere or purely profit-
driven, it can lead to negative reactions and potentially harm sales.

The importance of brand-cause fit and authenticity cannot be overstated
when evaluating the effectiveness of femvertising. Campaigns are more likely to
succeed when there is a genuine alignment between the brand's values, its
products or services, and the message of female empowerment.21 For instance, a
feminine hygiene brand advocating for female empowerment may be perceived
as more authentic than a brand in a traditionally male-dominated industry doing
the same.22 Authenticity also requires that a brand's internal practices and
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overall corporate culture reflect the values promoted in its femvertising
campaigns. Consumers are increasingly savvy and can quickly identify
inconsistencies, leading to accusations of "femwashing" and a negative impact on
the brand.
Examining the Potential Benefits and Drawbacks of Using Femvertising

The adoption of femvertising as a marketing strategy presents both
potential benefits and significant drawbacks that brands must carefully consider.
Among the potential benefits is the opportunity to improve brand perception and
reputation. By aligning with the growing societal emphasis on gender equality
and female empowerment, brands can be seen as progressive, socially conscious,
and in tune with the values of their target audience. This can lead to increased
consumer trust and loyalty, as consumers are more likely to support brands that
resonate with their personal values and contribute to positive social change.
Furthermore, femvertising has the potential to contribute to positive social
change by challenging harmful gender stereotypes and promoting a more
equitable and inclusive representation of women in media. In the realm of
employer branding, femvertising can also help companies attract and retain
female talent by signaling a commitment to gender equality and an inclusive
workplace culture.23

However, the use of femvertising is not without its drawbacks. One of the
most significant risks is the potential for a brand to be perceived as inauthentic
or engaging in "femwashing".25 If a brand's actions do not align with the
empowering messages in its advertising, or if consumers suspect that the
primary motivation is simply to capitalize on feminist sentiments for profit, it can
lead to a backlash and damage consumer trust.27 This can be particularly
damaging if the brand has a history of practices that contradict its pro-female
messaging.25 Another potential drawback is the risk of alienating male
consumers or those who do not necessarily support the specific feminist ideals
being promoted in the campaign.6 While femvertising primarily targets women,
brands need to be mindful of the potential reactions from other segments of their
audience.30 Additionally, some critics argue that femvertising can lead to the
dilution or commodification of feminist messages, reducing a complex social and
political movement to a marketing tactic.26 This can undermine the broader goals
of feminism by focusing on individual empowerment through consumption
rather than addressing systemic inequalities.31 Poorly executed femvertising
campaigns that rely on stereotypes, are perceived as condescending, or miss the
mark in their representation can also lead to negative reactions and damage a
brand's reputation.14
Identifying and Analyzing Case Studies of Successful and Unsuccessful
Femvertising Campaigns

Examining specific case studies provides valuable insights into the factors
that contribute to the success or failure of femvertising campaigns. Several
campaigns stand out as successful examples. Dove's "Real Beauty" campaign is
perhaps the most widely recognized, having significantly impacted the
conversation around beauty standards since its launch in 2004.32 By featuring
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real women with diverse body types and challenging traditional notions of
beauty, Dove resonated deeply with female consumers and reportedly saw an
increase in sales.25 The campaign's success is attributed to its focus on
authenticity and its long-term commitment to promoting a more inclusive
definition of beauty.34 Always' "#LikeAGirl" campaign is another notable
success, effectively challenging the negative connotations of the phrase "like a
girl" and empowering young girls.32 Its viral reach on social media and the
positive consumer discourse it generated highlight the power of femvertising to
spark cultural change.34 Lane Bryant's "I'm No Angel" campaign, which
promoted body positivity for plus-size women, also garnered positive attention
for challenging the narrow beauty standards prevalent in the lingerie industry.1

Conversely, several femvertising campaigns have faced criticism or been
considered unsuccessful. Dove's attempt to represent different body shapes
through a line of body wash bottles was widely mocked for oversimplifying the
complexities of body image and appearing opportunistic.20 This case highlights
the importance of authenticity and ensuring that the campaign message aligns
with the brand's established values.20 McDonald's temporary reversal of its logo
to a "W" for Women's Rights Day in 2018 received backlash due to perceived
inconsistencies with the company's internal gender equality practices,
underscoring the need for brands to "walk the talk".25 Libresse's "Know Your V"
campaign in Malaysia, which aimed to destigmatize female anatomy, faced
significant backlash and calls for a boycott due to cultural insensitivity,
demonstrating the critical importance of understanding and respecting local
cultural norms in global campaigns.37 Bud Light's "Equal Pay" campaign and
Dodge Ram trucks' "Courage is Already Inside" campaign were identified as
having a low brand-cause fit, potentially impacting their effectiveness and
consumer reception.22 In China, BIOHYALUX faced severe criticism after a
controversial endorsement by a male influencer who used derogatory language
towards female consumers, leading to a significant drop in the company's stock
price.38 Similarly, lingerie brand UBRAS faced backlash for a campaign featuring
stand-up comedian Li Dan that was perceived as disrespectful towards
women.38 Victoria's Secret has also faced accusations of cultural appropriation
in its attempts to appeal to the Chinese market, highlighting the complexities of
navigating cultural sensitivities in femvertising.

Table 1. Case Studies of Femvertising Campaigns

Campaign Brand Objective Key Features |Outcome Key
Name Contributing
Factors
Real Beauty  [Dove Redefine Features  reallSuccessful Authenticity,
beauty (women of] long-term
standards, diverse  ages, commitment,
promote bodyjsizes, and challenged
positivity ethnicities traditional
norms
#Like AGirl Always Challenge Showcases Successful Empowerment
negative young girls in message, viral
reach, positive
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connotations ofempowering consumer
"like a girl" scenarios discourse
I'm No Angel |Lane Bryant [Promote body[Features plus-Successful Inclusivity,
positivity ~ forjsize =~ models, addressed a
plus-size challenges specific unmet
women Victoria's need
Secret's "Angel"
image
Body Shape|Dove Represent Limited edition[Unsuccessful [Perceived  as
Bottles different bodybody wash| inauthentic,
shapes bottles in oversimplified
various shapes body  image,
opportunistic
"W" Logo McDonald's  |Celebrate Temporarily  |[Unsuccessful [Inconsistency
Women's reversed logo with  internall
Rights Day to "W" practices,
perceived  as
erformative
Know Your V [Libresse Destigmatize [Used vulvalUnsuccessful  [Cultural
female imagery on| insensitivity,
anatomy packaging and backlash from
ads in Malaysia religious
groups
Equal Pay Bud Light Support equalStated supportMixed Low brand-|
pay for womenlfor equal pay in cause fit, may
and men commercial not resonate
with target
audience
Courage isfDodge Ram  [Show women|Depicted Mixed Low brand-
Already... can overcomewomen in| cause fit,
obstacles traditionally potential  for
male roles tokenism
KOL BIOHYALUX |Promote Endorsement [Unsuccessful [Brand
Promotion skincare by  influencer association
products with with offensive
derogatory content,
comments negative
towards female consumer
consumers reaction, stock
rice drop
Campaign withlUBRAS Promote Featured Unsuccessful [Negative
Li Dan underwear comedian with| consumer
controversial reaction, brand
remarks apology
perceived  as
disrespectful to|
women
Cultural Victoria's Secret{Appeal tolUsed Chinese|Unsuccessful [Accusations of]
IAppropriation Chinese marketjcultural cultural
symbols on| appropriation,
lingerie models negative
response from
nationalists
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Based on the Literature Review, Synthesize the Key Findings and Identify
Potential Future Research Directions

The literature review reveals several key findings regarding femvertising
as a marketing strategy. Firstly, femvertising represents a significant shift in
advertising towards more empowering and inclusive portrayals of women,
driven by the increasing influence of feminist movements and female
consumers.34 Secondly, while femvertising holds the potential to achieve various
marketing goals, including brand building, customer engagement, and sales, its
effectiveness is heavily reliant on the perceived authenticity of the message and
a genuine alignment between the brand's values and the cause it promotes.39
Thirdly, consumer responses to femvertising are multifaceted, influenced by
factors such as their feminist self-identity, their perception of the brand's
sincerity, and their individual values.22 Finally, femvertising presents both
opportunities and risks for brands; while it can enhance brand image and foster
loyalty, inauthenticity or missteps can lead to negative consequences, including
accusations of "femwashing" and damage to brand trust.42

Building upon these findings, several potential avenues for future
research emerge. Investigating the long-term impact of femvertising on brand
equity and consumer loyalty would provide valuable insights into the
sustainability of this strategy. Further research is needed to explore the
effectiveness of femvertising across different cultural contexts and global
markets, considering the nuances of local norms and values.43 Understanding
the perspectives and responses of male consumers to femvertising campaigns is
also crucial, as they represent a significant portion of the consumer base.6
Examining the impact of femvertising on specific product categories and
industries could reveal variations in its effectiveness and optimal application.
Analyzing the role of intersectionality in femvertising and its success in
representing diverse female identities beyond traditional demographics would
contribute to a more nuanced understanding of inclusive marketing practices.28
Developing robust metrics and frameworks for evaluating the authenticity and
social impact of femvertising campaigns is essential to move beyond superficial
assessments. The ethical implications of leveraging feminist ideals for
commercial purposes warrant further scholarly attention. Additionally, research
could explore the potential for "femwashing" to not only harm consumer trust in
brands but also to undermine the broader feminist movement. Finally, given the
dynamic nature of digital media, studying the evolving role of social media and
influencer marketing in shaping and amplifying femvertising messages presents
a promising area for future inquiry.44

CONCLUSIONS AND RECOMMENDATIONS

In conclusion, femvertising has emerged as a significant and evolving
marketing strategy that seeks to connect with consumers by promoting female
empowerment and challenging traditional gender stereotypes. While it offers
numerous potential benefits, including improved brand perception, enhanced
customer engagement, and a contribution to social change, its effectiveness
hinges on authenticity, brand-cause fit, and cultural sensitivity. The case studies
analyzed underscore the importance of aligning messaging with genuine values
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and avoiding tokenism or superficial engagement with feminist ideals. As
societal attitudes towards gender continue to evolve, femvertising is likely to
remain a relevant and influential marketing approach. However, brands must
navigate its complexities with careful consideration of ethical implications and a
genuine commitment to the values they espouse to avoid the pitfalls of
inauthenticity and ensure meaningful engagement with their target audiences.
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