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ABSTRACT 

In Pakistan, despite cliché scenario, a significant number of women have been found participating in 

the mainstream workforce, thereby wholly renewing the meaning of “women empowerment”. As a novel 

move in mass media, particularly in the paradigm of advertising, femvertising has been observed 

featuring portrayal of women in empowered roles. The main objective of this study is to investigate the 

effect of advertisements involving portrayal of empowered sportswomen on the patriarchal thinking 

and purchasing behavior towards advertised brands by male viewers. To analyze the effects, 500 male 

viewers belonging to Lahore city are surveyed through a questionnaire. 
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INTRODUCTION 

With the changing times, it is evident that female empowerment has gained momentum in companies' 

advertisements, challenging traditional and conventional advertising methods (Feng, Chen & He, 2019; 

Drake, 2017; Dahlén & Rosengren, 2016). With this shift comes the surge of advertising industry that 

aims to change the outlook of advertisement by incorporating female-empowering messages that 

purpose a change in gender difference. Such advertisements are given the name "femvertising" (Gill & 

Elias, 2014; Taylor et al. 2013). One such example is that when one thinks the idea of a household 

cleaner's advertisement crosses his mind, a woman appears as the main lead. The sketch of the woman 

in people's minds is what researchers term a stereotypical "happy housewife". This image of a woman 

is widely accepted and portrayed in print and television advertisements (D’Enbeau, 2011).  

Stereotypes are beliefs about a social category (Vinacke, 1957, Ashmore & Del Boca, 1981), 

especially those that differentiate genders. Stereotypes become problematic when they lead to 

expectations about one social category over another or restrict opportunities for one social category 

over another (D’Enbeau, 2011). Stereotypes are an eminent part of daily life. Several stereotypes are 

encountered in everyday life, and they have been normalized to the extent that they occur as normal to 

inhabitants. Such stereotypes have made their place in people's minds, and these stereotypes sometimes 

dictate their actions, reactions, and behavior as they are considered socially acceptable by society 

(Lazar, 2007). 

As the consumers are gaining exposure and knowledge about the advertisement, it compels the 

brands that, with the changing perceptions and acceptance of people's reality, they should create 

authentic content. Moreover, they must address the societal questions to engage the consumer on an 

emotional level and gain awareness (Feng, Chen & He, 2019; Deest & der Stelt, 2019). The study looks 

forward to exploring and throwing light on how femvertising as brand activism affects male consumers' 

attitudes towards brand making and devising the advertisement. The study highlights also the counter 

stereotypical approach that print, digital and television advertisements are adopting towards women. As 
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a normal practice advertisers bring forth the idea of a weak woman by linking them to groceries and 

low-cost products than the ones with that men are linked. As an insight into the thought, ideas, and 

creative side of the advertisements, femvertising depicts how media are shifting toward portrayal of 

women in a better light than just being reliant and dependent (Akestam, N., Dahlén & Rosengren, 2016). 

Advertising holds an important place in the marketing world for any business. (Bajwa, , Farooq, 

& Bukhari, 2022). Advertising companies and the budget allocated for advertising are millions of 

dollars each year. Companies put forward their new ideas and sell innovative campaigns to advertise 

the brand and create a unique image (Hsu, 2018; Grau & Zotos, 2016). Ample of time and creative 

thought is spent and put in to create and develop every print ad printed in magazines, billboards, 

television advertisements, etc. Creative minds think through the idea and make us like or dislike a brand 

through advertisement. Without advertisement, a brand cannot create much-needed hype for its 

products. Promotions play a vital role in building a brand image and customers. The relatability factor 

for brands that they gain through advertisement makes it viewer-friendly and often increases the sale of 

the products. The relatability is on point and effective when advertisements have relatable personalities 

such as celebrities, athletes, politicians, etc. (Levy, 2008). 

Advertisement is a method for imparting data to the customer, that empowers the shopper to 

think about and look over the items and administrations accessible in the market  (Bajwa, Farooq, & 

Bukhari, 2022)..  Advertising contacts us through a channel of correspondence alluded to as a medium. 

Subsequently, we have media, for example, the radio, TV, newsprint, magazines, charge sheets, and 

informal exchange to send their messages. However, today, innovation empowers advertising to contact 

us effectively through an assortment of addressable mediums (post-office-based mail, intuitive media 

– World Wide Web) (Chandan & Malhan, 1990).  

By investigating the TV commercials of Pakistani brands or international donor agencies 

working in Pakistan showing the sportswomen in a non-stereotypical manner, this study aims to 

contribute to the understanding of the portrayal of Pakistani sportswomen in a TV commercial. It also 

focuses on giving awareness about how Pakistani sports women challenge the stereotypes in the 

patriarchal society of Pakistani by affecting brand purchasing (Gill & Elias, 2014). The rationale for 

selecting TV advertisements as a point of research is as advertising is a form of media that has the 

ability to change the minds of people through persuasion. The researcher has selected sports 

femvertising (Shows sportswomen in empowered roles) because of its persuasion and pervasive nature. 

TV commercials are distinguished by the potential of the medium to transmit content to a mass audience 

simultaneously. On the other hand purchasing of a brand is the ultimate goal of advertising.  Therefore, 

the present study focuses on the sportswomen’s empowered roles in television advertisements and their 

effects on the brand purchasing of  male viewers of Lahore 

Objectives  

• To investigate the effects of using female sports icons in advertising on male viewers` 

perceptions. 

• To analyze the effects of femvertising on the attitudes and perceptions of men regarding the 

purchasing of advertised brands 

Research Questions  

To take this study further, the following questions are taken into consideration and answered: 

• What are the perceptions of male TV consumers about femvertising? 

• What effects does femvertising has on the attitudes and perception of men regarding the 

purchasing of advertised brands? 

Hypotheses  

H1: The males of Lahore city don’t like the women in leading roles in watching TV 

advertisements. 

H2: The males of Lahore city consider that showing females in different empowered roles in 

advertising affect brand purchasing negatively.  

 

REVIEW OF LITERATURE 

Scholars of media and marketing came across criticism of femvertising. In one of the writings against 

femvertising, it is said that the idea of femvertising is merely a means of attracting female consumers 

and it invalidated its wider effect in society and its culture (Hsu, 2018). Some critics believed that 
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femvertising was to boost sales and capitalize rather than improving society or serving the social cause. 

Greska, (2019), highlighted another concern is the inauthentic contextual usage of the words “natural” 

and “real” (Grau and Zotos, 2016). As per the critic's photoshop and through other means, pictures can 

be edited, and the face and body of women are enhanced, which hampers the sense of being natural 

being implied through femvertising. Pakistani society has its societal framework based on patriarchy as 

far as your mind can think. Men are considered superior beings, authoritative, and have a superior hand 

in society. On the contrary, women are considered and kept submissive. They are forced to meet the 

societal structure and remain behind the veil of domestication. It is a given notion of society that men 

are the bread earners and in charge of the outside world whereas women have the responsibility to look 

after domestic affairs. However, with the emergence of feminism and its notions spreading in Pakistani 

society women have charged up to change the course of their life. They tend to take the initiatives to 

seek education, build a career, and make themselves independent (Gill & Elias, 2014). 

The empowered approach of women is looked down upon on the international level, and 

religion is brought as an excuse for it. However, the reality is par this irrationality because Islam 

preaches equity of both genders and gives its due rights to women. It emphasizes human rights and 

gives special treatment and leverage to women's rights. Women have been independent and leading 

ladies in Islamic history. So, to think otherwise or to make religion an excuse for it is merely an excuse 

and being averted from reality (Gerbner et al., 1980). Our country’s founder Quaid-e-Azam Muhammad 

Ali Jinnah stressed the very same idea in his address at Islamia College for Women in 1940, “I have 

always maintained that no nation can ever be worthy of its existence that cannot take its women along 

with the men. No struggle can ever succeed without women, participating side by side with men.” The 

cultural and traditional roots of Pakistan are deeply embedded. Pakistan’s history of culture and 

tradition is not shallow but traces back to the time before it became an independent country. The culture 

of Pakistan is an amalgamation of pre-partition times with hints from India and Bangladesh. This 

becomes the reason for the separation of Pakistan from India. Culture and traditions like Sati in India 

in which the wife is supposed to burn herself alive with her husband's death were not about the Islamic 

culture. The aggressive approach toward a sense of honor has made many women lose their lives in an 

honor killing, and this is still prevalent in remote, rural, and tribal areas (Drake, 2017). 

This patriarchal nature of Pakistani society has influenced the Pakistani media that portrays 

gender intolerance and reiterates the negative image of women showing women as victims. The issue 

of women has been raised on several platforms by feminist movements and social advancements, but 

the issues are not fully addressed or not addressed at all. The overall approach and condition of women's 

interpretation, depiction, and involvement in media have been under question due to the patriarchal 

nature of Pakistani society. Davidson, (2015) holds and iterates that commercials, advertisements, and 

posters are designed and shot to portray women as sex objects and to make them a bit of sexual pleasure. 

The designed commercials mostly focus on, highlight, and accentuate the curves and cuts of the female 

body.   

One such notable example is an English Ubtan Tumeric cream advertisement that highlights 

that a woman would get a better spouse and would live a happy married life if she has fair skin and 

conventional beauty. To achieve this, beautiful girls are encouraged to use hazardous creams, 

chemicals, and products to whiten their skin. The promotion and achievement of fair skin know no 

bounds. It is the false and stereotypical beauty standards, shown through models with heavily 

transforming makeup and photo-shopped pictures. It also instills and reaffirms the beauty standards in 

society(Gill & Elias, 2014).  D’Enbeau, (2011) states that in the portrayal of Women laments “Women 

are only exploited for unfair illustration and selling commodities and nothing else.” Women are only 

given importance for their looks, hair, and beauty. Their personality and mind always come secondary 

to society and are sometimes not taken under consideration at all. It is considered that the only concern 

of women is their looks, hair, and beauty. They are taken to be nothing more than sexual objects whose 

only task remains to please and satisfy men. In today’s time, the media is not respecting or paying heed 

to morals or culture. Davidson  (2015) brings in limelight advertisements that have women wearing 

revealing swimming costumes and dresses while men are properly dressed in sophisticated attire. It 

shows the exploitation of women’s physique and gender itself.  

It is a common practice that people who watch television are bombarded with advertisements 

having slogans and images. In a 2000 Nielsen Media Research and Radio Advertising Bureau survey, 

it was deduced that on average U.S. households watch television for more than seven hours per day 
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(Castillo, 2014). The slogans and images repeated are instilled in their memory without them 

questioning the context, content, or subject of it. This is what (Becker-Herby, 2016) called the 

cultivation effect. “The effect of all this exposure to the same messages produces what has been called 

cultivation, or teaching of a common worldview, common roles, and common values” (Albarran, 2000). 

Lazar (2007) has concluded through various media and cultivation studies that excessive view of 

television and advertisement gives birth to and reiterate more stereotypical views regarding gender 

(Kotler & Sarkar, 2017). Greska, (2019), put forward the point of view that generally, television has the 

power to monopolize virtual and other sources of information and ideas. Feng, Chen & He, (2019), 

finding it can come under discussion that an American household watches television for an average of 

seven hours a day and this reiterates the stereotypes shown in television in people's minds. Television 

plays a vital role in shaping people's perceptions and understanding of the world. It influences our 

behavior and thinking. Therefore, whatever is portrayed on television has an everlasting impact and is 

a driving force in forming our perception and vision of the world.  

For a better representation of women and to silence the criticism brands like Unilever, Proctor, 

Gamble, H&M, etc. launched different campaigns to show women’s empowerment and give a tough 

time to gender norms. They worked to bring a better contemporary image of women that talks about 

the self-esteem of women and their empowering roles. However, many companies belonging to the 

same parent companies have different and contradictory messages to deliver to the consumer and those 

tend to be objectionable. For example, Dove and Axe belong to Unilever, but they both promote 

different concepts regarding the role of women (Akestam, N., Dahlén & Rosengren, 2016). 

On an important note, the acclaimed brand Dove started a campaign to make people accept and 

realize a wider definition of beauty (Deest & der Stelt, 2019) and acceptance of oneself. However, the 

sister company Axe has a different and opposite message in its advertisements. The advertisements of 

Axe have women shown in the same generalized light with subservient roles and domination within the 

power of male participants. The concepts are entirely different from each other in both the sister 

companies. Although generates sales for both brands as they address different gendered demographics 

it might create a hazy approach of consumers to the “natural beauty” and “build self-confidence” notion 

and affect their brand loyalty. 

Another such brand that started a campaign video initiating a debate is H&M. It launched the 

“Lady” campaign with the underlying message that let women be whom they want to be. The video got 

praised to have women models of different sizes, shapes, races, and ages it was criticized for not having 

women who are differently abled and economically well-off (Deest & der Stelt, 2019). It is said that 

their approach is somewhat more critical than empowering (Taylor et al. 2013). Furthermore, a student 

Ruth Clemens shares her experience of not being able to fit in size 16 of H&M despite being size 14 

(Gerbner et al. 1980). 

That means that a girl with an average build is not accommodated by H&M and this tarnishes 

the objective of respecting women that H&M is conveying, selling, and promoting. Thus, as this study 

discovers the major concepts put forward by the campaign videos and explores the representation of 

women, it also sheds light on the advertising policy of the companies which sell inconsistent and 

opposing concepts to consumers. 

The audience has been vouching for and celebrating femvertising and its initiatives. 90% of 

women have made themselves aware of female empowerment campaigns. These campaigns aid in 

building brand awareness and favorability for women-centric content and messages (Feng, Chen & He, 

2019). Moreover, brands have seen a shift and change in their audience's loyalty when the audience 

witnesses the breaking away from stereotypes. Feminism is all about equality and choice; women 

should have the freedom to decide the course of life for themselves. Feminism advocates that it should 

be purely their choice if they want to embrace motherhood or not or if they want to work or not. Female 

consumers are gradually allowed to choose paths or products that play their part in the said movement 

(D’Enbeau, 2011). Femvertising, in society, is creating awareness and debate regarding the stereotypes 

in which marketers and consumers are both a part of social and branded interaction (Castillo, 2014). 

The media industry has supported the idea of portraying and depicting women by using 

standardized and idealized model images and generalized roles (Kotler & Sarkar, 2017). The Gender 

Advertisement analysis done by Erving Goffman highlights that in print advertisements women are 

shown in roles of low cadre and subordination to men. It also highlights that TV commercials have a 

sexist approach than the of content aired on television (Becker-Herby, 2016). The females of today who 
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are familiar with and educated on feminism keep a keen eye on the representation of women by 

companies and brands. They tend to support and advocate a contemporary image rather than one bound 

by stereotypes (Castillo, 2014). 

Through research, it is evident that with the increase in representation of women in different 

positions in society women have gained certain freedom to put their wishes forward of how they should 

be advertised. With the change in political, economic, and social demographics and surroundings of 

women the advertisement content has also shifted to resonate with it. The audience now sees women as 

independent, strong, confident, liberated, and empowered. The domestic and objectification approach 

towards women is gradually being replaced with the said image of women (Dahlén & Rosengren, 2016). 

Theoretical Framework  

A stereotype notion is an understanding of a specific set of people. It is the thoughts and expectations 

of people regarding every person in that specific group. Expectations can differ from the personalities, 

preferences, or abilities of that group. Stereotypes are generalized because an individual fathoms that 

stereotype applies to each individual in the category. These generalizations tend to cloud the decisions 

of individuals toward that group. Stereotypes give birth to social categorization which raises prejudiced 

attitudes for various reasons. The theory resonates that the picture of stereotypical women is close to 

what researchers call the happy housewife. A woman is portrayed as a happy housewife majority of 

print and TV advertisements. Concerns were raised regarding the portrayal of women in the late 60s 

(Gill & Elias, 2014). Taylor et al. (2013) deduced that the women were distracted by the earth and in 

TV commercials were shown as housebound. People who watch TV as a part of their routine are 

bombarded with images and slogans through commercials. Deest & der Stelt, (2019) quote that on 

average, United States households were viewers of seven hours of TV per day (Levy, 2008). Many 

studies complement Levy, (2008), work on advertisements (1971) who concluded that women were 

shown in four different characteristics:  

1) Women should remain at home  

2) Women are not supposed to make important decisions  

3) Women are dependent on men for everything and protection. 

4) Women are seen as sexual objects and not as equal beings.  

Stereotypes generally convey a negative connotation. There are positive examples as well 

such as “as sober as Judge” which recommends that people with traits or occupation of the judge, and 

overweight people are jolly, and television news readers are considered as respectable and impartial. 

The ratio of negative stereotypes is higher than the positive ones however, a study by Kotler & Sarkar, 

(2017) was conducted to see if there were changes in stereotypes regarding women in the 70s. It came 

to be known that women were given product authority but these were limited to bathrooms and 

kitchens. It was the only notable change. All the other stereotypes in which women were shown 

merely as housewives and mothers persisted (Drake, 2017). 

Although, femvertising is appreciated throughout the globe, however, in Pakistan people let 

stereotypical notions rule their minds. It has been observed that the generalizations are deep-rooted in 

society and this cloud their judgments related to women especially. According to this survey, it was 

revealed that due to the set stereotypes people in Pakistan are not very accepting of an empowered 

image of a female. They prefer witnessing a docile and domestic image of women. Being a part of the 

patriarchal system, men of Pakistani society reject the idea of bold women and opinionated women. 

They prefer men in advertisements in leading roles and women in supporting ones. The society of 

Pakistan will take time to accept the changing dynamics of advertisements and the introduction of 

femvertising in the digital world. Women have shown an inclination towards it and with their 

enthusiasm and efforts, femvertising will become the new normal of society.  

 

RESEARCH METHODOLOGY 

For this study, the Survey method is applied and one questionnaire based on a five-point Likert scale 

is used. All the males of Lahore between the ages of 18 years to 40 years are from the population. The 

rules of purposive sampling are utilized because of the specific area and subgroup (those who watch 

TV advertisements). 
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RESULTS 

H1: The males of Lahore city don’t like the women in leading roles on watching TV advertisements. 

Sample X N Sample p 95 % Lower Bound 
Exact 

P-Value 

1.    352 500 0.704000 (0.661864, 0.743704) 0.000 

By applying one proportion test on the taken sample,  the  P-value = 0.000 < α = 0.05, is 

observed, therefore it concludes that the majority of males who lived in Lahore did not like the women 

in leading roles in TV commercials. 

Hypothesis No. 2:  

H2: The males of Lahore city consider that showing females in different empowered roles in 

advertising affects brand purchasing negatively. 

Sample X N Sample p 95 % Lower Bound 
Exact 

P-Value 

1 282 500 0.564000 (0.519264, 0.607975) 0.000 

By applying one proportion test on the taken sample the P-value = 0.000 < α = 0.05, is observed. 

It concludes that a large number of males of Lahore agreed on showing females in empowered roles in 

advertising affects brand purchasing negatively. The majority of male viewers developed resistance 

towards purchasing brands having femvertising.  

 

DISCUSSION 

The study found that co ter-stereotypes don’t have an effect by an effort of reversing the stereotypes 

with their presence (Gerbner et al. 1980), a counter-stereotype has a positive impact on the perceiver 

and the negatively stereotyped individual or a group but this is not have observed. This positive 

association could help in reducing the association between negative stereotypes and prejudicial attitudes 

that were lacking in the attitude of Pakistani male viewers. So it is observed that conspicuous differences 

and sexism against women in the sports industry exist same in a society that follows femvertising 

themes to market the products but doesn’t accept that theme. Feminism or the encouragement of 

women’s rights and equality of sexes is found superficial. 

It has also been found that femvertising is appreciated throughout the globe, however, in 

Pakistan people let stereotypical notions rule their minds. It has been observed that the generalizations 

are deep-rooted in society and this cloud their judgments related to women especially. According to this 

survey, it was revealed that due to the set stereotypes people in Pakistan are not very accepting of an 

empowered image of females and they don’t like brands facilitating women through empowered 

advertisements. 

 

CONCLUSION  

The study investigated the TV commercials of Pakistani brands or international donor agencies working 

in Pakistan showing sportswomen in a non-stereotypical manner, therefore, this study aimed to 

contribute to the understanding of the portrayal of Pakistani sportswomen in TV commercials by male 

consumers. Under the framework of Stereotyping, the study investigated the effects and exposure of 

femvertising that effected the stereotypic image of women among male viewers but created hurdles in 

the way of purchasing brands having women-empowered advertisements. 

Moreover, in Pakistan, people let stereotypical notions dominate. The study observed that 

generalizations are deep-rooted in society and this cloud their judgments related to women especially. 

The findings revealed that due to the set stereotypes, people in Pakistan were not found to accept the 

empowered image of a female. Being part of the patriarchal system, male viewers of Pakistani society 

rejected the idea of bold and opinionated women. They preferred men in advertisements performing a 

leading role whereas women in a supporting roles. In this study, we found evidence that lower gender 

stereotypes are moderately adjusted compared to women’s stereotypes about family characteristics. 

However, it is not yet clear how mild stereotypes and sexual stereotypes play differently and why. 

Furthermore, by investigating the, it was revealed that male TV viewers were found to have a 

stereotypical approach towards women as the hypotheses were accepted on finding P value 0.000. 
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Likewise, it was observed that the males of Lahore city don’t like the women in leading roles in 

watching TV advertisements. In addition to this, the males of Lahore city considered that showing 

females in empowered roles in advertising challenged their existing roles in society. 

Based on the results and limitations of this study, future studies to reduce indirect stereotypes 

are proposed. The main issues that need further investigation are 1) gender differences; 2) different 

concepts of women's stereotypes; 3) the influence of the media on gender differences. Future research 

may investigate whether sexual stereotypes are more ingrained in memory, and whether are they 

automatically activated after receiving the first media messages, such as a sexual music video or sexual 

reality show, but the stereotypes are cultivated. 
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