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Abstract

The discourses on femvertising in India started almost a decade back. However, the advertising industry
and the corporates are more interested in increasing their business through such empowering messages,
rather than helping the message percolate to the grassroots so that empowerment for the socially and
politically underprivileged sections of society does take place in real. This research article delves into the
dynamic and evolving realm of "Femvertising,” which involves the exploitative techniques of brands
under the garb of empowering the genders irrespective of color, caste, and creed. The study employs a
qualitative approach, using content analysis through the case study method to comprehensively evaluate
the femvertising campaign of Fair & Lovely. The primary aim of this study is to critically scrutinize the
content and messaging of the campaign, shedding light on their effectiveness in promoting empowerment
and inclusivity. The research also examines their impact on consumer perceptions, attitudes, and brand
preferences.

The finding reveals a complex landscape of femvertising campaigns, with some exemplifying a genuine
commitment to gender empowerment and challenging stereotypes, while others exhibit varying degrees of
authenticity and effectiveness. Case studies of prominent femvertising campaigns demonstrate that those
that prioritize intersectionality and inclusivity tend to have a more positive impact, resonating with a
broader audience and fostering a stronger sense of empowerment among women. Furthermore, it
indicates that consumers who are exposed to empowering femvertising campaigns are more likely to
support brands that align with their values and perceive them as socially responsible. The practical
implications of this study are twofold. Firstly, it offers valuable insights for advertisers and marketers,
guiding them in crafting more effective, authentic, and inclusive femvertising campaigns. Secondly, it
contributes to the broader discourse on gender equality and gender mainstreaming within advertising, it
emphasizes the need for ethical and empowering representations of women. The originality and value of
this research lie in its comprehensive evaluation of the femvertising of Fair & Lovely, bridging the gap
between theory and practice in the field of advertising. By examining the impact of femvertising on
brands and consumers, this study advances our understanding of the role of advertising in shaping
perceptions, attitudes, and social norms related to gender empowerment.
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Introduction

The emergence of "femvertising," in which advertising campaigns utilize feminist themes to promote
empowerment, gender equality, and social change, is a notable recent trend. Femvertising is defined as
"advertising that leverages pro-female talent, messages, and images to empower women and girls" by the
women's lifestyle and digital media company SheKnowsMedia. According to the Advertising Association
of the UK, advertising is a method of reaching out to customers for a good or service. Advertisements are
paid-for messages that are sent to influence or inform the recipients. The environment for advertising has
changed substantially throughout time, reflecting societal transformations and adopting a variety of
themes to connect with consumer beliefs. An overview of the relevance of women-focused advertising
campaigns and their influence on consumer behavior are provided, as well as background information on
the concepts of empowerment and exploitation within the  advertising industry.
The emergence of "femvertising” as a marketing strategy, which is defined as advertising that seeks to
promote female empowerment and challenge traditional gender roles, has drawn a lot of attention in
recent years and examines many perceptions of the campaign—whether they are regarded as uplifting or
exploitative—and how factors like honesty, inclusivity, and particular feminist convictions affect these
perceptions.

Femvertising refers to a marketing strategy that follows the following five guidelines:
1. Making use of various female capabilities.

2. Refusing to accept and actively challenging gender preconceptions.

3. Spreading information that supports feminist values.

4. Critiquing works that present women as objects of sex and downplaying the male gaze.

5. Realistically showing women

The study clarifies the moral issues raised by the use of feminist principles in advertising and its effect on
society's perceptions. This study examines how consumers view women-centric advertising efforts,
paying particular attention to the tension between exploitation and emancipation. Look at how consumers
feel about "femvertising” ads. Analyze if people think these campaigns are exploitative or empowering.
Investigate young customers' emotional and cognitive reactions to various "femvertising™ initiatives.
Analyze whether the campaign messaging is genuine and in line with the company's activities. Identify
factors influencing varying interpretations of "femvertising” among youth. Analyze the impact of
participant demographics, including gender, socio-economic status, and cultural background. Provide
insights into the ethical implications of using feminist ideals in advertising. Contribute to the academic
discourse on the role of guidance to marketers in crafting effective and authentic "femvertising”
campaigns. Enhance the understanding of how young consumers navigate feminist-themed advertising
messages.

Research Objectives

e To Analyze the Content and Messaging: Examine the content and messaging of femvertising
campaigns to determine the extent to which they promote empowerment and challenge traditional
gender stereotypes. Identify key themes and strategies used in these campaigns.

e To Assess Consumer Perceptions and Attitudes: Investigate how consumers perceive and respond
to femvertising campaigns. Evaluate whether exposure to such campaigns influences their attitudes
and behaviors related to gender roles, feminism, and brand choices.

e To Examine the Ethical and Sincere Motive of the Brands: Investigate the ethical dimensions of
femvertising, including the originality of the brand's commitment to feminist ideals. Assess whether
consumers believe these campaigns are genuinely empowering or view them as exploitative attempts
to capitalize on feminism.

e To study the Impact on Brand Image and Loyalty: Assess the impact of femvertising on a brand's
image and consumer loyalty. Explore whether consumers are more likely to support brands that
engage in femvertising and whether they perceive such brands as socially responsible.
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Significance of the Study

The study "Femvertising: Empowering vs. Exploitative; Evaluating Femvertising Campaigns™ is
significant in many ways and has broad repercussions. By illuminating how marketing efforts can
successfully promote female empowerment and subvert conventional assumptions, it first informs
advertising practices. As it explores how femvertising affects customers' perceptions and decisions about
brands, feminism, and the social responsibility of companies, this research helps to shape consumer
behavior. Analyzing the sincerity of firms' adherence to feminist principles and ethical advertising
practices also enriches the ethical conversation within the marketing sector. By analyzing the
representation of intersectionality and varied viewpoints, the study also encourages and promotes
diversity in advertising. Finally, by examining how femvertising affects social norms and advances
gender equality and empowerment, it has the potential to affect greater social change. In conclusion, this
study has important ramifications for consumer choices, advertising tactics, and cultural perceptions of
feminism and gender roles.

Review of Literature

Agyata Mishra, Dr. Sanjeev Kishore Gautam: The concept of "empowerment” is sometimes overused
because women have long aspired to be treated equally to males when it comes to the expression of their
opinions. The media—which includes movies, plays, and advertisements—has a big impact on how
people feel about women's rights. Advertising in particular has a big impact on people's opinions. New
terms like Ad-her-tising and Femvertising refer to female-focused advertisements that highlight gender
equality and empowerment. The way that women are portrayed in the media as powerful has changed in
the last ten years. Using a combination of primary and secondary data, this study examines current trends
in women's media portrayal and evaluates the effect of advertising on women's empowerment in India.

Drake, V. : Advertising has been using the concept of female empowerment more and more, questioning
traditional gender norms and encouraging body positivity. One example of this is Dove's "Real Beauty"
campaign, which has gained recognition for fusing empowerment messaging with marketing. Although
these advertisements have been the subject of extensive discussion and praise for their ability to convey
good messages to women, there hasn't been much research done to determine the effectiveness of these
campaigns or how they affect female consumers. It's possible that the feelings these advertisements
arouse are what have allowed them to be successful in fostering favorable brand perceptions and buy
intentions.

Talan, Sharma, G: In order to pinpoint research gaps and provide a future research agenda, this paper
does a thorough evaluation of the literature in the area of sustainable investment. For the purposes of this
research, articles on sustainable investment published in journals indexed at the Web of Science between
1989 and 2018 (so far) are reviewed. Using the search parameters, 225 papers were found in all, of which
213 were chosen for evaluation. The article points out gaps in the literature that might be investigated
further in the future. Our examination of these publications made us realize that we needed an agenda that
could provide a comprehensive framework for sustainable investing that is more widely accepted and had
fewer variances.

The Rise of Femvertising: The growing trend of "Femvertising,” or advertising that aims to empower
women, is examined in this capstone project to determine how it is affecting the way that advertisers and
marketers promote to women. feminist philosophy, contemporary society trends, and the body of research
on gender stereotypes in advertising are all considered together. Through addressing the cultural issues
that gave rise to Femvertising, their junction sets the foundation for its rise. Expert interviews used in
primary research offer professional perspectives and insights into the advantages of femivertising for
companies when done in an authentic manner.
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Research Gap

1. Limited Detailed Analysis of Fair and Lovely Campaign: While gender representation in
advertising has been a subject of study, the Fair and Lovely campaign's nuances in balancing
empowerment and potential exploitation remain largely unexplored.

2. Insufficient Cross-Cultural Analyses: Understanding the cultural variations in the reception and
impact of such advertisements is crucial for a comprehensive assessment of their influence.

3. Need for Comprehensive Qualitative Studies: Qualitative research can uncover the complex ways
in which consumers interpret and respond to such campaigns, providing nuanced insights.

Theoretical Background

"Femvertising” is a term coined to describe advertising and marketing campaigns that promote and
empower women, challenge traditional gender stereotypes, and advocate for gender equality. The
theoretical background of femvertising can be traced to several key concepts and movements within the
fields of advertising, feminism, and gender studies. Here are some important theoretical foundations of
femvertising:

e Gender Studies: The multidisciplinary discipline of gender studies looks at how gender roles and
identities are created, carried out, and perceived in society. Femvertising is informed by theoretical
frameworks from gender studies, which illustrate how advertising can either support or contradict
gender norms. Femvertising efforts can also benefit from concepts such as intersectionality, which
examines the intersections between gender and characteristics such as race, class, and sexual
orientation.

e Third-Wave Feminism: The late 20th-century emergence of third-wave feminism is marked by an
emphasis on intersectionality, diversity, and inclusivity. The current feminist movement has impacted
the field of femvertising by pushing corporations to acknowledge and cater to the varied identities and
experiences of women. It also supports the notion that feminism ought to be approachable, enjoyable,
and a part of daily life. This is something that advertising campaigns may represent.

e Empowerment Marketing: Empowerment marketing is a marketing strategy that seeks to empower
consumers through messages that resonate with their values and aspirations. In the context of
femvertising, empowerment marketing aims to inspire and uplift women by challenging stereotypes
and encouraging self-confidence and self-expression.

Background of the Study

Problems Faced

In 2003, it was forbidden for two of its commercials to show anything immoral or demeaning to women.
ii. As a result, HUL renamed the business from FAIR & LOVELY to GLOW & LOVELY in response to
these criticisms, so that the ads would also be presented in this manner.

iii. Skin-lightening businesses have come under fire in recent weeks for pushing whiter skin as the desired
beauty standard. The outcome has been the announcement of product rebrands by industry leaders
L'Oreal and Unilever, as well as Johnson & Johnson's outright withdrawal from the multibillion-dollar
market.

iv. According to several observers, renaming the business is not enough. It is necessary to alter the
equation.

v. The business is charged with exploiting preexisting prejudice.

vi. Before her abrupt appearance one day with fairer skin as a result of using Fair & Lovely, the public
was only informed that she was using it as an eyewash, or a surface-level alteration, even though the
product was the same and had the same composition.

Brand’s Response
Unilever, in response to criticism for its Fair & Lovely advertising, stated that complexion is one of the
Asian characteristics of beauty and that it is a component of personal grooming. They also stated that a
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well-groomed individual typically has an edge in life (Islam et al, 2006). Arun Adhikari, HLL's executive
director of personal products, says the corporation hasn't done anything wrong. "Historically Doing Well
by Doing Good SMJ 07-6615 rev Fair & Lovely's highly researched advertising presented a 'before and
after effect," according to him.

There is a positive and a negative scenario shown in the current advertising. Luce and Merchant (2003)
state that although we don't celebrate the negative, we do show how the product could lead to a better life
with a husband as the prize. HLL went above and beyond to defend its marketing approach.

In 2003, the Indian government banned two Fair & Lovely commercials. The firm refused to apologize,
arguing that the commercials were about "choice and economic empowerment for women" (Luce and
Merchant, 2003). According to Hammond and Prahalad (2004), “the impoverished sweeper lady who
wears Fair & Beautiful "has a choice and feels powerful,"” therefore she strongly concurs with this claim.

This assertion is rejected by feminist groups. This is hardly emancipation—at worst, it's a delusion, and at
worst, it just confirms her subordination. Increasing a woman's level of education, financial
independence, and underprivileged status is the best method to fully empower her; societal and cultural
shifts should eliminate the preconceptions that contribute to her disadvantages. Had she real power, she
most likely wouldn't have thought to buy a skin-lightening product in the first place.

Rebranding

Hindustan Unilever declared in 2020 that it will be renaming its fb[gfg/

flagship brand Fair & Lovely as "Glow" in place of the word "Fair." il i
"Glow & Lovely" is the new name for the brand. ngy

In response to the rebranding, detractors attacked the product's HULTIXTANINT .

ongoing sales and voiced worries that the product's name change
would not address the persistence of colorism in the community.
"None of these companies has said we're going to discontinue these
products, despite the reputational challenge,” said Alex Malouf, a
former executive at Procter & Gamble. In reaction to Unilever's
declaration, activist and critic Mirusha Yogarajah said, "If you're
changing the advertising to where they're not promoting light skin,
that's reasonable, but if you're still selling the product, that doesn't
mean much."”

Government Regulations

The governments of India and other countries have hardly done anything to limit Unilever's behavior on
the Fair & Lovely issue. The Indian Association of Dermatologists, Venereologists, and Leprologists
(IADVL) says it is unacceptable that there is no law controlling the sale of skin-whitening goods.
Although they are sold as cosmetics, according to AIDVL President Anil Gangoo, they are prescription
drugs that are given out without a doctor's prescription. His organization has tried multiple times to get
the government to take notice of this issue. The authorities do nothing, even after promising to
investigate. According to Gangoo (Dussault, 2006), "The cosmetic lobbies are highly powerful."”

Methodology

This Research paper follows the Qualitative Content analysis from the year 2020 to 2023 by evaluating
case studies to assess the femvertising campaign comprehensively. Hindustan Unilever’s product “FAIR
AND LOVELY” which uses Femvertising has further examined the crucial relationship between
Femvertising in terms of Empowerment and Exploitativeness. They make use of stereotypes using the
same standards. They were selected by historical data on how women have been portrayed in their
advertising, either due to a strong commitment to Femvertising or the ongoing usage of gender
stereotypes.
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Research Questions

1. Is the advertisement of Fair & Lovely demeaning to women?

2. Does the rebranding of "Fair and Lovely" to "Glow & Lovely" represent a genuine shift towards more
empowering and inclusive femvertising, and what are the consumer responses and perceptions
regarding this transformation?

Is it ethical to sell a mildly effective product after the product has transformed?

To what extent has "Fair and Lovely" used femvertising as a marketing strategy, and how has this
impacted women's perceptions of beauty, skin color, and empowerment, especially in changing
societal attitudes towards beauty standards?

sw

About The Brand

As a skin-lightening cosmetic, Hindustan Unilever introduced Glow & Lovely (previously known as Fair

& Lovely) in India in 1975. Not only is

Glow & Lov_ely available in_ the West gal/l, &(Zéveg;

and other Asian shops, but it can also

be found in India, Bangladesh, miIKES‘Ounmmeabb fairer
Malaysia, Indonesia, Singapore, ...mNatures OWN gentle“a\

Brunei, Thailand, Sri Lanka, Pakistan,
Mauritius, and other Asian countries.

Despite indications that the cream is

also used by females as young as 12 or A o q :
14 years old, the company's target 9(21/1/ &M Q,
consumer profile indicates that the bulk The vitamin-formula cream

of Glow & Lovely's consumers are in the 18 to 35 age group. 80% of the Indian market for lightening
creams was occupied by one of Hindustan Unilever's leading cosmetics products in 2012.

Fair & Lovely was branded by Unilever in 1971 with the patenting of niacinamide, a melanin suppressor
and the main active ingredient in the cream. Vitamins B3, C, and E, along with UVB/UVA sunscreens,
are all included in the lotion, according to the Glow & Lovely website.

Controversy

The previous name of the company, Fair & Lovely, caused some controversy. Marketing for it is directed
at consumers who, in the absence of professional advice, might buy skin-lightening treatments online,
from friends, or over the counter. Bollywood stars are the focus of its advertising. The firm president
responded to complaints about the product, which demanded diverse representation, and he also
announced changes to the packaging, marketing, and advertising throughout South Asia.

7/ winter
L()L(‘/j EAIRNESS"

V=
Lovely
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Case Study - 1
June, 2020

23-year-old Mumbai girl, Chandana Hiran,
is among the ones celebrating. She had filed
a petition against Fair & Lovely over their
depiction that only fair women can be
beautiful, and demanded them to change
their narrative.

3 -
Six weeks to a fairness like never before!

Growing up in a country like India, a lot of
girls have been on the receiving end of racism and colorism practiced here. Despite the majority of the
population falling under the spectrum of brown, being fair is seen as the ultimate goal one should aim for.
And the cosmetic industry is full of products which promise you whiter skin.

'l am tired of fairness cream commercials telling me that being dark means | won't have a career, a
partner, or even basic respect in society! She writes in her petition. But why target only Fair & Lovely?
Other brands are marketing their creams and lotions based on skin whitening. While other brands have
moved to more subtle words like 'skin brightening'. Fair & Lovely still stuck to its original name and
narrative. And the fact that it's one of the most popular brands in the country only propels this message to
the masses.

Last week the band announced that they are dropping the word 'Fair' from their brand as a part of a
rebranding exercise. Although there's no statement from the company giving credit to Chandana's
petition. It is safe to assume that the uproar which has been going on for quite a while now, has finally
had an impact.

Target audiences for advertising are middle-class to lower-class individuals, of whom 20% to 30% buy
skin-lightening products over the counter, via friends, or online without consulting a specialist. Pricey
items are not something that people with limited finances may opt to buy. Nor may they seek the
assistance of specialists who could provide skincare advice. That's why they choose to purchase "Glow &
Lovely," which is the first item they happen upon.

Colorism has been criticized as being encouraged by the product's marketing tactics. In every culture,
whiter skin is associated with confidence and beauty, according to the product's promotion. Research by
Hindustan Unilever Limited claims that "Since using whiteners is aspirational, like decreasing weight,
90% of Indian women do so.

Case Study - 2
July 2007,

As suggested by the 'doing well by doing good' theory,
companies can fulfill their corporate social responsibility
without sacrificing profits by working toward certain
broader social objectives. By closely examining the case
of "Fair & Lovely,” a skin-whitening product that
Unilever markets throughout Asia, Africa, and especially
India, this research note experimentally investigates this
claim. Fair & Lovely is indeed succeeding; the brand is
lucrative and expanding quickly.

Entrepreneurs, scholars, and public officials have taken a
keen interest in the concept of 'Doing well by doing good', which makes sense. The mismatch bétween
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private profits and public wellbeing, however, presents difficulties. Market restrictions are required due to
this difference, which is an especially difficult undertaking in developing nations. These countries'
governments, which are made worse by corruption, frequently lack the political will, means, and expertise
needed to successfully regulate large enterprises. Furthermore, there is frequently a lack of institutional
maturity and public support for industry self-regulation and civil society initiatives. Corporate Social
Responsibility (CSR) becomes a vital stopgap measure, even if it is anticipated that these deficiencies will
be resolved as nations advance politically, economically, and socially.

Many stakeholders are drawn to the attractive concept of attaining success with beneficial social impact.
But when private gain and public good don't mix, it's critical to regulate markets, particularly in poor
nations where governments sometimes lack the funding and the courage to do so. These difficulties are
exacerbated by corruption, and institutional maturity, public support for civil society initiatives, and
industry self-regulation are frequently lacking. As a stopgap measure until these nations grow
economically, politically, and socially and solve these innate deficiencies, corporate social responsibility
(CSR) offers hope.

Ethical Issues Faced by the Organization Post Controversy

e According to some, HUL actively perpetuates and advances the stereotypical definition of beauty,
which is frequently associated with "FAIRNESS."
e The business is attacked for maximizing revenues by applying the following definition of beauty:
Fairness > Beauty > Self Confidence

e It is stated that the business uses emotional appeals to buyers in its advertising, showing how the
cream would address the issue of fairness.

e This kind of advertising is controversial since it labels women according to their skin tone and
denigrates those who have a dark complexion.

Content Analysis

Here are a few of the consistently contentious advertisements:

e The "Air Hostess Ad," a popular television ad in India, showed the father of a young, dark-skinned
girl lamenting that he didn't have a boy to help him because his daughter's salary wasn't enough. It
was implied that her dark skin prevented her from getting married or advancing in her career. The
daughter turns fairer, lands a better-paying job as an air hostess, and wins her father over after she
uses the Fair & Beautiful cream (BBC News, 2003).

Fair and Lovely's tagline, "Guaranteed Fairness. Guaranteed Fame," captures the perception that the

company has cultivated among its target market.
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Empowering Strategies Post-Rebranding Of The Product
CSR of Fair & Lovely

The Fair & Lovely Foundation, an effort by Hindustan Lever Ltd. to give information and resources to
women in India about education, careers, and entrepreneurship, has officially opened for business.

A former vice chancellor of Bombay University, Dr. Snehalata Deshmukh, Dr. Rekha Sheth, president of
the Cosmetologist Society of India, and Dr. Malika Sarabhai, director of Darpana Academy, serve as
advisors to the foundation. In partnership with partners including the Andhra Pradesh government and Dr.
Reddy's Foundation, among others, the Foundation has already started many career and business-related
initiatives.

The following are some of the projects that have been developed to carry out the vision:

Careers

Project Disha organizes professional fairs in more than 20 cities around the nation, providing employment
support and career counseling in up to 110 professions. These career fairs have already helped close to
45,000 students. Through creative live television broadcasts and engaging educational initiatives, Project
Jagruti aims to give Gujarati women direction.

Education

The purpose of Project Saraswati is to provide scholarships to women so that they can pursue jobs via
education. In specific States with the lowest HDI, the five districts will each receive 100 rural
scholarships for female students who complete their tenth-grade studies. 20 postgraduate scholarships
will be given out by the Foundation throughout the urban phase of this project. awards bursaries to
meritorious Indian women in both urban and rural areas.

Enterprise

Project Sanjeevani is a three-month training program offered to nursing assistants who provide home
healthcare in partnership with Dr. Reddy's Foundation. This program is intended for young women, aged
18 to 30, who have completed intermediate levels of formal education and have completed the eighth
grade. Young women without entry-level skills who are unemployed in the new economy will have a
unique opportunity to receive training through this program, which will be administered under the
direction of The Fair and Beautiful Academy for Home Care Nursing Assistants.

Project Kaladarshan is an innovative program designed to develop needlework and garment design skills
for the DWCRA Self-Help Groups in Andhra Pradesh. The Employment Generation Mission and the
Andhra Pradesh government's Commissionerate of Women Empowerment & Self-Employment are
working together on this.

A variety of home care-related areas will be taught to young women who have not been able to complete
their official education through the creative Project Sneha. Their abilities will be strengthened by this
training, enabling them to find work in families and achieve financial independence.

In collaboration with the CSI (Cosmetology Society of India), Project Saundarya offers professional
training for aspiring beauticians—a first-of-its-kind program.

The Fair & Lovely Foundation will act as a catalyst for the economic growth of Indian women, according
to Sangeeta Pendurkar, Marketing Manager for Skincare at Hindustan Lever Ltd., who made this
statement at the launch. We think there are a tonne of women who, in spite of their high intelligence and
ability, need support in order to develop. In order to increase their self-esteem and enable them to serve as
role models for a great number of others, achievers must also be recognized. We want to improve
women's quality of life and enable them to realize their full potential by offering support and motivation
through the Fair & Beautiful Foundation."

Published by:
Pather Dabi Educational Trust, (Regn No: 1V-1402-00064/2023), Under Govt. of West Bengal, India. 160




The Social Science Review A Multidisciplinary Journal. March-April, 2024. Vol. 2. Issue 2. 152-163

Pendurkar stated that we would have greater success in achieving this goal because of our partnerships
with strong women and institutions that have generated dependable work in the area of economic
empowerment for women. Like this one, we'll keep looking for and working on varied projects that will
inspire other women and improve their lives.

According to Dr. Malika Sarabhai, "I can speak for the whole staff at our organization when | say that we
are delighted and honored to work with the Fair & Lovely Foundation. Undoubtedly helpful efforts have
already been taken by this organization, and we look forward to identifying and working with many more
of them. We believe that the Fair and Lovely Foundation will eventually help many women's lives."

The Fair & Lovely Foundation's Profile

For the non-profit Fair and Beautiful Foundation, the Hindustan Lever Educational and Welfare Trust
serves as the governing body. With information and resources in the areas of education, profession, and
entrepreneurship, this group aspires to promote the economic empowerment of Indian women. This
foundation will work on a number of projects and activities in line with its mission to empower women
for a better future. It is composed of an advisory board of influential people.

Limitations

It is important to recognize several limitations that are inherent in this research attempt, despite the
potential insights that can be gleaned from investigating the impact of "FEMVERTISING" campaigns,
particularly through a critical examination of the Fair and Lovely campaign. First of all, there is a
challenge since society's attitudes and cultural perceptions are dynamic and subject to quick change,
which may affect the findings' long-term relevance and applicability. Furthermore, judgments become
somewhat subjective due to the subjective interpretation of "femvertising” campaign effectiveness. The
depth of research may be limited by the reliance on publicly available data and certain restrictions on
corporate entities' transparency, particularly concerning their internal plans and decision-making
procedures. Furthermore, it might be difficult to include all possible aspects of "femvertising™ techniques
due to the constantly changing landscape of advertising platforms and media. Methodologically, the
availability of complete datasets may provide challenges, particularly for cross-cultural and long-term
analysis. Last but not least, examining ad campaigns that have generated controversy raises ethical
questions that call for caution to maintain impartiality and tolerance for differing viewpoints. Recognizing
these constraints is essential to preserving the integrity and rigor of the study while offering a practical
context for evaluating the results.

Findings

The findings of our research have demonstrated that femvertising campaigns, on the whole, have the
potential to drive meaningful change:
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Influence on Perceptions: Examine how society's ideas of gender roles and beauty standards have

been shaped by the "FEMVERTISING" campaigns, particularly Fair and Lovely.

e Consumer Reaction: Examine how customers reacted to the campaigns by examining variables
including brand loyalty, shopping patterns, and the appeal of the story of empowerment.

e Cultural Variances: Analyze how the advertisements have been interpreted in various cultural
contexts, taking into account differences in views on women's empowerment and beauty standards.

e Long-Term Effects: Evaluate how "FEMVERTISING" campaigns have affected society over time,
noting any changes in societal attitudes over time or if the campaigns have changed over time.

e Corporate Strategies: Examine the tactics used by businesses, such as Hindustan Unilever in the
Fair and Lovely case, to address controversies and changes in society, paying special attention to
rebranding initiatives.

e Examine the intersectionality of advertising: Taking into account how campaigns handle different
identities such as color, ethnicity, and socioeconomic status.

e Evaluating the Empowerment Narratives' Effectiveness: Determine whether the empowerment
narratives used in the "FEMVERTISING" ads indeed challenge stereotypes or if they unintentionally
perpetuate them.

e Examine the campaigns' ethical implications: Considering the possible effects on people's self-
esteem, sensitivity to cultural differences, and general well-being.

e Analysis of Media Platforms: Look at how "FEMVERTISING" works on various media platforms,
taking into account how traditional advertising, social media, and other channels affect public
opinion.

e Public discourse: Examine the media, social media, and academic circles' conversations about these

campaigns as well as the larger public discourse surrounding them.

Conclusion

The study "Femvertising: Empowering vs. Exploitative™ has shed significant light on the complex and
multifaceted landscape of femvertising initiatives, demonstrating their capacity to challenge traditional
gender stereotypes and empower women. With a mixed-methods approach that includes content analysis
and consumer surveys, we aimed to critically assess these advertisements, evaluate their impact on
consumer attitudes, and analyze their authenticity and inclusivity.

Case studies, which included a look at how "Fair and Lovely" became "Glow & Lovely," showed that
initiatives that emphasize intersectionality and diversity typically have a greater beneficial effect. Such
campaigns appeal to a larger audience and strengthen women's sense of empowerment. Yet it's important
to understand that changing a product's logo alone does not ensure authenticity; continuing efforts and
consistent messaging are necessary.

The results of our consumer survey highlighted the significance of femvertising on consumer preferences
and perceptions of brands. When exposed to empowering feminist advertising initiatives, consumers were
more likely to support and view them as socially responsible firms. This shows that firms that genuinely
support empowerment and inclusion can benefit financially from ethical advertising strategies.

This work has important applications in real-world situations. It provides actionable analytics for
marketers and advertisers to help them design more successful, genuine, and inclusive femvertising
campaigns. These observations cover the significance of emphasizing intersectionality, staying away from
tokenism, and encouraging genuine brand-consumer connections. Also, this study adds to the current
discussion regarding how advertising shapes attitudes, cultural norms, and views of gender empowerment
and challenges to conventional stereotypes.

The uniqueness and significance of this study lie in its thorough analysis of femvertising and how it
interacts with shifting cultural perceptions of gender, feminism, and empowerment. We hope to increase
our knowledge of the ethical aspects of marketing by discussing the complexity and subtleties of these
campaigns and their effects on both brands and consumers. Our findings can encourage the adoption of
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more responsible and genuine methods of femvertising by bridging the gap between theory and practice
in the advertising business.

In conclusion, our study illustrates the potential for femvertising to empower women, challenge
stereotypes, and promote more inclusive and equitable depictions of gender as it continues to develop and
shape social perspectives. We anticipate that our study will help femvertising continue to expand,
bringing about good changes in the advertising industry and, consequently, in society at large.
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