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Abstract. Femvertising is an advertising strategy that challenges traditional 

stereotypes that reflect women as a secondary subject and arises from the need 

for brands to connect with a female audience exposed to cultural changes. 

Feminist advertising is composed of five elements: intersectionality, 

empowerment, questioning stereotypes, sexualization of the body and the perfect 

female image. This study aims to identify which feminist elements in #IgualDa 

femvertising would be perceived as dishonest by ProLife women that could affect 

BCP. A qualitative approach research with phenomenological design was 

conducted. Fifteen pro-life women from 18 to 37 residents in different cities of 

Peru were interviewed. As a result, the elements perceived as dishonest are: 

intersectionality, empowerment, questioning of stereotypes and perfect feminine 

image. 

Keywords: Brand Responsibility, Feminist Advertising, Empowerment, 

Equality, Stereotypes. 

1 Introduction 

Please note that the first paragraph of a section or subsection is not indented. The first  

One of the social problems faced by several countries in the world is the gender differ-

ences caused by beliefs about what it means to be a boy or a girl as determined by the 

norm [1]. Since communication is an important social marketing tool that works as a 

way to persuade citizens to adopt social change [2], advertising focused its efforts on 

offering an emancipatory discourse, avoiding harmful messages about women, gender 

stereotypes, humiliation of the female image and ridiculing them [3]. Femvertising is 

an advertising strategy that challenges traditional stereotypes that reflect women as sec-

ondary subjects [4]. This contemporary term is an evolution of the so-called commodity 

feminism, an advertising trend that attempts to combine activism and feminism through 

consumption [3]. In this context, many advertisers show a diversity of women in charge 

of their own thoughts and behaviors and with the ability to surpass themselves [5]. 

Likewise, marketing specialists have recognized that femvertising sells, since it im-

proves the reputation of a brand and promotes a positive message for women [6]. 

Femvertising is linked to a contemporary practice known as "brand responsibility" 

or "brand advocacy," in which brands and clients align themselves with social problems 

© The Author(s) 2025
D. Barredo Ibáñez et al. (eds.), Proceedings of the International Conference on Communication and Applied
Technologies 2025 (ICOMTA 2025), Atlantis Highlights in Social Sciences, Education and Humanities 42, 
https://doi.org/10.2991/978-94-6463-868-4_40

http://orcid.org/0000-0002-5700-0816
http://orcid.org/0000-0002-8524-8595
https://doi.org/10.2991/978-94-6463-868-4_40
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-868-4_40&domain=pdf


438 G. Mantilla-Caro and E. Gallardo-Echenique

to make themselves appear more socially responsible, transparent, and ethical [6]. How-

ever, this generates opinions about the false intentions of brands, thus reinforcing the 

thought that advertising is manipulative, hypocritical and opportunistic [7]. These com-

ments may be justified, since brands that carry out female empowerment campaigns are 

rewarded with commercial success [6]. Thus, some campaigns receive bad comments 

blaming them for reinforcing sexism or creating new stereotypes in which women are 

shown in a sexual role [8]. There is even the theory of ventriloquism in which feminist 

advertising is promoted by the patriarchal consumer culture and is neither honest nor 

transparent [9]. 

The use of femvertising in Peruvian campaigns is related to the tireless struggle to 

eradicate gender violence and the femicides in the country [10]. Therefore, there has 

been a positive response to femvertising on the part of people who recognize themselves 

as feminists [11]. There is also a negative response to feminism, a term often misun-

derstood by a large public of women [4], even repudiated by women who consider that 

gender divisions are not necessary in neoliberal cultures without gender oppression [8]. 

Compared to traditional ads, femvertising evidenced a positive impact on purchase in-

tentions, which means that brands that position themselves as socially responsible man-

age to obtain a large benefit in final sales [6, 12]. The public relies on this last fact to 

justify its position on the falsehood of brand campaigns that are linked to social prob-

lems [7].  

This study answers the following research question: What feminist elements in 

femvertising #IgualDa would be perceived as dishonest by ProLife women that could 

affect BCP? The importance of the issue lies in recognizing that a nationally recognized 

brand like BCP (Banco de Crédito del Perú) has an audience with diverse beliefs, val-

ues, and ideological positions. A study by Lima and Casais [8], analyzing over 900 

online comments, revealed that some consumers perceive brand strategies as hypocrit-

ical or exploitative when they do not genuinely align with feminist values. According 

to IPSOS [13], in 2025 only 22% of Peruvians identify as feminists, representing a 12-

percentage-point decrease compared to 2019, and 65% of respondents do not identify 

as feminists. 

2 Feminist Elements 

Franco et al. [14] identified five elements that make up feminist advertising: (a) inter-

sectionality, which refers to the representation of the diversity of women; (b) the mes-

sage of confidence, self-esteem and motivation, which seeks the image of empower-

ment; (c) the association with tasks outside the context of domestic care; (d) the inten-

tion to avoid objectification through the sexualization of the body; and finally, (e) the 

real image of women away from the idea of perfection.  

A new definition of femvertising motivates the inclusion of new forms of gender 

equality in which only humans are shown to be doing the right thing regardless of race, 

religious beliefs, sexual orientation, age, size, or ethnicity [7, 10]. This definition fo-

cuses on intersectionality, which proposes that all aspects of one's identity should be 

examined as simultaneously interacting with each other [15]. In this line, femvertising 

https://www.youtube.com/hashtag/igualda
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should assume the challenges of the polyvocality that feminisms represent in a conven-

tional and mediated communication [9]. 

Feminist advertising seeks to promote feminine power by highlighting women's ca-

pabilities in different areas of their daily lives [7] and inspires them to confidently take 

control and responsibility for their identity [10]. Empowerment develops on two levels: 

the individual and the collective, so that with the former, the person increases her self-

esteem, while with the latter, she recognizes objectives in common with her environ-

ment [7]. Along these lines, feminine power is understood as the capacity to change 

one's own thoughts and behaviors and those of others [5]. 

One of the concepts that feminist advertising confronts is stereotypes [7]. Femver-

tising, through its slogans and messages, seeks to represent women in roles that chal-

lenge the past and reinforce the feminine identity in a modern society [8]. Thus, cam-

paigns are seen that portray women or girls in scenarios that are outside the traditional 

stereotypes associated with housework or other tasks associated with marriage or moth-

erhood, but are shown in competitive environments [15]. Many brands around the world 

have run spots that encourage women to proudly stand up against archaic beliefs about 

femininity and to be brave enough to pursue ambition and decisiveness [12]. 

The image of women and everything related to them has been shown, in advertising, 

in a denigrating and subordinate way [7]. Therefore, femvertising supports the disasso-

ciation of the sexualization of the female body [14], without invalidating the sexuality 

of women, so that exposed skin or female body attributes are shown in a relevant and 

authentic way [15]. The woman as the virtuous wife, good mother, who complies with 

patriarchal and family norms is dismissed by the media and the state, which seek to 

redefine femininity [12]. The norms that frame femininity speak to the preservation of 

beauty, heterosexual romance, domestic environment and childcare, and female per-

sonality traits [16]. 

3 Methodology 

This study is based on the phenomenological paradigm, since it seeks to study the per-

ceptions and meanings of the participants based on their realistic lived experiences of 

a phenomenon [17, 18]: femvertising. Its approach is qualitative, since, in order to ob-

tain a deeper understanding of the participant's experiences [18], data are collected 

through the words, natural language, and expressions of experiences in the social inter-

actions of those who participate [19]. 

The spot #IgualDa [It doesn’t matter] , which was launched by Banco de Crédito del 

Perú (BCP) [20] on March 8, 2020 -a date that marks the commemoration of Interna-

tional Women's Day- was analyzed. The spot shows women of different ages, ethnici-

ties, sexual orientations, belief systems, among others. Each woman expresses phrases 

with which women are usually attacked: (a) It doesn't matter if you think I won't be-

come an army general; (b) It doesn't matter if you think I don't look feminine; (c) It 

doesn't matter if you judge me because I don't want to have children; (d) and, It doesn't 

matter if you think my place is in the kitchen. These statements are all preceded by the 

phrase It doesn’t matter [Igual da], which functions rhetorically to convey a stance of 
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resilience and empowerment in the face of gender-based stereotypes and social con-

straints.  

The selected population consisted of ProLife women between the ages of 18 and 37 

years who live in different cities of Peru (see Table 1). The inclusion of the ProVida 

collective addresses the need to understand how a conservative sector perceives femi-

nist communication strategies, such as femvertising, by identifying possible ethical or 

perceptual objections to the brand and providing a critical perspective from a group 

historically skeptical of feminist discourse on the body, sexuality, and gender ideology. 

They were selected using snowball and theoretical sampling techniques. The snow-

ball technique starts with a participant who meets the ideal characteristics for the study 

and uses his or her personal connections to contact other people with similar qualities 

[21]. In theoretical sampling, participants were strategically selected to develop and 

refine concepts about femvertising [22]. In interview 15, theoretical saturation was 

reached; that is, no new relevant findings were obtained during the qualitative analysis 

process [22]. 

The collection technique was the semi-structured interview, which consists of asking 

and answering open-ended questions that, although based on a content guide, allow for 

greater versatility and flexibility in the interview [23]. A guide was developed with 36 

key questions that allowed the interviewer to ask additional questions depending on the 

interviewee's response [23]. Each interviewee received an information sheet specifying 

the objective of the study and her rights as an interviewee. The interviewees provided 

information voluntarily and verbal consent was obtained and recorded in an audio re-

cording. An alphanumeric coding was used in order to maintain the confidentiality of 

the data and preserve the privacy of each interviewee. The information collected is ac-

cessible only by the principal investigator. The data collected were processed through 

thematic analysis, a method that consists of understanding experiences, thoughts and 

behaviors by dividing them into data sets to answer the research question [24]. 

Table 1. Interviewee characteristics. 

Interview Profession or occupation Location Age Duration 

I01 Physician Rimac, Lima 37 46 min. 

I02 Secondary Education Student Manatay, Ucayali 21 40 min. 

I03 Systems Engineer Surco, Lima 36 30 min. 

I04 Psychology student Villa El Salvador, Lima 20 20 min. 

I05 Medical Surgeon San Juan de Miraflores, 

Lima 

31 65 min. 

I06 Industrial Administrator Cercado de Lima, Lima 27 54 min. 

I07 Communication, Linguistics and 

Literature Teacher 

Independencia, Lima 26 93 min. 

I08 Medical Student El Porvenir, Trujillo 18 47 min. 
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I09 Marketing and Business Admin-

istration student 

Santiago de Surco, Lima 19 38 min. 

I10 Communications student San Juan de Lurigancho, 

Lima 

19 26 min. 

I11 University student Pueblo Libre, Lima 20 35 min. 

I12 University student Bellavista, Callao 19 38 min. 

I13 Nutritionist La Molina, Lima 29 42 min. 

I14 Psychology student Sullana, Piura 23 38 min. 

I15 University student Carabayllo, Lima 20 37 min. 

4 Results and Discussion 

This section presents the feminist elements in the femvertising campaign #IgualDa that 

were perceived as dishonest by Pro-Life women. 

4.1 Intersectionality 

The participants agreed with showing a diversity of skin colors; however, they identify 

a forced inclusion, since in Peru there are many types of race and they only focused on 

showing one. Some believe that they are taking advantage of racial inequality as well 

as gender inequality to be relevant. In such a way, both issues are related since women 

are doubly affected when there is a situation of racism, being at risk of being violated 

not only because of their gender, but also because of their race [25, 26]. It should be 

noted that the problems of racial exclusion will not be solved if advertisers only include 

women of color in different areas, since intersectionality goes beyond racism and sex-

ism [25, 27]. 

The participants agree with showing different body sizes in advertisements. How-

ever, they see it as an inclusion that tries to manipulate, as they claim that many of them 

would be skinny if they could. While they feel it is right to show realities, they also see 

it as hypocritical and manipulative. There is a perceived inauthentic message from ad-

vertisers who make use of sex appeal and beautification of varied body shapes, as they 

show a manipulative ability that invites their consumers to consider plus-size women 

"fake", resulting in stereotypes [27, 28]. 

The participants believe that the most popular minorities were shown in order to 

generate more impact and controversy. They mentioned that they did not feel identified 

at all, as it was necessary to show women from other provinces, women with illnesses 

or disabilities and women with families, married women, among others. Brands, in try-

ing to align themselves with ideas of social justice, follow the capitalist nature of a 

modern society where moral value depends on economic value to resonate with the 

group of women who are in favor of gender representation free of stereotypes and use 

it as an effective marketing tool [12, 27]. 
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4.2 Empowerment 

The interviewees noted, in the spot, a predominant type of woman: the feminist. They 

think that there is a certain discrimination against women who dedicate themselves only 

to being housewives or to their families. The advertisers identify four female gender 

roles that represent different types of women, among which is the woman in a neutral 

role, who will feel effectively identified in a more egalitarian representation, in which 

she and her partner share household chores together [29, 30]. 

The participants consider that the word play in the #Igualda spot is a way of empow-

ering women and that it shows a rebellious attitude that does not represent them. Alt-

hough they think it was a creative way of relating those words. This finding makes 

visible a rivalry between collective enemies known as "them", the violent women, and 

"us", the women against this type of protest, which, consequently, generates a public 

discussion around the ways in which women were driven by their emotions based on 

rage [31, 32]. 

4.3 Questioning Stereotypes 

The interviewees believe that it breaks with the stigma previously held about women 

holding high and important positions, such as that of a militant in the army, as shown 

in the spot. However, they see it as unnecessary because many women currently hold 

these positions without any problems, and those who do not do so simply do not want 

to. Faced with this, the advertisers want to show that, in different fields, although female 

participation is increasingly recognized around the world, women are still underrepre-

sented due to gender perceptions that act as a limitation to validate the entry or experi-

ence of women [33, 34]. 

The participants consider that the positive part of the spot is when it shows the reality 

of many women who, being mothers, have achieved their goals. However, it is shown 

in a disheveled way, which they believe reinforces the stereotype of women as mothers 

who neglect themselves. Therefore, femvertising is not free from the creation of new 

stereotypes that relegate women who, of their own free will, fulfill the roles of tradi-

tional motherhood [12, 35]. In addition, attributing gender inequality to motherhood in 

advertisements, directly or indirectly, reinforces a broader cultural ideal that children 

are primarily the responsibility of women and the female sphere [16, 35]. 

4.4 The Sexualization of the Body 

The participants observed a shift in advertising over time, noting that contemporary 

portrayals of women differ from those in earlier advertisements. They identified that 

women are now represented not through sexualized depictions of their bodies, but ra-

ther in a functional manner, conveying an attitude of empowerment aimed at challeng-

ing stereotypes. Therefore, advertisers meticulously investigate the way in which ad-

vertising reflects in detail busy professional women, strong women and caregivers, ra-

ther than depicting them in a stereotypical and sexist way [7, 12, 29]. 

The participants considered the character that represents the older woman to be im-

portant, since they recognized the weakness with which she is usually perceived, so 
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they were in favor of the spot by showing this character as strong and capable. In view 

of this, the advertising admits the theory of ambivalent sexism, in which there is hostile 

sexism, which represents women as vulnerable and weak; and benevolent sexism, 

which shows women concerned about their physical appearance [29, 36]. 

4.5 The Perfect Female Image 

The participants believe that they would not get a tattoo, but that everyone is in a posi-

tion to choose. However, they are of the opinion that, although femininity is in the 

attitude and in what they convey as a person, by definition a woman with tattoos is not 

feminine. Against this, advertisers portray a woman with tattoos as someone who does 

not conform to feminine norms and self-objectification; that is, a woman who does not 

conform to gender roles that include femininity [16, 37]. 

The participants believe that cooking is a survival activity for both women and men, 

and even a demonstration of care and affection between people, so they accuse the spot 

of showing a kind of discrimination against women housewives or cooks, since it is 

implied that dedicating oneself to housework is negative or inferior. It has been consid-

ered that advertising has become sexist in the role of housewife, especially in the family 

food activity, since female characteristics such as nurturing, care or empathy have been 

undervalued in society [26, 29]. 

Franco et al. [14] propose five key elements of feminist advertising: intersectiona-

lity, empowerment, questioning stereotypes, sexualization of the body, and the perfect 

female image. However, throughout the field study, there is a similarity between the 

category of questioning stereotypes and the perfect female image. Therefore, it is pro-

posed that both elements form one. The same happens with the categories of empow-

erment and the sexualization of the body, since the participants understand the body as 

a new way of expressing themselves and showing an empowered attitude. Thus, both 

categories are proposed as one and the same for the Peruvian context. Such proposals 

should be validated in future studies. 

5 Conclusions 

It is concluded that the elements of BCP's femvertising #IgualDa, which are perceived 

as dishonest by the ProLife public, are: intersectionality, empowerment, questioning of 

stereotypes and the perfect feminine image. Diversity of races, sizes, ages, among other 

aspects is not a topic that ProLife women reject. Empowerment is perceived as an ex-

cessive rebelliousness that is reflected in aggressive attitudes and defensive words. 

They agree with the questioning of stereotypes, as long as these reveal real problems 

that continue to affect women today. In addition, they consider incorrect the creation of 

stereotypes that underestimate women who follow the traditional patterns of mothers 

and housewives voluntarily. Similarly, they express agreement with the extinction of 

the sexualization of the body in advertising, as they are in favor of showing women's 

bodies in a functional and vital way. Finally, they consider that the perfect feminine 

image is related to femininity and motherhood, concepts that are questioned by femver-

tising. 
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This study presents certain limitations. Due to participants being located in different 

regions of Peru, interviews were conducted via Zoom, which occasionally led to audio 

disruptions, while not affecting comprehension, prolonged transcription time. Addi-

tionally, thematic analysis inherently relies on the researcher’s subjective interpreta-

tion, which can introduce bias during the coding and theme development process. Fur-

thermore, the findings are context-dependent and may not be generalizable to broader 

populations or settings.  

In the future, it is proposed to use the set of feminist elements presented above to 

categorize future spots as femvertising. Similarly, it is suggested to include a male au-

dience in order to understand their perspective on an activism that is reflected in differ-

ent areas of their lives and that, according to the interviewees, presents them as an an-

tagonistic character. 
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