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Abstract: Femvertising is increasingly being used by brands to showcase their values and attract
consumers, especially in the fashion industry. Previous studies mainly focused on its impact on
female consumers, while the perceptions and responses of male consumers are usually ignored.
Focusing on the context of men purchasing women’s clothing as gifts, this study explored the impact
of femvertising on male consumers’ gift purchasing intention, and examined the mediating role of
perceived female empowerment and the moderating role of gift recipients. A situational experiment
was conducted to acquire data, and hypotheses were tested with regression analysis and
bootstrapping method. The results demonstrated that the overall effect of femvertising on male
consumers’ gift purchasing intention is not significant, but there is a significant and positive
mediating effect of perceived female empowerment in it, and the mediating effect is stronger for a
communal relationship (versus exchange relationship).

Keywords: femvertising; male consumers; perceived female empowerment; gift purchasing
intention; clothing

1. Introduction

The feminism movement has profoundly changed the world, and commercial advertisements
also play an important role in it [1,2]. In the era of e-commerce, brands are shifting from product
centered marketing strategies towards consumer centered marketing strategies, and femvertising is
one of the most popular tactics [3,4]. Femvertising, as an emerging form of advertising, aims to
empower women by revealing the difficulties faced by women, challenging traditional gender
stereotypes, and advocating for women’s rights [5,6]. Brands wish to improve their brand image and
promote sales performance through femvertising. As feminism is a hot topic of public concern,
especially on social medias, femvertising is highly likely to spark widespread discussion and attract
large amount of attention. It has been found by many studies that femvertising enhance brand
awareness, social reputation, consumer loyalty and ultimately purchase intention towards the brand
[7-9]. However, it is also questioned as femwashing, which use feminism as a commercial tool to trap
consumers, lacking in-depth exploration of substantive issues of women’s empowerment [10-12].
Therefore, it is crucial for brands to carefully assess consumers’ potential attitudes and reactions
before using femvertising, to avoid being criticized or boycotted.

Previous studies on femvertising are mostly focused on female consumers [13,14], while the
perceptions, attitudes, intentions, and behaviors of male consumers are usually neglected [15,16].
Internet advertisements are usually public to everyone, even if they are not targeting consumers of
both genders. Different from female consumers, male consumers” attitude towards femvertising is
more complicated and influenced by various factors such as gender identity, social expectations, and
personal emotions [17]. They may even view femvertising as an attack on men, leading to a defensive
mentality [15]. Even if the products in the advertisement are not meant for men, they may also make

© 2025 by the author(s). Distributed under a Creative Commons CC BY license.


https://doi.org/10.20944/preprints202503.1092.v1
http://creativecommons.org/licenses/by/4.0/

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 17 March 2025 d0i:10.20944/preprints202503.1092.v1

2 of 12

negative comments online and even engage in heated debates with women. These online disputes
are widely spread and may damage the brand’s social image and reputation. Besides, a large portion
of fashion products designed for women are also purchased by male consumers as gifts to women.
Therefore, male consumers are never bystanders or outsiders in the field of femvertising [16,18].
Exploring the unique perceptions and socio-cultural contexts of male consumers is of great
significance, while neglecting male consumers’ reactions hinders the effectiveness of femvertising
and exacerbates conflicts between men and women.

This study focused on the context of men purchasing women'’s clothing as gifts on line, and
explored the impact of femvertising on male consumers' gift purchasing intention. It also examined
the mediating role of male consumers’ perceived female empowerment and the moderating role of
gift recipient. It contributes to the theory in the following three aspects. First, it has demonstrated the
positive mediating effect of perceived female empowerment in the relationship between femvertising
and male consumers' gift purchasing intention, and provided a new theoretical perspective for a more
comprehensive understanding of the consequences of femvertising. Second, it has also found the
moderating effect of gift recipient, and helped to clarify the contextual differences in the
consequences of femvertising. Third, it has conducted a situational experiment to strengthen the
causality in the conclusions, and might inspire experimental designs in future studies. By exploring
the impact of femvertising on male consumers, this study wishes to inspire brands to better use
femvertising to promote their brand image and sales performance. It also wishes to guide male
consumers to participate more actively in gender equality movements, eliminate gender bias,
cultivate social respect for individual autonomy, and promote social harmony on the Internet.

2. Theories and Hypotheses
2.1. The Impact of Femvertising on Perceived Female Empowerment

Brands are now increasingly using online advertisements to articulate their attitudes on social
issues, especially gender equality [2,16]. Advertisements convey not only specific information such
as brand names and product features, but also abstract information such as the brand’s values and
missions. Femvertising is a type of advertising that breaks traditional gender stereotypes and aims
to empower women through positive and inclusive communication [3,19]. There are various ways of
femvertising. In addition to directly advocating for women rights, brands can showcase diverse,
including imperfect, female images in their advertisements and encourages women to accept their
true selves [20-22]. For example, Dove’s “Real Beauty Campaign” challenges traditional body
standards by showcasing women of different ages, body types, and races. Brands also resonates with
consumers by depicting the challenges and difficulties faced by women, prompting audiences,
including male audiences, to think from a female perspective [23,24]. For example, Procter &
Gamble’s “Like a Girl” advertisement reflects on gender stereotypes by showcasing the
stigmatization of behaviors such as running and fighting of girls. Brands can also depict confident
and independent women participating in activities that are considered male privilege, setting
positive examples, encouraging women to pursue their dreams, and supporting each other [3,25]. For
example, Nike's "Dream Crazier" advertisement inspires women to be brave and independent by
showcasing stories of female athletes overcoming difficulties and pursuing their dreams. In doing so,
brands can break the stereotypes of gender norms and encourage women/girls to achieve self-
acceptance, self-respect, self-actualization, and self-empowerment.

Feminist empowerment is the idea of inspiring women to control and take responsibility for
their own identity and choices [26]. It concerns not only high access to resources, but also strong
mentality to pursue their goals [27]. Individuals with low psychological empowerment may fail due
to a lack of goals, self-efficacy, and motivation [28]. Because of the gender inequality and stereotypes,
many women are not brave enough to be independent and pursue a successful career. Some of them
are even dissatisfied with their own body and become depress when others criticize about their
appearances and weights. Femvertising links female empowerment with their products,
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transforming feminism into brand behaviors [2,29]. It tells women that they can achieve everything
and anything if they set their mind to, by showcasing successful examples in advertisements.
Although male consumers are more likely to be skeptical of femvertising, they respond positively to
brands they believe truly support gender equality [16]. When femvertising advertisements showcase
the positive social impact of gender equality, men may be more inclined to view supporting gender
equality as a way to promote social progress [15,16]. They will also realize the gender inequality
issues by seeing the challenges and difficulties faced by women [24,30,31], and start to reflect on their
potential gender biases and gain a better understanding of female empowerment and support it. They
will also see what women can achieve when given the opportunity, and believe in the potential of
liberating women [25]. Therefore, the following hypothesis was proposed.

H1. Femvertising (versus traditional advertising) has a positive impact on male consumers’ perceived
female empowerment.

2.2. The Impact of Perceived Female Empowerment on Gift Purchasing Intention

It has been found by many studies that perceived female empowerment stimulates positive
emotional feedbacks from female audiences and strengthen the psychological bond with their
consumers [32-34]. Furthermore, exposure to empowering media promotes self-efficacy, and
encourages female to take actions to achieve their goals [35,36]. Besides, general felt empowerment
is also beneficial to female’s subjective well-being [27]. However, it is still unclear how male
consumers will respond to perceived female empowerment.

Interpersonal relationships are essential and gifts are often given to cultivate these relationships,
especially in China, where individual interactions are influenced by unique local culture such as
“guanxi”, “face”, and “favors” [37]. Gift giving has significant social, well-being, and economic
consequences [38], while inappropriate gifts can lead to negative outcomes [39,40]. Choosing gifts is
subjected to various factors, including the givers’ motives, receivers’ preferences, and social norms
[41]. Gifts not only provides functional values for the receivers, but also carry the intention of the
givers to showcase their own values, strengthen social connections, and promote interpersonal
relationships [39]. In comparison, inappropriate gifts may embarrass the receiver, create identity
threat, and even damage the relationships [40,42]. Many gift givers are extremely cautious and even
anxious when choosing a gift, let along that men are usually not very familiar with fashion products
for female [38]. They are more concerned with the symbolic meaning of the brand rather than the
functionality and cost-effectiveness of the products. Supporting female empowerment may be
viewed as a symbol of progressive social identity, and male consumers can embellish their image by
endorsing femvertising. They wish that giving the gift will help them gain face or make the
relationship closer [43]. For male consumers who sincerely endorse feminism, perceived female
empowerment is likely to promote favorable attitudes toward the advertisement and the brand
[33,44]. For those who are not so passionate about feminism, choosing a gift that empowers women
also helps them convey a good impression, as well as serve as an opportunity to better express respect
and care for the female receiver. Therefore, the following hypothesis was proposed.

H2. Perceived female empowerment has a positive impact on male consumers’ gift purchasing
intention.

Considering femvertising facilitates perceived female empowerment and perceived female
empowerment promotes male consumers’ gift purchasing intention, it is reasonable to propose that
there is a positive mediating effect of perceived female empowerment in the relationship between
femvertising and gift purchasing intention. Therefore, the following hypothesis was proposed.

H3. Through the mediating effect of perceived female empowerment, femvertising (versus
traditional advertising) has a positive impact on male consumers’ gift purchasing intention.

2.3. The Moderating Role of Gift Recipients
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Gift choices are not only affected by characteristics of the gifts and occasions, but also by the
nature of relationship between the giver and the receiver [45,46]. Two types of relationship have been
identified, namely communal relationship and exchange relationship [47,48]. In communal
relationships, people look after each other’s needs and show genuine concern for each other’s welfare
[49,50]. Such relationships are usually built on long-term interactions and deep emotional
connections. In exchange relationships, people emphasize more on the equivalence of paying and
receiving instead of each other’s welfare [49,50]. Such relationships are usually established on
cooperation in work and common interests. People in a communal relationship are usually more
intimate than people in an exchange relationship [37]. When selecting gifts, givers adjust their focus
based on the closeness of their relationship with the recipient [37,51](Morgan et al., 2011). The closer
the relationship, the more the giver values the experiential benefits; the more distant the relationship,
the more the gift giver values the functional benefits [52]. Femvertising provides rich experiential
benefits through emotional resonance, uniqueness, self-identity, and social influence [1,8]. When
consumers are picking a gift for someone in a communal relationship, they concern more about the
recipients’ personal growth and control over their identity [25,39,48]. In this case, male consumers
may be more positive towards femvertising and perceive stronger female empowerment [16,26]. In
contrast, when consumers are picking a gift for someone in an exchange relationship, they concern
more about whether the value of the gift can be recognized and repaid in a comparable manner [47].
Givers may rely more on superficial cues, such as product functionality and price, overlooking the
deeper messages of female empowerment conveyed in the advertisements. In this case, male
consumers may emphasize more on the functionality of the gift and prefer traditional advertisements
focusing on the product. Therefore, the following two hypotheses were proposed.

Hypothesis H4: When the gift recipient is in a communal relationship (versus exchange relationship),
the impact of femvertising on perceived female empowerment is stronger.

Hypothesis H5: When the gift recipient is in a communal relationship (versus exchange relationship),
the mediating effect of perceived female empowerment between femvertising and gift purchasing
intention is stronger.

The theoretical framework and hypotheses are shown in Figure 1.

Gift recipient
H4 H>5
E H3 v
Femvertising v Perceived female Glft- purcl.msmg
Hi1 empowerment H? intention

Figure 1. Theoretical framework and hypotheses.

3. Methodology

3.1. Experimental Materials

A situational experiment was conducted in China to acquire data for testing the hypotheses.
Femvertising and gift recipient were manipulated in the materials with images and texts. In addition,


https://doi.org/10.20944/preprints202503.1092.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 17 March 2025 d0i:10.20944/preprints202503.1092.v1

5 of 12

two sets of clothes were used to enrich the diversity of materials. Therefore, following the idea of
orthogonal experiment, 8 sets of experimental materials were designed: 2 (traditional advertising vs.
femvertising) x 2 (exchange relationship vs. communal relationship) x 2 (clothing A vs. clothing B).
The materials were coded with 3 digits: traditional advertising was coded as 0, femvertising was
coded as 1; exchange relationship was coded as 0, communal relationship was coded as 1; clothing A
was coded as 0, clothing B was coded as 1. Advertisement was manipulated with the text that
traditional advertising emphasized on product features while femvertising emphasized on social
norms of female. Gift recipient was manipulated by asking the participants to think of a female friend
of certain kind and answer the questionnaire accordingly. The experimental materials are displayed
in Table 1.

Table 1. Experimental materials.

Gift recipient Clothing Traditional advertising (0) Femvertising (1)
Group 1 (0,0,0) Group 5 (1,0,0)

Exchange relationship
(0) _
--Please think of a Clothing A (0)

(3

Don't limit yourself. You can travel

female frl_end, WI'Fh The Qe§|gn is _S|mple and beautiful, Fhe together or walk alone: you can be
whom your interactions fabric is elastic and comfortable, with . dorbl he fullest:
were based on exchange innovative breathability, making it sweat Introverted or bloom to the ullest; you

- ' can go with the flow or move forward
of interests, and recall a free to wear.

time you spent together. against the wind.

Imagine that you are Group 2 (0,0,1) Group 6 (1,0,1)
shopping online,
searching for a gift for
her, and see this ad. Clothing B (1)

Lightweight, specially designed for light She has a thousand styles and a thousand
outdoor activities. powers.

Group 3 (0,1,0) Group 7 (1,1,0)

Communal
relationship (1) _
-- Please think of a Clothing A (0)

Don't limit yourself. You can travel

female fru_and, wrgh The Qeglgn is _S|mple and beautiful, Fhe together or walk alone; you can be intro-
whom your interactions fabric is elastic and comfortable, with d or bl he fullest:
were based on mutual innovative breathability, making it sweat verted or bloom to the fullest, you can go
' with the flow or move forward against the
care and love, and recall free to wear. wind
a time you spent ;
together. Imagine that Group 4 (0.1,1) Group 8 (L1.1)
you are shopping online,
searching for a gift for
her, and see this ad. Clothing B (1)
Lightweight, specially designed for light She has a thousand styles and a thousand
outdoor activities. powers.

3.2. Measurement Scales

Apart from the variables manipulated by experimental materials, the mediating variable and the
dependent variable were measured with Linkert scales ranging from 1 = totally disagree to 5 = totally
agree.

Perceived female empowerment. Perceived female empowerment was measured with the scale
from Teng et al. [17]. The three items are: “Women in the advertisement are powerful”, “Women in
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advertising are independent”, and “Women in advertising have a lot of control”. The Cronbach’s
alpha was 0.64.

Gift purchasing intention. Gift purchasing intention was measured with a scale adapted from
Barta et al. [53]. The three items are: “I am very likely to purchase the clothing as a gift”, “I intend to
purchase the clothing as a gift”, and “I will purchase the clothing as a gift”. The Cronbach’s alpha
was 0.86.

Control variables. Age, education, income, and clothing were chosen as control variables to
control their interferences to the results.

3.3. Participants and Procedure

A total of 364 participants were recruited and assigned to the 8 experimental groups randomly.
The participants read the experimental materials and answered the questionnaire independently.
After deleting 38 unqualified samples (those with most items rated at the same scores or rated in a
clear pattern), 326 valid samples were obtained (effective response rate was 89.6%). The demographic
descriptions of the samples are reported in Table 2. Most of the samples aged from 18 to 25 (50.3%),
had a bachelor degree (84.7%), and had a monthly income between ¥ 5001-10000 (44.5%). Besides,
based on the sample distribution of the 8 experimental groups, the sample sizes of traditional
advertising and femvertising were 161 and 165, the sample sizes of exchange relationship and
communal relationship were 156 and 170, the sample sizes of clothing A and clothing B were 160 and
166, which were relatively even and acceptable.

Table 2. Demographic statistics.

Variables Groups Coding Number Percentage (%)
Group 1 000 39 12.0
Group 2 001 50 15.3
Group 3 010 38 11.7
Experimental materials Group 4 011 34 104
Group 5 100 31 9.5
Group 6 101 36 11.0
Group 7 110 52 16.0
Group 8 111 46 14.1
18-25 1 164 50.3
Age 26-30 2 114 35.0
31-40 3 45 13.8
>40 4 3 0.9
High school or lower 1 11 34
Education Bachelor degree 2 276 84.7
Master degree 3 35 10.7
Doctoral degree 4 4 1.2
<¥2000 1 52 15.9
¥ 2001-5000 2 86 26.4
Income
¥ 5001-10000 3 145 44.5
>10000 4 43 13.2
4. Results

4.1. Correlation Analysis

The results of correlation analysis are reported in Table 3. Among them, femvertising positively
correlated with perceived female empowerment (r = 0.358, p < 0.01), and perceived female
empowerment positively correlated with gift purchasing intention (r = 0.429, p < 0.01), while
femvertising was not significantly correlated with gift purchasing intention (r = 0.011, p > 0.05).

Table 3. Correlation analysis.

Variables Mean S.D. 1 2 3 4 5 6 7
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1. Age 1.660  0.771
2. Education 2.098 0.426 0.149™
3. Income 2.549 0.913 0.568™ 0.146™
4. Clothing 0.494 0.501 0.086 0.003 0.118"
5. FEM 0.521 0.500 -0.097 -0.097 -0.049 -0.147™
6. GR 0.491 0.501 0.036 0.033 0.035 -0.025 0.081
7. PFE 3.665 0.660 -0.05 -0.058 -0.005 -0.143™ 0.358™ 0.062
8. GPI 3.830 0.876 0.172™ -0.016 0.249™ -0.051 0.011 0.078 0.429™

Note: " p <0.05, ™ p <0.01. FEM represents femvertising, GR represents gift recipient, PFE represents
perceived female empowerment, GPI represents gift purchasing intention.
4.2. Hypothesis Testing

The hypotheses were tested with regression analysis and bootstrapping method using the
PROCESS v4.3 in SPSS 26.0. The bootstrapping sample size was set as 5000 to calculated the 95%
confidence intervals (95% CI). The results were summarized in Tables 4, Table 5, and Table 6.

Table 4. Regression analysis.

Variables PFE GP1
Model 1 Model 2 Model 3 Model 4 Model 5
Contant 3.540"" 3.760"" 3.458™" 1.197* 1.090"*
Age -0.025 -0.035 0.062 0.078 0.075
Education -0.041 -0.028 -0.118 -0.091 -0.093
Income 0.032 0.029 0.227" 0.207"" 0.206""
Clothing -0.126 -0.126 -0.145 -0.064 -0.064
FEM 0.449™" 0.446™" 0.018 -0.269™ -0.274™
PFE 0.639™* 0.632™**
GR 0.043 0.091
FEM*GR 0.400%** 0.056
F(dfl,dfz) 10.260(1,320)*** 8.772(7,318)*** 5.088(1,320)*** 19951(6,319)*** 15.089(8,317)***
R? 0.138 0.162 0.074 0.273 0.276

Note: Unstandardized coefficients reported; * p < 0.05, * p <0.01, ™ p <0.001.

As reported in Table 4, femvertising positively affects perceived female empowerment (Model
1, b = 0.449, p<0.001), which supported hypothesis H1. Further, perceived female empowerment
positively affects gift purchasing intention (Model 4, b = 0.639, p<0.001), which supported hypothesis
H2.

Table 5. Mediating effect analysis.

Mediator First stage Second stage Direct effect Indirect effect Total effect
PFE 0.449 0.639 -0.269 0.286 0.018
[0.312,0.586] [0.504, 0.773] [-0.447,-0.091] [0.185, 0.405] [-0.171, 0.206]

Note: Unstandardized coefficients and 95% CI reported.

As reported in Table 5, the indirect effect of femvertising on gift purchasing intention through
perceived female empowerment was significant (b = 0.286, 95% CI [0.185, 0.405] excluded zero),
which supported hypothesis H3. However, the total effect of femvertising on gift purchasing
intention was not significant (b = 0.018, 95% CI [-0.171, 0.206] included zero), while the direct effect
of femvertising on gift purchasing intention was significant and negative (b = -0.269, 95% CI [-0.447,
-0.091] excluded zero). These results indicated that there may be another unknown negative
mediating mechanism in the relationship between femvertising and gift purchasing intention.

Table 6. Moderated mediating effect analysis.

Moderator First stage Second stage Direct effect Indirect effect Total effect
Exchanee relationshi 0.250 0.632 -0.301 0.158 -0.143
& p [0.061,0.439] [0.496,0.769] [-0.537,-0.065] [0.044,0.275] [-0.405,0.119]
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Communal relationshi 0.650 -0.245 0.411 0.165
p [0.456,0.843] [-0.500,0.010] [0.248,0.596] [-0.103,0.434]
Difference 0.400 . 0.056 0.253 0.308
[0.131,0.668] [-0.280,0.392] [0.072,0.464] [-0.064,0.681]

Note: Unstandardized coefficients and 95% CI reported.

As reported in Table 6, when the gift recipient was in an exchange relationship, the effect of
femvertising on perceived female empowerment was 0.250. When the gift recipient was in a
communal relationship, the effect of femvertising on perceived female empowerment was 0.650. The
intergroup difference was 0.400, and the 95% CI [0.131, 0.668] excluded zero. Therefore, the
intergroup difference was significant and hypothesis H4 was supported. When the gift recipient was
in an exchange relationship, the mediating effect of perceived female empowerment was 0.158. When
the gift recipient was in a communal relationship, the mediating effect of perceived female
empowerment was 0.411. The intergroup difference was 0.253, and the 95% CI [0.072, 0.464] excluded
zero. Therefore, the intergroup difference was significant and hypothesis H5 was also supported.

5. Discussion
5.1. Theoretical Implications

This study aimed to explore the impact and mechanism of femvertising on male consumers’ gift
purchasing intention. The results demonstrated that femvertising has a positive impact on male
consumers' perceived female empowerment, and perceived female empowerment has a positive
impact on their gift purchasing intention. Through the mediating effect of perceived female
empowerment, femvertising promotes male consumers’ gift purchasing intention. In addition, the
mediating effect is stronger when the gift recipient is in a communal relationship (versus exchange
relationship). However, the total effect of femvertising on male consumers’ gift purchasing intention
is not significant, which indicated that there might be another negative mediating mechanism in it.
Men are in an advantageous position in gender relations and are more inclined to stick to traditional
gender norms, and even view femvertising as an attract on men [15]. They may criticize that
femvertising is just vague claims, lacking in-depth exploration of substantive issues that promote
actual women development [14,17]. Although they recognize the empowerment of women in
femvertising, the other negative perception may hinder them from purchasing the brand.

This study has made three theoretical contributions. First, previous studies mainly focused on
the impact of femvertising on female consumers [15,16], while this study explored the perceptions
and responses of male consumers, and demonstrated the positive mediating effect of perceived
female empowerment, which provided a new theoretical perspective for a more comprehensive
understanding of the consequences of femvertising. Second, previous studies are mostly limited to
the context of women’s self-shopping [10,13], while this study extend to the context to men
purchasing women’s clothing as gifts, which may help to expand the scope of the theories on
femvertising. Besides, this study has demonstrated the moderating effect of gift recipients, which
helps to clarify the contextual differences in the impact of femvertising. Third, previous studies
mostly relied on qualitative and inductive methods to analyze the impact of femvertising [31], with
only a few studies using quantitative methods such as questionnaire survey [5,28], while this study
has conducted a situational experiment to test the hypotheses. It may strengthen the causality of
conclusions and made a methodological contribution in inspiring future studies in designing their
own situational experiments.

5.2. Practical Implications

Several practical inspirations can be derived from these findings. First, brands should actively
explore femvertising, depicting women in an equal, independent, strong, and diverse way to convey
female empowerment. Second, femvertising should stimulate a better dialogue between man and
women, instead of triggering fierce criticism and resistance from male consumers. Brands should


https://doi.org/10.20944/preprints202503.1092.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 17 March 2025 d0i:10.20944/preprints202503.1092.v1

9 of 12

adhere to the concept of gender equality rather than being too radical or biased. They should also
carefully evaluate the potential responses of the public, including male and female, before releasing
the femvertising advertisements. Third, brands can contingently choose femvertising or not, based
on their products and targeted market. For example, femvertising is more effective for products that
are meant for gift recipients of communal relationships, and products specially designed for certain
festivals such as Valentine’s Day or Mother’s Day.

5.3. Limitations and Future Directions

There are still some limitations in the methodology. First, in the situational experiment, only the
submachine jacket was used as the advertising product, without covering other clothing categories
or more diverse gifts, which limited the generalizability of the conclusions. Second, in the advertising
copies of femvertising, only individual autonomy was involved, without considering other feminism
issues, which may not fully represent the effectiveness of femvertising. Third, only Chinese male
consumers were surveyed, and the sample is relatively young and has a high level of education,
which may not represent male consumers of other age groups, socio-economic status, and
nationalities.

It has also inspired some further research directions. First, this study has found a positive
mediating effect of perceived female empowerment, but the overall effect of femvertising on male
consumers’ gift purchasing intention was not significant, indicating that there may be another
negative mediating mechanism. Further explore on the reasons that hinder male consumers’ gift
purchasing intention will provide a more comprehensive understanding on femvertising. Second,
there are tremendous differences in gender attitudes in different countries and ethnic groups. This
study only investigated male consumers in China, further studies on the perception and reactions of
male consumers in other cultural backgrounds will be beneficial to deepen our understanding of the
effectiveness of femvertising. Third, femvertising research can be extended to other gender-neutral
industries such as automotive, electronics, and food. It will help to clarify the theoretical boundaries
of femvertising theory.
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