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Abstract 

This thesis explored how young women in Sweden emotionally responded to and 

evaluated female empowerment advertisements. The aim was to understand how 

women emotionally responded to female empowerment advertisements and how 

these emotional responses related to their evaluations of them. A qualitative 

approach was used, utilizing semi-structured interviews. Six women between the 

ages of 20 and 26 were interviewed.  

The findings suggest that the characteristics of a female empowerment 

advertisement shape the emotional responses of women. Diverse and inclusive 

advertisements are better at evoking positive emotions, whereas ‘stereotypical’ 

advertisements are more likely to lead to negative emotions. Emotional responses 

are more likely to be positive if the advertisement is congruent with the actual self 

of the woman. Perceptions of authenticity, genuineness, and realism mean the 

likelihood of positive emotional responses. The findings suggest that female 

empowerment advertisements, emotional responses, and evaluations are in a 

non-linear and mutually shaping relationship. Initial emotional responses may 

change, and women may also possess contrasting mixed emotions, meaning that 

emotions are unreliable predictors of evaluations. The relationship between 

emotional responses and evaluations is shaped by broader considerations such as 

self-congruence, emotional connection, authenticity, realism, and skepticism. 

This study contributes to the understanding of the relationship between emotional 

responses, evaluations, and female empowerment advertisements by proposing a 

conceptual model that illustrates the relationship between the three concepts, as 

well as the additional considerations that shape said relationship.  

Keywords 

Female Empowerment Advertisement, Emotional Response, Evaluations, 

Authenticity, Inclusivity, Diversity, Young Women, Sweden, Self-Congruence, 

Skepticism, Emotional Connection, Stereotypes 
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1.​Introduction 

1.1 Background 

Advertising works as a form of communication that shapes how individuals 

interpret meaning in society (Rogers and Smith, 1993; Nelson, 2024). Rather than 

only giving product information, advertisements form associations and influence 

how consumers perceive reality, needs, and social norms through visual and 

symbolic representations. In this sense, advertising functions both as an 

informational and emotional form of communication (University of Southern 

California, 2023; Kemp, Bui, and Chapa, 2012). 

Emotional responses are closely connected with perceptions, with emotion 

changing how visual information is perceived and interpreted (Zadra and Clore, 

2011).  In advertising contexts, emotional responses are shaped by personal 

experience and the sociocultural environment, meaning that the responses can be 

interpreted differently by different individuals (Rosenbaum-Elliott, Percy, and 

Pervan, 2018). These emotional reactions, therefore, contribute to how consumers 

construct interpretations and attitudes in reaction to advertising messages 

(Greenbert and Murphy, 2024). 

Within the practice of advertising, appearance-focused portrayals have been 

shown to influence self-perception (Grabe, Ward & Hyde, 2008). Perceptions are 

a part of the self-concept, referring to the beliefs an individual holds about their 

attributes (Solomon et al., 2019). The self-concept is most commonly divided into 

actual and ideal selves, meaning beliefs about the current state of self, and who 

the person wants to become. Self-congruence describes how close an individual is 

to matching these senses of self, and depending on these levels of closeness, the 

individual will respond differently to different advertisement strategies. If the 

advertisements are appearance-focused, the way women perceive themselves may 

therefore be influenced by said self-concept characteristics (Grabe, Ward & Hyde, 

2008). Depending on the exposed individual, this may lead to an increase in body 

dissatisfaction among women, a larger investment in appearance, and a higher 
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endorsement of disordered eating behaviors. These behaviors appear because of 

the need to fit into a stereotypical depiction (Solomon et al., 2019). Stereotypical 

depictions in this context refer to societal assumptions about how women are 

supposed to behave and look. Advertisements have traditionally frequently relied 

on said stereotypical and idealized portrayals of femininity (Dai, Zhu, and Guo, 

2025; Rogers and Smith, 1993). These representations have been linked to lower 

self-esteem and have contributed to a reinforcement of gender stereotypes (Dai, 

Zhu, and Guo, 2025; Rogers and Smith, 1993). 

Female empowerment advertising was created as a response to these portrayals, 

with the aim of showing women in a socially responsible light (Mamuric, 2019). 

Compared to ‘regular’ advertisement campaigns, female empowerment 

advertising does not portray traditional stereotypes of women, and instead 

challenges them (Skey, 2015). It is a category of advertisement strategies that uses 

empowerment messages directed towards female consumers (Skey, 2015), 

highlighting body positivity and inclusivity (Mamuric, 2019). Emotion-related 

strategies have been shown to be better at evoking consumers to engage in 

purchasing behavior (University of Southern California, 2023), so by utilizing 

empathy and emotions centered around societal movements, brands can sell their 

products while offering a feeling of empowerment to their female consumers 

(Mamuric, 2019).  

Within the Swedish context, gender equality and female empowerment are 

amongst the core values of society (Government Offices of Sweden, 2025), which 

can be seen through the country ranking amongst the highest in equality markings  

(European Institute for Gender Equality, 2025). Although Sweden is at the 

forefront of campaigning for gender equality and female empowerment (Swedish 

Institute, 2023), research shows that, in reality, the situation women experience 

differs (Bittár et al., 2025). Overall, young Swedes ranked the lowest compared to 

all other demographic groups in terms of life evaluation and happiness, while 

ranking highest in psychological distress, loneliness, and anxiety. For young 

women specifically, the levels of loneliness and psychological distress were even 

greater. Additionally, Swedish women are consistently reporting lower levels of 
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self-esteem compared to men of the same age groups (Carlén, Suominen, and 

Augustine, 2023). Although female empowerment and gender equality are very 

prevalent and consistently highlighted topics in Sweden (Government Offices of 

Sweden, 2025; Swedish Institute, 2023), significant differences between genders 

still exist (Bittár et al., 2025). 

1.2 Problem Discussion 

Female empowerment advertising is generally perceived more positively than 

traditional advertising by women due to its not focusing on stereotypes (Åkestam, 

Rosengren, and Dahlen, 2017; Abitbol and Sternadori, 2016; Skey, 2015), with 

research showing the majority preferring this advertisement type over traditional 

advertising strategies (Skey, 2015). However, despite the association with 

empowerment and social progress, it is simultaneously seen as a commercial 

strategy that leads to mixed and, at times, conflicting consumer responses 

(Abitbol and Sternadori, 2016; Couture Bue, Dal Cin, and Harrison, 2022; 

Jalakas, 2016).  This creates challenges for brands and marketers, as consumers 

do not automatically perceive empowerment messaging positively, only on the 

basis of it being diverse and inclusive.  

As female empowerment advertising becomes more commonplace (Åkestam, 

Rosengren, and Dahlen, 2017), consumers are critically evaluating whether the 

female empowerment messaging appears to be authentic, relatable, and consistent 

with the brand’s values. (Abitbol and Sternadori, 2016; Couture Bue, Dal Cin, and 

Harrison, 2022). When inconsistencies between the brands’ values and messaging 

are perceived, this often results in skepticism and more critical evaluations. It has 

been shown that in some cases, female empowerment messaging that appears as 

being forced or commercially exploitative can generate negative reactions rather 

than connecting emotionally (Abitbol and Sternadori, 2016; Champlin et al., 

2019).  As a result, female empowerment advertising does not produce consistent, 

uniform responses among young women, but rather it produces complex and at 

times contradictory message interpretations shaped by the perceptions of 

authenticity, reliability, and credibility (Jalakas, 2016; Abitbol and Sternadori, 
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2016). These mixed responses are not only reflected in attitudes towards the 

advertisements but also in preexisting emotional responses and evaluative 

processes that are not sufficiently understood yet (Dai, Zhu, and Guo, 2025). 

Existing research in the field of female empowerment employs either quantitative 

or mixed-method research approaches, with a minority of research being done 

qualitatively (Pereznieto and Taylor, 2014). The research efforts are primarily 

focused on the effectiveness and strategic application of empowerment 

advertising, rather than the internal processes, interpretations, and emotional 

responses of women (Champlin et al., 2019; B Indira Priyadharshini, 2025). 

Instead of focusing on nuanced emotional experiences and possible contradictory 

interpretations, current research prioritizes measurable outcomes. However, 

emotions are complex and can involve contradictory feelings (Gonzalez, Smith, 

and Nielsen, 2017). Mixed emotions research further suggests that women may 

feel contradictory emotions more intensely than their male counterparts, although 

the reasons behind this remain unconfirmed (Berrios, Totterdell, and Kellett, 

2015). Therefore, using a qualitative research approach is necessary when the 

focus is on understanding perspectives, emotions, and experiences (Aten and 

Denney, 2024; Bell, Bryman, and Harley, 2022). 

Female empowerment advertisements in Sweden currently have a big focus on 

avoiding the portrayal of traditional stereotypes (Lindqvist, 2024). Although many 

brands are trying to separate the image of women from that of tradition (Eisend, 

Plagemann, and Sollwedel, 2014; Solomon et al., 2019), the amount of 

stereotyping in Swedish advertising has seen no significant decrease over the 

years (Eisend, 2010). This suggests that the traditional perspective may still be 

highly visible (Eisend, Plagemann, and Sollwedel, 2014). There are discrepancies 

between Sweden’s strong focus on gender equality and female empowerment, and 

the well-being and self-esteem of young women, indicating that there is a gap 

between societal ideals and lived experiences (Bittár et al., 2025; Swedish 

Institute, 2023). This suggests that there is a potential disconnection between the 

empowerment ideals that are communicated within a society and how female 

empowerment is experienced by young women in practice. 

Page 4 



Consequently, existing research highlights the importance and significance of 

female empowerment advertising (Couture Beau, Dal Cin, and Harrison, 2022; 

Abitbol and Sternadori, 2016), while also indicating a lack of understanding of 

how women emotionally respond to and evaluate these messages (B Indira 

Priyadharshini, 2025; Champlin et al., 2019; Lindqvist, 2024; Drake, 2017). 

1.3 Purpose 

The purpose of this study is to explore how young women in Sweden emotionally 

respond to and evaluate female empowerment advertisements. 

1.4 Research Questions 

How do young women in Sweden emotionally respond to female empowerment 

advertising? 

How do the emotional responses relate to their evaluations of female 

empowerment advertising? 

1.5 Delimitations 

This study focuses on young women between the ages of 18 and 26 who reside in 

Sweden. Since qualitative research depends heavily on the interpretations of the 

researchers (Bell, Bryman, and Harley, 2022), the study does not aim to produce 

statistically generalizable findings. Instead, the aim is to deepen the understanding 

of how young Swedish women emotionally respond to and evaluate female 

empowerment advertising. Other demographic groups, national contexts, and 

quantitative methods were excluded from the scope of this research. 
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2.​Literature Review 

2.1 Empowerment Advertising 

Empowerment advertisements are a continuation of body-positive advertisements 

(Couture and Harrison, 2024). Now including issues centered around gender 

equality, rights, stereotyping, and inclusivity, it combines text with images to 

convey portrayals of individuals being more capable, knowledgeable, and in 

control (Tsai, Shata, and Tian, 2021). It has, furthermore, been shown to increase 

the self-esteem of individuals to be more positive (Vargese and Kumar, 2020; 

Feng, 2025). When exposed to those advertisements in comparison to traditional 

advertisements, many individuals reported higher self-esteem levels.  

Interestingly, empowerment messages have been shown to be targeted specifically 

towards women, instead of the general public or men (Tsai, Shata, and Tian, 

2021). It is argued that the reason behind it is the gender hierarchy, with men 

already being in a powerful position in society and not in critical need of further 

empowerment. Therefore, female empowerment advertisements play an important 

role in how gender representation develops in society (Lima and Casais, 2021).  

2.1.1 Empowerment for Women 

Generally, empowerment messaging in advertisements is well perceived by 

female audiences, who tend to have positive attitudes towards such content 

(Drake, 2017). The diversity aspect of female empowerment advertisements is 

liked amongst many, with subsequent dislike shown towards advertisements that 

fail to represent various qualities women can have (Abitbol and Sternadori, 2016). 

Positivity towards these advertisements does not only come from women, but also 

men who hold more feminist views (Kassem, Negm, and Abu Gharara, 2024). 

Although most individuals have positive perceptions towards female 

empowerment advertisements (Abitbol and Sternadori, 2016; Kassem, Negm, and 

Abu Gharara, 2024), not all of the advertisements are always deemed as effective 

by consumers, as well as researchers. 
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Studies do not fully agree on its effectiveness and influence in every aspect 

(Couture Bue, Dal Cin, and Harrison, 2022; Negm, 2024). Negm (2024) found 

that female empowerment advertisements do have an effect in reality, encouraging 

women to be more confident in their capabilities, as well as changing perceptions 

and attitudes around traditional role portrayals. However, when Couture Bue, Dal 

Cin, and Harrison (2022) measured the effectiveness of empowerment 

advertisements, the results contradicted those of Negm’s (2024). They found that 

although women perceived themselves as being empowered, when their thinking 

patterns were measured, no true empowerment in their cognitive schemas could 

be identified. Other studies are in support of this, demonstrating that female 

empowerment advertisements do not actually influence gender representation 

perceptions (Drake, 2017).  

The way empowerment is presented in the advertisements also affects its impact, 

alongside the visual representations of women (Tsai, Shata, and Tian, 2021; 

Couture and Harrison, 2024). If women were depicted in an idealized way, even 

when accompanied by empowerment messages, the advertisements did not have 

an empowering effect (Couture and Harrison, 2024). Contradictingly, most 

empowerment advertisements use models that answer to common beauty 

standards, such as being young, thin, and having a lighter skin tone (Tsai, Shata, 

and Tian, 2021). Although empowerment advertisements towards women are 

meant to break down stereotypes and norms, the effect might be the opposite 

(Tsai, Shata, and Tian, 2021; Couture Bue, and Harrison, 2019). Due to the 

advertisements focusing a lot on appearance, individuals end up focusing more on 

their appearance, rather than the feeling of empowerment. Combined with the use 

of traditional depictions of women, the advertisements may therefore end up 

reinforcing stereotypes, as well as not increasing feelings of capability and 

confidence. However, just having the message in the advertisement helps in 

preventing the self-objectifying effect, meaning that women’s perceptions stay 

closer to neutral instead of increasing or decreasing (Couture and Harrison, 2024).  
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2.2 Emotional Processing 

Emotions can be seen as discrete psychological and emotional statuses, such as 

fear, anger, and enjoyment, that differ in appraisal, psychological reactions, 

expression, antecedent events, and behavioral responses (Ekman, 1992). 

Emotional responses can occur automatically and unconsciously through fast 

biological processing systems that are designed to react quickly to stimuli, but 

they can also appear through conscious interpretation and reflection (Ekman, 

1992). Emotions are simultaneously influenced not only by biological 

mechanisms but also by social learning and experiences (Ekman, 1992; Kemper, 

1987). While emotions are considered limitless in regard to variety (Kemper, 

1987), some emotions can be understood as primary emotional states, such as fear, 

anger, depression, and satisfaction. Primary emotions are felt by everyone 

regardless of culture or upbringing; they are something humans experience from 

birth. Whereas secondary emotions such as guilt, pride, and shame are socially 

constructed and developed through socialization processes (Kemper, 1987). These 

perspectives suggest that emotions are shaped through an interaction between 

biological responses, cognitive processes, and social experiences (Ekman, 1992; 

Kemper, 1987). 

2.2.1 Responses Lead to Processing 

Advertisements have been shown to evoke emotional responses (Holbrook and 

Batra, 1987). Emotion-loaded language (Kemp, Bui, and Chapa, 2012; Abitbol 

and Sternadori, 2020) and gender in advertisements, e.g., female empowerment, 

are especially effective at evoking emotional responses, such as inspiration, 

confidence, and empowerment (Lima and Casais, 2021; Kemp, Bui, and Chapa, 

2012). This reflects the understanding that emotional responses take place before 

cognitive evaluations, meaning that when exposed to advertisement stimuli, 

consumers react with emotions first before they have time to make other 

evaluations or decisions (Zajonc, 1980). Stimuli do not have to be fully processed 

for an emotional reaction to take place, unlike it does for cognitive evaluations 
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and perception-formulation. Additionally, individuals also feel more confident in 

their emotion-based responses, rather than those coming from critical thinking. 

Decision-making processes in consumers and evaluations are directly related to 

emotions that have been evoked by an advertisement (Curtis, Arnaud, and 

Waguespack, 2017; Holbrook and Batra, 1987). One study found that positive 

emotional states, such as being content or happy, evoked more positive judgments 

in social contexts (Roesch, 1999) and led to positive attitude-formation about the 

advertisement (Kemp, Bui, and Chapa, 2012). Chang (2002) suggests the reason 

is that individuals feeling positive emotions tend not to discuss and analyze the 

advertisements and messages they see as deeply. Opposingly, those who feel 

negative emotions are more likely to want to analyze and talk deeply about them. 

If the consumer experiences discomfort while being exposed to the advertisement, 

their evaluations will be more negative (Curtis, Arnaud, and Waguespack, 2017). 

In contrast to the expected congruence between emotion and outcome (Roesch, 

1999; Curtis, Arnaud, and Waguespack, 2017), another study found positive 

emotional states to lead to more stereotyped judgements against stigmatized 

groups (Bodenhausen, Kramer, and Süsser, 1994). Although emotions can be a 

good predictor of how well-perceived an advertisement is and what the outcomes 

might be (Otamendi and Martín, 2020), ultimately, the emotional response and 

following evaluations are dependent on the individual (Holbrook and Batra, 

1987). Negative evaluations such as stereotyping might therefore occur even if the 

evoked emotion is positive (Bodenhausen, Kramer, and Süsser, 1994). Therefore, 

the emotional responses of individuals play an important role in how the 

advertisement message gets processed and evaluated further (Chang, 2002).  

2.2.2 Mixed Emotions 

Individuals can experience both positive and negative emotional states 

simultaneously, meaning they are capable of experiencing mixed emotions 

(Braniecka et al., 2014). Experiencing mixed emotions also means that emotional 

reactions are more flexible and not as rigid, which aids in handling difficult 

situations more effectively. The coexistence of opposing states is also reflected in 
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media research. For example, several studies suggest that exposure to female 

empowerment advertising can activate empowerment-related responses at the 

same time as appearance-based self-objectification (Couture Bue, Dal Cin, and 

Harrison, 2022; Iyer and Dani, 2025). However, not every individual can handle 

holding opposing emotions simultaneously (Williams and Aaker, 2002). For 

some, experiencing multiple emotions simultaneously results in strong feelings of 

discomfort. The difference arises from culture and previous experiences, with 

some individuals being more accepting of and comfortable with mixed emotions 

than others.  

2.3 Evaluations 

Consumers evaluate female empowerment advertising by using multiple 

interpretative criteria, including self-congruence and authenticity, with skepticism 

emerging when inconsistencies are found about credibility, rather than solely 

basing it upon exposure to the empowerment messaging (Abitbol and Sternadori, 

2016; Iyer and Dani, 2025; Martínez-Aguirre, Cavazos-Arroyo, and 

Carrillo-Durán, 2025; Ho et al., 2026). 

2.3.1 Authenticity and Skepticism  

Authenticity is a central concept that factors into the judgments and is shaped by 

perceived consistency between the advertising messages and the practices of the 

brand (Abitbol and Sternadori, 2016; Couture Bue, Dal Cin, and Harrison, 2022; 

Champlin et al., 2019; Iyer and Dani, 2025). Female empowerment advertising is 

more likely to be seen as authentic when it reflects consistent organizational 

values instead of isolated or purely strategic campaigns. When the messages 

appear to be trend-driven or primarily commercially motivated, they are more 

likely to be viewed as inauthentic, which can weaken trust in the communication 

(Abitbol and Sternadori, 2016; Couture Bue, Dal Cin, and Harrison, 2022). Brand 

commercialization, clarity, and commitment to social causes have also been 

shown to have an impact (Fritz, Schoenmueller, and Bruhn, 2017).  
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Skepticism surfaces when consumers perceive contradictions between the 

empowerment messaging and the general corporate behavior (Abitbol and 

Sternadori, 2016; Champlin et al., 2019; Iyer and Dani, 2025). When companies 

promote feminist values while at the same time engaging in practices that 

contradict said values, consumers, particularly those who are aware of 

contemporary feminist discourse, may question the sincerity of such messaging 

and interpret it as motivated by strategy rather than genuinely driven by values 

(Iyer and Dani, 2025). 

2.3.2 Self-Congruence 

Self-congruence has been shown by research to be connected with emotions 

(Chang, 2002), evaluations (Koo, Cho, and Kim, 2014), and authenticity (Zogaj, 

Mähner, and Tscheulin, 2024; Fritz, Schoenmueller, and Bruhn, 2017). However, 

current research is in disagreement about whether actual self-congruence or ideal 

self-congruence is more beneficial for evoking authenticity evaluations in 

individuals. Zogaj, Mähner, and Tscheulin (2024) found that congruence with the 

ideal self is better at initiating evaluations of authenticity. Compared to actual 

self-congruence, ideal self-congruence leads individuals to see brands as being 

more authentic. However, Fritz, Schoenmueller, and Bruhn (2017) identified that 

actual self-congruence had a positive effect on how authentic the brand seems. For 

individuals to see something as authentic, it should be positioned towards their 

actual self and not their ideal self. Similar findings were produced by Koo, Cho, 

and Kim (2014), who stated that when the atmospheric cues are congruent with 

the actual self of an individual, they are more likely to respond with positive 

evaluations than cues congruent with the ideal self. If the depictions match more 

with the ideal self, individuals are more critical, leading them to develop negative 

evaluations. The relationship between self-congruence and evaluations is 

impacted by emotions, which alter cognitive processing and the degree of 

importance self-congruence has in the formation of evaluations (Chang, 2002). 

When an individual is feeling positive emotions, the congruence between the 

advertisement and their sense of self functions as an informational element, upon 
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which evaluations are formed. Therefore, congruence with the self offers 

information for individuals in situations where information is being processed.  

2.3.3 Attitudes 

Åkestam et al. (2017) found that, if the female empowerment advertisements did 

not show stereotypes, psychological reactance lessened. Lower reactance, 

therefore, allows for more positive attitudes and self-perceptions to form 

(Selensky and Carels, 2021; Negm, 2024). In addition to improving how they 

accepted the various body types of other people, there was also improvement in 

how women felt about their own bodies. Change in the perception around gender 

role portrayals was also noted (Negm, 2024), with some experiencing a shift in 

attitude towards how they viewed women (Abitbol and Sternadori, 2016). 

However, avoiding stereotypical portrayals of bodies does not automatically result 

in positive attitudes (Negm, 2024; Koç et al., 2024). Many individuals state that 

their attitudes did not change after viewing empowerment advertisements, but 

they hoped it might influence the opinions of other people (Abitbol and 

Sternadori, 2016). Some research suggests a more nuanced effect of where 

attitudes towards the female empowerment advertisements may improve when 

strong feminist messages are used, even if deeper or long-term attitudes may 

remain unchanged (Koç et al., 2024). 

When the advertisement depicted stereotypical bodies (i.e., thin women), it 

resulted in negative attitudes in women, mostly centered around body 

dissatisfaction (Selensky and Carels, 2021). Those attitudes can also be directed 

against other people, such as the acceptance of those who are overweight. If the 

stereotypes were centered around gender portrayals, women’s attitudes were 

significantly impacted (Negm, 2024). 

2.4 Conceptual Model 

Based on the theoretical insights seen in the literature review, a conceptual model 

is proposed (See Figure 1: Proposed Model of the Relationship between Female 

Empowerment Advertising, Emotional Responses, and Evaluations). The model is 
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made up of three intersecting concepts: Female Empowerment Advertising, 

Emotional Responses, and Evaluations. The intersecting areas of the model are as 

follows: Female Empowerment Advertising (Ads) evokes Emotional Responses, 

Emotional Responses influence Evaluations, and Female Empowerment 

Advertisements (Ads) get Evaluated. The middle of the model, connecting all 

three concepts, reads: “Evaluations relate to Emotional Responses that have been 

evoked by Female Empowerment Advertisements (advertisements)”. 

When a young woman gets exposed to female empowerment advertisements, that 

exposure evokes emotional responses (Holbrook and Batra, 1987; Lima and 

Casais, 2021; Kemp, Bui, and Chapa, 2012). Based on which emotional responses 

were evoked, they then form various evaluations (Curtis, Arnaud, and 

Waguespack, 2017; Holbrook and Batra, 1987). Those evaluations are then 

applied to the advertisement in question (Abitbol and Sternadori, 2016; Iyer and 

Dani, 2025; Martínez-Aguirre, Cavazos-Arroyo, and Carrillo-Durán, 2025; Ho et 

al., 2026).  However, the design of this model is meant to reflect the connections 

between different concepts, rather than to show strictly causal relationships. 

Having the concepts intersect illustrates how each of the identified areas builds 

and impacts all the others. Additionally, the model illustrates that this relationship 

exists despite a concrete order of the concepts, meaning the “beginning” of the 

relationship could also be emotional responses or evaluations. This further 

demonstrates the dynamic nature of the relationship between the different 

concepts. Emotional responses may shape evaluations, while pre-existing 

attitudes, beliefs, perceptions of authenticity and levels of self-congruence may 

shape how female empowerment advertisements are emotionally experienced and 

interpreted. This intersecting structure illustrates that women can experience 

multiple different, and even at times conflicting, emotional responses and 

evaluations when viewing the same advertisement. Therefore, the concepts are 

seen as continuingly interacting and overlapping throughout the interpretation 

process, rather than being isolated. 
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Figure 1: Proposed Model of the Relationship between Female Empowerment 

Advertising, Emotions, and Evaluations 
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3. Methodology 

This chapter will provide information on the methodological decisions made 

within this thesis, including the usage of different methods and justifications for 

the given selections. 

3.1 Research Design 

This thesis used a qualitative research strategy to explore how young women in 

Sweden emotionally responded to and evaluated female empowerment 

advertisements. The nature of qualitative research is interpretive, meaning the 

focus is centered around understanding the perspectives of individuals of interest 

(Bell, Bryman, and Harley, 2022). This approach offered many advantages for the 

research scope in question, in contrast to quantitative research. To uncover the 

relationship between female empowerment advertisements, emotional responses, 

and evaluations in women, it was necessary to create an understanding of how 

women experience the phenomena in question. Therefore, a qualitative approach 

acted as the best fit. 

In accordance with the interpretative nature of qualitative studies, the researchers 

have acknowledged that the findings are co-constructed between the authors and 

the participants. In other words, a qualitative study is unable to guarantee 

complete objectivity due to its interpretative nature. The authors have, however, 

taken into consideration the possible areas of weakness and discussed them in 

advance to ensure the quality of the research (see 3.6 Trustworthiness and 

Authenticity). These areas include concerns around transferability, reflexivity, 

credibility, and others. 

3.2 Data Collection 

To collect data, this thesis used semi-structured interviews with open-ended 

questions as a research method. Semi-structured interviews allowed for the 

experiences of participants to be explored in-depth, while providing the authors 

with a structure that ensures the relevance of collected data (Bell, Bryman, and 
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Harley, 2022). Since this study’s purpose was explorative in nature, conducting 

interviews with less preplanned structure proved to be more beneficial (Kvale and 

Brinkmann, 2009). The flexibility of semi-structured interviews allowed for 

dynamic adaptability (Bell, Bryman, and Harley, 2022), meaning each interview 

was able to be tailored to each interviewee. When the participant wished to focus 

on a particular aspect of their experience, the questions were dynamically altered 

to fit the topic they wished to discuss. Additionally, due to there being two authors 

conducting interviews, it was deemed necessary to use semi-structured interviews 

with a guide, ensuring that the collected data did not stray from the deemed area 

of interest. Using semi-structured qualitative interviews does come with additional 

possibilities of risk, such as the risk of interviewer bias shaping interview 

responses. These risks have to be considered to avoid possible negative effects on 

the quality of the study (see 3.6 Trustworthiness and Authenticity; 3.6.4 

Confirmability).  

3.2.1 Interviews 

The semi-structured interviews took place both digitally and in-person, depending 

on the availability of the participants. Four of the in-person interviews took place 

at the campus of Linnaeus University in Växjö during the afternoons. One 

interview was held at the home of the participant, and one interview was 

performed digitally, taking place on FaceTime. Before scheduling the interviews, 

participants received a digital letter, which included relevant information and a 

consent form (see Appendix 1: Interview Letter). To ease the analysis process, all 

interviews were recorded and transcribed. 

To guide the interviews, a series of questions was developed and tied into a 

cohesive interview guide (see Appendix 2: Interview Guide). The interview began 

with an introduction, after which the stimuli was presented to the respondent. 

When the respondent was done watching the advertisement stimuli, the authors 

began with the main part of the interview, which consisted of three categories, 

each one tailored to fit a different part of the research area in question. The last 
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category consisted of reflections and an acknowledgement of gratitude towards 

the participants.  

3.2.2 Stimuli Choice for Interviews 

As part of the semi-structured interviews, the respondents were presented with an 

advertisement (See Appendix 3: Advertisement Stimuli). The aim of using an 

example of a female empowerment advertisement was to ensure both the 

respondents and the researchers were on the same page about how empowerment 

is understood. The fit of the advertisement was tested as part of the pre-test before 

the actual data collection process. Prompting the respondents with stimuli in the 

pre-test helped in memory recollection on the topic, so they were able to speak 

more freely about their opinions and experiences. Therefore, using stimuli in the 

actual interviews was deemed necessary by the authors. 

The advertisement selected as stimuli is from the company Lindex. It was part of 

their campaign titled “Your Invisible Support” and was released in 2022. It 

emphasizes inclusivity, diversity, and the lived experience of women (Price, 

2022). The campaign was chosen since it reflected key characteristics of female 

empowerment advertising that were identified in the literature, such as promoting 

inclusivity, challenging the traditional representation, and combining emotional 

storytelling with empowerment (Tsai, Shata, and Tian, 2021; Mamuric, 2019). 

Furthermore, the emotional tone of the campaign, which was described by the 

company as combining warmth, humor, and seriousness (Norman, 2022), made it 

relevant for exploring emotional responses among the female consumers. This 

aligns with the study’s focus on understanding how female empowerment 

advertisements are emotionally responded to and evaluated.  

3.2.3 Operationalization Table 

The operationalization table was compiled to help with identifying common 

categories within the literature review. Due to the nature of qualitative research, 

there is no need to structure the operationalization table to be on item level, with 

the purpose of providing measures for concepts (Bell, Bryman, and Harley, 2022). 
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Therefore, the operationalization was modified to fit the methodology of this 

thesis. The gathered literature was broken down into themes, subthemes, and then 

key ideas reflected in them. This was done to ensure that the collected literature is 

relevant to the research scope of this thesis. 

Theme Subtheme Key Ideas Sources 

Empowerment 
Advertising 

Female 
Empowerment 
Advertising 

Female empowerment 
advertising focuses on 
inclusivity, gender equality 
and empowerment of 
women, but the 
effectiveness is inconclusive 
throughout studies 

Couture Bue and Harrison (2024); 
Tsai, Shata and Tian (2021); 
Varghese and Kumar (2020); Feng 
(2025); Drake (2017); Abitbol and 
Sternadori (2016); Negm (2024); 
Couture Bue, Dal Cin, and Harrison 
(2022); Couture Bue and Harrison 
(2019); Kassem, Negm, and Abu 
Gharara (2024) 

Emotional 
Processing 

Responses Lead 
to Processing 

Emotional responses occur 
before evaluations and 
influence the interpretation 
and judgments of the 
advertisement 

Ekman (1992); Kemper (1987); 
Holbrook and Batra (1987); Kemp, 
Bui, and Chapa (2012); Lima and 
Casais (2021); Zajonc (1980); 
Curtis, Arnaud, Waguespack 
(2017); Roesch (1999); Chang 
(2002); Bodenhausen, Kramer, and 
Süsser (1994); Otamedi and Martín 
(2020); Abitbol and Sternadori 
(2020) 

 Mixed Emotions Individuals may experience 
positive and negative 
emotions simultaneously in 
response to empowering 
advertising 

Braniecka et al. (2014); Couture 
Bue, Dal Cin, and Harrison (2022); 
Iyer and Dani (2025); Williams and 
Aaker (2002) 

Evaluation Authenticity and 
Skepticism 

Consumers evaluate 
empowerment advertising 
based on the advertisements’ 
perceived authenticity, 
consistency, and the 
commercial motives 

Abitbol and Sternadori (2016); 
Couture Bue, Dal Cin, and Harrison 
(2022); Champlin et al. (2019); Iyer 
and Dani (2025); Fritz, 
Schoenmuller, and Bruhn (2017); 
Martínez-Aguirre, Cavazos-Arroyo, 
and Carrillo-Durán (2025); Ho et al. 
(2026) 
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 Self-Congruence Evaluations are influenced 
by the congruence between 
the advertisements and the 
consumers’ actual or ideal 
self 

Chang (2002); Koo, Cho, and Kim 
(2014); Zogaj, Mähner, and 
Tscheulin (2024); Fritz, 
Schoenmueller, and Bruhn (2017) 

 Attitudes Empowerment advertising 
may influence attitudes 
toward bodies, stereotypes, 
and gender portrayals 
(positively or negatively) 

Åkenstam et al. (2017); Selensky 
and  Carels (2021); Negm (2024); 
Koç et al. (2024); Abitbol and 
Sternadori (2016) 

Table 1: Operationalization Table 

3.2.4 Pretest 

Before any true empirical data collection and interviewing could proceed, two 

pre-tests were conducted. Referred to as a “pilot study” by Bell, Bryman, and 

Harley (2022), pre-testing ensures that the structure and design of the interview 

guide and stimuli function as intended and will result in relevant empirical data.  

The first pre-test centered around the chosen stimuli. The purpose of this test was 

to confirm that the advertisement is indeed seen as a ‘female empowerment 

advertisement’. During the pretest, the advertisement stimuli were shown to four 

independent, willing participants who held no bias or opinions against the 

company behind the advertisement, nor the aim and scope of this study. The aim 

was to evaluate whether the stimuli were perceived as a female empowerment 

advertisement or not. The pretest revealed that there was an alignment between 

the authors’ interpretations and how the participants saw the presented stimuli. 

This means the participants did indeed confirm that they saw the advertisement as 

a ‘female empowerment advertisement’. The participants described it using the 

key characteristics such as warmth and feeling of being welcome, inclusivity and 

diversity, and not playing into stereotypes of women.  

The second pre-test was conducted to test the usability of the interview guide, as 

well as to give the researchers some experience on how to use it successfully to 

ensure a smooth data collection process. To test the guide, two willing and 
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unbiased participants were chosen. The test itself mimicked that of a ‘true’ 

interview, meaning the process was identical to the actual interviews. The results 

confirmed that the interview guide had the possibility to lead the researchers to 

empirical data relevant for the research purpose and questions, as well as the 

approximate time each interview may take.  

3.3 Sampling Method 

This thesis utilized a combination of convenience and purposive sampling as the 

sampling methods, meaning participants were chosen based on their availability 

and accessibility, while also meeting the characteristics that were seen as relevant 

to the study. (Bell, Bryman, and Harley, 2022). Specifically, the participants had 

to be women within the age range of 18-26 to fit the purpose. This approach was 

considered suitable since the study aimed to explore the perceptions and 

emotional responses among a specific target group that was deemed relevant to 

female empowerment advertising. However, the choice was also affected by time 

constraints, budget restrictions, and the scheduling availability of participants. 

Every participant had to meet two pre-requisite points of criteria before the 

interviews could commence. Firstly, they had to identify themselves as women, 

and secondly, they had to be between the ages of 18 and 26. The study focuses 

specifically on young adults, and multiple sources identified young adults to fit 

between this age range (Bonnie, Stroud, and Breiner, 2015; Simpson, 2018). 

Although the age criteria were identified as 18-26, the ages ended up varying 

between 20 and 26, due to the purposive convenience sampling. 

3.3.1 Participant List and Saturation 

In order to decide on how many participants to include in the sample, as well as 

when the empirical data collection can be considered as complete, the authors 

referred to the guide about theoretical saturation in qualitative research (Bell, 

Bryman, and Harley, 2022). If the participants are no longer providing new 

categories or findings, and when the relationships and connections between 

different categories seem to have emerged clearly, saturation levels are considered 
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sufficient. Therefore, when no new findings are longer emerging, the empirical 

data collection can either be considered as complete, or the questions and aim of 

the data collection can be directed towards another area in further need of 

information. The empirical data reached a reasonable level of thematic saturation 

after six interviews. After the sixth interview, the gathered data started to appear 

repetitive, indicating saturation. The authors could already see emerging 

commonalities and connections in the data. Therefore, six interviews with six 

participants provided sufficient saturation for the academic purposes of this thesis. 

To keep their anonymity, each participant was labeled with a number 

corresponding to the order of the interviews (see Table 2: Participant List with 

Numbers, Characteristics, and Interview Details). In addition to the age of the 

participants, some additional information was recorded: date of the interview, 

interview duration, occupation, and the amount of time each participant has spent 

living in Sweden. The demographic information was collected to enhance 

transferability arguments. Although this data was not directly used in the analysis 

to produce findings, it is important for other possible future researchers who may 

wish to repeat or continue this study. Therefore, it was deemed necessary to keep 

the information on demographic characteristics in the study. 

Participant 
Number 

Age Date and Time 
of the 
Interview 

Duration of 
Interview 

Place of 
Interview 

Occupation Time lived in 
Sweden 

Participant 1 25 8.05.2026 
12:00 

33 minutes In-person, 
Home of the 
Participant 

Restaurant 
Worker 

Whole life 

Participant 2 22 8.05.2026 
16:45 

41 minutes In-person, 
Campus 

Marketing 
Student 

Whole life 

Participant 3 20 8.05.2026 
17:45 

39 minutes In-person, 
Campus 

Marketing 
Student 

4 years 

Participant 4 26 9.05.2026 
12:00 

30 minutes Digital, 
FaceTime 

Service 
Attendant 

Whole life 

Participant 5 22 11.05.2026 
12:00 

34 minutes In-person, 
Campus 

Marketing 
Student 

Whole life 
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Participant 6 22 11.05.2026 
13:00 

33 minutes In-person, 
Campus 

Marketing 
Student 

4 years 

Table 2: Participant List with Numbers, Characteristics, and Interview Details 

3.4 Data Analysis 

One way to analyse qualitative empirical data gathered from semi-structured 

interviews is thematic analysis (Bell, Bryman, and Harley, 2022). The aim of a 

thematic analysis is to identify common themes within the empirical data, such as 

patterns or meanings. Themes are identified through familiarization with the data 

(immersion), meaning the data is thoroughly examined to identify repetitions, 

similarities, and differences within it. Identifying themes helps to better 

understand the collected data and how it relates to the research question and focus. 

The steps of the thematic analysis process used in this thesis were based on a 

study by Naeem et al. (2023), who compiled a six-stage framework for thematic 

analysis usage in qualitative research. Following these steps, the authors were able 

to recognize and interpret evolving themes better, as the framework encourages 

depth as opposed to mere descriptions within the analysis process. 

#1 Transcribing the interview data. The authors familiarize themselves with 
the information. 

#2 Selecting keywords and statements 

#3 Open coding of the keywords and statements 

#4 Development of categories and themes 

#5 Conceptualization through the interpretation of keywords, codes, and 
themes 

#6 Development and testing of the conceptual model 

Table 3: Thematic Analysis Process (Naeem et al., 2023) 

After the completion of each interview, the audio recordings were immediately 

transcribed and open-coded. However, due to the extensive amount of empirical 

material collected, it was deemed impractical to display the full transcriptions 
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within this thesis, as it would have affected the readability of the thesis. Similarly, 

including full transcriptions would not have added any analytical quality to the 

findings. Therefore, only selected quotations from the participants are presented in 

the empirical chapter. Quotes were chosen based on how well they represent the 

generated themes, to be transparent about how themes were generated, as well as 

to show examples relevant to research questions. Drastically differing answers 

were also chosen to be included. The coding process and analysis were performed 

based on the full transcriptions, even though only select quotes are included in the 

final thesis. For more information regarding the full transcription data, see 

Appendix 2: Interview Guide.  

Immediate transcription and coding led the authors to have a clearer 

understanding of the context behind each interview, meaning the developed open 

codes were more accurate. The open coding process was first done manually 

using sticky notes and regular paper (see Appendix 5: Manual Coding Examples). 

The transcriptions were read through, relevant parts were highlighted, and turned 

into a corresponding open code (example of a statement leading to an open code 

can be seen in Table 4: Example of the Coding Process). Once open coding was 

done for all six interviews, the sticky notes were also manually sorted. Firstly, the 

sorting led to initial categories, and the second sorting to initial themes (see 

Appendix 5: Manual Coding Examples). To then verify the accuracy and 

connectivity of each code to its corresponding theme, the data was fed into Claude 

AI, an artificial intelligence chatbot. Results from Claude AI were similar to those 

of the authors themselves. Both results were then combined into the final 

categories and themes, yielding 212 open codes, 11 categories, and 4 themes (see 

Table 5: Overview of the Thematic Coding Process). The full table with individual 

open codes can be seen in Appendix 4: Coding Table. 

Statement Open Code Category Theme 

P5: “There’s definitely some kind of warm 
feeling, the idea of showing experiences that 
every woman goes through, the togetherness. And 
the idea that we’re in this together.” 

Warmth Positive Emotions Emotional 
Resonance and 
Tone 
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P1: “If you’re somebody that’s gonna lead a 
marketing campaign, give something more fun, 
colorful, memorable. Not so monotone.” 

Unmemorable Memorability 

P4: “Looking at the video, at all the different 
body types, everybody is different. I love that, it’s 
so inclusive, there’s one of every body type.” 

Inclusivity Diversity Self-Congruence 
and 
Representation 

P2: “I don’t really see myself here because I 
rarely wear bras. So I don’t think I associate a lot 
with the ad.” 

Not 
Self-Congruent 

Relatability 

P3: “I feel like with lingerie models, they are kind 
of for the men’s eye. Which is weird, because it’s 
not men who these lingerie are for. But then, of 
course, everything is pretty male-centered in the 
world, unfortunately and I believe that these men 
have come up with these stereotypes for women.” 

Male Gaze Norm-Reinforcing Challenging vs 
Reinforcing 
Gender Norms 

P6: “So the more these advertisements would 
appear on the television or like everywhere, the 
less judgment around the woman’s body would 
there be.” 

Changing 
Perspectives 

Perspective-Shift  

P5: “I feel like they make it a conscious point to 
be diverse. In an advertisement like that, it feels 
very conscious on their (the brand) part. It seems 
to signal the actual values of the company, that 
they value diversity, that they see different 
bodies, and they make sure that their products 
work for different bodies.” 

Brand 
Alignment 

Perceived 
Authenticity 

Authenticity vs 
Performative 
Empowerment 

P1: “It feels like oh, this should be you. You 
should be living this life. Like they’re trying to 
push this ideal on you, even though it’s not 
actually like that.” 

Unrealistic 
Expectation 

Commercial 
Skepticism 

Table 4: Example of the Coding Process 

Open Codes Categories Themes 

20 open codes Positive Emotions Emotional Resonance and Tone 

21 open codes Memorability 

33 open codes Emotional Intensity 

19 open codes Relatability Self-Congruence and Representation 
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27 open codes Diversity 

20 open codes Belonging 

13 open codes Norm-Reinforcing Challenging vs Reinforcing Gender Norms 

5 open codes Against the Norm 

5 open codes Perspective-Shift 

26 open codes Perceived Authenticity Authenticity vs Performative Empowerment 

23 open codes Commercial Skepticism 

Table 5: Overview of the Thematic Coding Process Results 

3.6 Trustworthiness and Authenticity 

To evaluate the quality of this thesis, the criteria of trustworthiness and 

authenticity were followed. Trustworthiness and authenticity consist of credibility, 

transferability, dependability, and confirmability (Bell, Bryman, and Harley, 

2022).  

3.6.1 Credibility 

Credibility entails that the study was conducted on the basis of ethical principles 

(Bell, Bryman, and Harley, 2022). Additionally, credibility requires that the 

population from which the sample was taken can access the study, to verify 

whether the social phenomenon that was being studied was understood correctly 

by the researchers. To ensure credibility in this thesis, ethical considerations were 

thought about by the authors before and during the thesis construction process 

(see: 3.7 Ethical and Societal Considerations). This thesis was also made publicly 

accessible to the population behind the sample in the DiVA Portal, a repository for 

university publications and student theses. The thesis was also sent digitally to all 

interview participants after completion.  

3.6.2 Transferability 

Transferability means the social context that was researched is described in depth 

to ensure the results can be tested in other contexts (Bell, Bryman, and Harley, 
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2022). The descriptions should include information about the research 

environment, participants, what procedures were undertaken, how the codes and 

themes were developed, and other relevant contextual information. Information 

about these various elements can be seen throughout Chapter 3, ‘Methodology’. 

For a more detailed overview, see Table 1: Participant List with Numbers, 

Characteristics, and Interview Details. 

3.6.3 Dependability 

Dependability instructs the authors to keep records of every action and decision 

made during the research process (Bell, Bryman, and Harley, 2022). This includes 

how participants were selected for interviews, how data was collected, coded, and 

analysed, how and if interviews were transcribed, as well as a multitude of other 

decisions. Dependability in this thesis was ensured by keeping extensive written 

records and explanations of decisions made, which can be observed throughout 

the ‘Methodology’ chapter. Allowing for academic peers to verify whether all 

measures were followed to the extent that is being claimed in the study, 

dependability measures helped build confidence in the findings of this study.  

3.6.4 Confirmability 

Confirmability ensures the research is as objective as possible (Bell, Bryman, and 

Harley, 2022). Although complete objectivity is impossible to guarantee in a 

qualitative study, following the principles of confirmability ensures that the 

personal stances of the authors have not interfered with the findings and processes 

of the study to the furthest possible extent.  

To guarantee confirmability to the fullest possible extent, the authors took 

multiple measures. Firstly, where possible, verified academic research papers and 

books were used. This ensured that all claims were made on the basis of 

pre-existing literature, and can be verified.  

Secondly, during the semi-structured interview and empirical data collection 

processes, the respondents were not asked any leading questions. The interpretive 

nature of qualitative interviews introduces a possible risk of interviewer influence 
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and bias, meaning probing questions or follow-up phrasing may unintentionally 

be added to the interview, shaping the responses from participants. Additionally, 

having two interviewers may lead to slight inconsistencies in interviewing styles. 

To avoid leading the respondents and keeping answers as objective as possible, 

the interviews always followed a set guide (see Appendix 2: Interview Guide). 

The questions were designed to be as open-ended as possible, ensuring the 

respondents were bringing up information relevant from their perspective and 

could discuss topics important to them in terms of the researched social 

phenomenon, without interviewer intervention. The guide also eased 

comparability between the responses. 

Thirdly, the stimuli used in the interviews were verified using a pretest. The 

pretest confirmed its fit as an example of a ‘female empowerment advertisement’, 

and that it was truly seen as an empowerment advertisement by the general public, 

not just the authors.  

It is worth noting that the participants may have adjusted or lessened their 

responses due to topics such as feminism, gender equality, stereotypes, and body 

image being seen as sensitive. Some participants may therefore have softened 

their criticism, expressed opinions that are seen as more socially acceptable, or 

avoided some controversial statements. The responses of the participants were 

also recorded, which may have led to them being selective about which opinions 

and experiences to share. To eliminate this to the best of the authors’ abilities, it 

was made sure to create an accepting and open environment before the interviews 

began. The respondents had the ability to choose the location of the interview 

themselves, hopefully making the environment feel more comfortable. Before the 

interview began, the authors and the respondents conversed about ‘everyday’ 

casual topics, building up a rapport with the participants. 

Lastly, the author’s own biases, background, and perspectives have to be 

discussed, since they might have impacted the results of the thesis. These 

considerations are also known as reflexivity. Reflexive considerations were made 

throughout the research process at every stage in order to make critical 
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assessments of the researchers’ assumptions and interpretations, and how they 

may have impacted the completion of this thesis. Both authors were born and 

raised in Western societies, where topics such as gender equality and feminism are 

more widely accepted and normalized (as per the perspectives of the authors 

themselves). The authors are also both empathetic towards such causes. To 

eliminate said bias to the best of the authors’ abilities, every claim and opinion 

was sourced, ensuring that these opinions are accepted as objectively truthful in 

higher academia. Reflexive awareness was maintained during the interviews to 

reduce the risk of leading questions and to remain conscious of the potential 

researcher influence on the participant responses.  

3.7 Ethical and Societal Considerations 

To ensure that this thesis is performed on the basis of ethical principles, the 

authors must address any possibility of causing harm to their interview 

participants, as well as possible benefits (Kvale and Brinkmann, 2009). Ethicality 

stretches beyond just being aware of possible consequences. Since the authors 

themselves act as the instrument for ‘obtaining knowledge’, they must be sensitive 

towards any moral issues at hand, and be able to recognize how their own 

previous experiences and bias may affect the study. The Social Research 

Association has published a research ethics guide, which the authors used as 

guidance and inspiration (Social Research Association, 2021).  Guidance was 

used to aid in understanding the ethics surrounding participant protection, 

research quality, consent, and confidentiality.  

3.7.1 Ethical Considerations 

To ensure the safety and well-being of the interview participants, multiple 

precautionary measures were taken. 

A letter of consent was sent out beforehand, informing the participants of the 

purpose and contents of the study, as well as important interview procedures. 

Right before commencing with the actual interview, the scope and implications 

were reconfirmed with the participant, adding an additional level of informed 
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consent. Additionally, the participants were both informed in writing and verbally 

about their right to withdraw participation at any time if they so choose. 

Confidentiality of the participants was ensured in various ways. Firstly, the 

participants remained completely anonymous throughout and after the study, 

meaning their names and identifiable information about them were never recorded 

and saved. Secondly, the authors made sure to hold their data and audio recording 

securely and not to share them with any third parties. The recordings themselves 

were also deleted after the completion of the thesis, with only anonymous 

transcriptions remaining for trustworthiness and authenticity purposes.  

The authors avoided asking any direct questions and prompting discussion about 

potentially sensitive topics. This included topics such as insecurities about weight 

or appearance, and any other self-image topics. If the participants wished to bring 

up said topics, they did so with no encouragement and of their own free will. Any 

potentially sensitive topics were brought up in the consent and information letter, 

ensuring the participants could withdraw before any interviews began. The 

consent letter also acted as a preliminary screening process, meaning that 

potentially uncomfortable participants could be excluded in advance. During the 

interview, the participants had the option to take breaks and skip over topics and 

questions they wished not to discuss with no pressure from the authors. 

The authors did their best to avoid any possibly leading questions during the 

interviews and ensured that the interviews were conducted as objectively as 

possible. During the coding process, where interview transcriptions had to be 

interpreted into open codes, categories, and themes, the authors tried their utmost 

to avoid any possible misrepresentations of true answers. The authors have also 

acknowledged possible researcher bias and how it may have affected this thesis 

(see 3.6.4 Confirmability). 

This thesis also took notice of the GDPR (General Data Protection Regulation) 

principles (Swedish Authority for Privacy Protection, 2021). All of the principles 

have already been discussed in various chapters of this thesis, such as how the 

data was collected and stored, when it was deleted, and how it was used. The 
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authors take full accountability and are able to demonstrate ways in which the 

principles were followed and complied with. 

3.7.2 Societal Implications and Considerations 

As for the positive societal considerations and implications, this thesis aims to 

contribute to the discussions regarding advertising and how it may shape 

perceptions around female empowerment causes. It does so by increasing the 

understanding of how young women (in Sweden) emotionally respond to and 

evaluate female empowerment advertising. The findings of this thesis may 

encourage companies to create more authentic and socially responsible 

advertisement campaigns, encouraging public discussions around ethical 

marketing practices and holding companies accountable. Additionally, the 

findings aim to contribute to discussions about representation, inclusivity, and 

stereotyping in media and marketing. It does so by highlighting how commercial 

actors use feminist and empowerment-related messaging in their branding, and 

how potential consumers perceive it. Therefore, the findings may increase the 

awareness of the emotional influence advertising may have on consumers. 

Companies may end up adapting their advertisements to be more manipulative 

and persuasive, which could be a negative societal implication. Because this thesis 

extends the understanding around how young women connect with empowerment 

advertisements, practitioners may use this knowledge to cause harm and 

communicate manipulative messages. Consequently, empowerment advertising 

could unintentionally create new stereotypes and societal expectations regarding 

the self-expression and independence of women. The advertisements may also 

become more performative, rather than actually contributing to social change, 

which would increase skepticism and perceptions of inauthenticity among 

consumers, leading them to believe many empowerment campaigns are solely 

profit-focused. Idealized portrayals of empowerment may also create additional 

social pressure for young women, making them want to meet heightened social 

and emotional standards.  
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4. Empirical Material 

This chapter shows the responses gathered from semi-structured interviews. Six 

individual interviews were conducted. All respondents were women, between the 

ages of 20 and 26, and long-time residents in Sweden. Due to the amount of raw 

transcribed data, only selected quotes will be presented in this chapter. For those 

interested in the full transcriptions, see Appendix 2: Interview Guide for more 

information. 

4.1 Emotional Resonance 

The theme titled ‘Emotional Resonance’ consists of initial emotional responses to 

the advertisement stimuli. The responses were largely similar, with only a few 

outliers. Several participants felt ‘happy’, describing the advertisement as ‘warm’ 

and ‘welcoming’, while highlighting the ‘comfort’ of it. Some also talked about 

the feeling of unity and ‘togetherness’ in the advertisement, as exemplified in the 

quote below. 

“There’s definitely some kind of a warm feeling, the idea of showing 

experiences that every woman goes through, the togetherness. And the 

idea that we’re in this together.” 

Multiple participants noted that the pacing of the video and the lack of colors 

made it less memorable, stating that it would be hard for it to stand out among all 

the fast-paced advertising that can be seen on social media or on television, in 

comparison to other ads in the same field of products targeted towards women. 

One woman said that she will forget about the advertisement in five minutes and 

that it was not memorable at all,“[...] If you’re somebody that’s gonna lead a 

marketing campaign, give something more fun, colorful, and memorable. Not so 

monotone”. Two other participants had a similar answer, stating that the 

advertisement was relatively simple compared to others and therefore does not 

capture attention. One participant described this as follows:  
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“We see so many things that this is no longer anything 

attention-grabbing.” 

The initial perceptions around emotional intensity centered around a few main 

themes. Some respondents described it as ‘confident’, ‘powerful’, and 

‘empowering’. As one participant explained:  

“I feel happy because it’s so inclusive. I love that, and I feel it’s kind of 

empowering too. And I love the part with the old lady who needed help. 

Yeah, that’s super cute. I just feel super happy when I see it like you go, 

girl power.” 

However, some described it as ‘overly exaggerated’ and even ‘theatrical’. One 

respondent stated that the advertisement was unnecessarily ‘intimate’ and 

‘shocking’: “There were some clips where they were completely naked in the 

pool, and that felt like maybe way too much.”. Another participant stated that: 

“It’s good that they have everyone included, but it doesn’t have to be so deep.”. 

Although the participants could recognize themes of empowerment and 

inclusivity, the initial reactions were overshadowed by the advertisement’s 

‘dramatic’ nature.  

4.2 Self-Congruence and Representation 

The theme of ‘self-congruence and representation’ consists of responses separate 

from emotional ones, such as views around relatability, inclusivity, belonging, and 

representation. In terms of relatability and how much the respondents saw 

themselves in the advertisement, answers were divided into two categories. Some 

said they found it ‘personable’ and ‘relatable’, whereas others could not see 

themselves in it. For example, one participant commented that the commercial 

was personable, using the phrase “it’s like talking to a friend”. Another stated: 

“But here it is like, oh, I could relate to everyone [in the advertisement]. 

They are so diverse, and all of them are not in their like, perfect shape. But 
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it doesn’t have to be a perfect shape, because that wouldn’t be a real 

human.” 

“I can see myself everywhere in the advertisement, and I think that’s the 

beauty of it. It just shows everyone having fun, being stressed, or feeling 

maybe insecure, or feeling supported, feeling uplifted. In that way, I do see 

myself in it.” 

Some participants had contrasting answers, mostly due to relatability and 

representation. One of them said that because she does not wear bras, the 

advertisement did not associate with her at all. Another said that she felt the 

advertisement was targeting a demographic different from hers: 

“I don’t really see myself buying from there, but that’s also because I 

didn’t really see somebody like me. Thinking back on most things I 

purchase, I purchase them because they are catered towards me, my 

interest, or my demographic. This one was definitely catered towards 

another demographic. They have women through all stages, but not so 

much the early stages. It did not feel relatable to me in that sense.” 

Although not every participant could personally relate to the advertisement, the 

majority took notice of the wide range of inclusivity. Multiple participants 

enjoyed the depiction of ‘different body types’, saying that they ‘really liked that 

they included all sorts of bodies.’ The participants mentioned that they enjoyed 

seeing the expecting mother, and others focused on the woman who had had a 

possible mastectomy, one participant stated: “I feel like they convey that their 

product is for everyone and every woman, even if you have a mastectomy”.  

Multiple respondents also brought out how the advertisement is very 

‘female-focused’. A participant expressed this by stating the following: 

“There’s definitely some type of, like warm feeling with, like the idea of 

showing experiences that every woman goes through. So it definitely was 

kind of like togetherness, especially the idea of ‘we’re in this together’. I 

think it was an old woman that looked back, and then there was just in a 
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sea of men, basically showing this idea of, it is you, you’re brawling the 

patriarchy. I feel like it gave that kind of matriarchy, woman togetherness 

feeling, basically.” 

Another one stated: 

“It shows that positive journey of womanhood and stuff, for sure. That 

you’re welcome and you’re beautiful, any shape you are. You don’t have 

to jump over your head just to reach the real standards and to be 

accepted.” 

The participants described the advertisement as conveying a sense of 

‘togetherness and womanhood’ throughout, in a non-judgemental atmosphere, 

showing realistic human bodies.  

4.3 Challenging or Reinforcing Gender Norms 

Within the theme of challenging or reinforcing gender norms, participants 

discussed their thoughts around stereotypes. Many participants had the opinion 

that the way women were depicted in the stimuli was ‘non-stereotypical’, meaning 

their appearance was ‘true-to-life’ and contrasting traditional ‘beauty standards’. 

One participant also discussed that by showing ‘variety’, it helps break down 

‘ideals about womanhood’: 

“I feel like every model today is paper-thin. Everybody does not look like 

that. Some do, but the majority of the women in this world don’t. It’s 

important, and it’s healthy to see all of the models, to show that everybody 

doesn’t look like this. Showing more normal bodies is super important for 

everyone, so they learn that this isn’t the standard. The current standard is 

not healthy.” 

Continuing from ‘beauty standards’, several of the participants expressed the 

prevalence of stereotypes in today’s advertising and society as a whole, with some 

discussing the idea and desire to resemble the models shown in traditional 

underwear advertising.  
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“They’re then also expected to dress a certain way, act a certain way. But 

the thing is, with these lingerie models, you don’t have to look like them 

exactly, but you want to, because that’s the stereotype. So then you say, 

Oh, she’s wearing this. I want that. So I’m sure it sells in that way, but it’s 

just really backwards, I feel like.” 

Some participants went further by discussing the “male gaze” in other 

advertisements, and how it may impact women’s attitudes and preferences. One 

participant discussed how ‘male-centeredness’ may lead women towards choosing 

‘trendier’ but more uncomfortable underwear options because stereotypical 

depictions ‘sell better’. Another participant had a similar viewpoint: 

“I feel like with lingerie models, they are kind of for the men’s eye. Which 

is weird, because it’s not men who these lingerie are for. But then, of 

course, everything is pretty male-centered in the world, unfortunately and I 

believe that these men have come up with these stereotypes for women. 

You should portray your product for who someone wants to become. 

Which is, unfortunately, the stereotypical girl.” 

Some of the participants changed their minds throughout the interview. They were 

not able to identify themselves with the advertising at first. Later on, after 

reflecting on the advertisement and ‘womanhood’, their opinions and emotions 

changed. One participant stated that by reflecting on the message in the stimuli 

throughout the interview discussion, she ended up noticing similarities that were 

invisible before:  “I do see myself. I forgot about the part in which they’re talking 

about taking it off. Then I do see myself in there. And I think that’s very 

powerful.” Another participant expressed that her emotions changed throughout 

the interview. What started initially as shock evolved into her feeling warmth:  

“I would say first, I was maybe shocked. But at the same time, it feels like 

they’re trying to convey some kind of warmth to all the women, despite 

their body shape and their age. Some of these clips could have been taken 

away. But at the same time, they’re trying to convey the message.” 
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Additionally, one participant discussed that by showing more ‘body-positive 

advertisements’, the opinions and attitudes of people may change on a larger 

scale: “So the more these advertisements would appear on the television or like 

everywhere, the less judgment around the woman’s body would there be.” 

4.4 Authenticity 

The majority of the participants felt that the advertisement was ‘authentic’ and 

“genuine”, discussing that the diversity felt fitting of the brand and that it was 

presented in a way that made it believable. The slow pace and the subdued nature 

of the ad were some of the themes that were brought up in the interviews. One 

participant stated:  

“And I think the following theme throughout the ad is authenticity. The 

women were very different, and I mean, that’s authentic. It doesn’t portray 

women in a perfect light in that sense. Not just their skin and the way they 

look, but also the way they act. It doesn’t portray womanhood as being one 

single experience.”  

Some found it to be genuine, while other participants found the depiction of 

women to be ‘misleading’ and ‘inauthentic’, as if it were in some ways 

embellishing and undermining the ‘difficulties of womanhood’. One woman 

stated that: 

“I think they picture life as this great, adventurous, big, comfortable thing, 

like, oh, powerful women. Yeah, that’s great. Absolutely. But that’s not 

like, that’s a dream for most of the women, at least. There’s so much more. 

There are hormones, there are… If I am that calm when I’m pregnant, 

yeah, then great. I don’t think I will be, but great. 

Another participant had a similar understanding, saying that “[...] making a 

spectacle out of it doesn’t necessarily make it empowering. I think that showing 

the simple things, even though it’s lingerie, is empowering.”  
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Many brought out the commercial focus of the advertisement. Although some 

could still see the ‘inclusivity and diversity’ aspect, they could not ignore the 

product itself. For example, one woman said, “I see what they’re getting at. The 

underwear is supposed to be supportive, and it’s with you throughout life. 

Although sometimes it did sound a bit tacky.”  
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5. Analysis 

The aim of the analysis is to show the connections between different themes, as 

well as how they relate to the theoretical material gathered in the Literature 

Review chapter. The contents were divided into three subchapters to show the 

emerging patterns and connections more clearly.  

5.1 The Shaping Role of Representation and Self-Congruence 

Participants’ discussions indicate that emotional responses may be closely 

connected to elements of representation and inclusivity in the female 

empowerment advertisements. Interviewees who saw the advertisement stimuli as 

diverse and relatable expressed stronger positive emotional responses. This aligns 

with the findings of Lima and Casais (2021) and Abitbol and Sternadori (2016), 

who found that female empowerment advertisements rely on inclusivity and 

diversity for emotional identification and positive evaluations. However, the 

interviews further demonstrate that recognizing inclusivity objectively within the 

advertisement does not guarantee positive evaluations and emotional 

identifications. Rather, it appears to be connected to perceived representation and 

personal relevance, suggesting that emotional responses may be shaped by 

self-congruence.  

The findings indicate that the participants could recognize inclusion and diversity 

elements in the stimuli, but without congruence with their sense of self, their 

evaluations were more negative. Therefore, evaluations about the advertisements 

seem to work in relation to one’s own sense of self, which changes the intensity 

and the direction of the emotional responses (Cang, 2002). Koo, Cho, and Kim 

(2014) similarly found that congruence with the actual self leads to more positive 

evaluations to form. Emotional responses on their own do not seem to determine 

evaluations of female empowerment advertisements. Rather, participants appear to 

critically reassess their emotional responses through perceptions of realism, 

authenticity, and self-congruity. Emotional connections seem to become stronger 

when participants perceive the representation as relatable on a personal level, 
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inclusive, and congruent with their own identities. Those who saw themselves 

represented often responded with more positive emotions and positive 

evaluations. This may be due to the possible self-recognition within the 

advertisement, which increases the personal relevance and emotional 

identification, making it so that the empowerment message appears more 

meaningful and credible. Taken together, the discussions and theoretical findings 

suggest that self-congruence and representation are connected with emotional 

responses and evaluations. 

5.2 Emotional Responses and Authenticity 

When asked about the initial emotional response to the advertisement stimuli, the 

discussions of the participants suggest that the advertisement was able to produce 

immediate emotional engagement. That corresponds with theoretical material, 

which states that female empowerment advertisements are effective at evoking 

emotional responses, such as feelings of confidence and empowerment (Lima and 

Casais, 2021; Kemp, Bui, and Chapa, 2012).  

However, interview discussions also suggest that emotional responses on their 

own are not sufficient enough to explain participants’ overall evaluation of female 

empowerment advertising. Instead, the participants appeared to interpret their 

emotional responses through broader considerations, such as realism, authenticity, 

and the perceived intentions of the commercial. These responses indicate that 

emotional responses do not always directly correspond with evaluations of female 

empowerment advertisements. Some women with initially positive emotional 

responses ended up evaluating the advertisement negatively, indicating that 

emotional responses and evaluations may operate at different stages. Therefore, 

immediate emotional responses may later be changed and reevaluated after critical 

reflection. This finding aligns with both Otamendi and Martín (2020) and 

Holbrook and Batra (1987), who argue that emotions function as indicators of 

potential evaluations. Emotions appear to be guiding initial evaluations, which 

may be reshaped by cognitive interpretation and contextual judgement, such as 

perceptions of authenticity. 
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A pattern emerged from the thematic coding that indicates that perceived 

authenticity in female empowerment advertising is closely connected to the lack 

of stereotyping and the inclusion of diverse body types. As emerged from the 

discussion, the stimuli were described as showcasing ‘real people and real bodies’ 

instead of idealized depictions. This diversity was often interpreted as enhancing 

the realism and relatability of the advertisement, making it feel more authentic 

and trustworthy. Authenticity was continuously raised as a central concept during 

the coding process, seemingly shaping whether the emotional responses 

developed into positive or skeptical evaluations. In particular, skepticism toward 

overly polished or idealized portrayals appeared to weaken the connection 

between emotions and positive evaluations. Those discussions align with previous 

research, which indicates that reduced stereotypical portrayals may contribute to 

more positive evaluations of female empowerment advertisements (Åkestam et 

al., 2017; Selensky and Carels, 2021).  

However, this alignment appears to be context dependent, since prior research 

also suggests that the removal of stereotypes does not automatically guarantee 

positive attitudes and evaluations (Negm, 2024; Koç et al., 2024). Positive 

evaluations may be shaped by broader positive emotional responses and brand 

representation rather than just authenticity. Therefore, authenticity in female 

empowerment advertising should not be understood as a fixed outcome of diverse 

representation, but more so a perception shaped by the individual interpretation, 

the emotional responses, and prior expectations of advertising and its norms.  

5.3 Stereotypes, Portrayals, and Evaluations 

The discussions highlighted how the stimuli drastically differed from ‘traditional’ 

advertising due to its non-stereotypical female depictions, condemning prominent 

beauty ideals. Research reflects this, suggesting that female empowerment 

advertising is positively evaluated when it challenges stereotypical portrayals of 

women by using diversity and inclusivity (Abitbol and Sternadori, 2016; Tsai, 

Shata, and Tian, 2021) and is disliked when the representations fail to be inclusive 
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(Abitbol and Sternadori, 2016). Reactions such as these indicate that women feel 

resistant towards gender norms and stereotypical portrayals. 

Discussions regarding the “male gaze” provide further support. It indicates that 

the participants’ evaluations of female empowerment advertising are shaped by 

the broader hierarchies of gender, connecting stereotypical portrayals to 

male-centered expectations surrounding attractiveness and femininity. Therefore, 

aligning with the claim that stereotypical depictions of women lead to more 

negative attitudes (Selensky and Carels, 2021).  

The findings furthermore suggest that when commercial motivations appear 

stronger than the genuine commitment to female empowerment causes, the 

advertisements are evaluated negatively, leading to skepticism. Participants, 

therefore, appear to evaluate female empowerment advertising not only through 

its stand to reject stereotypes, but instead through whether the empowerment felt 

genuine within the context of commercial advertising. 
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6. Conclusion 

This thesis explored how young women in Sweden emotionally responded to and 

evaluated female empowerment advertisements. The exploration revealed that 

female empowerment advertisements, emotional responses, and evaluations are 

intersecting concepts; they are in a mutually-shaping relationship.  

The characteristics of the female empowerment advertisements shape emotional 

responses. Advertisements that are diverse, inclusive, and represent the actual 

selves of the women exposed tend to generate more positive emotional responses. 

In comparison, the advertisements showing stereotypical depictions of women, or 

catering to the ‘male gaze’, evoked more negative emotional responses. 

Therefore, diversity, inclusivity, and notably self-congruence between the actual 

selves of women and the advertisements, seem to shape emotional responses the 

most. Emotional responses were also shaped by authenticity and realism. This 

means that responses differ depending on whether the advertisements are seen as 

genuine or rather commercially motivated. 

The relationship between emotional responses and evaluations is non-linear. Due 

to women discussing and critically analyzing the advertisements, initial emotional 

responses may change, and multiple contrasting emotions may exist 

simultaneously. This means that a positive emotional response may not 

necessarily lead to a positive evaluation being formed. Evaluations are also 

dependent on the emotional connection women have with the advertisement, as 

well as views around skepticism. The women who did not see themselves 

represented did not form emotional connections, and also evaluated the 

advertisement more negatively. In comparison, the women who saw themselves 

represented gave more positive evaluations. If they were skeptical about the 

intentions of the advertisement, the evaluations were more negative. Therefore, 

emotional responses are related to evaluations, but also shaped by broader 

considerations such as self-congruity, authenticity, emotional connections, and 

skepticism.  
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Previously, the thesis proposed a conceptual model to illustrate the relationship 

between female empowerment advertising, emotions, and evaluations. However, 

based on the emerging patterns, the model needs to be slightly modified by adding 

the nuances found through the analysis: Gender Portrayals and Stereotypes, 

Diverse and Inclusive Representation, Self-Congruence, Emotional Responses, 

Emotional Connection, Skepticism, and Authenticity. The relationship between 

the three concepts is still relevant in the way it was previously depicted, but the 

broader considerations that were observed must be included to better understand 

the nuances. 

Figure 2: Adjusted Model of the Relationship between Female Empowerment 

Advertising, Emotions, and Evaluations 
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6.1 Theoretical Implications 

The findings of this thesis contribute to the understanding of how emotions may 

be used to predict and understand evaluations of female empowerment 

advertising. Various researchers have previously claimed that emotions are 

reliable predictors of evaluations (Curtis, Arnaud, and Waguespack, 2017; 

Holbrook and Batra, 1987; Roesch, 1999; Kemp, Bui, and Chapa, 2012). 

However, the findings of this study suggest that the connection between emotions 

and evaluations is not that predictable. The findings suggest that this relationship 

is complex and that there are additional contributing factors shaping emotions and 

their connection to evaluations. The factors identified in this study are cognitive 

processing, critical discussion, and the existence of mixed, contradicting 

emotions.  

This study also extends the current literature about self-congruence and its role in 

how emotional responses and emotional connections form in relation to female 

empowerment advertising. Although research does agree on the importance of 

self-congruence within the relationship of emotions and evaluations (Chang, 

2002; Koo, Cho, and Kim, 2014), there is no current agreement on whether actual 

self-congruence or ideal self-congruence is more beneficial at evoking positive 

emotional responses and emotional connectivity in connection to female 

empowerment advertisements. The findings of this thesis suggest that women who 

are able to see themselves represented in the advertisements respond with more 

positive emotions, and are therefore more likely to develop emotional 

connections.  

Similarly, current research is in disagreement about whether actual or ideal 

self-congruence is better at evoking evaluations of authenticity (Zogaj, Mähner, 

and Tscheulin, 2024; Fritz, Schoenmueller, and Bruhn, 2017). The findings of this 

thesis suggest that actual self-congruence, just how it may be more beneficial at 

shaping emotional responses and connections, may also be better at evoking 

evaluations of authenticity, in comparison to ideal self-congruence. 
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Lastly, the findings of this thesis contribute to academic theory and existing 

knowledge by proposing a model that illustrates the interconnectedness of Female 

Empowerment Advertising, Emotional Responses, and Evaluations. This 

interconnected relationship may be shaped by additional considerations, such as 

self-congruence, stereotypical portrayals, diversity, inclusivity, genuineness, 

authenticity, and skepticism. Although previous research has connected these 

topics partly (e.g. Abitbol and Sternadori, 2016; Couture Bue, Dal Cin, and 

Harrison, 2022; Koo, Cho, and Kim, 2014; Couture and Harrison, 2024), there is 

no cohesive model that visualises the suggested relationship between all three. 

This contribution is significant because it offers a more comprehensive 

explanation of how young women emotionally respond to and evaluate female 

empowerment advertisements, instead of simplifying this complex relationship.  

6.2 Managerial Implications 

For practitioners and organizations who are interested in communicating 

empowerment messages, these findings may be beneficial.  

This study extends the understanding of how female empowerment 

advertisements, emotional responses, and evaluations behave as a mutually 

shaping construct. Managers and practitioners can take note of this relationship 

and use it to tailor campaigns, making them more communicative and connective 

to their target audiences. The findings suggest that in order for a female 

empowerment advertisement to be seen as genuine, the depictions of women in 

the advertisement have to align with how real women see themselves. In case of a 

mismatch, the women may see the representation and inclusivity elements as too 

commercially motivated. Practitioners who have the intention of truly 

empowering young women, can use these findings to better understand why an 

empowerment campaign may succeed or fail. The findings help in understanding 

how to create empowerment campaigns by speaking to the actual selves of 

women, instead of their idealized versions.  
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Additionally, by understanding how emotional responses are shaped by various 

advertisement characteristics, the practitioners can implement more authenticity 

and self-congruence-focused elements into their campaigns to enhance its 

genuinity.  

For legislators, by better understanding how young women connect with and 

evaluate empowerment messages, they can change the laws around which 

advertisement techniques are allowed to be implemented in reality. Because this 

knowledge may be used to harm the public, legislators and policymakers need to 

be aware of the possible dangers and create regulations to protect the young 

women. 

6.3 Limitations 

The most apparent limitation to the authors was that the majority of respondents 

used in the semi-structured interviews were university students who had 

specialized in marketing. Because they held extensive knowledge in marketing, 

their answers may have been different compared to those of individuals with no 

marketing expertise. Marketing students may have been specifically educated to 

understand the storytelling aspect of advertisements, as well as to notice nuances 

that may go undetected to somebody with a different educational background. 

Therefore, using marketing students in the interviews may have had an impact on 

the findings of this study. On a positive note, using marketing students could have 

also added additional depth and perspectives to the findings, which might have 

otherwise gone unnoticed.  

Additional limitations include time-management problems due to unforeseen 

circumstances that could not have been predicted, which affected the scheduling 

availability of both the authors and participants. Because the thesis completion 

process did not follow the original structure as planned, the authors had to make 

choices that affected various parts of the thesis, and might have affected the depth 

and consistency of certain parts of the research process. 
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6.4  Future Research Suggestions 

The findings of this thesis suggest a conceptual model, which could be examined 

in various contexts. Most notably, the authors suggest examining the model 

between different cultural contexts and audiences. 

Literature shows that societies differ in terms of gender norms and roles (Solomon 

et al., 2019). Some cultures are more accepting of gender equality in advertising, 

in comparison to others where such causes are not widely accepted. A larger-scale 

study exploring how emotional responses and evaluations about female 

empowerment advertising differ between cultural contexts may have grounds for 

an informative study. Previous research within this field has often been done in 

Western contexts (e.g., Åkestam, Rosengren, and Dahlen, 2017), so a comparative 

study between European (Scandinavian) countries and some others (eg, Asian, 

African, South American) could also potentially offer very beneficial and 

informative insights.  

Due to time constraints and budgetary restrictions, this thesis was unable to 

include a wider age range of women within the study’s scope. However, it would 

be interesting to research how emotional responses and evaluations to female 

empowerment advertising differ between various generations of women. Older 

generations in Sweden show drastically higher levels of ‘happiness’ and 

‘well-being’ compared to younger generations (Bittár et al., 2025). However, even 

though the older generations are more content with life, women, regardless of age, 

still report greater psychological distress compared to men. Therefore, research 

could benefit from a deeper understanding of how various generations 

emotionally respond to and evaluate female empowerment advertisements, and 

whether there are different shaping factors within this relationship when applied to 

different generations.  

Page 47 
 



Reference List 

Abitbol, A. and Miglena Sternadori (2016). YOU ACT LIKE A GIRL: AN 

EXAMINATION OF CONSUMER PERCEPTIONS OF FEMVERTISING. 

Quarterly Review of Business Disciplines, [online] 3(2). Available at: 

https://www.researchgate.net/publication/308795803_YOU_ACT_LKE_A_GIRL

_AN_EXAMINATION_OF_CONSUMER_PERCEPTIONS_OF_FEMVERTISI

NG [Accessed 24 Oct. 2024]. 

Abitbol, A. and Sternadori, M.M. (2020). Consumer location and ad type 

preferences as predictors of attitude toward femvertising. Journal of Social 

Marketing, ahead-of-print(ahead-of-print). 

doi:https://doi.org/10.1108/jsocm-06-2019-0085. 

Adnan Zogaj, Mähner, P.M. and Tscheulin, D.K. (2024). The pursuit of the ideal 

self: An investigation of the relationship of authenticity and ideal 

self‐congruence. Journal of Consumer Behaviour, 23(5). 

doi:https://doi.org/10.1002/cb.2342. 

Aten, J.D. and Denney, R.M. (2024). Qualitative research in psychology | 

EBSCO. [online] EBSCO Information Services, Inc. | www.ebsco.com. Available 

at: 

https://www.ebsco.com/research-starters/health-and-medicine/qualitative-research

-psychology [Accessed 25 Apr. 2026]. 

B Indira Priyadharshini (2025). Femvertising as a Marketing Strategy: A 

Literature Review. International Journal of Applied and Scientific Research, 3(5), 

pp.269–286. doi:https://doi.org/10.59890/ijasr.v3i5.15. 

Bell, E., Bryman, A. and Harley, B. (2022). Business Research Methods. 6th ed. 

Oxford: Oxford University Press. 

Berrios, R., Totterdell, P. and Kellett, S. (2015). Eliciting mixed emotions: a 

meta-analysis comparing models, types, and measures. Frontiers in Psychology, 

6. doi:https://doi.org/10.3389/fpsyg.2015.00428. 

Page 48 
 



Bittár, N.H., Nilsson, A.H., Dahlen, M., Nathanson, M., Kajonius, P.J., Kjell, O., 

Lomas, T., Padgett, R.N., Case, B., Chen, Y., Cowden, R.G., Johnson, B.R. and 

VanderWeele, T.J. (2025). Flourishing in Sweden: Great overall—but not for all. 

International Journal of Wellbeing, 15(3), pp.1–28. 

doi:https://doi.org/10.5502/ijw.v15i3.6001. 

Bodenhausen, G.V., Kramer, G.P. and Süsser, K. (1994). Happiness and 

stereotypic thinking in social judgment. Journal of Personality and Social 

Psychology, 66(4), pp.621–632. doi:https://doi.org/10.1037/0022-3514.66.4.621. 

Bonnie, R.J., Stroud, C. and Breiner, H. (2015). Investing in the Health and 

Well-Being of Young Adults. [online] Nih.gov. Available at: 

https://www.ncbi.nlm.nih.gov/books/NBK284791/ [Accessed 2 May 2026]. 

Braniecka, A., Trzebińska, E., Dowgiert, A. and Wytykowska, A. (2014). Mixed 

Emotions and Coping: The Benefits of Secondary Emotions. PLoS ONE, 9(8), 

p.e103940. doi:https://doi.org/10.1371/journal.pone.0103940. 

Carlén, K., Suominen, S. and Augustine, L. (2023). The association between 

adolescents’ self-esteem and perceived mental well-being in Sweden in four years 

of follow-up. BMC Psychology, 11(1). 

doi:https://doi.org/10.1186/s40359-023-01450-6.. 

Champlin, S., Sterbenk, Y., Windels, K. and Poteet, M. (2019). How brand-cause 

fit shapes real world advertising messages: a qualitative exploration of 

‘femvertising’. International Journal of Advertising, 38(8), pp.1240–1263. 

doi:https://doi.org/10.1080/02650487.2019.1615294. 

Chang, C. (2002). Self-Congruency as a Cue in Different Advertising-Processing 

Contexts. Communication Research, 29(5), pp.503–536. 

doi:https://doi.org/10.1177/009365002236193. 

Couture Bue, A.C., Dal Cin, S. and Harrison, K. (2022). Empowerment-Themed 

Advertising Effects: Activation of Empowerment and Objectification Schemas in 

Page 49 
 



Women Age 18-35. Media Psychology, 26(3), pp.1–26. 

doi:https://doi.org/10.1080/15213269.2022.2142611. 

Couture Bue, A.C. and Harrison, K. (2019). Empowerment Sold Separately: Two 

Experiments Examine the Effects of Ostensibly Empowering Beauty 

Advertisements on Women’s Empowerment and Self-Objectification. Sex Roles, 

81(9-10), pp.627–642. doi:https://doi.org/10.1007/s11199-019-01020-4. 

Couture Bue, A.C. and Harrison, K. (2024). Measuring Gaze: Women’s Visual 

Processing of Empowerment and Objectification Messages in 

Empowerment-Themed Advertisements. Journalism & mass communication 

quarterly, 101(1), pp.253–281. doi:https://doi.org/10.1177/10776990231217739. 

Curtis, T., Arnaud, A. and Waguespack, B.P. (2017). Advertising Effect on 

Consumer Emotions, Judgements, and Purchase Intent. Asian Journal of Business 

Research, 7(2). doi:https://doi.org/10.14707/ajbr.170037. 

Dai, Y., Zhu, Z. and Guo, W.Y. (2025). The impact of advertising on women’s 

self-perception: a systematic review. Frontiers in Psychology, [online] 15. 

doi:https://doi.org/10.3389/fpsyg.2024.1430079. 

Drake, V.E. (2017). The Impact of Female Empowerment in Advertising 

(Femvertising). Journal of Research in Marketing, [online] 7(3), pp.593–599. 

doi:https://doi.org/10.17722/jorm.v7i3.199. 

Eisend, M. (2010). A meta-analysis of Gender Roles in Advertising. Journal of 

the Academy of Marketing Science, 38(4), pp.418–440. 

Eisend, M., Plagemann, J. and Sollwedel, J. (2014). Gender Roles and Humor in 

Advertising: The Occurrence of Stereotyping in Humorous and Nonhumorous 

Advertising and Its Consequences for Advertising Effectiveness. Journal of 

Advertising, 43(3), pp.256–273. 

doi:https://doi.org/10.1080/00913367.2013.857621. 

Ekman, P. (1992). An argument for basic emotions. Cognition and Emotion, 

6(3-4), pp.169–200. doi:https://doi.org/10.1080/02699939208411068. 

Page 50 
 



European Institute for Gender Equality. (2025). Gender Equality Index | Compare 

countries | European Institute for Gender Equality. [online] Available at: 

https://eige.europa.eu/gender-equality-index/2025/compare-countries/index/table 

[Accessed 23 Apr. 2026]. 

Feng, R. (2025). Examining the empowering effect of femvertising from the 

corporate social responsibility perspective: a survey-based online experimental 

study in China. Frontiers in Communication, 10. 

doi:https://doi.org/10.3389/fcomm.2025.1714685. 

Fritz, K., Schoenmueller, V. and Bruhn, M. (2017). Authenticity in branding – 

exploring antecedents and consequences of brand authenticity. European Journal 

of Marketing, [online] 51(2), pp.324–348. Available at: 

https://www.emerald.com/insight/content/doi/10.1108/ejm-10-2014-0633/full/htm

l. 

Gonzalez, R., Smith, J. and Nielsen, L. (2017). Editorial overview: Theories, 

methods, and applications of mixed emotions. Current Opinion in Behavioral 

Sciences, 15, pp.iv–vi. doi:https://doi.org/10.1016/j.cobeha.2017.05.019. 

Government Offices of Sweden (2025). Strategy for gender equality and women’s 

and girls’ freedom and empowerment 2025–2028. [online] Government.se. 

Stockholm: Government Offices of Sweden - Ministry of Foreign Affairs. 

Available at: 

https://www.government.se/international-development-cooperation-strategies/202

5/06/strategy-for-gender-equality-and-womens-and-girls-freedom-and-empowerm

ent-20252028/ [Accessed 25 Apr. 2026]. 

Grabe, S., Ward, L.M. and Hyde, J. (2008). The Role of the Media in Body Image 

Concerns Among Women: A Meta-Analysis of Experimental and Correlational 

Studies. [online] Psychological Bulletin. Available at: 

https://pubmed.ncbi.nlm.nih.gov/18444705/. 

Greenbert, J. and Murphy, M. (2024). Self-perception theory (SPT) | EBSCO. 

[online] EBSCO Information Services, Inc. | www.ebsco.com. Available at: 

Page 51 
 



https://www.ebsco.com/research-starters/health-and-medicine/self-perception-theo

ry-spt. 

Ho, V.P.U., Rahman, S.M., Bowden, J.L.-H. and Carlson, J. (2026). Perceived 

femvertising: Measurement and implications for brand performance. Journal of 

Business Research, 208, p.116035. 

doi:https://doi.org/10.1016/j.jbusres.2026.116035. 

Holbrook, M.B. and Batra, R. (1987). Assessing the Role of Emotions as 

Mediators of Consumer Responses to Advertising. Journal of Consumer 

Research, [online] 14(3), pp.404–420. doi:https://doi.org/10.2307/2489501. 

Iyer, K.V. and Dani, K. (2025). Femvertising empowering or commodifying 

women? Exploring the changing feminist discourse in internationally 

award-winning advertisements. Corporate Communications An International 

Journal, 30(5). doi:https://doi.org/10.1108/ccij-11-2023-0157. 

Jalakas, L.D. (2016). The Ambivalence of #Femvertising: Exploring the meeting 

between feminism and advertising through the audience lens. [Master’s Thesis] 

Available at: https://www.lunduniversity.lu.se/lup/publication/8872529 [Accessed 

23 Apr. 2026]. 

Kassem, M.M., Negm, E. and Abu Gharara, S.R. (2024). Investigating Gen Z 

Consumers’ Feministic Identities and Gender-Stereotypical Norms on their 

Attitude Formation towards Femvertising Campaigns, Impacting Purchase 

Intention. OAlib, [online] 11(06), pp.1–19. 

doi:https://doi.org/10.4236/oalib.1111244. 

Kemp, E., Bui, M. and Chapa, S. (2012). The role of advertising in consumer 

emotion management. International Journal of Advertising, 31(2), pp.339–353. 

doi:https://doi.org/10.2501/ija-31-2-339-353. 

Kemper, T.D. (1987). How Many Emotions Are There? Wedding the Social and 

the Autonomic Components. American Journal of Sociology, [online] 93(2), 

pp.263–289. doi:https://doi.org/10.2307/2779585. 

Page 52 
 



Koç, F., Halil Efendioğlu, İ., Özkan, B., Uğurtan, H. and Baran, T. (2024). Effects 

of brand awareness and feminist message level in femvertising: An experimental 

study. Women s Studies International Forum, 106, pp.102957–102957. 

doi:https://doi.org/10.1016/j.wsif.2024.102957. 

Koo, W., Cho, E. and Kim, Y.-K. (2014). Actual and ideal self-congruity affecting 

consumers’ emotional and behavioral responses toward an online store. 

Computers in Human Behavior, 36, pp.147–153. 

doi:https://doi.org/10.1016/j.chb.2014.03.058. 

Kvale, S. and Brinkmann, S. (2009). InterViews : Learning the Craft of 

Qualitative Research Interviewing. 2nd ed. Thousand Oaks, Calif.: Sage 

Publications. 

Lima, A.M. and Casais, B. (2021). Consumer reactions towards femvertising: a 

netnographic study. Corporate Communications: An International Journal, 26(3), 

pp.605–621. doi:https://doi.org/10.1108/ccij-02-2021-0018. 

Lindex (2021). Lindex - Your Invisible Support. [online] Youtube. Available at: 

https://youtu.be/XGga615p8Vo?si=k6tPhLWkBJHQLwet [Accessed 14 May 

2026]. 

Lindex (2022). Lindex tycker livet behöver lite mer support. [online] Lindex.com. 

Available at: 

https://about.lindex.com/sv/press/nyheter-och-pressmeddelanden/2022/lindex-tyc

ker-livet-behover-lite-mer-support/ [Accessed 14 May 2026]. 

Lindqvist, L. (2024). Exploring Femvertising in Swedish Brand Communication. 

[Master’s Thesis] Available at: 

https://lup.lub.lu.se/luur/download?func=downloadFile&recordOId=9167252&fil

eOId=9167254 [Accessed 23 Apr. 2026]. 

Mamuric, N. (2019). Femvertising: Advertising taking social responsibility to sell 

brands. Journal of Brand Strategy, 7(4), p.318. 

doi:https://doi.org/10.69554/xdiy5410. 

Page 53 
 



Martínez-Aguirre , A., Cavazos-Arroyo, J. and Carrillo-Durán, M.V. (2025). How 

Feminist knowledge affects attitude towards brand femvertising: The mediating 

effects of authenticity and credibility. Social Sciences & Humanities Open, 

[online] 11, pp.101501–101501. doi:https://doi.org/10.1016/j.ssaho.2025.101501. 

Naeem, M., Ozuem, W., Howell, K. and Ranfagni, S. (2023). A step-by-step 

Process of Thematic Analysis to Develop a Conceptual Model in Qualitative 

Research. International Journal of Qualitative Methods, 22(1), pp.1–18. 

doi:https://doi.org/10.1177/16094069231205789. 

Negm, E. (2024). Investigating consumers’ reactions towards 

female-empowerment advertising (femvertising) and female-stereotypical 

representations advertising (sex-appeal). Journal of Islamic Marketing, 15(4). 

doi:https://doi.org/10.1108/jima-05-2022-0128. 

Nelson, E.M.M. (2024). Advertising and psychology | EBSCO. [online] EBSCO 

Information Services, Inc. | www.ebsco.com. Available at: 

https://www.ebsco.com/research-starters/psychology/advertising-and-psychology 

[Accessed 23 Apr. 2026]. 

Norman, D. (2022). Lindex reklamfilm prisades – dubbelt: ”Hitta ett sätt att 

porträttera kvinnorna med värme och kärlek”. [online] Market.se. Available at: 

https://www.market.se/retailtrender/marknadsforing/lindex-reklamfilm-prisades-d

ubbelt-hitta-ett-satt-att-portrattera-kvinnorna-med-varme-och-karlek/ [Accessed 2 

May 2026]. 

Otamendi, F.J. and Martín, D.L.S. (2020). The Emotional Effectiveness of 

Advertisement. Frontiers in Psychology, [online] 11(11). 

doi:https://doi.org/10.3389/fpsyg.2020.02088. 

Pereznieto, P. and Taylor, G. (2014). A review of approaches and methods to 

measure economic empowerment of women and girls. Gender & Development, 

22(2), pp.233–251. doi:https://doi.org/10.1080/13552074.2014.920976. 

Page 54 
 



Price, A. (2022). Lindex nya kampanj – underklädernas osynliga stöd. [online] 

Resume.se. Available at: 

https://www.resume.se/marknadsforing/kampanj/lindex-nya-kampanj-underklader

nas-osynliga-stod/ [Accessed 2 May 2026]. 

Roesch, S.C. (1999). Modelling the Direct and Indirect Effects of Positive 

Emotional and Cognitive Traits and States on Social Judgements. Cognition & 

Emotion, 13(4), pp.387–418. doi:https://doi.org/10.1080/026999399379230. 

Rogers, M. and Smith, K.H. (1993). Public Perceptions of Subliminal 

Advertising: Why Practitioners Shouldn’t Ignore This Issue. Journal of 

Advertising Research, 33(2), pp.10–18. 

doi:https://doi.org/10.1080/00218499.1993.12466877. 

Rosenbaum-Elliott, R., Percy, L. and Pervan, S. (2018). Strategic brand 

management. Oxford University Press. 

Selensky, J.C. and Carels, R.A. (2021). Weight stigma and media: An examination 

of the effect of advertising campaigns on weight bias, internalized weight bias, 

self-esteem, body image, and affect. Body Image, [online] 36(36), pp.95–106. 

doi:https://doi.org/10.1016/j.bodyim.2020.10.008. 

Simpson, R. (2018). Young Adult Development Project. [online] hr.mit.edu. 

Available at: https://hr.mit.edu/static/worklife/youngadult/changes.html [Accessed 

2 May 2026]. 

Skey, S. (2015). Samantha Skey. [online] Available at: 

https://cdn.sheknows.com/corporate.sheknows.com/production/nodes/attachments

/24521/iBlog_Magazine-SheKnows-FemvertisingFeature.pdf?1429105587. 

Social Research Association (2021). Research Ethics Guidance. [online] 

the-sra.org.uk. Available at: 

https://the-sra.org.uk/SRA/SRA/Ethics/Research-Ethics-Guidance.aspx?hkey=5e8

09828-fb49-42be-a17e-c95d6cc72da1 [Accessed 21 May 2026]. 

Page 55 
 



Solomon, M.R., Bamossy, G.J., Askegaard, S. and Hogg, M.K. (2019). Consumer 

Behaviour : a European Perspective. 6th ed. Harlow, England: Prentice Hall. 

Swedish Authority for Privacy Protection (2021). Integritetsskyddsmyndigheten | 

IMY. [online] www.imy.se. Available at: 

https://www.imy.se/en/organisations/data-protection/this-applies-accordning-to-gd

pr/the-gdpr-fundamental-principles/ [Accessed 22 May 2026]. 

Swedish Institute (2023). Sweden and gender equality. [online] sweden.se. 

Available at: https://sweden.se/life/equality/gender-equality. 

Tsai, W.-H.S., Shata, A. and Tian, S. (2021). En-Gendering Power and 

Empowerment in Advertising: A Content Analysis. Journal of Current Issues & 

Research in Advertising, 42(1), pp.19–33. 

doi:https://doi.org/10.1080/10641734.2019.1687057. 

University of Southern California (2023). Thinking vs. Feeling: The Psychology of 

Advertising. [online] USC MAPP Online. Available at: 

https://appliedpsychologydegree.usc.edu/blog/thinking-vs-feeling-the-psychology

-of-advertising. 

Varghese, N. and Kumar, N. (2020). Femvertising as a media strategy to increase 

self-esteem of adolescents: An experiment in India. Children and Youth Services 

Review, 113, p.104965. doi:https://doi.org/10.1016/j.childyouth.2020.104965. 

Williams, P. and Aaker, Jennifer L. (2002). Can Mixed Emotions Peacefully 

Coexist? Journal of Consumer Research, 28(4), pp.636–649. 

doi:https://doi.org/10.1086/338206. 

Zadra, J.R. and Clore, G.L. (2011). Emotion and perception: the role of affective 

information. Wiley Interdisciplinary Reviews: Cognitive Science, [online] 2(6), 

pp.676–685. doi:https://doi.org/10.1002/wcs.147. 

Zajonc, R.B. (1980). Feeling and thinking: Preferences need no inferences. 

American Psychologist, 35(2), pp.151–175. 

doi:https://doi.org/10.1037/0003-066x.35.2.151. 

Page 56 
 



Åkestam, N., Rosengren, S. and Dahlen, M. (2017). Advertising ‘like a girl’: 

Toward a better understanding of ‘femvertising’ and its effects. Psychology & 

Marketing, 34(8), pp.795–806. doi:https://doi.org/10.1002/mar.21023. 

 

 

 

Page 57 
 



Appendix 1: Interview Letter 

Hello! 

Our names are Elsa and Kristlin, and we are two students from the Marketing 

Programme at Linnaeus University who are currently writing a Bachelor’s thesis. 

The purpose of our thesis is to examine how young women in Sweden 

emotionally respond to and interpret female empowerment advertisements, and 

how these emotional processes work in relation to their evaluations of 

empowerment messaging, particularly in terms of authenticity and persuasive 

intent. To complete our research objectives, we would like to invite you to 

participate in our study. 

Your participation would entail completing an interview with either one or both of 

the authors present. The interview will ask about how you view empowerment 

advertising and how you have experienced various related elements. 

To be eligible for participation, you must meet the following criteria. Firstly, you 

must identify yourself as a woman by gender. Secondly, your age must be 

between the ages of 18 and 26.  

Your participation in our study is completely voluntary. The topics discussed in 

this study may be sensitive to certain individuals. Therefore, you are free to 

withdraw consent from participating at any moment in time. Your identity will be 

kept anonymous, and no information will be shared with third-party individuals. 

The audio of the interview will be recorded and kept until the completion of the 

study, after which this data will be deleted.  

If you wish to participate, please respond to this letter.  

Thank you in advance for your participation! If you have any questions regarding 

the contents of this study, topics of discussion, or other areas, please feel free to 

reach out to either Elsa or Kristlin. 
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Kristlin Vahtra: kv222fz@student.lnu.se 

Elsa Wahlström: ew223nr@student.lnu.se 

Knowing this information, I agree to participate in the study: 

Date: … 

Name: …  
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Appendix 2: Interview Guide 

This is not a set guide. The order and structure of the questions may change 

depending on the participants’ answers and the flow of the discussion. If the 

reader of this thesis wishes to see the full transcriptions of the interview, contact 

the authors directly. 

Kristlin Vahtra: kv222fz@student.lnu.se 

Elsa Wahlström: ew223nr@student.lnu.se 

Theme/Topic Questions (30-60 minutes total for the interview) 

Introduction Hello! Our names are Elsa and Kris. Thank you for agreeing to participate in this 
interview.  
 
This interview should take approximately 30-60 minutes. The conversation will be 
recorded. Your name and identity will stay completely anonymous. If you at any 
point feel like you do not wish to continue the interview, say so, and the interview 
will end. If you wish to skip a question, it is okay to do so. Do we have your 
consent to proceed? 

*Show the interviewee the advertisement stimuli* 

Immediate reaction 
(emotional affect), 
Authenticity and 
Skepticism, Mixed 
Emotions, Attitudes, 
Perceptions 

-​ What did you feel when watching this advertisement? 
-​ What part of it made you feel this way? (I.e., “I feel happy” - 

“What in the advertisement makes you feel happy?”) 
-​ How are you feeling … why? 
-​ Did anything about your own experience as a woman pop into 

mind when seeing this advertisement? 

-​ What message do you think the advertisement is trying to deliver? 

-​ How would you describe the way women are portrayed in this 
advertisement?  

-​ What do you feel about this portrayal of women (how they are 
depicted here)? If you have any feelings at all regarding it 

Emotional Processing 
and Evaluations 

-​ Now that you have had some time to process this advertisement and we 
have had some discussion around it, have your feelings about it changed in 
any way? 

-​ Have your views on it changed? Your opinion about it? 
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Wrap-up and 
reflections 

-​ What do you think we should have asked about that we did not?  
-​ Is there anything you would like to add to this overall conversation? 
-​ After having this interview, are there any additional topics that have come 

to mind that you would like to bring up? 
 
Thank you again for your participation and contribution to our research! 

Table 6: Interview Guide  
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Appendix 3: Advertisement Stimuli 

The advertisement stimuli used consisted of an advertisement video and an image 

made up of different scenes seen in the video.  

Lindex - Your Invisible Support, published by Lindex on YouTube. Available at: 

https://youtu.be/XGga615p8Vo?si=k6tPhLWkBJHQLwet [Accessed 14 May 

2026] 

Image 1 Image of the ‘Your Invisible Support’ campaign video (Lindex, 2022)  

The video begins with two close-up scenes of women in bras, paired with upbeat, 

positive music that continues throughout the video. The rest of the video shows 

women in various social situations, such as sitting in a crowded restaurant, 

swimming in a pool, playing football, and taking care of children. For example, 

they can be seen smiling, laughing, waiting in anticipation, worrying, taking care 

of others, or standing confidently. However, the women are shown as wearing 

only underwear in all of these situations. The women also differ in terms of visual 

characteristics. They have different skin tones, hair colors and textures, weights 

and body types, ages, and are at various stages of life. The video is more 
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slow-paced, meaning each scene is either in slow motion or focused on an 

individual woman participating in a social scenario with no fast camera 

movements or visual changes 

Description added by Lindex under the YouTube video: 

“From your teenage years to your wise years. Through falling in love for the first 

time to the club nights that never end. From being pregnant to the endless nights 

with a baby. From menopause to finding yourself again. From leaving your job 

forever to helping your granddaughter find her first bra. We are your invisible 

support through it all.” 

Transcription of the video: 

“I need you to be there when I’m nervous as hell. I need you to be comfy when 

I’m not. And some days, we’re just in it together. And when it really matters, I can 

count on you. Sometimes I just want to show you off. Sometimes it’s just better 

off. And then there are days when I think I’ll never take you off again. I love the 

way you are there for me. And not anybody else. I need you to be close. I want 

you to be tight. I want you to be loose. I want to grow old with you. I guess… I 

need you through it all.”.  
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Appendix 4: Coding Table 

Open Codes Categories Themes 

Comfort  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Positive Emotions 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Emotional Resonance 
and Tone 

Natural 

Comfortability 

Funny 

Endearing 

Warm 

Happy 

Welcomed 

Comfort 

Comforting 

Wholesome 

Warm 

Warmth 

Happy 

Welcoming 

Warm 

Emotion-Focus 

Positive 

Positive 

Positive 

Unconventional   
 
 
 
 

Forgettable  

Memorable  
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Memorability  

Not memorable  

Forgettable 

Unmemorable 

Boring 

Too average 

Memorable  

Needs Power and Color 

Boring 

Bland  

Unmemorable 

Beige  

Ambivalence  

Discreet  

Subdued 

Subtle  

Different  

Different  

Less common 

Shock Emotional Intensity 

Shocking 

Vulgar 

Overly Intimate 

Confidence 

Confident 

Confident 

Confident 
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Independence 

Powerful 

Empowering 

Empowering 

Empowering 

Empowering 

Empowering 

Powerful 

Call-To-Action 

Important 

Important 

Safe 

Safe 

Casual 

Normal 

Theatrical  

Unremarkable 

Trivial 

Over-dramatic  

Dramatic  

Exaggerated  

Acting weird  

Refreshing 

Refreshing 

Confusing  

Not Self-congruent Relatability  
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Self-congruence and 
Representation 

Not Relatable 

Not Self-congruent 

Relatable  

Need for Relatability 

Relatability 

Relatable 

Relatable 

Disconnect 

Relatable 

Relatable 

Match Ideal-self 

Familiar 

Relatable 

Personable 

Self-congruent 

Personal 

Detached 

Self-reflecting  

Diversity Diversity  

Diversity 

Diverse 

Diverse 

Diversity 

Diverse 

Diversity 

Representation 
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Inclusive 

Inclusivity 

Inclusivity 

Inclusivity 

Inclusive 

Inclusivity 

Inclusive 

Accessible 

Older Demographics 

Older-focus 

Older Demographic 

Older Demographic 

Older Demographics 

Old-school 

Older 

Real Bodies 

Realistic 

Realistic 

Realistic 

Supportive Belonging 

Supportive 

Womanhood 

Womanhood 

Female-Focused 

Womanhood 

Womanhood 
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Female Gaze 

Reduce Stereotype 

People-Focused 

Belonging 

Emotional Connection 

Togetherness 

Connection 

Own Choice 

Together 

Non-Judgmental 

Open 

Helpful  

Beneficial 

Male Gaze  
 
 
 
 
 
 
 
 
 
 
 
 
Norm-Reinforcing 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Challenging vs 
Reinforcing Gender 
Norms 

Societal Pressure 

Beauty Standards 

Male Gaze 

Societal Expectations 

Beauty Ideals 

Stereotypes 

Stereotypes 

Sex Sells 

Stereotypes 

Societal Expectations 

Societal Expectations 

Standard 
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Womanhood Ideals Broken  
 
 
 
 
Against the norm 

Not-prejudicing 
Stereotypes 

Non-stereotypical 

Body Positive 

Non-ideal 

Different Perspectives  
 
 
 
Perspective-shift 

Changing Perspectives 

Attitudes 

Changed Opinion 

Various Perspectives 

Genuine  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Perceived Authenticity 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Sincere 

Genuine 

Genuine 

Aligned 

Genuine 

Fit (Message-Brand) 

Real 

Genuine 

Authentic 

Authentic 

Authentic 

Honest 

Authentic 

Authentic 
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Authenticity vs 
Performative 
Empowerment 

Authentic 

Brand Alignment 

Brand-connection 

True-To-Life 

Trust 

Trustworthy 

Truthful 

Fits the Brand 

Alignment 

Commercial-Authentic 

Ethical 

Product-focused  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Commercial Skepticism 

Message-Focused 

Commercial Focus 

Disingenuous  

Surface 

Trendy 

Tacky 

Not Just the Product 

Fake Empowerment 

Inauthentic 

Fake 

Product-Focus 

Lingerie 

Fantasy 

Dream 
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Unrealistic Expectation 

Actor-Focused 

Commercial Focus 

Discouraging 

Commercialized 

Tacky 

Commercial 

Disingenuous 
Table 7: Open Coding Table 

 

Page 72 
 



Appendix 5: Manual Coding Examples 

 

 

Image 2: Open Coding Process 1 Image 3: Open Coding Process 2 

 

 

Image 4: Open Coding Process 3 Image 5: Open Coding Process 3 
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