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ABSTRACT
The raised awareness of women’s rights has resulted in their significant contribution to 
economic and societal advancement in the contemporary global paradigm. The 
promotion of female empowerment by various corporations has led to the emergence 
of femvertising as a significant trend in the media. The current research attempts to 
empirically examine the relationship between the message involvement of consumers 
and their attitude towards femvertising. The present study further investigates the 
potential mediating role of gratitude in the relationship between message involvement 
and attitude towards femvertising among consumers. Moreover, this study provides 
additional evidence supporting the notion that gratitude serves as a mediator in the 
association between feminist consciousness and attitude towards femvertising. In 
addition, the moderating influence of personality traits, specifically extraversion and 
agreeableness, on the indirect association between message involvement/feminist 
consciousness and attitude towards femvertising through the mediating mechanism of 
gratitude has been tested. The data collection process involved the utilization of a 
survey instrument, while the hypotheses were subjected to testing through the use of 
PROCESS macros for SPSS.

Introduction

Advertising has emerged as a significant medium for generating awareness and addressing social issues. 
The increasing pressure from consumers has prompted numerous business organizations to respond pos-
itively and align themselves with socially conscious consumers and other stakeholders in order to address 
social issues through advertising (Champlin et  al., 2019; Moorman, 2020; Patel et  al., 2017; Taylor et  al., 
2016). By utilizing advertising imagery, businesses have the ability to establish a favorable association 
between their brand and pertinent societal concerns, thereby augmenting their capacity to reach a wider 
audience (An & Kim, 2007). The utilization of brand activism by business organizations can serve as a 
crucial mechanism in raising awareness regarding pertinent social issues, including but not limited to 
environmental concerns, racism, and gender equality (Ganz & Grimes, 2018; Li et  al., 2020; Middleton & 
Turnbull, 2021). To address gender equality, primarily female empowerment, femvertising has emerged 
as a significant facet of advertising in recent times (Åkestam et  al., 2017; Castillo, 2014), garnering sub-
stantial attention from organizations as a crucial component of brand activism (Dans, 2018; Drake, 2017; 
Kapoor & Munjal, 2017). The motivation for business organizations take a stance against gender-based 
injustice and adhere to a set of core values, rather than solely pursuing capitalistic motives, can be 
ascribed primarily to the expectations of consumers (Abitbol & Sternadori, 2020; Bissell & Rask, 2010; 
Pérez & Gutiérrez, 2017). Against this backdrop, femvertising not only enables businesses to combat the 
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stereotypes and prejudices connected with women, but also aids them in attracting and retaining cus-
tomers by enhancing their sense of accomplishment and affirmation (Sobande, 2019; Sterbenk et al., 2022).

The feminist movement has prompted advertisers to reexamine the traditional portrayal of women 
as subordinate, decorative, and objectified individuals (Feng et al., 2019). As a result, a shift towards 
more empowering representations of women has been observed in the advertising industry over the 
past decade (Cheng & Wan, 2008; Grau & Zotos, 2016; Varghese & Kumar, 2022). The utilization of power 
portrayals has been found to be effective in altering the mindset of consumers (Turner & Maschi, 2015). 
Specifically, research revealed that commercials that promote female empowerment have the ability 
to enhance customers’ perception of corporate social responsibility, thereby leading to a more favor-
able attitude towards the advertisement (Teng et  al., 2021). The growing scholarly attention towards 
Corporate Social Responsibility (CSR) (Kotler & Lee, 2005), and the integration of progressive social con-
cerns in contemporary capitalist communication culture have led to a surge in research on femvertising 
(Campbell, 2007; Champlin et  al., 2019; Taylor et  al., 2016). Gender progressive advertising initiatives are 
predicated on the reliance of popular consumer opinions and the moral conscience of advertisers (Eisend 
et  al., 2014). Consequently, innovative marketing logics are engendered, which serve to facilitate the 
success of these pioneering advertising campaigns (Middleton & Turnbull, 2021). Petty and Cacioppo 
(1996) assert that brands utilize persuasive communication tactics to capture the interest of consumers 
and effectively involve them with the message, resulting in a profound consideration of the advertise-
ments. The foremost aim preceding the anticipated consequences of advertising, such as purchase intent 
and word of mouth, is to captivate the audience’s attention to efficiently comprehend advertisements 
that are linked to message effects, including ad recall or advertising message involvement (Wang, 2006; 
Wojdynski & Evans, 2020).

The level of involvement with advertising messages can exert a prompt impact on consumers following 
message exposure, potentially resulting in attitudinal and behavioral consequences (Bartsch & Kloß, 2018; 
Krugman, 1965). Various research models have been developed to investigate message involvement in 
advertising research. According to prior research, the level of ad message involvement in green advertising 
has a notable impact on both brand attitude and purchase intent (Yu, 2021). Similarly, previous research in 
context of charity marketing also demonstrated that a heightened level of involvement with advertising 
messages could result in an increased propensity to make donations (Van Steenburg & Spears, 2021). 
Despite the existence of a well-established body of literature on the function of advertising message 
involvement in various ad appeals, the motivational construct of advertising message involvement has yet 
to be examined in relation to femvertised ads. In the same vein, while the research in femvertising has 
witnessed extensive investigation of constructs like, brand-cause fit, self-consciousness and hostile sexism, 
a significant gap remains in understanding the role of feminist consciousness in shaping the consumers 
behavior (Abitbol & Sternadori, 2019; Champlin et  al., 2019; Kapoor & Munjal, 2017; Teng et  al., 2021). In 
the light of this context, inclusion of feminist consciousness as a main construct is imperative to compre-
hend the intricate consumer dynamics that underlie their responses to femvertised advertising.

Drawing on the extant literature, a number of significant factors have been examined in relation to 
femvertising such as the mediating effect of presumed influence on others, ad reactance, and brand 
loyalty on brand related outcomes (Abitbol & Sternadori, 2019; Åkestam, 2018). Prior research has exam-
ined the potential of femvertising to elicit positive emotions (Kapoor & Munjal, 2017). Given this, it is 
reasonable to posit that consumers may experience feelings of gratitude (Septianto & Garg, 2021). 
Gratitude is a positive moral and emotional response that arises from the constructive actions of com-
panies (Kim & Park, 2020). Drawing on the social judgement theory, it is reasonable to suggest that 
consumers may experience a sense of gratitude towards companies that actively advocate for social 
issues such as gender equality. This gratitude towards socially responsible companies may have an 
impact on various consumer outcomes (Kim et  al., 2018). Gratitude felt by consumers because of com-
pany’s female empowering advertising campaigns is due to the perceived relevance and consistency of 
the brands messages with that of consumer values (Romani et  al., 2013). Consequently, the present study 
aims to investigate the mediating role of gratitude in the relationship between message involvement, 
feminist consciousness and attitude towards femvertising is studied.

Furthermore, the investigation also incorporated an examination of the moderating influence of per-
sonality traits. This is a crucial aspect of comprehending the fundamental cognitive processes of 
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consumers, which in turn facilitates an understanding of their reactions to advertising communication. 
The examination of personality traits is deemed essential in comprehending advertising tactics that align 
with the personality of the target audience (Hirsh et  al., 2012; Petty & Cacioppo, 1996; Ruiz & Sicilia, 
2004; Uribe et  al., 2022). The analysis of personality traits within the aforementioned scenario will yield 
valuable insights into the development of effective message design strategies that are tailored to the 
individual characteristics of the intended recipient. The impact of personality traits on consumers’ atti-
tudes, behavior, and beliefs has been demonstrated to be significant (Han et  al., 2018; Landers & 
Lounsbury, 2006). Subsequently, agreeableness and extraversion are two personality traits that signify a 
positive orientation towards other individuals, among other traits (Carlo et  al., 2005). The previously sug-
gested processes that are believed to enhance prosocial ideas and acts have been found to be associ-
ated with agreeableness and extraversion (Habashi et  al., 2016; Snippe et  al., 2018). The direct correlation 
between extraversion and agreeableness and the promotion of altruistic concepts in advertising has 
been observed previously (Tang & Lam, 2017), the current investigation contributes to the extant litera-
ture by examining the moderating impact of agreeableness and extraversion personality traits on indi-
viduals’ Attitude towards femvertising.

The current study aims to close a gap in the literature by illuminating how people’s attitudes toward fem-
vertising are influenced by their involvement in advertising messages (Grau & Zotos, 2016; Varghese & Kumar, 
2022). This study builds upon previous research that has explored the relationship between self-identified 
feminists and their positive attitudes towards femvertising, as driven by emotions (Kapoor & Munjal, 2017; 
Sternadori & Abitbol, 2019). Specifically, this study seeks to investigate the impact of consumer feminist con-
sciousness, which refers to an individual’s awareness of gender equality (Cook, 1989; Duncan, 2010; Sowards 
& Renegar, 2004), adding to the literature on advertising, consumer behaviour and feminism.

Theory and hypothesis development

The current study, which relies on the theory of social judgment (SJT), argues that when people encoun-
ter advertising messages, they assess them in the context of their underlying attitudes and then catego-
rize them according to their perceived level of acceptability (Sherif & Hovland, 1961). It goes on to say 
that, communications that mirror people’s initial attitudes have a greater impact on them (Freedman, 
1964; Whittaker, 1965). This is known as the "latitude of acceptance" regarding social judgment theory 
(Arora, 1985; Siero & Doosje, 1993; Smith et  al., 2006). So perceptions and the corresponding attitudinal 
shift in the context of femvertised ads may be explained by studying an individual’s involvement with 
and feminist consciousness toward a femvertised message.

Gratitude

Only recently have marketing academics recognized the importance of gratitude in everyday life experi-
ences, making it a critical aspect of building a positive brand association (Huggins et  al., 2020; Mishra, 
2016; Palmatier et  al., 2009). Gratitude is a state of mind that inspires moral sensibility and is the founda-
tion for mutual connection between a sender and a recipient (Kim & Park, 2020). Marketing scholars have 
addressed gratitude in the context of CSR and relationship marketing in the consumer behaviour litera-
ture, yet they overlooked the role of gratitude in advertising (Bock et  al., 2018; Bridger & Wood, 2017). 
The concept of gratitude has been subject to further theoretical exploration, with particular emphasis on 
four distinct facets, intensity, frequency, span, and density, as posited by McCullough et  al. (2002). 
Individuals who exhibit gratitude experience heightened positive affect with greater frequency, duration, 
and intensity, ultimately leading to a more favourable outcome. Prior research proposed a novel perspec-
tive on gratitude, which extends beyond the conventional notion of experiencing positive emotions in 
response to benevolent acts from others. Rather, their approach emphasizes recognizing and appreciating 
the positive aspects of one’s life that contribute to personal well-being (Wood et  al., 2010). Previously, 
gratitude is characterized as an adaptive sensation that arises when a person receives a favorable out-
come because of situational actions taken by external entities (McCullough et  al., 2001). In this context, it 
is noteworthy that when consumers and corporations reach an agreement, it can increase the consumers’ 
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sense of gratitude towards the brand. This is because the brand is perceived as committed to values that 
align with the consumers (Wannow et  al., 2023; Xie et  al., 2015). Consequently, several studies confirm 
that when brands take a stand on sociopolitical issues, it is likely that the positive moral emotions gen-
erated by meaningful brand actions result in consumer’s positive shift toward the brand and related out-
comes (Romani et  al., 2013; Thomson & Siegel, 2017; Xie et  al., 2015;). As a result, we suggested that in 
reaction to femvertised advertising depicting progressive gender concepts, a consumer might feel grateful 
to the company for championing societal issues through their brand communication.

The mediating role of gratitude between message involvement and attitude towards 
femvertising

Advertising specifically encompasses the consumer’s involvement with the advertising’s media, message 
and creative components (Spielmann & Richard, 2013). Message involvement is "a motivational construct 
that influences consumers’ motivation to process information at the time of message exposure" (Baker & 
Lutz, 2000). It is experienced as a distinct condition elicited by a specific message at a certain time 
(Andrews et  al., 1992; Batra & Ray, 1986; Laczniak et  al., 1989; Zaichkowsky, 1985). Greenwald and Leavitt 
(1984) framework elaborated on audience involvement in advertisements by introducing psychological 
theories of attention and audience processing levels. The four classified stages were pre-attention, focal 
attention, comprehension, and elaboration. Given that, message involvement reflects active consumer 
engagement and attentiveness towards the message content and the information provided in the ad. 
When consumers are highly involved in advertising messages, they are more likely to interpret and com-
prehend messages, resulting in stronger cognitive processing and attitudinal effects (Schmidt & Eisend, 
2015). Previous research has shown that advertising message involvement increases consumers’ drive to 
proceed through information, stimulating consumers to develop a favourable attitude toward persuasive 
marketing messages (Andrews et  al., 1990; Kwon & Nayakankuppam, 2015; Lee, 2000).

The said approach involves utilizing the message involvement construct to capture the interactive 
responses of consumers to brand actions, including marketing content and advertising.

The present investigation centers on message involvement, emphasizing the substance of the adver-
tising message as opposed to particular products. The concept of involvement in advertising research 
has been widely utilized to elucidate the consumer’s reaction to advertisements (Belanche et  al., 2017; 
Fernando et  al., 2016). Prior research has utilized message involvement as an independent variable to 
forecast attitudes towards direct-to-consumer and green advertising (Fernando et  al., 2016; Varnali et  al., 
2012). Message involvement is important in marketing research as it pertains to the consumer’s rele-
vance to a particular issue, product, or campaign. This factor shapes the consumer’s information process-
ing, decision-making, and behavioural outcomes (Greenwald & Leavitt, 1984; Laczniak et  al., 1989; Li 
et  al., 2020; Petty & Cacioppo, 1996).

Consequently, it is posited that the scope of message involvement in femvertising initiatives may 
impact consumers’ attitudes towards the femvertised ad. The present study posits that increased mes-
sage involvement among consumers concerning brand communication that promotes social causes may 
engender cognitive processing of the content, fostering a greater appreciation for the brand’s initiatives 
about social issues such as female empowerment. Consequently, the favourable affective reaction elicited 
by advertising content augments the consumer’s general disposition towards female-empowering adver-
tisements. The present study posits that gratitude is a good stimulus that facilitates consumers’ cognitive 
processing and attitude formation.

H1: Consumer’s feelings of gratitude will mediate the relationship between message involvement and attitude 
towards femvertising

Feminist consciousness

Much of the critic on women’s objectification or suppressed role portrayal in advertisements came from 
the advocates of feminist perspectives (Taylor et  al., 2016). Evidence suggests that a person’s level of 
feminist consciousness determines how they perceive women’s roles in media and that feminist 
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consciousness displays an individual’s sense of autonomy from stereotypical societal characteristics (Ford 
& LaTour, 1996; Ford et  al., 1999; Paek et  al., 2011). Advertisements showcasing social movements are 
seen to aid in establishing and developing identity and consciousness, as well as being a component in 
keeping the movement’s purpose alive (Choi et al., 2020; Taylor et  al., 2016). Customers’ lifestyles are 
often reflected in advertisements, as the goal is to engage the customer and shape future purchasing 
patterns through strategic communication (Stern, 1992). Advertisers have been criticized by feminists for 
commodifying feminist values for financial benefit, leading to the terms like faux activism, femwashing, 
and genderwashing (Hainneville et  al., 2022; Pérez & Gutiérrez, 2017; Walters, 2021). In contrast, the Dove 
real beauty campaign aided in societal transformation by promoting feminist awareness and conscious-
ness towards body positivity, preventing stereotypical beliefs about women’s bodies, and fostering posi-
tive associations with self-care and acceptance (Johnston & Taylor, 2008). Earlier femvertising research has 
shown that self-identifying feminists and self-conscious consumers are extremely receptive to femver-
tised adverts (Kapoor & Munjal, 2017; Sternadori & Abitbol, 2019), however there is a clear gap in 
addressing the effect of feminist consciousness on individuals’ attitudes toward femvertising. Feminist 
consciousness is equated with an individual’s knowledge of inequities in gender relations, as well as an 
awareness of the need for structural changes to promote more gender equality, and also perhaps sup-
porting imageries and activism aimed towards women’s empowerment (Sweetman, 2013). As feminist 
consciousness expands the horizon and overturn, the normative beliefs that controls and stereotypes the 
appearance of women (Cornwall, 2016) hence the ads promoting female empowerment would be well 
received and a positive attitude towards such adverts can be predicted.

Given that, felt gratitude is a positive emotion evoked as a result of a company’s commitment to a 
social cause (i.e., femvertising), it is suggested that consumers who are grateful are more likely to have 
a positive attitude toward femvertising. More involved individuals in the message content and those 
having feminist consciousness would have positive attitude towards ad when their cognitive emotions 
are stimulated by the feeling of gratitude. As a result of the theoretical framework outlined above, the 
following hypothesis have emerged.

H2: Consumer’s feelings of gratitude will mediate the relationship between feminist consciousness and atti-
tude towards femvertising

Moderating role of agreeableness and extraversion

Personality traits are cognitive, emotional, and behavioral tendencies that remain consistent across time 
and in a variety of settings (Hampson, 2012; Mowen et al., 2004; Shaffer, 2000). These traits are critical 
part of a person’s behavior because they govern one’s values, actions, and attitudes (Landers & Lounsbury, 
2006; Myers et  al., 2010). Personality is operationalized as "the dynamic organization within the individual 
of those psychophysical systems that determine his/her unique adjustments to his/her environment" 
(Allport, 1937, p. 48). Conveniently, Costa and McCrae (1995) big five personality traits have received 
worldwide recognition and are regarded as a coherent framework for determining an individual’s person-
ality (Goldberg & Saucier, 1995; Wiggins & Trapnell, 1997). The five personality traits are: extraversion, 
agreeableness, conscientiousness, openness, and neuroticism. Adapting persuasive communication accord-
ing to the personality traits of the viewers can highlight the latent worth of personality-based commu-
nication tactics while increasing the message impact in an effective method contributing towards a 
positive attitude towards advertisements (Dodoo & Padovano, 2020). Additionally, studying the moderat-
ing influence of personality traits in the context of prosocial advertising research can have important 
ramifications, especially when the two personality qualities in question, extraversion and agreeableness, 
are studied. While extraversion reflects cheerful, gregarious, sociable and enthusiastic trait the agreeable-
ness refers to good natured, empathetic, forgiving and soft-hearted person who is warm and considerate 
(Brown et  al., 2002; Graziano & Eisenberg, 1997; Martins, 2002; Trapnell & Wiggins, 1990). People who are 
agreeable are sensitive to others’ prosocial behavior (Habashi et  al., 2016). Prosocial acts are evaluated 
more positively by agreeable people, while antisocial behaviors are judged more adversely (Kammrath & 
Scholer, 2011). Prior research also demonstrated, agreeableness is systematically linked to a wide 
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spectrum of prosocial activities and social acceptance (Haas et  al., 2015; Jani & Han, 2015; Joshanloo 
et  al., 2012). While agreeableness and extraversion remained significantly positively related with consum-
ers’ attitudes and behavior in the case of hotels green initiatives, which appeared to be a prosocial act 
(Tang & Lam, 2017). Given the premise that femvertising entails a socially beneficial practice aimed at 
empowering women through advertising, and building upon the established association between per-
sonality traits and prosocial behaviors as evidenced by previous research (Carlo et  al., 2005; Tang & Lam, 
2017). This study posits that agreeableness and extraversion may serve as moderators in the prediction 
of consumer attitudes towards femvertising, specifically through the mediating role of gratitude. Notably, 
the remaining personality traits of conscientiousness, openness, and neuroticism have not been included 
in the present investigation due to the inherent nature of the study.

Previous research has recognized the importance of examining personality traits in the context of 
advertising (Abitbol & Sternadori, 2020; Kulkarni et  al., 2019; Myers et  al., 2010). The moderating influ-
ence of personality traits will aid marketers in making informed choices regarding the ad type that will 
best match the personalities of target markets. Individuals show a preference for ad messages that are 
consistent with their personality qualities, thus they are compelled to express good feelings about them 
(Choi, 2020). Hence, given the previous argument, the following assumptions are developed (Figure 1).

H3: The relationships of message involvement with attitude towards femvertising via gratitude is moderated 
by personality traits (a) agreeableness (b) extraversion, such that the relationship will be stronger when (a) 
agreeableness (b) extraversion would be high verses low.

H4: The relationships of feminist consciousness with attitude towards femvertising via gratitude is moderated 
by personality traits (a) agreeableness (b) extraversion via gratitude, such that the relationship will be stronger 
when (a) agreeableness (b) extraversion would be high verses low.

Methodology

Utilizing a quantitative research methodology, data was gathered from a sample of participants who 
were 18 years of age or older. This was accomplished through online platforms such as emails, social 
media platforms, and direct messaging. Individuals were issued invitations to participate in the study. 
Before commencing the survey, the participants were provided with a thorough introduction to the term 
of femvertising, based on a well-established definition presented by Åkestam et  al. (2017). This measure 
was implemented to guarantee that all participants had an in-depth knowledge of the phenomenon 
being examined.

The researchers employed convenience sampling as a result of the unavailability of an appropriate 
sampling frame, aligning with the prevalent approach in consumer research (Jani & Han, 2015). The sur-
vey instrument’s content validity was established through an advisory panel of academic specialists who 
conducted a thorough assessment to eliminate any unnecessary details and address grammatical errors. 

Figure 1.  Research model.
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A survey was circulated across a population consisting of 500 individuals, resulting in the receipt of 420 
responses. The ultimate sample size of 402 participants was determined by excluding respondents who 
completed the questionnaire in less than five minutes. The study included participants from a variety of 
demographic backgrounds, with the goal of achieving sufficient representation and inclusion. A diverse 
sample was selected, comprising individuals of both male and female genders.

Survey instruments

The study variables were measured by adopting scales from prior research. The survey focused on two 
prominent dimensions of personality, namely extraversion and agreeableness. Message involvement, fem-
inist consciousness, gratitude, attitude towards femvertising along with demographic variables of the 
respondents was included. The items were assessed using a five-point Likert scale, ranging from 1 
(strongly disagree) to 5 (strongly agree). The construct of gratitude was investigated in this study by 
employing a three-item scale adapted from the research conducted by Kim and Park (2020). In order to 
assess agreeableness and extraversion, a concise iteration of the Big Five Personality Traits Scale devel-
oped by Yoo and Gretzel (2011), was opted. This particular version was chosen due to its straightforward 
narrative structure, which facilitated comprehension for the participants. Message involvement was mea-
sured through the utilization of a four-item scale, as devised by Laczniak et  al. (1999). The scale utilized 
to measure feminist consciousness in this study was derived from the work of Wilcox (1991). The present 
study incorporated a set of 11 items, derived from Wells’ seminal work in 1964, to assess the prevailing 
attitude towards femvertising. The existing body of research indicates that consumer attitudes towards 
femvertising exhibit variability contingent upon age, gender, and education. This observation implies that 
age, gender, and education possess the potential to introduce confounding factors into our findings. 
Consequently, in order to mitigate the influence of these variables, they were meticulously controlled for 
in the present study (Elhajjar, 2021; Teng et  al., 2021).

Results

Testing reliability and validity

Table 1 demonstrates the means and standard deviation of all the study variables. Cronbach alpha values 
for the variables analyzed were all higher than the recommended bottom line of 0.7 (Nunnally, 1978). As 
expected, the inter construct correlations among the variables were consistent. Message involvement 
and feminist consciousness was positively correlated with gratitude. Similarly, gratitude showed a signif-
icant positive correlation with attitude towards femvertising.

Measurement model

A series of Confirmatory factor analysis (CFA) was performed using AMOS, to examine the model fitness 
and establish convergent and discriminant validities (Hu & Bentler, 1999). The results (Table 2) revealed 
that the proposed six factor model including message involvement, feminist consciousness, gratitude, atti-
tude towards femvertising and the two personality traits (extraversion and agreeableness) demonstrated 

Table 1.  Means and correlations.
Construct Means SD 1 2 3 4 5 6

1. Message involvement 2.95 1.23 (0.90)
2. Feminist consciousness 3.25 1.05 .26** (0.85)
3. Gratitude 2.85 1.34 .31** .28** (0.90)
4. Attitude towards femvertising 2.87 1.10 .18** .14** .33** (0.93)
5. Extraversion 3.05 1.29 −.02 .06 .00 .00 (0.92)
6. Agreeableness 3.25 1.37 .00 −.09 .01 .00 .16** (0.93)

Notes: n = 402; **p < 0.01; *p < 0.05 level (2-tailed). Cronbach’s α values are presented crossways in Italics. SD = standard deviation. MI = mes-
sage involvement, FC = feminist consciousness, EXTR = extraversion, AGRB = agreeableness, GRT = gratitude, ATF = attitude towards 
femvertising.
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a suitable fit- χ2 = 795.00, df = 449, χ2/df = 1.77, RMSEA= 0.04, SRMR = 0.04, CFI = 0.96, TLI = 0.95-as 
compared to the four factor, two factor and single factor alternative models indicating poor fit.

Hypothesis testing

Mediation analysis

Using Hayes Process Macros (Hayes, 2016), the results (Table 3) showed that the relationship between 
message involvement and attitude towards femvertising is mediated by the feeling of gratitude, support-
ing hypothesis 1. Similarly, gratitude mediates the relationship between feminist consciousness and atti-
tude towards femvertising (Table 4), hence hypothesis 2 is supported.

Moderated mediation analysis

The results indicated that the conditional indirect effect of message involvement on attitude towards 
femvertising via gratitude was significant when the personality traits, extraversion and agreeableness 
were higher as compared to low (Tables 5 and 6, respectively). The LL=-0.044 and UL = 0.038 at −1 SD, 
whereas at +1 SD the LL = 0.099 and UL = 0.222 at 95% confidence interval indicates the conditional 
effect of extraversion (Table 5). Similarly, the LL = −0.0327 and UL = 0.056 at −1 SD, whereas LL = 0.089 
and UL = 0.209 at +1 SD, 95% confidence interval showing conditional effect of agreeableness. Hence, 
the hypothesis 3 is supported. Further demonstrating the significant conditional indirect effect of femi-
nist consciousness on attitude towards femvertising via gratitude when extraversion and agreeableness 
are higher as compared to low, Tables 7 and 8 shows the results. For extraversion the LL = −0.254 and 
UL = 0.088 at −1 SD, and LL = 0.096 and UL = 0.221 at +1 SD, 95% confidence interval showing that 
when extraversion is higher the moderated mediation relationship is significant. Moreover, for agreeable-
ness the LL = −0.047 and UL= 0.608 at −1 SD, and LL = 0.110 and UL = 0.248 at +1 SD with 95% con-
fidence interval, shows that significant indirect effect of feminist consciousness on attitude towards 
femvertising via gratitude when agreeableness was higher. Hence, hypothesis 4 is supported.

Discussion

This study aimed at extending the femvertising literature by investigating the impact of message involve-
ment and feminist consciousness on customers’ attitudes toward femvertising via gratitude. Due to a rise 

Table 2.  Confirmatory factor analysis of discriminate validity.
Models Factors χ2 df χ2/df Δχ2 RMSEA SRMR CFI TLI

Model 1 6 Factors: MI, FC, GRT, EXTR, AGRB 795.00 449 1.77 – .04 .04 .96 .95
Model 2 4 Factors: MI + FC, EXTR + AGRB, GRT, 

ATF
2969.01 458 6.48 2174.01 .11 .12 .71 .69

Model 3 2 Factor: MI + FC + EXTR, 
GRT + AGBR + ATF

4910.57 463 10.60 1941.56 .15 .16 .49 .46

Model 4 1 Factor: 
MI + FC + EXTR + GRT + AGBR + ATF

6274.46 464 13.52 1363.89 .17 .18 .34 .29

Table 3.  Results of bootstrapped mediation analysis.
β(SE)

GRT ATF

Education −0.02 (0.05) −0.03 (0.04)
Age 0.06 (0.05) −0.07 (0.04)
Gender −0.15 (0.12) −0.13 (0.10)
MI 0.33 (0.05) *** 0.08 (0.44)
GRT – 0.25 (0.04) ***
F 12.09 *** 11.78***
R2 0.10 0.12

Note(s): N = 402, B = Unstandardized coefficient, SE = Standard error, 
Bootstrapping specified at 5000 with 95% confidence interval.
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in brand activism and conscious capitalism, there has been a significant increase in research interest 
towards femvertising (Abitbol & Sternadori, 2019; Champlin et  al., 2019; Varghese & Kumar, 2022). The 
effect of personality traits (agreeableness and extraversion) as a moderating factor between the indirect 
relationship of message involvement, feminist consciousness, and attitude toward femvertised commer-
cials via gratitude was still not investigated. This study contributes to the body of knowledge by provid-
ing a framework focusing on missing mediator, which includes gratitude. Additionally, two personality 
traits, agreeableness and extraversion, as moderators has been presented in response to prior calls for 
examining missing factors to examine the response to femvertised adverts (Abitbol & Sternadori, 2020; 
Grau & Zotos, 2016; Varghese & Kumar, 2022).

Drawing on social judgement theory (Arora, 1985; Sherif & Hovland, 1961) and in line with previous 
findings, message involvement in femvertised advertising may lead to a positive attitude via gratitude, 
as femvertised ads are centered on empowering portrayals of women, which fosters an emotional con-
nection with consumers (Åkestam, 2018; Kapoor & Munjal, 2017). Additionally, as feminist consciousness 
is raised through, popular media channels (Harrington, 2020); hence the empowering portrayal of women 
in ads depicted a positive attitude towards femvertising. This study also shows that there was a 

Table 4.  Results of bootstrapped mediation analysis.
β(SE)

GRT ATF

Education −0.07 (0.05) −0.05 (0.04)
Age 0.10 (0.05) 0.06 (0.04)
Gender −0.17 (0.12) −0.13 (0.10)
FC 0.37 (0.06) *** 0.06 (0.05)
GRT – 0.26 (0.04) ***
F 10.17*** 11.27***
R2 0.98 0.12

Note(s): N = 402, B = Unstandardized coefficient, SE = Standard error, 
Bootstrapping specified at 5000 with 95% confidence interval.

Table 5. I ndirect effects of message involvement on attitude towards Femvertising.

Indirect effect of MI Effect (SE)

95% CI

LL UL

Attitude towards femvertising
Mediator: Gratitude
−1 SD of Agreeableness 0.013(0.222) −0.327 0.056
Mean Agreeableness 0.087(0.0177) 0.054 0.123
+1 SD of Agreeableness 0.146(0.030) 0.089 0.209

Notes: MI = Message involvement; LL = Lower limit; UL = upper limit; CI = confidence interval. Bootstrap size 5000.

Table 6. I ndirect effects of message involvement on attitude towards femvertising.
Indirect effect of MI Effect (SE) LL UL

Attitude towards femvertising
Mediator: Gratitude
−1 SD of Extraversion −0.001 (0.211) −0.044 0.038
Mean Extraversion 0.078 (0.016) 0.047 0.113
+1 SD of Extraversion 0.157 (0.031) 0.099 0.222

Notes: MI = Message involvement; LL = Lower limit; UL = upper limit; CI = confidence interval. Bootstrap size 5000.

Table 7. I ndirect effects of feminist consciousness on attitude towards femvertising.

Indirect effect of FC Effect (SE)

95% CI

LL UL

Attitude towards femvertising
Mediator: Gratitude
−1 SD of Extraversion 0.030 (0.288) −0.254 0.088
Mean Extraversion 0.091 (0.212) 0.054 0.136
+1 SD Extraversion 0.152 (0.031) 0.096 0.221

Notes: FC = Feminist consciousness; LL = Lower limit; UL = upper limit; CI = confidence interval. Bootstrap size 5000.
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significant association between feminist consciousness and attitude toward femvertised commercials due 
to the presence of positive emotion of gratitude. Considering femvertising reduces ad reactance (Åkestam 
et  al., 2017; Vadakkepatt et  al., 2022) and positive feelings are formed as a result of watching femvertised 
ads, customers feel grateful to the brands, which elicits pleasant emotions.

In contrast to previous advertising research that used personality traits as antecedents of ad attitudes 
(Choi, 2020; Fazli-Salehi et  al., 2022), this study found that personality traits can moderate the indirect rela-
tionship between message involvement, feminist consciousness, and attitude toward femvertising via grat-
itude. As a result, the symbolic representation of current female related empowering portrayals in 
advertisements aligns with consumers’ views and tends to boost positive attitudes toward femvertising. 
Individuals with agreeableness and extrovert traits are more likely to respond positively to advertising that 
elicit positive feelings (Kulkarni et  al., 2019; Orth et  al., 2010), such as femvertising, which focuses on reduc-
ing the gender gap., Hence the moderating role of agreeableness and extraversion was found significant.

Theoretical contributions

Firstly, by establishing a relationship between message involvement and attitude towards femvertising through 
the mediating mechanism, this study contributes to the literature of message involvement, gratitude and the 
advertising related consumer outcome. This sheds light on the underlying mechanism of gratitude, which 
enhances the relationship between an individual’s message involvement and the subsequent attitudes. 
Secondly, the present study expands upon existing literature by providing the relationship between feminist 
consciousness and attitude towards femvertising through the mediator gratitude. This thereby proposes that 
the attitudes in question are contingent upon the fundamental emotional mechanisms related to individuals.

Thirdly, by providing an indirect relationship between message involvement and attitude towards fem-
vertising via gratitude when personality traits serve as a boundary condition in the given relationships, 
this study adds to the existing literature of femvertising and personality traits. In previous studies, per-
sonality traits were found to have a considerable impact on the ad-evoked feeling (Hirsh et  al., 2012; 
Kulkarni et  al., 2019; Mooradian, 1996). We examined agreeableness and extraversion because they have 
a proclivity towards prosocial actions (Carlo et  al., 2005; Tang & Lam, 2017). Explaining the moderating 
impact of these attributes among the many constructs can aid in broadening understanding of strategic 
advertising research, particularly in third-world economies.

Furthermore, previous research has studied the effect of feminist self-identification with the attitude 
towards femvertising (Sternadori & Abitbol, 2019), however in this study the effect of consumers overall 
feminist consciousness on attitude towards femvertising via gratitude has been studied, when the per-
sonality traits serve as a boundary condition in the relationship. This underscores the significance of 
comprehending the impact individual’s personality traits in molding and cultivating consumers’ inclina-
tions towards advertising campaigns, such as femvertising, which are designed to influence consumers’ 
cognitive mechanisms. Hence, it can be stated that, consumers are more likely to reciprocate by having 
a favorable attitude toward femvertised advertisements if the symbolic portrayal of contemporary 
female-related societal concerns in adverts is consistent with their feminist held beliefs.

Practical implications

The evidence has demonstrated academic scholarship regarding femvertising is still in its initial stages. It has a 
broader spectrum in marketing research because social stakeholders primarily influence a company’s strategic 

Table 8. I ndirect effects of feminist consciousness on attitude towards femvertising.

Indirect effect of FC Effect (SE)

95% CI

LL UL

Attitude towards femvertising
Mediator: Gratitude
−1 SD of Agreeableness 0.006(0.027) −0.047 0.608
Mean Agreeableness 0.100(0.020) 0.062 0.145
+1 SD of Agreeableness 0.175(0.034) 0.110 0.248

Notes: FC = Feminist consciousness; LL = Lower limit; UL = upper limit; CI = confidence interval. Bootstrap size 5000.
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communication (Åkestam et  al., 2017; Champlin et  al., 2019; Varghese & Kumar, 2022). Because of its promi-
nence, profit-driven businesses must incorporate social marketing strategies into their advertising campaigns as 
part of their corporate social responsibility, resulting in favourable attitudes toward brands (Campbell, 2007). 
Women in important jobs balancing work and family life have been a key part of advertising ideas, moving 
away from showing women as beautiful icons (Teng et  al., 2021). For marketing and advertising professionals, 
this study has practical implications, as it suggested that marketers should look beyond traditional demograph-
ical boundaries and consider the personality traits of customers when using innovative advertising themes like 
femvertising, reinforcing the importance of preliminary market research. The findings further suggest that tai-
loring marketing communications to the personality traits of the intended audience can be a valuable strategy 
to enhance their impact, as well as illustrating the possible role of personality-based efficient communication. 
Advertisers use business intelligence (e.g., site visits, purchasing patterns thorough artificial intelligence) to 
obtain personal information about individuals to frame adverts according to consumers potential needs. Not 
only can these information cues be used, but inferences can also be drawn from the language (Hirsh & 
Peterson, 2009) consumer’s use on social media platforms to understand the personality of individuals and 
frame femvertised messages accordingly.

Limitations and future research

This research provided considerable additions to the femvertising literature, yet research is not without limita-
tions. One of the limitations was the use of online sampling, which resulted in convenience rather than repre-
sentative sample. Second, this research was done with educated people, however future research may be done 
with a different population sample. Finally, we showed stimuli advertisements that offered a gender neural 
product; however, future research could focus on specific types of femvertising, such as body positive messag-
ing, workplace equality, and so on. This indicates that adapting strategic femvertising messages to the custom-
er’s personality and common interests of both the company and the consumer might be an effective way to 
establish underlying ties. For this study, we focused on two personality traits: agreeableness and extraversion; 
however, a comprehensive examination of the big five personality traits (conscientiousness, neuroticism, open-
ness, agreeableness, and extraversion) will provide a detailed individual level analysis of attitudes toward fem-
vertising in terms of negative and positive personality traits.

Conclusion

Advertising creatives have been enthusiastic to address women-related topics and empowering imagery 
in their brand communications since the term femvertising was devised. Although feminists have criti-
cized corporations for using feminist discourse to increase profits, consumers have praised femvertising 
because it promotes the best gender-based narratives that can promote societal wellbeing. Because of 
the rise of social media movements such as #Metoo and #TimesUp, consumers are more conscious of 
the need for brand activism from the corporate sector, and as a result, consumers have shown a favour-
able attitude toward female-empowering advertising.
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