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Summary of proposed study – A Proposed Study to Investigate the Effect of Empowerment within Advertising. An analysis of Femvertising Advertisements versus Non-Femvertising Advertisements, Menvertising Advertisements Verses Non-Menvertising Advertisement, Purchase Intention, Self-Esteem and Attitude towards these Advertisements.
Historically, advertising within the media has contributed to the upkeep of certain portrayals of males and females by promoting stereotypical roles, (Eisend, 2010) and using unrealistic body ideals, (Jalees & Majid, 2009). However, there has been a recent increase in advertisements which seek to challenge these stereotypical roles and promote body positivity through messages of empowerment, (Drake, 2017). Collectively, the advertisements which are aimed at empowering females are known as femvertising, (Rosengren, Akestam & Dahlen, 2016). A definition of manvertising is proposed by Knutson and Waldner (2017), to describe the advertisements which empower men and challenge masculine gender role stereotypes and body image.

Aim of your study

 Previous studies have focused on the effect of femvertising on purchase intention, (Karulkar et al., 2019), brand opinion and emotional connections to the brand, (Drake, 2019). The effect of menvertising on ad attitude, brand liking and third person perception, (Knutson & Waldner, 2017). However, there is little or no research which focuses on the effect empowerment advertising has on the felt empowerment as a result of exposure to femvertising or menvertising, (Knutson & Waldner, 2017). Therefore, this study will focus on the felt empowerment participants experience following the viewing of empowerment advertising by measuring their self-esteem levels as well as measuring attitude toward the advertisement and purchase intention then comparing the results with participants who had not viewed empowerment advertisements.
The research included in this study will include, gender stereotypes, how gender stereotypes are portrayed in the media, female empowerment in advertising, male empowerment in advertising. The following theories will also be explored, the Theory of Planned Behaviour (Ajzen,1985), Theory of Reasoned Action (Fishbein & Ajzen, 1975) and Cultivation Theory (Shrum, 1996). 

The purpose of this study is to explore the effectiveness of empowerment advertising such as femvertising and menvertising on male and female participants self-esteem, advert attitude and purchase intension. This is important as this form of advertising is challenging the stereotypical gender norms of advertising. As suggested by Eisend (2010), traditional stereotypes which have and are portrayed the media can be harmful as they could create an unrealistic ideal, causing an individual to experience low self-esteem and increased dissatisfactions. This could put pressure on an individual and in turn, this could impact their physical and mental health.
Methodology

Design -  a between 2x2x3 Factorial ANOVA will be used to analyse the results. 

This study will consist of three DVs, purchase intension, attitude to advert and self-esteem. For each DV a separate Anova will be ran.
For each DV there will be the same three IVs, these are:

IV1 female advertisements with two levels: empowerment advert/non-empowerment advert.

IV2 will be male advertisements with two levels: empowerment advert/non-empowerment advert.

IV3 will be age with three levels: Younger age ranging from 18-30

                                                     Middle age ranging 31-50

                                                     Older age ranging from 51 and above
The following hypotheses are proposed:
Hypothesis 1: Male Participants who viewed empowerment advertisements (menvertisements) and in the younger age group will display a higher score on the purchase intention scale than males who viewed the non-empowerment advert.
Hypothesis 2: Male participants who viewed the empowerment advertisement and in the younger age group will display a higher score on the attitude to advert scale than males who viewed the non-empowerment advert.
Hypothesesis 3: Male participants who viewed the empowerment advertisement and in the younger age group will score higher on the self-esteem scale than males who viewed the non-empowerment advert.

Hypothesis 4: Female participants who viewed the empowerment advertisement (Femvertisement) and in the younger age group will display a higher score on the purchase intention scale than females who viewed the non-empowerment advert.   

Hypothesis 5: Female participants who viewed the empowerment advertisement (Femvertisement) and in the younger age group will display a higher score on the attitude to advert scale than females who viewed the non-empowerment advert.

Hypothesis 6: Female participants who viewed the empowerment advertisement (Femvertisement) and in the younger age group will display a higher score on the self-esteem scale than females who viewed the non-empowerment advert.

In order to test the hypotheses mentioned above the following groups will be analysed:

Male x Younger Age x Manvertisement

Male x Younger Age x Non-Manvertisement

Male x Middle Age x Manvertisement

Male x Middle Age x Manvertisement

Male x Older Age x Manvertisement

Male x Older Age x Manvertisement

Female x Younger Age x Femvertisement

Female x Younger Age x Non-Femvertisement

Female x Middle Age x Femvertisement

Female x Middle Age x Non-Femvertisement

Female x Older Age x Femvertisement

Female x Older Age x Non-Femvertisement

Participants -  A minimum of 12 participants per group will be required in order to analyse the results via spss. Therefore, at least 72 males and at least 72 females will be required. Participants will be recruited online via social media and email.

Materials     -  Questionnaires will be distributed to participants via qualtrics consisting of questions relating to self-esteem, advert attitude and purchase intention.
Procedure    -  Following consent, participants will be required to complete demographic questions of age and gender. Participants will then be randomly assigned to observe an empowerment or non-empowerment advert depending on their gender. The males will observe either lynx non-empowerment or lynx empowerment (see appendix 2), the females will observe either always non-empowerment or always empowerment (see appendix 3). After exposure to the advert participants will be required to participate in a questionnaire which would consist of 22 questions. 10 questions would represent a Rosenberg (1965) self-esteem scale (see appendix 4) in order to assess self-esteem levels following viewing of the advert. 11 questions would consist of an adapted message rating scale (Wells, 1964) in order to examine attitudes towards femvertising/menvertising (see appendix 5). Lastly, in order to measure purchase intention a single question of “this advert makes me want to buy the brand it features” as suggested by Abitol and Sternadori (2018).
Results/Analysis
Qualitative in design, a between factorial 2x2x3 ANOVA will be used to analyse the results.
Appendices
Appendix 1: Ethics: 
All participants will be provided with informed consent before any data is collected. Participants will be informed that they have the right to withdraw from the study at any time and that all data collected will be done so anonymously. Participants may experience emotional distress due to the sensitive subject of self-esteem within the questionnaire. This may lead to participants questioning aspect of their own life. Participants may be upset if any of the questions in the questionnaire trigger negative feelings as they are asking about personal feelings of their own self-esteem. 

Following the questionnaire participants will be debriefed with a debrief form and a phone number will be available to contact the Samaritans if participant is experiencing negative feelings. 

The Samaritans can be contacted 24 hours a day on this free phone number 116 123 or online at www.smaritans.org.

There will be no transfer of personal information/data of participants. All results will be anonymous. Results of the questionnaire will only be accessible to the principle researcher and research examiner.

Appendix 2: Male advertisements.

Non – empowering male advert: Lynx chocolate man can be accessed at https://www.youtube.com/watch?v=Uf0l6D2Memk
Male empowerment advert: Lynx find your magic, can be accessed at https://www.youtube.com/watch?v=LZ4KNrCkDH0
Appendix 3: Female advertisements
Non-empowerment advert: Always, can be found at https://www.youtube.com/watch?v=LK_Q7me6Ql4
Female empowerment advert: Always like a girl, can be accessed at https://www.youtube.com/watch?v=XjJQBjWYDTs
Appendix 4: self-esteem scale Rosenberg (1965)

	Statement


	Strongly Agree
	Agree
	Disagree
	Strongly Disagree

	1.I feel that i am a person of worth, at least on an equal plane with others.
	
	
	
	

	2.I feel that I have a number of good qualities.
	
	
	
	

	3.All in all, I am inclined to feel that I am a failure.
	
	
	
	

	4.I am able to do things as well as most other people.
	
	
	
	

	5.I feel I do not have much to be proud of.
	
	
	
	

	6.I take a positive attitude toward myself.
	
	
	
	

	7.On the whole, I am satisfied with myself.
	
	
	
	

	8.I wish I could have more respect for myself.
	
	
	
	

	9.I certainly feel useless.
	
	
	
	

	10.At times I think I am no good at all.
	
	
	
	


Scores are calculated as follows:

For items 1,2,4,6 and 7:

Strongly agree=3

Agree=2

Disagree strongly=1

Disagree=0

For items 3,5,8,9 and 10 (which are reversed in Valence):

Strongly agree=0

Agree=1

Disagree strongly=2

Disagree=3

The scale ranges from 0-30. Scores between 15 and 25 are within normal range, scores below 15 suggest low self-esteem.

Appendix 4: Message Rating Scale Wells, 1964
In order for the scale to accurately represent the attitudes towards each type of advert, the word “femvertising” will be changed as appropriate, for example, to “menvertising” when analysing the male empowerment advertisement.

	
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	Femvertising messages are heart warming
	
	
	
	
	

	Femvertising messages are of little interest to me
	
	
	
	
	

	Femvertising messages make me feel good
	
	
	
	
	

	Femvertising ads are wonderful
	
	
	
	
	

	Femvertising ads are easy to forget
	
	
	
	
	

	I am tired of this kind of advertising
	
	
	
	
	

	Femvertising ads leave me cold
	
	
	
	
	

	Femvertising ads are fascinating to me
	
	
	
	
	

	I would probably skip femvertising ads when I see them advertised
	
	
	
	
	

	Ads about empowering women are appealing to me
	
	
	
	
	

	Femvertising messages help advance womens empowerment and success in society
	
	
	
	
	


Negatively worded statements will be reversed scored.
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