
55 

 

 

The role of academia in empowerment and leadership for the professional profile of 

women in advertising and Public Relations 

 

El rol de la academia en el empoderamiento y líderazgo para el perfil profesional de 

las mujeres en Publicidad y Relaciones Públicas 

 
Ortiz, Herlinda*a & López, Karolb 

 
a  Universidad Anáhuac Puebla, Universidad Veracruzana •  0000-0001-7059-8931 •  384825 
b  Universidad Anáhuac Puebla •   0009-0005-7298-3944 

 
SECIHTI classification:                                                                                  DOI: https://doi.org/10.35429/H.2025.8.55.62 

 
Área: Social Sciences 

Campo: Media and communication 

Disciplina: Information science 

Subdisciplina: Others 

 

Key Handbooks 
 

What are the key aspects to understand in order to apply them to the generation of universal knowledge? 
 

− Integrating the gender perspective into knowledge production, recognizing that structural inequalities influence the way knowledge is constructed 

and transmitted. Understanding this allows for the generation of more inclusive knowledge that is applicable to diverse contexts and representative 

of society as a whole. 

− Link theory with academic and professional practice, that is, convert findings into educational, political, and organizational strategies that promote 

leadership, empowerment, and equity in different areas of knowledge. 

− Adopt an interdisciplinary approach, combining areas such as communication, sociology, education, and gender studies to broaden the 

understanding of social phenomena and provide global solutions. 

− Encourage critical reflection on the role of academia in society, understanding that educational institutions are agents of change capable of 

transforming cultural and labor structures at the local and international levels. 

− Promote equity as the basis for scientific progress, since truly universal knowledge is built when women and men participate on equal terms in 

research, teaching, and professional practice. 

− Generate replicable and internationally comparable models, such as the adaptation of the Alles Competency Model (2016) from a gender 

perspective, which can be applied in other contexts and disciplines to enrich global knowledge. 

− Write down the main conclusions of the research. 

− Gender inequalities persist in the field of Advertising and Public Relations, reflected in discrimination, lower salaries, and less influence for women 

(Krugler, 2017). 

− These inequalities are linked to cultural, political, and relational factors that determine gender-based work roles (Place, 2015). 

− There is a lack of research on the role of academia in the professional development of female Public Relations graduates from a gender perspective. 

− It is necessary to improve academic strategies to strengthen the professional profile of men and women, integrating gender perspective, leadership, 

and empowerment. 

− Public relations has the power to influence gender roles, as it can bring about changes in power structures and promote equity through its 

communication strategies (Demetrious, 2008). 

− Empowerment and leadership are key pathways to social and professional transformation, helping women recognize their capabilities, rights, and 

responsibilities (Alles, 2016). 

− Academia plays an essential role in building a more equitable professional environment by incorporating a gender perspective into curricula and 

teaching practices. 

− Integrating a gender perspective into university education can reduce employment gaps and promote an inclusive environment where men and 

women have equal opportunities. 
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Abstract 

 

This research examines the role of academia in shaping the professional profile of women in Advertising 

and Public Relations, focusing on empowerment and leadership from a gender perspective. Although the 

inclusion of gender perspectives in education in Mexico is relatively recent, it remains a priority in 

professional training. Education plays a crucial role in women’s development and in building structures 

that strengthen more equitable power relations. While women make up 65% of the workforce in Public 

Relations, only 20% hold senior positions, highlighting the need for changes in academic training to 

foster equal access to leadership roles. To address this, 106 surveys and 5 interviews were conducted 

with graduates in Xalapa, Veracruz (2021). Findings reveal progress in empowerment and leadership, 

yet persistent barriers remain. These results underline the importance of academic strategies and public 

policies that promote gender equity and support women’s advancement into higher-level positions.                                                                      
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Resumen   
 

Esta investigación analiza el papel de la academia en la formación del perfil profesional de las mujeres 

en Publicidad y Relaciones Públicas, con énfasis en el empoderamiento y liderazgo desde una perspectiva 

de género. Aunque la incorporación de esta perspectiva en la educación en México es relativamente 

reciente, representa una prioridad en la preparación de profesionales. La educación constituye un motor 

para el desarrollo de la mujer y resulta esencial en la construcción de estructuras que refuercen relaciones 

de poder más equitativas. Si bien las mujeres representan el 65% de la fuerza laboral en Relaciones 

Públicas, solo un 20% accede a puestos directivos, lo que evidencia la necesidad de transformar los 

procesos formativos. Con este propósito, se aplicaron 106 encuestas y 5 entrevistas a egresadas en 

Xalapa, Veracruz (2021). Los resultados muestran avances en liderazgo y empoderamiento, pero también 

barreras persistentes que demandan estrategias académicas y políticas públicas orientadas a la igualdad. 
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Introduction  

 

This research aims to explore and identify the role of academia in empowerment and leadership, based 

on an adaptation of Alles' Competency Model (2016) for graduates in Advertising and Public Relations 

from Xalapa, Veracruz, from a comprehensive gender perspective. This is due to the position that 

professionals in this field currently face in terms of gender perspective at the global, national, and local 

levels in areas related to their training and job performance.  

 

This adaptation is based on the analysis of three variables: Leadership, Empowerment, and 

Organizational Culture within three areas: academic, personal, and organizational. However, this 

particular work focuses on leadership and empowerment, as the World Bank's Gender Strategy (2024-

2030) highlights that empowering women through leadership opportunities is essential to achieving 

broader gender equality goals so that communities can close significant gaps in economic and social 

opportunities, creating a more just and productive society (World Bank, 2024). 

 

In addition, it is important to explore and identify the main competitive challenges (Alles, 

2016) from a gender perspective (Aldoory & Toth, 2004; Alles, 2016; PNDU, 2020; United Nations 

Global Compact, 2021) in order to reduce the gender gap. The reason is that global studies such as the 

Global Gender Gap Report 2024 (World Economic Forum, 2025) reported that within the category of 

“Participation and Economic Opportunity,” Mexico ranks 113th out of 153 countries, and “Educational 

Attainment” is reported as number 72, addition that overall Mexico is located in #23 in Gender Gap. On 

the other hand, according to Global Women In PR (GWPR) in its 2024 annual report (Hardwick, 2024), 

52% of men working in this field are even more likely to hold a position on the board of directors, 

regardless of the fact that women make up two-thirds of the global labor market. In addition, 41% of 

public relations professionals feel that women are promoted more slowly in their companies. 

 

On the other hand, research on the gender perspective in advertising and public relations in 

Mexico is scarce or almost non-existent. However, there is currently a Gender Gap Diagnosis in the 

Advertising Industry (Círculo Creativo, 2020) which has found the following: there is a statistically 

significant difference (10% on average) between the salaries received by men and women in the 

advertising industry, with management or senior positions having the largest pay gap.  

 

In addition, there is no research in Xalapa, Veracruz, that explores competitive skills from a 

gender perspective for female graduates in this professional area, which means that there is no clear 

picture of what they will face in the labor market and the skills that are required. In addition, the gender 

approach also contributes to analyzing, explaining, and expanding aspects of reality that are applicable 

in all areas of life. That is why an exploratory study is necessary to highlight this situation, known 

worldwide as the “glass ceiling,” and to observe how academia plays an important role that impacts both 

the empowerment and leadership of professionals. The visibility proposed by this type of research aims 

to generate and propose strategies for any public or private educational organization in order to eradicate 

inequalities and thus create a competitive profile for men and women in the labor market. 

 

Metodology  

 

This research was conducted using a descriptive transactional design in which the variables proposed in 

the adaptation of Alles's “Competency Model” (2016) were analyzed to determine the competitive and 

skill profiles of female graduates in Advertising and Public Relations from a gender perspective. 

 

Three main variables were obtained from this model: Leadership, Empowerment, and 

Organizational Culture. In this case, empowerment according to Alles (2016) is defined as "the ability to 

take effective action aimed at improving and enhancing people's talent, both in terms of knowledge and 

skills. It involves setting clear and measurable performance objectives and assigning the corresponding 

responsibilities,“ while leadership is considered to be ”the ability to lead a group or work team with the 

aim of ensuring that its members contribute effectively to achieving the objectives." Considering these 

definitions, it was decided to study it from three areas: academic, personal, and organizational, in order 

to do so from a comprehensive perspective and to collect the necessary information to obtain the profile 

of these graduates.  

 

https://elibro.net/es/lc/bibliotecauv/titulos/114189
https://www.worldbank.org/
https://elibro.net/es/lc/bibliotecauv/titulos/114189
https://elibro.net/es/lc/bibliotecauv/titulos/114189
https://doi.org/10.1207/s1532754xjprr1602_2
https://elibro.net/es/lc/bibliotecauv/titulos/114189
https://www.undp.org/content/undp/es/home/sustainable-development-goals/goal-8-decent-work-and-economic-growth.html
https://www.weps.org/sites/default/files/2021-08/WEPs%20BROCHURE_SPANISH.pdf
https://www.weps.org/sites/default/files/2021-08/WEPs%20BROCHURE_SPANISH.pdf
https://www.weforum.org/publications/global-gender-gap-report-2025/digest/?google_abuse=GOOGLE_ABUSE_EXEMPTION%3DID%3D1370f398a8880cac:TM%3D1762559741:C%3Dr:IP%3D2a09:bac3:4c13:96::f:39f-:S%3DDjGGTZX4e5Tot614Reyf2qw;+path%3D/;+domain%3Dgoogle.com;+expires%3DSat,+08-Nov-2025+02:55:41+GMT
https://globalwpr.com/wp-content/uploads/2025/01/GWPR-Annual-Index-2024.pdf
http://library1.nida.ac.th/termpaper6/sd/2554/19755.pdf
https://elibro.net/es/lc/bibliotecauv/titulos/114189
https://elibro.net/es/lc/bibliotecauv/titulos/114189
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It is important to mention an important part of these, which according to Gúzman (2017) “These 

indicators are useful for accompanying processes of reflection and awareness-raising, as well as for 

inducing them. Their purpose is to make gender relations visible in higher education institutions. For this 

reason, they are not oriented towards external labor certification, although they can undoubtedly help 

institutions achieve the certification proposed by the Ministry of Labor and Social Welfare” (Guzmán, 

2017). In the case of empowerment, the role of academia was studied under the following dimensions: 

 

− Strategic creation 

− Problem-solving skills 

− Building strategic relationships 

− Ethical orientation 

− Self-motivation 

− Teamwork 

− In the case of leadership, it has been analyzed under the following dimensions: 

− Empowerment 

− Community leadership and commitment 

− Promoting equality from a management perspective 

− Equal opportunities, integration, and non-discrimination 

− Transparency, evaluation, and information 

− Education and training 

− Health, safety, and a life free of violence 

 

Graduates were chosen because they are the main group that has a direct relationship with the 

academic, personal, and organizational entity, which allows for a broader overview from a gender 

perspective to understand the situation of labor inequality that currently persists locally.  Two instruments 

were developed for this study: quantitative and qualitative. For the first, a survey was conducted with 

106 women, structured based on the Likert scale, with “Strongly agree” being the maximum score (5) 

and “Strongly disagree” being the minimum (1). A total of 42 questions were divided into three sections: 

academic, personal, and organizational. On the other hand, for the qualitative instrument, a semi-

structured interview was conducted with five graduates. A total of seven questions were asked, divided 

into the same three sections.  Finally, the interviewees were informed of the position of women practicing 

advertising and public relations in Mexico and around the world and were asked for a final comment on 

this aspect. It should be noted that both instruments were carried out. 

 

Results 

 

Some of the results identified in the area of empowerment within the academic field were: 

 

Box 1 

 

 
Figure 1 

Leadership level in the Academy 
Source: Author’s own creation 
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That 47.17% of female graduates have a “good” perception of teachers' promotion of 

empowerment. However, it is male teachers who promote it the most. This is directly related to the fact 

that there are more male teachers than female teachers. In general, leadership is considered a very high 

indicator, but this is not reflected in the occupations they have as university graduates. In other words, 

although they have high-level skills, in their perspective, this is not reflected in the positions they hold, 

as they are in operational positions and none are in management. 

 

Box 2 

 

 
 

Figure 2 

Level of Empowerment in Academia 
Source: Author’s own creation 

 

As can be seen in the graph, most professionals perceive the promotion of empowerment as good 

(47.1%), while 38.68% perceive it as excellent. However, only 20.53% perceive it as deficient. This 

suggests that empowerment among female students was perceived as good by the majority, but only half 

of them rated it as excellent.  

 

This result raises the question: what happened to those women who achieved excellent 

empowerment but were unable to achieve “good” empowerment? On the other hand, although it is a 

minority, there is a significant deficiency. 

 

On the other hand, in the interviews, it was observed that the most frequently used word was 

“power,” repeated 209 times. However, after analyzing the interviews, it was found that this word is not 

necessarily a concept that they internalize, but rather one that others (especially men) exercise toward 

them. Therefore, the power they use in decision-making is minimal.  

 

On the other hand, the second most repetitive concept was “woman.” In this case, they talk about 

the importance of women in the field of communication, as well as avoiding stereotyping them in this 

area. Although in some cases, the organization has helped to empower graduates, this is not the case for 

all of them, so they believe that the lack of encouragement for empowerment and participation in 

decision-making is related to the positions they hold. 
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Box 3 

 

 
 

Figure 3 

Word’s cloud  

Source: Author’s own creation 

 

Finally, when they were told about the current statistics on women in the advertising and public 

relations labor market and their low participation in management positions at the international level, as 

well as the lack of research at the national level, they expressed surprise at not knowing about the situation 

in their professional field, in addition to the fact that no manager has created strategies to close the gender 

gap that exists in organizations. However, they understand that it has become normal to position women 

purely on the basis of their gender and not on their skills and knowledge, which is why they insist on 

creating new strategies to close the gender gap in their professional field. 

 

Conclusions 

 

During the research, necessary information was found at the international level regarding gender equality 

in the area of Advertising and Public Relations. This is due to the fact that there has been a growing shift 

toward women who have experienced gender discrimination, lower wages, and less influence in their 

positions (Krugler, 2017). This growth is related to the association of gender that affects the job roles of 

professionals, which is due to cultural, political, and relational forces that “position men and women in 

relation to their position” (Place, 2015). 

 

In addition, there has been a lack of research exploring the role of academia in the professional 

development of female graduates in public relations from a gender perspective, as well as its impact on 

the labor market at the national and international levels. The findings of this research highlight the need 

to improve academic strategies to strengthen the profile of both women and men in this profession. By 

integrating a gender perspective and promoting empowerment and leadership, a more equitable 

foundation can be provided, allowing professionals of both genders to be better prepared to meet market 

demands and contribute effectively in their respective work environments. 
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On the other hand, it is important to emphasize that public relations can directly affect and 

influence these gender roles, as they can create change directly from the power hierarchy and generate 

consent among individuals in society (Demetrious, 2008). The way in which it influences is through the 

various strategies that Public Relations has and its flexibility to influence different academic contexts, in 

order to have a direct impact on the profiling of graduates. 

 

Empowerment and leadership, in addition to granting power and undertaking effective actions 

aimed at improving and enhancing human talent (Alles, 2016), are among the most important avenues 

for change, not only for women but also for other disadvantaged groups. It also helps women become 

aware of their ability to act on reality, as well as their duties and rights, and thus be able to make decisions 

about their lives, as this is how real social change can be achieved. It is therefore important and essential 

that this knowledge is understood and imparted from the beginning of their professional development, 

which in this case is academia itself. 

 

Finally, academia plays a fundamental role in the training of future professionals, as it not only 

provides technical knowledge but also critical skills such as leadership and empowerment. From a gender 

perspective, its role becomes even more relevant, as it can foster practices and values that promote equity, 

reducing gaps in fields such as public relations. By integrating a gender perspective into the curriculum 

and pedagogical practices, academia can contribute to creating a more inclusive professional 

environment for both women and men. 
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