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Abstract
Over the past decade or, streaming platforms such as Netflix, Apple TV and Disney+ have changed the landscape of global media consumption (Chalaby, 2022; Saha & Srivastava, 2023). Political dramas featuring female leaders have moved from mainstream television to niche cultural products through streaming platforms. Such shows represent a significant crossing between entertainment, political commentary, feminist media and consumer culture. In the last decade, we have also seen an increase in feminist films or shows, in which women are portrayed in a variety of roles, with an emphasis on their struggles. The rise of 4th wave feminism has changed the discourse on women's empowerment, struggles and representation in popular and media culture (Gill, 2007). Its focus on women's interconnectedness, intersectionality and mobilisation has been at the forefront of feminist scholarship ( Maclaran, 2015; Cochrane, 2018).  We, also, see a growing critique of how women's empowerment is simultaneously commodified and amplified through global distribution channels such as streaming platforms (Gill, 2016). 
In this paper, I use two very popular Netflix shows, The Diplomat (2023-2024) and Borgen (2010-2023), to explore how feminist politics, through the lens of 4th wave politics, becomes consumable content, but at the same time a necessary transition from women as objects to women as transformative leaders. Both shows feature important female politicians, the former a US Ambassador to the UK and the latter a Danish Prime Minister, the first female Prime Minister. Both women are navigating systemic power structures, demonstrating transformative leadership, in the light of their gender. The show focuses on how these women solve problems and exercise power in a very masculine domain, but at the same time show their vulnerability as they navigate this context as mothers, lovers, wives and friends. These complexities that these characters exhibit align with Gill’s (2016) postfeminist sensibilities, as they embrace and at the same time critique feminist ideals.
We can also see these shows as an example of consumer culture and how their feminist representation becomes a form of cultural currency. Both shows have been packaged into an international entertainment product, designed to filter complex political issues into character-driven plots that fit the entertainment format sold on Netflix. We also see various consumer elements coexisting with the important political work that both leaders are asked to do, such as lifestyle, fashion, and even romance, which in reality create a consumable image of female leadership.
[bookmark: _GoBack]Both shows and their characters are situated as complex cultural artefacts as they are simultaneously represented as feminist texts and commercialized media products, which is useful to consider as this idea provides a broader framework for understanding these shows beyond their dual positioning within feminism and consumer culture. In this way, these shows become an important media example for analysing how feminism, and specifically women in politics and leadership, are represented in contemporary media, but at the same time exist in what Zeisler (2016) calls marketplace feminism, which can be packaged, stylized, and bought globally as another lifestyle product. This paper aims, thus, to show the complex crossing between feminist political representation and marketable media product.

